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Audience Intention 
Analysis
Our group interviewed and analysed audiences in rideshare services for on-location 
workplace. There are two types of audiences in this space - drivers and passengers. 
Based on the data collected, each group has very different intentions and context. 
Therefore, in this analysis we will provide two sets of summaries - one for drivers and 
one for passengers.

Drivers
 Rideshare drivers will generally share the same basic intentions within this space. 
Because the drivers must go through a deep application process in order to get the 
job, there’s a strong dedication in having this as a job. Frequently, this means the most 
important need for drivers is money, as it is why they became a rideshare driver in 
the first place. In order to satisfy their primary need, they need the rideshare apps to 
work better. They need the app to have a better navigation system and pricing system 
to help them better achieve their primary need - to earn money. Drivers operate more 
under the umbrella term of a gig job, meaning the income is not stable or guaranteed. 
In instances in which the driver is unable to perform their job, there is no guaranteed 
salary. Because income can change based on a number of variables, it’s difficult to have 
stability. Drivers need more clear assistance from the companies in these regards.

 Driver’s wants, on the other hand, can be divided into two categories - people 
and technology. Regarding people, drivers want to connect more with the passengers, 
they want to have conversations and do something fun with the passengers. They want 
to be treated as a person, not just “some stranger who drives”. The drivers also want 
the passengers to be more considerate, for example minimizing wait time. Regarding 
technology, the drivers want to use different navigation services like Google Maps. Even 
though the rideshare apps already offer navigation tools, they are often inaccurate or 
out-of-date. The drivers need the rideshare apps to improve, but since that has not 
happened yet, they want to move on to other apps in the meantime. 

 The same two factors - people and technology - can cause emotional reactions 
for the drivers. A good conversation with a passenger can bring the drivers positive 
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emotions, and vice versa. According to the driver, it is hard for drivers to have posi-
tive emotions during rides because most passengers do not want conversations and 
interactions, and sometimes the passenger can have unreasonable rider expectations. 
Drivers are often motivated to connect with the riders and to make the customers 
happy. They try to be as proactive and gracious as possible, hoping that in turn, they can 
have a positive and meaningful connection with the passengers. The other factor that 
can cause emotional reactions for the drivers is technology - the rideshare service app 
itself. Sometimes the app does not provide accurate or correct GPS locations, it is hard 
for the drivers to find out where they need to go, and that is one of the most frustrat-
ing things during a ride. This is a huge opportunity for emerging technology - on top 
of GPS, rideshare services can incorporate RGB-D sensors, light sensors, and SLAM to 
build a better wayfinding tool that would make the drivers’ job significantly easier. 

 The driver’s experience mode can be both task and social. Their main concern is 
to complete a ride, but they also really want to have a meaningful connection with the 
riders. The passengers are always with different people who are strangers to the driver. 
There is always a business/customer power dynamic - the drivers are the business pro-
viders, they are always trying to be polite and provide for what the passengers ask for. 
The goal of each driver is to complete rides efficiently, and have a nice interaction with 
the passengers. This is not something they do everyday, it is only a way to make money 
between jobs or on the side.

 Good technology is critical for a rideshare driver. Drivers will consistently utilize 
their smartphones for navigation and completing orders. Rideshare apps like Uber or 
Lyft and navigation apps like Google maps are always running on their phones. They 
rarely have notifications because they do not want to be distracted from driving. The 
different rideshare apps attract drivers in different ways. One of the drivers chose to 
use Lyft because they have a better user interface, more thorough background check, 
and better pay.

