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Consumer Attitudes and Preferences towards Ride-hailing Services: A Comparative

Analysis of Ola and Uber

ABSTRACT

Urbantransportationhas beencompletelytransformedwiththeintroductionofride-hailingservices.
ThisstudyexploreshowcustomersviewandpreferOlaandUber, twowell-knowncompaniesinthe
Indianindustry.Thisstudyexaminesseveral aspectsofservicequality,suchasdependability,price,
safety,andcustomerassistance, usingathorough surveytechniqueandstatisticalanalysis.The results
show that although the two systems provide comparablebasic services, elements like pricing
policies,driver  conduct,andapplayouthave animpactonuser preferences.Additionally,thestudy
looksathowdemographicvariableslikeage,gender,and occupationaffectthedecisionsmade by
consumers.Ride-hailingbusinessescanimproveconsumerpleasureandloyaltybycustomizingtheir
methodsbycomprehendingthese subtleties. Thisresearchoffersinsightsintothedynamicsof consumer
behaviour in thedigital age, with implications forthe larger subject of servicemarketing. The study,
based on a survey of 200 respondents, reveals that affordability and availability are critical factors

favoring Ola's preference over Uber in Ludhiana.

KEY WORDS:Ride-hailingservices,Ola,Uber,customerbehavior,demographics,service

marketing,pricing,safety,customerassistance,customerperception,andcustomerpreference

INTRODUCTION

Theneed for effectiveand practical transportation options has increased dueto thefast urbanization
andgrowingdependence  onindividualmobility.Ride-hailingserviceshave  becomea  disruptive
forceintheurbanlandscape,thankstotheeffortsofcompanieslikeOlaandUber. These services
provideapractical substituteformoreconventional forms of mobility like public transportation and
taxis. These systemshave simplifiedtheride-hailingandbookingprocessbyutilizingtechnology,
allowingconsumerstorequestacaratthepushofabutton. Thequickuptakeofride-hailingservices can

beattributed to this convenience,reasonable price, andalargeselectionof vehicles.

Understandingcustomerpreferencesandimpressions,however,isessentialfor ~businessestokeep their
competitiveadvantageasthemarketgetsmoreandmorecrowded. WithanemphasisonOla
andUber ,thisresearchstudyattempts toexplorethecomplexitiesofconsumerbehaviourinthe

settingofride-hailingservices.Thisstudylooksatanumberofvariables,includingconvenience

safety,cost,andservicequality,inanefforttodeterminewhatinfluencesuserpreferencesandloyalty tothese
platforms.Furthermore,the studywillinvestigate how demographic variableslikeage,
gender,andoccupationaffectthedecisionsmadebyconsumers.Forride-hailingbusinessestocreate

successfulstrategies,theymusthaveathorough understandingofcustomerpreferencesandviews.
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Businessescanimprovetheoverallcustomerexperiencebyimplementingtargeted enhancementsin key
areasofsatisfactionand discontent. Additionally, futurecorporate decisions about pricing, service
offerings,andmarketingeffortscanbe influencedbyinsightsaboutconsumer behaviour.
Thisstudywilladdtothecorpusofinformationalreadyavailableonservicemarketingandconsumer

behaviour.Thisstudywillgive researchers, policymakers, andindustry practitioners important
insightsbyofferingathoroughexaminationofconsumerpreferencesandattitudesinrelationtoride- hailing

services.

LITERATURE REVIEW

Vatal A;(2023)The autorickshaw sector has beengreatly influenced by Uber's introduction intothe
Indianmarket,especiallyin Pune.Uber hasboostedcompetitivenessbyprovidingcashless
payments,dependable service,and real-time tracking,whichhascompelledautorickshawsto raise the

caliber of their offerings.

PillaiS;(2023)Uber ispreferredbycustomersbecauseitisconvenient,flexible,andreasonably
priced.Uberispopularformanyreasons,howeverlengthierwaittimesareadisadvantage. Itsrising

popularity portends futuregrowth in demand.

Gupta Asetal. (2022)Modernizationhasbeenbroughtaboutbylndia'sexpandingtaxibusiness,
especiallybyapp-basedserviceslikeOlaandUber. These servicesneverthelesshave issuesthat affectthe
userexperience evenwhenthey provide advantageslike comfortandconvenience.The purposeof this

275-respondent study is topinpointthesedifficulties.

