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chapter presents the brief description of practice, and the stakeholders' argumentation 

according to three main groups of interest (the government, firms, and public or 

consumers ), if found. The description of each case is synthesized from contextual 

integrity framework codes Practice, Attributes, and Princip les and the arguments of 

each stakeholder from codes Impacts, Consideration factors, and Opinions. 

W e found that the stakeholders' arguments are similar for each kind of case or 

purposes of RFID use. There are 4 kinds present in this study: the ID smartcards and 

passports for personal identification, the health industry usage, the ID cards for 

students and RFID in public transportation. 

Used on ID stnartcards and passports in Germany, South Africa and Singapore, RFID 

serves to store the personal information of citizens, such as the citizen' s full name, his 

birth date, as weil as his biometrie information. Ali this information will be used 

essentially for persona! identification in South Africa (V3.co.uk, 2009; 

mpoverello.com, 2012; News24, 2012; RFID Knowledgebase from IDTechEx, 

2014). Sometimes, biometrie information such as fingerprints in Germany is optional 

(NOR.F.I.D., 2008; RFID Knowledgebase from IDTechEx, 2010; Wessel, 2010). In 

the case of RFID-enabled passports in Singapore, the information stored on the tag 

could be transtnitted to airport authorities for identification purposes (Y eo, 2006; 

RFID Knowledgebase fron1 IDTechEx, 2007b; Lim Lark, 2008). In Gennany, this 

information is accessed by the government and certified by government e-trader firms 

if the citizen enters the PIN number. In the same country, based upon the information 

on the RFID tag, the citizen' s digital signature may be produced and stored in a 

govemmental database. 

The governmental arguments for ail 3 cases are similar: efficient and secure personal 

identification will improve travellers' security, reduce the fraud and forgery oftravel 

documents, and itnprove people' s confidence in official identity credentials (South 

Africa). In South Africa, the RFID-enabled ID stnartcards project prepares for the 
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deployment of eGovernment services. In Germany, this project fosters e-commerce 

by improving the citizens' security in online transactions. 

The arguments of neither consumers, nor firms participating in the projects of South 

Africa and Singapore are described in the cases; despite that, the govemments were 

working with private firms at least for technological development and often in full 

partnership. The RFID-enabled ID smartcards project hasan interesting goal for firms 

since the govemment in Gennany attempts to control and stimulate the e-commerce 

through certifying e-traders and gran ting them with the implementation of an 

infrastructure to read smartcards and to produce the digital signatures for customers. 

The consumers in Germany are reluctant to engage in digital transactions and the 

German government hopes to arouse a better feel amongst consumers toward e­

commerce through the creation of a safe technological environment for online 

transactions. But according to data protection experts, the RFID tag is problematic for 

possible infonnation theft. 

The RFID usage in health industry differs a lot from case to case and include: the 

health tracking for Pakistani infants through an RFID-enabled bracelet wom in 

pern1anence to eradicate the babies' pneumonia (Powder, 2009; Swedberg, 2009), the 

healthcare smartcards matching the patient with healthcare providers to track the 

n1edical acts and dent out the fraud in USA (Johnson, 2011; Horowitz, 2012; 

Robinson, 2013), the RFID-enabled cali button on cards to secure staff and track 

disoriented and aggressive patients in Belgium (RFID Knowledgebase from 

IDTechEx, 2008a; Swedberg, 2008a; Marion, 2009; proxSafe, 2009), the RFID­

enabled medication packaging and bracelets to be wom by patients to track the 

medication from the pharmacy till its administered to patients in Gern1any (RFID 

Knowledgebase from IDTechEx, 2006b; SAP, 2006; Wessel, 2007). 

Helped by RFID-enabled bracelets, the Pakistani goven1ment gathers the 

epiden1iological data for pneumonia vaccination needs, fosters the medical attention 
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and efficient care for babies, and facilitates the collaboration for medical staff The 

US govemment foresees to eradicate the fraud in Medicare (the government­

administrated medical insurance ). The governmental arguments in Belgian and 

German cases are not known. 

