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Chapter 6.11

Mobile Camera Phones:
Dealing with Privacy, Harassment,
and Spying / Surveillance Concerns

Christopher Abood
Australian Computer Society, Australia

ABSTRACT

This chapter discusses the growing inappropriate
use of mobile camera phones within our society.
There are two areas of concern that are dealt
within this chapter. The first concern deals with
individual privacy and the use of mobile camera
phones as a tool of harassment. The second con-
cern deals with organizations seeking to prevent
industrial espionage and employee protection.
This chapter outlines how these devices are be-
ing used to invade individuals’ privacy, to harass
individuals, and to infiltrate organizations. The
author outlines strategies and recommendations
that both government and manufacturers of mobile
camera phones can implement to better protect
individual privacy, and policies that organiza-
tions can implement to help protect them from
industrial espionage.

INTRODUCTION

During 2004, Samsungran atelevision advertise-
ment depicting a young man sitting in a café. He
was taking photos of a young girl walking across
the promenade with his mobile phone with in-
built camera. The young girl was not aware that
she was having her photo taken as she walked
by. However, she turned to look over at the café
and realized she was being photographed. She
walked over to the man sitting in the café, took
the mobile camera phone from him, and began to
take pictures of herself rolling over a car.
During the 2004 Olympics, LGranatelevision
advertisement where a girl on a beach phones
her friend in a shop to show her a live video feed
of a muscular man applying suntan lotion next
to his surfboard. It is obvious that the man is
unaware that he is being videoed. The girl in the
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shop receiving the images passes the phone to a
male companion to view. The catch phrase for
the advertisement was: “LG, Official Sponsors
of Eye Candy.”

In both cases, these television advertisements
depict voyeurism as a legitimate activity. In the
Samsungadvertisement, it goes further to suggest
that people like having their photos taken with or
without their knowledge or consent.

It is therefore ironic that both Samsung and
LG have banned the use of mobile camera phones
within their operations due to concerns these
devises will be used for industrial espionage
(BBC News, 2003). Also ironic is that Sydney,
Australia, resident Peter Mackenzie was fined
$500 for using his mobile phone to photograph
women sunbathing topless at Coogee Beach (The
Australian, 2004). Appearing in Waverley Local
Court, Mackenzie pleaded guilty to behaving of-
fensively in a public place. He told reporters later
that he regretted his actions and realized they
had been inappropriate. However, his behaviour
was actively encouraged by mobile phone ven-
dor advertising campaigns. Mackenzie’s actions
on Coogee Beach were entirely consistent with
advertising campaigns for mobile camera phone
technology, but the fact that he was arrested,
charged, and subsequently fined makes it clear
that these campaigns are out of step with reality
and public standards.

Also during 2004, Virgin ran a television ad-
vertisement depicting a game called Ming Mong.
The game essentially involves sending a picture
to someone’s mobile phone with a caption. One
such example in the television advertisement
was a picture of a toilet with the caption, “your
breath.” This advertising campaign is out of step
with community concerns over the increasing use
of mobile phones to bully and intimidate others,
especially within the school environment.

The past few years have seen rapid convergence
within various technologies, none more so than
the mobile phone. The mobile phone now has PDA
functionality and the ability to send and receive
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e-mails, view Web pages, listen to the radio and
MP3 songs, and play games. Mobile phones are
now coming onto the market with one or more
gigabytes of storage and of course digital camera
facilities with 3-plus mega-pixel resolution. We
are now starting to see the adoption of videoing
facilities (enabling real-time chat), and it will not
be long before these devices start incorporat-
ing global positioning system (GPS) mapping
technologies (which raises all sorts of surveil-
lance/stalking issues). In short, the mobile phone
is morphing into the everyday must-have mobile
information and communications centre.

This convergence in technology, while pro-
viding many benefits, also raises issues dealing
with privacy and surveillance/spying. Although
we have had digital photography for a number
of years, people generally tend not to carry their
digital cameras with them all the time, whereas
people tend to carry their mobile phones with
them constantly. With a digital camera, you need
to go home, connect it to your PC, and transfer
the images from the camera to a storage medium.
Youthen possibly e-mailed the images or uploaded
themtoa Web site. However, with amobile camera
phone, you can immediately send the image to an
e-mail address, another phone, or to a computer
server (for display on a Web site).

This can be great if you have one of those
photo magic moments that you wish your friends
to share. But it is not so great if the photo being
forwarded is one that has been taken without the
subject’s knowledge. It is not readily obvious
if someone is using their mobile camera phone
to take photographs, as they may appear to be
just chatting on the phone. Most mobile camera
phones have the lens on the back, so when you
are talking, the lens has a clear view to your side.
Some mobile camera phones have a swivel lens,
which makes it easier to conceal the fact that you
are taking a photograph. You can now purchase a
mobile camera phone relatively cheaply, walk into
acompetitor’s premises, take photos of a sensitive
industrial nature (while pretending to be talking to



7 more pages are available in the full version of this document, which may be
purchased using the "Add to Cart" button on the publisher's webpage: www.igi-
global.com/chapter/mobile-camera-phones-dealing-privacy/9582

Related Content

The Effect of Inter-Organization Trust and Dependency on E-Procurement Adoption: A Case of
Malaysian Manufacturers

Latif Al-Hakim, Nik Ab Halim Nik Abdullahand Eric Ng (2012). Journal of Electronic Commerce in Organizations
(pp. 40-60).

www.irma-international.org/article/effect-inter-organization-trust-dependency/70213

A Survey of Research in Real-Money Trading (RMT) in Virtual World
Mohamed Nazirand Carrie Siu Man Lui (2019). Digital Currency: Breakthroughs in Research and Practice (pp.
83-104).

www.irma-international.org/chapter/a-survey-of-research-in-real-money-trading-rmt-in-virtual-world/20754 1

An Experimental Study of the Effects of Promotional Techniques in Web-Based Commerce

Yuan Gao, Marios Koufarisand Robert H. Ducoffe (2004). Journal of Electronic Commerce in Organizations
(pp. 1-20).

www.irma-international.org/article/experimental-study-effects-promotional-techniques/3433

E-Commerce Standards: Transforming Industry Practice
Stephen Hawkand Weijun Zheng (2008). Electronic Commerce: Concepts, Methodologies, Tools, and
Applications (pp. 2200-2224).

www.irma-international.org/chapter/commerce-standards-transforming-industry-practice/9615

Consumer Perceptions of Factors Affecting Online Shopping Behavior: An Empirical Evidence From
Foreign Students in China

Musrat Siyal, Saeed Siyal, Jun Wu, Debajyoti Paland Muhammad Mujahid Memon (2021). Journal of
Electronic Commerce in Organizations (pp. 1-16).

www.irma-international.org/article/consumer-perceptions-of-factors-affecting-online-shopping-behavior/274267



http://www.igi-global.com/chapter/mobile-camera-phones-dealing-privacy/9582
http://www.igi-global.com/chapter/mobile-camera-phones-dealing-privacy/9582
http://www.irma-international.org/article/effect-inter-organization-trust-dependency/70213
http://www.irma-international.org/chapter/a-survey-of-research-in-real-money-trading-rmt-in-virtual-world/207541
http://www.irma-international.org/article/experimental-study-effects-promotional-techniques/3433
http://www.irma-international.org/chapter/commerce-standards-transforming-industry-practice/9615
http://www.irma-international.org/article/consumer-perceptions-of-factors-affecting-online-shopping-behavior/274267

