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In the fast moving consumer world,
it is imperative for the Consumer
Council to keep abreast of times and
ahead of the curve to be ready for
any eventuality. Charged with the
statutory function to protect and
promote the interests of consumers,
the Council is duty bound to guard
the gate vigilantly against any sign
of emerging risks and hazards to
help consumers avoid falling prey
to unscrupulous operators in the
marketplace. Clearly, in the new
digital age, more and bigger changes
are underway; the Council must face up to
these challenges, both vast and varied, as
they arise, with insight and action.

2017-18 was yet another fruitful year
of diversity and productivity. Our test
and research reports covered a broad
range of subjects and topics relevant
to the everyday lives of consumers:
from shampoos, laundry and
dish-washing detergents, to
luncheon meat, sausages, fruit juices, steam
ovens, cordless upright vacuum cleaners, online food order platforms,
and mobile taxi hailing apps, to name but a very few.

Together these tests and reports captured some 30 newspaper
front-page headlines and generated more than 2,400 news
reports in the mass media, disseminating a treasure trove of
independent impartial consumer information and data to the public.
This continues to reinforce the credibility of the Council, while
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empowering consumers to exercise informed rational choices. Equally
important is the far-reaching impact on business in recognition of the
Council as a driving force for improvement in the marketplace.

In our effort in market surveillance, we believe that products of daily
use to the mass public should be well covered as we systematically
scrutinise the hundreds and thousands of consumer goods and
services available in the market. Our test and research projects may
seem at times rather down-to-earth but their findings are practical
and immeasurably useful and constructive to consumers.

Let me share with you some examples of our projects during the
year, in the sequence of the four necessities of life: clothing, food,
accommodation and travel. Our test on thermal undergarments showed
a vast variation in their thermal retention value, probably the single
most important factor in the choice of thermal underwear, by more than
a double in some samples, and unsatisfactory sweat wicking and quick
drying performance in nearly half of the samples.

Our tests on food revealed excessive quantity of sodium (salt) in popular
Asian style soup noodles, the regular consumption of this food will
put consumer health at risk of high blood pressure and cardiovascular
diseases. Some of the cooking oils we tested were found to contain
harmful contaminants of different types, prompting the Council to call
for the introduction of relevant regulation and safety standards for this
common cooking ingredient found in every kitchen.

In our survey on bank mortgage plans, the attention of private
residential flat buyers is drawn to the substantial difference in interest
charges and calculations, for example, between the Hong Kong Interbank
Offered Rate and Prime-based mortgage plans as well as high interest
rates for mortgages offered by property developers. And in field visits
to the sales offices of some first-hand residential development projects,
the result in respect of adequate and accurate information provision was
disappointing: greater transparency in information disclosure was sorely
needed for the prospective buyers.

Regarding travel, we put walking sticks/cane umbrellas to the test, and
found that over 60% of these walking aids posed a safety risk to the elderly.
On a lighter note, we compared the numerous different credit card flight
awards schemes and found them to vary from card to card and in some
cases even among cards issued by the same operator, and found that
contrary to popular belief, credit cards co-branded with airlines do not
necessarily earn more flight awards.
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Furthermore, we believe also in the proverbial “straw in the wind”
showing which way the wind blows that the slight facts in accumulation
en masse could foreshadow the beginning of new market or consumer
trends, or even emerging scam or fraudulent sales practices against
consumers. In our gate-keeping role, as the consumer watchdog, dubbed
by some in the media, the Council must be alert to any sign of predators
in the market, and have the foresight not only to anticipate scams, but to
nip them in the bud before they spread.

During the year, we looked at 2 relatively new businesses — online food
order platforms and mobile taxi hailing apps. We examined price,
performance and service quality, and raised important consumer issues
for improvement. We found excessive and wasteful packaging of the
food for delivery, detrimental to the environment and sustainable
consumption. In the latter, we found excessive collection of consumer
personal information unrelated to the operational needs has led to
serious privacy concerns. We also looked at the new fad of drone aerial
filming, and again, found potential privacy infringement.

The past year saw, amongst others, a significant stride taken towards
the goal of extending consumer education to primary school
students, as part of the Council’s 3-year strategic plan. We devised
a new initiative characterised by experiential learning activities with
the theme of sustainable consumption to groom the very young in
support of the Council’s advocacy in this area. In October 2017, a pilot
programme was launched involving 10 primary schools aided with a
learning kit “Earth 2038”. Encouraged by positive feedback from the
participant students and teachers alike, the Council will further explore
other opportunities and resources to turn this initial success into an
ongoing focus of consumer education in the years ahead.

The Council spared no effort in exploring for new avenues to channel
consumer information to as wide an audience as possible. During the
year, it joined forces with the Financial Services and the Treasury Bureau in
a social media campaign targeting young adults trapped in reckless credit
card spending and impulsive borrowing. A series of short educational
videos were produced to caution consumers against advertising claims
and telemarketing calls from money lending intermediaries, and to
educate them about prudent financial management. The videos were
posted on social media, attracting aggregated viewership of 2,569,952,
almost threefold of the 950,000 target. In addition, the Council partnered
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with the TVB Finance & Information Channel in 11 mini segments in a
prime-time TV weekly between August and October 2017. The segments
highlighted practical consumer tips on myriad of household topics, from
home safety and mortgage plans to energy efficient appliances and
handling home renovation disputes, drawing an audience of 800,000.
Following hot on the heels of its success, a new series is in the production
pipeline for 2018-19.

The Council is fully aware of the challenges that lie ahead in the new era
of technological innovations in the digital field. As the world evolves from
smart phones and smart watches to smart home and smart cities, the
Council must keep a step ahead. To borrow a phrase from the Sales of
Goods Ordinance, goods sold must be of a quality “fit for purpose”. Simply
stated, this means a thermal flask is not a thermal flask if it doesn't keep the
water hot for a reasonable period of time, even though it may correspond
with all other aspects of a thermal flask in terms of size, color, volume, place
of manufacture, price, etc. It is a crucial factor behind the huge amount
of work the Council is churning out in the consumer interests. For me too,
in the final analysis, will be judged on whether or not our endeavours and
performance are fit for purpose.

With the continued support of the Government, the business and the
public, we are certain to fulfill the mandate under the Consumer Council
Ordinance to protect and promote the interests of consumers of goods
and services. Last but not least, | am also immensely grateful to the
Chairman's leadership and the invaluable contributions of the Council
Members and Co-opted Members, and for the dedication of our motivated
and professional management team and staff. Together they have made
possible our continued progress and success in the defence and advocacy
of consumer rights and interests.

Gilly WONG Fung-han
Chief Executive
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MANAGEMENT TEAM OF THE CONSUMER COUNCIL
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