The hospitals and the medical staff hope to improve the efficiency of services, the 

quality of treatn1ent, and the safety of patients and staff in ail cases. Pakistani doctors 

see the inunediate benefits for medical care and attest high persona! involvement as 

they use persona! cellphones. The very enthusiastic Jan Yperman hospital staff in 

Belgium learned quickly how to use the RFID-enabled deviees. The Hospital of Jena 

in Germany hopes to gather the research data to discover correlations between disease 

patterns and potential drug incompatibilities. 

The Pakistani parents appreciate the RFID health tracking program for infants to 

ensure added medical attention for babies. In the USA, the introduction of electronic 

health records rais es fears of identity the ft among patients and their concerns about 

the ease to consult their medical history since it may prevent them from service 

choice and quality (e.g. inaccessible second opinion). The consumers' argun1ents are 

not described for Belgian and German hospital cases. 

When RFID is used in education, it is in a student and staff identification context. For 

Reykjavik University in Iceland, the RFID-enabled smartcard serves to provide 

access to university' s public services, including cashless ven ding tnachines, canteen 

transactions, on-demand prin ting, photo ID production, library access, locker use, and 

more (RFID Knowledgebase from IDTechEx, 2008c; asmag.com Global Security 

Web, 2010). For the Northside Independent School District in Texas, USA, the 

RFID-enabled smartcards worn by students allow the persona! identification and geo­

location of students on the schools' grounds, but also the access to the school' s 

library and cafeteria (Desn1arais, 2012; Johnson, 2012; Oretnus, 2013; Sreastman, 

2013; Vara-Orta, 2013). 
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The governmental arguments are unknown in the Reykjavik University case, the USA 

government hopes to enhance school attendance by subsidizing the district, which 

undertakes the RFID identification program. 

Both institutions (Reykjavik University and Northside Independent School District) 

argue for efficient and economical access control, security and safety for students. 

Reykjavik University implements the solution for the convenience of students, 

faculty and staff and Northside Independent School District hopes to enhance 

attendance policies with this program. 

If the RFID-enabled smartcards were welcomed by students and staff, the N orthside 

Independent School District project evokes a widely negative reaction on the 

consumers' si de by po in ting to privacy and religious issues, which were expressed 

online, in-person and by the lawsuit against the school officiais who declared the 

smartcards mandatory. 

When RFID is used in public transportations, 2 different scenarios are present. In the 

first, the RFID-enabled smartcard serves to identify a passenger through the personal 

information data and the photograph. For NoWcard in Cumbria, UK this card allows 

the automatic calculation of the concessionary fare (e.g. golden age rebates) (Grahan1, 

2007; RFID Knowledgebase frotn IDTechEx, 2007a). In the Great Toronto Area 

between Hamilton and Oshawa in Ontario, Canada smartcards replace tickets, tokens, 

passes or exact cash because the card is registered and the fares are loaded on it 

(RFID Knowledgebase from IDTechEx, 2006a). The second scenario for the 

Copenhagen airport in Denmark allows an opting-in ofpassengers to match the 

personal RFID tags with their cellphone numbers. The passengers are geo-located in 

the airport and texted for boarding (Bjarke, 2008; Neely, 2008; AfLyngsow Systems, 

2012). 

The govemment argumentation common for ali projects is passengers' convenience, 

persona! identification and security in1provement. The security of airports and borders 



was particularly important for the Denmark project. The local government in 

Cumbria, UK benefits from accurate information data transfer. 
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The firms' arguments are the improvement of service efficiency ( e.g. speeding the 

boarding time for ali three projects, avoiding the dela ys due to late passengers and 

promo te "silent" airport without personal calls in Copenhagen) and the accuracy of 

data administration. No consumers' argun1entation was found for neither of the three 

projects. 

The Initiative Office for Governn1ent RFID Applications in Taiwan is conducting a 

series of trials. These projects involve the use ofRFID to track legal evidence, 

chemotherapy drugs, mushrootn harvesting and shipment, hikers on a forest trail, 

duty-free shopping, and paper mill employees' movements (RFID Knowledgebase 

from IDTechEx, 2008b; Swedberg, 2008b ). The Taiwanese government's argument 

is a claim to open the way to the RFID usage in the country' s economy by exploring 

the innovation's power and projects' feasibility. No arguments from either firms or 

consumers were found for this case. 

