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survey with 255 undergraduate students found that friendship tie strength was positively correlated with 
students’ attitudes towards and perceived credibility of the location information shared by their Facebook 
friends. However, this relationship was true of those who reported a high level of mobile phone competence 
rather than those with low mobile phone competence. Prior experience with location sharing on Facebook was 
also positively correlated with students’ evaluations of the location information. Theoretical and practical 
implications were discussed. 
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This paper is a revised and expanded version of a paper entitled ‘The effects of relationship tie on perceived 
credibility of location check-in information on Facebook’, presented at the International Communication 
Association, San Juan, Puerto Rico, May 2015. 
 
 

1 Introduction 
 
Mobile communication has become a vital element of the lifestyle within the millennial generation (those whose 
ages range from 18 to 29), particularly those who are apt to use technology and are constantly connected with 
others via online social networking sites (Pew Research Center, 2010). In this population of tech-savvy mobile 
nomads, checking in at locations has become a trend of mobile behaviour (Pew Internet Research, 2013), 
especially on Facebook via the tagging function called ‘Check In’. As this particular mobile communication 
behaviour has become popular, a growing body of literature has investigated the effects of personality traits, 
cultural orientations, types of businesses, motivations to facilitate the behaviour and privacy concerns on the 
likelihood of engaging in location check-ins (Chang and Heo, 2014; Lindqvist et al., 2011; Pontes et al., 2012; 
Wang and Stefanone, 2013; Waters and Ackerman, 2011). These previous studies suggest that people share 
their locations as a means of showing-off where they are and, thus, who they are (Wang and Stefanone, 2013). 
In addition to this self-presentation motivation of location check-ins, people also perceive this behaviour as a 
collective contribution: they are spreading the word about their pleasant experiences with their locations for the 
benefit of their Facebook friends. Therefore, there is a connection between the behaviour of location check-ins 
and electronic word-of-mouth (eWOM; Kim, 2016). The literature also suggests that the location check-in 
behaviour is not closely tied to privacy concerns when it occurs on Facebook, a place in which people share 
information mostly with their friends only and therefore feel comfortable with the information sharing (Kim, 
2016; Waters and Ackerman, 2011). In particular, when people perceive that they will gain benefits from the 
platform of sharing information (e.g. building and maintaining social relationships through Facebook), they are 
willing to trade private information like their real-time locations for these benefits (Chang and Heo, 2014). 
 
The previous literature has started explaining the psychological mechanisms and user motivations involved in 
location check-ins by asking why people share their location information. Yet little attention has been devoted 
to the value of location check-ins as marketing potential. A few studies provide surface-level information about 
location check-ins as business-related user behaviour; they show, for instance, that most of the places at which 
people check in are businesses—transportation services, scenic areas, hotels and so on (Noulas et al., 2011). In 
fact, many businesses have been encouraging their customers to share the business location with Facebook 
friends by offering discounts for such information sharing (Dhar and Varshney, 2011). The typical display of 
Facebook Check In is the name of a business with star ratings automatically accumulated by Google reviews in 
addition to a short reflection on the place made by a Facebook user. Because of Facebook users’ strong 
motivation to broadcast pleasant moments of their lives, it is assumed that the location information that the users 
share on their Facebook feeds is likely to pertain to positive experiences rather than negative experiences (Jeong 
and Jang, 2011). 
 
From a message recipient’s perspective, exposure to a location at which his or her friend checked in on 
Facebook, although simple and instant, could operate as an initiative of information processing. However, the 
positive experience with a location shared by Facebook users might not automatically translate to positive 
responses to the location information amongst the users’ friends on Facebook. For instance, the previous 
literature found that close friends showed more positive attitudes towards the advertisement campaign message 
shared on Facebook than distant friends (van Noort, Antheunis and Reijmersdal, 2012). When the friends of the 
Facebook users see the location information, how do they process this information? Will they still perceive the 
information in a positive light even when the information is too brief to contain the details of the location? 
Guided by the persuasion knowledge model (PKM; Friestad and Wright, 1994), the present study primarily 



 
aimed to examine the relationship between the tie strength in the form of friendship between Facebook users 
and the perceived credibility of the location information shared on Facebook. 
 
 

2 Literature review 
 

2.1 Location-based information sharing as electronic word-of-mouth 

Explications of location-based information sharing (LBIS) emerge from two lines of the literature. One 
approaches LBIS by investigating the user psychology of communication technology. With a focus on 
impression management, LBIS not only caters to users’ need for self-presentation but also expands their offline 
lifestyle to their online lives or seamlessly glues them together for a smooth transition between the two in a 
technology-saturated life (Wang and Stefanone, 2013). This line of research focuses on the psychological 
benefits to the user who shares his or her location via Check In on Facebook, which does not significantly 
resonate in the nature of information sharing over the course of the LBIS behaviour. 
 
