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Unfair Commercial Practices

1. Summary

Awareness and experience of UCPs is widespread

Without prompting, 40% of consumers say they have been victims of UCPs and this
rises to a total of 61% when prompted. Even those without personal experience are
aware of the issue, in that the vast majority either know someone who has been a victim
or think dishonest trading is a problem. Three-quarters think that traders have a duty not
to trade unfairly, although this is likely to reflect an assumption about their legal rights
rather than knowledge about the specific recent change in legislation.

Some UCPs are common whereas others are much rarer

Of UCP victims, over half (55%) experienced being told they were the lucky winner of a
competition. 20% or more had fallen victim to persistent sales calls, being offered
free goods which were not free in the end and seeing offers that purported to end on
specified date but did not. Being victim to a trader targeting advertising at children,
on the other hand, was only an issue for.4%.

Value of consumer detriment

The total amount of losses incurred among the sample size was just over a quarter of a
million pounds. No financial loss was recorded in two-thirds (68%) of cases, either
because the sum involved was zero (54% of the time) or because consumers could not
remember a figure (14%). Extrapolating, this suggests total consumer detriment in the
UK economy as a result of breaches of unfair commercial practices laws is at least £3bn.

Most UCP victims do nothing about it

Almost 6 in 10 (57%) take no action at all, mainly because they do not feel they will get
anywhere with complaining, they do not know where to go or who to approach or they
just can’t be bothered/it isn’t important enough to warrant action. 20% are unsure about
their rights. These results show that there is a need for making consumers more aware
of what they can do in the face of unfair trading.

Taking up the issue with a third party is more successful than complaining
to the trader

In about a third (34%) of UCP cases, consumers’ first port of call was the trader and
when this avenue failed, a third took further action, whilst the rest just warned others or
did nothing at all. Just less than 1 in 10 (9%) bypassed the trader entirely and went
initially to another body, most frequently Trading Standards, which is also the most
popular choice for consumers who did not get a satisfactory response from the trader.

58% of consumers taking some action obtained a satisfactory resolution of their

complaint in the end, but this took some of them two or three tries. Consumers have a
higher rate of success if they approach a third party first, rather than the trader.
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Consumers like the idea of a private right of action and a quarter would
have used it

Three-quarters of consumers wrongly think that a private right of action is currently
available to them and the same number think it would be a good idea in principle. A
guarter of consumers say they would have used it for the UCPs they had experienced,
suggesting a significant consumer demand for a private right of action.

The desire to take legal action is not always directly linked to monetary
loss

For three of the UCPs, more people said they would sue than had incurred any loss:
You are the lucky winner, sales people overstaying their welcome and persistent
sales calls. These could all be classed as practices which the consumer did not initiate,
are intrusive on people’s privacy and are annoying. The opposite is true for fake goods,
miracle products and trader not being who they said they were, where we find the
lowest levels of people who would have sued and yet the highest number of people
incurring a loss. Perhaps there is a degree of taking some personal responsibility/blame
for what happened in that consumers had initiated the purchase.

Reluctance to sue is a question of cost versus benefits

People did not want to sue mainly because it was too much hassle or the complaint was
not important enough to warrant it. The next most commonly given reasons are
financial, either in terms of their own financial position or the uncertainty of what it would
cost to sue.
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2. Introduction

2.1 Research Objectives

1.11 The Law Commission has submitted lukewarm advice to the Government on
whether there should be a private right of action for unfair commercial practices.
Consumer Focus would like to rebut the Law Commission’s submission but needs
evidence that these practices are widespread. Therefore, research was required to
guantify the number of people who have experienced unfair commercial practices and
suffered loss and to gain intelligence on whether or not consumers want a private right of
action.

1.12 Specifically, the research objectives were to obtain information on:

¢ The number of people who suffered loss due to the specific categories of unfair
commercial practices

e The amount of loss incurred

e The number of people who complained or not/to whom they complained (i.e. to
business, to advice bureaus/centres or trading standards organisation
The number of individuals whose complaints were satisfactorily resolved

o Whether consumers want a private right of action

¢ Would consumers be prepared to use it/ why not

2.2 Research Methodology

2.21 Our target was 1,000 online interviews with adults in Great Britain (England,
Scotland, and Wales) experiencing unfair commercial practices in the last 24 months.

2.22 In order to ensure that the results could be extrapolated with confidence, Harris
weighted the initial responses to the survey to be representative of the population of
Great Britain and the proportions of consumers who had experienced an unfair
commercial practice emerged from this sample. In addition to demographic and country
weighting, Harris Interactive propensity weighted the data (a technique designed by
Harris to produce representative results from an online panel). Details are provided in
the Appendix.

2.23 The screening process comprised three stages:
e 1867 consumers responded to the online invitation to participate

e When asked whether they had experienced an unfair commercial practice in the last
12-24 months, 743 said they had

¢ We then showed a list of the 12 UCPs to those who had not, and a further 402
recognised at least one of the practices

Therefore, 1145 of 1867 potentially qualified for the main interview, giving an incidence

rate of 61%. The results in this report are based on 1051 interviews, as the others
were over quota and their responses were discarded.
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2.24 Harris Interactive conducted the fieldwork between the 18th and 24™ March 2009,
using its own panel, HPOL, as the sample source.

2.25 Consumer Focus requested a quota of 200 interviews in Scotland in order to have
sufficient data to be able to look at the results for this country on a stand alone basis. A
breakdown of interviews obtained by country is shown below.

Table 1 Breakdown of Interviews by Country

Country Number of interviews (%)

England 812 (77%)
Scotland 201 (19%)
Wales 38 (4%)
Total 1051 (100%)

However, it is important to note that in the report the data is weighted to represent the
GB population and the interviews conducted in Scotland have been down-weighted
accordingly.

2.3 The Questionnaire

2.31 A copy of the gquestionnaire is included in the Appendix, which, in addition to the
normal demographic questions, included a question to determine whether consumers
could be classed as vulnerable. This question was whether they thought their age,
health problems, poor financial circumstances or other personal issues made them more
vulnerable than others when dealing with dishonest or aggressive traders.

2.32 The questionnaire focussed on 12 of the 31 unfair commercial practices included in
the Unfair Commercial Practices Directive, as shown below, although consumers had an
opportunity to mention others not listed. Throughout the report the unfair commercial
practices are referred to by the text in bold.

Trader not being who they said they were You used a trader who claimed one or
more of the following: they had quality or trust marks when they hadn’t, belonged to
trade association when they didn’t or are approved by a public or private body (e.g.
council) when they were not.

Offer must end Monday! You rushed into buying something that you might not have
bought because a trader falsely said that the product would only be available for a
very limited time, or that the favourable terms (for example, no deposit or low finance
rates) would end very soon.

Miracle products You bought a product that a trader falsely claimed was able to cure
illnesses, dysfunction or malformations — for example, a lotion to restore hair.

Fake goods You bought a product because the trader mislead you into believing that
the product was a well-known brand/made by a well known manufacturer when it is
was not.

Closing down sale You rushed into buying a product that you might not have bought
because the trader falsely said they were about to close or move.
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Targeting children Your child/children pestered you to buy them something, or
bought something with their own money, because a trader deliberately aimed its
advertising/promotions at children.

Pyramid selling You were encouraged to join a scheme that promised huge returns
for a small investment and all you had to do was enrol a number of other people but
you either lost your money or did not make any.

Absolutely free! Seen/been told about a product which was described as free but
when it came to it you had to pay something (over and above delivery costs).

You are the lucky winner! Been told that you have won something/will win
something if you phone up or return a coupon and then being asked to pay something
or the prize not existing at all.

Intimidation Being coerced into buying because you felt you could not leave the
premises or a presentation without doing so. For example, sales presentations at
hotels where intimidating doormen are positioned next to doors, in order to give the
impression that no one can leave before buying.

Sales people overstaying their welcome in your home Where a trader ignored
your request to leave or not return and you ended up buying/signing up to something
to get rid of them or because you felt pressurised.

Persistent sales calls You received persistent and unwanted telephone calls, faxes,
e-mails or texts and ended up buying/signing up to something to get rid of them or
because you felt pressurised.

2.4 Notes On The Report
Throughout this report:
¢ Major differences in results by country (England, Wales and Scotland) will be

highlighted. However, because of weighting the small sample bases for Scotland
and Wales mean that differences will be indicative rather than statistically significant

e Any tables which contain data based on responses from fewer than 50 people will be
marked with an asterisk. A note of caution is also added as this base size is
considered small and care should be taken in extrapolation from the data

e Unfair Commercial Practices are referred to as UCPs

o When “traders” are mentioned in this report, we mean any high street shops or online

retailers, and companies or individuals providing services, for example, builders or
insurance brokers — this definition was provided to people completing the survey
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3. Awareness And Experience Of Unfair
Commercial Practices

3.1 Introduction

In this section we look at the awareness and extent of UCPs in Great Britain, which
practices are most prevalent and how often people have been victims of them.

3.2 Awareness Of Unfair Commercial Practices

Just under two-thirds (65%) of consumers think that traders have a duty not to trade
unfairly, although this is likely to reflect an assumption about their legal rights rather than
knowledge about the specific recent change in legislation. This claimed awareness is
higher in Wales than England or Scotland, increases with age, is more prevalent at the
extremes of the social scale and is higher in the non-vulnerable group.

