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ABSTRACT

Highlights: In a shared economy environment, the way control is exercised by companies 
may change radically. In this context, the use of decisions based on algorithms is growing. 
In par� cular, the use of ar� fi cial intelligence (AI) by companies to control the work of 
employees is increasingly popular. Such technological changes signifi cantly infl uence the 
systems of control and management accoun� ng (SCCG). Objecti ve: To analyse the role of 
AI as a support to the diff erent SCCG tools of 99 Tecnologia Ltda (99TL) and UBER in Brazil, 
based on the model proposed by Malmi and Brown (2008). Design/Methodology/Ap-
proach: The research is characterised as qualita� ve, exploratory, and documentary. Data 
(visual and verbal) were collected through publicly disclosed company documents and 
reports from partner drivers. These data were treated and analysed based on content 
analysis, with those based on the SCCG control packages proposed by Malmi and Brown 
(2008) used as main categories. Results: It was found that several control tools employed 
by 99TL and UBER can be categorized according to Malmi and Brown’s (2008) control 
packages. Furthermore, there are many similari� es between the companies concerning 
the tools employed in each SCCG package to incen� vise drivers. Concerning the role of AI, 
there is evidence that it cuts across virtually all the control packages presented the cyber, 
premium and compensa� on and administra� ve controls.
Limitati ons of the research: (a) the use of a non-probability sample of drivers; (b) the 
fact that some drivers have a view of their locality of opera� on and may confuse regional 
with na� onal situa� ons; and (c) access to some controls via secondary data is limited (in 
par� cular, about fi nancial controls).
Practi cal implicati ons: The research demonstrates several pieces of evidence of the cen-
tral role of AI in suppor� ng the SCCG of app-based transport companies. Moreover, it 
highlights how drivers understand and react to the incen� ves of the companies’ SCCG. 
Originality/value: (i) the inter-rela� onship between SCCG and the sharing economy was 
focused on, something rare both na� onally and interna� onally; (ii) it was demonstrated 
that it is possible to apply Malmi and Brown’s (2008) model in companies with diff eren� -
ated business models such as app-based transport; (iii) the increasingly central role of AI 
in management control systems was addressed; and (iv) a new methodological approach 
to research in the area was proposed, employing data based on public accounts.

Keywords: Ar� fi cial Intelligence (AI); Management Accoun� ng and Control Systems 
(MACS); Transport by App.
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1. INTRODUCTION

In the last decade, an emergence of the sharing econ-
omy (SE) has been observed. This can be understood as a 
new form of resource distribu� on that aff ects tradi� onal 
markets, ci� es, individuals, as well as ques� ons regulatory 
frameworks and social norms (Zvolska et al., 2019). Accord-
ing to Sutherland and Jarrahi (2019), this economy is essen-
� ally dependent on advances in informa� on technology (IT).

Among the IT innova� ons that support CE, ar� fi cial intel-
ligence (AI) stands out. Although it is not a new concept, Er-
tel (2017) states that recently its applica� ons have become 
widely employed in the social context. Hughes et al. (2019) 
point out that one of the uses of AI in the corporate envi-
ronment of CE refers to the control of employees’ ac� ons to 
achieve business objec� ves.

It is emphasized that this type of control is usually relat-
ed to the systems of control and management accoun� ng 
(SCCG), which can be understood as the processes by which 
managers infl uence other members of the organiza� on to 
implement corporate strategies (Anthony and Govindarajan, 
2008). It is noteworthy that among the most widely used 
models to analyse corporate SCCGs is the one proposed by 
Malmi and Brown (2008), who consider such a system as a 
set of interdependent packages.

Cheng and Foley (2019) highlight that, tradi� onally, man-
agers coordinate the ac� vi� es of subordinates in companies 
based on SCCGs. However, according to Leoni and Parker 
(2019), the form of control changes dras� cally in a CE en-
vironment. In this case, decisions via algorithms become 
increasingly relevant (Cheng and Foley, 2019). One sector 
of CE that has been employing AI is the transport sector. 
Hughes et al. (2019) state that this intelligence is already 
employed in app-based transporta� on companies to con-
stantly control the work of partner drivers.

