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Abstract— In the digital age, the rapid pace of evolution in 

technology and the changing dimensions of consumer 

expectation have made Customer-centric Marketing (CCM) 

very important for any business to continue to be in the fray and 

thrive. It is a strategic approach in marketing wherein the 

customer is placed as the focal point, driving personalization at 

an individual's preference and needs. The paper looks at 

personalization in the CCM framework and discusses the 

imperative it provides for improved customer experience, 

loyalty, and engagement. Advanced technologies, such as data 

analytics, AI, and Machine Learning, have so far enabled 

companies to offer very focused content and services on 

multiple platforms that help drive customer satisfaction. The 

report then uses two leading companies, Amazon and Netflix, to 

illustrate how well-framed customer-centric strategies are 

eventually rewarded with a competitive advantage. In this 

respect, Amazon's AI is used to predict consumer behavior, 

make personalized product recommendations, and enhance the 

user experience. Similarly, Netflix has disrupted the 

entertainment industry by making data-driven decisions to 

recommend personalized content to its subscribers and produce 

original programming targeted at viewers' preferences. While 

the benefits of CCM are evident, the report also highlights 

potential challenges, such as data privacy concerns and ethical 

dilemmas. With the increasing reliance on customer data, 

businesses must address privacy regulations like GDPR and 

CCPA to maintain customer trust. The report concludes by 

highlighting strategic recommendations for enterprises 

adopting CCM practices. Advanced data analytics, 

omnichannel strategies, and transparency in data management 

will be indispensable for long-term relationships and continued 

growth in the digital era. 
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I. INTRODUCTION 

  In today’s digital landscapes, the shift from traditional 

marketing strategies to digital marketing has become an 

inevitable trend. In this context, one of the most influential 

approaches for businesses to engage with customers, enhance 

their satisfaction, and build loyalty is Customer-Centric 

Marketing (CCM) (PACE, n.d.). CCM creates value for 

consumers by offering them tailored products and services, 

—a big step from the traditional marketing method that 

mainly focuses on products. 

The report will discuss the concept of CCM, the role of 

personalization in optimizing customer experiences, and the 

benefits and challenges associated with the strategy. 

Furthermore, this report will demonstrate Amazon and 

Netflix as an example of successful implementation of CCM 

in real life with the use of modern technologies. Finally, the 

strategic recommendation for CCM in its future applications 

to drive business success will be provided. 

 

II. THEORETICAL OVERVIEW 

A. Literature Review 

Customer-centric marketing is a business or marketing 

approach designed to promote positive experiences 

throughout each step of the customer journey, with a focus on 

building customer loyalty and satisfaction. In other words, 

creating a "Customer-centric" organization means placing 

customers at the heart of decision-making, and every 

business ensures that all these strategies align with the 

principle "For the customers". Failing to meet customer 

needs often results in inefficient use of resources and leads to 

the failure of a business. 

This approach integrates marketing strategies with 

customer needs, placing customers at the core of the 

company’s value proposition. Similarly, Sales strategies are 

highly tailored to align with the desires of potential clients, 

diverting attention from purely profit-oriented objectives 

(Khaosat.me, 2024). 
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The STP model—Segmentation, Targeting, and 

Positioning—supports this by helping businesses determine 

the appropriate customers, communicate with their needs, 

and differentiate their brand. Personalization, fueled by 

data analysis, supercharges STP by tailoring products, 

services, and messaging to each customer (Trang Vũ, 2022). 

The theory of consumer behavior enhances this 

personalization by elucidating the factors influencing 

customers' purchasing decisions, specifically utility, price, 

and quality. Businesses can leverage consumer insights to 

optimize customer experiences, creating seamless, tailored 

journeys that foster engagement, loyalty, and profitability (Lê 

Minh Trường, 2023). 

B. Methodology 

This research explores the activities of Netflix and 

Amazon through information gathered from Google Scholar, 

Science Direct, articles, public reports, and credible 

websites. It analyzes their practices in integrating 

customer-centric strategies into the STP model, showing how 

these companies deliver personalized experiences and 

optimize customer satisfaction. 

