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INTRODUCTION
Location-based Social Networks (LSNs) have
become increasingly popular as of late thanks to
the rapid development of social media platforms
and their integration with other technologies.
Fundamental technologies that support LSNs
include Global Positioning System (GPS), which
was developed in 1973, and mobile devices, such as
smartphones. These have both independently been
common to the modern day tech user for quite some
time. Foursquare and Loopt were initially the two
most popular location based social apps to package
both of these technologies together to allow users to
take advantage of their GPS-enabled smartphones
by “checking in” at a location. This functionality was
quickly adapted by other social media giants. Now,
on a variety of different social media platforms,
users can view where their friends are, or search
for nearby places of interest. Almost all social
media giants, such as Facebook, Twitter, Yelp, and
Instagram, have a location “check-in” feature.
The use of this combined technology has become
mainstream among smartphone users only in the
past few years. In fact, back in 2010, only 4% of all
Internet users used a service such as Foursquare
or Gowalla to share their location with their social
networks. Today, 90% of people use the location
services function on their smartphones and enable
their “location share” function on social media
platforms. Additionally, according to Pew’s survey,
“one in ten smartphone owners have used a geosocial (“check in”) service.” Because nearly 153
million adults are using smartphones (according to
the Pew’s finding and an eMarketer’s survey), this
indicates that nearly 4% of US adults are “checking
in” on social media.
LSNs provide a plethora of simple and often free
marketing features that organizations should take
advantage of. Based on a new study from brand
marketers, “75% believe location based marketing
is an important element to their business strategy
in 2016.” For instance, for each location on social
media, “check-in” functionality provides a digital

picture wall that allows others to see what is
happening at that space, a way to easily promote
both organizations on the whole as well as specific
events.
This white paper will give background about LSN
technology, its use in arts organizations, why and
how arts organizations can take advantage of its
benefits, and provide recent case studies of how
organizations around the world have successfully
used it.

The “Check-In” Feature Social Media
Although there are more ways and tools available
now than ever to analyze locational data, locationalbased social media marketing has not yet become
the industry standard, especially for small businesses
and non-profit organizations. According to report
from the Global Navigation Satellite System Agency,
currently almost 3 billion in-use mobile applications
rely on locational information. Additionally, the
predicted future market for smartphones will
further grow by 6.2% per year with an increase to
14 billion units of wearable GPS-enabled devices
until 2023. The Pew Research Report on Social
Media Usage 2005-2015 also points out that 65%
of adults in the US currently use social media sites.
Today, 68% of social media sites embed “checkin” functions that allow users to share a post with
exact location they are at. These statistics give a
pretty accurate picture of what future trends will
be and how important organizations should start
locational social marketing now to be ahead of the
market. The “check-in” function on social media
sites is the easiest and most cost-efficient way for arts
organizations to get start of jumping into location
based marketing. Upon examination of some key
arts organizations’ social media pages and the
locational “check-in” function on some platforms,
we found that many organizations have far more
followers than check-ins on the same social media
platform, indicating the under-utilization of the
check-in feature (see chart below).
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Figure 1. The Total Number of Check-ins on Social Media Compared to the Number of Followers. For example, The Frick Collection in New York has 97,357 followers on Facebook. The number of people who checked in is only about half of this, which
means that there are potential museum visitors who have not been to the museum physically but might love to go some day.
Source: Author Research.

The table above compares check-in numbers with their actual followers on their same page. For example, The
Frick Collection in New York has 97,357 followers on Facebook. The number of people who checked in is only
about half of this, which means that there are potential museum visitors who have not been to the museum
physically but might love to go some day. Why not find out why they cannot come to the museum and how to
motivate them visit the museum based on the behavioral data we collect from their social media platforms?
The “check-in” activity was pioneered by the biggest location-based site Foursquare and Loopt, who they took
advantage of GPS-enabled smartphones and invited people to check wherever they were. This activity was
further adopted by other social media big brands and has been used for people forming offline networks through
online channels. People can allow their friends to see where they are and, at the same time, search for nearby
places that they might find interesting. Usually, for each location on social media, there is a virtual “wall of
pictures” that allow other people to see what is happening in the space and what people are doing in that space.
This is a way of advertising and promoting an organization while easily reaching more audiences.
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Figure 2. How to utilize “check-in” function in four simple steps: 1. Locate the Check-in on social media 2. Invite people to
“check-in” 3. Analyze Locational Data 4. Use the Results. Source: Author. Graph made with Venngage.com. 2016.