Given the above, the study presented in this ar� cle aimed 
to analyze the role of AI as a support to the diff erent tools 
of the SCCG of 99 Tecnologia Ltda (99TL) and UBER in Brazil, 
based on the model proposed by Malmi and Brown (2008). 
In this sense, the following specifi c objec� ves were pro-
posed: (a) iden� fy managerial control tools employed by 
companies, according to the model proposed by Malmi and 
Brown (2008); (b) understand the role of AI in each of the 
SCCG employed by both companies; (c) iden� fy the eff ect of 
these systems (and consequently of AI) from the perspec� ve 
of app drivers.

The developed research is jus� fi ed from several per-
spec� ves: (i) recent emergence of CE (Sutherland and Jar-
rahi, 2018); (ii) scarcity of studies on SCCG in CE in Brazil 
and abroad (Leoni and Parker, 2019); (iii) the employment 

of Malmi and Brown’s (2008) SCCG analysis model, an in-
terna� onally highly recommended reference (Svensson and 
Funck, 2019); (iv) the importance of understanding the role 
of AI in managerial control; and (v) the socioeconomic role 
of app-based transporta� on companies, which infl uence 
hundreds of millions of people around the world (Securi� es 
and Exchange Commission - SEC, 2019; UBER, 2020a).

2. REVIEW OF LITERATURE

According to Silveira et al. (2017), the CE can be under-
stood as a socio-economic system built around the sharing 
of human and physical resources, including the crea� on, 
produc� on, distribu� on, trade and shared consump� on of 
goods and services. Sutherland and Jarrahi (2018) add that 
this economy is heavily dependent on technology and digital 
transac� ons.

Cheng and Foley (2019) reinforce that these advances of 
the CE via technology are very related to the management 
through algorithms, which allows the processing capacity of 
numerous transac� ons with a low level of resources. In this 
case, the role of AI stands out. This can be defi ned as the 
ability of a computa� onal system to monitor, evaluate and 
respond to the environment (Hughes et al., 2019). In the 
context of CE, Hughes et al. (2019) reinforce the role of AI 
to monitor and make decisions about employees. According 
to Cheng and Foley (2019), due to the scale of the workforce 
in CE, algorithm-based decisions have grown and are being 
adopted by organisa� ons to make work more effi  cient via 
automa� on.

Hughes et al. (2019) point out that AI can be employed 
to control employees in two ways: (a) behavioural control 
- direc� ng and monitoring employee ac� vi� es to ensure 
that work conforms to previously s� pulated standards; (b) 
outcome control - measuring employee performance a� er 
performing a task. Despite this control trend, Brougham and 
Haar (2019) also emphasize the tendency to psychological 
problems (such as depression) for workers who are aff ected 
by this type of intelligence.

Usually, these controls aff ected by AI and described by 
Leoni and Parker (2019), Cheng and Foley (2019) and Hughes 
et al. (2019) are characterised in the literature as SCCG. 
These are processes by which managers infl uence other 
members of the organisa� on, helping to implement the cor-
porate strategy so that employees’ decisions are consistent 
with organisa� onal goals (Anthony and Govindarajan, 2008).

Malmi and Brown (2008) broadly conceptualize SCCG as 
rules, prac� ces, values and other ac� vi� es that are managed 
to direct employee behaviour. To enhance the discussions on 
SCCG in the literature, these authors proposed a way of an-
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alysing this system as “packages”, detailed in Table 1. Svens-
son and Funck (2019) emphasise that such a model off ers 
a more holis� c view of managerial control in organisa� ons, 
discussing “packages” rather than individualised systems.

Table 1. Packages of controls according to Malmi and Brown 
(2008).

Package Descrição

Planning

A kind of ex-ante control. Firstly, the objec� ves 
of the func� onal areas of an organisa� on are 

s� pulated, thus direc� ng eff orts and behaviour. 
In a second moment, this type of control provides 
the standards to be reached concerning the goals, 

making clear the level of eff ort and the type of 
behaviour expected from the employees. Planning 
can be divided into tac� cal and strategic, the la� er 
being a longer-term approach, whereas the former 

usually refers to a period of approximately 12 
months.

