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Abstract This research paper explores the phenomenon of an innovative consumer gaming experience and the
accumulation of social currency through the case of Pokémon Go’s brand image and its impact on consumer
behavioral outcomes. The study addresses critical research gaps and contributes to the field of digital marketing
strategy by examining how brand image interacts with the sense of virtual community and customer experience in
both online and offline environments. An online questionnaire was administered to 360 participants in Taiwan, and
structural equation modeling (SEM) was applied to test the proposed relationships. The study also incorporated
positive and negative word-of-mouth as moderating variables to evaluate the strength of the relationship between
social currency and behavioral intention. The findings suggest that Pokémon Go’s compelling brand image and
immersive experience foster a strong sense of virtual community and enhance social currency, which in turn
positively affects consumers’ behavioral intentions. Furthermore, positive word-of-mouth significantly strengthens
this relationship, while negative word-of-mouth shows no moderating effect. This study provides new insights into
the role of social currency as a catalyst for gamified brand engagement and offers a framework that can be
replicated across other mobile games and gamified platforms to promote user loyalty and community
participation.
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1. Introduction

In July 2016, software company Niantic, Inc., in
collaboration with gaming giant Nintendo, launched
Pokémon Go. The famous Japanese cartoon character,
Pokémonster, became the most downloaded mobile app in
the US just five days after its release. The design of
Pokémon Go has been praised by critics and players alike.
The game has been credited with popularizing AR

technology and with getting people up and moving around.

Pokémon Go has also been credited with bringing people
together and with creating a sense of community. A
survey company, SurveyMonkey, reported that this game
is the most popular mobile game in U.S. history. This
occurrence illustrates the influence of a burgeoning
pattern and the significance of customer experience. The
game's service interface allows users to view a GPS tool
that incorporates real-world geographic details, including
streets, along with in-game characters, locations, and
destinations. As the players move in their real-life location
and explore their local neighborhoods, parks, and stores,

the in-game character moves on the AR map. Pokémon Go
is generating unexpected forms of connection and human
interaction, revolutionizing people's lifestyles, shopping
habits, and tools of communication. As a marketing scholar,
the author believes a combination of Nintendo’s brand
image and a brand-new customer experience could bring
something new to the social media marketing field.
However, alongside its marketing innovation, Pokémon
Go also raises important ethical considerations and
operational challenges. As an augmented reality (AR)
game that depends heavily on geolocation data and real-
world interaction, it introduces concerns around user
privacy, safety, and behavioral manipulation. Multiple
incidents have been reported worldwide, including
accidents caused by distracted walking, trespassing into
private property, and crowding in public spaces. These
real-world consequences have prompted regulatory
attention and raised questions about the ethical
responsibilities of game developers and marketers.
Moreover, the persuasive design strategies of Pokémon
Go—such as reward loops, streak-based engagement, and
location-triggered incentives—have been associated with
compulsive usage patterns, particularly among younger
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users. [1] highlighted that such immersive digital
environments can lead to increased psychological
dependence, digital fatigue, and ethical concerns regarding
data use and user autonomy. These challenges emphasize
the need for experience marketing strategies that not only
engage users effectively but also prioritize ethical data use,
public safety, and psychological well-being.

1.1. Research Purpose

There are several research gaps in the field of e-
servicescape studies. Nevertheless, in the current study,
the author posits that favorable brand images conveyed
through online channels have the potential to positively
impact consumer patronage and consumer decision-
making [2]. Second, in his work, social currency is a
concept developed by sociologist [3] to describe the value
that people place on certain social assets, such as
knowledge, skills, and social connections. [3] argued that
social currency can be used to gain access to resources,
build relationships, and achieve status. [4] suggests that
experience marketing does not focus on product categories
but rather on brand image and consumption situations.
However, these authors focus only on the physical
consumption environment, and do not consider the SVOC
and online consuming experience. Lastly, [5] emphasizes
that businesses should focus on creating positive WOM
for their products and services. This can be achieved by
delivering exceptional customer service, providing high-
quality products and services, and fostering connections
with customers. In line with this concept, studies have
demonstrated a moderating effect of these factors on
consumers’ intention; for instance, in prior study in
marketing such as [6], [7] primarily concentrated on the
overall influence of Word-of-mouth on results like media
show ratings or product sales, as well as the techniques for
generating Word-of-mouth [8]. Social media platforms
such as Facebook, Twitter, and Instagram enable
consumers to share their opinions and encounters
regarding products and services with a broad audience.
This can be a powerful way to influence other consumers'
opinions and purchasing behavior. This is why businesses
should focus on creating positive WOM for their products
and services.