The other explication of LBIS taps into the outcome of the LBIS as an action of sharing (Kim, 2016). Using the 
original and technical definition of location-based services, “a subset of web services meant to provide functions 
that are location-aware, where the use of such services is predicated on the knowledge of where the services are 
engaged” (Wilson, 2012, p.1267), the approach of information sharing about locations used in Facebook Check 
In can be considered another form of eWOM. Like online reviews, photos and a wide range of digital artifacts 
shared in online communities (Hennig-Thurau et al., 2004; Nov, Naaman and Ye, 2010), location information 
that contains users’ instant and minimal reviews could operate as evaluative pieces that are part of community 
knowledge and influence community users’ perceptions of the location. 
 
Thus, the latter explication of LBIS underscores the impact of LBIS on message recipients’ information 
processing. In fact, eWOM has been evidenced as potentially being cost-effective advertising (Petreascu and 
Korgaonkar, 2011), presumably because of its nature as consumer-initiated, voluntary knowledge. In this sense, 
viral communication made in various online platforms, including social media, plays a key role in one’s 
decision-making processing for product purchases (Gruen, Osmonbekov and Czaplewski, 2006). In addition, 
technology expedites this information-sharing process amongst consumers (Jansen et al., 2009). The recent 
literature has further demonstrated the importance of tie strength to the impacts of eWOM on consumers’ 
purchase-related attitudes and behaviour, in light of the influence of relationship tie strength on advertising 
effects in an eWOM context and considering that strong ties play a critical role in the development of positive 
attitudes towards information and the purchase decision-making process (Brown, Broderick and Lee, 2007). 
 
It must be noted, however, that the personal and social space of Facebook points to the unique nature of 
information sharing associated with users’ experiences with businesses. Unlike the general eWOM typically 
found in e-commerce websites or online forums, which are open to anyone, locations shared by Facebook users 
are normally limited to the friends within the user’s defined interpersonal network. In this case, if the location 
information on Facebook appears as an information source that possibly influences Facebook friends’ 
evaluations of the location, what would be the psychological mechanisms that underlie this cognitive processing 
of the location information? 
 

2.2 The effects of tie strength on information evaluation 

It is evident that online reviews shared by previous consumers exert persuasive effects on potential consumers’ 
cognitive processing involved with purchase decisions (Baek, Anh and Choi, 2012). In particular, when 
community bonding is stable and solid, the power of online reviews is especially strong (Brown, Broderick and 
Lee, 2007). The PKM (Friestad and Wright, 1994) provides a theoretical rationale for the relationship between 
the strong tie amongst community users and the positive influence of online reviews shared in the community. 



 
According to the model, agents (e.g. advertisers, salespersons) and targets (e.g. consumers) develop persuasion 
knowledge by sharing persuasion episodes that pertain to interactions between the agent and target with regard 
to the agent’s persuasion attempts. Persuasion tactics are key to the agents’ appeals to the targets, which are 
conveyed through persuasion attempts, whilst the targets develop attitudes towards the brands through their 
evaluations of the agents’ persuasion attempts (i.e. coping behaviour) (for details of the model, see Friestad and 
Wright, 1994). 
 
Whilst persuasion targets utilise a wide range of their prior experiences with agents’ persuasion attempts, they 
respond to those persuasion attempts differently depending on how they interpret the meaning of the attempts. 
When the targets find specific intentions of the persuasion attempts by activating their persuasion knowledge 
(i.e. apparent evidence of commerciality and business purpose), they respond to the persuasion attempts 
negatively, which is also true of the online environment of advertising (Xu, 2014). Therefore, the visibility of 
identifiable agent information or persuasion attempts generally hurts persuasion effectiveness. However, the 
promotional intentions of persuasion attempts could be masked by means of eWOM. If a target is not able to 
easily detect promotional aims carried through a persuasion attempt in the form of eWOM because the 
immediate source of the attempt is already well known to the target, the coping behaviour of the target will not 
necessarily follow, so effective persuasion can be anticipated. 
 
