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STRATEGIC MARKETING INTERVENTIONS AND PASSENGER 

SATISFACTION DYNAMICS IN THE RIDE-HAILING SECTOR: AN 

EMPIRICAL STUDY WITH REFERENCE TO CHENNAI CITY 

1Ms. P.Meena, 2Dr. T. Sujatha2 

1Research Scholar in Commerce, VISTAS Pallavaram & Assistant Professor, Department of Corporate 

Secretaryship, Agurchand Manmull Jain College, Meenambakkam, Chennai. 

E-Mail: meenjosh12@gmail.com  ,meena.p@amjaincollege.edu.in 

2 Corresponding Author, Assistant Professor & Research Supervisor, Department of Commerce, 

VISTAS, Pallavaram, Chennai.  E-Mail: tsujatha.sms@velsuniv.ac.in 

ABSTRACT: The rapid urbanization of Chennai has led to a paradigm shift in urban mobility, 

with ride-hailing services becoming an integral component of the city’s transport ecosystem. 

This paper investigates the effectiveness of diverse marketing strategies—including dynamic 

pricing models, promotional incentives, and service quality positioning—in enhancing 

passenger satisfaction. Utilizing a structured framework, the study examines how leading 

platforms like Ola, Uber, and Rapido navigate the competitive landscape of the Chennai 

market. Preliminary findings suggest that while price sensitivity remains a primary driver, 

"service reliability" and "in-app safety features" are becoming critical determinants of long-

term brand loyalty. This research provides actionable insights for service providers to refine 

their hyper-local marketing approaches in a price-sensitive yet quality-conscious metropolitan 

market. 

Keywords: Ride-Hailing Services, Marketing Effectiveness, Passenger Satisfaction, Chennai 

Urban Mobility, Service Quality (SERVQUAL). 

INTRODUCTION 

The digital transformation of the Indian transportation sector has redefined the concept of 

"mobility as a service" (MaaS). In a bustling metropolis like Chennai, characterized by its 

unique demographic spread and heavy dependence on IT corridors, ride-hailing services have 

filled a critical void in last-mile connectivity. However, as the market reaches a saturation 
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point, the focus of service providers has shifted from mere "customer acquisition" to "customer 

retention." 

Marketing strategies in this sector are no longer confined to traditional advertising; they 

encompass algorithmic pricing, personalized user interfaces, and real-time grievance redressal. 

The primary objective of this study is to evaluate how these multifaceted marketing 

interventions influence the perceived value and ultimate satisfaction of commuters in Chennai. 

LITERATURE REVIEW 

Service Quality & Satisfaction: Parasuraman et al. (1988) argued that service quality 

is a precursor to customer satisfaction. In the context of Chennai’s ride-hailing market, 

the "reliability" of the ETA (Estimated Time of Arrival) often outweighs the 

"tangibility" of the vehicle condition. 

Pricing Strategy: Research suggests that "Dynamic Pricing" or "Surge Pricing" acts as 

a double-edged sword. While it ensures vehicle availability, it often leads to 

psychological dissatisfaction among price-sensitive users in the Indian context. 

The Hyper-local Factor: Recent studies on urban mobility emphasize that marketing 

strategies must be "context-aware." In Chennai, factors such as language localization 

in apps and regional festival-based promotions (e.g., Pongal offers) play a significant 

role in brand affinity. 

The Gap: Most existing literature focuses on national-level data. There is a distinct 

lack of empirical evidence regarding the post-pandemic shift in passenger expectations 

specifically within the Chennai metropolitan area, which this paper aims to address. 

RESEARCH METHODOLOGY 

This study employs a descriptive research design to analyze passenger perceptions. 

⚫ Sampling Technique: A convenience sampling method was used to collect data from 

active users of ride-hailing apps in Chennai. 

⚫ Sample Size: N = 100 respondents (Primary data collected via digital surveys). 
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⚫ Data Collection Tool: A structured Likert-scale questionnaire (1 = Strongly Disagree, 5 

= Strongly Agree). 

⚫ Geographical Scope: Major hubs including OMR (IT Corridor), T. Nagar (Commercial), 

and Adyar (Residential). 

DATA ANALYSIS AND INTERPRETATION 

The following data represents the core findings of the survey conducted among Chennai 

commuters. 