Table 2 Awareness Of Traders Duty Not To Trade Unfairly

% Mentioning

Yes 65
No 35
Total 100
Weighted Sample: All consumers experiencing an UCP (1051)

Consumers who had no personal experience of an UCP were asked for their views on
the subject before leaving the interview. The vast majority (89%) know people who have
been victims or think that unfair trading is a problem, leaving only 11% who think that it is
neither a widespread nor problematical issue.

Table 3 Attitudes To UCPS Amongst Those With No Personal Experience

Attitude % Mentioning

I know lots of other people who have 3
suffered from them

| know a few people who have suffered 31
from them

| don’t know anybody who has suffered 55
from them but | think it's a problem

| don’t know anybody who has suffered 11
from them and | don’t think it's much of a

problem

Total 100
Weighted Sample: Unqualified respondents - those not experiencing an UCP (722)
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3.3 Overall Extent Of UCPs

The high levels of awareness shown above are mirrored by the high number of people in
Great Britain who have experienced UCPs. Of the 1867 who responded, 743 initially
said they had been a victim within the last 24 months and 402 had their memories
jogged by seeing the list of 12 UCPs, giving a total of 1145, i.e. 61%.From now
onwards in the report, we only look at the sample of UCP victims within quota, i.e.,
1051 consumers..

Just under two-thirds (64%) of these 1051 said they had experienced an unfair
commercial practice within the last 24 months without being prompted in any way
(except that in the introduction we mentioned unfair and dishonest sales and marketing
practices). The higher the social class the more likely people are to be UCP victims but
there was no difference between vulnerable and non-vulnerable groups. We then
showed them the list of 12 UCPs and asked if they had experienced any of them. 86%
had, whilst 14% mentioned a practice other than those described.

The third (36%) who did not initially see themselves as victims of an UCP only became
aware once they were shown the list of 12 UCPs and recognised at least one of the
practices.

We did not measure accurately how many different UCPs a consumer had experienced
in total in the last 12 to 24 months, because if they mentioned one on the list of 12 we
did not ask them if they had experienced any others. However, a good indication of the
minimum numbers can be gleaned from the fact that the 1051 consumers who
responded to our survey went on to provide information about 2187 UCPs, an average
of just over two per consumer.

3.4 Type Of UCP Experienced

By far the most commonly experienced UCP is being told that you are the winner of a
prize or competition and finding out that the prize either does not exist or only comes at
a price. Over half (55%) had fallen victim to this practice. Interestingly, this was the
UCP that was mentioned most (70%) by the consumers who did not initially see
themselves as victims, suggesting that, although widespread, it is perhaps not seen as
serious or recognised as unlawful.

Persistent and unwanted sales calls are also a common problem, as over a third (36%)
of consumers fell victim to this UCP.

Vulnerable people were significantly more likely to have been a victim of 4 of the 12

UCPs than non-vulnerable consumers: offer must end Monday, closing down sale,
trader not being who said they were and miracle products.
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Table 4 Type Of UCP Experienced

Overall % Recognised Not Initially Aware
Mentioning Themselves As They Were Victims
Victims %
%

You are the lucky winner 55 47 70
Persistent sales calls 36 42 27
Absolutely free 21 23 17
Offer must end Monday 20 24 13
Closing down sale 15 15 16
Trader not being who said 9 11 6
they were
Sales person overstaying 8 10 4
their welcome in home
Fake goods 8 9 6
Intimidation 7 8 3
Miracle products 7 8 4
Pyramid selling 7 8 4
Targeting children 4 5 4
Other 9 14 0
Total * * *
Weighted Sample: All (1051) 677 374
*Multiple response, therefore figures do not sum to 100

The 14% of people who initially classed themselves as victims of an UCP, but did not
see the practice in the list shown above, mentioned a whole host of other practices,
although in some cases they appear to be very similar to those on the list. The main
“other” UCPs (mentioned by more than 10%) are shown in Table 5 below.

There were very few mentions of the other UCPs included in the Unfair Commercial
Practices Directive, namely Wolf in Sheep’s Clothing (3%), Bait Advertising (2%), Scare
Tactics (2%) and Fake Invoices (1%). However, it should be remembered that we
only asked this question of those who had not experienced one of the 12 UCPs on
the list. So, the extent of these other practices may be much more widespread than we
are stating here.

Table 5 Other Types Of UCP Experienced

UCP % Mentioning

Deliberately misleading/providing 39
misleading information

Persistent calls 18
Aggressive/rude/pushy behaviour 12

Price not what was agreed/excessive 11
charges

Total *
Weighted Sample: Those experiencing an UCP other than the listed 12 (98)
*Only practices mentioned by more than 10% are shown
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From now onwards in the report, these other practices are not separated out but
grouped under the heading “Other UCP”, as the bases are too low for individual
treatment.

3.5 Frequency Of Falling Victim

When looking at the extent of UCPs, as well as knowing whether or not they have been
experienced, it is also important to know how often consumers are falling victim, i.e. is it
a rare or common occurrence? In Table 6 we show the data in a number of ways to
provide the most complete picture. However, we should raise a note of caution about
the means and total number of occasions (the order of the table). In some cases these
appear high and this is because a small number of consumers said they had fallen victim
hundreds of times.

What is very clear is that there are number of UCPs which tend to be experienced only
once: buying fake goods (52%), being intimidated into buying (45%), joining a
pyramid scheme (44%) and sales people overstaying their welcome (43%). It could
be the case that if a consumer falls victim once they tend not to get into that situation
again because they have learned from bitter experience. At the other end of the scale,
consumers are more likely to become “multiple victims” of UCPs such as targeting
children, persistent sales calls and thinking they have won something.

Table 6 Frequency Of Experiencing UCPs

Mean Total Once % Mode* Weighted
occasions Sample
Persistent sales calls 24 7135 9 >5 times 382
You are the lucky winner 15 6745 10 >5 times 581
Absolutely free 10 1976 28 Once/> 218
5 times
Closing down sale 11 1511 34 Once 160
Offer must end Monday 5 965 29 Once 211
Targeting children 16 660 16 >5 47*
times
Other UCP 7 642 55 Once 98
Trader not who they 4 344 35 Once 95
said they were
Miracle products 4 227 39 Once 71
Pyramid selling 4 218 44 Once 69
Intimidation 4 207 45 Once 68
Fake goods 2 179 52 Once 86
Sales people 2 160 43 Once 84
overstaying welcome in
your home
All UCPs 12 20, 967 25 >5 times 2187

*The most frequently mentioned figure
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4. Amount Of Loss Incurred By
Consumers

4.1 Introduction

In this section we examine the extent of the losses/costs to consumers of UCPs in
general and how this varies by particular UCP. As we did not want to burden consumers
with too long a questionnaire, we limited to three the number of UCPs about which
consumers answered questions on losses and the steps they took to resolve their
complaints (section 5). They were asked to choose three on the basis of the ones they
considered most serious. This reduced the number of UCP occasions from 2187 to
1760.

4.2 Overall Extent of Loss/Cost to Consumers

We asked consumers to estimate how much each UCP cost them or they lost as a result
of it. On two-thirds of UCP occasions (68%) no value was given, either because it was
£0 (54%) or because consumers could not remember (14%). In just over a fifth of cases
(22%) the loss was £100 or less and it only topped the £100 mark 12% of the time.

The total amount of losses incurred was just over a quarter of a million pounds
(£263,889) and the mean loss per UCP occasion was £175. However, we feel that
some care should be taken with extrapolating these figures as they contain a few very
high amounts.

Table 7 Overall Value/Cost To Consumers Of UCPs

0 54
1-10 6
11-50 12
51-100 4
101-500 5
501-1,000 4
1,000+ 3
Don’t know/can’t remember 14
Total 100
Weighted Sample: 1760 UCP occasions reported by 1051 consumers

4.3 Extent of Loss/Cost to Consumers By UCP

As could be expected, the extent of the losses varies widely by UCP, from a mean of
less than £50 to £880 (and within UCP). The UCPs tend to fall into four groups:

o An average loss under £100 — you are the lucky winner, absolutely free and

intimidation
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e An average loss in the £100s — fake goods, closing down sale, targeting children
and persistent sales calls

e An average loss of £200-£400 - offer must end Monday, other UCP and sales
people outstaying their welcome in your home

e An average loss of £400 or more — trader not being who they said they were,
miracle products and pyramid selling. However, it is worth noting that for the latter
two the results are very polarised, i.e. on a high number of occasions there was no
loss but where loss was incurred it was high.

However, the figures in the table below show that whilst some UCPs are not widespread
they can be serious in terms of the amount of financial damage they can cause, e.g.
traders not being who they said they were. The opposite is also true of UCPs such
as you are a lucky winner and absolutely free, which are common but less costly to
consumers falling victim to them.