The positive influence of friends or other familiar information sources on persuasion has been well documented 
(van Noort, Antheunis and Reijmersdal, 2012). Specifically, previous studies found support for the prediction 
of a see-saw relationship between persuasion intent and persuasiveness following the core principles of PKM 
(Chang, Chen and Tan, 2012; Karimi and Yetkaei, 2015; van Noort, Antheunis and Reijmersdal, 2012). When 
an advertisement message in an example of viral marketing was disseminated through the Facebook Message 
feature, the perceived closeness of the Facebook friend who sent the message decreased the promotional 
intention; hence, the friendship tie increased the actual persuasiveness of the campaign (van Noort, Antheunis 
and Reijmersdal, 2012). This positive influence of the friendship tie on the viral marketing via social media 
could be found especially when the advertisement focused on inexpensive, entertaining products or services 
instead of products that required Facebook users’ serious evaluations due to the high risk of that type of purchase 
decision (Chang, Chen and Tan, 2012). 
 
Using the environment of Facebook, Xu (2014) investigated the effects of the relationship strength and 
persuasion intent on the effectiveness of Facebook advertisements by applying PKM. In particular, the study 
attributed the effect of the tie strength to the function of source credibility, as it found a positive effect of the 
strong tie on the perceived credibility of the information source. The style of sharing the advertisement 
information was also critical to the intention to forward the advertisement depending on the degree of tie 
strength, such that the strong tie increased the forwarding intention only when the advertisement was shared 
publicly rather than privately. The findings from this study suggest that the information shared on social media 
domains like Facebook must not only follow firm interpersonal bonding with the information source but also 
be shared publicly, instead of being shared exclusively with specific users in the community of one’s social 
network, in order to articulate the absence of persuasion intent in the advertisement information. 
 
For the case of the information as a result of LBIS on Facebook, persuasion intent is highly disguised because 
of the form of the information. Unlike other advertisements on social media platforms, location information 
tagged by Facebook users is simple and succinct, with minimal nuances to suggest that it is an advertisement. 
As it is evident that the power of friendship strength leads to positive evaluations of the advertisement shared 
by Facebook users (Xu, 2014), it is likely that locations tagged on Facebook by close friends, rather than distant, 
would also be effective in terms of the positive evaluations of the location information. Moreover, Xu (2014) 
focused on the perception of the information source rather than the information itself by measuring the perceived 
credibility of the source along with the forwarding intention for the advertisement. In other words, 
advertisements shared by Facebook friends are still perceived as advertised information prepared by another 



 
source other than the friends, who simply passed the information along. For the location information, however, 
the credibility is directly tied to the information itself, since Facebook users who read the location information 
regard their friends as the source of the information without associating the information with a promotional 
attempt made by the business at that location. 
 
Credibility has been explicated as a chief concept of information processing and decision-making (Wathen and 
Burkell, 2002). Credibility is conceptualised with multiple layers of cognitive evaluations, such as believability, 
expertise, and trustworthiness (Fogg, 1999). Typically, these three evaluative components come into play when 
a focus of credibility points to a source of information. In particular, “experienced credibility” is considered 
critical to one’s credibility judgment, as it is formed from one’s direct experience with a source (Wathen and 
Burkell, 2002, p.135). In this sense, from the perspective of users who read location information shared by their 
friends on Facebook, the information would be considered credible when the relationship with the friends is 
close because of their direct experience with the source. In other words, it is plausible that source credibility 
established based on one’s experiences could transfer to information credibility when the information originates 
from a highly credible source. 
 
According to the elaboration likelihood model (ELM), positive evaluations of information are likely to occur 
via instant judgment led by source cues (e.g. an attractive, expert, credible source) as well as triggered by 
available heuristics associated with those source cues in a message recipient’s mind (Petty and Cacioppo, 1986). 
In other words, location information shared by close friends would be perceived as more credible when 
Facebook users consider the friends who shared the location information to be credible and when quick 
association occurs between the person who tagged the location on Facebook and the information credibility. 
Furthermore, people tend to use a cognitive shortcut for information processing when cues of the information 
source are given under a relatively low-involvement condition (Petty and Cacioppo, 1986). For instance, when 
users believe that a source of location information is credible because the source is their friend, especially a 
close friend, they rely on the source cue more than the information itself to form an attitude towards the 
information (or the location itself). This prediction would be typical because the users are not likely to develop 
any interest in the location, and might not even know of the location, until they see the check-in posting by their 
friend. 
 
The cue-rich environment of the online space makes easy, quick reference to information credibility available 
in various forms of source cues, such as source expertise (e.g. a high level of membership badge like “guru” 
compared to “junior”) or information popularity (e.g. star ratings in a product review) (Sundar, 2008). However, 
the absence of such cues in the presentation of location information via check-ins on Facebook would instead 
give more weight to the source itself, leading to the effect of the source cue on persuasion at a great degree. In 
fact, Facebook users check in at locations when they want to show off their presence at special, popular places 
(Wang and Stephanone, 2013). This motivation for self-expression is likely to be connected to positive 
experiences with the location rather than negative (Jeong and Jang, 2011). Therefore, users who see the tagged 
locations by their Facebook friends would likely perceive the location in a positive manner as well. Indeed, 
Karimi and Yetkaei (2015) tested the principle of PKM for the specific mobile communication behaviour of 
sharing location information (using Foursquare as the information-sharing platform). They found consistent 
results for the positive effects of friendship tie strength on location evaluation. 

