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The ABC’s of Carsharing

Carsharing optimizes the use of vehicles by sharing them 

among a community of drivers. Carsharing aims to improve 

the utilization of vehicles, where many private car owners 

have their vehicle sit idle 90% of the time. The primary goal 

of carsharing is to effectively and efficiently use cars to help 

reduce carbon emissions and congestion while also providing 

individuals cost-effective ways to get to their destinations. 

The benefit for individuals is that they get the benefits of a 

“private vehicle use without the costs and responsibilities of 

ownership” (Shaheen 2015).

Carsharing is not a new concept, it started in the 1980s in 

Switzerland. Since then it has historically evolved and grown 

worldwide thanks to technology advancement, attitude shifts 

and availability of various transportation options. 

What is 
Carsharing?

The Evolution of 
Carsharing

SECTION ONE
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1987 in Switzerland

 - Station-based.

 - Paper based (record, 

invoice).

 - Hidden keys.

Manual processes. Cars connected to the 

cloud and focus on 

member experience.

2000-2011 main in
China, USA and Europe

 - Popularization of 

smartphones and 

technology.

 - Attitudes shift and 

acceptance towards 

subscription-based 

models and on-demand 

services over ownership 

models.

 - Changes in travel 

behaviour due to 

varying work schedules, 

online shopping and 

telemedicine.

2016 in America

 - Almost 2 million 

members.

 - Around 25,000 shared 

vehicles 1.

 - 1 carsharing vehicle 

replaces 9-13 personal 

cars 2.

 - Millennial generation 

(15-34y) less driving 

oriented.

 - Urbanization.

 - Higher rate of poor 

workers.

1  Shaheen, S. “Carsharing Trends and Research Highlights”. 2017. 

2  6-t Research. “National Survey on Carsharing”. 2016.

2  Shaheen, S., Chan, N., Bansal, A. & Cohen, A. “Shared Mobility – A sustainability & Technologies Workshop”. 2015.
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As of January 2017, there are almost 2 million carsharing 

members in North America alone and almost 25,000 vehicles 

according to Susan Shaheen’s annual carsharing outlook. 

Industry research suggests growth will continue rapidly 

in this category. Frost and Sullivan (2016), an automotive 

and transportation consulting firm, predicts that the global 

carsharing market will grow from 7 million in 2015 to 36 

million by 2025. Correspondingly, carsharing vehicles will 

almost quadruple from 112,000 to 427,000.

Future Outlook

Members

~ 36 Million Increase

Increase

Members

~ 7 Million

Vehicles

~ 112,000

2015 2025

Vehicles

~ 427,000

5x

3.8x
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There are several types of carsharing business models 

available referring to the behavior of people sharing on an 

as-needed basis.

Types of Carsharing

The trip must end in the same 
place it started.

The vehicle can be picked-up at one 
station and returned at another.

Commonly referred to as the AirBnB for 
vehicles: It allows private individual car 
owners to convert their personal vehicles 
into shared cars which can be rented to 
other private drivers.

Pick up a vehicle and end the trip 
anywhere in the home area.

Station-Based
 Carsharing
 (ROUND TRIP)

Peer-to-Peer

One-Way 
Carsharing

Free-Floating
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Private Carsharing Company P2P Property Rental

Free-floating One-way Round-trips

(station-based)

P2P

Duration 30 mins. >1hr. 2hrs to multi-day. 1hr to multi-day.

Start and End Trips Anywhere in home 

area.

One designed station 

to another (generally 

chosen in advance).

Same as pick up 

place.

In neighbourhood of 

the owner (sometimes 

delivering available).

Use Cases Most flexible option 

that solves first and 

last mile problem. 

Commonly used 

to support urban 

lifestyle. E.g. 

meetings, social 

gatherings, events, 

etc...

Commonly used for EV 

fleets. Transition stage 

to free-floating. Great 

for commuter trips 

for places with limited 

parking. E.g. meetings, 

commutes.

E.g. Good for 

weekend trips or 

shopping trips 

with large item 

purchases. Great 

for commuter trips 

for places with 

limited parking.

Car ownership w/o 

the responsibilities. 

Offers most vehicle 

make/models. Used for 

commuter, weekend or 

shopping trips.

Parking Facilities Anywhere in the 

virtual fence of 

home area. City 

parking permits 

required.

