ULRR

Digital social interactions in the city:

reflecting on location-based social networks

ltem Type Book chapter

Authors Ciolfi, Luigina;Avram, Gabriela

Citation Code and the City, Rob Kitchin, Sung-Yueh Perng (eds);part 2, 7
Publisher Routledge, Taylor & Francis Group

Download date

2026-08-15 12:29:21

[tem License

https://creativecommons.org/licenses/by-nc-sa/1.0/

Link to Item

https://hdl.handle.net/10344/7643



https://creativecommons.org/licenses/by-nc-sa/1.0/
https://hdl.handle.net/10344/7643

Digital social interactionsin the city: Reflecting on location-based social
networks.

Luigina Ciolfi, Sheffield Hallam University (UK)
Gabriela Avram, University of Limerick (Ireland)

1.Introduction

This chapter discues how digital interactions are increasingly interwoven with spaces and ptaces
urban settings and how such interactions are mediated by and ishape the technologies that
facilitate them. We focus on the understanding of interactions usgajion based social media
(particularly Foursquare) as a way to reflect on issues of technologigairsto human activities, and
on the relationship between code, digital agency and the physical wandheBspective is that of
human-centred computing, particularly CSCW (Computer-SupportedeCatog Work) - a multi-
disciplinary field studying collaborative practices in socio-technical systems ¥attus on unearthing
and detailing the mediational role of technology in human cooperation, coordiratbrsocial
interaction.

Whether purposely built for mobile devices and with a focus on locétign Foursquare; Swarm), or
simply featuring in other platforms that rely on location data such ashéeicdPlaces or Twitter,
various location-based social networks (LBSN) increasingly mediate social rdaexpersonal
interactions in urban settings. Essential technological infrastructure enabtihgrgeraction is the
possibility of linking data to particular places by means of devices capaluletedting their own
location through Global Positioning System (GPS) or other mechan@mssuch basis, however,
location based social media user activities @iKerent forms: from “checking-in” (e.g. users register
their presence at a venue), to linking location data to digital content to be #red,sto gameplay
associated with occupying a location and performing certain activiges.thhe form of sharing these
activities socially with contacts and other users is also constrained by themplatfor example a
photograph with location information; or presence at a location with assoc@téent; or a map of
movements and check-ins, etc.

Such practices become coded into the system, representing both the lognget ob social
interactions, as well as dhlocation to which they relate. Therefore a digital “cloud” of social
interactions becomes embedded into the physical reality of a city, of its aeigbbds, public places,
cafés, transportation hubs and any other locations identified by social media(log user-initiated
check-ins or by the content that is generated, such as photogmaphgual recommendations and
tips), and by the tools they use (for example, through autometietagging). Conversely, the code
determining a platform’s interaction and functionality is continuously changed to reflect user activities
and feedback, and to implement design decisions on how LBSN senddes w

Among others, two sets of issues surrounding this topic are emeigihgve wish to investigate
further: firstly, how such localised interactions in physical spaces are triggerd feeding back into
the software: how are various location-based social media platforms dramaple's perceptions and
identifications of locations? How is code both facilitating and scaffoldingt afssocial interactions
relating to various spatial configurations in physical spaces?

Secondly, we are interested in tlematerialisatiorof such cloud of interactions in the physical world:
how are physical spaces and places affected by dhgial counterparts and by people’s activities on
LBSN? There are already occurrences of rematerialisation of digital presenggeaadtions in the
physical world: for example, venue owners displaying badges on thesprethat tell customers about
their online presenceof Tripadvisor, Booking.com, etc.). Could LBSN interactions in relatioa to
venue be made somehow more perceivable and/or tangible in the physical witvédvizgy in which
certain environments are designed? Could the presence and interactions #ratodes] in LBSN
software shape more distinctively the physicality and materiality of places?

Overall, it is an open question whether this would be useful or mdahiagd whether it could have
implications beyond technology design: for example, should newoagipes to urban planning and
environmental design become concerned with accommodating and facilitesegsocial interactions
as they do so fan-presence, analogue ones?

In the following sections we define and discuss these issu@gisding LBSN, drawing both from and
consolidating the findings of human-centred computing literature gsigai/digital interactions using
location based social media, and from empirical studies of LBSN use that wedmalteted in two
cities.