AKhiRA;(2021)Forride-sharingserviceslikeUberand Pathao,thestudydiscovereda strong
relationshipbetweenridefareandvehicleavailability. AlthoughPathaoandUberhaddifferentrates,
itwasdiscoveredthatPathao'sfaresweremoreexpensive. ThestudyalsofoundthatDhakaresidents

likeUber becauseof its superiorservice and greater automobile availability.

Rode A;(2021) Ola and Uber, two of India's top taxi booking applications, compete to draw and
keep users while satisfying the country's expanding demand. In order to better understand and meet
the needs of Indian users—both drivers and passengers—this study investigates their behavior,

preferences, and difficulties.

AnirvinnaC;(2020)Despite confrontingconsumer and regulatoryissues,Ola andUber have taken
advantage  ofIndia'smarketpotentialbyemployingsurge  pricingasatacticaltactic.The  studyalso
looksatalternativessuchhiddensurge pricingandhowitaffects driverincentivesandthesupply- demand

relationship fortaxis.

Chaurasiya A;(2020) According to the study's findings, safety is the main factor driving the use of
Ola and Uber in India, and their future looks bright. Their success is largely due to their advantages

over traditional transportation, GPS tracking, and round-the-clock availability.
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Godbole S; et.al. (2020) The demand for quick, easy, and safe transportation options as well as

growing disposable incomes have propelled the taxi industry's growth since Uber's 2013 founding.

Arora M; et.al. (2019) Withrisinginternetusage andarise in demand for privatetransportation
inmajorcities, India'stransportationinfrastructure hasundergonesignificantchange.Oneofthe

sectorswiththequickestgrowthisthetaxiindustry,whichisdominatedbyfirmslikeOla,Uber,and Meru.

VelmuruganJsS; et.al.(2019)Thisstudylooksatuser impressionsandpossible enhancementsfor Ola,
highlightinghow digital technologyinsmart cities hasincreased international cab-hailing services.

Consumer insights arethe main emphasisof the120-person sample.

YamunaSM;et.al.(2019)Radiocabsweresurpassedinpopularitybyon-demandtaxiserviceslike
Ola,Uber,andMeru,  whichprovided reasonablypriced,smartphone-baseddoor-to-door  ridesto
covertransportationshortagesincities. Thesetech-basedbrokersdon'towncars;instead,theymake money

by charging commissions.

Velmurugan JS; et.al. (2019) This study looks at user impressions and possible enhancements for
Ola, highlighting how digital technology in smart cities has increased international cab-hailing

services. Consumer insights are the main emphasis of the 120-person sample.

Yamuna SM; et.al. (2019) Radio cabs were surpassed in popularity by on-demand taxi services like
Ola, Uber, and Meru, which provided reasonably priced, smartphone-based door-to-door rides to
cover transportation shortages in cities. These tech-based brokers don't own cars; instead, they make

money by charging commissions.

Goel R; et.al. (2018) In order to identify their advantages and disadvantages, this study contrasts the
quick expansion and logistics of Ola and Uber, concentrating on operational variations, connection,

availability, and route optimization.

Kashyap R; (2018) Ola and Uber's contributions to India's sharing economy are highlighted in this
report, along with the advantages they offer to both drivers and urban users. However, there are still

issues with ecological sustainability and taxi owners' disruption of driver opportunities.

RajeshR;(2018)Thissurvey focuseson laborprofessionalsand makes adistinctionbetweenOla
andUbercustomersinMumbai.Accordingtostatisticalanalysis,womenfavoredUber,butOlausers

feltmoresecure.

Thomas T;(2018)Withanemphasisondriverbehavior,discounts,andmarketinginErnakulam,
thestudyinvestigatesthetransitiontoonlinetaxiplatforms.Reliability,comfort,drivingstyle,safety, and

customer satisfaction areallstrongly positively correlated, according toregression research.
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Shukla S; et.al (2017)Inorder to grow their market share, Ola and Uber need to implement
creative,consumer-focused tactics that balanceregulatory requirements withpreserving customer

pleasurein acutthroat industry.

JacobPM; et.al. (2017)With the emergenceofonlineservices likeUber and Ola, the $8-9 billion
taxi sector inIndia is expanding quickly. Based onvariables likeresponsiveness, dependability,

safety, comfort, price,and driver behavior, this study assesses client satisfaction.

KishoreK;(2016) Thepopularityofsmartphone-basedtaxibookingisthemainsubjectofthisstudy, which
looks at how technology is affecting cab-hailing services globally in smart cities.It examines

consumer opinions and possible enhancements to Ola's offerings.