Table 8 Loss/Cost Of Being An UCP Victim

Mean | Total Median* % Weighted
(£) (£) (£) Sample

Trader not who they | 880 52,588 | 101-500

said they were

Offer must end 317 37,606 | 51-100 | 25 21 46 149
Monday

Persistent sales calls | 122 36,310 | 0 71 17 88 360
Other UCP 288 23,750 | 0 53 14 67 96
Miracle products 643 21,645 | 11-50 7 14 21 39*
Lucky winner 48 22,796 | 0 66 12 78 538
Sales people 407 21,131 |0 65 9 74 60
overstaying welcome

Pyramid selling 486 15,712 | 51-100 | 34 16 50 38*
Closing down sale 129 10,143 | 11-50 38 13 51 91
Fake goods 119 7,256 | 11-50 20 8 28 66
Absolutely free 51 7,043 | 0 52 10 62 155
Targeting children 115 4,228 | 1-10 32 10 42 41*
Intimidation 81 3,547 |0 53 12 65 50

*The middle of the range of losses falls into this band

4.4 VValue Of Consumer Detriment

We can extrapolate the figures from our representative sample to provide a figure for the
total consumer detriment in the UK economy as a result of breaches of unfair
commercial practices laws, which we estimate to be over £3bn per annum and has been
calculated in the following way.
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The population of GB aged 18+ is in the region of 46,400,000. Our representative
sample of 1867 people incurred cost/losses of around £264,000 in the last 24 months.
Therefore, in 12 months the total figure is:

(46,400,000+1867) x £264,000 = £6,561,113,800 +2= £3,280,556,900
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5. Action Taken By Consumers

5.1 Introduction

This section covers the steps consumers took when faced with an UCP and the degree
of success they experienced in gaining satisfactory resolution of their complaints.

5.2 Initial Steps

The most common reaction when becoming a UCP victim is to do nothing (this
happened on 57% of occasions). This was the case for 8 of the 13 UCPs. This lack of
action is most prevalent amongst consumers who were lucky winners (74%), when
they bought in a closing down sale that wasn’t (66%), felt intimidated (63%) or bought
a miracle product (61%).

Approaching the trader is the next most popular course of action overall (this happened
on 34% of occasions) and was the first step for those who had bought from a trader
who was not who they said they were (73%), those who had had to put up with a
sales person in their home who would not leave (60%), those tempted by pyramid
selling (48%) and consumers who had bought fake goods (48%). Consumers
experiencing these four UCPs were the least likely to do nothing, suggesting that these
four UCPs are ones where people think they can get some redress.

Almost a quarter (23%) of consumers mixed up in a pyramid selling scheme
approached a third party for help.

Table 9 Initial Steps Taken Upon Becoming A UCP Victim

Reason % Of UCP Occasions

Nothing 57
Complained to the trader 34
Approached someone else 9

Total 100
Weighted sample: 1760 UCP occasions experienced by 1051 UCP victims
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Table 10 Initial Steps By Type Of UCP Experienced

Nothing  Approached Approached Total Weighted

The Trader Someone Else %

You are the lucky 74 19 7 100 538
winner

Persistent sales 53 36 11 100 360
calls

Absolutely free 58 36 6 100 155
Offer must end 51 42 8 100 149
Monday

Sales person 29 60 11 100 60

overstaying their
welcome in your

home

Closing down sale 66 24 9 100 91
Trader not being 20 73 7 100 62
who said they were

Fake goods 41 48 12 100 66
Intimidation 63 32 5 100 50
Miracle products 61 24 16 100 39*
Pyramid selling 29 48 23 100 38*
Targeting children 55 36 9 100 41*
Other UCP 26 56 18 100 96

5.3 Why Consumers Did Nothing

The main reason for doing nothing is that consumers felt that whatever they did would
not be successful and this was the case for 9 of the 13 UCPs. The main reasons given
for lack of action, where it was not a perceived lack of success, were:

e Persistent sales calls - did not know where to go for help (and this was also an
important factor for consumers wanting to complain about traders targeting children
in their advertising).

e Trader not being who they said they were — consumers were not sure of their
rights

o Sales people outstaying their welcome — consumers did not want to make trouble
o Fake goods — consumers did not feel it was important enough to complain

Although too much hassle to do anything was the third most commonly cited reason for
non-action, it was never the main reason for any of the UCPs

Quite a high percentage (21%) did not feel that the law could help them. This was
particularly the case for offer must end Monday, fake goods and intimidation

Also 33% did not know where to go/to whom to complain and 20% were unsure about
their rights. All these findings show that there is a need for making consumers more
aware of what they can do in the face of unfair trading,.
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Table 11 Main Reasons For Taking No Action

Reason % Of UCP Occasions

Didn’t think they would get anywhere with 40
complaining

Didn’t know where to go/who to complain 33

to for help

Too much hassle/couldn’t be bothered 31
Not important enough to complain 25
Didn’t think law could help 21
Wasn't sure of rights 20
Uncertain of cost 14
Didn’t want to make trouble 9
Didn’t want to involve lawyers 7
Total *
Weighted Sample: 955 UCP occasions where consumers took no action
*Multiple response, therefore figures do not sum to 100. Only reasons given for more
than 5% of occasions are shown

5.4 What Happened When Consumers Complained To The Trader?

As we have seen, in just over a third of UCP occasions (603 in number), the consumer’s
first port of call was the trader. Satisfaction with the outcome of their complaint was
evenly split, with just under half (48%) being satisfied and leaving 52% with their issue
still unresolved.

There was considerable variation by UCP in levels of satisfaction with this course of
action. We found above average levels of satisfaction amongst those who had been
victim of the following:

Closing down sale (70%)
Pyramid selling (61%)
Intimidation (59%)

Fake goods (56%)

And lower than average amongst victims of:
e Trader not being who they said they were (30%)

e Miracle products (32%)
o Absolutely free (40%)
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Although not happy with the outcome of their complaint, many took no further “formal”
action, consumers either gave the trader bad word of mouth (49%) or did nothing at all
(22%). In around 1 in 10 cases consumers approached Trading Standards, the OFT or
another organisation.

Table 12 Action Taken When Recourse To Trader Failed

Action % Of UCP Occasions

Warned other people 49

Nothing 22

Complained to Trading Standards 11

Complained to the OFT 9

Approached another body 9

Went to Citizen’s Advice/Consumer 7

Direct/another advice centre

Went to an ombudsman/other independent 6

resolution scheme

Complained to the trader’s trade 6

association

Total *

Weighted Sample: 314 UCP occasions where consumers took further action, when
complaining to the trader was not successful

*Multiple response, therefore figures do not sum to 100. Only reasons given on more
than 5% of occasions are shown

People who took no further action at this stage were asked why not and their responses
were very similar to those given in Table 11 above, except that “uncertainty about cost of
taking things further” moved slightly up the scale and “not knowing where to go for help”
moved slightly down. However, as we are only talking about 70 UCP occasions care
must be taken not to read too much into these results.

In total, there were 114 occasions where a third party was approached after taking up
the complaint with the trader failed, and the success rate at this point was 40% of cases
resolved and 60% not. In the 60% of unresolved cases (69), 40% were followed up by
taking yet more action and a successful resolution was achieved in 39% of these cases.

So, in summary, satisfactory outcomes were achieved in 346 (57%) of cases where
complaining to the trader was the first step, as shown in Table 13. However, we should
point out that included in the 257 cases (43%) where there was no resolution as such, in
200 of them (78%) the consumer made no further effort to resolve the issue once
complaining to the trader had failed.
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Table 13 Summary Of Successful Outcomes When Complaining Initially To Trader

Number Of Out Of A Possible % Success
Successful
Outcomes
At first complaint to the 289 603 48
trader
After complaining to 46 114 40
someone else
After making a third 11 28 39
complaint
Total 346 603 57

5.5 What Happened When Consumers Complained To Somebody Else?

In 162 instances of being a UCP victim consumers by-passed the trader and went
straight to someone else with their issue. Over a quarter (28%) went to Trading
Standards and this body was a popular destination for all UCP victims, except the very
small number of those complaining about traders targeting children. Citizens’ Advice
was used most frequently by consumers who had bought miracle products and those
who had experienced unwanted sales people in their home. Victims of competition
scams, the most widespread UCP, approached Trading Standards, the OFT and
another body in equal measure. Not surprisingly, consumers who were faced with
traders not being who they claimed to be were more likely to contact the trader’s
trade association than victims of other UCPs.

Table 14 Who Consumers Initially Approached For Help

% Of UCP Occasions

Trading Standards 28
CAB/Consumer Direct/another advice 17
centre

The Office of Fair Trading 13
Trade association/body 9
Ombudsman/other independent resolution 8
scheme

Newspaper/other media 5
Solicitor 3
Can’t remember 10
Somebody else not mentioned above 34
Total *
Weighted Sample: 162 UCP occasions where consumers took their complaint straight to
a third party

*Multiple response, therefore figures do not sum to 100
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Complaining to one of the third parties above resolved the issue in two-thirds of cases.
Where it was not successful at the first attempt/approach, very few (18%) pursued it
further but half of those who made the effort were rewarded with success.

Table 15 Summary Of Successful Outcomes When Complaining Initially To Trader

Number Of Out Of A Possible
Successful
Outcomes
Dispute resolved after 101 162 63
first complaint
Dispute resolved after 6 11 55
taking further action
Overall success of 107 162 66
approaching athird
party

5.6 Overall Summary Of Satisfactory Resolution Of The UCP

In 43% of cases, consumers took some action after becoming a victim of an UCP and on
58% of occasions there was a successful resolution of the issue, as summarised in the
table below.