2. Location-based social media: identifying intdrars



Since the introduction of LBSN commercial platforms in the mid-2000sirdeuof studies have been
conducted within human-centred and social computing examining hese tare used by various
groups of user$l; 3]. One of the main focuses of such work has been Fouesgaamobile app
launched to the public in 2009, Foursquare counts over 50 mibigistered users worldwide, with
approximately 50% of them based within the USA

While the core interaction offered by the service remains that of linking digitaitias to a particular
place or commercial venue, the Foursquare layout and how it operates hayedcignificantly since
its public launch. Users register their presence at a venue by apéckiRhotographs can also be
uploaded when doing so, and comments and tips added to a \retiakky, Foursquare incorporated a
game-like element, where users would gain points whenever theyechatkand could become
“mayor” of a certain place by checking in repeatedly there over timec@nd also gain “badges” by
achieving a certain number of check-ins or by completing particular taskslieaking in at movie
screenings). Users’ check-in performance would be compared to that of their contacts, although they
could compete for a mayorship against any other Foursquare userb&imbs and point scoring
features were partly phased out in 2014 as part of a major re-devetopfmtiie platform. The
remaining supported activities were split into two separate apps, a re-deSmureduare and a new
app called Swarm: Foursquare now functions as a venue-findingeaothmendation app onlyit
helps users locate places of interest near them in various categoriesstfoppling, &.), to “like” a
place thus marking it as a favourite, and to read and add tips andwendations about a place. The
platform can also be used by owners of registered businesse®fiootipns and marketing. On the
other hand, all the interactions relating to broadcasting one’s location to contacts and gaining
recognition for it are now supported by Swarm, an app where ngeract only with direct contacts,
gaining certain rewards for repeated check-ins. Swarm suppaonts rsew activities, such as planning
outings to particular venues involving contacts, and profile personalightionghdigital “stickers”
that can be freely added. On Swarm it is not possible for a user tohseelse is checked in at a
venue, unless it is one of their contacts. Activity on both Swarm amddrsare can also be shared on
other social media.

While usage of Foursquare/Swarm is yet to be studied in-depth as we writeshreseave explored
the previous incarnations of the app for a number of years. Sutiesstuave extended earlier work
examining practices and motivations around social location sharing [1haaedfocused on various
aspects of Foursquare, notably which interactions people perforne @pph how users manage their
visibility, reputation and privacy, and how they explore physical sptwesigh the app. We now
examine such findings in greater detail.

In their empirical study of checking in behaviour, Lindquist ef#lidentified a set of motivations as
to why people decide not only to interact with the app at a venueifeliggfthe venue on Foursquare,
reading content about it), but also to broadcast their presence to followeske Eteeck in not only for
social motivations, but also for personal ones, such as keeping an adcihait own movements, of
the places they visit and how often. However, the social motivadomsnore frequent and more
articulate. A set relates to communication and coordination with friendsaanily:fthe desire to share
personal information at a distance with contacts,-dandeturn- to see where friends have been. Often
Foursquare is used as a way to coordinate meetings and other aatiithidsends. Another set of
motivations relates to the wider Foursquare community: people enjoy disgpvetin people
frequenting similar venues to oneself, and reading their recommend&ticmne cases people check
in at a venue just before they leave for safety reasokaving a “false trail” to avoid potential
stalkers.

As for deciding which places to check in at, people make distinctions betagtére and non-routine
places: some decide not to check in at routine places because they areuseatier@sting, and instead
check in at places that are seen as special or exciting (e.g. large eventsnhewsttaenues, etc.).
Others check in at routine places either to gain Foursquare points aarsbeitiey were bored and
checledin for something to do. Other considerations are made by usersdeb&ling to check in at
private places, such as a private residence or their own home: therévacg poncerns regarding
revealing such locations, and people often refrain from chgdkint somebody’s home in order to
keep its location private. Checking in at one’s own home is often done as a way to tell friends that they
are home safely, or available for calls or visits.

