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An important activity of the Council's work is market surveillance, which involves
collecting timely information on the ever-growing range of goods and services
available in the marketplace, both physical and digital, and analysing this data
to provide consumers with clear pricing and value comparisons so that they are

&l

better equipped to shop wisely. This covers not only grocery prices, which are
monitored continuously, but also many other products and services which are
essential subjects of periodic special surveys. The Council believes clear and
accurate information disclosure is a key enabler to consumer empowerment.
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Market Surveillance

Given the rise in e-commerce, digital services and the need for greater
protection to safeguard consumer interests in light of a rapidly changing
market, the Council continued to expand its market surveillance’
efforts including daily monitoring of grocery prices at online food
stores, comparison of services provided by online grocery platforms,
and scrutiny of the promotion tactics as well as the service terms of
free mobile games. In the year, surveys on offshore or Mainland bank
accounts and qualifying deferred annuity policies were conducted to
strengthen financial consumer protection. Issues relevant to our daily
lives including the clarity of home renovation quotations and payment
terms of carparks were examined. In addition to the longitudinal study
of the price movements in a basket of supermarket items, the Council
advocated the unit pricing policies in the local retail market as it could
help consumers shop wisely through easy price comparison among
products of different packaging and brands.

9 See Appendix 7 for the list of survey and service study reports published in 2020-21.
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Annual Supermarket Price Survey

In the year under review, the Council announced its 2019 annual
supermarket price survey on scan data for a basket of 230 top-selling
items sold in 3 major supermarket chains. Compared with 2018, the
aggregate average price of 230 top-selling items in 2019 rose by 0.6%.
The survey revealed significant aggregate average price increases in
2 product categories (3.2% and 3.3%) and 10 product groups (3.1% to
8.5%), both higher than the increase of the Composite Consumer Price
Index for the corresponding period (2.9%).

The basket of 230 items was broadly divided into 12 categories and 50
product groups. 8 of the 12 categories recorded an upward trend, with
an aggregate average price increase ranging from 0.3% to 3.3% year-
on-year (YoY), while 4 categories were down by 0.02% to 3.1% YoY. The
analysis showed that the aggregate average prices of 27 out of the 50
product groups were up by 0.2% to 8.5% YoY. The product group leading
the price surge was packaged rice, with an average increase of 8.5%,
followed by frozen food (6.7%), bean curd (6.1%) and pet food (5.2%). In
contrast, the aggregate average prices of 21 product groups were down
YoY, from 0.1% to 5.6%, with beer (-5.6%), non-carbonated drinks (-5.3%)
and adult milk powder (-4.3%) showing the largest drops. Bottled water/
sports drinks and soya drinks remained unchanged in their aggregate
average prices.

The Council was deeply concerned about the significant rise in the “staple
food” category and “packaged rice” product group, adding an extra
burden on consumers’ daily expenses in the midst of the economic
downturn. The Council urged rice importers and retailers to stabilise
their supply and impose tight control on price adjustments.
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Online Price Watch

Daily prices of around 2,200
products from online food
stores, supermarkets and ﬂ. +8 S(y
personal care stores were ! O 0
collected and listed on

the Council's Online Price

Watch website. Having launched the new mobile site in the
previous year, the Council improved the desktop site during
the year under review to maintain consistency, as well as to
provide a better browsing experience for visitors. In addition,
the unit prices of relevant products were added so that
consumers could make a well-informed price comparison
between similar products in different formats. The average number of
unique visitors to the mobile and desktop site per month were 19,409
and 10,146 respectively.

Unit Pricing of Supermarket Products

Unit pricing is @ mandatory requirement for major retailers in some
overseas countries and regions. It is a tool designed for consumers
which is primarily aimed at facilitating the comparison of prices of
similar products offered in different formats. Given the experiences of
overseas jurisdictions, the Council conducted a survey on unit pricing
and collected the pricing information of 12 categories of pre-packaged
food products from 4 major supermarket chains. Examples were
furnished to illustrate how unit pricing could assist consumers to readily
compare the value of products of varying size, packaging and brands.