Cyberne� c 
controls

It is a type of control that has fi ve main charac-
teris� cs: (i) it presents ways to measure pheno-

mena, ac� vity or a system; (ii) there are expected 
performance standards or goals to be achieved; 
(iii) there is a feedback process that allows the 

comparison between the result of the ac� vi� es and 
the expected standard; (iv) there is an analysis of 

the varia� ons between what is expected and what 
is obtained; and (v) ability to modify the behaviour 
or the related ac� vi� es. There are four main types 
of cyber control linked to the MCS: (a) budget; (b) 

fi nancial measures; (c) non-fi nancial measures; and 
(d) hybrid measures, including both fi nancial and 

non-fi nancial measures.

Premium 
and com-
pensa� on 
controls

They focus on mo� va� ng and improving the per-
formance of individuals and groups within orga-

nisa� ons to achieve congruence between agents’ 
and owners’ goals and ac� vi� es. These are controls 
linked to cyber controls but can be treated as sepa-
rate elements. The rela� onship between eff orts and 
tasks can infl uence performance in three diff erent 
ways: direc� on of eff ort (where it is directed); du-
ra� on of eff ort (the � me individuals devote to that 

task); and the intensity of eff ort (the individual’s 
level of a� en� on)

Adminis-
tra� ve 

Controls

Controls that direct employee behaviour through 
organisa� on between individuals and groups. 

Focuses on monitoring behaviour, making indivi-
duals responsible for their own, and encompasses 
the process of specifying how tasks or behaviour 

should be performed or not performed. There are 
three types of administra� ve controls: organisa� on 

design and structure; governance structure; and 
procedures and policies.

Cultural 
Controls

Culture can be considered a form of control when 
employed to regulate behaviour. Three aspects of 
cultural control are considered: (a) values-based 

control - values and direc� on that senior managers 
want subordinates to adopt, including mission, vi-

sion, beliefs and purposes; (b) symbol-based control 
- when the organisa� on creates symbols expressed 

visually to develop a par� cular type of culture; 
and (c) clans - microcultures of individual groups, 
in which casework controls occur by establishing 

values and beliefs through ceremonies and rituals.
Source: Based on Malmi and Brown (2008).

Among the technological pla� orms most related to CE, 
and that use AI to support SCCG, are those linked to trans-
porta� on by app (Hughes et al., 2019). Among such com-
panies, two stand out in the performance in Brazil in recent 
years: 99TL and UBER. The la� er is a company of global 
reach, which operates in more than 900 ci� es spread across 
85 countries, Brazil is the second country with the largest 
number of ci� es served (124) (UBER, 2020a). As for 99TL, a 
company founded by Brazilians, its fi gures indicate that the 
pla� orm connects 18 million passengers to 600 thousand 
drivers and is present in a thousand ci� es (99TL, 2020a).

Considering the exposed by Hughes et al. (2019), Cheng 
and Foley (2019), Leoni and Parker (2019), the millions of us-
ers presented by the companies (UBER, 2020a; 99TL, 2020a) 
and the strategic relevance of AI in UBER’s business model 
(SEC, 2019), it is considered, in this ar� cle, that this intel-
ligence is widely employed in the control of the drivers of 
these companies, given such evidence.

3. METHODOLOGY

This research is characterized as qualita� ve, exploratory 
and documentary (SAMPIERI et al., 2006). The non-proba-
bility convenience sampling method was employed (Cooper 
and Schindler, 2003). The database used for the research 
was composed of secondary data: verbal and visual (Flick, 
2004). The visual data were obtained through 99TL and 
UBER’s publicly disclosed documents, such as SEC Form S-1, 
management and fi nancial reports, Terms and Condi� ons, 
Privacy Policy and the companies’ offi  cial websites in Brazil. 
Verbal and visual data of drivers linked to the referred plat-
forms were also collected.

