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In support of Hong Kong's vision to build a green living environment and mitigate climate change,
the Council puts great effort into educating, facilitating and encouraging the public to make
greener consumption choices. Despite the difficulties posed by the pandemic, the Council was
able to publish its second sustainable consumption (SC) report in mid-2021, a tracking study of
the baseline survey published in 2016. Its findings affirm that a community-wide adoption of SC
culture requires tripartite effort by consumers, businesses and the Government. This form of
periodic study is one of the initiatives of the Council's three-pronged sustainable consumption
strategy, the other two being the embedding of sustainability elements into product testing,
research and surveys, the results of which are published in CHOICE Magazine; and consumer
education programmes, as it is especially important to cultivate awareness of SC from a young age
and at a community level.
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Tracking Study on Consumer Behaviour HETRENRMF

With its vision on advocating sustainable consumption, the Council AEHFHAFENBEWES A0 2016 £
conducted an in-depth study titled “Embracing Sustainable Consumption ENEATTEENEF RS ETEA (TS
for a Happy Life - A Tracking Study on Consumer Behaviour" (“Tracking EHE QTR —NBETRBERFE) WEA
Study”) to monitor changes in consumers’ attitude and behaviour W (T2yBHIFE ) LIS EE %R
towards SC since its baseline survey published in 2016, as well as to EENENEENTANESEL TEETAE

examine the latest developments of SC locally and overseas.
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The Tracking Study, which was published in June 2021, indicated that

consumers showed progress, albeit marginally, in terms of the 2 major RORBH IR 2021 £ 6 RRK - EE%?FH%TE?
Sustainable Consumption Indexes as compared with the baseline RIRRAE HEEN 2ERBEHEERANT
survey. The index score of “Consumers’ Awareness and Attitude” RINETERREBIREES  BABEM-THE
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9 Visit www.consumer.org.hk/en/advocacy/study-report/20210617 or scan the QR code to read the full report of “Embracing Sustainable Consumption for
a Happy Life - A Tracking Study on Consumer Behaviour”.
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increased from 74 in the baseline survey to 77 in the current survey,
while “Consumers’ Behaviour and Readiness” increased from 69
(Consumers’ Behaviour) and 65 (Consumers’ Readiness) in the baseline
survey to 71 in the current survey. The 2 major indexes were comprised
of 8 sub-indexes, among which “Recycling Behaviour” was the only one
that stayed at a relatively low score of 63 with no increase. Results of the
2 major indexes reflected that there was still a gap between consumers’
awareness and their behaviour in reality, in particular their participation
in recycling, suggesting more consumer education work needs to be
done to strengthen this important habit.

BERAFAENITH M EEENTANE
Fa . BIREERAEN 695 CHESETR) M 65
2 OCHEERR) BNMERRABN 12 E
2BEZEEM 8 ERIEHME EF " KT
Ry RIE——ERELFANRER AEERE
KFH 63 Do e 2 HERIBBENE D KRB
EEMRHEBRTRBNEEE LEER
WHEERRE ERRBEREMBABARB
HEEE—EREBE-

EEUFREBENRXEH -

w 2020 FHE

HEEN
SRENFNREE

ottty
0545
it ®
# 80
9N
asAEER !
FHOMERE
BERRES
]
é nsmEEs
oER ERhRE
pr ey ﬁa;gg@g
|

®

Based on the findings and with reference to the rapid development
overseas, the Council puts forward 9 recommendations for
consideration by the Government and related stakeholders.

As drivers for behavioural change of consumers, the Council proposed
(1) nurturing SC understanding and culture through public education
and creation of support platform; (2) strengthening availability and
choice of products and services with relevant incentives to encourage
consumption; and (3) rebuilding recycling habits by a convenient,
stringent, and transparent waste management system.

In terms of the role and responsibility of businesses, the Council
suggested them to (1) adopt sustainable principles along the value
chain, from production to end-of-life disposal; (2) provide accurate
information about the sustainability of products and services; and (3)
set measurable sustainability targets and roadmaps.