 For drivers in this space, they need a better system with the rideshare app itself, 
interaction with others, higher security standards, more thorough car inspections and 
most importantly - money. They need a better system because currently the navigation 
system and the pricing system of rideshare services, especially Uber, does not meet 
their expectation. Going beyond the needs, drivers also want a lot of things: conver-
sations with the passengers, something fun to do with the passengers, bond with the 
passengers, less wait time, different map service, and to prioritize safety. 
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Pssengers
 Of course, rideshare spaces have more people than just the driver - there needs 
to be at least one passenger for the business to take place. The experience of the pas-
sengers, although in the same space as the driver, is very different in comparison. The 
main motivations for the riders are to get somewhere. They do not really care about 
anything else. They will talk to the driver if the driver initiates a conversation, but they 
would never start a conversation by themselves. The number one need for passengers 
is safety, both personal safety and physical driving safety. It is one of the most basic 
needs in Maslow’s hierarchy of needs. The discussion of everything else in this space is 
based on the scenario that the passengers are safe in the first place. Privacy is anoth-
er important need for the passengers because the driver has access to the data about 
where the riders live and where they are going, and the riders do not know if the driv-
er would use these data to harm them. Other than the basic needs about safety and 
privacy, the passengers also need the app to be accessible and work properly. Most 
riders choose to use bigger rideshare services like Uber or Lyft because they are more 
accessible than the smaller, local ones. They also need the technology to work properly 
in order to get to where they need to be -  they need the GPS to be accurate enough 
for the driver to find them and go to the correct destination. 

 All of the riders want less conversation and personal interactions with the driv-
ers, which is the exact opposite of what the driver wants. When the riders take a ride, 
they are in task mode and all they want is to get to where they need to be as fast as 
possible. Some of the riders want there to be an option on the app for no conver-
sations. This contrasts from the drivers, who often want a more social environment 
within the car. Another thing that many passengers want is cheaper rides. Most of the 
passengers we interviewed were young adults who either do not have a car or could 
not drive for special occasions, and they do not have a lot of disposable income to 
spend on rideshare services. One suggested that there should be more discounts for 
students. Two of the female riders want the option to ride with mostly female drivers 
because male drivers often make them uncomfortable. 

 A lot of the passengers have negative emotions during rides. Many of them are 
nervous and concerned about their safety, some are concerned when drivers miss 
turns, and others are alarmed about the cleanliness of the car. There are only a few 
scenarios that could bring positive emotions to the riders. One of them is deep, mean-
ingful conversations with the driver, but because the passengers do not want to engage 
in conversations most of the time, it rarely happens. 
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 The passenger’s experience mode is task mode. They only care about the task at 
hand - to go from point A to point B. They do not want to socialize or be entertained 
in this space, partially due to uncomfortability around strangers. They are always with 
at least one stranger in this space - the driver, and sometimes other passengers too. 
There is always a business/customer power dynamic - the riders are the customer, they 
are often polite and want to be left alone.

 The passenger would always have a smart device in this space because they need 
it to order the rideshare service, but after that,  they do not necessarily interact with 
it anymore. Some passengers are on their phones the whole time during rides, and 
others put their phones away and just look around. However, whether they use their 
phones or not, the rideshare app is almost always running in the background. The rid-
ers sometimes utilize the safety features in the rideshare apps, like share the ride with 
a friend. The different rideshare apps attract passengers in different ways. Many of them 
choose to use Lyft, but for different reasons. The most common reason for choosing 
Lyft is that it is cheaper and UT has a deal with them that makes it free for students to 
take rides at night. One passenger specifically chose Lyft because they have seen news 
about how Uber does not treat their drivers well.

Drivers + Passengers
 Although the intentions and expectations differ from drivers to passengers, there 
are things that both concern the drivers and the passengers - safety, wayfinding, and 
money. Safety is considered a priority for both the drivers and the passengers, regard-
ing both personal safety and road safety. This could be easily explained by Maslow’s Hi-
erarchy of Needs - safety is one of the two most basic needs, without safety, the other 
intentions or expectations would not make any sense. The drivers want the rideshare 
companies to have higher security standards at screening so that the passengers would 
trust the service more. The passengers would also like a stricter and more transparent 
screening to know that they are going into a safe space. Wayfinding is something else 
that concerns both the drivers and the passengers. It is a huge inconvenience for both 
parties when the GPS mess up and gives them wrong locations or wrong instructions 
on the app. Although sometimes this can be solved by more communication between 
the driver and the passenger, a better wayfinding system would provide both the driv-
ers and the passengers a better ride experience. And lastly, money is something that 
concerns both the drivers and the passengers. However, they are on two opposing 
ends of this issue. The drivers want the maximum profit while the passengers want the 
price to be as cheap as possible. The rideshare company has to find the perfect balance 
between them.
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Case Study
 The case study we analyzed before focused on the process of picking up a pas-
senger through rideshare services of Uber. The company discovered that both the 
driver and rider were frustrated with the inaccurate GPS locations, poor routing, 
and excessive communication between the driver and the passengers. To solve these 
problems, they implemented several ways to help the driver find the pick-up location: 
picking the destination first, sharing live locations, and making the rider input a way-
finding sentence to give a very specific description. However, based on the interviews 
with both the drivers and that passengers, the wayfinding problem is far from solved. 
Both groups acknowledged that there were improvements, but they still experience 
inaccurate GPS locations, the drivers still have problems in finding the exact pick-up 
points, and the navigation system still does not beat leading navigational apps like Goo-
gle Maps. GPS is the technology that everyone wants to be improved. The rideshare 
services either have to improve their GPS system or come up with a better alternative 
technology to pinpoint locations. 