The result showed that in the 20 groups of products with varying
package sizes, the unit prices of bigger packages were 1.3% to 42.2%
more expensive than their smaller packages. Besides, the unit prices
of products in cases were not necessarily lower than a single item. As
indicated in the 18 groups of products, although different flavours of
the same product/brand were marked with the same price, their unit
price could vary up to 79.3% due to different net weight or volume. In
addition, the unit price of the same product/brand of identical weight
but different packaging could also vary by over 40% to 60%. As for the
10 groups of pre-packaged fresh produce, the weight units marked by
each supermarket varied vastly, from per Ib, per kg, per 100g to even
per catty, causing confusion to consumers.

The Council advised consumers not to simply take the marked prices of
products for price comparison. In addition, large supermarket chains
were suggested to take the lead and make reference to related policies
and experiences from overseas jurisdictions to display the unit price of
products with a standard unit_measurewraent.
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Online Grocery Shopping Services

Catalysed by the pandemic, online grocery shopping has gained
momentum substantially in the past year. Thus, the Council conducted
a mystery survey on 5 online supermarkets to assess their service
quality and found inconsistent standards in various areas, such as the
convenience of product search, delivery arrangements, as well as the
condition of goods upon delivery.

The supermarket websites were compared for their ease-of-use, but 1 of
them had a confusing product taxonomy, dragging out the time required
for customers to locate the products they need. Speedy delivery should
be a reasonable ask, but only 1 supermarket was able to provide same-
day delivery. The other 4 supermarkets took 1 to 26 days to deliver, with
some orders eventually not fulfilled. 4 supermarkets were able to deliver
all items in a single shipment, while 1 supermarket consistently took 3 to
4 split deliveries per transaction. Punctual delivery is a basic requirement
for online shopping services, but for 1 supermarket, not only were
5 orders split across 17 shipments, 76% of the shipments failed to
be delivered within the promised time frame, with the latest delivery
delayed by 16 days and some orders eventually unfulfilled.

Furthermore, 96% of the deliveries saw frozen or perishable foods
arriving at a temperature that was too high, including frozen pork
chops at 19.3°C and milk at over 16°C. Risks to food safety should not
be overlooked.

Customers were advised to check immediately upon receipt of the
products whether the quality and quantity matched their order. Various
slip-ups occurred for all supermarkets in the survey, such as missing
items, mix-up with other customers’ orders, rotten fruit, broken eggs,
thawed frozen meat, dented cans, and ruptured packaging, etc.

Besides, the survey brought to light the issue of over-packaging for
online groceries orders. Merchants often used cooler bags along
with ice packs to keep frozen food chilled, multiple protective layers
to protect fragile goods, an individual box to hold a single item, huge
amounts of plastic bags, etc. While consumers should be mindful of the
environmental impact of over-packaging, the Council also urged online
shopping platforms and logistics companies to strike a balance between
upholding food safety and environmental considerations, by refraining
from excessive packaging and selecting eco-friendly packaging materials.

B e RE AR

HriEwe MLBHHEBENAR —FRES
e At A2 EH S AR LBHIRBER
BRELVOANGERNIERE X8R
ZHE LEERABRAIREIIKESE -

ABLRYEBOWENDEERER B9 16
BHREERARER BN TEESHRERE
- BRI ER HEEERFZERUEIER
EEHATRE 1 HEHREHENBEE 554 HRK
BEBIRE20REE TEIBRRRENE-
ItE5h 4 BEHERHEAR AR BN
B BN BUSEBHERD 3E 4 XK.
BN ERBBRBNELAER BEH 1 HEH
MBS RRZILDH T R BEE 76% MIF]E
YRBERIAERRIEE  KEEN 1 RLTAERR
LE 16 K MR BRKSBEE-

ItE5h - 96% NERR BT WERBNEZER
MERERER XEIREREIREUR B
RREFREYVE 193 CREIZEIOCUL &R
RBRARRIE -

HEBEWIIREEREK ENSREHEREE
RREERE - RABATHMEBHEENE
mBERR BEERER RES—FFMET
BHA KREER EERR SRAMERR
EEAMR BRBEHEFE -

RREDTEE MBEERHTBEBEME-
BPRRBRDFRE KERLLZEKEXBE
RERRE ZRODRLULEBERE 1HR
BEI4ER UEERREBRE - BEEE
ERBERRERENTE A9V ERLE
MIERMRAT BEBRERRYLS &
ARBRRER ERRRERYHNELEE
B



