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Customer Value Proposition
	A customer value proposition is a firm’s way of generating value in their services or products when targeting specific customers. Of all the companies I deal with daily, I consider uber as the most successful. Uber is an on-demand conveyance provider. It is the company that made it possible to connect with a taxi driver whenever in need. With the help of a smartphone and uber mobile application, customers do not have to wait for much. Uber has its presence in more than 655 cities worldwide and raised more than $22 billion in equity funding.
	Uber makes an additional source of income for their drivers. Also, drivers can choose t work according to the timing of their choosing, which increases the effectiveness of the drivers. It also makes their payment procedure very easy, thus reducing the drivers' time to wait to get their money. Uber also makes it possible for individuals who love to drive to earn while pursuing their hobbies. Uber also maintains the class of its clients. The firm has particular products for the different segments that customers can choose accordingly. 
Uber is successful in customer value proposition since the customers pay less than a private taxi. Since the firm charges per kilometer, the clients can choose the way which can save their money. The clients do not have to wait for a long time to get a taxi, which was a significant problem. Uber expertly highlights the disadvantageous aspect of taking a traditional cab and points out its superior services. Uber excellently conveys ease and simplicity that lies at the heart of what makes it excellent compared to other providers. Everything about uber directly contrasts the archetypal experience of getting a taxi. When uber is compared to other taxi providers such as Lyft, it is clear that Uber’s value proposition is undoubtedly positioned (Zhu & Wang, 2017).
	Uber is a multi-sided platform; thus, it consists of a value proposition for the drivers and riders. For the customers, the value proposition is to "always get the ride you want." For drivers, it promises a "chance" to track earnings in real-time, get support, and set their working hours. The firm provides a platform for a rating system to enable the client to leave feedback. It also facilitates cashless transactions. Also, there is no need to tell the driver the route or destination. The customers can also choose in terms of vehicle type, such as premium or economy. It also offers fast pick-ups, usually 3-5 minutes as tracking cab. in terms of affordability, uber offers lower prices than other taxi rides. The uber application also gives the customer the estimated pick-up, duration, and ETA of the taxi ride. There is also no need to plan trips ahead of time as uber provides reliable rides. Lastly, the customer informs the destination on the uber application, which avoids misunderstanding when handling drivers and customers who speak different languages Cramer & Krueger, 2016).
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