The evidence shows that the arguments, if available, are project-oriented, scarce and 

disconnected. Since these findings tnay reflect the gaps in the stakeholders' 

relationships and may lead to the potential conflicts, we explored the n1ain 

stakeholders' relationships as it appears in the articles found for 13 RFID project 

cases. The next section presents our findings about the stakeholders' relationships. 

AP.B.4.3 Exploring stakeholders' relationships 

Since the relationship between the three tnain groups of stakeholders (governn1ents, 

firms, and public) did not appear through the analysis of the stakeholder arguments, 

we completed the analysis of the co-occurrence of the stakeholders' statements in the 

cases. The co-occurrence of the referral to stakeholders means that these stakeholders 
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are both mentioned in the quoted text of the article. Thus, the chances are high that 

this quote provides a statement about their relationship. 

First, we identified ail codes, which refer to the stakeholders. From 330 codes, we 

found 68 codes directly referring to the public or the consumers, 79 codes mentioning 

firms, and 28 codes referring to governments. The criteria of choice for pertinent · 

codes were the direct naming of stakeholders and/or the mention of the action directly 

perfonned by this stakeholder. AU other codes were excluded frotn this analysis since 

they describe projects, benefits, or technology. 

Then, with ATLAS.ti 7 we generated three co-occurrence tables2 to reflect the 

possible relations~ips. The 1 st table represents the co-occurrences of codes for 

government-consumer references. The 2nd table represents the co-occurrences of 

codes that mention the firms and public or consumers, and the 3rd table maintains the 

co-occurrences of the codes referring to govemment-firm stakeholders. 

Last, we returned to the cases to explore the nature of each quote of articles' text 

appearing in tables and to uncover the possible relationship between three parties: 

public, firms, and government. Tableau AP .B.2 shows the presence of relationship in 

each of the 3 co-occurrence tables and for each of the 13 cases. The following 

presents the findings of this part of the analysis. 

2 These tables are available upon request. 
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Tableau AP.B.2 Mentions ofrelationships in RFID projects 

CASES Govemment- Public Finn - Public Govemment- Finn 

relations relations relations 

Internai ID smartcards, Gennany Y es Y es Y es 

Internai ID smartcards, South Africa Y es Y es Y es 

RFID-enabled passports, Singapore Y es Y es 

Health tracking for Pakistani infants Y es Y es Y es 

Healthcare smartcards, USA Y es 

Healthcare assets and patients tracking in Y es 

Jan Ypemum hospital, Belgium 

1 

Medication and patients tracking in Y es Y es 

University hospital of Jena, Germany 

Reykjavik University smartcards, Island Y es 

San Antonio schools student cards, USA 

Smartcards for bus fares in Cumbria, UK Y es 

Smartcards for public transportation in Y es 

Toronto, Canada 

RFID tags for passengers in Copenhagen Y es 

airport, Denmark 

Cumulative case of RFID trial Y es 

govemmental projects in Taiwan 

AP.B.4.4 Government-public relationship 

Only a few cases (4 out of 13) show the relationship between governments and the 

public. 3 ofthose cases describe personal identification projects: the internai ID 
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smartcards in German y and South Africa, and RFID-enabled passports in Singapore. 

The 4th case is about the health trac king of Pakistani infants .. 

With the new RFID-enabled ID, the German government established the standard for 

the personal identification fore-commerce and, by this means, the control to secure 

the online transactions of personal information. This initiative fosters the e-co mm erce 

since it reassures the citizens, which are reluctant to engage in electronic exchanges 

fearing identity theft. However, the new cards generated a negative reaction, which 

was palliated: "Sorne citizens have rallied against the cards, claitning that anyone 

with an RFID reader could collect the data stored on thetn at any given time-but the 

government has been able to quell such fears, by pointing out that only certified 

organizations can request such information, and by citing proprietary security 

controls". 

With South Africa RFID-enabled internat ID issued in collaboration between 

government and private companies, the government hopes to assure the persona! data 

security. "The South African government embarked on this service program to 

improve confidence in official identity credentials and to prepare for the deployment 

of a con1prehensive suite of efficient and convenient eGovernn1ent services". At the 

san1e time "Banks, bus in esses or other credit providers who needed people' s identity 

details would have to purchase sn1all verification machines" to scan the fingerprint 

and compare with those kept on the RFID tag. 