3 Biggest Reasons That Non-Profits Should
Utilize Locational Data from Social Media
There are a number of ways to use “check-in” on
different social media sites. For example, Facebook gives users the advantage of searching nearby
locations that their friends have visited, along with
letting others know when they check-in to that same
place. Foursquare is another platform, one of the
pioneers of LBS, as mentioned before. Organizations
can provide offers and discounts in exchange for a
check-in. Instagram comes with a very simple and
useful “geo-tagging” feature that collates content
and elevates brand experiences. Organizations that
do not use these “check-in” services and other LSN
features to their full advantage are missing out on
an array of important benefits and might set them
behind direct or indirect competitors.

Understand your current audience
From collecting data from current posts and comments associated with the location, arts organizations can better understand current audience and
their preferences. On locational social media sites/
apps, customer information and their needs in
regards to the organization will be constantly updated. Now, customers are more open to sharing their
personal information with an organization as they
often share their location, demonstrate purchasing
inclinations, provide demographic information,
along with various other kinds of personal information. Because people share experiences online about
one specific location or organization, they might
have a better sense of belonging within the location
“group.”
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Collect customer feedback and let them know
you care
The “check-in” function can also serve as a tag, and
it is just as easy and convenient. Like a hashtag,
people can tap into the location and see what people
are saying about the organization. This is also a way
for an organization’s employees to check customer
feedback and engage with them to improve current
strategies. Most “check-ins” accompany a post, a
status, a photo, or a share other posts. In order to get
a real time understanding of audience sentiments,
arts organizations should engage audiences before,
during, and after events and monitor their feedback.
Replying to comments promptly is a good way to let
them know that you care about their opinions and
may encourage them to say more in the future.

Expand your audience reach
It is probably the easiest and least costly way to advertise the organization and generate great ROI on
social media. For example, when a customer checks
in on FourSquare or Facebook, the business’s name
is displayed for that customer’s friends and followers
to see. By knowing the most influential user at the
location, organizations can also target this group of
people and invite them to advocate in exchange for
discount tickets. Installing the organization’s website
button on social media can further allow visitors to
easily share your original content with their networks, drive them from social media to the website,
and ultimately allow them to get closer to the organization. Moreover, the use of location information
online allows you to look at close-by organizations
and target competitor’s customers with just simply
clicking into their location tag and finding out what
people say about them.

Figure 3. Four major benefits to using the “check-in” feature. Source: Author.

Tools and Key Measurements
Tools
There are many useful location-based tools available, each providing a variety of benefits. Although some are not
free, they provide an easy and user-friendly interface for organizations to work with. Most also provide free trials
and demos before payment is required (see Figure 4 for detail per tool).
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Figure 4. There are many useful location-based tools available, each providing a variety of benefits. Although some are not free,
they provide an easy and user-friendly interface for organizations to work with. Source: Author. Graph made with Venngage.com.
2016. See Bibliography for website links.

Measurements
Arts organizations should leverage and prioritize certain measurements in order to develop an informative report or dashboard, allowing for better strategic planning in the future. See Figure 5 for a list of suggested mea-
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Figure 5. Arts organizations should prioritize certain measurements in order to develop an informative report or dashboard,
allowing for better strategic planning in the future. Source: Author.

Arts and LSNs Case Studies
1. The Smithsonian Museums
Since 2011, the Smithsonian Museums started to
host fun competitions seasonally using locational
“check-in” services on social media platforms and
the game app “SCVNGR” for all nine museums in
the city. SCVNGR is a social location-based gaming
platform for mobile devices and includes features
for both customers and organizations themselves.
While using the “check-in” service solely for advertising and marketing purposes, the Smithsonian also
sees this as a way to advance interactive education

programs. Educational institutions and organizations can build challenges at different locations on
the map free of cost and invite others to play. Customers can earn points and prizes from the organization by going to that location and participating in
the challenge. The Smithsonian integrates SCVNGR
with their own social media pages by inviting people
to complete the challenge by “checking in” on Facebook or Instagram. Once they post a picture and
show it to the front desk, they receive an exclusive
prize (free or discount admission, free drink at the
café, coupon at the museum store). Thus, although
museum goers can participate actively, play the
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game, and earn points, they can also enjoy benefits by
simply “checking in.” These features are sure to lead
to memorable experiences for visitors.