Last but not least, the Council recommended the Government
to consider the directions and policies of: (1) promoting research
in advancing SC related patterns; (2) establishing long-term and
holistic policy to foster the recycling and sustainable industry; and (3)
introducing legislation and enforcement measures to achieve specific
SC goals.
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The release of the Tracking Study report was followed by a
Sustainability Conference co-hosted with the Centre for Business
Sustainability of the CUHK Business School. The conference aimed to
facilitate sharing and exchange of ideas among stakeholders, thereby
driving Hong Kong to progress towards a sustainable future. Amid
the pandemic, the conference still attracted the physical attendance
of over 120 stakeholders from the Government, business sectors,
academics and NGOs, with media coverage extending the reach to
the general public. Pre- and post-engagement work involving a total of
11 organisations was conducted.

(The project was funded by the Sustainable Development Fund.)

Driving Sustainability:
Responsible Modelling and Effective Communication
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Control of Single-use Plastics

In response to a public engagement exercise on the control of single-
use plastics launched by the Council for Sustainable Development, the
Council pledged support of the overall direction proposed in eliminating
non-essential and hard-to-recycle single-use plastic items. The Council
also provided its views on the types of products to be controlled,
N timeframe and approach for controlling them,
and supported the enhancement of the Plastic
Shopping Bag Charging Scheme, the provision of
g information on the recyclability and percentage of
\ 3 recycled content of a single-use plastic product,
and the establishment of a platform for sharing
information on plastic alternatives among
different stakeholders. Based on the findings
of its Tracking Study, the Council provided
references on factors affecting consumers'’
choices and their willingness to pay a
premium for non-plastic/reusable
alternatives.
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Besides, the Council recommended the Government to formulate a
holistic approach to tackle waste, including tackling all packaging waste,
promoting circular economy and life cycle approach, reducing the use of
microplastic in the cosmetic industry, facilitating the shift to sustainable
production and consumption practices, as well as promoting
behavioural change through effective motivation as advocated in its
Tracking Study.

Scheme on Regulation of Disposable Plastic Tableware

The Council fully supported the Environmental Protection Department’s
proposal of introducing legislation to regulate disposable plastic
tableware, and commented that the implementation schedule should
be sped up.

The Council put forward several suggestions, including: (1) an outright
ban of the sale of disposable expanded polystyrene (EPS) tableware
to local end-consumers (including catering premises); (2) provision
of a clear definition and examples of the 4 types of plastic tableware
under the scope of the regulation scheme; (3) inclusion of “compostable
plastics” and “bio-based plastics” in the definition of plastic substitutes;
(4) extension of the scope of “dine-in services” to include large public
events; and (5) introduction of recognition/incentive scheme to foster a
smooth transition.

As regards the proposed exclusions in the regulation scheme, the
Council expressed reservation on allowing the provision of disposable
plastic straws by catering premises on request by persons with special
needs due to medical care reasons if alternative means are available,
and the exclusion of disposable plastic tableware that forms part of pre-
packaged food products prepared outside catering premises. The
Council was of the view that to ensure success of the regulation,

the scheme should eliminate any open up leeway from the ban of =~ =

single-use plastic tableware.

Apart from the above, the Council also suggested a series of
measures with an aim to promote overall waste reduction,
such as extending the coverage of the regulation scheme to
other common types of plastics and encouraging the use of reusable
tableware. Scan the QR code to read the Council's submitted views and
suggestions in full.

Product Comparative Tests on Appliances

Air Conditioners

Many households plan on replacing their air conditioners in the run-up
to summer to keep the heat at bay, and inverter split-types are a popular
choice in recent years. The Council tested 14 models of “1.5 horsepower”
(HP) inverter split-type reverse cycle air conditioners and found 1 model
to have a cooling capacity almost 18% lower than its claim, failing to
meet the requirement of the Mandatory Energy Efficiency Labelling
Scheme (MEELS). The test results were referred to the Electrical and
Mechanical Services Department (EMSD) for follow-up.
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Although the Cooling Seasonal Performance Factor (CSPF) of all tested
models met the Energy Efficiency Grade 1 standard under MEELS, their
measured CSPF values showed a vast variance of over 55%, indicating a
high disparity in energy-saving performance.

The energy efficiency directly impacts the electricity cost. Based on
the tariff of $1.2 per unit of electricity and the scenario where the air
conditioner operates for 12 hours per day for 180 days a year, the
Council estimated the annual electricity tariff of the models to range
from $657 to $1,023, representing a difference of $366. This means
that the models with a lower energy efficiency would incur 56% more
electricity tariff than the more energy-efficient models.