The citizens are anxious about the Singapore RFID-enabled biometrie passports. The 

government seeks to reassure the citizens, but government' s arguments contradict the 

German and Japan-based researchers, which demonstrate the possibility of identity 

the ft: "The country' s immigration authority, which has started to issue biometrie 

passports, says fears that e-passports can be hacked are unfounded". 

The RFID bracelets tracking thè general health and cases of infant pneumonia for 

research provided additional healthcare services for infants. This Pakistani initiative 



was strongly supported and voluntarily adopted by medical teams and heartily 

accepted by the parents of infants. 
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Thus, through exarnples of German and South African ID smartcards and the 

Pakistani infants' healthcare, the co-occurrence table clearly shows the trilateral 

cooperation between the stakeholders. The government' s attempts to reassure citizens 

for the use of the Singapore bion1etric passports are dernonstrated in the 4th case. 

AP.B.4.5 Firms- public relationship 

9 out of 13 cases display the relationship between firms and the public or consumers. 

Apart the cited ID smartcard projects in Germany and South Africa and the infant 

health tracking in Pakistan, 3 cases in the healthcare industry, as weil as 2 cases of 

RFID use in education are present together with the Copeiihagen airport project in 

Denmark. 

For ID sn1artcard projects in Germany and South Africa, the relationship between ali 

three groups of stakeholders (government, firms, and public) is weil covered in the 

chapter describing government-public relationships. 

In the Pakistani infants' health tracking project, the co-occurrence table highlights an 

interesting detail about unusually deep and personal involvement of doctors in the 

project. Encouraged by parents' voluntary adoption of the program, the doctors use 

the ir persona! cellphones to scan the infants' RFID bracelets and to enter the details 

to the health files of the infants: "While researchers were initially concemed about 

depending on health-care providers to use the system properly, they have thus far 

found that with the proper training, doctors use it correctly". 

Surprisingly, the only mention of the finns' public relationship in the case of the 

stnartcards use in healthcare in the USA concems the fact that the retailers adopt 

RFID en masse and do not care about privacy issues related to the possible theft of 
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information registered on those smartcards. Academies study the negative feedback 

from the customers related to this early adoption. 

The trac king of the disoriented patients in Jan Yperman hospital in Belgium will be 

beneficiai not only to patients, but also to the hospital staff. The hospital staff 

evaluates positively and adopt voluntarily the cali button installed on the RFID­

enabled card, \vhich could provide a quick backup to the staff engaged with 

aggressive patients. 

The university hospital of Jena in Germany hopes that its patients will benefit from 

safety improven1ents conceming staff n1istakes on treatments, care or medications 

when ail medication will be tracked and matched with patients using RFID tags. 

The relation between finn and public for the Reykjavik University is very different 

from the San Antonio schools in the USA. Since the Reykjavik University students 

and staff give a good feedback about the innovation brought. by RFID-enabled 

smartcards, the opposite happens for San Antonio schools. The students supported by 

their parents react negatively to the introduction of RFID-enabled identity cards. 

They protest against student tracking online, in person, and by engaging into lawsuits 

against school officiais. 

The Copenhagen airport provides new RFID-based opt-in services for passengers 

with no cost for them. The RFID-enabled cards are used jointly with passenger 

cellphones. The cards allow a trac king of pas sen gers in the airport buildings and 

areas, as well as remind thetn about the boarding tin1e through their cellphones for a 

mutual benefit: it reduces the boarding and waiting time on the airport, as weil as 

prevents passengers from missing their flights. 

In sum, the relationships between firms and the public are mixed. The relationship is 

better in the case of mutual interest in or benefits from the project. The negative 

reaction of the public in relation to the technology worsens this relationship. Often, 
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the efforts of the finn to improve it are not reflected in the cases. The worst scenario 

appears wh en the third party, but not the main stakeholders, is engaged to understand 

the problem, such as in the case of the smartcards for healthcare in USA, when the 

acadetnics are studying the negative public reaction to the project. 