Accordingly, those authors did not provide discussions
on examinations of different aspects, such as the effects of
positive  WOM within the AR gaming environment.
According to [9], image generates value through multiple
avenues, including aiding consumers in information
processing, differentiating the brand, providing reasons for
purchase, and eliciting positive emations. Furthermore, the
fundamental components of the servicescape that stimulate
individuals' visual senses consist of lighting, colors,
artifacts, layout, and design, as highlighted by [10]. To
emphasize the importance of this research and fill up the
research gaps mentioned above, the author proposes that
brand image can be developed by satisfactory and engaging
experience and commitments made from a SOVC, both of
which will positively affect behavior intention.

Social currency pertains to the resources and
capabilities that are established and attainable through
participation in social networks and communities, whether
in online or offline settings. This concept originates from

the notion of social capital, initially introduced by
sociologist [3]. Researchers [11,12] have proposed that
social currency can be categorized into six dimensions:
"affiliation, conversation, utility, advocacy, information,
and indemnity.” Consumers can also accumulate social
currency in the context of novelty e-servicescape and user
interface (virtual characters and physical scenes) such as
those found in the Pokémon Go gaming experience.

To create a theoretical the conceptual framework,
drawing on the social currency theory wheel, the author
conceptualized the importance of online and offline
factors and social currency toward customer behavior
intention into the research framework:

First, the brand's image boosts user interactions and
engagement with the brand, providing them access to
information and knowledge. Therefore, the author formulated
the *“information” and “conversation” from the social
currency wheel into the first construct- “Brand image”.

Second, active participation in social platforms and
effective utilization of online social technologies offer
customers substantial benefits. A robust brand attachment
serves as a primary motivator for customer engagement,
brand advocacy, and even brand image defense. Therefore,
the “affiliation” and “advocacy” from the social currency
wheel are the basis of the construct- “SOVC”.

Third, Acknowledging the sense of belonging to a
group not only benefits gamers but also facilitates
personal growth within the brand context. In this research,
participants gain access to new forms of "utility" and
further develop their unique "identity" within their
respective peer groups. Therefore, the author defined the
construct of “experience marketing” formed beyond these
dimensions from the social currency wheel.

Finally, according to [13], the social currency model is
a newer approach to understanding how consumers make
purchase decisions. It focuses on the role of social media
and word-of-mouth in influencing consumers' decisions. It
evaluates the impact of customer social behavior and with
three outcomes: consideration, purchase, and loyalty.
Therefore, it can be formulated into the concept of the
relationship between social currency and behavior
intention. Moreover, the author transformed consideration
into the moderation construct-positive and negative WOM
for a deeper understanding.

In conclusion, to address these research gaps; the
present study adopted the social currency as the
fundamental core theory and develops the conceptual
framework. The founder and CEO of [13] consulting, [14]
mentioned and defined the term “social currency” in 2009
and restated again in 2017-Social currency refers to the
extent to which individuals utilize brands and brand-
related information to establish connections with others
and foster relationships. This realization has led to the
belief that consumers' inclination to share holds significant
potential for brand building. In addition, [15] conducted a
study in 2016 to explore the role of micro-influencers in
shaping consumer purchasing behavior. The study focused
on quantifying the volume and impact of
recommendations made by micro-influencers on
consumers [16]. Regarding the study, [15] commented,
"Our research indicates that individuals who are genuine
influencers, genuinely passionate about what they
recommend, engage in significantly more buying
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conversations, and consumers are more inclined to act
upon their recommendations." This emphasizes the
significance of positive WOM and underscores the value
of discussing it within the manuscript in relation to brand
image and social currency. Moreover, the key findings of
[15] reveal that 87 percent of influencer-generated buying
recommendations occur in face-to-face interactions. This
highlights the continued relevance of experience
marketing. Moreover, micro-influencers were perceived as
11 percent more credible and trustworthy (94% vs. 83%)
than ordinary individuals, underscoring their significant
impact on consumer behavior. To sum up those experts’
opinion in social currency field; a brand/product can be
successfully spread, all things considered a multi-
marketing strategy will be need, therefore, in this
manuscript, the author wuse brand image, SOVC,
experience marketing, social currency, word of mouth and
behavior intention as the research variables and to build
up a research framework in the context of Pokémon game.
The results of this study carry substantial implications for
market managers striving to gain a comprehensive
understanding of how both online and offline marketing
strategies directly influence consumer buying behavior.
The result demonstrates that a brand, product, or
influencer's social currency serves as a reliable and
credible channel with a tangible impact on shaping
consumer behavior.