Refrigerators

Refrigerators are an essential home appliance and run for 24/7, drawing
power around the clock. Therefore, energy efficiency is a key decision
factor when selecting a refrigerator. The Council tested 17 models
of 1-door, twin-door and 3-door refrigerators with claimed total net
storage volumes of 122L to 252L (medium-sized), and 45L to 122L
(smaller-sized). 11 were frost-free refrigerators and 6 were direct cool
models (known as frost refrigerators).

The annual electricity tariff of each model was estimated based on their
power consumption in the test. It was found that the 6 smaller direct
cool models had a lower power consumption as they did not require
extra power for defrosting; their estimated annual electricity tariff could
be lower than certain frost-free models by over 70%. Taking both 1-door
and twin-door models into consideration, the annual electricity tariff
ranged from $107 to $163. The 11 larger-sized frost-free refrigerator
models had a relatively higher electricity tariff, ranging from $257 to
$471.

The freezing capacity and cooling performance of refrigerators are of
utmost importance. Among the 12 models with a freezer compartment,
most had a satisfactory freezing capacity. However, the cooling
performance of the fresh food compartment varied vastly among
the models. In the test, 3 food samples were placed in the fresh food
compartment and the time required for the test loads to drop from
room temperature (25°C) to 10°C was measured. The results revealed
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that the cooling times of the tested models

ranged from 2.9 hours to 6.7 hours, a difference of | [
1.3 times.

Despite direct cool refrigerators being more
energy efficient and space-saving, they require
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regular defrosting. Consumers should be mindful
that the full warranty of certain direct cool model
was as short as 1 year and did not offer warranty
renewal. Besides personal factors such as the
home size, types of food often stored in the
fridge, and fridge usage habits, consumers who
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wish to select a more energy-efficient frost-free
refrigerator might also consider models with an
inverter compressor which had a better overall
performance in general.




Warranty and Maintenance for Electrical
Appliances

According to the Council's complaint statistics, short product warranty
periods, high annual warranty renewal fees and maintenance charges
are common pain points for consumers. As durable whitegoods such
as air conditioners and refrigerators could often last for a few years or
even up to 10 years, warranty and maintenance are consequential to
the appliance’s lifespan.

The Council also surveyed the maintenance schemes of home
appliances in its product tests. Among the tested air conditioner models,
11 merely provided a full warranty period of 1 year, while only 3 offered
a 2-year warranty period, after which the annual warranty renewal
fee ranged from $620 to $1,500, a 1.4-time difference. Besides, the
arrangements and charges for after-sales services offered by different
agents, such as maintenance checks and machine cleaning, were also
found to differ notably. As for refrigerators, the warranty period ranged
from 1 to 5 years, of which 9 models claimed to offer renewal with
annual fees ranging from around $180 to $800; the remaining 8 models
did not offer warranty renewal and an on-site inspection fee would be
charged after the warranty expired.

Consumers often lack control over the selection of after-sales
services. Costly after-sales service and annual warranty renewal fees
would dampen consumers’ desire to renew the warranty or repair
malfunctioning appliances, which would lower the product’s operating
efficiency and lifespan, in turn spurring consumers on to purchase
replacements more frequently. Not only does this go against the
principle of sustainable consumption, but it will also escalate the
expenses for purchasing electrical appliances. The Council therefore
urged product suppliers to offer more affordable maintenance services
with a longer warranty period, to support sustainable consumption and
reduce electrical waste.

Product Comparative Test and Survey on
Products with Environmental Claims

Foldable Food Containers

As more consumers have started bringing their own reusable containers
for takeaway food and beverages in recent years, the Council conducted
a test on foldable silicone food containers (9 models) and foldable cups
(5 models).

Test items included overall migration for 3 food simulants, potassium
permanganate consumption, colour migration when soaked in liquids,
volatile organic matter (VOM), total lead and cadmium levels, food
colouring residue and durability, while the labelling information on the
packaging was also examined.

While all models performed satisfactorily in tests for lead and cadmium
migration and durability, there is room for improvement in VOM levels.
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Siloxanes are main VOMs found in silicone materials which, when in
excess levels, might migrate onto the food and affect food safety. The
test revealed that over 60% (9 models) exceeded the German LFGB
standard’s VOM limit of 0.5% for food-contact silicone products, of
which 6 were food containers with VOM levels from 0.76% to 1.3% for
the body and sealing ring materials; the remaining 3 were foldable cups
which had VOM levels from 0.8% to 1.4%. Research has indicated that
long-term contact with high dosages of siloxanes may adversely affect
the liver health of test animals.

