
When mobility providers deliver a truly elevated human experience, they win. Winners captured 
more than 2.4x market share as compared to low performers1. For rental cars, this translated 
to, on average, 3x outsized revenue growth over a two-year period6. 

Visiting friends across town… 
Getting to work (and getting there on time)… 
Taking your child to a flute lesson… 
Picking up groceries for dinner… 
A night out on the town… 
A day exploring a new place. 

Humans have a fundamental need
 to get from Point A to Point B. 
A car has traditionally enabled us to 
do the things we need to do when we 
get to wherever Point B is. 

The past decade of innovation has opened up new possibilities in mobility. The 
extended auto industry represents nearly $2 trillion in revenues—more than 10 
percent of US gross domestic product (GDP)2. Yet across the mobility ecosystem, 
concerns around passenger safety, data usage and protection, and customer 
service have allowed for skepticism. 67% of car renters said it was highly 
important that rental car companies focus on delivering consistently polite and 
friendly customer service, and 95% said it was highly or moderately important3. 
With those responses in mind, it is not surprising that our recent Global 
Marketing Trends research identified trust as a primary reason why and how 
customers will examine brands in the future. 

So then, how might brands build trust? We believe trust grows when 
organizations elevate the human experience—by aligning the values and 
connecting the experiences of the humans who travel (i.e., customers), 
the humans who serve (i.e., employees, drivers), and the humans 
who enable (i.e., partners) … and we have the data to prove it.

The Human Experience (HX) Quotient, a new algorithm created by Deloitte, 
combines the impact of customer experience (CX), the workforce experience 
(WX), and the partner experience (PX) and raises them all to the power (H), which 
is the alignment to human values. We quantified these human values through a 
Deloitte asset we call the Human Value Compass. This tool enables organizations 
to survey and assess the values of all humans in their ecosystem, and to identify 
strategies and tactics to bring them into closer alignment.  

1. Compares the market share of brands with higher-than-average performance 
scores with the market share of brands with lower-than-average performance scores.

2. Corwin, Vitale, Kelly, and Cathles, The future of mobility. Note: This is based on a 
first-quarter 2017 GDP of $19 trillion, as reported by the Bureau of Economic 
Analysis.

3. 2019 Deloitte Travel and Hospitality Survey. Deloitte surveyed 5,898 people in 
August of 2019 across the Hotel, Airline, Dining, Rideshare, and Rental Car industries.
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4. Correlation between CX (as measured by JD Power), WX (as measured by glass door), and 2019 Revenue 
(as measured by Euromonitor)

5. Compares the market share of brands with higher-than-average performance scores with the market 
share of brands with lower-than-average performance scores.

6. The mobility brands focused in this paper are primarily rental and ride-share companies. We built value 
compasses for 11 distinct brands, considering only those with over $350M in 2019 annual revenue. 

7. The categories are: economy rental cars, standard rental cars, and ride-share providers. Economy 
rental cars provide discounted prices for users compared to the regular rental car companies

8. 2019 Deloitte Travel and Hospitality Survey. Deloitte surveyed 5,898 people in August of 2019 across 
the Hotel, Airline, Dining, Rideshare, and Rental Car industries.

9. 2019 Deloitte Travel and Hospitality Survey. Deloitte surveyed 5,898 people in August of 2019 across 
the Hotel, Airline, Dining, Rideshare, and Rental Car industries.

10. We find price to be the 2nd most important factor – hassle free booking process is more important. 
Experience factors include displaying values which aligned with my own, high quality, friendly service, value 
and/or addressing feedback, focus on corporate responsibility, intuitive & seamless options to use mobile 
services/features and dealing with unexpected circumstances appropriately

11. We find price to be the 4th most important factor – high quality & friendly service, simple boking 
process, well-kept and clean car are all more important.

12. 2019 Deloitte Travel and Hospitality Survey. Deloitte surveyed 5,898 people in August of 2019 across 
the Hotel, Airline, Dining, Rideshare, and Rental Car industries.

13. Ibid

14. Ibid

Our team measured how the HX Quotient (i.e., the ability to 
deliver on an Elevated Human Experience) corresponds to 
business results. We found a strong, positive correlation 
(0.71) between alignment of HX quotient components 
and financial performance.