1
https://foursquare.com/about



Interestingly, privacy concerns also come into play when decidingonctieck in at certain public
venues, such as at the doctor’s, the bank, etc. Moreover, impression management concerns emerge in
these decisions as well: for example deciding not to check in at a fast foodamiskecause it would
make a bad impression on othgfk

Cramer at al. [2] further explored aspects of privacy andpseHentation focusing on the performative
effects of checking in. They identified instancespafpose-driver{12] motivations (similar to those
detailed in [10]) such as obtaining discounts, discovering new plaaeing (gaining mayorships), as
personal bookmark, and amusement when bored. Instancssciafl-driven[12] check-ins were
motivated by networking with friends, recommending a venue, butvedsding to learn about the
people frequenting a venue who are unknown to them in real life.

However, Cramer et al. observe how LBSN activity goes beyond theatsgories opurpose-driven
andsocial-driven Their data shows instances driven by self-presentation, lifestyle clapidedentity.
Self-presentation requires a finer understanding of the audience that aircheiikbe shared with.
Furthermore, the authors examine the perspective of the checkdieneri people saw check-ins
from friends as a way to obtain recommendations on things amd@laces to visit, or as a motivation
to attend an event or place. They were also annoyed by friends who clired&edfrequently (thus
sending repeated notifications), and/or without a clear motivation.

Cramer et al. found that motivations can change for every instdrafgeck-in (and for each venue),
and that certain motivations can sometimes conflict with others: fanggawanting to check in for
the purpose of gaining gaming points might contrast with not mgrtt annoy others with many
notifications[2].

Guha and Birnholt35] have further explored the ways people think about location gharid how
impressions are formed and managed. They identify a blurring betwddic and private spheres of
life when sharing a location and viewing a chéckfor example, one’s presence at certain places is
kept private (e.g. the gym) although such places are strictly spealtitig. fon the other hand, certain
places are private (e.g. a friend’s home), however people decide to check in there and to reveal its
location (e.g. there is a party going on). Such decisions are usuadly depending on how visible the
user thinks the check-in will be: people are careful about how cextaitacts might perceive their
behaviour, and about how certain check-ins might create tensions thiéfrimetwork. An example of
this is checking into a restaurant in order to claim a discount but at thetisgemigroadcasting being
out to the social circle at a time when it could be inappropriate. Tensionsatsigterise when sharing
one’s location could be perceived in different ways by different contacts (e.g. a friend vs. a parent).
Guha and Birnholtz have also detailed certain tricks that people employ héemgstheir location,
such as checking in at locations where someone is not in tordegke a better impression. They call
one phenomenon “check-in transience”, linked to the fact that Foursquare displays in its newsfeed to
users only the latest location where their contacts have checked in. Paopli®nt want their “real”
last checkin displayed for too long on their contacts’ newsfeed will check in somewhere else
immediately so that the friends will see that latter chedejnParticipants in this study admitted to
making judgments on people they do not know well in real life basettheir check-ins (e.g. which
café they visit, etc.), and therefore are very sensitive about howptesgnt themselves to and are
perceived by their contacts.

All these studies have highlighted the many privacy concerns sdinguhBSN interactions. Users
tend to be aware of them, particularly regarding residential prif&icyand decide to risk exposure
only in particular circumstances.

Foursquare public data has also been used for other developmentsarfgrleexecommendation
systems, such as algorithms for predicting which tips attract more attemti¢-oursquare and for
supporting the creation of marketing strategies on LBSN [13], anttlsicombining cellular data and
LBSN activity to infer the types of activities in neighbourhoods arithn centres and to aid urban
planning and manageme8i.

The findings of this small but idepth set of studies reveal much about people’s use of LBSN and their
motivations and strategies. In relation to the issues we are focusinglos paper, we have already
seen instances of the complex relationship between the system (its catbeantbmponents such as
the database logging usesnerated content) and people’s interactions, and how the two shape one
another. One example of this is users being careful about the lastiabetjocheck in at because the
software will keep displaying until a new one is shared. However, much remains to be studied. Th
playful and game-like aspects of LBSN and their connection to redd-spaces are yet unexplored,
although other location-based social gaming practices have been studied ifPHedthre crucial to
overcome, in our opinion, is the limited attention paid to the way inlWHBSN contribute to the way
places are made, lived and reconfigured. While other technological platiasmdeen investigated in
terms of how they mediate understanding of and attachment to relal @mrronments [4; 10]



existing human-centred computing work on LBSN focuses mainly oividiudl practices, often
without focusing on the actual locales in relation to which they occur.

