DIS‘SEMINA [ING CONSUMER INEORMATIO

While the CHOICE magazine continues to serve as a sophisticated monthly publication that offers
useful buying tips through product test results and survey findings, the Council has also evolved in
seeking new ways to reach out to the public proactively. Across the various digital and social media
platforms, the Council’s ever-expanding viewers and fan base receive succinct news feeds in a timely
manner. In an all-encompassing drive to disseminate information, the Council strives to meet the
needs of both worlds: the mature and savvy consumers who appreciate details and technicalities;
and the younger vibrant crowd who has an appetite for quick and bite-size infotainment.
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CHOICE Magazine (EF) B

CHOICE Magazine is highly recognised as an independent, impartial GREY BRI 1976 FAI1F) —AAREBI~
and authoritative consumer guide, providing trusted information since RERG HEREMINNEER BYEE
it was first published in 1976. The monthly publication covers test BHAEET C212) BRFREMAMEEESR
reports, surveys, and in-depth studies on a diverse range of consumer RIBEHETAS  BERMEHE . ARG
goods and services. To uphold its authority and creditability, CHOICE ERBAEM GBB) AT RES E S

Magazine does not accept any advertisements or commercial
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contributions in any form.
The overall sales of the print version of CHOICE Magazine was recorded (L) BTIERIARF 2019 &= 20 £E 2 F1E5E
at 236,497 copies in 2019-20, making it one of the best-selling monthlies ESE 236497 FERARAMGEAT
in the city. Sales were split rather evenly between subscriptions —o ATINFTRE RS ERRMMEEEN—F B

and retail sales via outlets, such as newsstands and convenience WS EEIRADERERENERE AR



stores. However, the social incidents happened in the second half of
2019 inevitably affected subscription appetite and also the sales of
CHOICE print version, resulting in a 4% drop of overall sales.

On the contrary, the CHOICE Magazine online version observed an
overwhelming record of 1,736,512 downloads (a thirty-fold increase
from 2018/19) during the year under review. The outstanding
performance was resulted from the launch of a more user-friendly
eCHOICE subscription site launched in March 2019 and the Council’s
swift response to offer free download of epidemic prevention related
reports in January 2020 amid the COVID-19 outbreak.

The May 2019 issue (#511), featuring a test report on air-conditioners
and found that some of their cooling capacity and energy efficiency
were unsubstantiated, was the best seller of the year. Ranked second
was the July 2019 issue (#513), featuring a cover story on hand wash
and found that some contained allergy-causing preservatives. The
third best seller was the April 2019 issue (#510), featuring a test
report on sashimi and found some of the samples contained excessive
methylmercury and parasites.

Support in the Combat Against COVID-19

In response to the outbreak of COVID-19 pandemic in Hong Kong, since
mid-January 2020, the Council had stepped up its measures in providing
useful information related to epidemic prevention and educating the
public to make informed choices when preparing for personal protective
gears in combating the virus.
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Disseminate Information on Virus Prevention

The Council has made available the 3 reports related to infection
prevention for free download on the Council’s digital platforms to
help the society fight against the virus. The free articles included face
masks, hand wash, wet wipes and hand sanitisers, as well as practical
tips and useful guides on matters that consumers were concerned
most during the challenging time.

A special webpage, “Together, We Fight COVID-19” was created in
late January on the Council’s website as a content hub to consolidate
infection prevention information, provide up-to-date articles,
consumer alerts, free download materials and corresponding
information from the Government. Besides, two articles on outbreak
update and corresponding prevention guidance as well as product
test of various alcohol were published on CHOICE magazine (Issues
520 and 522) to provide advice. As the global and local pandemic
situations continue to develop, the Council will keep the public
informed with the latest information.

Respond to the Shortage and Quality Issue of
Surgical Masks

While the exorbitant price of the face masks had caused stress to the
grassroot class, many online videos had surfaced around the same
time which taught people to make makeshift masks in unproven ways.
Likewise, the supply shortage of face masks in the market had created
public anxiety in searching for the protective gears. Long queues
were seen at stores in various districts in Hong Kong. In different
media engagement occasions, the Council urged traders to be socially
responsible by selling the face masks in reasonable prices. Consumers
were also reminded to use surgical masks properly and be cautious
when purchasing them from online platforms.
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To help alleviating the situation, the Council rendered support to
a taskforce led by the University of Hong Kong-Shenzhen Hospital,
Department of Architecture and Civil Engineering of the City
University of Hong Kong, Hong Kong Applied Science and Technology
Research Institute and Hong Kong Science Park to conduct different
tests in making a more scientifically proven makeshift mask using
common household products. The Council led in supporting the test
logistics primarily on the sampling of different materials, sharing of
previous test results and the production of press and communication
materials. Follow-up interviews with various media and video
production of a step-by-step guide on making the DIY mask were
also supported by the Council. An extensive media coverage of
over 300 clippings was recorded through both online and offline
media channels. International media such as the Wall Street Journal,
the Washington Post, several French and European language news
outlets have also reported on the Council’s DIY mask tutorial and
hyperlinked the Council’s website in their online news articles. Just
the Washington Post alone has brought over 3,000 new users to the
Council’s epidemic prevention pages as of the end of March.