We dug into what might be driving these results, using aa 
combination of evaluative and psychographic research for 
11 mobility brands6 across 3 distinct categories7:  economy 
rental cars, standard rental cars, and ride-share providers. 
We see more evidence that experience can be directly 
tied to business results:

Our Value Compass analysis helps to explain this finding.  
We saw that for rental car customers, the try and share 
values consistently ranked as the number 1 or 2 value 
(75% and 88% of the brands respectively). These rental car 
customers see themselves as leaders and seek out 
challenges. They have a strong desire to be social, 
particularly by going on adventures with friends and family, 
and they enjoy trying new things, including new technology 
products and services. These individuals value relationships 
and opportunities for exploration. For rental car companies, 
this directly translates to expectations in service.

This confirms that when mobility providers 
deliver a truly elevated human experience,   
they win. In fact, across pricing tiers, winners 
captured more than 2.4x market share as 
compared to low performers5. For rental cars, 
this translated to, on average, 3x outsized 
revenue growth over a two-year period6. 

Delivering consistently polite and relevant 
customer service results in a ~1.5x increase 
in likelihood to promote the brand.

All of these stats are from the “2019 Deloitte Travel and Hospitality Survey”.
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Furthermore, we found that

Understanding and accounting for human values creates 
a real opportunity for brands to differentiate in a 
competitive marketplace. Contrary to popular belief, the 
mobility market is not commoditized. Price matters, but 
other factors matter more. For rental cars, 83.8% of the 
decision is made by non-price factors9 such as corporate 
social responsibility, employee wellbeing, and friendly 
customer service10. For ride share, that grows to 86.4%11. 
For Gen X rental car users, price is the #5 criteria of 
importance behind factors such as quick, hassle-free 
pickup process, clean and well-kept cars, and simple 
booking services12. For the low-income bracket, price is the 
#4 criteria. Factors such as a quick, hassle-free pickup 
process, clean and well-kept cars, and a simple booking 
service outrank price13. 

Our Value Compass analysis helps provide clarity here. We saw 
that ride-share customers prioritized the me value: expressing a 
focus on self-growth and development. Their goal-oriented 
nature and focus on continual improvement can show ride-share 
companies, drivers, and partners where to find ways to improve.

when a company demonstrates an ability 
to anticipate needs and incorporate 
feedback to improve the overall experience, 
consumers rewarded them with a 
1.5x increase in brand loyalty8.

Overall, experience factors are 2.6x 
more important than price for 
rental cars and 3.4x more 
important for rideshare14.



Given the importance of these experiential factors, a brand 
should ask: how can my organization capture this value? 
Companies can turn this concept into their reality by delivering 
experiences that align with our 5 Human Principles: Be obsessed 
by all things human. Proactively identify and understand human 
needs before they are expressed. Execute with humanity. 
Be authentic. Change the world. 

To bring this methodology to life, we analyzed how these 
principles manifest in standard rental car brands today. 
Our findings suggest that the greatest opportunities exist to 
increase proactivity and obsession with the human. 
Potential opportunities include:

These human-centric investments show a commitment to 
customer needs, which in turn helps to rebuild the foundation 
of trust so critical to our daily interactions. 

Conclusion
We developed a quantifiable, measurable approach to help our 
clients build alignment across customer, workforce, and partner 
experiences so brands could answer that need for human 
connections and ultimately, elevate the human experience. 
Organizations that shift their mindset and operations to be 
completely human-focused can foster customer connections 
that create loyalty and drive business results. We’ve provided 
the map to an elevated human experience, and we urge 
organizations to take the wheel. 

For more information please contact:

HUMAN PRINCIPLES STANDARD RENTAL CAR
COMPANY ANALYSIS

Be obsessed with the human
Organizations provide faster customer 
service and are investing in rewards 
programs and new locations; however, their 
elusive pricing policies erode trust

Proactively deliver on human needs
Organizations are building AI technologies 
for improving fleet utilization and 
maintenance, planning for user needs

Execute with humanity
Organizations have built a positive employee 
culture through excellent customer service, 
which improves customer satisfaction

Be authentic
Organizations are not transparent in their 
booking processes and pricing; hidden 
charges and add-on insurances make users 
fear their experience

Change the world
Organizations are working towards minimizing 
waste, reducing energy consumption and 
increasing access to fuel-efficient vehicles.

1. Improve transparency 
in pricing and 

vehicle selection

2. Expand user-friendly 
services at point of sale,                 

check-out, and return
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