It is important to pay attention to the way venues, neighbourhmadisities are lived and perceived by
virtue of the cloud of digital interactions and data that is tied to themhB&N activities impact on
place attachment? Or on the way an area is discovered, explored and navigated?

We have addressl some of these issues in two small-scale studies of LBSN interactians
Foursquare in Limerick and Sheffield. We now describe our empirical raxiplos and the main
findings arising from them.

3. Studying Foursquare Use in Two Cities

The existing studies of Foursquare we discussed in the previous seatmlayed a methodology
consisting of surveys and interviews. For our study, we havéioeoh a series of interviews with
online observations of interactions on Foursquare. The most exeraivof our study (comprising of
online observations and interviews) has been focused on Limerielgjanal city in the Mid-West of
Ireland. A second part of the study consists of online obsergatioly, and focused on Sheffield, a
regional city in South Yorkshire (UK).

We conducted on line observations of 15 Limerick venuesery month since October 2012, and of
10 Sheffield venues every month since December 2012. We chose similas fen observation in
both citiesto compare online activity at locations holding similar purposes. The vencksiéd:
public markets, museums, train and bus stations, public parks, sityiveuildings, cafés, shopping
malls, pubs and restaurants, cinemas, theatres and sporting venuedsg&hatmns consisted of
monitoring mayorships and check-ins and the addition of conpéotds, tips, etc.) for each venue.
These data were documented through notes and screenshots.

The semi-structured interviews of the Limerick Foursquare users conducted between October
2012 and May 2013 and involved 12 local participants. We combined theiemterwith on line
observation of the accounts of the participants for 2-week periods.

In their check-ins, our participants expressed support for a ndmebassharedi-fi access details at
venues and provided information on hidden gems in the city. Ghecklso were used to signal
personal availability (“I am at work”, “I am in town”, “I am out of town”). People checked in at certain
venues for one-off or particularly significant happenings (perfoo@s, conferences, sport events),
similarly to what has been observed in previous work. Howevery msers we observed checked in
regularly at a familiar place, where the purpose of checking in wasomlyg broadcasting an
exceptional or excitingpccurrence (e.g. an unexpected meeting), but also for describing the day’s
mood, or ongoing activities.

Motivations for using Foursquare that emerged echo to a large extefindheys from previous
studies: there are personal motivations as well as social motivations unddréyuhecision to check in
and provide content. As the respondents to our interviews included busimgissim the 4@®0 year-
old bracket (whereas the participants in previous studies were mostiggmouniversity students), we
saw motivations connected to professional activities and not only to socializaibtifestyle. For
example, people checked in to endorse a venue for business meetiotiserAexample is that
checking in at home signals one’s nonravailability for work matters. An additional motivation that we
noted in our observations is civic activism: people check in to broatthesthey are doing something
good for their city, encouraging others to join. In answeruoilterview questions, participants thus
explained their motivations to check in: “going to places so that | feel | own therfiwhen | do check in

— | spot people that | kngWw*tell someone I'm up, tell someone I'm moving”.



129 Tips Popular / Recent SEARCH

Peopile talk about:

“Try the Station Tap on platform 1B ~ great bar!"
"... - head to platform 1B (Sheffield Tap) and m|
“Coffee shop on platform 5 - make sure you get

@ This place isideal for catching trains
v
! Watch out for the beautiful view as you leave the station! :-)
m Try not to miss your train. If you do - head to platform 1B (Sheffield Tap) and miss a few more.
LY.

ﬁ Try the Station Tap on platform 1B ~ great bar!