 

III. CASE STUDIES 

A. Amazon – Giants in e-commerce 

 Amazon started as an online bookstore initially in 1994 by 

Jeff Bezos, later becoming one of the “giants in e-commerce” 

throughout the world. Headquartered in Seattle, Washington, 

the company has since expanded its product and service 

offerings from electronics and apparel into digital content in 

pursuit of being "the most customer-centric company on 

Earth". The impact that Amazon has created is that it's 

changed how consumers purchase products over the internet 

but also influenced how companies approach customer 

service, speed of delivery, and product assortment. A key 

factor in Amazon's success is its personalization strategy, 

whereby the company has always put the customer first 

(Brands Vietnam, 2024). 

Amazon deploys the latest technology to acquire and 

analyze data on customer buying behavior, using this 

information to personalize product recommendations to 

customers in order to create a better user experience. This is 

because they not only increase the conversion but also 

encourage repeat purchases. To consider its personalization 

strategy at its best, Amazon has invested hugely in new 

technologies such as artificial intelligence (AI) and 

machine learning to bring data analysis of bigger pieces into 

the mix and optimize sections of their activities, such as 

inventory management, logistics delivery, or works with 

Lambda with a combination of AI and machine learning 

technology to predict customer demand and minimize the 

occurrence of errors. 

 

 
Table 1: Amazon revenue 2005 to 2023 ($bn) 

 

Year Revenue ($bn) 

2018 232.8 

2019 280.5 

2020 386 

2021 470.8 

2022 513.9 

2023 574.9 

 

Personalization has driven Amazon’s revenue to nearly 

$580 billion in 2023, a 11.9% YoY increase (Business of 

Apps, 2024). Amazon Prime plays a significant role, boosting 

customer loyalty and solidifying Amazon’s leadership in the 

e-commerce industry. Despite competition from Walmart 

and Alibaba, Amazon’s customer-centric approach remains a 

benchmark for success. 

By leveraging cutting-edge technology and refining its 

strategies, Amazon has sustained its position as a “market 

leader”. Its commitment to personalization demonstrates 

how a business can enhance the customer experience and 

maintain long-term growth. 

B. Netflix – From Zero to Hero 

If Amazon is a testament to personalization in e-commerce, 

then Netflix is characterized by its ability to offer a relevant 

experience for customers in terms of their entertainment 

trends and preferences through its streaming service of 

content. 

 

 
Figure 1: Netflix subscribers 2011 to 2024 (mm) 

 

Founded in 1997 as a DVD rental company, Netflix has 

since transformed into one of the “world's leading streaming 

platforms”, operating in more than 190 countries with 

approximately 238.3 million subscribers and significant 

revenue growth (Marketing91, 2019), (Business of Apps, 

2024). Netflix's success stems not only from content quality 

but also its personalization strategy, making it an ideal model 

of Customer-Centric Marketing (CCM). 

Netflix applies Big Data and AI to collect and analyze 

consumer behavior, including viewing habits, interaction 

history, and contextual data. This approach has enabled 

Netflix to create over 1,300 Taste Communities based on 
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users’ interests and behaviors, rather than geographical 

segmentation (Marketing91, 2019), (Netflix, Inc., n.d.). 

Through this, Netflix employs a differentiated targeting 

strategy integrated with personalized user interfaces (UI 

Personalization), which ensures that customers receive 

content recommendations tailored to their preferences while 

enjoying seamless access across devices, from smartphones 

to TVs. This strategic personalization sets Netflix apart from 

its competitors. 

In addition to personalization, Netflix invests heavily in 

original programming, differentiating its brand identity and 

fostering customer loyalty. For example, by understanding 

local cultures and preferences, Netflix partnered with 

Phantom Films to produce the Hindi original series "Sacred 

Games", alongside global successes such as "Stranger 

Things" (Marketing91, 2019). 

As a result of these efforts, Netflix holds a brand value of 

approximately $20.8 billion, ranking 61st on the BrandZ Top 

100 list, and leads the market in many regions despite fierce 

competition from HBO and Amazon Prime (Marketing91, 

2019). However, the digital era's rapid evolution poses 

challenges, including rivals’ investments in original content 

and technology, limited market penetration in regions like 

Africa and Southeast Asia with developing internet 

infrastructure, and persistent issues with piracy, which 

reduce revenue in certain countries. 

From its innovative strategies, Netflix has demonstrated 

the power of personalization in marketing, leveraging 

technology to deeply understand customer preferences. This 

transformation has enabled Netflix to rise from “Zero to 

Hero” and become a leader in the global streaming industry. 