Based upon the framework and the social currency
theory, the author summarized the research problem as to
investigate the relationships between all those research
variables and derived the research objectives in the
following chapter.

1.2. Objectives of the Study

This study aims to investigate the psychological and
behavioral mechanisms through which brand image and
virtual community engagement influence consumers’
behavioral intention in a mobile augmented reality (AR)
game context. The specific objectives are as follows:

1. To examine the influence of brand image on players
perceived sense of virtual community (SOVC) and
experience marketing.

2. To explore the role of SOVC in shaping players’
experiential perceptions and accumulation of social
currency.

3. To analyze how experience marketing affects the
formation of social currency among players.

4. To determine the impact of social currency on
players’ behavioral intention, including continued
gameplay and in-game purchases.

5. To assess the moderating effects of positive and
negative word-of-mouth on the relationship
between social currency and behavioral intention.

6. To construct and validate a comprehensive research
model grounded in social currency theory that
integrates online (social media) and offline (AR
game play) consumer experiences.

By achieving these objectives, the study contributes to
the theoretical development of social currency in digital
marketing and offers actionable insights for game
developers and marketers aiming to build brand loyalty

and engagement in gamified environments.

2. Development of the Literature and
Hypotheses

2.1. Brand Image and SOVC

[17] mentions that brand image indicates the way
consumers decode brands represented by goods, services,
and communication. The servicescape also affects the
overall image of a service organization. Research papers
on brand image have focused on the way in which certain
groups understand the commodity, brand, policy,
company, or even country. For this reason, brand image
also refers to “perceptions about a brand as reflected by
the brand associations held in the consumer’s memory”
[18]. Consequently, the concept of SOC has also been
applied to the online context as the conceptual SOVC [19].
[20] found that when brands implement experience-driven
strategies—such as gamification, real-time rewards, and
interactive storytelling—users report a higher degree of
emotional involvement and social sharing behavior. These
strategies are particularly effective among Gen Z and
millennial users who value co-creation and digital
playfulness. The Pokémon Go platform, with its location-
based AR mechanics and community engagement features,
exemplifies this shift from traditional marketing to an
immersive brand experience model that facilitates social
connection and advocacy. [21] concluded that brands are
intangible, they need to be supported by physical activities
and SOVC to help people understand and connect with
them. Physical activities can help people to experience the
brand in a tangible way. In examining consumers’
insights into brand image and in gauging their SOVC
while engaging with this brand-in this study on the official
Pokémon Go Fan Page — the author proposes hypothesis
below:

H1: Brand image has a significantly positive effect on
sense of virtual community.

2.2. Brand Image and Experience Marketing

Niantic's Pokémon Go has introduced a novel gaming
experience to smartphone/mobile device users worldwide.
AR technology is built upon real-world sensory
information (actual visual, auditory), enhancing the view
of the physical environment with additional graphics or
sounds. In the case of Pokémon Go is not only new
technologies that have upgraded user experiences, but also
the theory of experience marketing.

[4] argues that experience marketing is more effective
than traditional marketing in creating customer loyalty and
advocacy. This is because experience marketing creates a
deeper emotional connection between the customer and
the brand. Experience marketing does not focus on
product categories but on brand image and consumption
situations. Experience marketing, on the other hand, is
focused on creating a memorable and engaging experience
for the customer.

H2: Brand image has a significantly positive effect on
experience marketing.
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2.3. SOVC and Experience Marketing

This study examines the mobile game community
specifically that of Pokémon Go, whose official Fan page
is listed on the company’s website. [19] found that the
dimensions of SOVC are positively correlated with
satisfaction ~and  communication  within  virtual
communities. This means that people who feel more
connected to the group and who have a stronger sense of
community are more likely to be satisfied with the group
and to communicate more with other members of the
group. Additionally, these dimensions can also foster
greater trust and social capital within the larger face-to-
face community or organization. According to [22],
members of online communities perceive a greater sense
of familiarity with others' personalities and develop more
personal connections compared to members of face-to-
face communities. [23] highlight that online communities
serve as valuable platforms for fostering the generation
and dissemination of innovative knowledge through the
utilization of social capital. Engaging in brand community
management helps fulfill the inherent desire among
individuals while simultaneously enhancing the brand's
social currency. As a result, the author contends that
SOVC has a positive impact on the brand's social currency
and positively influences consumers' experiences.