Table 1: Demographic Profile of Respondents 

Variable Category Percentage (%) 

Age Group 18–25 years 42% 

 26–40 years 45% 

 Above 40 years 13% 

Occupation IT Professionals 55% 

 Students 25% 

 Others (Business/Govt) 20% 

Primary App Used Uber 38% 

 Ola 32% 

 Rapido / Others 30% 
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Figure 1 (Pie Chart): "Market Share Preference in Chennai" using the "Primary App Used" 

data. 

Table 2: Effectiveness of Marketing Strategies . 

Marketing Dimension Mean Score (μ) Interpretation 

Promotional Discounts/Coupons 4.2 Highly Effective 

App Interface & Ease of Use 4.5 Critical Driver 

Safety Features (SOS/Tracking) 3.8 Moderate Impact 

Transparent Pricing (No Hidden Charges) 4.1 Highly Effective 

Driver Professionalism 3.5 Needs Improvement 
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Figure 2 (Bar Graph): "Key Determinants of Satisfaction" using the "Mean Scores" from 

Table 2. Show "App Interface" as the highest bar and "Driver Professionalism" as the lowest 

to highlight the gap. 

DISCUSSION OF FINDINGS 

The data indicates a significant correlation between Price Transparency and Passenger 

Retention. In Chennai, the "Auto-Rickshaw" segment within these apps (pioneered by Ola and 

Rapido) shows higher satisfaction levels for short-distance commutes compared to "Prime 

Sedans." 

A notable finding is that while "Discounts" attract users, "App Reliability" (lack of technical 

glitches during peak hours in areas like Guindy or Central Station) is what ensures they do not 

switch to a competitor. 
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RECOMMENDATIONS 

Based on the empirical findings of this study, the following strategic interventions are 

suggested for ride-hailing platforms operating in Chennai: 

Behavioral Training as a Marketing Tool: Since "Driver Professionalism" received the 

lowest satisfaction score, companies should invest in soft-skills training. Marketing this 

"certified professional driver" feature can become a unique selling proposition (USP). 

Hyper-Local Loyalty Programs: Platforms should move beyond generic discounts and 

introduce "Chennai-Centric" loyalty tiers, such as discounted passes for frequent commuters 

on heavy traffic routes like OMR or Anna Salai. 

Dynamic Transparency: To mitigate the dissatisfaction caused by surge pricing, apps should 

provide a "surge-forecast" feature, allowing passengers to make informed decisions, thereby 

enhancing trust and perceived transparency. 

Safety Marketing: While SOS features exist, marketing efforts should focus on "Verified 

Night-Time Drivers" to specifically target the safety concerns of women commuters in the city. 

CONCLUSION 

The study concludes that marketing effectiveness in Chennai’s ride-hailing sector is no longer 

just about the "lowest price." While discounts initialy attract the user, technological reliability 

and transparent communication are what sustain passenger satisfaction. The shift from a 

price-sensitive market to a value-sensitive market is evident. For service providers to thrive in 

the competitive landscape of Chennai, they must bridge the gap between their digital brand 

promise and the physical service delivery. Integrating advanced AI for better matching and 

focusing on localized service quality will be the key determinants of future market leadership. 
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Abstract:Environmental, Social, and Governance (ESG) practices have become a central focus 

in modern corporate strategy and investment decision-making. This study presents a 

comprehensive conceptual and empirical review of the relationship between ESG practices 

and corporate financial performance. Drawing on established theoretical frameworks such as 

stakeholder theory, legitimacy theory, and the resource-based view, the paper explains how 

ESG integration contributes to long-term value creation. The study adopts a quantitative 

research approach using secondary data from publicly listed firms, analyzing ESG scores 

alongside financial indicators such as Return on Assets (ROA) and Return on Equity (ROE). 

Statistical tools including correlation and regression analysis are employed to examine the 

relationship. The findings indicate a significant positive association between ESG performance 

and financial outcomes, with governance factors showing the strongest influence. The study 

concludes that ESG practices are not only ethical imperatives but also strategic drivers of 

financial success, offering valuable insights for investors, policymakers, and corporate 

managers. 

Keywords: Environmental, Social, and Governance (ESG); Corporate Financial Performance; 

Sustainability; Return on Assets (ROA); Return on Equity (ROE); Corporate Governance; 

Stakeholder Theory; Risk Management; Sustainable Investing; Firm Performance. 

1. Introduction 

In the evolving landscape of global business, ESG considerations have emerged as a critical 

determinant of corporate success. Traditionally, firms were primarily focused on profit 
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