H1: The greater the friendship strength, the greater the perceived credibility of the location 
information (H1a) and the more positive the attitudes towards location information (H1b) shared 
by friends on Facebook will be. 

 
2.3 The effects of individual differences in mobile communication on evaluations of tagged locations on Facebook: 

prior experience with LBIS and mobile phone competence 

Although the popularity of the social behaviour of location check-ins is growing amongst the millennial 



 
generation, there is still a gap between mobile users who check in at locations on Facebook and those who do 
not (Pew Internet Research, 2013). One of the common factors that makes a difference in one’s information 
processing is knowledge, as a lower level of knowledge is likely to accelerate the cue-dependent processing (i.e. 
peripheral-route processing) compared to a higher one (Petty and Cacioppo, 1986). In the case of location check-
ins, two primary areas of knowledge about this particular technology would come into play: a prior experience 
with checking in at locations via mobile devices or the Facebook platform and mobile phone competence. 
 
Previous studies that applied the ELM evidenced that relevant knowledge of a task for information processing 
or familiarity with the task might change the likelihood of a cursory judgement on the information using the 
cues available (Kim, Kim and Besley, 2013; Yang, Kim and Yoo, 2013). On one hand, distribution of one’s 
cognition into two different areas of processing—information and task—might decrease the positive effect of 
cues on one’s perceptions of information credibility because of the dissipation of concentration on the 
information as a result of allocation of cognitive capability. For instance, Yang, Kim and Yoo (2013) found that 
people who were willing to adopt mobile technology in their lifestyle showed a greater level of positive attitude 
towards mobile advertisements. This relationship, however, was no longer valid amongst those who were not 
used to mobile technology. Similarly, Yoo (2009) found that participants who were aware of the persuasion 
intent of advertisements presented after a keyword search were less likely to click on those advertisements, and 
this result was more pronounced when the instructions for the search were complex than when those instructions 
were easy to follow. This finding implies that a skill set or knowledge of the use of technology would come into 
play as a cognitive accelerator of cue-dependent processing in evaluating the advertisement information in a 
positive fashion. On the other hand, it might also be plausible that one’s knowledge about the information could 
deter the activation of cue-dependent processing, which will result in a different evaluation of the information 
depending on the quality of the information. Kim, Kim and Besley (2013) found that the more educated 
deliberated upon the decision-making process more than the less educated for support of genetically modified 
food rather than using information shortcuts such as personal predispositions of ideology and religion as well 
as general public consent to the topic. 
 
In the specific context of LBIS, the recall of location information is accurate amongst those who use LBIS 
applications on their mobile device (Cheng et al., 2013). This might be attributed to the cognitive resilience that 
allows users to quickly focus on the information, rather than its function or the technological details of LBIS, 
amongst those who had prior experience with LBIS. This implies that prior experience could constitute a central 
part of knowledge that is likely to facilitate speedy judgment on the location information shared on Facebook. 
However, it is not clear whether such recall is positively associated with the credibility evaluation of the location 
information. 
 
In addition to one’s prior experience with Check In on Facebook, it is also important to scrutinise how likely 
users are to use a mobile phone. Since location check-ins on Facebook mostly happen via mobile phones, the 
original capability of using a mobile phone as a medium for the sharing should come into play with one’s 
cognitive processing of location information along with the actual experience with the affordance of this feature 
on Facebook. The previous literature suggests that one’s level of skill with a mobile phone would make a 
difference in the amount of information acquisition. Suki and Suki (2007) found that heavy mobile users, 
assumably more apt to use mobile phones, sought, accessed and subscribed to more mobile content than light 
users did. In other words, having sufficient skills for mobile phone use gave users more chances to absorb 
information, as they did not need to spend time learning how to use it, which typically happened with regard 
to other media technology as well (e.g. computers, the internet) (van Deursen, 2012). 
 
