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In recent years, the Council has made extensive use of digital and social media platforms to
reach out to the public proactively and ensure that consumers, especially those in younger age
groups, can receive succinct news feeds and accurate product information in a timely manner.
This experience proved invaluable in 2020-21, as with the entire year shrouded by the COVID-19
pandemic and its side effects, the Council remained agile in information dissemination, including
live-streaming every CHOICE press conference for the first time in history. Despite this growing
shift to technology, CHOICE Magazine continues to serve as Hong Kong's only monthly signature
printed publication that offers useful buying tips through objective product test results and
survey findings. In this regard, the Council is determined to meet the needs of all generations in
fulfilling its mission.
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CHOICE Magazine

CHOICE Magazine is an independent, impartial and authoritative
consumer guide, widely recognised as a source of trusted and reliable
information since it was first published in 1976. To uphold its authority
and creditability, CHOICE Magazine does not accept any advertisements
or commercial contributions in any form. The monthly publication
covers test reports, surveys, in-depth studies on a diverse range of
consumer goods and services, and complaint cases.

The overall sales of the printed version of CHOICE Magazine recorded
225,823 copies in the 2020-21 reporting period, making it one of
the bestselling monthlies in the city. Sales were split rather evenly
between subscriptions and retail sales via outlets, such as newsstands
and convenience stores. The COVID-19 pandemic itself as well as the
subsequent postponement and cancellation of the Hong Kong Book Fair
2020 had adversely affected subscription desire as well as the overall
performance of the CHOICE print version.
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The April 2020 issue (#522), featuring a test report on pre-packaged
edible salts found to contain microplastics, was the bestseller of the
year. Ranked second was the July 2020 issue (#525), featuring toxic
metallic and carcinogenic contaminants found in canned fish. The third
bestselling issue was May 2020 (#523), which covered a report on “3/4
Horsepower” Window-type Air Conditioners; followed by the August
2020 issue (#526) spotlighting infant formula as the cover story.

On the contrary, the online version of CHOICE had observed an
overwhelming record of 2,406,896 pageviews (up 39% from the 2019-
20 period) during the year under review. The remarkable performance
was partly attributed to the free download of the article on disposable
face masks, in addition to the noteworthy performance of the salt cover
story article in April and the infant formula story in August 2020.

Disseminating Information on Combatting COVID-19

In the year under review, the Council stepped up its measures in
providing consumers with useful information to combat the pandemic
by prioritising test reports on anti-epidemic products. A number of
these articles were made free for public download from the website,
including disinfection alcohol and at-home test kits (Issue 522),
disinfectant lanyards (Issue 525) and face masks (Issue 530).

The newly published articles were added to the Council's dedicated
“Together, We Fight COVID-19" webpage, which was updated throughout
the year under review to provide consumers with up-to-date articles,
consumer alerts, free download materials and corresponding
Government information. Serving as a content hub to consolidate virus-
prevention information, this page accumulated 33,927 pageviews in the
reporting year. The Council also worked with the Equal Opportunities
Commission to disseminate pandemicrelated content in English to non-
Chinese-speaking minority groups in Hong Kong.
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Responding to Pandemic-related Service Issues

The Government announced from late-March 2020 onwards various
restrictions on social gathering, which were in effect for intermittent
but long periods of the year under review. Such measures included
dining restrictions, closure of entertainment venues, gyms, beauty and
massage parlours, etc. As a result, many consumers had unused portion
of prepaid service packages.

Besides, many companies closed their businesses as the pandemic
battered the economy. The Council received media enquiries
regarding the closures of travel agencies (Wefly, GoGoGo Travel,
Venice Travel), beauty appointment booking app (BloomMe), UA
Cinemas, indoor playground for children (Play Easy), and pocket Wi-Fi
rental company (CrazyEgg).

The Council swiftly responded to a host of pressing consumer concerns
via media interviews and press statements, urging merchants to disclose
the arrangements on their websites or social platforms. Consumers
were reminded of the risks associated with prepayment purchases as
well as to keep record of their service contracts and receipts to recover
prepayment through chargeback mechanism in case of shop closures.

Furthermore, in response to the increased prevalence of online shopping
spurred on by social distancing measures, the Council also published
various articles in CHOICE magazine related to preventing online consumer
traps, including a survey on the service quality of online supermarkets,
anti-epidemic product scams on social media, as well as complaints related
to and risks of the latest live-streaming e-commerce trend, empowering
consumers to continue shopping smart amid the new norm.
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Informing and Interacting with Consumers
through Multimedia Platforms

Following the development of the mobile-friendly Online Price Watch
("OPW") mini-site in 2019, the desktop version of OPW was also revamped
in July 2020 with a user-friendly interface and enhanced functions, such as
“Set Target Price” and displaying by “Unit Price” for easier price comparison
of groceries and daily necessities. In November 2020, the brand new
“Oil Price Watch” website and mobile app with upgraded functions were
launched, offering greater convenience to consumers to check auto-fuel
retail prices and increasing market information transparency.