Kumar K;et.al.(2016)Accordingtothereport, while choosingtaxiservices,customersare

interestedinusingcouponsandareateaseusingmobileappstodoso. Inanyserviceindustry,service providers

arealso veryimportant.

RESEARCH METHODOLOGY
ResearchObjective:

To investigate thefactorsinfluencing Ola and Uber customers' overallsatisfaction levels.
To determinehow Ola and Uber's pricing policiesimpact customer preference.
To determinewhich of theOla and Uber apps is easierto use.

To evaluateOla and Uber's accessibility in various Ludhianaregions.
Sampling Plan:

TwohundredpeoplewhousetaxiservicesinLudhianawillbechosenat randomfromthepublic. We may
make inferencesaboutthe opinionsandpreferencesof the largerpopulationof Ludhiana's taxi

serviceusers thanksto this sample.
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Data Collection:

Using aquestionnaireand the survey method, data forthe studywas gathered with theprimarygoal
inmind.Therefore,primary datawasusedtoachieve thegoals,whilesecondary datawasusedto createthe
literature.

Data Analysisand Tools:
Bardiagramsandotherdiagrammaticalrepresentations. The informationisdisplayedusingpie charts.

DATA ANALYSISAND INTERPRETATION

Demographic Analysis:

Fig. 1.Showing thegender of therespondents:

® Male
@® Female
@ Other

Out ofthe 200 responders, 95 aremenand 105 arewomen, according to thepie chart above.
Malerespondentsmakeup47.5% of thesample,whilefemale respondentsmake up52.5%.From above
itcanbe interpretedthatmajorityofthe respondentsareFemale andmale respondentsare little less than

females. ltdemonstrates that both sexes utilizetaxi services.
Fig. 2. Indicates theAgeoftheRespondents

@® 1725
® 25-35
@ 35 above
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Theaforementionedgraphicindicatesthatagreater proportionofsurveyrespondentsarebetween
theagesof 17and25.75responders,or37.5%o0f thetotal,are betweentheagesofl7and25.
Additionally,61responders,or30.5%o0fthetotal arebetweentheages of25and35.Additionally,

64outofthe200responders,or32%ofthetotal,are overtheageof35.Itispossibletoinferfrom

theabovethatpeopleofallagesuse taxiservices.Regardlessof theirage,fromyoungtoold.All agegroups

that use taxi servicesareincluded in thepoll.
Fig. 3.Indicates theOccupation oftherespondents:
@ Student

@ Working
@ Not Working

Itcanbeseenfromtheabovegraphicthat95outofthe200respondentsareemployed.Of  thetotal number
ofresponders,33%are  collegestudentsand47.5%are  employed.Additionally,19.5%0f  people
donotevenhavea joboreducation.Giventhatthemajorityofrespondentsare fromthe
workingcategory,itcan beinferredfromtheabovethatindividualswhoareemployedtypicallyhad
tousetaxiservices,whichexplainswhytherearemorerespondentsfromthisgroup.Collegestudents

alsomake regular use of taxiservices.Additionally,thosewhofallwithinthe group of unemployed

people usetheseservices and rarely ventureoutside.

Fig. 4. ShowingtheuseofCabServices:

@ Yes
® No
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According totheanalysisof the above graphic,99% of people use taxiservicesfor their own
purposes. ltcanbeinferredfromtheabovethatthemajorityofrespondentsusetaxiservices.Only
1%ofpeopledonotreserve ataxiforthemselves;instead,theydosofortheirlovedonesandother
people.Thesetwoindividualsessentiallyreservedthetaxiservicesforotherpeople.However,the

198 responders wereindividuals who reserveor utilizetaxi servicesforthemselves.

Fig.5. ShowingthefrequencyofusingCab Services:

@ Daily

@ 2-3 Times a week
@ 1-2 Times in month
@ Rarely

According tothe analysisof the aforementioned discussion,36% of people utilize taxiservicestwo
tothree timeseachweek.31%ofpeopleusetaxiservices1-2timespermonth,24%use them
infrequentlyorsporadically,andonly9%usethemeveryday.Intermsofstatistics,outof the200
respondents, 72 usetaxiservices two to threetimes per week, 62 usethem onceor twicepermonth,
48use theminfrequently,and18use themeveryday. The aforementionedindicatesthat9%of
respondentsusetaxiserviceseveryday.Giventhatthisstudyincludedcollegestudentsandworking people,
someof themoftenuse taxiservicesinsteadof alternativemodesof transportation.
Furthermore,mostonlyuseittwoorthreetimesaweekormonth,so whentheytravel,these
individualsmightalsouseothermodesoftransportation.Additionally,thesearethepeoplethatdon't
traveloften,since 24%ofrespondentsstatedtheyonlyuseit occasionally. The pollindicatesthat people

without jobs may travel less or perhaps infrequently.