Therefore, akin to the logic of the potential moderating effect of prior experience with the activity on the 
credibility assessment with location information provided by Facebook friends, mobile phone skills and users’ 
perceived competence with the location check-in function on Facebook could also switch users’ cognitive mode 
from (source) cue-dependent to content-focused or vice versa, hence decreasing or increasing the likelihood of 



 
instant positive evaluations of the information. If users are not very competent in mobile phone use, they need 
to devote more cognitive energy to figure out what the feature of Check In on Facebook is and what purpose 
such location information is intended to fulfil. As a result of dispersed mental labour for both the technological 
feature and information processing, attitudes and credibility assessments for the location information could be 
less positive when users are not very efficacious with their skill set for mobile use. However, one might also 
argue that most young mobile users are equipped with sufficient knowledge and comfort with the Facebook 
interface. Hence, mobile phone competence might not play a critical role in influencing a Facebook user’s 
cognitive processing of location information that the user’s friends offer on Facebook. 
 
Thus, it is assumed that prior experience with LBIS on Facebook and users’ competence with mobile phone use 
would make a difference in the original relationship between the friendship tie and perceived credibility of and 
attitude towards the location information. However, the direction of the perceived credibility and attitude as a 
result of the moderating effects of individual users’ capability to adopt a new technological affordance (i.e. 
checking in at locations) to their daily lifestyle is not clearly predicted. 

H2a. Users’ prior experience with LBIS on Facebook will moderate the relationship between the 
friendship tie and the users’ attitudes towards and perceived credibility of the location 
information that they find on their friends’ Facebook feeds. 

H2b. Users’ mobile phone competence will moderate the relationship between the friendship tie 
and the users’ attitudes towards and perceived credibility of the location information that they 
find on their friends’ Facebook feeds. 

 
 

3 Method 
 
A total of 255 undergraduate students were recruited from two institutions, one of which is located in the 
Midwestern region (n = 170) whilst the other is located on the East Coast (n = 85). No difference was found for 
any of the measured variables in the sample groups of the two institutions. Whilst all of the students had a 
Facebook account, 42% of the students had not checked in at locations on Facebook before. Students checked 
their Facebook feeds for about 1 h per day, although they reported that they used their mobile phone for about 
4 h per day on average. Fifty-one percent of the students were females, and white was the dominant race in the 
sample, constituting 87%. The average age of the sample was 20 years old (SD = 1.30). 
 

3.1 Survey procedure 

Students completed a self-instructed online survey following the instructions inserted in the survey. Upon 
submitting their name and the date of participation as an agreement on the implied consent form, students 
proceeded with a series of questions about their prior LBIS experience, including Facebook Check In, and their 
level of competency with mobile phone use. After they submitted their responses to these questions, the students 
were instructed to complete a small task on their own Facebook account page by logging into their Facebook 
account in a separate internet browser. The instructions for the task requested that the students review their 
Facebook feeds from the last three days and check if any of their friends tagged locations. Students were asked 
to review their Facebook feed whilst they completed the rest of the questionnaire, which measured the primary 
measured variables for the present study, including friendship strength, attitudes towards the location 
information shared by those friends and the perceived credibility of the location information. This self-instructed 
survey had proven to be a valid method in a previous study for a sample of high-school-aged mobile phone 
users (Cingel and Sundar, 2012). 
  



 
3.2 Measured variables 

Prior experience with location check-ins on Facebook was measured by a single item that asked whether 
participants had tagged locations on their Facebook account via mobile phone or not. For the primary purpose 
of this study, 108 cases were excluded when the students indicated that they did not find any friends who shared 
location information on Facebook. Therefore, the main analysis used 106 student cases (61%) for the group 
with prior experience and 69 cases (39%) for the group with no experience with LBIS on Facebook. 
 
Friendship strength was measured on a scale of five items that operationalised relationship strength based on 
“the amount of time, the emotional intensity, the intimacy and the reciprocal services”, which would vary in 
relationships (Gilbert and Karahalios, 2009, p.212; Granovetter, 1973). The five items yielded a high level of 
inter-item reliability (α = 0.82). 
 
Mobile phone competence1 was measured by asking students about their proficiency level of the skill set for 
mobile phone use (Bakke, 2010). Twenty-four items meticulously assessed how students felt about their mobile 
phone usage skills, including message composition, technological adaption and efficacy (α = 0.96). 
 
Last, a scale consisting of 11 adjectives (i.e. relevant, timely, informative, entertaining, enjoyable, pleasing, 
irritating [reverse coded], insulting [reverse coded], overwhelming [reverse coded], likable and positive; α = 
0.82) measured users’ attitudes towards the location information. Another scale of three adjectives (i.e. credible, 
trustworthy and believable) measured the perceived credibility of the location information shared by Facebook 
friends (α = 0.93). These attitudes and credibility measurement items were adopted and modified from a scale 
used to measure the attitudes and credibility of mobile advertising (Lee, Hsieh and Huang, 2011). The 
measurement items for mobile phone competence and friendship tie strength are available in the Appendix. 
 