great extent and make it part of their core marketing
strategy. In 2015, they started to run a promotional
campaign using Facebook “check-ins”, aimed at advertising their brand and engaging with customers.
They offered a complimentary upgrade (called “upsize”) of any drink if the customer showed them that
they “checked in” on Facebook. They encouraged
people to use any internet-enabled device to “checkin” in their posts, photos, or directly on Zarraffa’s
Facebook page. This promotion was simple and
generated a large ROI., as the drink upgrade was
not costly for Zarraffa. Once their customers “check
in,” even just for the drink upgrade, their friends
on social media immediately could see the “checkin.” Getting people to check-inon social media gave
Zarraffa more exposure, allowing to draw more
customers and increase their brand awareness from
the “free advertisement” by their own customers.

Figure 6. Since 2011, the Smithsonian Museums started to host
fun competitions seasonally using locational “check-in” services on
social media platforms and the game app “SCVNGR” for all nine
museums in the city. Source: Smithsonian Museums.

2. Zarraffa’s Coffee
Zarraffa’s Coffee, founded in 1996 and based in Australia, is a leading coffee brand whose mission is “to
deliver the essence of coffee from its origin in Kenya
and Ethiopia with great customer services and cultural values”. Their business has evolved from one single
store on the Gold Coast to hundreds of chain stores
in many locations worldwide. One of their extraordinary marketing strategies is based on social media
marketing. They utilize social media features to a

Figure 7. In 2015, Zarraffa’s Coffee started to run a promotional
campaign using Facebook “check-ins”, aimed at advertising their
brand and engaging with customers. Source: Zarraffa.com.
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3. Fox Theater at Georgia
The Fox Theatre in Atlanta, Georgia encourages all
audiences to “check in” using Foursquare by having
an active “check-in” special. They offer a variety of
deals, including a 20% discount to upcoming shows
and a chance to meet the director and dancers faceto-face at backstage after the show. While enjoying
a series of musicals and ballets with the discount
ticket, audiences have the chance to meet their
favorite artists and producers with just simply a
“click” on their social media pages. Additionally, the
Fox Theater created their own event called “Checkin for Encore,” which offers a special encore during
the show if there are enough people “checking-in”
to the venue. Another benefit is that once a certain
amount of people have “checked-in” on Foursquare,
the organization has the chance to appear in “Best
of Nightlife Places” for all users in the area to see
on Foursquare. The Fox Theater has learned how
to take advantage of people’s excitement when
winning prizes by offering rewards for checkingin, and thereby creating positive benefits for their
organization. In a recent interview, Russell Suave,
Social Media Manager at The Fox Theatre said,
“We are very fortunate to have our patrons and
customers as promoters to support our social efforts
and allow us to cross-market upcoming shows.”

CONCLUSION
Using locational-based social marketing is a
solution that turns mobile audiences into social
audiences, enables organizations to reach people
based on previous real-world location history, and
helps increase their website click-through rate.
Not only does this solution allow organizations
to find new audiences around a specific area,
but it also dramatically boosts an organization’s
promotion ability because of the huge amount of
geographical-based social media users. Finally,
since most locational social media apps and tools
are free or low-cost, it is a simple way for non-profit
organizations to reduce general campaign costs.