During the year under review, total traffic on the Council's website
recorded 4.2 million pageviews. Pageview peaks were seen on several
popular CHOICE topics, in particular infant formula and 4 COVID-19
related topics during the year which offered articles for free download,
including the product test of 30 face mask models in December 2020.
79 videos and 47 infographics were produced in the year to meet the
Council's pledge to make information more accessible and user-friendly
as well as strengthening engagement with consumers.

The number of fans for the CHOICE Facebook page continued to grow,
reaching 42,892, a 46% increase year-on-year (YoY). A total of 370
Facebook posts were produced in the year, representing a YoY growth
of 25%. Among the posts published, COVID-19 related content and
consumer alerts proved to be the most effective in drawing viewers'
engagement via link-clicks, post-sharing, and leaving comments.

The Council’s YouTube channel is a hub of video content, providing a
wealth of information for consumers. Videos include CHOICE Magazine
highlights, test reports findings, past events and activities, and consumer
protection related educational videos. In the year under review,
the total views of the channel recorded a 19% YoY growth, totalling
898,699. First rolled out in 2018, the channel now has an aggregate of
over 19,550 subscribers, 2.9 million total views and over
5.4 million minutes of total watch time since its launch.
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Empowering Consumers Through the Mass Media

Thanks to the support of the mass media, the Council is often on the
public’s mind. For many years, the Council has organised extensive
media programmes and campaigns, notably the monthly press
conference, which was changed to live-stream format in the past year,
and countless interviews to keep consumers informed about, and alert
to, what was happening in the marketplace. During the year, some
70 press releases and statements were issued, covering selected topics
published in CHOICE Magazine as well as the Council's response to
more than 100 media enquiries related to significant consumer issues.
In total, over 3,000 counts of media coverage were generated. Through
proactive media engagement, the Council was able to publish timely
cautionary advice to consumers whenever an issue arose.

The Council continued its partnership with TVB to produce health
management related episodes that were shown in the popular
programme “Revel in Retirement" (E&8). Primarily targeting elderly
consumers, the episodes covered 4 popular topics of interest to senior
citizens, including canned fish products, massage products, funeral
services and compression hosiery. Positive media relations and desired
publicity outcomes were achieved throughout the
year under review through press interviews and
appearances on a combination of print, electronic and
online channels, such as the Radio Television Hong
Kong (RTHK) programme “Letter to Hong Kong", Metro
Radio’s “Life is So Happy", Commercial Radio's “Saturday
Forum” and exclusive interviews with the Chairman
and Chief Executive by Hong Kong Economic Times.

Top Ten Consumer News (Year of the Rat)

Entering its 17th year, the Top Ten Consumer News continued its
partnership with Hong Kong Economic Times, Cable TV, RTHK, Sky Post
and TOPick, with the addition of the online media HKO1 and lifestyle media
outlet U Magazine, to invite the public to vote for the consumer news
that they were most concerned about’. Among the top 3 most voted
consumer news, the pandemicinduced panicbuying across districts drew
the most votes. Ranked second and third were the news stories on the
face mask shortage during the Lunar New Year, and the restructuring of
Cathay Pacific. Consumer participation remained high in this poll campaign
with a record-high number of 6,038 voters.
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10 Visit www.consumer.org.hk/ws_en/news/press/top10_rat.html for the poll results of the Top Ten Consumer News (Year of the Rat).
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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 (CRRA) were established to recognise
journalistic excellence in reporting consumer rights
and related issues. As CRRA entered its 20th year,
155 entries were received.

To celebrate the 20th anniversary of the CRRA and
encourage the media to keep producing more

high-quality consumer news reports, the Council

set up a new “Grand Award” to honour the most
outstanding journalistic report of the year. The

adjudication panel decided that a report series

on “HPV Vaccine” in the “Text Category” and a
report on "Health Care Voucher" in the “Video Category”
would share the award with a cash prize HK$10,000 each as a

token of appreciation. Meanwhile, “Honorary Awards” were presented to
individual journalists and media organisations that have won the most
awards throughout the history of the CRRA. Ms. SIN Wan-kei (/cB84%),

a seasoned journalist who had previously won 17 awards, added one
more under her belt while media organisations that have won the most
awards are RTHK (for radio), TVB (for TV), and Ming Pao (for newspaper/
magazine). Since the inclusion of entries from online media in 2017 to
embrace the digital development of the media industry, HKO1 has won the
most awards among the online news media organisations. In addition, the
Chinese University of Hong Kong has won the most awards in the “Campus
Newspaper Category” since it was first introduced in 2015".
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