Mobile Games In-game App Purchase

Mobile games have become increasingly popular among teens
and even adults. Game providers often offer free downloads
to lure gamers, then take advantage of their eagerness to win
by progressively peddling various virtual items or services. The
Council surveyed and experienced 11 free mobile games from the
2 commonly used mobile app stores, iOS App Store and Android
Google Play. The survey found that mobile game developers were
adept at luring gamers into making perpetual in-game purchases
by utilising well-timed and pervasive promotions, such as virtual
items “lucky draws”, claims of “limited” supply of virtual items to
generate demand, first-time in-game purchase rewards, exclusive
VIP privileges granted by accumulating in-game purchases. All these
tactics gradually and subconsciously foster gamers’ habit of making
in-game purchases. The Council expressed great concern on the
adverse effects mobile games posed to children, teenagers and
people with weak self-control.

Besides, it was observed from the survey results that the rights of
mobile gamers were not adequately protected by the user agreements
and the terms and conditions. For example, game developers could
block gamers’ accounts at any time; when gamers quit the games
because of poor online connection quality or losing interest, they
were not guaranteed a refund on the unused portion of the in-game
purchase. For underaged gamers, if they made in-game purchases
without parents’ or guardians’ consent, the latter either could not or
found it difficult to seek a refund.

As compared with certain overseas markets, the mobile gaming industry
is yet to be properly regulated in Hong Kong. The Council opined that
the Government should take reference from other jurisdictions on the
regulation of mobile games, including sales tactics, drawing probability,
refund mechanism and consumption by underaged persons.
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Offshore or Mainland Bank Accounts

Whether it is for studying abroad, buying property outside
Hong Kong, investment immigration or using e-payment
services in the Mainland, consumers need to open an
offshore/Mainland bank account to manage their funds
flexibly. While consumers could visit the offshore country or

the Mainland to open the account in person, they could also approach
selected local banks offering respective account opening services. The
Council reviewed the offshore/Mainland bank account opening services
offered by 11 local banks and found that the requirements for application,
service details and charges varied, from the minimum age, asset balance,
fees, transfer means and transfer limit, to minimum account balance and
processing time. Given deposits/assets in offshore accounts are protected
by the local regulations only, depositors should pay close attention to any
changes in the relevant local policies to minimise their risk.

From the 11 banks that replied with their service information, 9 of
them provided Mainland account opening service, making it the most
common service of all. Singapore accounts were the second most
common service. Depending on the account holding location, the
minimum application age was 18 for most banks. 1 bank accepted
applications from juniors as young as 11 to open an account in Australia,
Canada, UK or USA. For documentation, apart from the Hong Kong
Identity Card and proof of address, applicants might need to present
their Home Visit Permit, real name registered Mainland mobile number,
income proof and source of income etc., depending on the location
of the account. Upon submission of the required documents, the
application might take at least 1 day and up to 4 weeks or 20 working
days for processing, and 6 banks in this survey required applicants
to visit the offshore country or the Mainland in person to confirm or
activate their accounts, depending on the location of the account. Asset
balance requirement ranged from no minimum requirement to at least
$1.5 million. 7 out of the 9 banks that offered Mainland account opening
services did not set a requirement on the asset balance.

Apart from considering the risks involved, it is of prime importance to
be clear on one’s purpose and whether there is a long-term necessity to
open an offshore account. For instance, if the deposit is made through
conversion into a foreign currency, account holders may need to bear
the risk associated with foreign exchange rate volatility. Consumers
should also pay heed to the potential charges levied on account
opening, remittances, management or utilisation of funds; whether
savings and investment proceeds would be taxed by the respective
governments; as well as tax rates, tax returns filing and payment
procedures. All of these should be taken into consideration before
deciding on where or whether to open an offshore/Mainland account.