H3: Sense of virtual community has a significantly
positive effect on experience marketing.

H4: Sense of virtual community has a significantly
positive effect on social currency.

2.4. Experience Marketing and Social
Currency

[4] mentioned, experience marketing does not focus on
product categories but on brand image and consumption
situations. In this study, the brand community is
represented by the official Fan page of the Pokémon Go.
Recent developments in experiential marketing research
have highlighted a significant shift from product-centered
to experience-centered strategies. [24] emphasized that
experiential marketing today involves immersive,
emotionally engaging, and multisensory interactions,
where consumers do not just purchase products but
participate in meaningful brand experiences. This updated
perspective aligns with [4] experiential framework and is
especially relevant in digital platforms where user
interface and interactivity become central to consumer-
brand engagement. In the context of AR-based mobile
games such as Pokémon Go, the convergence of physical
movement, location-based mechanics, and branded
storytelling offers a unique environment to study how
experiential marketing affects social currency and
behavioral outcomes. As described by [25], brand
experience encompasses consumers' perceptions formed
during every interaction they have with a brand. This
includes encounters with brand imagery through
advertising, initial personal interactions, and the perceived
level of quality in the personal treatment they receive.
From literature above and the definition of social currency,
the consulting company [11], the consulting firm that
created the term “social currency” in 2017, [14], the

founder and CEO of [11], mentioned in an online
magazine-Adweek that social currency refers to the degree
to which individuals actively share brands or information
related to brands as an integral part of their daily social
interactions [14].

H5: Experience marketing has a significantly positive
effect on social currency.

2.5. Social Currency and Behavior Intention

The concept of social currency, which is closely related
to [3] notion of social capital, has a significant impact on
brand performance and serves as a key driver of brand
loyalty, influencing consumers' behavioral intentions.
Moreover, brands with high social currency command a
price premium, and the components of social currency
assess the influence of customer social behaviors on three
outcomes: consideration, purchase, and loyalty. For this
reason, the author proposes hypotheses as follows:

H6: Social currency has a significantly positive effect
on behavior intention.

2.6. Word-of-Mouth and the Relationship
between Social Currency and Behavior
Intention.

The indirect impact of computer-mediated interaction
with customers extends beyond the immediate effect on
in-person service quality, influencing customer-perceived
value and various customer metrics [26]. Word-of-Mouth
plays a crucial role in helping to reduce consumers’
perceived risks and uncertainty. From the literatures, the
author proposes hypotheses as follows:

H7: The impact of social currency on behavior
intention is stronger when Word-of-mouth is positive.

H8: The impact of social currency on behavior
intention is stronger when world-of-mouth is negative.

3. Research Method

3.1. Conceptual Framework

The research framework used in this study was
innovative because it combined elements of traditional
marketing research with elements of social media research.
This allowed the researchers to gain a deeper
understanding of how Pokémon Go players interact with
the game and with each other. The study found that
Pokémon Go players are motivated by a variety of factors,
including the desire to collect Pokémon, to socialize with
other players, and to explore their surroundings. Based on
the literature survey above, this research measures: (1) the
extent to which brand image affects video game players’
SOVC and the behavior of experience marketing. (2) The
study investigates the potential positive impact of SOVC
and feedback from experience marketing on social
currency and behavior intention. (3) The study examines
the potential moderating effect of positive and negative
Word-of-Mouth on the relationship between social
currency and behavior intention. The conceptual model
shown below in Figure 1:
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Figure 1. The conceptual model

3.2. Data Collection and Sampling

The target population for this study consists of
individuals who have played and had experience with the
mobile AR game Pokémon Go. The questionnaires were
distributed through popular social media platforms such as
Facebook.com and Taiwan's largest online survey
platform, mySurvey.tw, over the course of one month. A
total of 360 valid samples were obtained by the author,

and structural equation modeling (SEM) was selected as
the appropriate technique for data analysis in this study.

4. Data Analysis and Results

4.1. Demographic Profiles

The age section of this study shows that the largest
proportion of respondents (55.8%) were 19-25 years old.
Moreover, the majority of respondents (83.6%) were male,
while 16.4% were female. In addition, 67.2% of the
respondents had a university degree. Furthermore, 94.7%
of respondents had belonged to the Facebook virtual
community for over three years, which shows that most of
them had been using FB for a long time. 69.5% of
respondents in this study had spent over 400 NT dollars to
purchase Pokémon for virtual goods.