 

IV. BENEFITS 

In the digitization era, companies have to focus on 

customer-oriented marketing strategies for a sustainable 

competitive advantage by offering personalized products. 

Among the key advantages is a rise in customer 

engagement. The utilization of data analytics provides 

businesses with profound insights into customer behavior, 

preferences, and purchase history for the personalization of 

marketing campaigns to targeted audiences (New Metrics, 

n.d.). For example, mailings with relevant offers based on 

past purchases increase the open rate and conversion rate 

considerably. Web services such as Amazon have applied 

tailored email campaigns where certain products were 

recommended based on their browsing history and 

purchasing habits. About 35% of their revenue comes 

through this strategy. Similarly, Netflix relies on 

personalized recommendations based on users' viewing 

history and sends out tailored emails about new releases. 

Netflix believes this personalization has contributed to its 

viewer engagement and retention, which has increased user 

engagement by 93% (VWO, 2024). 

Personalization also engenders customer loyalty. When 

customers feel understood and valued by a brand, they 

become more emotionally attached, leading to repeat 

purchases and recommendations through positive 

word-of-mouth. This in turn expands the brand's reach to 

possible new customers. Research has proved that consumers 

pay more for experiences with personalization, a strategy that 

shows crystal-clear business value (MacDonald, 2024). For 

example, Stitch Fix, an online personalized styling 

subscription service, reports a 30% increase in average order 

value above typical e-retail standards because of its offerings 

(Goodwater Capital, n.d.). Besides, customer-oriented 

marketing allows the company to adapt to market trends and 

customer responses in a timely manner, thus keeping pace 

with the dynamic digital environment (Attention Insight, 

2023). In the end, customer-oriented marketing is the key to 

growth and success in today's competitive digital landscape, 

especially through personalization. 

 

V. CHALLENGES AND ETHICAL ISSUES 

A. Challenges 

In today’s digital landscape, personal data is crucial in 

marketing by helping businesses better understand 

customers and tailor services to individual needs. 

Personalization not only raises customer satisfaction but also 

builds long-term trust. However, the more data collection 

becomes sophisticated, the more concerns about privacy are 

growing. Many consumers feel uneasy, experiencing a sense 

of being constantly “watched”. This discomfort stems from 

non-transparent, potential data misuse, and minimal control 

over their information. 

One of the most common complaints is the “creepy feeling” 

that advertisements are stalking users. For example, 

customers will look at a product without buying it, and then 

see advertisements for that product on unrelated websites. 

While this can be effective in making sales, it can also make 

people wonder how much of their internet activity is being 

monitored. Another concern is the complexity of data 

collection practices. Lengthy terms-of-service contracts are 

generally skimmed over superficially, much to the detriment 

of users, who remain in the dark as to the extent of data 

sharing and how it's being used. It can create distrust, 

especially when companies change pricing policies or, worse, 

share info with third parties without permission. 

Out of these growing concerns came laws such as the 

General Data Protection Regulation (GDPR) and the 

California Consumer Privacy Act (CCPA). These laws are 

strictly imposing rules on data collection, especially those 

customer agreements and giving the right to access, modify, 

or delete their personal data. More specifically, GDPR 

requires businesses to explain why data is collected and how 

it will be used, while CCPA gives consumers control over the 

personal information to be collected about them and provides 

guidance on how to implement the law (European Union, 

2018), (California State Government, 2018). 

In addition, social scrutiny also affects business practices. 

Scandals, such as the Cambridge Analytica scandal in which 
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Facebook misused data, have raised consumers' awareness 

regarding data privacy (Sam Meredith, 2018). Consumers are 

increasingly concerned about their data rights and expect all 

businesses to respect privacy and show transparency in 

handling data. 

B. Ethical Issues 

To lower these risks, companies should explain their data 

collection and usage policies clearly. It is important that 

organizations show how data is being used and empower 

consumers to manage their privacy settings, including the 

right to opt out of personalized ads, in order to build trust. In 

addition, organizations must strengthen their security 

measures to protect personal data. Technologies like data 

encryption, two-factor authentication, and cloud security 

must be adopted to secure personal data, prevent breaches, 

and maintain trust. Businesses should only collect data 

needed for marketing and operational purposes. This helps 

prevent privacy violations and reassures customers that their 

information is used responsibly. Clear communication of the 

benefits of sharing data, such as having personalized 

experiences or tailored offers, can increase the chances that 

customers will be willing to share their information and trust 

the business (Kelly D. Martin, 2016). 