In view of the Government'’s plans to regulate disposable plastic
tableware, the Council opined that apart from progressive control of
the selling and use of disposable plastic cutlery, the Government should
also take prompt action to set safety standards for reusable products,
SO as to ensure quality and increase the public’s confidence in using
such products.
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Bathroom and Toilet Cleaning Products

The Council conducted a survey covering 17 models of bathroom
cleaners and 23 models of toilet cleaners, reviewing their labelling
information including the ingredients, environmental claims, the use of
Chinese and English safety warnings and precautions.

Aside from the cleaning efficacy, consumers should also consider
whether the cleaning products comply with sustainability principles
before purchase. Among the 40 surveyed models, only less than 20%
(7 models) offered refill packs that could help reduce plastic waste, out
of which only 4 provided pouch packaging with less plastic materials,
whereas only 15% (6 models) claimed to have packaging with recycled
materials.
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Although most of the models displayed the plastic code or plastic
material on the container, namely 3 types of recyclable plastics - type
1 polyethylene terephthalate (PET), type 2 high-density polyethylene
(HDPE), and type 5 polypropylene (PP), 6 models did not indicate the
relevant code, which was unsatisfactory as consumers are unable to
identify its recyclability.

For the 7 models with biodegradability claims, as none presented the
biodegradation rate, it was impossible for a meaningful comparison.

The Council urged manufacturers to strengthen product sustainability
by introducing more eco-friendly practices throughout the products’ life
cycle, from the selection of raw materials, manufacturing process, to the
packaging and disposal, as well as providing certification of ecolabelling
by a third party.

Opinion Survey on Purchasing and Usage
Habits of Skincare Products

The Council conducted phone interviews with 1,650 female respondents
aged between 20 and 60 to understand their purchasing and usage
habits of skincare products (including facial cleansers, face serums,
moisturisers and face masks) by random sampling. It was found that
close to 50% users stockpiled unused skincare for beyond a year, easily
causing wastage.

It was found that women in Hong Kong have an average yearly spending
of $3,100 on facial skincare products. Those aged between 30 and 39
had the highest spending (around $3,500), whereas respondents aged
2010 29 spent the least (around $2,500).

The respondents had average brand loyalty in terms of facial cleansers,
face serums and moisturisers. Over 40% of the users would try out
products from different brands for these 3 categories, of which face
masks had the lowest brand loyalty, with 65% respondents expressing
that they would try out different brands.

Close to half (49%) of the respondents admitted to owning facial
skincare products which remained unopened for over a year, most of
which were face masks (42%). After a skincare product has expired,
almost half the respondents (49%) would discard it, yet 38% would apply
it on other parts of the body, and 25% would even continue to apply
it on the face. The Council reminded consumers that continued usage
of skincare products beyond their shelf life/expiry date could increase
dermatological risks.
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As every person’s skin type and reaction differ, consumers were
recommended to trial samples of new products before buying the
full-sized product, or to purchase it in a smaller size. Consumers were
reminded to shop rationally, try to understand the product’s efficacies
and scrutinise the ingredients list, select skincare suitable for their own
skin type, and not to buy larger-sized products on impulse. In particular
during festive seasons, many skincare brands tend to tout quantity
discounts which might entice consumers to purchase and stockpile a
larger number of products than needed, resulting in product expiry and
wastage.
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Public Education on Sustainable Consumption

One of the Council’s focuses is to nurture the understanding and culture
of SC through public education. Apart from the theme of sustainable
consumption in the Earth 2038 Project for primary school students, and
the thematic award “Innovative Design for Sustainable Consumption”
in the Consumer Culture Study Award for secondary school students,
the concept of SC has indeed been infused into all consumer education
programmes of the Council, including an experience sharing and
refresher training session of the “Support Programme for Persons
with Special Needs”, as well as training materials of the “Pilot Educator
Scheme for Senior Citizens”. Community talks with topics such as
“Sustainable Consumption” and “Environmental Protection Under
the Pandemic” were also conducted. This year, in related talks and
programmes, audiences were also reminded of issues such as
overpackaging of goods bought online and the wastage as a result of
panic buying, which were particularly prominent during the pandemic.

Details of the programmes and award are covered in the chapter
“Empowering Consumers Through Education” (p.86).
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