4.2. Reliability

To assess the reliability of the constructs, Cronbach's
alpha coefficients were calculated and the results,
presented in Table 1, indicate that all constructs yielded
values greater than 0.6 [27], suggesting satisfactory
internal consistency.

Table 1. Constructs and their measurement items.

Construct Measurement items Loading o CR |AVE
Brand Image (BIM) Having the brand products is enviable 0.795
[9? The brand products are a symbol of taste 0.826 0.831 | 0.835 |0.628
Thinking of these brand products make me feel pleasure 0.754
Sense of Virtual Community : | get support and fencouragement in -the_vhlrtualicommunltles 0.747
(SOVC) Being a member of thls fan page holds significant importance to me. 0.715 0.808 | 0.801 |0.574
[28] | frequently engage with other members of the community and derive
enjoyment from spending time with them. 0.808
The brand experience activities caught my attention and interest 0.740
: : Experience these products bring positive mood 0.783
Experience marketing (EM
P [29] 9 EM) I perform physical actions and exhibit certain behaviors when | use this 0.849 | 0.852 | 0.59
brand. 0.736
This brand results in bodily experiences. 0.811
| believe the game brand creates high levels of identity. 0.723
Social currency (SC) The game brand creates very tight affiliation between Friends / families. 0.819 0865 | 0858 |0.602
[12] My friends and | advocate this mobile game. 0.852 : : :
We have a substantial amount of communication about this game in the
Pokémon Go official fan page on Facebook. 0.7
| intend to play the Pokémon Go game frequently 0.868
Behavior Intention (BI) | intent to be a heavy player of the Pokémon Go game. 0.854 0883 | 0.899 |0.684
[30] | intent find another player to join the game and official fan page 0.873 ' ' '
| intent to purchase something about or in this game. 0.7
I am willing to believe the positive messages shared by strangers in the
Positive game community 0.605
Word of Mouth (PW) I am willing to purchase products from this mobile game (in-game 0.826 | 0.837 |0.639
[31], [32], [33], and [34] purchase), since positive recommendation reviews in the community. 0.927
Positive WOM motivated me to make purchase action 0.831
1 will follow and agree with the negative WOM messages which talk about
Negative this game in the community. 0.778
Word of Mouth (NW) The negative WOM of this game will affect my decision on whether to 0.900 | 0.903 |0.758
[31], [32], [33], and [34] continue play this game 0.944
' ' ' Negative word-of-mouth has positively influenced my ability to make
purchase (in-game) decisions more effectively. 0.882

Source: Compiled by the author.
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4.3. Convergent Validity and Discriminant
validity

Based upon the literature [35] support and the results
presented in Table 2, all factor loadings were found to be
statistically significant. These findings demonstrate the
convergent validity of the measures used in the study. The
correlations between constructs, as presented in Table 4,
are found to be less than the square root of the average
variance extracted (AVE) for the corresponding
construct's indicators, suggesting satisfactory discriminant
validity.

Table 2. Correlation matrix of latent variables with AVE

Meadsp | S0 |5V [ em [ sc | B | pw | [
Biv | 385 | & [ %
S(év 350 oée 0‘.‘5 0.75
em | 418 | % [ %0 | oas | O
sc |3as4 | %0 [ 08 | o5 | 0O | O
BI | 386 Oé7 OéG 0.54 067 04-17 oés
PW | 3.15 oés oéo 0.16 050 0i0 0(.)0 Oés
Nw | 413 | 08 | 00| ggp | 00| 00 ) 00 100 ] 08

Note: The square root of AVE and correlation coefficients of latent
variables.
Source: Compiled by the author.

4.4. Structural Model Testing

AMOS 19 was utilized to test the framework model in
this research. Figure 2 shows that Brand image has a
significant and positive influence on SOVC (H1, § =
0.682, p < 0.001), Experience Marketing (H2, 8 = 0.583 p
< 0.001). Therefore, H1 and H2 are supported,
demonstrating that Brand image could be a key motivation
to increase the SOVC to accumulate social currency and
encourage consumers to experience Pokemon Go game.
The model indicated a significant deviation in the
predicted path from SOVC to Experience marketing (8 =
0.183, p<0.05), H3 was supported. Moreover, Social
currency is significantly and positively influenced by
SOVC (H4, B = 0.330, p < 0.001). The Experience
Marketing to social currency (H5, 8 = 0.654, p < 0.001) in
H5 is supported. For H6, the social currency, has a
significant and positive influence on behavior intention
(H6, B = 0.872, p < 0.001). The resulting figures and
numbers are displayed in Figure 2 and Table 3,
respectively. And the moderating effect (H7 and H8) will
be discussed in the next section.