Fig 1. Tips for Sheffield Train Station
Our online observations gave us insights on how spaces and pbacesebrepresented on LBSN in a
way that previous work had not highlighted. Activities associated toegenan be surprising, or
provide insights that are not obvious by looking at the venue dgsnripr by visiting that location in
real life. For example, in Limerick the Stella Ballroom is classified on Foursasaaehistoric site and
not simply as an entertainment venue (it is now used as balfjp and many check-ins refer to the
exhibition held there on the history of Limerick ballrooms. Inffi¢le, many check-ins and tips at the
train station refer to socializing, as one of Sheffield’s most popular pubs is located there and many
people check-in at the station, rather than at the pub venue (Fig. 1).
Popular venues attract many check-ins and user-generated content. Tlesgmgtion on Foursquar
depicts their busy atmosphere: the Milk Market in Limerick is a ¢fubBSN activity on Saturdays
(the day the full market is held), where people chaci¢-it is “the place to be” and where friends tend
also to converge. In that case, checking-in is also a way to see ifriehelsfhave arrived. Foursquare
activity at this location peakat weekends, thus the venue’s cloud of interactions fluctuates
significantly on different days. A similar example in Sheffield, albeibinit different temporal frame,
is the Crucible Theatre: while attracting a steady flow of LBSN interactionaghont the year by
theatre enthusiasts, it becomes a veritable hub during April whendhd Bhooker Championship is
held there. Indeed, the majority of tips left by users are updatéagdhiat period and refer to the
tournament, rather than to the regular theatrical season (Fig. 2).

B You can always watch the snooker on the Big Screen in the sunshine!
a A bit of Snooker Once A Year! Textbook

3@% See Sound of Music this week over the road at the Lyceum. Fab Show!
h Great original productions, some touring. Always worth looking in.
n Amazing theatre and always fantastic productions

| Pot the reds then screw back for the yeliow, green; brown, blue, pink and black!
5

‘m The mecca of snooker, love it!
Fig. 2 Tips for the Crucible Theatre, Sheffield

Foursquare venues usedctdlect a trail of banter and “private” messages between people in the form

of a venue tip, for example between regular frequenters battlingrf@ayarship. In this case, the tips
were used not to provide information for the larger community td@bster the connection between
particular users (Fig. 3)
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Tips left here (2)

Ask Liam about the Munster match.
(%) | added 16 months ago by Ger H.
V2

o  Ask Emmet about Tippeary hurling
added 4 months ago by Karel V.

v

Fig. 3 Tips used as private banter at a Limerick pub venue

The gaming aspect also gave rise to a proliferation of Foursquare veisees:could create new
venues - increasing venue granularity in places where sub-locationise identified (for example, a
platform at the train station)to be first to check in and obtain points.

Our online observations also gave us insights on the content #rat areate for particular venues.
Photos have a variety of subjects and purposes: for example, piptdased to the Absolute Hotel in
Limerick illustrate events taking place there (conferences, business gseetic), recommended food
at the hotel restaurant (a function similar to that of tips), or vadorrgers of the building and the view
from it. This content represents a place from multiple points of vieuctstial characteristics, but also
activities taking place there and people frequenting it.

Our study looked at two cities and we were thus able to compare Foursgeasgetions in both
settings. While there were many similarities between them, some differeaukss also be noted.
Probably due to the significant difference in geographical size and siolation between the two
cities, in Sheffield (the larger of the two) the Foursquare user grooqudh larger than Limerick,
however there appear to be weaker ties between users overall (e.g. wdriieractions between
users), with some tight “packs” of friends interacting with each other on Foursquare but likely knowing
each other well in real life. More Sheffield businesses use LBSN, with verffgeing special deals,
discounts, etc. This goes alongside a more lifestyle-oriented use,ofvtich are mainly directed to a
general audience with recommendations for good nights out, etc. &lwé BEoursquare in this case is
more similar to the likes of Tripadvisor mobile and Yelp. In Limerick,dberall smaller community
of Foursquare users translates in more frequent informal interatt@n&en people (both real-life
friends and strangers).

4. Discussion

The insights from both previous work and from our studgepa number of issues for discussion
regarding the relationship between Foursquare, its users and the loitatiomeects to.

