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Abstract

Introduction

Social currency refers to the value and credibility individuals gain
through digital social interactions, such as likes, comments, sharing, or
content recommendations, which influence their behavior and decision-
making, particularly in purchasing and brand engagement (Mishra &
Singh, 2021). With the rapid advancement of Al-based technologies,
the digital marketing ecosystem has been transformed, making it
imperative to understand emerging dimensions of social currency in
this domain (Santosh, 2024). Al, with capabilities like personalization,
behavior prediction, and content generation, has redefined classical
social currency concepts—such as identity, belonging, and loyalty—
while creating new opportunities and challenges (Tauheed et al., 2024).
This study aims to identify and analyze the dimensions of social
currency in digital marketing, focusing on smart technologies, to
examine their role in redefining social values, identify opportunities and
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challenges, and propose an innovative framework for optimizing digital
marketing strategies .

Research Objectives

The primary objective of this study is to identify and analyze the
dimensions of social currency in the digital marketing ecosystem,
emphasizing the role of artificial intelligence .

Research Questions

1. What indicators and methods exist to measure the dimensions
of social currency in digital marketing ?

2. What factors influence the formation and reinforcement of
social currency in digital marketing ?

3. How does social currency influence consumer decision-making
in brand interactions ?

4. What is the relationship between social currency and customer
loyalty in digital social networks ?

5. How does social currency impact electronic word-of-mouth
(eWOM) marketing ?

Methodology

This study adopts an exploratory qualitative approach using thematic
analysis. The target population included digital marketing experts, Al
specialists in advertising agencies, and management/marketing faculty
at universities in Tehran, Isfahan, and Semnan. Selection criteria
included academic expertise or practical experience in digital
marketing/Al and over three years of managerial experience. Snowball
sampling was employed, and data collection ceased upon reaching
theoretical saturation after 16 interviews (from 25 selected
participants) .

Data was collected via semi-structured interviews (conducted in-person
and online, audio-recorded). Interview questions were designed to
explore social currency dimensions, influencing factors, and its role in
consumer behavior (Gkikas & Theodoridis, 2019). Data analysis
followed the six-phase thematic analysis process: familiarization, initial
coding, theme identification, theme review, theme definition/naming,



¥ 0Ken 5 Ugl o 3 (S35 pl ok 55 33 31 ) p33 3 U okt 5 (S5 5

and reporting. In total, 140 initial codes, 20 organizing themes, and 5
overarching themes were extracted .

Validity was ensured through triangulation (consulting marketing
advisors, Al experts, and academics) and alignment with theoretical
literature. Reliability was achieved via precise concept definitions,
question refinement, pilot testing with three experts, and interviewee
feedback validation (Gkikas & Theodoridis, 2019) .

Findings

Data analysis yielded 140 initial codes, categorized into 20 organizing
themes and 5 overarching themes :

1. Redefining Social Values in Digital Marketing: Al enhances digital
identity through personalized content, creating new values like data-
driven interactions. Codes such as "identity reinforcement via
personalized content” and "value of data-driven interactions™ reflect
redefined identity and belonging (Nwanna et al., 2025). Analytical tools
(e.g., interaction dashboards, sentiment analysis) offer novel metrics for
social currency (Singh et al., 2025). However, privacy breaches and
algorithmic biases threaten user trust (Singh et al., 2025) .

2. Enhancing Social Interactions with Al: Smart technologies (e.g.,
chatbots, machine learning) dynamize brand-consumer interactions.
Codes like "personalization via machine learning™ and "responsiveness
via chatbots" highlight automated engagement (Phadnis et al., 2025).
Environmental factors (e.g., influencers, digital competition) strengthen
interactions, but reduced human engagement and technology costs pose
challenges (Rashid & Ashraf, 2025) .

3. Social Currency’s Impact on Consumer Behavior: Social currency
guides consumer decision-making stages (awareness, evaluation, and
purchase, post-purchase) through digital recommendations and targeted
ads. Codes such as "brand awareness from recommendations” and
"purchase decisions based on digital credibility™ illustrate this influence
(Gupta, 2025). Al-driven preference prediction fosters positive brand
perception, yet data overload and distrust in suggestions limit adoption
(Chhetri et al., 2025) .

4.Strengthening Customer Loyalty in Digital Platforms: Al-driven
personalization boosts belonging and trust, enhancing loyalty. Codes
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like "belonging through interactions” and "trust via transparency"
underscore loyalty drivers (Ahmed et al., 2025). Smart technologies
(e.g., loyalty behavior analysis) improve long-term engagement, but
negative automation experiences and privacy concerns remain threats
(Ahmed et al., 2025) .

5. Accelerating Digital Social Flows: Al amplifies eWOM via engaging
content and opinion analysis. Codes like "user sentiment analysis" and
"engaging content generation” exemplify this process (Bantam et al.,
2025). Social motivations (e.g., credibility, belonging) increase sharing,
but fake reviews and negative feedback endanger brand reputation
(Yang et al., 2025) .

Discussion and Conclusion

This study reveals that Al enriches digital interactions by redefining
social values and providing tools for behavior prediction and loyalty
enhancement (Tauheed et al., 2024). The "redefining social values"
theme highlights AI’s role in strengthening identity and belonging
(Nwanna et al., 2025). Al-powered interactions dynamize brand-
consumer engagement (Phadnis et al., 2025), while social currency
guides consumer decisions (Gupta, 2025) and bolsters loyalty/eWOM
(Ahmed et al., 2025; Bantam et al., 2025). However, challenges like
privacy violations, algorithmic biases, and reduced human touch
require management (Karami et al., 2024). Theoretically, this study
advances social currency literature; practically, it offers strategies for
smart campaign design and ethical challenge mitigation (Santosh,
2024) .

Recommendations

1. Use analytical dashboards to monitor interactions and design
personalized campaigns (Singh et al., 2025) .

2. Deploy Al chatbots for 24/7 support and belonging reinforcement
(Phadnis et al., 2025) .

3. Collaborate with influencers and leverage Al for engaging content
to enhance eWOM (Bantam et al., 2025) .

4. Develop transparent data policies to build trust and reduce
algorithmic biases (Karami et al., 2024) .
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Limitations

1. Qualitative analysis may reflect researcher bias, though triangulation
mitigated this .

2. Data relied solely on interviews; complementary methods could
strengthen analysis .

3. Limited access to Al-active firms constrained analytical breadth .

4. The study’s fixed timeframe may not capture dynamic user behavior
changes .

Keywords: Social Currency, Digital Marketing, Artificial Intelligence,
Thematic Analysis, Electronic Word-Of-Mouth (eWOM) .
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