4.5. The Moderating Effect

Broadly speaking, a moderator refers to a variable,
whether qualitative or quantitative, that influences the
nature and/or intensity of the relationship between an
independent or predictor variable and a dependent or
criterion variable. Based on [36], the moderating effect
was tested in H7 and H8, positive and negative Word-of-
Mouth. The independent variable is social currency; the

moderator variables are positive and negative Word-of-
Mouth; and the dependent variable is behavior intention.

Before hypotheses testing, the author checked the
model fit indexes. In this phase, the structural model's fit
indices demonstrated a satisfactory fit (y2 test statistics/df
=2.91; GFI = 0.89; AGFI = 0.86; CFI = 0.94; NFI = 0.91;
RMSEA = 0.07). These results indicated that the
researcher could proceed to the final analysis based on the
data. The proposed hypotheses were analyzed and the
results are presented in Table 4, based on the SEM
analysis.

- f Positive \

| Word-of-Mouth |

/ Sense of \ I
| Virtual /

HI |\ Community / H4 N~
P L N Agpome— W7 T
N ¢ o 1
[ \ f Soci \ 872*f*  Behavior
\ Brand Image ‘ 0 ?;;* 'x_. ('E;—L:iy .‘ ~ Intention
N N P ./ Hs P
— HEH*\./,,» s T— 0 05 —
0583+ - 0.654%%% -
Xperience g .
M;lirkelmg w‘ “ W?rf‘fgg‘ll\c[ou |
p \ th :
Note: p<0.05*; **p<0.01; *##p<0.001
Figure 2. Results of testing model
Table 3. Results of testing.
. . Path T-
Relationships of Constructs Coefficient Value Supported
py ~ Brand - SOVC 0.682 10.27 Yes
Image
Brand EM
H2 Image 0.583 6.84 Yes
H3 sove EM 0.183 234 Yes
H4 sove SC 0.330 6.10 Yes
H5 EM SC 0.654 4.74 Yes
H6 SC BI 0.872 10.35 Yes

Note: ** p < 0.01.; *** p < 0.001.
Source: Compiled by the author.

Table 4. Measures of the model fit — structural model.

Structural
Goodness of fit measures Acceptable Fit Interval model
(result)
¥ test statistics/df 2 ldf <3 291
GFI Close to 1 good fit 0.90
AGEI depends on N 0.90
CFI 0.90<CFI<0.95 0.94
NEI 0.90<NFI<0.95 0.91
RMSEA 0.05<RMSEA<0.08 0.07

Sources: [37]; [38]; [39]. Compiled by the author.

As the moderating effect in this study, as shown below,
Figure 3, path c, from respondents’ feedback on positive
Word-of-Mouth, has a moderating effect on social
currency and behavior intention (H7, 8=0.140, p<0.05),
H7 is supported. Positive Word-of-Mouth as a moderator
has a significant impact on the relationship between social
currency and behavior intention. All the positive Word-of-
Mouth feedbacks from Pokémon Go players increased the
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influence of the willingness of social currency on behavior
intention. Table 5 presented the total effect of positive
Word-of-Mouth items, and this result shows that these
items together have a strong influence on social currency;
therefore, H7 was accepted.

Social
Currency a
0.04
b
Positive 007 4 Behavior
Word-of-Mouth |7 Intention
¢
SC #* 0.14*
Positive WOM

Figure 3. Results for the moderating effect model.
Note: p<0.05%; *¥p<0.01; ***p<0.001

Figure 3. Results for the moderating effect model

Table 5. The Results of moderator effect (Positive word of mouth, H7)

Table 6. Results of moderator effect. (Negative word of mouth, H8)

Testing Path Predictor Moderator out Std B Geographlcal
step come display
Stepl a SC Bl  0.001 SC->BI
Step2 b NW Bl  0.004 NW->BI
Step3 ¢ SC*NW NO Bl  0.050 SC*NW->BI

Testing . Out Geographical
step Path Predictor Moderator come Std B display

Stepl a sC Bl 0.04 SC->BI

Step2 b PW Bl 0.07 PW->BI

Step3 ¢ SC*PW YES Bl 0.14* SC*PW=>BI

Note: ***p < 0.001 **p < 0.01 *p < 0.05
Source: Compiled by the author.