Table 16 Summary Of Satisfactory Resolution Of The UCP

Complaining Initially Complaining
To Trader Initially To Other
Body
Dispute resolved after 289 101 390
first complaint
Dispute resolved after 36 6 42
taking further action
Dispute resolved after 11 - 11
third action
Total 336 (56%) 107 (66%) 443 (58%)
Weighted Sample: 603 162 765
Number of UCP
occasions
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6. Private Right Of Redress Or Action

6.1 Introduction

This final section explores the awareness of a private right of action, its appeal, whether
it would have been used and, if not, the reasons for this.

Consumers read a short paragraph about the issue before going on to answer a series
of questions.

As the law stands at the moment, if a consumer falls victim to an unfair commercial
practice, he or she cannot take direct action against (sue) the trader. In legal terms this
is known as a “private right of redress or action”. Instead, the consumer needs to
complain to an enforcement body, the Office of Fair Trading (OFT) or Trading
Standards Department (TSD) to enforce the regulations on their behalf.

6.2 Awareness Of A Private Right Of Redress Or Action

Just over one-fifth (22%) of consumers claimed they were aware, prior to reading the
above paragraph, that individuals do not have a private right of redress or action.
Awareness is lower in Scotland than in England or Wales (8% versus 24% and 20%
respectively). Those with the most claimed knowledge were men, C1/C2s, vulnerable
groups and those aged 30-39.

6.3 Attitudes Towards Having A Private Right Of Redress

Consumers reacted very positively to the idea of victims of UCPs having a private right
of redress, with just over three-quarters (78%) thinking it is a good idea in principle and
only 7% being against the idea. Views were fairly consistent across all types of
consumer in all three countries. The main exception being that the older people are the
more likely they are to react positively, with only 62% of the under 30s thinking it is a
good idea, compared to 91% of those over 65. However, men are twice as likely as
women to be against the idea (10% versus 5%).

Table 17 Attitudes Towards Having A Private Right Of Redress

%

| think it's a very good idea in principle 78
| don'’t think it's a very good idea 7

| couldn’t say 15
Total 100

Weighted Sample: All consumers (1051)
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6.4 Would They Have Used It?

A quarter of consumers would have sued in the cases they described in this survey and
just over a third (35%) could not say one way or another. This number seems quite high
given the known reluctance of consumers to use the courts together with the fact that
over half of consumers had not incurred any monetary loss when they were a victim of a
UCP. Of course, it is not possible to say if consumers would actually sue in practice as
they have claimed. Nevertheless, the data appears to indicate there is a significant
consumer demand for a private right of redress.

Those most likely to have sued were men (31% versus 19% of women), vulnerable
consumers (30% versus 20%) and those in employment, rather than unemployed or
retired.

Table 18 Would They Have Sued?

Yes 25
No 41
Don’t know 35
Total 100

Weighted Sample: All consumers (1051)

Those getting involved with pyramid selling schemes would be the most likely to sue,
with almost half of them (48%) saying they would, if it were allowed, and at the other end
of the scale are consumers buying miracle products, where less than a fifth would have
sued.

Table 19 Likelihood Of Suing By UCP

UCP Yes No Don’t know Weighted
% % % Sample
Pyramid selling 48 26 26 38*
Targeting children 33 13 54 41*
Sales people overstaying their welcome 32 22 46 60
in your home
Persistent sales calls 31 25 44 360
Intimidation 31 42 27 50
Absolutely free 28 37 35 155
Offer must end Monday 26 44 30 149
You are the lucky winner 25 35 40 538
Closing down sale 22 44 34 91
Fake goods 20 38 42 66
Trader not being who they said they 20 66 14 62
were
Other UCP 19 49 32 96
Miracle products 18 55 27 39*
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Interestingly, the desire to sue was not always linked to monetary loss incurred. For
three of the UCPs, more people said they would sue than had incurred any loss: You
are the lucky winner, sales people overstaying their welcome, and persistent sales
calls. These could all be classed as practices which the consumer did not initiate, are
intrusive on people’s privacy and are annoying.

The opposite is true for fake goods, miracle products and trader not being who they
said they were, where there were the lowest levels of people who would have sued and
yet the highest number of people incurring a loss. Perhaps there is a degree of taking

some personal responsibility/blame for what happened in that they had initiated the

purchase.

In virtually all cases of pyramid selling and intimidation, where victims incurred a
loss/cost they would have sued.

Table 20 Links Between Monetary Loss And Desire To Sue

UCPs Where Less Would

Have Sued Than Incurred
Loss

% Losing
some
money

% Who
Would Have
Sued

Difference

Weighted
Sample

Miracle products 79 18 61 39*
Trader not who they said 72 20 52 62
they were

Fake goods 72 20 50 66
Offer must end Monday 54 26 28 149
Closing down sale 49 22 27 91
Targeting children 58 33 25 41*
Other UCP 33 19 14 96
Absolutely free 38 28 10 155
Intimidation 35 31 4 50
Pyramid selling 50 48 2 38*

UCPs Where More Would
Have Sued Than Incurred

Loss

% Losing
some
money

% Who
Would Have
Sued

Difference

Weighted
Sample

You are the lucky winner 22 25 3 538
Sales people overstaying 26 32 6 60
welcome in your home

Persistent sales calls 12 31 19 360

6.4 Reasons For Not Suing

People did not want to sue mainly because it was too much hassle or the complaint was
not important enough to warrant it (54%). The next most commonly given reasons are
financial, either in terms of their own financial position (35%) or the uncertainty of what it
would cost to sue (23%).

Vulnerable people are more likely to cite their own finances and not wanting to make
more trouble as reasons for not suing.

For 9 of the 13 UCPs, the main reason consumers gave for not wanting to sue was that
their issue was not sufficiently important or they could not be bothered. In the cases of
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miracle products, intimidation and sales people outstaying their welcome, the
main reason was financial (too poor/lack of money/too expensive to be worth it).
Consumers who had issues with a trader not being who they said they were did not

want to make any more trouble.

Table 21 Reasons For Not Suing

Reason % Mentioning
Dispute not important enough/too much 54
hassle

Too poor/lack of money/too expensive to 35
be worth it

Uncertainty about how much it would cost 23
Wouldn’t know where to go for help 14
Wouldn’t want to make any more trouble 13
Don’t trust/don’t want to get involved with 11
lawyers

Law can’t help with that type of problem 8
Didn’t lose any money/didn’t cost me 5
anything

Not likely to get a fair hearing 5

Total

*

Weighted Sample: Consumers who would not have sued (426)

*Multiple response, therefore figures do not sum to 100. Only reasons given on 5% or

more occasions are shown
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7. Appendix

7.1 Producing Representative Results From An Online Panel

Because not all adults are online and because those who are online must choose
whether to join the panel, the Harris Poll Online panel is not a random sample of all UK
adults. To minimise potential demographic and attitudinal biases from the self-selected
nature of the panel, Harris Interactive has developed innovative weighting techniques to
ensure that results are projectable to the entire UK general population or subgroups of
it. The weighting technique utilised is referred to as propensity score adjustment and is
implemented as follows:

¢ Respondents to an online survey are asked a battery of attitudinal/behavioural and
demographic questions. The former questions are developed to measure attitudes
and behaviours that are correlated with the decisions to go online, join an online
panel and respond to an online survey. The demographic questions are those often
used to weight data to remove the effects of differential response rates and include
age, gender, education, race, region, and household income.

e For adults age 18+, Harris Interactive collects such parallel data via a bi-monthly
telephone study so that we can propensity score and weight our clients’ data.

e A statistical model is used to predict whether a respondent “looks like” the type of
respondent who would be more likely to answer by another mode than online.
Basically, the model segments all respondents into one of five groups anchored on
one end by respondents who demographically and attitudinally look like the type who
would be likely to answer an online survey and anchored at the other end by
respondents who demographically and attitudinally look like the type who would be
more likely to answer a survey by phone. The segmentation group, based on the
probability of answering by one mode versus another, is called a propensity score.

¢ Once classification into segments is complete, the online respondents are weighted
(using standard weighting techniques) to match UK population targets for age,
gender, region, race, education and household income, and to match targets from
statistical theory for the propensity score.

It is no surprise that certain kinds of people have a greater or lesser likelihood to be
online and therefore to reply to our surveys. Some of these online respondents actually
have characteristics that are very similar to people who do not use the internet and we
use these people as a proxy to help us compensate for the non online population.
Including the propensity score as an additional weighting variable allows Harris
Interactive to minimise potential biases due to self-selection into the online population
and into our online panel and ensures that results are representative and projectable.
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The weighted and unweighted samples for the main cross-breaks mentioned in the

report are shown below.

Unweighted Sample

Weighted Sample

Total 1867 1867
% %
Gender
Men 54 47
Women 46 53
Age groups
18-29 7 18
30-39 17 21
40-49 26 18
50-64 40 32
65+ 10 12
Social class
A 13 9
B 21 16
C1 15 25
Cc2 15 17
D 14 19
E 12 14
Country
England 77 86
Scotland 19 10
Wales 3 5
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7.3 Questionnaire

HARRIS INTERACTIVE

[7358_107358]

Title for landing page (Required for online jobs): [Commercial Practices]
Number of Response Equivalents (RES): 1

Demographics Template (Required for online jobs): [PRELOAD]
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I SECTION 600: SAMPLE PRELOAD AND SCREENING QUESTIONS

[PROGRAMMER NOTE: PLEASE COORDINATE WITH THE SAMPLE PROGRAMMER ABOUT THE
PROCESSING OF ANY PRELOADED VARIABLES INDICATED IN THIS SECTION.]

