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ABSTRACT

This study explores the convergence of sustainable service marketing and virtual
currencies, positioning digital financial innovation as a key enabler of inclusive and
responsible service ecosystems. It begins by defining the core concepts of sustain-
ability, service marketing, and virtual currencies, grounded in relevant theoretical
frameworks such as the Triple Bottom Line, Stakeholder Theory, and the Technology
Acceptance Model. The study examines different categories of virtual currencies
including decentralized, loyalty based, and government-issued forms and their
roles in enhancing transparency, efficiency, and accessibility across sectors such
as education, hospitality and fintech. It also analyzes the drivers accelerating the
adoption of virtual currencies in sustainable services.
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1. INTRODUCTION

Service marketing is undergoing a radical paradigm shift in the fundamental re-
structuring of global economies moving towards sustainability. Traditionally, service
marketing has been centered on meeting customer needs with intangible offerings.
Now, it is long-term value creation, ethics, and environmental stewardship that
sustain the focus. This development gives rise to sustainable service marketing that
applies the economic, social, and ecological trifecta to strategically conceptualize
and implement services (Castronova, 2014). It includes aspects related to customer
satisfaction and the wider impact that service deliverables haFve on stakeholders
and the planet. Virtual currencies—cryptocurrencies, tokenized assets, loyalty-based
digital tokens—are now being introduced into global economies by digitalization
disruption of existing business models through everything that virtual currencies
stand for: security, transparency, efficiency in blockchain and decentralized ledger
technologies. These currencies had for long remained within the realms of niche
markets and speculative investments (Battalova et al., 2019). Their acceptance is
now pervasive, primarily in mainstream service sectors like hospitality, healthcare,
education, fintech, entertainment, and transportation. One example would be travel
and tourism businesses that are now receiving Bitcoin and Ethereum as payments
for booking services; other digital platforms are giving virtual tokens to users for
engagement and showing loyalty (Ovchinnikov et al., 2019).

The point where green service marketing meets digital currencies is a good
place for both study and real-life creativity. This union comes from more consumers
knowing about sustainability topics, the growth of smart young people who care
about ethics, and a wish for homey options to regular money exchanges (Liu et al.,
2025). Virtual currencies, if applied in the right way, can improve service delivery
by reducing paper-based system dependency maximizing transaction cost savings
and enabling peer-to-peer service models that increase inclusion and visibility of
money. For example, tokens sustainable behavior could be exchanged for discounts
or services pro-environmental actions among consumers. Also, in situations where
the banking physical infrastructure is weak, virtual currencies might act as a ipaiiBep
nist inclusive economic participation. It allows firms and individuals to engage in
electronic trade and service exchanges without access to the formal banking system.
Along with mobile-based platforms and green service models, virtual currencies can
create circular economies while returning power to local citizens (Jin, 2022). From a
marketing perspective, incorporating virtual currencies into service offerings brings
numerous advantages: enhanced customer engagement, improved personalization
through smart contracts, incentivized loyalty programs, and quick feedback loops..
Also, blockchain-powered services make sure supply chains are clear and create trust
in brand messages which goes hand in hand with the beliefs of consumers focused on

108



26 more pages are available in the full version of this
document, which may be purchased using the "Add to Cart"
button on the publisher's webpage: www.igi-

global.com/chapter/reimagining-sustainable-service-

marketing-through-virtual-currencies-in-the-digital-
economy/383546

Related Content

Rethinking Marketing for a Sustainable Future: The Role of Green Practices
in Brand Strategy

Sarika Koluguri, Pranati Dash, Amit Ambar Gupta, Kunal Gaurav, Aishwarya Suraj
Rayand Saumya Vats (2026). Sustainable and Inclusive Practices for Building
Authentic Brands (pp. 1-30).
www.irma-international.org/chapter/rethinking-marketing-for-a-sustainable-future/398792

Incentives & Freebies as a Moderator for Opt-In E-Mail Acceptability
Rajesh Kumar Sinhaand Subhojit Banerjee (2012). International Journal of Online
Marketing (pp. 54-67).
www.irma-international.org/article/incentives-freebies-moderator-opt-mail/75197

Social Media Branding Strategy: Social Media Marketing Approach

(2018). Building Brand Identity in the Age of Social Media: Emerging Research and
Opportunities (pp. 94-117).
www.irma-international.org/chapter/social-media-branding-strategy/196024

Microcelebrities: The New Celebrities in the Digital Era
Bejoy John Thomas (2021). International Journal of Online Marketing (pp. 51-63).
www.irma-international.org/article/microcelebrities/282484

How Do UK B2C High-Tech Start-ups Utilise Innovation Through Social
Media to Improve Business Performance and Outcomes?

Raja Yahya Alsharief (2018). International Journal of Online Marketing (pp. 37-54).
www.irma-international.org/article/how-do-uk-b2c-high-tech-start-ups-utilise-innovation-through-

social-media-to-improve-business-performance-and-outcomes/198326



http://www.igi-global.com/chapter/reimagining-sustainable-service-marketing-through-virtual-currencies-in-the-digital-economy/383546
http://www.igi-global.com/chapter/reimagining-sustainable-service-marketing-through-virtual-currencies-in-the-digital-economy/383546
http://www.igi-global.com/chapter/reimagining-sustainable-service-marketing-through-virtual-currencies-in-the-digital-economy/383546
http://www.igi-global.com/chapter/reimagining-sustainable-service-marketing-through-virtual-currencies-in-the-digital-economy/383546
http://www.irma-international.org/chapter/rethinking-marketing-for-a-sustainable-future/398792
http://www.irma-international.org/article/incentives-freebies-moderator-opt-mail/75197
http://www.irma-international.org/chapter/social-media-branding-strategy/196024
http://www.irma-international.org/article/microcelebrities/282484
http://www.irma-international.org/article/how-do-uk-b2c-high-tech-start-ups-utilise-innovation-through-social-media-to-improve-business-performance-and-outcomes/198326
http://www.irma-international.org/article/how-do-uk-b2c-high-tech-start-ups-utilise-innovation-through-social-media-to-improve-business-performance-and-outcomes/198326