Rough estimate is to 

have double parking 

spaces (2 per vehicle).

Each vehicle is 

designated to one 

parking stall.

Dependent on car 

owner.

a) Positioning
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Private Carsharing Company P2P Property Rental

Free-floating One-way Round-trips

(station-based)

P2P

Billed by Per minute. Hourly/daily. Hourly/daily. Hourly/daily/by parts 

of a week (weekends).

Rate Range From $0.35/min to 

$0.47/min + km.

Around $9/hr 

or $70/day + 

unlimited miles 

depending on 

packs.

From $3 to $11/hr or on 

average $65/day + $0.50/

mile.

Prices significantly 

range from $10 to 

$250+/day.

Rate Caps ~37 min to 5-8h/day. Between 5 and 

10.

Between 5 and 10. Average of 2-3 rentals/

day3  and more than 5 

rentals/day in 2015 4

Pros. & Cons. Pros: Pay exactly what 

you use

Cons: Hours and 

days optional but 

not advantageous. 

No registration or 

monthly fee.

Same as Station 

Based Pros. and 

Cons.

Pros: More affordable by 

hour

Cons: Pay per hour even if 

you actually use it for less. 

Subscription fee (from $30 

to $70/year) in addition 

to the usual one-time 

registration fee.

Pros: Affordable (up to 

35% less Turo claims) 

in comparison to other 

offerings because no 

overhead costs.

Cons: Physical 

key exchange and 

coordinating with the 

person can be difficult.

b) Pricing

3 Frost & Sullivan. “Cost and Other Benefits Drive Peer-to-Peer Carsharing Adoption in Europe and North America”. 2015

4 Turo. www.turo.com

Does not include promotions, referrals or deductible reductions
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Private Carsharing Company P2P Property Rental

Free-floating One-way Round-trips

(station-based)

P2P

Pros Larger fleets with less 

variety of models.

Typically offers 1 to 

5 different makes/

models which 

allows for: Ease of 

onboarding. Ubiquitous 

availability

Common 

to offer 

only EV’s 

with this 

model.

Wider variety of vehicles 

(30 to 100) that fulfills 

most of people’s needs.

Offers largest variety of makes/models 

(>700+) including speciality vehicles and 

luxurious ones. 

For renter:

Drive the vehicle you always wanted 

to own. Easily switch between makes/

models depending on the type of trip.

For owner: Earn money.

Cons Relocation problem. Setting up 

EV infra-

structure 

is expen-

sive and 

requires the 

support of 

the city.

Larger fleet mix. Longer 

and higher infleeting, 

maintenance and repair 

costs. Each vehicle 

operates differently -> 

complex onboarding for 

members. More “fender 

benders” because 

members are not used to 

the vehicle.

No standard judgement about cleanliness 

and maintenance since it’s determined by 

each car owner.

For renter: Roadside Assistance may not 

be as readily available as with a carshare 

company.

For owner: May need access to car but 

incurs penalties if he cancels reservation. 

Coordination with renters can be time-

consuming. Renters may mistreat the 

vehicle and be on the hook for damages.

c) Fleet



PAGE 10

Private Carsharing Company P2P Property Rental

Free-fl oating One-way Round-trips

(station-based)

P2P

 - Car2Go (North 

America, Europe 

and Asia).

 - Reach Now 

(US) DirectNow 

(Europe).

 - Autolib 

(France).

 - Zipcar (North America).

 - Maven (North America).

 - Turo (North 

America).

 - Getaround (North 

America).

 - Drivy (Europe).

d) Key Players

Market Size in 
North America

The North American 

carsharing market has 

grown steadily since 2007 

(since TSRC has been 

collecting data):

30,000

25,000

20,000

15,000

10,000

5,000

0

U.S. (n=21)

Canada (n=17)

Source: Shaheen 2017

Mexico (n=1)

North America
(n=39)

2007 2017

North American Vehicle Growth
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Part of the growth in the North American market can be 

attributed to cities providing special carsharing permits to 

operators. 

In the graphs below, we can see in the North American 

market that almost 70% of the carsharing market is comprised 

of non original equipment manufacturers (OEMs) and the 

carsharing market is primarily offering station-based. 

In the P2P market, the market estimates to have 130,000 

vehicles in North America.