[STANDARD SAMPLE VARIABLE FOR ALL SURVEYS DO NOT CHANGE CODE LIST]
BASE: ALL RESPONDENTS
Q75  PRELOAD - SAMPLE SUPPLIER (QV7/ICW Field 23)

1 HPOL
2 Novatris

BASE: ALL RESPONDENTS
Q5 PRELOAD — INCENTIVE ID (QV8/ICW Field 25)

[NUMERIC 5 DIGIT]
I

BASE: ALL RESPONDENTS
Q23 HIDDEN QUESTION — DETERMINE CODE FROM Q5

1 HPOL
2 Harris/Decima Panel

BASE: ALL RESPONDENTS
Q148 INITIAL SURVEY MODE

[PROGRAMMER NOTE: CAPTURE INITIAL MODE OF SURVEY]

1 WEB
2 CATI-COW

BASE: ALL RESPONDENTS
Q149 FINAL SURVEY MODE

[PROGRAMMER NOTE: CAPTURE CURRENT/FINAL MODE OF SURVEY]

1 WEB
2 CATI-COW

BASE: ONLINE SURVEY AND (RESIDES IN DIFFERENT COUNTRY OR COUNTRY UNKNOWN)
Q258 [IF COUNTRY UNKNOWN (Q159/>990) INSERT <center><font size=-1>The progress bar below
indicates approximately <BR>what portion of the survey you have completed.</font></center><P>]

[IF COUNTRY UNKNOWN (Q159/>990) INSERT “Thank you for agreeing to take this survey

which has been commissioned by Consumer Focus, a new body which has been set up to be the voice of
the consumer and work to secure a fair deal on your behalf. It was created through the merger of three
consumer organisations — energywatch, Postwatch and the National Consumer Council (including the Welsh
and Scottish Consumer Councils).
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The survey is about unfair and dishonest sales and marketing practices. When “traders” are mentioned in
this questionnaire, we mean any high street shops or online retailers, and companies or individuals providing
services, for example, builders or insurance brokers.

Our first few questions will help us determine which questions to ask you.”<P>]]
In which country or region do you currently reside?

[PROGRAMMER: DISPLAY CODES IN ALPHABETICAL ORDER]
[DISPLAY RESPONSES IN TWO COLUMNS GOING DOWN.]

14 Australia
15 Austria
24 Belgium
42 Canada
60 Denmark
76 France
85 Germany
89 Greece
123 Italy

286 Ireland (Republic of Ireland)
168 Netherlands

171 New Zealand

179 Norway

190 Portugal

215 Spain

223 Sweden

224 Switzerland

244 United States of America
266 England

267 Scotland

268 Wales

285 Northern Ireland

996 Other country

BASE: ALL RESPONDENTS
Q260 In which country or region do you currently reside?
[SEE MASTER DEMOGRAPHIC DOCUMENT FOR CODE FRAME]
BASE: ALL RESPONDENTS
Q264 [HIDDEN QUESTION — FINAL COUNTRY QUESTION FOR SURVEY LOGIC]
[IF U.K. (U.K., Scotland, Wales, England, Northern Ireland, Jersey, Isle of Man, Guernsey Island,
Great Britain (Q260/266, 267, 268, 271, 285, 243, 127, 121, 105)) GET CODE 243. ELSE GET
CODE FROM Q260.]
[SEE MASTER DEMOGRAPHIC DOCUMENT FOR CODE FRAME]
BASE: ONLINE SURVEY OR PHONE SCREENING ON GENDER
Q268 Areyou...?
1 Male
2 Female
BASE: ONLINE SURVEY OR PHONE SCREENING ON GENDER
0270 IN WHAT YEAR WERE YOU BORN?
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BASE: ALL RESPONDENTS
Q280 [HIDDEN QUESTION - FINAL AGE FOR SURVEY LOGIC AND/OR QUOTAS]
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BASE: ALL RESPONDENTS ANSWERING UK Q264/243

Q645  Please can you confirm the region of the UK you currently reside in?
266 England
267 Scotland
268 Wales
996 Other region
BASE: ALL RESPONDENTS
Q600 Can you recall having experienced any misleading, dishonest or aggressive sales and marketing
practices in the last 12 months to 24 months?
1. Yes
2. No
BASE: ALL RESPONDENTS
Q605 [IF Q600/1 INSERT: Could you look at the list below and say whether you've personally been victim

to any of these particular unfair practices in the last 12 to 24 months.]<P>

[IF Q600/2 INSERT: Just in case we're talking about different things, could you look at the list
below and say whether you’ve personally been victim to any of them in the last 12 to 24
months.]<P>

Please select all that apply.

[MULTIPLE RESPONSE]

1.

10.

<font color=blue>Trader not being who they said they were:</font> You used a trader who
claimed one or more of the following: they had quality or trust marks when they hadn’t, belonged to
trade association when they didn’t or are approved by a public or private body (e.g. council) when
they were not.

<font color=blue>Offer must end Monday!</font> You rushed into buying something that you
might not have bought because a trader falsely said that the product would only be available for a
very limited time, or that the favourable terms (for example, no deposit or low finance rates) would
end very soon.

<font color=blue>Miracle products:</font> You bought a product that a trader falsely claimed
was able to cure illnesses, dysfunction or malformations — for example, a lotion to restore hair.
<font color=blue>Fake goods:</font> You bought a product because the trader mislead you into

believing that the product was a well-known brand/made by a well known manufacturer when it is
was not.

<font color=blue>Closing down sale:</font> You rushed into buying a product that you might
not have bought because the trader falsely said they were about to close or move.

<font color=blue>Targeting children:</font> Your child/children pestered you to buy them
something, or bought something with their own money, because a trader deliberately aimed its
advertising/promotions at children.

<font color=blue>Pyramid selling:</font> You were encouraged to join a scheme that promised
huge returns for a small investment and all you had to do was enrol a number of other people but
you either lost your money or did not make any.

<font color=blue>Absolutely free!</font> Seen/been told about a product which was described
as free but when it came to it you had to pay something (over and above delivery costs).

<font color=blue>You are the lucky winner!</font> Been told that you have won something/will
win something if you phone up or return a coupon and then being asked to pay something or the
prize not existing at all.

<font color=blue>Intimidation:</font> Being coerced into buying because you felt you could not
leave the premises or a presentation without doing so. For example, sales presentations at hotels
where intimidating doormen are positioned next to doors, in order to give the impression that no
one can leave before buying.
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11. <font color=blue>Sales people overstaying their welcome in your home:</font> Where a
trader ignored your request to leave or not return and you ended up buying/signing up to something
to get rid of them or because you felt pressurised.

12. <font color=blue>Persistent sales calls:</font> You received persistent and unwanted
telephone calls, faxes, e-mails or texts and ended up buying/signing up to something to get rid of
them or because you felt pressurised.

96 None of these Anchor, E

BASE: RESPONDENTS WHO DID NOT EXPERIENCE ANY UNFAIR SALES PRACTICES (Q600/2 AND
Q605/96)

Q610 Although you personally may not have suffered from any of these unfair practices, which of the
statements below most closely matches your views on them.<P>

Please select only one response.

1. Iknow lots of other people who have suffered from them

2. I know a few people who have suffered from them

3. I don’'t know anybody who has suffered from them but | think it is a problem

4. 1don’t know anybody who has suffered from them and | don'’t think it's much of a problem

BASE: RESPONDENTS WHO EXPERIENCED UNFAIR SALES PRACTICES BUT NONE OF THE

ABOVE (Q600/1 AND Q605/96)

Q615 We've obviously not mentioned the unfair practice you experienced, so could you briefly tell us
what it was? <P>

Please enter one practice per text box.