Given the impossibility of obtaining data from all drivers 
who use the 99TL and UBER pla� orms, those who are digital 
infl uencers were selected, more specifi cally those producers 
of content with the greatest relevance on YouTube, a world-
wide video pla� orm. It is noteworthy that the sample selec-
� on through the media generated by digital infl uencers has 
been frequently used for research in social sciences, both in 
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na� onal and interna� onal studies because it is an important 
source of evidence (Amaral et al., 2018; Eldik et al., 2019). 
The infl uencers were selected based on the YouTube “Rele-
vance” fi lter. To select the sample of drivers, the following 
keywords were entered: “UBER”, “app driver”, “99TL”, “99 
Tecnologia Ltda.”, and “transporta� on by app”. Subsequent-
ly, the infl uencers’ channels that had the largest number of 
followers were selected. The channels of the selected driv-
ers are listed in Table 1.

The selected drivers have tens or hundreds of thousands 
of followers, which demonstrates the power of reach and in-
fl uence they have over drivers who consume their content. 
It is noteworthy that the selected drivers’ act (or have acted 
during a certain period) as partner drivers of 99TL and/or 
UBER and know the opera� onal part of the pla� orms, thus, 
they present a varied set of cri� cisms about the pla� orm’s 
SCCG. It is noteworthy that some drivers are sponsored in 
certain videos, which may bring a commercial bias apart 
from the topics addressed.

The data extracted from the channels of the infl uencers 
cited in Table 2 refer to the year 2019 and were collected in 
the fi rst quarter of 2020. It is noteworthy that all videos of 
the year 2019 were watched, being coded and recorded only 
those related to the SCCG tools of the companies studied. 
Then, the data were treated and analyzed through content 
analysis, as proposed by Bardin (2016). The data obtained 
were categorized according to the SCCG packages proposed 
by Malmi and Brown (2008). In addi� on, the triangula� on of 
diff erent sources of evidence was used to ensure data reli-
ability.

4. RESULTS

99TL SCCG

The company 99TL was founded in 2012 by Brazilians, 
being acquired by Didi Chuxing (“DiDi”) six years later. It is 
emphasized that DiDi aims to be the global leader in the rev-
olu� on of transporta� on and automo� ve technology (DIDI, 
2020). Concerning drivers, the Driver Terms of Use makes it 

clear that the rela� onship between 99TL and the driver is 
of intermedia� on of races and facilita� ng payment, through 
the use of the so� ware provided by the company, without 
any rela� onship of corporate, employment and economic 
nature, and the driver is free to accept or refuse the races 
from the applica� on (99TL, 2020b). Furthermore, the com-
pany exempts itself from liability in case of damage or loss 
caused by passengers (99TL, 2020c).

Two cyberne� c controls stand out concerning 99TL’s 
SCCG: (i) evalua� on through stars (feedback); and (ii) ac-
ceptance rates. The evalua� on can vary between one (very 
bad evalua� on) and fi ve (very good evalua� on) stars. A� er 
each trip performed, both passengers and drivers are asked 
to evaluate each other. The drivers’ ra� ngs are calculated 
based on the average of the last 100 ra� ngs received, record-
ed chronologically. The evalua� ons are important for drivers 
and they understand that the notes have great importance 
for access to benefi ts and to ensure their con� nuity on the 
pla� orm. According to the company, drivers can access their 
ra� ngs and receive � ps for improvement (99TL, 2020d). In 
2019, drivers reported that 99TL implemented acceptance 
rate metrics. These rates interfere with their performance.

As a form of premium control and compensa� on, in its 
“Privacy Policy”, 99TL states that it will use drivers’ data to 
iden� fy and personalise their experience and use of the app 
and company services, including for providing promo� ons 
and fi nancial incen� ves (99TL, 2018). Following the docu-
ment, several drivers reported that the applica� on of the 
pla� orm’s promo� ons is according to the driver’s profi le 
(number of trips, cancella� on rate, passenger ra� ngs, num-
ber of runs, etc.). 99TL also conducts campaigns with exclu-
sive promo� ons on commemora� ve dates and of greater 
demand, such as Christmas, New Year and Carnival, accord-
ing to several drivers.