B FELA I ERTTIR P

EREBIHIFE BEX REBR AR
BYX HBEDFERUBFANMBIKRS
DEBEEEEES  RREZEMFEUKRSIN
HEEDTAZRMAIRMBITRBRE - XER
BT 1 AAMRITRILEEF AR PRIBRES
BIRITEHABRILRSAGRM S R A

WEAENRR ARFREFR EEGH B

IR  BIRER UERPREMERLME
BEYSEEE  REFKRPHNERAEERR
RRIEFHHAEDMRE FRABRIEER
ZHEERREE) HRARBRERE-

e ARERBERNRT O BRMRAL
MR P RES - REREEBHIRE - ERARER
SR P AR - BF P ERBITHR
BRFPFERR 185 AP 1RARTEIFRE
Z 11 RAVNERFRM  RINHREARS - 53
FHREXMHREES N EREIUZERN FFA
AFEFFAFH RELHE  ELETAMT
SRS ABHMARIRZRSE - XHRREK
MERRETRELZHAXN20B@IER TF
6 BMRITSEF RPN ZRABAZIEH
RRBAMENRS - EEFHERAARKERRK
ERDR 150 BAE - 9 AIRHA L AR P
HERTTH 7 AAREERHRER

FALBEESNAMIRS  BRY BEEERSRHNE
2 RERRERBEFRUANNREERARE
FE - PIALIIMNEEE HFEAINEERK
BMER: REF EXBREP LUEAREHE
KEMAZEESHNSEEEER  UAERN
REFSHSOREMBUTRR - MEIB REHH
RBBRERF MR EBESFREIUABIKRSRKFEL
R E RIS o




Qualifying Deferred Annuity Policies

As the population is ageing, many people have considered pre-emptive
financial planning in preparation for a lengthy retirement life. Starting
from April 2019, citizens are even eligible for claiming tax deduction for
enrolling in “Qualifying Deferred Annuity Policies” ("“QDAP") certified
by the Insurance Authority (IA). Based on the progressive rates of
the 2020-21 year of assessment, each policy holder can save up to
$10,200 in taxes per year. The QDAP plans certified by IA met all of the
following conditions, including a minimum total premium of $180,000,
a premium payment term of at least 5 years, and an annuity period of
at least 10 years.

The Council surveyed 23 QDAPs from 18 insurers and found significant
disparities in various aspects, including the issue age, minimum
premium amount, premium payment term, accumulation period,
annuity period and internal rate of return (IRR). Among the plans with
a 5-year premium payment term, the annual premium ranged from
$36,000 to $105,447, representing a three-fold difference, while their
annuity period ranged from 10 to 30 years. Consumers are advised to
compare different plans based on their “Guaranteed IRR”", as the return
for plans in different terms could have a considerable difference, such
as the guaranteed IRR of a 5-year premium payment term could range
from 0.01% to the highest of 3.33%.

The Guaranteed IRR provided by different plans would inevitably vary
even if the premium payment term, accumulation period and annuity
period were the same. Taking 3 plans with Guaranteed IRRs ranging
from 1.98% to 3% as an example, in the hypothetical situation of a
45-year-old non-smoking male policy holder paying an annual premium
of around $40,000 over a 5-year premium payment term and collecting
annuity for 30 years starting from the age of 60, the total guaranteed
income ranged from $297,000 to $363,600, marking a 22% difference.
Even for the same plan, the shorter the premium payment term and
the longer the accumulation period or annuity period, the Guaranteed
IRR would be relatively higher. Besides, the IRR is also impacted by a
number of factors, including the gender and age of the insured, as well
as the premium payment mode. Therefore, those planning to apply
for QDAP should enquire with the insurer about the IRR specific to
their own personal plan and compare various plans across different
insurers before choosing the most suitable one. Also,

plans containing “Non-Guaranteed” returns,
despite having a higher Total IRR, had a relatively
higher risk whereas in extreme situations,
the “Non-Guaranteed” portion could
even be zero. Therefore, consumers
should pay attention to the details and
proportion of the “Guaranteed” and
“Non-Guaranteed” returns and choose
prudently before taking out a QDAP.
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Multi-Storey Carparks

Carparking is one of the key expenses for drivers and they are always
on the lookout for the best deals when they go shopping, particularly at
malls. The Council visited 40 popular multi-storey carparks in the city and
found that the terms of payment were not clearly stated and could easily
cause disputes. 11 carparks failed to display the hourly rate outside the
premises, while 21 others showed the hourly rate in a small font size or
placed the display boards in a poor location, making it difficult for drivers
to read the charges and terms clearly and accurately. Some carparks
had the essential information “Charged Half-hourly” only in smaller fonts,
causing drivers to pay twice as much as they expected. 13 carparks only
accepted payment by Octopus but 5 of them either did not show this
requirement clearly or did not have it displayed at the entrance at all.
Drivers might not be aware of this constraint prior to driving in.