[MANDATORY TEXT BOX]

Q616

[NONE MANDATORY TEXT BOX]
Q617

[NONE MANDATORY TEXT BOX]
Q618

[NONE MANDATORY TEXT BOX]
Q619

[NONEMANDATORY TEXT BOX]

BASE: RESPONDENTS WHO EXPERIENCED UNFAIR SALES PRACTICES (Q600/1) OR (Q600/2 AND
Q605/1-12)

Q620 Roughly how many times would you say you experienced each of the unfair practices you
mentioned? <P>

If unsure, please enter 999.
Q621

[RANGE: 0-998: 999]

[CODE 999 AS DON'T KNOW]
0

[PN: DISPLAY CODES SELECTED AT Q605/1-12 AND Q615-Q619]
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BASE: ALL RESPONDENTS
Q625 QUOTA CLASSIFICATION

1 QUALIFIED
2 NONE QUALIFIED

[GET CODE 1 IF (Q645/266, 267, 268) AND (Q280/18+) AND (Q600/1) OR (Q600/2 AND Q605/1-12)]
[GET CODE 2 ALL OTHERS]

BASE: ALL QUALIFIED (Q625/1)
Q630 QUOTA

1 ENGLAND AND WALES N=810
2 SCOTLAND N=210

[GET CODE 1 IF (Q625/1) AND ( Q645/266, 268]
[GET CODE 2 IF (Q625/1) AND (Q645/267]

BASE: ALL QUALIFIED (Q625/1)
Q635 QUOTA CHECK

1 QUOTA CLOSED
2 QUOTA OPEN
3 QUOTA NOT FOUND

BASE: ALL RESPONDENTS
Q98 END OF SCREENER DISPOSITION STATUS OF RESPONDENT

[MULTIPLE RESPONSE]

29 QMS Over quota Q99/3

61 Screener Not Qualified #1 Non UK respondent OR Q645/N266-268
62 Screener Not Qualified #2 Under 18 respondent Q20<18

63 Screener Not Qualified #3 Q600/2 AND QQ605/96

99 <font color="red">Dispo term not specified</font>

999 COMPLETE Q99/1

BASE: ALL RESPONDENTS
Q99 SCREENER QUALIFICATION IDENTIFICATION QUESTION (DOES NOT APPEAR ON SCREEN)

1 SCREENER QUALIFIED RESPONDENTS, QUOTA OPEN (Q625/1 AND Q630/1, 2 AND
Q635/2, 3)

3 SCREENER QUALIFIED RESPONDENTS, QUOTA CLOSED (Q625/1 AND Q630/1, 2
AND Q635/1)

6 NOT SCREENER QUALIFIED (ALL OTHERS)
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| SECTION 700 [MAIN QUESTIONNAIRE]

BASE: ALL QUALIFIED RESPONDENTS (Q99/1)
Q700 (Q1) As a recent victim of unfair commercial practices, how would you describe your level of
awareness of what you could do to resolve the situation/seek redress?

I knew exactly what steps to take

| was fairly sure | knew the best course of action
| had a vague idea of what | could do

| hadn’t got a clue what | could do

AwdhPR

BASE: ALL QUALIFIED RESPONDENTS (Q99/1)
Q702 (HIDDEN QUESTION) — LISTING PRODUCTS SELECTED

[GET CODES SELECTED AT Q605/1-12 AND Q615-Q619]

13 [INSERT FROM Q615]
14 [INSERT FROM Q616]
15 [INSERT FROM Q617]
16 [INSERT FROM Q618]
17 [INSERT FROM Q619]

BASE: ALL QUALIFIED RESPONDENTS (099/1)
Q705 (Q2A) We want to gather some more detailed information about your experiences but to save

time we would like to focus on those that you felt were most serious in terms of the loss or the
distress you suffered. Please could you nominate a maximum of <font color=blue>three</font> of
them by selecting from the list below?

[DISPLAY RESPONSES FROM Q702]
[PN: IF LESS THAN 3 SELECTED AT Q702 JUMP FILL RESPONSE]
[ONLY ALLOW 3 RESPONSES TO BE SELECTED]

BASE: ALL QUALIFIED RESPONDENTS (Q99/1)
Q707 (HIDDEN QUESTION) — LOOP DRIVER — LOOP THROUGH Q710 TO 765 FOR FIRST. THEN
THROUGH ALL FOR SECOND AND FINALLY FOR THIRD SELECTED]

[GET CODES SELECTED AT Q705]

BASE: ALL QUALIFIED RESPONDENTS (Q99/1)
Q710 (Q2B) What did you <FONT COLOR=BLUE>first</FONT> do when you realised that you were
not being dealt with fairly?

Based on your experience ‘[PN: DISPLAY TEXT FROM Q7077

1. Nothing
Took it up with trader
3. Took it up with someone else

A

BASE: RESPONDENTS WHO DID NOTHING (Q710/1)
Q715 (Q3) Why did you do nothing? <p>
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Based on your experience ‘[PN: DISPLAY TEXT FROM Q707] <P>
Please select all that apply.

[MULTIPLE RESPONSE]
[RANDOMISE]

Didn’t think it was important enough to complain

Couldn’t really be bothered/too much hassle

Didn’t want to make trouble

Didn’t think | would get anywhere with complaining

Didn’t know who to complain to/where to go for help

Uncertain whether it would cost me anything to follow it up

Didn’t want to involve lawyers

Didn’t want any publicity

Didn’t think law could help with my problem
. Wasn’t sure about my rights
. No particular reason anchor, E
. Other Q716 [MANDATORY TEXT BOX] ANCHOR
. None of these ANCHOR, E

© oNOo Gk wWNPRE
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BASE: RESPONDENTS WHO TOOK UP ISSUE WITH TRADER (Q710/2)
Q720 (Q4A) Was your complaint dealt with to your satisfaction?

Based on your experience ‘[PN: DISPLAY TEXT FROM Q7077 <P>
1. Yes
2. No

BASE: RESPONDENTS WHO WERE NOT SATISFIED WITH TRADER (Q720/2)
Q725 (Q4B) So what did you do next? <p>

Based on your experience ‘[PN: DISPLAY TEXT FROM Q707] <P>
Please select all that apply.

[MULTIPLE RESPONSE]
[RANDOMISE]

Nothing E

Warned other people about the trader

Complained to Trading Standards

Complained to the Office of Fair Trading

Went to Citizens Advice/Consumer Direct/other advice centre

Complained to the trader’s trade association

Went to a solicitor/sought legal advice

Went to the small claims court

. Complained to an ombudsman/other independent dispute resolution scheme
10. Approached another organisation/body

© NG AM®DRE
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11. Can’t remember ANCHOR, E

BASE: RESPONDENTS WHO FOLLOWED NEXT STEPS (Q725/3-10)
Q730 (Q40C) Was your dispute/complaint resolved to your satisfaction at this stage?

Based on your experience ‘[PN: DISPLAY TEXT FROM Q707] <P>

1. Yes
2. No

BASE: RESPONDENTS WHO DID NOTHING (Q725/1)
Q735 (Q4D) Why did you do nothing? <p>

Based on your experience ‘[PN: DISPLAY TEXT FROM Q707] <P>
Please select all that apply.

[MULTIPLE RESPONSE]
[RANDOMISE]

Didn’t think it was important enough to complain
Couldn’t really be bothered/too much hassle

Didn’t want to make trouble

Didn’t think | would get anywhere with complaining
Didn’t know who to complain to/where to go for help
Didn’t want to incur any cost

Didn’t want to involve lawyers

Didn’t want any publicity

Didn’t think law could help with my problem

©X NGk wWDPR

10. Wasn’t sure about my rights

11. No particular reason anchor, E
12. Other Q736 [MANDATORY TEXT BOX] anchor

13. None of these ANCHOR, E

BASE: RESPONDENTS WHOSE COMPLAINT WAS NOT RESOLVED (Q730/2)
Q740 (Q4E) Did you take any further action?

Based on your experience ‘[PN: DISPLAY TEXT FROM Q707] <P>

1. Yes
2. No

BASE: RESPONDENTS WHO TOOK FURTHER ACTION TO RESOLVE COMPLAINT (Q740/1)
Q745 (Q4F) Was it resolved in the end?

Based on your experience ‘[PN: DISPLAY TEXT FROM Q707] <P>

1. Yes
2. No

Page 34



Unfair Commercial Practices

BASE: RESPONDENTS WHO TOOK UP ISSUE WITH SOMEONE OTHER THAN THE TRADER

(Q710/3)
Q750 (Q5A) Who did you approach for help? <P>

Based on your experience ‘[PN: DISPLAY TEXT FROM Q7077 <P>
Please select all that apply.

[MULTIPLE RESPONSE]
[RANDOMISE]

Trading Standards

Office of Fair Trading

Citizens Advice/Consumer Direct/other advice centre
Small claims court

Ombudsman/other independent dispute resolution scheme
Trade body/association

Newspaper/other media

Solicitor

. Somebody else

10. Can’t remember anchor

© NGk WDPRE

BASE: RESPONDENTS WHO TOOK UP ISSUE WITH SOMEONE OTHER THAN THE TRADER
(Q710/3)

Q755 (Q5B) Was your dispute/complaint resolved to your satisfaction at this stage?

Based on your experience ‘[PN: DISPLAY TEXT FROM Q707] <P>

1. Yes
2. No

BASE: RESPONDENTS WHOSE COMPLAINT WAS NOT RESOLVED (Q755/2)
Q760 (Q5C) Did you take any further action?

Based on your experience ‘[PN: DISPLAY TEXT FROM Q707] <P>

1. Yes
2. No

BASE: RESPONDENTS WHO TOOK FURTHER ACTION (Q760/1)
Q765 (Q5D) Was it resolved in the end?

Based on your experience ‘[PN: DISPLAY TEXT FROM Q707] <P>

1. Yes
2. No
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BASE: ALL QUALIFIED RESPONDENTS (Q99/1)

Q770 (Q6) We would like to try to quantify in monetary terms what unfair commercial practices are
costing consumers. For example, spending £X more than you should have because you were pressurised,
buying a fake handbag for £X, spending £30 to claim a worthless/non-existent prize, etc. <P>

So, for each/the unfair commercial practice you experienced what would you estimate it cost you/you lost as
a result of it? <P>

If unsure, please enter 999999.
If you have incurred no monetary loss or cost, please enter O.