Regarding the fare paid by the company for the races, 
Driver I made a point of men� oning that they would be low 
with the expenses demanded by the ac� vity. It should be 
noted that, in 2019, several drivers reported that there was 
a change in the way the fare was calculated, crea� ng a strong 
resistance among them. Moreover, the company works with 
the dynamic fare, when the price of trips is increased to bal-

Table 1. Channels of drivers selected for the study

Code YouTube channel name No. of registered 
parti cipants Code YouTube channel 

name
No. of registe-

red parti cipants
A UBER Do Marlon 580 thousand F Falando De Uber 45,3 thousand
B Escola Para Uber 272 thousand G Motorista 6 Estrelas 33 thousand
C Fernando Uber Floripa 247 thousand H Uber 24 Horas SP 17,9 thousand
D Uber Do Marcelo, O Uber Fora Da Curva. 84,3 thousand

I Cardona Motorista 
Prime 5,61 thousand

E Uber Do Lucas, O Uber Acima Da Média 58,5 thousand
Source: The authors themselves
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ance supply and demand for cars. However, driver C points 
out that it would not always be people calling for rides that 
would infl ate demand but rather people “tes� ng” prices.

About administra� ve controls, 99TL establishes minimum 
criteria to which the vehicles must meet to be registered in 
the system, and the common requirements to all ci� es are 
that the vehicle must have four doors and air condi� oning. 
The minimum year of manufacture accepted may vary ac-
cording to the city in which the driver wishes to work. S� ll in 
this type of control, it is relevant to inform that the company 
monitors the exchange of messages of drivers on the app, 
quite possibly through its AI, according to its privacy poli-
cies, and that may infl uence the permanence of the pla� orm 
(99TL, 2018).

Concerning cultural control, some drivers report the ben-
efi ts of the 99 Prime club, a club of exclusive advantages. 
It is also highlighted the Somos 99 program, cited by driver 
G. According to the company, fi ve categories of advantages 
are off ered (Partner, Silver, Gold, Ruby and Diamond), and 
this program is organized on four fronts: Partnerships, Train-
ing, Events and Exclusive Advantages (99TL, 2020e). Also ac-
cording to the company, weekly and monthly targets of trips 
are presented so that the driver can achieve the diff erent 
categories, to encourage the engagement of drivers (99TL, 
2020e).

5. UBER SCCG

Part of UBER’s planning became clearer a� er the com-
pany’s ini� al public off ering (IPO) in the US in 2019. This 
planning would start from UBER’s mission which, according 
to the company’s president, is to create “opportuni� es by 
pu�  ng the world in mo� on” (SEC, 2019; UBER, 2020b). Im-
portantly, the company’s president emphasises the essen-
� al role of technology for the organisa� on (SEC, 2019). The 
company also highlights the paramount role of its AI, which 
can run hundreds of models based on its data and direct ser-
vices to customers with quality and safety (SEC, 2019). Thus, 
it can be said that UBER’s intensive employment of AI is a 
key part of its strategy, being used as part of the SCCG for 
employee control.

Despite being cited in essen� al aspects by UBER (SEC, 
2019), many drivers have cri� cised the rela� onship the com-
pany has with them. Contrary to what the drivers have stat-
ed, UBER highlights the cri� cal role that these agents have in 
its development, presen� ng increased engagement as one 
of its growth strategies (SEC, 2019). The distancing between 
the company and the drivers is reinforced in the former’s 
Terms of Use, which highlight the non-employment rela� on-
ship exis� ng between the company and the drivers (UBER, 
2020c). It should be noted that UBER is keen to highlight 

that this non-employment rela� onship is considered one of 
the main risks to the business model in diff erent loca� ons 
around the world (SEC, 2019). Some drivers also point out 
that they engage in dangerous condi� ons when excerp� ng 
work.

Several elements of cyber control can be discussed about 
UBER’s SCCG, however, two stands out: (i) the evalua� on 
through stars (feedback); and (ii) the acceptance and can-
cella� on rates. As in the case of 99TL, the evalua� on varies 
between one and fi ve stars, but in UBER’s case, a weighted 
average of the last 500 trips is considered. About the rates, 
according to UBER (2019), the acceptance rates refer to the 
number of trips that the driver accepts concerning those 
proposed by the app in the last 30 days (the company indi-
rectly recommends a rate above 90%). The cancella� on rate, 
on the other hand, refers to the propor� on of cancelled trips 
with the vines accepted by drivers, and a rate of less than 
10% is indirectly recommended (UBER, 2019).