Emerging Technology
 The only emerging technology mentioned by the interviewees are smart tablets 
implemented for the backseats. Three out of the five passengers have seen it in ride-
share vehicles, and they have only experienced it in rideshare once. There were inter-
active games on these tables, mostly trivia games. All of them played with the games, 
but they were not entertained by them. They feel like it was not engaging enough, and 
it was unnecessary for them because they have a smart phone already. One thought 
it would be engaging for kids, but it was not for her as a young adult. The consensus 
of the passengers is that engaging technology is not necessary for them, because they 
only care about getting to the destination, and they do not necessarily need to be en-
tertained on the way there. Some of the passengers thought it could be a distraction 
for the driver, and decrease road safety. 

 Moving on to the app itself, any of the interviewees thought there is space to im-
prove. Other than the GPS technology, both the driver and the passenger thought that 
the app should let them get to know each other more before the ride. Instead of just 
a name and a photo, there could be a short bio and a couple of photos to introduce 
themselves, both as the driver and as the passenger. One of the passengers thought it 
would make them feel safer if they got to know the driver a little before the ride.
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Summary
 Overall, the experiences of the drivers and the passengers seem very different 
- one often desires to be more social, one desires to simply make it from their pick-
up point to their destination. However, without a doubt, safety is both the driver’s and 
the passenger’s priority in this space. Beyond that, they both have the desire to have a 
good experience - most people have at least one Uber/Lyft story about a good driver 
or passenger they’ve had. In essence, there’s always an awareness of the other per-
son within the space, and there can often be difficulties in accomplishing ideal tasks if 
it comes in conflict with the other’s desire (ex. socializing vs. staying quiet). The basic 
intentions are to transport from A to B, and the expectations are to have an safe and 
enjoyable experience. Within this, however, is where people’s preferences lie. In order 
to help these align, rideshare apps would potentially be able to match the expectations 
and preferences of riders through questions on the app. 
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Apendex
Location Photos
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Case Study
 The case study I chose to examine observed the process of picking up passengers 
through the rideshare service of Uber. They noted the problem was rooted within people’s 
frustrations with complications such as incorrect GPS signals, poor routing, and excessive 
communication between driver and passenger to figure out a good pickup spot. Both riders 
and drivers were getting increasingly frustrated with these issues, as they were interfering 
with the task mode most frequently associated with Uber rides: getting from point A to point 
B as quickly and easily as possible. A large challenge they were facing was the fact that riders 
would assume things about the app that were incorrect, such that it would instantly know 
their location without having to confirm. To solve this problem, Uber implemented new sys-
tems in their app that made for more streamlined communication about pickup locations. 
They had the app interface choose an optimal meeting place for the car and rider to meet, 
and implemented both “destination first” and “live locations” in order to streamline the apps 
interface and offer drivers instant updates on if the rider’s location changes while they wait. 
They also requested riders to input a wayfinding sentence to give a very specific pickup loca-
tion so the driver would know exactly where to go. Through the new implementations, they 
created ease of travel and exchange for both the rider and the driver, causing less confusion 
and frustration, allowing to more easily accomplish their respective tasks. In this space, this 
technology is welcomed openly. With ridesharing apps being such a new technology, improve-
ments to the interface to combat any ambiguous information or confusing communication is 
important to improve user experience for both the drivers and passengers. A passenger and 
driver will be more likely happier if the pickup is more straightforward, which could then lead 
to higher motivations to talk to one another, connect, and/or relax, creating a more desirable 
atmosphere for the audience.

Interviews
https://drive.google.com/open?id=1TlFlfHyzxa4iPcgsFytGis8laIaYeTfK
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