Q771

[INSERT THE THREE RESPONSES FROM Q705]

BASE: ALL QUALIFIED RESPONDENTS (Q99/1)

Q775 (Q7) Are you aware that there is a duty on traders not to trade unfairly?
1. Yes
2. No

BASE: ALL QUALIFIED RESPONDENTS (Q99/1)

Q780 (Q8) As the law stands at the moment, if a consumer falls victim to unfair commercial practice,
he or she cannot take direct action against (sue) the trader. In legal terms this is known as a
“private right of redress or action”. Instead, the consumer needs to complain to an enforcement
body, the Office of Fair Trading (OFT) or Trading Standards Department (TSD) to enforce the
regulations on their behalf. <p>

Before you read the above statement, were you aware that consumers do not currently have a
private right of action/redress?

1. Yes
2. No

BASE: ALL QUALIFIED RESPONDENTS (Q99/1)

Q785 (Q9) If the Government decided to allow consumers like yourselves, who have suffered from an
unfair commercial practice, a direct right to redress, which of the statements below would best sum
up your overall attitude?

1. |thinkit's a very good idea in principle
| don’t think it's a very good idea
3. lcouldn’t say

N

BASE: ALL QUALIFIED RESPONDENTS (Q99/1)
Q790 (Q10) If you had been able to sue the trader when you were the recent victim of an unfair
commercial practice, do you think you would have done so?

1. Yes
No
3. Don’t know

A

BASE: RESPONDENTS WHO WOULD NOT HAVE SUED TRADER (Q790/2)
Q795 (Q11) Why not? <p>

Please select all that apply.
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Dispute not important enough/too much hassle
Wouldn’t want to make any more trouble

Too poor/lack of money/too expensive to be worth it
Wouldn’t know where to go for help

Law can’t help with that type of problem

Not likely to get a fair hearing

Uncertainty about how much it would cost
Fear of publicity

. Don’t trust/want to get involved with lawyers
10. No particular reason E

11. Other Q796 [MANDATORY TEXT BOX]

12. None of these E

©eNoU kA ®DNRE

Unfair Commercial Practices
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| SECTION 300: DEMOGRAPHICS

BASE: ALL RESPONDENTS
Q800 (Q12) Please read the statements below and select if you feel that any of them apply to you. <P>

Please select all that apply.

[MULTIPLE RESPONSE]
[RANDOMISE]

1. 1 have health problems which | feel make me more vulnerable than others when faced with
dishonest/aggressive traders and unfair practices of the type we’ve talked about here

2. My poor financial circumstances make me more of a target for dishonest/aggressive traders

3. | feel my age makes me more vulnerable than others when dealing with dishonest/aggressive

traders

4. 1 have other personal issues than the ones above which | think make me more vulnerable than
others to dishonest/aggressive traders anchor

5. None of the above Anchor. E

BASE: ALL RESPONDENTS
Q805 [HIDDEN QUESTION]

1. GROUP 1 VULNERABLE
2. GROUP 2 NON-VULNERABLE

GET CODE 1 IF Q800/1-4
GET CODE 2 IF Q800/5

SOFT EXITS

BASE: ALL RESPONDENTS
Q900 Now, we would like to know your view on some privacy and security-related topics.<P>

How concerned are you about threats to your personal privacy?

[PROGRAMMER: RESULTS LABEL - Percent indicating how concerned they are about threats to
their personal privacy]

Not at all concerned
Somewhat concerned
Concerned
Very concerned

Extremely concerned

O wWNBE

[BANK Q905-Q920]

BASE: ALL RESPONDENTS
Q905 Does the risk that someone might inappropriately use or share your personal information deter
you from the following?

BASE: ALL RESPONDENTS

Q910 Buying any product or service offered to you by a telephone call to
your residence
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[PROGRAMMER: RESULTS LABEL — Percent indicating they are deterred from buying offers on a
telephone call due to the risk that someone might use or share their information]

1
2
8

Yes
No

Not sure

BASE: ALL RESPONDENTS

Q915 Providing websites with information they can use to provide you with personalized information,
services, or products during site visits or through email

[PROGRAMMER: RESULTS LABEL — Percent indicating they are deterred from providing websites
with information due to the risk that someone might use or share their information]

1 Yes
2 No
8 Not sure

BASE: ALL RESPONDENTS

Q920 Conducting personal banking transactions online

[PROGRAMMER: RESULTS LABEL — Percent indicating they are deterred from conducting personal
banking online due to the risk that someone might use or share their information]

1
2
8

Yes
No

Not sure

BASE: ALL RESPONDENTS
[HIDDEN QUESTION - MANDATORY QUESTION SELECTION.]

Q308

[MULTIPLE RESPONSE]

[PROGRAMMER:

IF ONLINE SURVEY AND HPOL SAMPLE (Q149/1 AND Q154/1) PICK CODES 1-16,18.

IF U.S. AND PHONE SURVEY (Q264/244 AND Q149/2) GET CODES 2, 3, 8, 11, 12, 13, 17.
ELSE GET CODES SELECTED BY PM/RESEARCHER.]

01
02
03
04
05

GEOGRAPHICAL REGION (STATE/PROVINCE/REGION) (Q318)
SPOKEN HH LANGUAGE (Q488-Q490)

ZIP/POSTAL CODE (Q326)

INTERNET CONNECTION (Q336-Q346)

INTERNET USAGE (Q350,Q354)
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06
07
08
09
10
11
12
13
14
15
16
17
18
97
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SEQUENTIAL EMPLOYMENT (Q398-Q410)
SOCIAL CLASS (Q414,Q417,Q421)
EDUCATION (Q434-Q437)

SCHOOL LOCATION (Q440)

PARENTAL EDUCATION (Q444,Q446)
INCOME (Q450-Q466)

HISPANIC ORIGIN (Q474)

ETHNICITY (Q478-Q485)

LANGUAGE FOR WEIGHTING (Q492)
SWEEPSTAKES (Q510-514)

SURVEY EVALUATION (Q516,Q522)
HOUSEHOLD TELEPHONES (Q358.Q360)
INVITE FREQUENCY (Q519)

NONE E;

BASE: ALL RESPONDENTS

Q1025

recode q417 (13=1) (6=2) (7=3) (14=4) (8=5) (9=6) (10=7) (11=8) (12=9) (96,99=96) into

occupation.

value labels occupation

OCOO~NOUILAWNBE

6

"State pensioner with no other earnings”

"Manual or service worker with minimal formal education or training "
"Semi-skilled manual or service worker "

"Skilled manual worker"

"Clerical worker "

"Junior managerial, administrative, or professional position
"Supervisor in managerial, administrative, or professional position "
"Intermediate managerial, administrative, or professional position"
"Upper level managerial, administrative, or professional position"
"Other position".

compute edu=0.

exe.

recode q437

(129=1)
(130=2)
(131=3)
(132=4)
(133=5)
(96=6)
(134=7)
(119=8)
into edu.

value labels edu

O wWNEF

'GCSE/O-Level/CSE'

'Vocational qualifications'
'A-Level/Scottish Higher or equivalent'
'‘Bachelor Degree or equivalent'
'Masters/PhD or equivalent’
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6 'Other’

7 '‘No formal qualifications'
8 'Still Studying'.

exe.

recode Q462 (308=2) (309=3) (310=4) (311=5) (312=6) (313=7) (314=8) (315=9)
(316=10) (317=11) (17=12) (19=13) (21=14) (23=15) (318=16) (ELSE=99) into income.

value labels income

2 "Up to £4,499"

3 "£4,500 - £6,499 "
4"£6,500 - £7,499 "
"£7,500 - £9,499"
"£9,500 - £11,499 "
"£11,500 - £13,499 "
"£13,500 - £15,499 "
"£15,500 - £17,499 "
10 "£17,500 - £24,999 "
11" £25,000 - £29,999 "
12 "£30,000 - £39,999 "
13 "£40,000 - £49,999 "
14 "£50,000 - £74,999 "
15 "£75,000 - £99,999 "
16 "£100,000 or more "
99 "Decline to answer".

© 0o~NO O

******************************************************************CO M P UT I N G S O C I AL

G RADE******************************************************************************************

Fhkkkkk ke keeeeek Coding for income,
occupational level and
i ncom ecatlo n**************-k*-k****-k****-k*-k*-k**-k****-k**-k*-k****-k**********-k********
*occupation Which of the following would best describe your occupational level?:
"State pensioner with no other earnings”
"Manual or service worker with minimal formal incomecation or training "
"Semi-skilled manual or service worker "
"Skilled manual worker"
"Clerical worker "
"Junior managerial, administrative, or professional position "
"Supervisor in managerial, administrative, or professional position "
"Intermediate managerial, administrative, or professional position"
"Upper level managerial, administrative, or professional position"
6 "Other position".

OCOONOOOUITAWNPE

*income Which of the following income categories best describes your total 2007
household income from all sources, before tax and other dincomections?:

2 "Up to £4,499"

3 "£4,500 - £6,499 "

4"£6,500 - £7,499 "
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"£7,500 - £9,499"
"£9,500 - £11,499 "
"£11,500 - £13,499 "
"£13,500 - £15,499 "
"£15,500 - £17,499 "
10 "£17,500 - £24,999 "
11" £25,000 - £29,999 "
12 "£30,000 - £39,999 "
13 "£40,000 - £49,999 "
14 "£50,000 - £74,999 "
15 "£75,000 - £99,999 "
16 "£100,000 or more "
99 "Decline to answer".