First of all, there is a complex relationship between how the system is dhapedr interactions and
user-generated contenand, conversely, how people’s activities are mediated and shaped by the
system’s functionalities and architecture. When a system like Foursquare is released, selected
functionalities are included in the code and they shape the practices of early sdepteinitially
play by the rules to see what the new platform can do. As thebaserdiversifies, new practices
appear— not originally intended, but afforded by the code (such assuseploiting the fact that
Foursquare displays only the last chétlon friends’ newsfeeds either to emphasize a location, or to
hide their presence). Thgstem’s owners can choose to close loopholes (for example, not allowing
check-ins at faraway locations) or to support the new practicesclhuding them in the next release
Very often, innovations introduced top-down via new versionfi@fcbde are met with resistance by
frequent users, as their current practices are disrupted. They havehimggh a whole new sense-
making cycle and appropriate the new version by altering their practices.

Not only the activities that the code enables, but how they are enactewtieraaspect that
reciprocally shapes interactions: the code is designed for a specific contexd arel the way®f
content production. For example, texteahtributions are called “tips”; however, as Foursquare is
trying to move into the market occupied by Yelp, it becomes obvious that Foursquare’s tips are not
actual reviews and couldn’t be used as such. Users leave tips such as the amount in coins you need for
parking in a specific place, or recommendations such as “Try the chowder”, which aren’t actual



reviews. The field name “tips” instilled a specific behaviour — this illustrates how the design choices
influence the content contributed by users.

From a different perspective, Foursquare makes the content generatedugr itsase available for
new uses through the Foursquare APIs. All kinds of mash-ugstiean created to take advantage of
such data, by extending the Foursquare code. Therefore, there i®r@sting tension between the
possibilities and the constraints offered by the platform, from ¢ive pf view of regulated use and of
appropriation.

There are also important issues to flag regarding the relationship betege pnd specific places
that is now mediated by LBSN. LBSN extend some of the possibilitiesahktvorld locations offer
people to link to others, to take advantage of what a place offers,fimdtprivacy and quiet. The
relationship between a person and a place is made more visible by thengrafddBSN interactions
on a platform such as Foursquare. Furthermore, such relationship istelsdeel by the possibility of
novel forms of digital interactions, such as sharing recommendatiomsgastrangers. The platform
also makes visible community relationships to a place, and their impoitaaneurban environment:
examples of this are the Milk Market on a Saturday (Fig. 4), andjlayrgame in Thomond Park
stadium for Limerick, and the World Snooker Championship in Aqmid the December Christmas
Village at the Peace Gardens for Sheffield.

The Milk Market

Fig. 4User photographs of Limerick’s Milk Market

While other researchers emphasized the potential for coordination created bynshemk-ifindings
show that awareness of who else is (or was) in the same place iparaim element and it is
interpreted as a recommendation for the place itself. Moreover, the digitabbound a venue (many
checkins, many tips and photographs) is an endorsement of that place’s importance for the
community. Users get a glimpse into their contacts’ favourite places and their trajectories. Awareness

of events is another interesting element that is a sort of side-prodtmtirsiquare.

Through these visible clouds of interaction, Foursquare and other pB#iNrms make navigating an
unknown neighbourhood or area less dauntiie Foursquare venues in a city constitute a
crowdsourced map of places that most of the times is very diffe@ntdn official oneThe users’
check-in peferences shape each city’s list of venues that both users and non-users can consult for
finding good places for specific purposes: coffee, wi-fi access,Tdlis. connects to the issue of
“rematerialisation” — of whether the digital interactions enabled by the code can be made visible or
perceivable in real-world places, either for LBSN non-users or fnsusy means others than the app.
There are already instances where a venue’s connection to LBSN is made visible, for example by
displaying Foursquare membership badges in the physical space. Homexdr more happens in
digital form that is only available to the app usésing able to see photos, tips and comments, as well
as which Foursquare friends have checked in there. Check-ins bysfriggs and photos make a new
place feel familiar, allow users to see how it looked like in certain occasiomdien a specific event
occurred. We think it is important for human-centred computing reseatohfersher explore whether
technologiesuch as ambient or tangible media could be employed to enable some of teressions

in a way that is less confined to a device (the mobile phone) and mbesléed into the materiality of
the environment. This is connected to issues of physicality and perforgnativibteraction. The
practice of checking-in when arriving at a venue is often frowned bgy@some people as well as
being considered socially unacceptable in certain locations/circumstanges. pSople’s refined
planning in order to make the check-in performance acceptable aeatiss linked also to their



awareness of the visibility of this action to a general audience. Makiggk-ins and other interactions
available in novel ways would require careful consideration of the sasihlility and acceptability of
such practices.

