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CHOICE Magazine

CHOICE Magazine is widely acknowledged as one-of-a-kind platform,
independent and impartial in the provision of authoritative information
for consumers since 1976. For this reason, CHOICE Magazine does not
accept advertisements nor does it accept commercial contributions
in any form. In each and every monthly issue of CHOICE Magazine is
the latest reports on testing, surveys and in-depth studies, covering
information on a wide range of consumer goods and services.

Despite the impact of digitalisation, the overall and combined sales
of the printed version of CHOICE Magazine rose 9% to 274,015 copies
in 2017-18, becoming one of the best-selling monthlies in the city.
Sales were split rather evenly between subscriptions and retail sales
via outlets including newsstands, convenience stores, supermarkets
and bookshops. The CHOICE Magazine online versions recorded over
53,000 downloads during the year under review.

The July 2017 issue (#489) featuring a test report on cooking oils found
to contain phthalates, contaminants or carcinogen, was the best seller
of the year. The August 2017 issue (#490) featuring hair shampoos
found to contain contaminants or allergy-causing preservatives ranked
the second. These 2 top sellers led to reprints of 4,000 copies and
3,000 copies respectively to cater for the overwhelming response
from the public. The third best-selling title went to the January 2018
issue (#495), featuring a timely thermal underwear test report as
temperature took a deep plunge.

(=) B

(CEE) BTN9T6ERIT) REAR KB — &
“MBUIEMTE REEERMAAL RN
BENEN At (FE) BAICAEZESNK
ERBEETNEE - SRHRN CGEE) AT
ABREARRERLRBENEIAS FBE L
KT o

BERINEMBIBLNTE  (CBE) BTIHR
MR 2017-18EEMARSEEHE274,015f &%
BINME AaithRGHENATIZ— B
M EA RS EBRHBAEEN— 2 NRIKRY
SERSHEERERE EANE BRMERK
EE-ZEN(ERE) BRS LR FAHEBEG
53,000k F&# -

2017TETRGH CGEE) AT (4898) RERH
ERE ZHEHRERMBHIBAH IR
NRBENS BE_RBHEEERSAR (490
H)  ZHNERREEKRES SR H AR
SBHEE - HBEIEHIZHRIDFR LI LMD
AIHNEN4,000%3,000& - EE=8]/%20184 18
5% (49583) » ZHWIME T ARREAXNINRE
AR



Technological advances have given consumers unprecedented access to information at speeds
and volumes never seen before. The challenge for the Council must therefore to strive to
empower consumers at different strata of the public, with clear comprehensive information that
they need at the right time, right place and right format, ensuring that they are aware of the key
tips in the purchase and use of different goods and services, and equally important their role as
consumers and their rights and responsibilities. The Council’s strategy is to combine the best
of both the traditional and new media in an all-encompassing drive to put the key messages
across, and to present them in user-friendly formats.
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At the Hong Kong Book Fair held in July 2017, the stand of CHOICE 20177 AT B BERT  AEERM (EE)

Magazine was well visited resulting in 1,238 new subscribers and 714 BHE#ALR S FBE N BT LB A
renewals on site. Among them, 596 subscribed to online versions, a DRIEN,238 7144 BEHROI6ERT FME Lk B
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Informing and Interacting with Consumers
through Multi-media Platforms

In this era of online media, the Council expanded its dissemination of
latest consumer information through various interactive and instant
online platforms. The total traffic of the Council’s website reached a
new height of 4.9 million page views, an increase of 11% compared to
that of last year, with CHOICE articles and Online Price Watch mostly
viewed. This success, demonstrated that the Council keeps abreast
of the time, deploying different media tools to communicate with
consumers in a timely and effective manner.

The CHOICE Facebook launched in July 2016 enabled the Council to
disseminate latest test reports, consumer news and information, as well
as “golden oldies” published in CHOICE over the past 40 years, through
the social media. To enhance interaction, the information was being
posted not only in text, but also in videos and infographics that were
engaging and informative. From a modest upstart of 4,350 fan “Likes”,
the number has gone up, as of 31 March 2018, to beyond 10,000 with an
increase of 147%.

Shopsmart, the Council’s webpage providing shopping tips to the
Mainland, received more than 1.9 million page views from over 17,000
average monthly unique visitors.

Empowering Consumers through Mass Media

Thanks to support from the mass media, the Council is much in
the public eye. For many years, the Council has been organising
extensive media programmes and campaigns, notably the monthly
press conferences numerous interviews and special reports, to keep
consumers informed about and stayed alert the marketplace.