AP.B.4.6 Govenunent- fim1s relationship 

8 out of 13 cases testify to the relationship between governments and firms including 

already mentioned ID smartcards in Germany and South Africa, RFID-enabled 

pas sports in Singapore, the health tracking for Pakistani infants, and the case of the 

University hospital of Jena in Gennany. Two projects of stnartcards for fares in bus 

travelling in Cumbria, UK and public transportation in Toronto, Canada are added to 

this group. The 8th case is cutnulative for RFID trial projects the government of 

Taiwan is engaged in. 

With the RFID-enabled ID in Gennany, the government delegates the power to the 

firm, when the private firm partner is responsible for the issuing of the electronic 

signature certificate for citizens. Helping firms, the government subsidizes the RFID 

readers and therefore "The idea of the stimulus package was to boost the economy by 

creating new infrastructure". By the analogous project in South Africa, the 

government helps fim1s providing the safe infrastructure for e-commerce. 

As for the case of RFID-enabled pas sports in Singapore, the only n1ention about the 

relationship between the govemtnent and the firn1s infom1s about the compliance of 

the development with the international standards, which is important to the 

government as it fosters the interoperability between countries. Launched by joint 

efforts of Pakistani and USA governmental entities and private non-profit finns, the 

project of health tracking for Pakistani infants is the international partnership with 

USA non-profit private fim1. 
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The reason for a private partner choice: the expertise of the SAP in the RFID industry 

is mentioned for medication tracking in the University hospital of Jena, Germany. 

The smart fare cards project for public transportation in Toronto is led by a private 

partner, bringing his expertise in innovation to the public. In contrast, in Cumbria, 

UK, the government provides the technological standard to use by the firms. 

"Integrated Transport Stnartcard Organisation (ITSO) specification was launched in 

2004 by the Departn1ent for Transport. It has been designed to allow a variety of 

smart cards to be used and recognised by different types of electronic ticket 

n1achines. It is the Government specification for all public-funded transport smart 

card schemes across the UK". This project is a part of the partnership between 

different governmental entities on the federal and locallevel. 

Similarly, in Taiwan, in the cluster of projects that are very different by nature and 

engage in different sectors of the industry, the Taiwanese government hopes to open 

the way for the firms and fos ter the economy of the country: The Ministry of 

Economie Affairs "entered talks with numerous industries, he says, "and the 

conclusion we catne to was that the government could help by testing applications 

first". 

In sutn, the relationship between government and firms are of very different nature 

where both parts can play the roles of developer, supplier, or integrator bringing its 

expertise in innovation and n1odemization to different fields of industry. In sorne 

cases, the government delegates the power to the firms such as for the ID smartcard 

in Germany, but in many cases the government opens the way to testing RFID 

technology and standardizing the processes related to the privacy and personal data 

security. 

Since, the government-firm relationship is often regulated by contract (for example, 

suppliers' or integrators' mutual agreement) and governed by the current legislation, 

it is described better and clearer than any relationship involving the public. The 
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relationships with the public or the consumer are less defined and do not imply the 

intense communications between the parties in order to find an agreement which 

takes into account the interests of each stakeholder. 

AP .B.5 Conclusion 

W e explore the RFID development promoted by governments, because of the 

importance of this phenomenon. RFID spreads widely throughout the world, but is 

still highly controversial, because of the great support given to RFID technology by 

govenunents despite the many ethical issues raised by this technology. The findings 

of this research show that the motivations for RFID projects promoted by government 

are rarely consider the needs of ali projects' main stakeholders. Moreover, the co­

occurrence analysis shows the rarity of mutual consideration of stakeholders' 

interests. Given these observations, we suggest a change in the CSR paradigm to 

improve the efficiency of the latter. The actually popular liability CSR paradigm is 

limited as it reposes on the normative regulations issued by governments and firms' 

duty to respect the consumers' interests. However, the regulations are powerless to 

the innovation. The governn1ents delay the regulations for innovations or even 

delegate the regulation power to firms, which are not necessarily equipped to respond 

to this challenge. So far, the right and effective solution might be based on different 

pillars (Lessig, 1999). Lessig's proposai posits four principal conditions: (1) robust 

and secure technology, which excludes the fraud possibility, (2) consumers' power on 

the free market, which forces the firms to respect the consumers' rights, (3) providing 

of general norms and regulations orien ting the firms' behaviour, and ( 4) presence of 

social communities keeping in touch with consumers and making their voice loud 

enough to be heard and considered by government and firms. Wasieleski and Gal-Or, 

(2008) add the fifth condition, which is public education about the itmovation and its 

implication. Taking in account ali five conditions, Schrempf (20 14) 's proposai of 

CSR paradigtn change supported by this research becotnes more consistent as the 
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social connection CSR is the right way to maintain the constant dialog between ali 

stakeholders and assuring the consideration of everyone's needs. 

