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ABSTRACT

In today's world, rapid technological development and widespread digitization have 

significantly transformed consumer behavior and business marketing strategies. 

Businesses' perspective on customers and approach to customer relations has evolved 

into a more dynamic, interactive, and data-driven understanding. Within this process, 

digital marketing strategies have rapidly developed with the help of technologies such 

as artificial intelligence, machine learning, and data analytics, leading to the 

emergence of new applications such as hyper-personalization.

In this thesis study, the effects of hyper-personalization applications, which are gaining 

increasing importance in digital marketing, on the customer experience are examined 

using the example of Spotify. The theoretical section of the thesis details the evolution 

of digital marketing, personalization approaches, and the technological and strategic 

dimensions of hyper-personalization, as well as the concept of experience and the 

customer experience management process. In the research section, focus group 

interviews were conducted with participants selected from among Generation Z 

Spotify users. The interview questions were prepared based on Bernd H. Schmitt's 

dimensions of experience; as a result, the effects of hyper-personalization strategies 

implemented on Spotify on the sensory, emotional, cognitive, behavioral, and 

relational dimensions of experience were evaluated.
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