© 0o~NOO

*edu Which of the following, if any, is the highest incomecational or
professional qualification you have obtained?:

1 "GCSE/O-Level/CSE"

"Vocational qualifications (=NVQ1/NVQ2)"
"A-Level/Scottish Higher or equivalent (=NVQ3)"
"Bachelor Degree or equivalent (=NVQ4)"
"Master's/Ph.D. or equivalent"

"Other"

"No formal qualifications"

"Still studying ".

coO~NOOThWN

kkkkkkhkkkkkkkhkkhkhkkkkhkkhkkkkkkkkhkhkkkkkkhkhkkkkkkkhkkhkkkrkkhkkhkkkkkkhkhkkkrkkkhkkkkkkkkkkkkkkkkkkkkkkkkkk

kkkkkkkkkkkkkkkkkkhkhkkkkkhkkkkkkkkkkkkkkkkkhkhkkkkkkkhkkkkkkhkhkkkkkhkkkkkkkkkkkkkkkkkk

*if "Upper level managerial, administrative, or professional position” then
socclass = 1.

if (occupation =9) socclass=1 .

execute .

*if "Intermediate managerial, administrative, or professional position" then
socclass = 2.

if (occupation =8) socclass=2 .

execute .

*if "Clerical worker " OR "Junior managerial, administrative, or professional
position" OR "Supervisor in managerial, administrative, or professional position " then
socclass =2.

if (occupation =5 | occupation =6 | occupation =7) socclass=3 .

execute .

*if "Skilled manual worker" then socclas=4.

if (occupation =4) socclass=4 .

execute .

*if "Manual or service worker with minimal formal incomecation or training " OR
"Semi-skilled manual or service worker " socclass=>5.

if (occupation =2 | occupation =3) socclass=5 .

execute .

*if "State pensioner with no other earnings”

if (occupation =1) socclass=6 .
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execute .

*This creates new variable 'FinalSoc' which has the same values as the variable
'socclass'.

compute FinalSoc=socclass .

execute .

*************************************************************re p I aC| ng m | SS | n g Va.l U es | n
finalsoc with
i n C 0 m e*************~k****************~k~k********************************~k~k~k*************************

kkkkkkkkkkkkkhkkkkkkkhkk

*if income=1 and FinalSoc is missing then FinalSoc=6.
if (missing(FinalSoc)=1 & income =1) FinalSoc=6 .
execute .

*if income up to £4,499 and FinalSocis missing then FinalSoc=6.
if (missing(FinalSoc)=1 & income =2) FinalSoc=6 .
execute .

*if income is £4,500 - £6,499 and FinalSocis missing then FinalSoc=5.
if (missing(FinalSoc)=1 & income =3) FinalSoc=5 .
execute .

*if income is £6,500 - £7,499 and FinalSocis missing then FinalSoc=5.
if (missing(FinalSoc)=1 & income =4) FinalSoc=5 .
execute .

* if income £30,000 - £39,999 or £40,000 - £49,999 (categories 12,13) and
FinalSocis missing then FinalSoc=2.

if (missing(FinalSoc)=1 & (income =13 | income =12)) FinalSoc=2 .

execute .

*if income is from £40,000 to £100,000 or more (categories 14,15,16) and
FinalSocis missing then FinalSoc=1.

if (missing(FinalSoc)=1 & income > 13 & income < 17) FinalSoc=1 .

execute .

*************************************for the rest Of mlSSIng Va|UeS

incomecation&income is used as an additional differentiation
Va” ab I e******************-k*****-k****-k*-k*************-k*****-k****************

*if income is higher than £25,000 AND incomecation = Master's/Ph.D. or
equivalent AND fFinalSoc missing then FinalSoc=1 .

if (missing(FinalSoc)=1 & edu =5 & income > 10) FinalSoc=1 .

execute .

*if income is less than £24,999 AND incomecation = Master's/Ph.D. or
equivalent AND fFinalSoc missing then FinalSoc=2 .

if (missing(FinalSoc)=1 & edu =5 & income < 11) FinalSoc=2 .

execute .
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*if income is higher than £30,000 AND incomecation is A-Level/Scottish Higher
or equivalent (=NVQ3) OR Bachelor Degree or equivalent (=NVQ4) AND income
fFinalSoc missing then FinalSoc=1 .

if (missing(FinalSoc)=1 & (edu =3 | edu =4) & income > 11) FinalSoc=1 .

execute .

*if income is less than £24,999 AND incomecation = Master's/Ph.D. or
equivalent AND fFinalSoc missing then FinalSoc=2 .

if (missing(FinalSoc)=1 & (edu =3 | edu =4) & income < 12) FinalSoc=2 .

execute .

if (missing(FinalSoc)=1 & (edu =1 | edu =2) & income < 5) FinalSoc=6 .
execute .
if (missing(FinalSoc)=1 & (edu =1 | edu =2) & income >4 & income < 12)
FinalSoc=6 .
execute .
if (missing(FinalSoc)=1 & (edu =1 | edu =2) & income > 11) FinalSoc=1 .
execute .
if (missing(FinalSoc)=1) FinalSoc=5 .
execute .
if ((FinalSoc=3 | FinalSoc=4) & income <8) FinalSoc=4.
execute .
if (FinalSoc=4 & income <5) FinalSoc=5 .
execute .
value labels FinalSoc
A
B
‘c1'
‘Co'
D'
E
'‘Missing' .
execute .

No o~ WNE

BASE: ALL RESPONDENTS
Q1020 What is your marital status

1 Never married

2 Married or Civil union
3 Divorced

4 Separated

5 Widow/Widower

6 Living with Partner

BASE: ALL RESPONDENTS

Q1015 Do you have any children up to the age of 187
1 Yes
2 No
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BASE: ALL RESPONDENTS
Q1100 Which one is closer to your views?

1 Rules are there for people to follow.
2 People should constantly try to question why things are the way they are.

BASE: ALL RESPONDENTS

Q1105 Some people say that there is too much information being generated these days,
considering all the TV news programmes, magazines, newspapers, and
computer information services available. Others say that they like having so
much information available. Do you...?

[ROTATE ORDER]
1 Feel overloaded
2 Like having information available

BASE: ALL RESPONDENTS

Q1110 Most companies today want to know about the individual interests and lifestyle of their customers
so they can tailor their information services and products to each customer's personal preferences.
In general, do you see such personalization more as a good thing, designed to help provide you the
things you want or do you see it more as an invasion of your privacy?

1 Good Thing
2 Invasion of Privacy

BASE: ALL RESPONDENTS

Q1115 Please think about the following statement: The social class one is born into
largely determines how successful they will be in life. To what extend do you agree with
this statement?

1 Do Not Agree
2 Somewhat Agree
3 Strongly Agree

BASE: ALL RESPONDENTS
Q1120 On how many different occasions did you do vigorous physical exercise during
the past 30 days?<BR><BR>

[RANGE: 0-120]
[NUMERIC BOX]

L]

BASE: ALL RESPONDENTS
Q1125 Do you own any non-retirement investments, in other words, investments that are
not specifically designed to provide income when you retire?
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1 Yes
2 No
BASE: ALL RESPONDENTS
Q310 [HIDDEN QUESTION — OPTIONAL QUESTION SELECTION]
[PROGRAMMER NOTE: GET CODE 99 AS DEFAULT. DO NOT SELECT QUESTIONS FOR
PRESENTATION UNLESS INDICATED BY PM/RESEARCH STAFF.]
[MULTIPLE RESPONSE]
1 OPTIONAL BATCH 1 — HOUSEHOLD QUESTIONS (Q364, Q368, Q372)
2 OPTIONAL BATCH 2 — HOUSEHOLD QUESTIONS AND YEAR OF BIRTH OF
CHILDREN (Q364, Q368, Q372, Q376-Q381)
3 OPTIONAL BATCH 3 — SINGLE EMPLOYMENT [CAN SELECT ONLY IF Q308/6 IS
SELECTED] (Q410)
4 OPTIONAL BATCH 4 — EMPLOYMENT AND INVESTABLE ASSETS QUESTIONS
(Q424,Q428, Q470)
5 OPTIONAL BATCH 5 — SEXUAL ORIENTATION QUESTIONS (Q498, Q500, Q504)
99 NO OPTIONAL QUESTIONS E;
BASE: ALL RESPONDENTS
Q59 STATUS OF RESPONDENT (LABELS ALSO USED IN ICW SAMPLE DISPOSITION REPORTS)
29 QMS Over quota Q99/3
61 Screener Not Qualified #1 Non UK respondent Q645/N266-268
62 Screener Not Qualified #2 Under 18 respondent Q20<18
63 Screener Not Qualified #3 Q600/2 AND QQ605/96
99 <font color="red">Dispo term not specified</font>
999 COMPLETE Q99/1
BASE: ALL RESPONDENTS
Q60 STATUS OF RESPONDENT (DOES NOT APPEAR ON SCREEN)

1 QUALIFIED RESPONDENTS, QUOTA OPEN (Q99/1)
3 QUALIFIED RESPONDENTS, QUOTA CLOSED (Q99/3)
6 NOT QUALIFIED (ALL OTHERS)
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