Inform and Interact with Consumers through
Multimedia Platforms

With an aim to provide a more comprehensive users’ experience to the
visitors, eCHOICE subscription site and a mobile-friendly Online Price
Watch (OPW) mini-site with enhanced functions were developed in 2019.
During the year under review, the total traffic on the Council’s website
and the newly developed OPW site recorded a new peak of 10.54 million
page views, up 113% YoV, representing a new spike in traffic for the
past 3 years. 58 videos and 33 infographics were produced in the year
to meet the Council’s pledge to make information more accessible and
user-friendly as well as strengthening its engagement with consumers.

The number of fans for the CHOICE Facebook page continued to
grow, reaching 29,310, a noticeable increase of 71% YoY. To enhance
visibility and engagement, a series of games for celebrating the
Council’s 45th Anniversary was rolled out in October, November 2019
and January 2020. A total of 296 Facebook posts were produced in
the year, of which the epidemic prevention related posts and the
game posts were found to be most popular.

Created as a video hub of the Council, the YouTube channel comprised
a list of videos, including the highlights of CHOICE Magazines, findings
from test reports, historical events and activities and educational
videos on consumer protection. In the year under review, the total
views of the channel recorded a 20% growth, to 757,995. The channel
has since recorded an aggregate reach of over 10,000 subscribers,
2 million total views and over 3 million minutes of total watch time
since its launch in 2018.
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Empower Consumers through the Mass Media

Thanks to the support of the mass media, the Council is often in the
public’s mind. For many years, the Council has organised extensive
media activities, notably monthly press conferences and press interviews
to keep consumers informed of the happenings in the marketplace.

In the year under review, some 70 press releases and statements were
issued, covering major topics published in the CHOICE magazines, and
the Council’s responses and positions concerning a host of consumer
concerns, such as the tender sales of first-hand residential properties,
closure of AMH Medical Diagnostic Group, shortage and quality issue
of surgical masks and panic buying of food and household essentials.
The Council received more than 100 media enquiries in the year under
review. Through proactive media engagement, the Council was able to
publish cautionary advice to consumers in a timely manner.

The Council continued its partnership with TVB to produce health
management related episodes that were shown in a popular programme
called “Revel in Retirement” (#EERH). Primarily targeting elderly
consumers, the episodes covered four popular topics including elderly
cataract surgery, nutrients of tofu, elderly walking sticks and homecare
assistant. The programmes were later re-edited into a series titled
“##4TZm” and launched on the Council’s website, Facebook page and
YouTube channel to maximise their reach to a wider group of online
audience. To further expand the Council’s exposure on social media
platforms, the Council formed strategic partnership with an online
media to provide medical related information to its followers.
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Top Ten Consumer News (Year of the Pig)

Entering its 16th year, the Top Ten Consumers News continued its
partnership with Hong Kong Economic Times, Cable TV, Radio Television
Hong Kong, Sky Post and TOPick to invite the public to vote for the
consumer news that they concerned most’. The news on the soaring
price of pork due to the outbreak of African swine fever has received the
highest votes. The second and third most voted news were Hong Kong’s
exorbitant property market and the risk of licence suspension faced by
Hong Kong Airlines. Consumer participation remained high in this voting
campaign, a total of 5,280 votes were received.

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 were established to recognise
journalistic excellence in reporting consumer rights and related issues.
This year, the 19th year of the awards, 274 entries were received,
hitting a new record for the past decade. Several winning entries
covered issues of major public concerns, including ticket scalping and
privacy protection'. Topical issues of sustainable consumption, such as
airline cabin waste and microplastics that were harmful to the ocean
and aquatic life were amongst the winning reports. The winner of
the Campus category discussed the pros and cons of the regulation of
person-to-person telemarketing calls.
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9  Visit www.consumer.org.hk/ws_chi/news/event/top10pig.html for the poll results of the Top Ten Consumer News (Year of the Pig).
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10 Visit www.consumer.org.hk/ws_chi/news/activites/20190731.html for the winning entries of the 19th Consumer Rights Reporting Awards.
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