P2P is the Airbnb for cars where the car owner lends his/

her vehicle to a renter for a period of time. Typically the P2P 

operator takes a commission ranging from 20-40%. To learn 

more check out: https://turo.com/how-turo-works 

32%

68%
OEMs. One-way and Free-floating 

(not introduced to North 
American until 2010).non-OEMs.

Station-based.

38%

62%

Operators or 

Carshare Vehicles

Fleet Distribution in 

North America

How it Works - P2P
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Even though the industry is rapidly growing, it is still not 

fulfilling everyone’s needs. The table below lists the common 

challenges the industry faces. 

A) ACCORDING TO SOME NEEDS

Challenges and Opportunities

Challenges Opportunities

Geographical Expansion

1. Outside the city center (suburban areas).

2. Beyond large cities (lower-density cities).

Make cities more livable

This is possible if public transit and shared mobility providers 

join forces to make mobility services more inclusive.

More social equity transport options adapted for

1.   Demographics that cannot drive (e.g. child, elder, etc.).

2.   Carpool several people per vehicle.

3.   People with less disposable incomes.

4.   People with disabilities or need mobility assistance. 

Microtransit (aka Demand Responsive Transit Systems)

A dynamic shuttle that takes 6-8 people who pre-booked 

their seat and get dropped off nearby to their desired end 

location. The setup is varied based on route type, integration 

with other transportation modes and type of driver. 

Current examples of services include Bridj, Chariot, and Moia.

Flexibility of Integrated Multimodality

One mode of transportation does not fulfill all types of trips, 

thus integrating various modes in a seamless way is an ideal 

solution for the end-user. 

Mobility as a Service (MaaS)

This concept enable users to plan their transportation 

routes using various modes of transportation in a seamless, 

frictionless way. Current examples include moovel, Urbi, 

Free2Move and Whim5  integrate carsharing in their trip plan 

among a variety of transportation modes.

5 MaaS Global “Whim wins the Best Mobile Service in Finland 2017 award”. July 2017. http://

maas.global/whim-wins-the-best-mobile-service-in-finland-2017-award/
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B) ACCORDING TO OPERATIONAL COMPONENTS

Challenges Opportunities

Numerous operational frustrations to overcome

Based on movmi’s benchmarking study that compares 

car2go, ReachNow, Zipcar and Turo, there is room for 

improvement.

Raise the standard for the member experience

Creation of a product and service that is able to at least 

conform to the rest of the players, and brings a new and 

convenient answer to a not fulfilled need.

Parking infrastructures

1.  Complexity parking policies.

2. Relationships with various parking companies .

3. If offering electric vehicles, building EV infrastructure is 

    costly and time-consuming.

Collaborations in the forefront with

 - Cities, companies, and individual residents.

Fleet

Ever changing Supply/Demand - having the right vehicles 

placed at the right location at the right time. Offer the right 

fleet diversity without getting logistically entangled

Merging / team up

 - With autonomous vehicles, ridesourcing, delivery services, 

and between different kind of carsharing.

Autonomous vehicles goal

Improve society and not hinder it.

Use AVs operationality in shared fleet6

Enhance transportation interconnectivity by

choosing public use rather than individual use, focusing 

on valuable car trips (e.g. first and last mile), building and 

maintaining in good working order a technology that’s safe 

and affordable for the entire population.

Legislation

According to Frost and Sullivan (2015), there is still 

“[a]mbiguity regarding liability insurance. State insurance 

laws have not caught up with the industry”.

Partnerships with local organizations for

 - Funding, legal instance, parking.

6 Shared Mobility Principles for Livable Cities. Why Principle 10. 2018. 

https://www.sharedmobilityprinciples.org/why-10  



PAGE 14

Financials

SECTION TWO

OPERATIONAL COSTS 

FOR A CARSHARING 

COMPANY:

MARKETING COSTS: STAFFING COSTS

OPERATIONAL VEHICLE 

EXPENSES:

Carsharing is a tight margin business ranging from 2-10%. 

Even established companies like Zipcar are susceptible to 

these types of margins as depicted to the following page:

Carsharing operators primarily make their money through trip revenue but other sources 

include registration fees or monthly membership fees. That said, registration fees is usually to 

recoup the cost of validating people’s driving history. Monthly membership fees are typically 

only charged in station-based models.

