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OZET

Gilintimiiz diinyasinda teknolojinin hizli gelisimi ve dijitallesmenin yayginlasmasi,
tiketici davraniglarini  ve isletmelerin pazarlama stratejilerini 6nemli dl¢tide
doniistiirmiistiir. Isletmelerin miisteriye olan bakis acist ve miisteri iliskilerine
yaklagimi, daha dinamik, etkilesimli ve veri odakli bir anlayisa evrilmistir. Bu siireg
icerisinde dijital pazarlama stratejileri yapay zeka, makine 6grenimi, veri analitigi vb.
teknolojilerin esliginde hizla geliserek hiper kisisellestirme gibi yeni uygulamalarin

ortaya ¢ikmasini saglamistir.

Bu tez ¢alismasinda, dijital pazarlama ekseninde giderek daha fazla 6nem kazanan
hiper kisisellestirme uygulamalarinin miisteri deneyimine etkileri, Spotify ornegi
tizerinden incelenmektedir. Tezin kuramsal béliimiinde dijital pazarlamanin evrimi,
kisisellestirme yaklasimlari ve hiper Kkisisellestirmenin teknolojik ve stratejik
boyutlar1, deneyim kavrami ve miisteri deneyimi yonetim siireci detayli bicimde ele
alinmigtir. Arastirma kisminda ise, Z kusagi Spotify kullanicilarindan secilen
katilimcilar ile odak grup goriismesi gergeklestirilmistir. Goriisme sorular1 Bernd H.
Schmitt’in deneyim boyutlar1 temel alinarak hazirlanmis; sonug olarak Spotify’da
uygulanan hiper kisisellestirme stratejilerinin duyusal, duygusal, biligsel, davranigsal

ve iligkisel deneyim boyutlar1 {izerindeki etkileri degerlendirilmistir.
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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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Generation Z.
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