Although free parking offers were available at 34 carparks, drivers
should take note that such offers are subject to a vast variety of
conditions, such as minimum spending, use of e-payment, redemption
period, drive-in and exit times, etc. Failure to note such conditions may
lead to missing out on the privileges and even give rise to disputes. For
16 carparks, drivers would not be entitled to the complimentary parking
privileges should they enter the carparks before the designated time,
but 3 of them failed to display such an important term in any public
area. 21 carparks set last redemption times ranging from 10pm to
12 midnight but 4 of them failed to indicate such a time limit. Drivers
who missed the redemption service hour would fail to enjoy the offer.

On-site driving experience of the Council staff concluded that apart
from paying attention to the height limits, drivers have to be mindful
of the narrow and winding passages and the cramped parking spaces
inside the carparks, as well as whether there are indicators showing the
number of available parking spaces on each floor.

Renovation

Home renovation, be it a complete overhaul or just partial decoration,
could incur a substantial amount of money. However, consumers
without relevant experience may overlook the details on the quotation,
not only giving rise to disputes, but may also result in budget overrun
or even uncompleted work. Therefore, the Council conducted a survey
on home renovation quotations and approached 11 renovation
companies and interior design companies for on-site quotations for the
full renovation of a 400 square-feet flat. Only 2 companies presented a
relatively detailed and comprehensive quotation, while 1 company only
roughly listed the project items and the total amount, and another only
showed the total amount without any details.
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A comprehensive quotation should include detailed breakdowns of
various works, quantity of each item and its cost, subtotal amount,
project total amount, calculation of labour and material costs, payment
methaods, terms of contract, contract period and breakdown of
insurance premium. Since renovation fees could amount to several
hundred thousand dollars, consumers should pay special attention to
the quotation. In order to protect consumers’ rights, the Council urged
traders to provide a detailed, clear and accurate quotation which could
minimise the risk of surcharges levied after the commencement of
renovation as well as budget overrun.

Textbook Price and Expenditure Surveys

In light of the impact of the pandemic on the income of households,
the Education Bureau (EDB) announced in April 2020 that they had
appealed to textbook publishers to freeze their textbook prices, and
received positive responses from more than 90% of the publishers.

The Council's survey of the prices of 937 commonly used textbooks from
24 publishers revealed that the prices of 88% of the 2020-21 academic
year textbooks remained unchanged, resulting in a mild average increase
(+0.4%) YoY, lower than the inflation rate of 2.6% (for the 12 months
ending May 2020). The price of the remaining 112 surveyed textbooks
were found to have increased by 2.4% to 4.5%, with a breakdown of
+3.5% on average for primary school textbooks and +3.1% on average for
secondary school textbooks. The majority of them
were from core subjects, such as Chinese Language,
Mathematics and Liberal Studies.

Students’ expenditure marginally benefited from
the price freezing of the majority of textbooks.
With the help of the EDB, the Council collected
textbook lists of the 2020-21 academic year from
59 primary and 40 secondary schools and found
that primary and secondary school students
spent an average of HK$2,987 and HK$2,728
respectively for mandatory textbooks and learning
materials, showing a YoY increase of 2.8% and 1.9%
respectively. The extent of expenditure increase
for primary school students was higher than the
1.9% rate of inflation (for the 12 months ending
July 2020), while that of secondary school students
recorded the same extent. Junior and senior
primary school grades showed similar growth
in average textbook expenditure, increasing by
2.9% and 2.7% YoY respectively. Except for the
expenditure of Form 6 being down by 1.9%, the
rest of the secondary school levels were all up in
expenditure by 0.3% (Form 2) to 3.9% (Form 1) YoY.
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