 - Operational Vehicles 

Expense (40-60%).

 - Technology (10-20%).

 - Marketing (10-20%).

 - Staff (5-15%).

 - Other (5-10%).

 - Vehicle lease.

 - Vehicle insurance.

 - Parking permits.

 - Sim-card plan.

 - Fuel.

 - Depreciation.

 - Maintenance & Repair*.

 - Cleaning & Fleet 

services*.

Includes resources from:

 - Fleet

 - Member Services

 - Growth (marketing)

 - General Management

 - Teams

Revenue Model

 - Campaigns

 - Events

 - Promotion

 - Market Research

Other costs refers to financial fees, legal fees, and bad debt. 
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(in thousands, except share 

and per share data)

2012 2011 2010 (I) 2009 2008

Revenue $ 278,868 $ 241,649 $ 186,101 $ 131,182 $ 105,969

Cost and Expenses

 - Fleet Operations $ 173,613 $ 159,185 $ 122,634 $ 93,367 $ 84,199

 - Member services and 

fulfillment

$ 20,007 $ 19,460 $ 15,114 $ 10,414 $ 7,580

 - Research and 

Development

$ 4,522 $ 3,948 $ 3,170 $ 2,314 $ 1,549

 - Selling, General and 

Administrative

$ 71,558 $ 57,117 $ 49,172 $ 29,973 $ 25,324

 - Amortization of Acquired 

Intangible Assets

$ 3,070 $ 3,892 $ 3,414 $ 990 $ 1,226

 - Total Operating 

Expenses

$ 272,770 $ 243,602 $ 193,504 $ 137,058 $ 119,878

 - Income (loss) from 

Operations

$ 6,098 $ 1953 $ 7,403 $ 5,876 $ 13,909

ZIPCAR’S COMPARATIVE INCOME STATEMENT 2008-2012
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When outsourcing to a third party technology vendor, there 

are numerous pricing schemes offered. Generally technology 

vendors have the following cost setup:

Some vendors require a minimum purchase in order to use 

their services. For example, Vulog requires a minimum of 50 

vehicles. The actual costs charged varies and will depend on:

 - Number units purchased.

 - Number of add-ons (e.g. fuel card reader, bluetooth 

enablement, gps).

 - Custom requests.

Recently, there has been a shift in pricing schemes offered 

by technology vendors. Some tech vendors now set-up their 

pricing scheme so that they are invested in the success of 

their clients through revenue sharing. Others use a tiered 

pricing system where the vendor will charge a fee based on 

the number of units (basically, more units purchased reduces 

the price per unit per month). 

Technology Costs

Technology Frequency Estimated Costs (USD)

Setup Cost One-time $ 10,000 - $ 20,000

Hardware One-time (per unit) $ 400 - $ 1200

Hardware Monthly Hosting Monthly (per unit) $ 15 - $ 30

Software Monthly (per unit) $ 20 - $ 70
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Assessing the Member Journey

SECTION THREE

The member journey can be broken down into 2 main phases: 

registration and the trip experience. The steps for registration 

only happens once whereas the trip experience comprises of 

repeatable steps.
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Capture involves promoting the carsharing service and enticing people to register for it.

Member Actions Read advertisement, attend lunch event or chat with brand ambassador. Download app or go 

to website to learn more about services.

Member Pain-Points Information overload and inability to diff erentiate between carshares and/or shared mobility 

options (e.g. I already have a car2go membership why do I need another one).

ValidationRegister ApprovalCapture

Start TripReserve DriveFind a Car Stopover

PayRepeat End Trip Park

CAPTURE:

MEMBER SERVICES 

ACTIONS:

MEMBER SERVICES 

PAIN-POINTS:

The Member Services team is crucial for this stage. 

Must be knowledgeable about the carsharing service so they 

can fi eld any questions people may have about the service, 

pricing, program eligibility and promotions. 

If there are not enough agents, this results in longer wait times 

for members which causes frustration before call begins.

Newly hired agents may take longer to service call and/or 

provide incorrect info.
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GROWTH ACTIONS:

GROWTH PAIN POINTS:

The Growth team is in charge of the branding strategy 

and communications of the service. This includes brand 

positioning, identifying their target market and modes of 

communication for the marketing campaigns. Growth team 

tasks can include sustaining social media accounts, hosting 

happy hour info sessions/workshops, hosting a launch 

event, and partnering with local organizations and brand 

ambassadors. 