Fig. 6.Indicating Preference inCustomerbetweenOLA andUBER

@® Ola
® Uber
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According to thepiechart above, 129 out of 200 respondents said they preferredOlaservices.
Oftheentire numberofconsumersinLudhiana,64.5%favourOla,whilejust35.5%preferUber
Cab.Accordingtotheaforementionedresearch,themajorityofindividualsinLudhianachooseOLA
taxiservices.Thiscould bebecauseofavarietyofvariablesthatinfluenceconsumer  preferences, as
indicated bythe survey'snextquestion.Thus,data suggeststhatOLA hasa dominantmarketshare in

Ludhiana and afavorable consumer perception.

Fig. 7. ShowingmoreaffordableCab Servicebetween OlaandUber
® Ola

Accordingtothepiechartabove,133outof  200respondentsbelieve Ola ismore reasonablypriced

thanUber.Ofalltaxiconsumers,66.5%believe  thatOla ismore cost-effective andlessexpensive
thanUber.However,33.5%ofrespondentsdisagree,believingthatUberismore cost-effective.
Accordingtotheaforementionedsurvey,morecabconsumersinLudhiana believeOlaismore
reasonablypricedthanUber.Since more people use Ola'sservice thanUber, asindicatedbythe
previousquestion,Ola'sreasonable  pricesare  another  majorfactorinthepopularityofOLACab
Service.ltisalsonecessarytoofferqualityservicesatreasonablepricesinordertoincreasemarket

share.

Fig. 8. ShowingMajorfactorimpactthedecisionofchoosingCabService?

@ Pricing

@ Availability

@ Driver's Behaviour
@ Cleanliness

@ Safety

@ Convenience

Cabavailabilityisthetoppriorityformostrespondents(41%)followedbyprice(27.5%),safety
(21%),convenience,cleanliness,anddriverbehavior(10.5%). Accordingtotheanalysis,Olais
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preferredbyclientsinLudhianabecauseofitsincreasedavailability,affordableprices,andemphasis on
safety, particularly among women.

Fig. 9. Showingthat whichCabServiceisSatisfyingthemajorityofcustomer

@® Ola
@ Uber

Accordingtothepiechartabove,65.5%ofcustomersare satisfiedwithOlaCab Service.
Additionally,34.5%of customerssaytheyare happywiththeUbertaxiservice.Accordingtothe
aforementionedanalysis,themajorityofOlaCabServicecustomersaresatisfied.Sincemost people
likeanduseOlaCab,thismayalsobethereasonwhythemajorityofpeopleuseOlaCab.However,
34.5%ofrespondentssaytheyarehappywiththeUberCabService,and35.5%saytheypreferUber  inone
oftheaforementionedquestions.Therefore,34.50utofthose whowere notsatisfiedwith Uber Cab can
beinterpreted as follows.

Fig. 10. Showingthepaymentmethodthatmajorityprefer:

@ Cash Payment
@ Credit/ Debit
@ UPI(Google Pay, Phone Pay)

Analysisoftheprecedingchartshowsthat106outofthe200respondentsprefercashpayments.UP1 (Google
Pay, Phone Pay) ispreferredby87people.Accordingtothe  aforementioned  analysis,the
majorityofindividualsinLudhiana  stillprefer  cashpayments,while43.5%utilize  onlinepayment
systems. Thisinformationisusefulforbusinesses creatingnewmodels. Thepurposeofthissurvey question

is essentially to learn how customers behavewhen making payments.
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Fig. 11. ShowingUser friendlinessoftheapp between OLA andUBER

® Ola
@ Uber

Accordingtotheabovechart,65%ofrespondentsbelievethattheOlaApp  iseasiertouseandmore  user-
friendly.Additionally,35%  thinkthe  Uber appisuser-friendly.Accordingtoour  examination
ofthedata,130outofthetotalindicatethattheOlaappiseasiertouse,whileanother70believethe
Uberappiseasiertouse. ThemajorityoftaxiusersbelievethattheOlaAppismorefeature-richand easy to
use, according tothe data above.Thus, itmay also be theprimary factor behind themajority
oftaxipassengers'preferenceforOlaCabServices.Asmallerportionofallrespondentsbelievethat  using
the Uber Cab Appis simple.