Many premium and compensa� on controls are closely 
linked to cyber controls. Furthermore, there are many con-
textual promo� ons especially on commemora� ve dates and 
periods, as in the case of 99TL. Another promo� on reported 
by drivers refers to the use of rewards on consecu� ve trips. 
A much-cited award was the one that occurred shortly be-
fore UBER’s IPO, in which several prizes were paid to them, 
based on the number of trips made by them.

About the fare paid by UBER for the services provided, 
drivers point out that it can be divided into two parts: a fi xed 
and a variable one. The fi xed-rate is the base value of the 
trip, and the variable rate depends both on the � me (in min-
utes) that the driver takes to make the trip and the kilome-
tres travelled. According to the professionals, the variable 
fare is infl uenced more by kilometres than minutes, that is, 
there is an incen� ve for the driver to keep moving. Many of 
them emphasized that the fare currently paid by UBER is low 
and is not readjusted. Finally, all drivers analysed to high-
light the so-called “dynamic fare” (dynamic pricing), used by 
UBER to balance the supply of cars to passenger demand. 
When the company es� mates a high demand in a given re-
gion, the app’s AI increases the fare for trips in the locality, 
to encourage drivers to travel there. Some of them recom-
mend using the REBU app to take be� er advantage of such 
increased fares.

In general, cars are the focus of UBER’s administra� ve 
controls. The company uses cars as one of the bases for seg-
rega� ng its drivers according to diff erent levels of a category 
(in general, the higher the level, the higher the fare paid to 
drivers). Finally, it is very relevant to highlight that the com-
pany can monitor drivers’ message exchanges through the 
app (UBER, 2020d; 2020e), being able to employ its AI.
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On the cultural control by UBER, it is important to high-
light the role of the “6 Star Club” and “UBER Pro”. According 
to UBER (2018), the 6 Star Club was created to value partner 
drivers who stand out within the pla� orm, being present in 
some Brazilian ci� es. UBER Pro, on the other hand, is a more 
recent program in Brazil and available in some loca� ons. Ac-
cording to UBER (2020f), this program has diff erent catego-
ries, namely: Blue, Gold, Pla� num and Diamond. The com-
pany also points out that the category of each member is 
given, among other factors, by goals in cyber controls, such 
as acceptance rates and the average user ra� ng (minimum 
of 4.85).

General analysis

As of the presenta� on of results, one observes several 
similari� es between the SCCG employed by both companies 
addressed in this ar� cle. Chart 2 presents a summary of fi nd-
ings in each of the analyzed systems according to the diff er-
ent packages proposed by Malmi and Brown (2008).

Based on the analysis in Table 2, it can be observed that 
several control tools employed by the companies can be 
categorized according to Malmi and Brown’s (2008) control 
packages. Furthermore, there are many similari� es concern-
ing the tools employed in each SCCG package to encourage 
drivers. Since they are companies that compete in the same 
market, a certain level of mime� c isomorphism would in-
deed be expected. In this sense, there are also many simi-
lari� es of drivers’ complaints regarding the SCCGs of both 
companies, such as the dangerous situa� ons to which they 
are exposed and the low value of the fares.

Concerning AI, it can be seen that its role cuts across 
prac� cally all the control packages presented, reinforcing 

the important role of algorithms in controlling drivers, as 
emphasised by Cheng and Foley (2019). UBER, specifi cally, 
makes clear its role in company planning (SEC, 2019). More-
over, it is evidenced that AI companies use data from cyber 
controls to enable access to the benefi ts of the other control 
packages employed. In this case, the dynamic tariff , which 
is adjusted recurrently to provide diff erent incen� ves to 
diff erent drivers to balance the supply of cars to demand, 
guaranteeing service to users, stands out in par� cular. It is 
a func� onality that would not be likely to be implemented 
without the support of an AI.

Moreover, this intelligence also presents a very relevant 
role in administra� ve controls, considering that it is expect-
ed to be responsible for evalua� ng the messages exchanged 
between drivers and users, to ensure a rela� onship within 
the expecta� ons of the companies. Considering both the 
cyber controls and the reward and compensa� on ones, it is 
verifi ed the simultaneous employment of the two forms of 
control via AI emphasized by Hughes et al. (2019): the be-
havioural and the performance ones. It is noteworthy that, 
only in the case of the cultural control package, the role of 
AI does not seem to be so highlighted, since the metrics em-
ployed to access each level do not seem to depend on such 
complex decisions, but, only on well-defi ned logical rules.