Some companies may not invest in marketing services and 

the budget may be too restrictive.

The steps to sign up for the program.

Member Actions The applicant fi lls out their personal information, including billing and mailing address, 

payment information, drivers license and takes a selfi e for personal ID verifi cation. The 

applicant will also create an account.

Member Pain-Points Applicants can have short attention spans and too much information is required or 

registration process is too manual, applicants may drop off .

Station-based car shares typically charge a registration fee or monthly subscription fees 

which may deter applicants from applying. 

ValidationRegister ApprovalCapture

Start TripReserve DriveFind a Car Stopover

PayRepeat End Trip Park

REGISTER:
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MEMBER SERVICES 

ACTIONS:

MEMBER SERVICES 

PAIN-POINTS:

Educate members about the program or the registration 

steps. 

Needs to be knowledgeable with the diff erent registration 

requirements by region (e.g. the process for an applicant to 

retrieve their driving history in British Columbia is diff erent 

than other provinces).

If the company sets up a manual registration process (e.g. 

members have to register in person) this could be a time-

consuming process. 

GROWTH TEAM 

ACTIONS:

Interested members may use the company’s social media 

channels to ask questions about the service. This means that 

the Growth team will need to answer the questions in an 

accurate and timely manner.
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PRODUCT TEAM ACTIONS:

GROWTH TEAM PAIN-POINTS: GENERAL MANAGEMENT ACTIONS:

Set-up their app and/or website user interface to let members 

upload their drivers license photos and selfi es easily onto the 

company’s platform. 

Set-up a workfl ow so that when an applicant submits an 

application it is sent to either Member Services to do a manual 

check or sent to a third-party validation vendor (e.g. CheckR 

or Jumio).

Get people to register for the service. Raising 

awareness of the service is not enough - the Growth 

team will need to do a range of things to promote 

action from people. 

This includes registration promo codes, a well-

designed, attractive website and simple registration 

process. 

The company will need to work with their insurance 

provider and legal team to determine the criteria members 

must fulfi ll to be accepted into the program. Depending on 

the criteria, this will aff ect insurance premiums. The criteria 

can revolve around the member’s age, number of driving 

infractions (and which kind) and how many years the driving 

history will be checked. 
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Validation is the stage where the person’s driver’s license, ID and payment information is 

validated before approving them into the program.

Member Actions Member may receive an email stating how long the application process will take.

Member Pain-Points The member has to wait for approval before using carshare services which can be 

problematic if the member wants to use the service right now.

ValidationRegister ApprovalCapture

Start TripReserve DriveFind a Car Stopover

PayRepeat End Trip Park

VALIDATION:

MEMBER SERVICES ACTIONS: MEMBER SERVICES PAIN-POINTS:

Member Services may receiving incoming calls from 

applicants asking about the status of their application. 

The Member Services team will need to know how to search 

for the member’s application in the database and provide an 

answer (in this case, it’s still pending).

If the company does not use a third-party vendor such as 

CheckR and Jumio, Member Services team is responsible for 

deciding on applications.

This team will need to coaxing applicants to be patient 

with the process. For companies with a manual application 

process, this can be prone to more errors.  

Depending on the province or country, the member’s 

driving history record may only be sent via email (to 

Member Services). This can be a painful, workaround 

process that causes confusion with members (e.g. how 

do I get my record) and take up Member Services time 

answering these questions. 
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Applicant is approved or denied into the program.

Member Actions Receive and read email.

Member Pain-Points If the applicant is rejected, the applicant is given a contact number or email to investigate 

further. The member is only provided with generic possible reasons as to why the application 

was declined. 

If the applicant was rightfully declined, the applicant will have to wait until time has passed 

and the driving infraction is not part of their history (e.g. the 3 year driving record check).

ValidationRegister ApprovalCapture

Start TripReserve DriveFind a Car Stopover

PayRepeat End Trip Park

APPROVAL:

PRODUCT TEAM 

ACTIONS:

MEMBER SERVICES 

ACTIONS:

MEMBER SERVICES 

PAIN-POINTS:

The company needs to draft up automated acceptance and 

rejection emails. There should be a business rule setup so 

that when the validation of the application is complete an 

email is automatically sent out. 