While personalization is a great tool to enhance customer 

experiences, it has to be implemented with the consideration 

that its benefits must be balanced with the need to respect 
customer privacy. A good personalization strategy requires 

companies to use data to understand customer expectations 

while at the same time making customers feel safe and in 

control of their personal data. Achieving this balance will 

help a company maintain customer trust and achieve lasting 

success in a competitive market. 

 

VI. RECOMMENDATIONS AND FUTURE TRENDS 

A. Recommendations 

To navigate through the intrigues of the digital age in the 

quest for future success, businesses should embrace 

customer-centric marketing through personalization. 

Companies do this by focusing on the improvement of their 

strategy in three key suggestions: 

• First, investing in higher-order analytics data. AI 

and machine learning can unlock deep insights into 

customer behaviors and preferences, enabling 

brands to create sophisticated and targeted 

marketing campaigns. It allows companies to 

anticipate their customers' needs after analyzing a 

great amount of data and providing them with 

personal experiences (CDP, n.d.). For instance, 

more than 80% of the Netflix views in its category 

come from recommendation algorithms, proving the 

underlying core of personalized recommendations. 

Therefore, an investment by Netflix in advanced 

data analytics and AI helps to learn about customers' 

behaviors and preferences on one hand and allows 

the company to offer highly personalized 

experiences that drive engagement and loyalty 

(Litslink, 2024), (Renascence, 2024), (Shizk, 2020). 

• The next key will be to focus on omnichannel 

strategies. People interact through multiple 

platforms involving social media, email, and mobile 

apps. With a seamless omnichannel experience, a 

brand can create consistent and coherent 

personalized messaging in order to have deeper 

relationships with its customers. The coherence of 

“touchpoints” would increase customer satisfaction 

and loyalty (Ninetailed, n.d.). Amazon still strives 

for an integrated customer experience. If a customer 

shops via Amazon's website, mobile app, or 

voice-enabled devices like Amazon Echo, the 

experience is identical. Besides, Amazon is highly 

efficient in offering multichannel customer support. 

Customers can reach out for support either on live 

chat, email, or even phone support—whichever they 

feel is convenient for them. The result of this 

omnichannel approach is that Amazon has grown 

remarkably, reaching a very high level of customer 

satisfaction to stand at the top in the retail industry 

(Amazon Web Services, n.d.), (Amazon, n.d.), 

(Amazon Web Services, 2024). 

• Lastly, businesses should focus on highlighting 

transparency and privacy. By living in a time 

when data breaches have almost become common 

news, people are more sensitive about how their 

data is utilized. Transparency and the power of 

choice over data instill confidence in customers in a 

brand, which is very crucial for long-term 

relationships (B Squared Media, 2024). 

B. Future trends 

They further note that personalization in the future will 

continue to evolve in sophistication, as rapid technological 

advancement enables hyper-personalized experiences. Some 

of the key factors to watch that will shape customer 

experience in the years ahead include voice search, 

augmented reality, and real-time integration of data. 

In short, as companies implement these recommendations 

and adapt to future trends, customer-centric marketing 

through personalization will continue to be significant in 

driving loyalty and growth in the digital space. 

VII. CONCLUSION 

In a nutshell, customer-centric marketing has become one 

of the most important approaches for any business to thrive in 

the digital era. Personalization is seen through examples of 

Amazon and Netflix, whereby tailored customer experiences 

lead to increased satisfaction, loyalty, and business growth. 

Strategies based on personalization—enabled by data 

analytics and advanced technologies such as artificial 

intelligence and machine learning—are allowing companies 

to understand consumers' behaviors and preferences in depth 

and hence provide relevant and meaningful interactions. 

However, ethical considerations have to be addressed, 

especially on the part of data privacy, and transparency is 

very important to earn the trust of customers. Looking ahead, 

a future focus on omnichannel strategies, enhanced privacy 

measures, and hyper-personalization will be the key. In all, 

CCM not only enhances the relationship with customers but 
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also gives an organization a sustained competitive edge in the 

dynamic digital marketplace. 
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