 

4 Results 
 
A multivariate analysis of variance (MANOVA) of friendship tie strength and prior LBIS on Facebook was 
performed to determine the main effects of the variable and/or interaction effects between the variables on 
attitudes towards and perceived credibility of the location information that friends tagged (H1s and H2a). A 
significant main effect of friendship tie strength (F(2,170) = 10.23, p < 0.001) and a significant main effect of 
prior experience with LBIS on Facebook (F(2,170) = 3.85, p < 0.05) were found on two dependent variables 
(Wilks’ Λ = 0.84, p < 0.001). Post-hoc general linear model analyses indicated that the greater the tie strength 
was with their friends, the more positive their attitudes were towards the location information tagged by these 
friends (β = 0.24) and the more credible the information was perceived as being (β = 0.26). Students who had 
checked in at locations on Facebook also reported more positive attitudes and greater perceived credibility 
of the location information that friends tagged (attitude: M = 4.02, SD = 0.09; perceived credibility: M = 4.28, 
SD = 0.15) than those who had not engaged in this activity on Facebook (attitude: M = 3.64, SD = 0.11; 
perceived credibility: M = 3.76, SD = 0.18). Thus, H1a and H1b were supported, whilst H2a was not supported. 
Another MANOVA of friendship tie strength and mobile phone competence was performed to see if any 
interaction effects between the two variables would exist on the two dependent variables. A significant main 
effect of friendship tie strength (F(2,170) = 10.56, p < 0.001) and a significant interaction effect between the 
two variables (F(2,170) = 4.57, p < 0.05) were found on two dependent variables (Wilks’ Λ = 0.82, p < 
0.001). Post-hoc general linear model analyses still supported H1s regarding the positive influence of friendship 
tie strength on attitudes and perceived credibility. The interaction effects between friendship tie strength and 
users’ mobile phone competence supported H2b such that the positive relationship between the friendship tie 
and attitudes and perceived credibility was still true amongst those who showed higher competence with 
mobile phone use. However, such a relationship was not found amongst those who showed lower competence 
with mobile phone use; hence, no relationship was shown between the friendship tie and dependent variables 



 
(Figure 1). 
 

Figure 1 Two-way interaction effect of friendship tie and mobile phone competence on 
perceived credibility of (left) and attitudes towards (right) friends’ location information 

 

 
 

5 Discussion 
 
The previous literature has pointed out a vital role of interpersonal relationships in sales and marketing (Crosby, 
Evans and Cowles, 1990). Such a positive influence of the interpersonal relationship on the marketing is 
attributed to the importance of trust between brands and potential buyers for purchasing behaviour (Doney and 
Cannon, 1997). In fact, the development of trust does not always require direct experience with brands. Given 
a firm and interdependent relationship amongst individuals in a group, experiences with brands transfer from 
one to another through distribution channels of information (Donny and Cannon, 1997, p.36; Lin, Paragas and 
Bautista, 2016). In other words, it is quite likely that people develop positive impressions of a business location 
that their Facebook friends tag as an expression of their pleasant experience with the business. Findings from 
the present study evidence a great likelihood of the strong influence of friendship on one’s assessment of pseudo-
advertising. However, this is subject to one’s prior experience and skill with technological affordance. 
 

5.1 Friendship as an invisible trust heuristic 

The present study found a positive relationship between the friendship strength and cognitive evaluations of 
location information on Facebook. As guided by the PKM, the absence of persuasive intent by advertising agents 
in location information shared by friends on Facebook is likely to drive positive evaluations (van Noort, 
Antheunis and Reijmersdal, 2012; Xu, 2014). Specifically, the support of the first set of hypotheses evidenced 
the possibility of cue-based information processing triggered by the source of location information (i.e. 
Facebook friends, especially close friends). However, the lack of mobile phone competence decreased this cue-
dependent information processing because of possible cognition dispersion (Yang, Kim and Yoo, 2013; Suki 
and Suki, 2007) (Figure 1). As an aggregated information platform, Facebook is now an information centre for 
mobile users (Counts and Fisher, 2010). However, information overload is still a typical phenomenon on 
Facebook (Koroleva, Krasnova and Günther, 2010), and it may prevent Facebook users who access the platform 
via their mobile phones from enjoying a quick manner of information processing. 
The findings of the present study showcased that source credibility, which is considered a significant cue for 
instant information processing (Johnson and Kaye, 2015; Petty and Cacioppo, 1986), seems naturally to transfer 
to information credibility in the case of LBIS. Even though the source credibility represented by the strength of 
friendship is not identifiable in a physical form anywhere on Facebook, the source cue was likely to boost 
positive evaluations of location information, presumably via cue-dependent processing as the ELM (Petty and 
Cacioppo, 1986). As the ELM also hypothesised, individual differences that contribute to the likelihood of 
cognitive dispersion must be considered in the effects of source cues on the information evaluations (Petty and 