Member Services (the call center) needs to be trained on how 

to check the application status of a particular candidate. 

If a member is denied, Member Services needs to be trained 

on how to handle the situation and which details they can 

disclose to the applicant. 
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Input details of your trip to fi nd the right vehicle.

Member Actions The member uses the app or website to fi nd a vehicle. The member will have to input trip 

details such as start/end date and time, type of vehicle, and address. 

Member Pain-Points The app can be buggy and hard to navigate. 

For vehicles that are parked in a parkade, members may have trouble fi nding it.

Cars may not be available nearby.

ValidationRegister ApprovalCapture

Start TripReserve DriveFind a Car Stopover

PayRepeat End Trip Park

FIND A CAR:

FLEET TEAM ACTIONS:

FLEET TEAM PAIN-

POINTS:

If the Fleet team is servicing any vehicle (e.g. refueling, 

relocating, or repairing) the team needs to make the vehicle 

inactive so members cannot reserve the vehicle.

The biggest challenge for the Fleet team is having the 

vehicles at the right place, at the right time. When a member 

searches for a vehicle, ideally its within 500m walking 

distance from them. 
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MEMBER SERVICES 

ACTIONS:

GROWTH TEAM 

ACTIONS (FOR RESERVE 

STAGE TOO):

MEMBER SERVICES 

PAIN-POINTS:

GROWTH TEAM PAIN 

POINTS:

Guide, troubleshoot or reserve vehicle for members.

Set-up a company website that includes an FAQ to help 

members understand how the service works. 

It can be helpful to have 1-minute videos of key stages such 

as how to reserve a vehicle, start the vehicle and end the trip.

40% of all members will make a call to the call center 

during their fi rst reservation and trip which means the call 

center needs to be staff ed appropriately.

Troubleshooting with members can be diffi  cult and 

stressful as the call center agent needs to fi gure out a 

solution within minutes.

Provide concise information that is understandable to all 

types of members.
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The member reserves the vehicle for a predetermined amount of time (station-based) or 

undetermined amount of time (free-fl oating).

Member Actions The member confi rms trip details and selects ‘Reserve’ via app or website.

Member Pain-Points Finding the vehicle can be diffi  cult (especially if there’s no picture of the vehicle or directions/

navigation to the place).

ValidationRegister ApprovalCapture

Start TripReserve DriveFind a Car Stopover

PayRepeat End Trip Park

RESERVE:

MEMBER SERVICES ACTIONS:

MEMBER SERVICES PAIN-POINTS:

PRODUCT TEAM ACTIONS:

Help members if they are uncomfortable using the app or 

website (or experiencing trouble with the app). 

The Member Services agent should be equipped to 

troubleshoot the reservation issue to aid the member. 

Troubleshooting with members who cannot register with 

their app or website can be diffi  cult and stressful as the 

member services agent needs to fi gure out a solution within 

minutes. The Member Services agent needs to be well-trained 

to understand why the member is having issues reserving.

Setup back end rules about how far in advance the member 

is allowed to book a vehicle.

For free-fl oating: once a member hits “reserve”, setup a rule 

for how long the member has to get into the vehicle. 

Determine how much slush time there is between 

reservations.

Determine how many minutes before the start time the 

member is allowed to start their trip.
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This stage includes the member orienting themselves in the vehicle and inspecting for any 

prior damage or cleanliness issues.

Member Actions Member needs to do a walkaround the vehicle to inspect for damage or cleanliness issues. If 

so, member reports either via app or calls Member Services.

The member unlocks the vehicle (RFID card or PIN via app or Bluetooth) .

The member needs to adjust the vehicle interior to their liking (e.g. adjusting seat, knowing 

where to get the car key, mirrors).

Member Pain-Points Starting the vehicle can be one of the most frustrating stages in the member experience. 

Since many members will be using this vehicle for the fi rst time (or has only encountered the 

vehicle occasionally), orienting themselves in the vehicle can be stressful. 