However, from Figure 4, path c, respondents’ negative
Word-of-Mouth, does not have a moderating effect on
social currency and behavior intention (H8, R=0.050,
p>0.05). Therefore, H8 is not supported. Negative Word-
of-Mouth as a moderator does not have a significant
impact on the relationship between social currency and
behavior intention. Hypothesis 8 was not accepted as
Table 6 indicates that the total effect of negative word-of-
mouth items on social currency is not strong.

Social
Currency [, a
.. 0.001
b,

Negative 0.004 4 Behavior
Word-of-Mouth - Intention
/' <
SC* Negative [~ 0.050

WOM

Significance ——»

Figure 4. Results for the moderating effect model.
Note: p<0.05%; **p<0.01; ***p<0.001

Figure 4. Results for the moderating effect mode

Note: ***p < 0.001 **p < 0.01 *p < 0.05.
Source: Compiled by the author.

The result of moderating effect shows that the strength
of influence of positive word-of-mouth (H7) varies
contingent upon the behavior intention. For the
moderation effect of H7, it consistent with prior studies
[40,41] positive word-of-mouth mostly emphasize the
product/brand’s benefits and advantages, and even relate
to pleasant or novel experience with the product, leading
to the recommendation or share to others. However,
negative word-of-mouth underline the weaknesses of a
product/brand and mostly advise against the acquisition
[42,43,34]. By contrast, the moderation effect result of
negative word-of-mouth (H8) is totally different with prior
studies in the context of Pokémon Go behavior intention
research.

5. Conclusion

5.1. Discussion

Today, brands have become an integral part of
consumers' daily lives, encompassing every moment.
Marketers have shown a growing interest in leveraging
social media platforms to enhance the connection between
their brands and customers [44]. Limited research has
focused on examining the potential strategies employed by
marketers to influence social currency and behavior
intention through the utilization of a strong brand image,
sense of virtual community (SOVC), and innovative user
experiences (UX).

This study measured the power of brand image, SOVC,
and customer experience in individuals’ accumulation of
social currency, and investigated the relationship between
social currency and behavior intention. As the study’s
findings show, the effects of brand image on SOVC (H1)
and customer experience (H2) were significant in the
context of the Pokémon Go. Second, the effect of the
SOVC on customer experience (H3) and on social
currency (H4) was significant. Moreover, customer
experience was positively affected by social currency (H5).

Thirdly, to gain a more profound comprehension, the
author investigated not only the correlation between social
currency and behavioral intention but also explored
whether positive or negative Word-of-Mouth plays a
moderating role in the relationship between social
currency and behavioral intention.

The impact of social currency on consumer behavior
(H6) showed statistical significance. Furthermore, the
research revealed that positive Word-of-Mouth played a
moderating role in the connection between social currency
and behavior intention (H7), whereas no moderating effect
was observed for negative Word-of-Mouth on the
relationship between social currency and behavior
intention (H8). To empirically evaluate and test the
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relationship of the hypotheses, the author applied data
from a Taiwan consumer survey, and the survey questions
were adopted or modified from previous scholars.

To sum up, the results of the proposed hypotheses
testing are presented in Tables 5,6 and 7. Among these
hypotheses, H1-H7 was supported, and H8 was not
supported. The results produced notable findings that
regarding the relationship of social currency and behavior
intention can be influenced by the moderating effect of
positive word-of-mouth. The author believes that the
brand image of Pokémon Go not only bring customers an
online- offline seamless experiences, but also, they can
easily accumulate their personal social currency, and
finally have positive behavior intention toward this
product/game. Moreover, the relationship between social
currency and behavior intention can be increased by
continually positive word-of-mouth with those positively
engaged players. However, for the result of moderating
effect of negative word-of-mouth was not support. It
contributes if a product/brand have an immense viral
success like the case of Pokémon Go with the excellent
customer experience; the negative word-of-mouth usually
can be forgotten easily. These results are consistent with
[45] findings that people tend to recall positive word-of-
mouth (89%) significantly more than negative (7%)..