6. CONCLUDING REMARKS

The study presented in this ar� cle aimed at analysing 
the role of AI as support to diff erent SCCG tools at 99TL and 
UBER in Brazil, based on the model proposed by Malmi and 
Brown (2008). It was verifi ed that the tools employed in the 
SCCG by both analyzed companies may be classifi ed based 
on the control packages of the model proposed by those au-
thors.

Table 2. Characteris� cs of the SCCG employed by the companies studied.

Package 99POP UBER

Planning No corporate, employment and economic rela-
� onship between drivers and the company.

Essen� al role of technology and AI in its business model. 
No employment rela� onship between drivers and the 

company.

Cyberne� c controls Evalua� on through stars and feedbacks; and 
acceptance rates.

Evalua� on through stars and feedbacks; and acceptance/
cancella� on rates.

Premium and com-
pensa� on controls

Pla� orm promo� ons according to the driver’s 
profi le: fi xed values for mee� ng targets, distri-
bu� on of gi� s and promo� ons during fes� ve 

seasons. Dynamic fare.

Promo� ons during fes� ve seasons. Award of R$ 5 thou-
sand reais to drivers who reach 5-star ra� ngs. Awards in 

consecu� ve trips.

Administra� ve Con-
trols

Characteris� cs of the cars accepted, as well as 
diff erent categories. Evalua� on of messages 

exchanged on the pla� orm.
IPO awards. Dynamic tariff 

Cultural Controls Club 99 Prime and Somos 99 Characteris� cs of the cars accepted, as well as diff erent cate-
gories. Evalua� on of messages exchanged on the pla� orm.

Source: The authors 
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Furthermore, several pieces of evidence of the central 
role played by AI in suppor� ng the SCCG of these companies 
were verifi ed. The role of this intelligence seems to prac� -
cally transcend the tools of all iden� fi ed control packages 
(except for cultural control). The control exercised over driv-
ers in these cases is equivalent to both behavioural and per-
formance control. Furthermore, it is noteworthy that drivers 
demonstrate understanding of the companies’ SCCG incen-
� ves by reac� ng to the incen� ves. In this case, we highlight 
the reference to the REBU applica� on in the case of UBER 
drivers. There are also ques� onings of their value vis-à-vis 
the companies and the fares paid.

This research presents several contribu� ons to the liter-
ature on SCCG and AI: (i) it focuses on the interrela� onship 
between this system and CE, something rare both na� onally 
and interna� onally, according to Leoni and Parker (2019); 
(ii) it demonstrates that it is possible to apply Malmi and 
Brown’s (2008) model in companies with diff eren� ated busi-
ness models such as app-based transporta� on, ra� fying the 
importance of this model, quite interna� onally recognized 
(Svensson and Funck, 2019); (iii) it addresses the increasing-
ly central role of AI in managerial control systems, as empha-
sized by Hughes et al. (2019); and (iv) proposes a new meth-
odological approach to research in the area by employing 
data based on public accounts.

Despite these contribu� ons, the research presented 
some limita� ons. Ini� ally, there is a non-probability sample 
of drivers, which focused on their engagement in content 
produc� on. It is also noteworthy that some drivers analyzed 
are sponsored in some videos, which can infl uence, at least 
in part, their posi� on on some topics. Moreover, each one 
of them has the vision of their locality of opera� on and may 
confuse regional rules with na� onal ones. Finally, access to 
some controls via secondary data is limited, especially for 
controls using fi nancial metrics.

Future research could: (a) explore SCCG’s rela� onship 
with drivers from other app-based transport companies op-
era� ng in the country, such as Cabify; (b) compare the con-
trols employed by UBER on drivers from diff erent countries, 
since it is a mul� na� onal company; (c) collect primary data 
that could be� er elucidate some controls not addressed in 
this paper; and (d) analyse other modali� es of the CE, such 
as delivery via apps (UBER Eats, iFood, Rappi etc.).
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