In the year under review, some 153 press releases and statements
were issued, covering besides selected topics published in CHOICE,
the Council’s responses and positions concerning a host of significant
consumer issues. In addition, 31 videos and 32 infographs in total were
also produced to meet the Council’s pledge to make information more
accessible and friendly to the public.

The power of the media was evident, for instance, in the case of the
Council naming of the unscrupulous Great Time Universal (HK) to
aggressively sell time-share membership, and in the incidents involving
the liquidation of LeTV and LeSports, the sudden closure of the fitness
centre TF Gym, and overbooking of flights, etc. The Council received
nearly 100 media enquiries on these 4 major consumer incidents
alone, which generated almost 200 items of media coverage. Through
proactive media engagement, the Council was able to issue cautionary
advice to consumers in a timely manner.

The Council spared no effort and seized every opportunity to engage the
mass media, for instance, through contribution to the regular column
“WTNAESE” in the Ming Pao Daily News, the Council’s Chief Executive
discussed issues and shared tips and insights with readers on virtually
major issues of interest and concern to the consumers.
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The Consumer Rights Reporting Awards

Organised by the Council in conjunction with the Hong Kong Journalists
Association, and the Hong Kong Press Photographers Association,
the Consumer Rights Reporting Awards have established as a much
coveted award in recognition of journalistic excellence in reporting
consumer rights and related issues. Keeping abreast with the growing
pervasiveness of smartphones and social networking site, the 17"
Consumer Rights Reporting Awards implemented also online enrolment
and invited participation of Online Media in an expansion to widen the
media base for more entry submissions. This year, a total of 249 entries
were received, hitting a new high for a decade. Among the winning
entries, concern over the underprivileged and sustainable consumption
continued to be the issues of public focus™.

Top Ten Consumer News (Year of the Rooster)

The Top Ten Consumer News continued its partnership with Cable TV, Hong
Kong Economic Times, Radio Television Hong Kong, Sky Post, Now TV and
TOPick for the public to vote for the consumer news that of most concern
to the public™’. Among the top 3, coverage of the HK Express’ cancellation
of flights and United Airlines’ violent removal of passenger drew the most
and the third most votes respectively. The second position in ranking was
about food safety, Brazil’s rotten meat affecting local chained restaurants.
During the year the number of votes achieved a new record high of 4,729,
representing 7% increase over last year.
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10 Visit www.consumer.org.hk/ws_chi/news/activities/consumer-rights-reporting-awards-result-17.html for the lists of adjudicators and winning entries of the

17" Consumer Rights Reporting Awards.
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11 Visit www.consumer.org.hk/ws_chi/news/activites/2018/top10.html for the poll results of the Top Ten Consumer News (Year of the Rooster).
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Engagement through Collaboration Projects

The Council would not sit on past laurels and continues to explore new
initiatives and joint co-operation. The following collaboration projects
have gained positive public feedback and greater public awareness on
different consumer affairs.

Rational Consumption x Responsible Borrowing Social
Media Campaign

Targeting a wider spectrum of young audience to caution and educate
them against the risks of excessive spending and impulsive borrowing,
the Council, for the first time, collaborated with Financial Services and
the Treasury Bureau in a production of an online series of 3 edutainment
videos, which leveraged KOLs and artists and celebrities well-known to
youngsters to deliver the messages. Through broadcast on the Council’s
website, social media and local news media, a total of 2,569,952 views has
been achieved, well exceeding the target of 950,000 by nearly 3 times.
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Rational Consumption X Responsible Borrowing Social Media Campaign
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“How to Choose” TV segments EIRENE "ERE

In reaching out further to the public, the Council made its maiden BN BN D EE AR N201 7S K S MR B
attempt to partner with the TVB Finance & Information Channel for MEROAE BEBEEE T8RS | « %K
co-producing a series of mini TV segments titled “How to Choose” §\J£7§11E§5§T O%EE@;E)# AR e 4ash
in 2017. A total of 11 segments - o e
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each of 5-10 minutes long, were
produced, in which the Council’s
Chief Executive gave consumer tips
on an array of topics from household
safety to mortgage plans, energy-
efficient appliances to common home
renovation disputes. The segments
were aired in a prime-time from
August to October 2017, attracting an
audience of almost 800,000.
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Council members and celebrities engaged in the social media campaign.
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