5.2. Significance

This research paper explores the phenomenon of a new
way of customers’ consuming experience and ways of
earning social currency in the context of a SOVC and
social media marketing, from the novelty case of
Pokémon Go’s brand image. Numerous studies have
explored the association between brand image and
consumers' behavior intention [46]. However, limited
research has delved into the holistic aspect of brand
strategy concerning both online and offline marketing. As
a result, this study bridges the research gap and represents
a significant advancement in social marketing strategy.
This study investigates brand image through observations
of the SOVC (online environment) consumers experience
and their gaming experience (offline, the real-world
environment). In alignment with [47], social media
platforms offer customers opportunities to share their
usage experiences, opinions, preferences, and expectations
regarding product quality. It needs a multi-platform
across-the-board marketing strategy. Moreover, the author
takes a closer look at the accumulation of social currency
to gain an in-depth understanding of behavior intention. It
consists with [48] research-social capital and virtual
community knowledge sharing are both positively related
to members’ e-loyalty.

Furthermore, to probe for a deeper understanding and
better implementation suggestions from this research, the
author adds positive and negative Word-of-Mouth as
moderating variables and to evaluate the strength of the
relationship between social currency and behavior
intention. As a result, this study reveals that with a
positive Word-of-Mouth and the usage of SOVC and
physical customer experience as in the gaming
environment could be effective in accumulating social
currency and positively affecting consumer behavior
intentions.

5.3. Implications

The results of this study have practical implications for
marketing practitioners, emphasizing specific areas of
concern for managers:

First, the findings suggest that marketers can enhance
brand awareness by creatively engaging customers online
through the use of social currency (SOVC) and offline
through immersive customer experiences. Given the
increasing reliance of consumers on social media for
shopping decisions, promotion through these platforms
has become crucial [49].

Second, the study suggests new insights for
practitioners. An examination of the hypotheses shows
that social currency could be the most effective and
positive variable for marketers in strengthening customers’
behavior intention. The Vivaldi research group has
reported that higher social currency corresponds on
average to a 19% greater willingness to pay a price
premium. Social capital has been extensively examined at
the micro-level, while social currency has emerged as a
key component of the social system, representing an
individual's intentions and perspectives [50]. Furthermore,
researchers have emphasized the significance of social
currency as a crucial factor in maximizing human
behavioral potential [51]. Therefore, building up a
stronger brand image, operating a higher SOVC, and
creating a greater customer experience (ex. User interface,
customer journey) to accumulate social currency could be
valuable marketing strategies for marketing managers. In
support of this experiential framework, [52] argue that
multisensory elements—such as ambient sound, color
schemes, and tactile user interfaces—enhance brand recall
and perceived value in advergames. Their findings suggest
that when experiential design is implemented holistically,
it increases players’ emotional attachment and social
capital. This insight supports the inclusion of Pokémon
Go’s sensory-rich AR environment in the current model,
and also presents a compelling opportunity for future
research to explore how specific experiential cues
contribute to the accumulation of social currency and
long-term behavioral intention.

Third, according to the findings of this research,
positive Word-of-Mouth plays a great role by positively
affecting the relationship between social currency and
behavior intention. Word-of-Mouth is incited when a
customer encounters an experience that surpasses their
initial expectations significantly. Hence, with a good
SOVC and creative strategies, this suggests business
excellence should make good use of Word-of-Mouth
communication and increase their social currency to
ensure positive behavior intention among consumers.
Despite these implications, several avenues remain open
for future exploration.

5.4. Scope for Future Research

While this study has provided valuable insights into the
roles of brand image, sense of virtual community,
experience marketing, and social currency in shaping
consumer behavior within the context of an AR mobile
game, several opportunities exist for future research. First,
researchers may explore longitudinal effects to better
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understand how the influence of social currency and word-
of-mouth evolves over time, especially in response to
changes in game design, social features, or player
engagement cycles. Second, future studies could
investigate cross-cultural differences by replicating the
model in diverse cultural contexts to examine whether the
proposed relationships hold or vary across regions. Given
the global reach of Pokémon Go, cultural values and
norms may moderate the effectiveness of brand
experience and virtual community engagement. Third,
integrating other constructs such as gamification elements,
emotional attachment, or brand trust could enrich the
theoretical framework and uncover deeper behavioral
mechanisms.  Fourth, qualitative or mixed-method
approaches could be employed to complement the
quantitative findings, offering richer insights into user
motivations and community dynamics. Lastly, as
emerging technologies such as the metaverse or extended
reality (XR) continue to reshape digital consumption
experiences, future research may extend the current model
to investigate how immersive brand interactions influence
social capital and behavioral intention in more complex
virtual environments.  Importantly, the validated
framework in this study may serve as a reference model
that can be adapted and applied to other mobile games or
gamified platforms, thereby guiding promotional
strategies and community-building efforts beyond the
Pokémon Go context
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