Fig. 12. ShowingtheAvailabilityofCabServiceinLudhianaRegion:

® Ola
@ Uber
@ Both are equally available

Above Chartshowsthatfromthetotal52%respondentsrespondthatOla cabservice iseasily
availableintheirarea. And24.5%arethosewhofeelsthatUberisconvenientlyavailable.However,

23.5%o0frespondentsbelievethatbothare equally accessible. Thus,Olaand Uberwillbeincluded.
ThemajorityofpeoplebelievethatOlaserviceisreadilyavailableintheirlocation,accordingtothe data
above.According toone of the aforementionedquestions,the majorityof respondentsindicate
thattheavailabilityofthetaxiserviceinfluencestheirchoice oftaxi.Inthisinstance,Olaprevailed

becauseitwasmoreaccessiblethanUber.Inthecaseoftheclientbase, itresultsina largermarket share.
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Fig. 13. IndicatingtheCustomers whoarethepartofloyalty programme:

® Olas
@® Uber's
@ Both
@ Neither

Accordingtotheabovechart,47%ofrespondentsindicatetheyareamember ofOla'sloyalty
programs,16.5% saytheyarea partofUber'sloyaltyandreward programs,and30% saytheyare nota
partofanyloyaltyprogramsofferedbyeitherOlaorUber.Accordingtotheaforementioned
data,themajorityofpeoplehavereceiveddiscountsorotherloyaltyrewardsfromOla. T hesecanbe
thosewhoare theregularusersoftheCabServicewhoare StudentsorWorkers.Duetotheir infrequent

usageof taxi services, 30%of respondents reported having no loyalty rewards.

Fig. 14. Showingtherecommendationofthebrandto others:

@® Ola
@ Uber

Accordingtotheabovechart, 35%ofrespondentssay they wouldrather useUber than other customers,
while65%say they would ratheruseOla.lf welook at the data, 130 people will suggest
Olatoothers,and70willsuggestUber. Accordingtotheaforementioneddata,themajorityofpeople
arehappywithOla'sservicesandarewillingtosuggestthemtoothers,whichwillhelpthecompany's

clientelegrow. Conversely, Uber consumers arelikewisewilling to suggest thesame to others.
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Fig. 15 ShowingtheLoyaltyofCustomertowards OLAandUBER

@® Loyalto Qla
@ Loyal to Uber
() Use both interchangeably

Out of allrespondents,53% werefaithful toOla, 25.5% werecommitted toUber, and 21.5% were
willingtouse bothservicesinterchangeably,accordingtothe pie chartabove.Outof 200
respondents,106arefaithfultoOla,51are committedtoUber,and43arewillingtouseboth taxis
interchangeably,accordingtoa  numericalstudy.ltcanbe inferredfromtheabove thatOla  users
wouldrather stickwithOla exclusively.Inthiscase,Ola'savailabilityandaffordabilityarecrucial
becausecustomers are sosatisfiedthatthey don'tneedtoswitch services.Conversely,25.5% of
respondentswishtoremain faithful toUber. These individualswillundoubtedly favor Uber if its
servicesareoffered.Additionally,21.5%ofpeoplearepreparedtousebothservicesinterchangeably;

availabilityandcostare theonlyfactorsthatneedtobeconsidered.Thus,theseare theclientswho

areprepared to switch.

Graphl. ShowingtheSatisfactionLevel:

150

112 (56%)

65 (32.5%)

17 (8.5%)

1 2 3 4 5

Accordingtothepiechartabove,outofallresponses,32.5%are extremelydelightedwiththeir
preferredtaxiserviceinLudhiana,while56% are content.Fromtheaforementioned,itcanbe inferred that

the clients arehappy with thetaxi servicethey prefer, beitUber orOla.
FINDINGSAND CONCLUSION

Asurveyof  Ludhianaresidents,includingmalesandfemalesof  various agesandoccupations,was
conducted.Themajorityusecabservices2-3timesaweekormonth.Olaisthepreferredservicedue

toaffordabilityandavailability.RespondentsfindOla'sappmoreuser-friendlyandare generally
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satisfiedwiththeservice.However,someareopentousingbothOlaandUberinterchangeably. This

researchfoundthatOlaismore popular inLudhiana due toitsservice quality,availability,and

affordable  pricing.Understandingcustomer  preferences,includingquality,price,availability,and
safety,iscrucialforservice providerstosucceed.Thisresearchhighlightstheimportanceofthese factors in

thecab serviceindustry.
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