ValidationRegister ApprovalCapture

Start TripReserve DriveFind a Car Stopover

PayRepeat End Trip Park

START TRIP:

FLEET TEAM ACTIONS: FLEET TEAM PAIN-
POINTS: N/A

Place instructional stickers around the vehicle to help the 

member know how to start the vehicle or provide basic 

information about the operator’s rules. 

Put handbook, accident report forms and insurance forms 

in glovebox.
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MEMBER SERVICES 

ACTIONS:

GROWTH TEAM 

ACTIONS:

MEMBER SERVICES 

PAIN-POINTS:

GROWTH TEAM PAIN 

POINTS: N/A

Answer member’s inquiries. 

Create a handbook (to put in glovebox) that helps members 

know the essentials of the service.

Create stickers with instructions and strategically put it around 

the vehicle so members can easily see it .

Providing verbal directions can be diffi  cult to member for 

adjusting the vehicle to member’s liking.
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The member’s experience driving the vehicle.

Member Actions Member can use navigation services (if provided).

Member can call roadside assist and/or member services.

Member Pain-Points Many members typically do not have the patience to use the navigation system.  Pulling over 

to call member services is a pain and members are paying for minutes while on call.

ValidationRegister ApprovalCapture

Start TripReserve DriveFind a Car Stopover

PayRepeat End Trip Park

DRIVE:

FLEET TEAM ACTIONS:

MEMBER SERVICES ACTIONS:

FLEET TEAM PAIN-POINTS:

MEMBER SERVICES PAIN POINTS:

PRODUCT TEAM ACTIONS:

Keep the vehicles clean and well-maintained to keep 

members safe.

Help navigate members to their end destination.

The Fleet team has the challenge of prioritizing these 

tasks based on member’s reports/feedback and general 

maintenance to know which vehicles get attention fi rst.

Providing verbal turn-by-turn directions this ties them up 

with the member causing a backlog of member waiting on-

the-line.

This team is responsible for fi nding a solution to help 

members with navigation (e.g. CarPlay, Android Auto, or 

using an inhouse system).
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Park the vehicle temporarily and keep the reservation so the member can retrieve the 

same vehicle at a later time.

Member Actions Member properly parks and locks the vehicle (sometimes there is a specifi c button in the app 

to signal a “stopover”).

Member Pain-Points Some members may not know how to make a stopover properly and need to be educated.

Members may accidentally end their trip when they wanted to make a stopover - thus losing 

the vehicle when they didn’t want to.

ValidationRegister ApprovalCapture
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STOPOVER:

MEMBER SERVICES ACTIONS:

GROWTH TEAM ACTIONS:

GROWTH TEAM PAIN-POINTS: N/A

MEMBER SERVICES PAIN-POINTS: PRODUCT TEAM ACTIONS:

Members call to ask about how they can make a stopover. 

Growth team may make a video on how members can make 

a stopover or put it in the FAQs.

If member accidentally end the trip and loses the vehicle 

(because another member has it now), the Member Services 

team will need to do their best to fi nd a solution.

Responsible for: Deciding the workfl ow on how members 

make a stopover. Creating business rules on the backend to 

enforce “good” member behaviour.
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The locations where members leave the vehicle to end their trip.

Member Actions For round-trip, returning the vehicle is easy because it’s the same location. For station-based 

and free-fl oating, members look on app to understand where they can park. Members must 

properly return all items to where they belong (e.g. car key in reader) before they are able to 

end the trip.

Member Pain-Points For free-fl oating schemes, some members have a hard time understanding how carsharing 

permits work. Members also struggle to fi nd an available parking spot because they do not 

know if it is available or not in real-time. Finally, if the vehicle needs to be parked in a parkade 

it can be diffi  cult to fi nd.
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PARK:

FLEET TEAM ACTIONS:

FLEET TEAM PAIN-

POINTS:

Prevent parking tickets or towing by moving vehicles parked 

in illegal areas.

A cost-benefi t analysis needs to be made for preventing 

vehicles from getting ticketed.
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MEMBER SERVICES 

ACTIONS:

GROWTH TEAM 

ACTIONS:

MEMBER SERVICES 

PAIN-POINTS:

GROWTH TEAM PAIN 

POINTS:

PRODUCT TEAM 

ACTIONS:

Educate members on where they can legally park.

Inform and guide them to resources such as app FAQ and 

videos so that members can resolve it in the future.

For station-based, provide pictures of the parking spot and a 

written description of how to get there. 