 
Caccioppo, 1986). For instance, Gurrea, Orús and Flavián (2013) found that product quality seals (e.g. 
“recommended product”, “top sales”, or “special offer”, p.16) led to elaboration of information processing 
amongst users of online product reviews when the users were naturally inclined to carefully scrutinise 
information (i.e. high need for cognition). For those who did not usually employ cognitive elaboration (i.e. low 
need for cognition), those seals greatly contributed to their cue-dependent processing. Likewise, “visible” cues 
typically direct information receivers to an experience by activating mental shortcuts, leading to a quick, and 
likely positive, judgement. However, this instant information assessment is no longer valid for those who 
genuinely allocate their cognitive efforts to in-depth processing of the information (Kim, Kim and Besley, 
2013). This is not the case, however, with location information shared by friends. The null finding of the present 
study regarding the moderating effect of prior experience corroborated that people’s trust in their friends 
automatically operated as an invisible cue to trigger cue-dependent processing, so they evaluated the location 
information shared by the friends in a positive light. 
 
In addition, this invisible trust cue of friendship is worth being noted along with the simplicity of the location 
information shared on Facebook. Wang, Yu and Wei (2012) suggested that talking about products with friends 
on social media would increase positive attitudes towards the products and, hence, intention to purchase the 
products. This relationship would be pronounced when users strongly identified those friends as “close”. 
Consistent with this previous study’s finding, the current study found that stronger friendships led to more 
positive attitudes towards and greater perceived credibility of the location information. However, the present 
study’s finding is unique in that simple exposure to succinct information, typically the name of a business, still 
showed the predicted direction of psychological perception without direct conversations about the location 
experience with the friends. 
 
Furthermore, it should be noted that the positive evaluation of the simple location information on Facebook was 
possible because Facebook users did not need to seriously review the business location that their friends tagged 
on Facebook, but simply formed their attitudes instead. Baek, Ahn and Choi (2012) found that users of an e-
commerce website (i.e. Amazon.com) were likely to activate cue-dependent processing for quality judgement 
when reading online reviews by focusing on available information cues such as star rating reviews, the number 
of reviews and review helpfulness when searching for experienced goods (e.g. baby books) or inexpensive goods 
(e.g. goods below $100). However, the site users engaged in information processing in an elaborated fashion 
based on the actual content of the reviews or product descriptions when considering purchasing search goods 
(e.g. USB drives) or expensive goods (e.g. goods above $100). Thus, before encountering the actual moment of 
decision, whether visiting for dining, travelling or lodging, Facebook users’ processing of location information 
is likely to rely on friendship as a trust cue, which is still crucial to marketing. 
 

5.2 Experience with location-based information sharing as a precursor of reciprocity and social influence in the 
realm of social media 

Unlike the prediction of a moderating effect of one’s prior experience with LBIS on Facebook, the present study 
simply found a positive effect of it on Facebook. This finding may offer pragmatic insights into advertisers and 
marketing practitioners with regard to LBIS as behavioural contagion (Polansky, Lippitt and Redl, 1950) on 
Facebook and other social media for its persuasive effects. In other words, prior experience with LBIS was not 
a precursor of the likelihood of cognitive elaboration; instead, it might operate as a precursor of social influence, 
as prior experience showed its main effect on the attitudes towards and perceived credibility of location 
information in the current study. The previous literature explicated tie strength in the realm of exchanging social 
support (Granovetter, 1973). Like the positive effect of a strong relationship tie on users’ evaluations of location 
information, experiences with sharing would be likely to induce positive psychology, especially when users 
also benefit from the information and support shared by other users on social media platforms. In this sense, 
prior experience with LBIS on Facebook generates positive psychological reactions towards the outcome of the 
same information-sharing activity of friends based on the principle of reciprocity. Those who have checked in 



 
at locations previously on Facebook might have done so to promote the quality of their experience with the 
locations, and so they know that their friends wanted to share locations for the same reason. 
 
Reciprocity is a strong reinforcement of positive attitude formation amongst information sharers and social 
supporters (Krishnan and Carment, 1979). Reciprocal interactions positively contribute to indirect advertising 
effects through behavioural contagion, especially in mass interactions in which a recipient’s role becomes “more 
like that of the actor or initiator”. The exchange of information and social support as a result of behavioural 
contagion would be made without the actor’s visible intention to influence others during social interactions 
(Polansky, Lippitt and Redl, 1950, p.322). For instance, Bond et al. (2012) suggested that a strong influence of 
close relationships would exist for Facebook user behaviour in the context of voting and political decision-
making processes. The study found that users read a political message more when they found their friends on 
Facebook viewing the same political message than when they found that their friends did not read the message. 
This effect was observed only in the group that reported solid friendships with their Facebook friends. Likewise, 
when Facebook users already engage in LBIS, their habitual action of LBIS will carry a positive influence to 
evaluations of the location information shared by their friends as a function of social influence, which anticipates 
a domino effect of an indirect, interpersonal advertising strategy. 
 