May 2017 - 9

BIBLIOGRAPHY
Boeckler, Marc. “Neogeography, Locational Media and Location of Geography in the
Digital Age.” Geographische Rundschau 66, no. 6 (06, 2014): 4-11. September 30, 2016. http://search.		
proquest.com/docview/1560811664?accountid=9902.
Facebook page. “The Frick Collection, MoMA, CMoA, The Andy Warhol, Brooklyn
Museum.” Accessed on November 11, 2016.
Geofeedia. Accessed November 14, 2016. https://geofeedia.com/.
GOBABL team. 5 Benefits Of Location Based Social Media Monitoring for Businesses.
GOBABL.com. December 11, 2015. Accessed on October 2, 2016. http://gobabl.com/blog/5-bene			
fits-of-location-based-social-media-monitoring-for-businesses/
GNSS Market Report. “Location-Bsed Services (LBS).” Issue 4. European Global
Navigation Satellite System Agency. 2015.
https://www.gsa.europa.eu/system/files/documents/lbs_0.pdf
Hennigan, Ashley. “Location, Location, Location.” Social Media and Performing Arts.
Musicalamerica.com. Special Report September 2012.
http://www.musicalamerica.com/specialreports/SOCIAL-MEDIA.pdf
Hjorth, Larissa,, and Ingrid Richardson. Gaming in Social, Locative, and Mobile Media.
Houndmills, Basingstoke, Hampshire: Palgrave Macmillan, 2014.
Li, Nan, Guanling Chen. Analysis of a Location-based Social Network. University of
Massachusetts Lowell. Accessed on October 4, 2016. http://citeseerx.ist.psu.edu/viewdoc/download?		
doi=10.1.1.367.7584&rep=rep1&type=pdf
Lian, Defu, Yuan, Nicholas, Bao, Jie, Zhang, Fuzheng. Geo-social media data analytic
for user modeling and location-based services. SIGSPATIAL Special. Volume 7 Issue 3, November 		
2015. Pages 11-18. Accessed on October 4, 2016. http://delivery.acm.org/10.1145/2880000/2876484/		
p11-bao.pdf?ip=128.237.129.88&id=2876484&acc=ACTIVE%20SERVICE&key=A792924B58C			
015C1%2E5A12BE0369099858%2E4D4702B0C3E38B35%2E4D4702B0C3E38B35&C				
FID=676751842&CFTOKEN=99854820&__acm__=1475595598_4a3426ba9250af33518505b027d0de6c.
Local Measure. Accessed November 15, 2016. https://www.localmeasure.com/.
Location Based Marketing Association‘s (LBMA). 2016. “Global Location Trends Report.” LSA Insider. March 16.
Accessed May 1, 2017. http://www.lsainsider.com/data-75-of-brands-believe-location-based-marketing-		
May 2017 - 10

is-important/archives#sthash.bv4XgLNo.dpbs.
Mei, Tao, Wang, Zhu, Guo, Bin, Tian, Miao, Yu, Zhiwen. Shop-Type Recommendation
Leveraging the Data from Social Media and Location-Based Services. ACM Transactions on 			
Knowledge Discovery from Data (TKDD). 2016. Accessed on September 28, 2016. http://delivery.
acm.org/10.1145/2940000/2930671/a1-yu.pdf?ip=128.237.129.88&id=2930671&acc=ACTIVE%20		
SERVICE&key=A792924B58C015C1%2E5A12BE0369099858%2E4D4702B0C3E38B35%2E4D4702B		
0C3E38B35&CFID=676751842&CFTOKEN=99854820&__acm__=1475595350_a1d295afc5b			
c3b9d3513145b7419d0ce.
Mobile Marketing Association. “Mobile Location Based Services Marketing
Whitepaper.” October 2011.
http://www.mmaglobal.com/files/MobileLBSWhitepaper.pdf
O’Hare, Neil, Murdock, Vanessa. Modeling locations with social media. Information
Retrieval. April 11, 2012. February 2013, Volume 16, Issue 1, pp 30–62. http://link.springer.com/arti		
cle/10.1007%2Fs10791-012-9195-y
Patel, Vivek. 6 Location-based Social Media Monitoring Tools. Social Media Examiner.
January 13, 2016. http://www.socialmediaexaminer.com/6-location-based-social-media-monitor			
ing-tools/
Rais, Zafar. The Future of Location Based Marketing. Entrepreneur India. April 12,
2016. Accessed on October 4, 2016. https://www.entrepreneur.com/article/273856
Snap Trends. Accessed November 14, 2016. www.snaptrends.com.
Urban Air Ship. Accessed December 1, 2016. https://www.urbanairship.com/.
Welink. Accessed November 20, 2016. https://welink.com/.
Zarraffas Coffee. Accessed December 1, 2016. https://zarraffas.com/.
Zickuhr, Kathryn. Pew Research Center. Reports: “Location-based Services and
Information.” Set of 6 reports. September 12, 2013. http://www.pewinternet.org/2013/09/12/loca			
tion-based-services/
Zou, M, Liu, Y, Chen, JP. Home location profiling for users in social media.
INFORMATION & MANAGEMENT. Volume 53, Issue 1, January 2016, Pages 135–143. 2016. http://		
www.sciencedirect.com/science/article/pii/S0378720615001068

May 2017 - 11