5. Conclusions

This chaptetreflected on people’s interactions with a popular location-based social media platform
Foursquare- and on how they are entwined with the code that enables them, withustrs, and with
the real world spaces and places that they link to. We presented a suofiffiradings emerging from
human-centred computing research on Foursquare, and we integresedwith the results from
studies of Foursquare use that we have conducted in two cities. Intunliess we wished to
characterise more the relationship between LBSN interactions and the placesctheyin, so to
extend previous work and to address a gap in human-centred cagnmgearch that is only been
partially filled [11]. Finally, we highlighted some issues for furtidéscussion, particularly on the
relationship between the cloud of LBSN interactions and the real-worldspillaeg occur in, and on
how code enables, shapes and is in turn shaped by users’ activities and instances of system
appropriation. In-depth studies of other location-based digital activitiesasutthifing and geocaching
and their ties with the materiality of the city have shed light on such celitital practices can be
better supported: deeper understanding of such dynamics in LBSN cao leaekel contributions in
this respect.

References

[1] Barkhuus L., Brown, B., Bell, M., Sherwood, S., Hall, M., Chalmers, M. (2008), “From Awareness
to Repartee: Sharing Location Within Social Groups”, Proceedings of CHI 200ACM Press, 49506.
[2] Cramer, H., Rost, M. and Holmquist, L.E. (2011), “Performing a check-in: emerging practices,
norms and ‘conflicts’ in location-sharing using Foursquare”, Proceedings of MobileHCI 201INew
York: ACM, 5766

[3] Eagle, N. and Pentland, A. (2005), “Social Serendipity: Mobilizing Social Software”, |IEEE
Pervasive Computing(2), 2005. 2834.

[4] Farnham, S. D., McCarthy, J.F., Patel, Y., Ahuja, S., Norman, D., Waaté W.R., Lind, J.
(2009), “Measuring the impact of third place attachment on the adoption of alsed community
technology”, Proceedings of CHI 200WNew York: ACM, 2153-2156

[5] Guha, S., Birnholtz, J. (2013), “Can you see me now?: Location, visibility and the management of
impressions on Foursquare”, Proceedings of Mobile HCI 2018lew York: ACM, 183192

[6] Jin, L., Long, X., Joshi, J.B.D. (2012), “Towards understanding residential privacy by analyzing
users’ activities in Foursquare”, Proceedings of BADGERS 12, New York: ACM, 2532

[7] Lindquist, J., Cranshaw, J., Wiese, J., Hong, J. and ZimmeringA01l), “I'm the mayor of my
house: examining why people use Foursquare - a shdiahk location sharing application”,
Proceedings of CHI 201 New York: ACM, 24092418

[8] Noulas, A., Mascolo, C. and Friddartinez, E. (2013), “Exploiting Foursquare and Cellular Data to
Infer User Activity in Urban Environments”, Proceedings of MDM 201,3EEE 14" Int. Conference on
Mobile Data Management

[9] O’Hara, K. (2008), “Understanding geocaching practices and motivations”, Proceedings of CHI
2008 New York: ACM, 11771186

[10] Scellato, S., Noulas, A., Lambiotte, R., Mascolo, C. (2011), “Socio-spatial Properties of Online
Locationbased Social Networks”, in Proceedings of ICWSM’11.

[11] Silva, T.H., Vaz de Melo, P.O.S., Almeida, J.M., Salles, J., Louref@.F. (2013), “A
comparison of Foursquare and Instagram to the study of city dynamics and urban social behavior”,
Proceedings of UrbComp 201A&rticle N.4.

[12] Tang, K., Lin, J., Hong, J., Siewiorek, D. and Sadeh, N. (2010), “Rethinking Location Sharing:
Exploring the Implications of Social-Driven vs. Purp@éven Location Sharing”, in Proceedings of
UbiComp’10, ACM Press: 85-94.

[13] Vasconcelos, M., Almeida, J. and Congalves (2014), “What makes your opinion popular?:
Predicting the popularity of micreeviews in Foursquare”, Proceedings of SAC 2014he 29' Annual
ACM Symposium on Applied Computing, 5883