Although the present study found evidence of meaningful theoretical and practical implications, it is not free 
from study limitations. First, the present study assumed, rather than directly measuring, the perceived persuasion 
intent whilst it applied the PKM as a theoretical foundation. Ontologically, it was obvious that less persuasion 
intent was detected in location information shared by friends on Facebook than information advertised by 
businesses because of the unique presentation of information via location check-ins on Facebook compared to 
traditional forms of advertisements. However, one might raise the question that it would not be clear why 
Facebook users showed positive reactions to the location information shared by their friends; could it be 
explained by the deficit of persuasion intent because their friends, not business advertisers, shared that 
information, or solely by the cuing effect of the information source? In other words, the persuasion intent might 
still be detected, but Facebook users did not mind the promotional intention contained in location information 
as long as their close friends shared it. This theoretical ambiguity calls for careful investigation to unpack the 
main relationship between the friendship tie and cognitive evaluations of location information. 
 
In addition, the present study did not parcel out the depth of location information that study participants 
reviewed. Most of the location information shared on Facebook include the name of the business and sometimes 
a succinct comment on the tagged location, along with the more recent addition of aggregated reviews via 
Google with star ratings of the business. There might be a different degree of the information depth across 
tagged locations, which vary depending on the additional information provided for the location besides the name 
of the business. Furthermore, positive experiences with the locations tagged on Facebook were assumed, but 
not precisely measured, in the current study since the participants were not asked to review specific nuances 
of those location check-in postings appearing in their Facebook feeds. Similarly, another factor that might 
influence evaluations of location information would be proximity of the locations to users. Perceived spatial 
distance is one of the critical factors that would affect evaluations of location information (Fujita et al., 2006). 
All of these aforementioned study limitations leave room for future research. 
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Note 

1   Median (5.54, SD = 0.94) split was performed to construct a categorical variable for the sake of visualising an 
interaction effect between the friendship tie and mobile phone competence on attitudes towards and perceived 
credibility of the location information friends tagged on Facebook. 



 
Appendix 
 
Measurement items 
 
Mobile phone competence (Bakke, 2010) 
My mobile phone text messages are written in a confident style. 
I know I can learn to use new mobile phone technologies when they come out. I feel good about my mobile 
phone conversations. 
I am very familiar with the features on a mobile phone. I use an assertive style when writing a text message. 
I choose which mobile phone feature (i.e. voice, text, and picture messages, etc.) to communicate with based on 
the extent to which I need to get some ‘‘back and forth”, ‘‘give and take”, and interchange of ideas. 
I quickly figure out how to use new features on a mobile phone. I enjoy communicating using mobile phones. 
I choose which mobile phone feature (i.e. voice, text, and picture messages.) to communicate with based on 
how personal or intimate the information in the message is. 
I rely heavily upon my mobile phone for getting me through each day. I display a lot of certainty in the way I 
write my text messages. 
I am confident that I will learn how to use any new features that are due to come out. If I can use a mobile phone 
for communicating, I tend to. 
I make sure my objectives are emphasised in my mobile phone text messages. I consistently achieve my goals 
in mobile phone interactions. 
I enjoy my mobile phone interactions with others. 
My mobile interactions are effective in accomplishing what I set out to accomplish. 
I feel completely capable of using almost all the features available on a mobile phone. 
I use a mobile phone as means of communication almost constantly. 
I choose which mobile phone feature (i.e. voice, text, and picture messages.) to communicate with based on 
how much information is involved in the message I need to communicate. 
I am a heavy user of mobile phone communication. 
I am generally pleased with my mobile phone interactions. 
I am very articulate and vivid in my mobile phone text messages. I am effective in my mobile phone 
conversations with others. 
 
Friendship tie strength (Gilbert and Karahalios, 2009) 
The Facebook friends who tagged locations and myself are very close. 
I feel very comfortable with asking these Facebook friends who tagged locations to borrow $100 or more. 
These Facebook friends who tagged locations would be very helpful if I were looking for a job. 
I would be very upset if these Facebook friends who tagged locations unfriended me. 
It would be very important to bring these Facebook friends who tagged locations to another social networking 
site if I left Facebook for the new site. 
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