AP.B.6 Limits and future research 

This research explores a field in which information is not easily accessible. We used 

the secondary sources, because the description and details for RFID projects 

involving governments are not often available publicly. Thus, empirical validations 

using pritnary sources might be useful. This research describes the phenotnenon from 

a bird's-eye perspective. The more precise view exploring the phenon1enon in detail, 

focusing on specifie industries, countries or practices nüght bring new interesting 

findings. Additional exploration of existing norms and regulations for each case tnay 

strengthen the fmdings making them grounded and connected to reality. 

Used in this study analytical tool based on contextual integrity tnay be itnproved by 

in-field replications, which can correct the flaws of the application and improve its' 

robustness. Furthermore, the tool itself may be more precise to lead to more insights 

providing a deeper understanding of governments and firms' motivations and 

consumers' behaviours. This understanding will lead to better management of RFID 

projects, effective solving of ethical issues, engaging into CSR, and creating 

harmonious relationships between stakeholders reaching for a better society. 
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Purpose 

Retail banking has considerably evolved since the early 2000s. With the expansion of 

Internet usage, smartphones and the introduction ofradio-frequency identification 

(Bluetooth, beacons and NFC) used in services, new and diverse forms of e-banking , 

and m-banking have appeared. Ubiquitous technology enables the remote 

identification and geolocation of objects and consumers using radio waves. In the 

banking sector, it is n1ostly used for security and control purposes. It reduces the 

an1ount of manual work performed by etnployees, facilitates trac king and tracing of 

sensitive objects, and aids in the fight against fraud. The banking sector also benefits 

from this technology by identifying the client, by issuing contactless credit cards, and 

by offering a n1ore personalised service. 

In contrast to the more conservative banking sector, the retail and entertainment 

industries uses ubiquitous technology mostly to improve the customer experience. 
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Through marketing strategies such as interactive and proximity marketing that use 

pervasive and ubiquitous applications, retail and entertainment firms are increasing 

the connectivity with their clients. These technological applications allow companies 

to instantly obtain client opinion and purchase data, transmit contextualised 

promotions, provide additional relevant information to clients and better personalise 

their offers while continuously improving the client experience. 

Despite the strong recotntnendation and desire to improve its customer experience, 

the banking sector underuses the imn1ense power ofubiquitous technology. This 

project aims to fill this gap by providing a tool that will enable financial institutions 

to integrate ubiquitous technologies in contemporary marketing strategies. 

Methodology/ Approach/Findings 

To attain this objective, (1) \Ve identified thirteen cases of marketing usingubiquitous 

technology in retail, entertainment and banking industries. We then analysed these 

cases using a theoretical framework constituted of the seven principal concepts of 

customer experience: Think, Act, Feel, Socialize, Surround, Impress, and Situate. (2) 

We conducted two focus groups to explore the opinion ofbanking clients related to 

the use of the se ubiquitous technologies. 

Based on the results of these two first steps and a literature review, we built a 

theoretical model of consun1er reaction to marketing using ubiquitous technology, 

and adapted it to the specifie context of the financial industry. The next step in our 

study will confirm the model for North An1erican banking consun1ers using a 

structural equation modeling with Mplus. 
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OriginalityN alue 

W e expect that the results will confirm a new theoretical model of consumer reaction 

adapted to the contemporary context of interactive ·marketing and proximity 

marketing in retail banking. It will integrate the most important factors that affect 

consumer reaction with the new emerging factor of Connective Proximity known for 

its effect in interactive marketing and proxin1ity n1arketing. The tnodel should 

provide a tool that will more accurately capture the optimal settings of technology use 

in marketing and enable banks to efficiently predict consumer reaction to ·the 

teclmology, handily design itnplementation, better target consun1ers, increase the 

consumers' propensity to accept personalized content, and provide an improved 

customer experience in banking. 
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