Free-fl oating operators should do this for their company-

designated parking spots - especially in the parkade (e.g. park 

in spot #52 on Level 5).

Providing correct written descriptions and pictures is 

time-consuming.

Determine if they should off er features to help members 

know if they parked it in the right location or not. 

Member Services may not have detailed information on 

where the parkade is or where to park it.
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The actions the member needs to take to end the trip.

Member Actions Depending on the company’s rules, members end their trip either with RFID card or pressing 

“End Trip” in the app.

Member Pain-Points The app UX may be unintuitive depending on the app. It’s common for members to not 

end their trip properly, which means the member is being billed for time they didn’t use the 

service.  

ValidationRegister ApprovalCapture
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END TRIP:

FLEET TEAM ACTIONS:

FLEET TEAM PAIN-

POINTS:

If auto-lock is not used, the Fleet team needs to:

Collect key from the member (at their convenience) 

Or leave vehicles unlocked and unsecured.

Without auto-lock, it’s a very manual, time-consuming 

process to meet up with members to retrieve the keys and/or 

rush around the city to manually lock the vehicles.
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MEMBER SERVICES ACTIONS: GROWTH TEAM ACTIONS:

MEMBER SERVICES PAIN-POINTS:

GROWTH TEAM PAIN POINTS: N/A

PRODUCT TEAM ACTIONS:

PRODUCT TEAM PAIN-POINTS:

Answer members questions and troubleshoot any problems 

the member is having. 

Disconnect the member from the server so that the member 

is not incurring charges for when they wanted to end their 

trip (but can’t for whatever reason).

The Growth team will need to setup a company website 

that includes an FAQ (or 1-minute video)  to help members 

understand how to end trip properly.

Enabling auto-lock feature so that if a member incorrectly 

ends trip it still locks the vehicle.

Prioritizing the backlog - autolock should be a priority though.

There are many reasons why a member cannot end the 

trip properly and the Member Services team needs to do 

this in a time-effi  cient manner.
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How members are charged for using the services

Member Actions Members are required to setup a payment method at registration. 

Members update their CC via app, website or through customer service.

Members are automatically billed by trip or monthly.

Member Pain-Points Can’t update CC easily on the app.

Type of payment verifi cation issue.

Visa prepaid or debit cards are often not accepted.
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PAY:

FLEET TEAM ACTIONS:

FLEET TEAM PAIN-

POINTS:

When completing tickets, if they discover a member is at fault 

for something (e.g. leaving a dirty vehicle) report in ticketing 

system to admin (Member Services) to apply fees.

Ticketing system needs to be easy to forward it to Member 

Services/Admin.
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MEMBER SERVICES 

ACTIONS:

MEMBER SERVICES 

PAIN-POINTS:

PRODUCT TEAM 

ACTIONS:

Charge appropriate fees to members who do not follow the 

rules (e.g. smoking in vehicle or parking ticket). 

Advise members on any invoicing questions members may 

have. 

Setup auto reminder to email member if his/her credit 

card is expiring.

Undergoes investigative work if a member complains 

about a certain charge and if a refund is warranted or not. 

Providing a consistent, exceptional experience to members every trip.

Member Actions Performs same steps as previously. Receive push notifi cations.

Member Pain-Points No major ones.
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REPEAT:
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FLEET TEAM ACTIONS:

MEMBER SERVICES 

ACTIONS:

GROWTH TEAM 

ACTIONS:

FLEET TEAM PAIN-

POINTS:

MEMBER SERVICES 

PAIN-POINTS:

GROWTH TEAM PAIN 

POINTS:

Keep the vehicles in best condition by cleaning, maintaining, 

repairing and relocating vehicles.

Provide consistent and accurate information when members 

call in for help. 

Create a retention strategy for existing members to 

encourage utilization. E.g. referral programs and “special 

event” promotions. Use push notifi cations (e.g. a vehicle is 

nearby or about promotions).

Some members don’t take care of the vehicles (such as 

leaving garbage, smoking, etc.) It can be hard to maintain top 

quality vehicles after lots of wear and tear. 

This can be diffi  cult for new member services agents since 

they don’t know all the answers and may provide incorrect 

advice to members unintentionally. 

Budgetary constraints and soliciting policy.
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