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CHAPTER 1

Key findings




The Consumer Scoreboard is the Commission’s main tool to monitor the Single Mar-
ket from a consumer perspective. Properly functioning consumer markets in Member
States with favourable consumer conditions will help deliver the full potential of the
single market, which is vital for growth and job creation. Given that consumer ex-
penditure accounts for 56 % of the EU’s GDP, small improvements in consumer condi-
tions in the single market can have a significant impact on the allocative efficiency
of the economy and contribute to enhancing economic growth, in line with the goals
of the Europe 2020 Strategy. However, improved allocation can only be achieved if
consumer conditions empower consumers to play their full part in the market and
thereby stimulate competition and innovation. Consumers also need to be protected
through effective enforcement of consumer rights and easy access to redress.

The role of the demand side of the single market in stimulating Europe’s growth has
been recognised by the Single Market Act! and the 2012 Annual Growth Survey?,
which launched the second European Semester of economic governance. The Annual
Growth Survey indeed identifies the 12 priority proposals of the Single Market Act —
including Commission proposals on Alternative Dispute Resolution (ADR) and Online
Dispute Resolution (ODR)* - among the growth enhancing measures which should
be fast-tracked for adoption by the end of 2012. The progress report on the Europe
2020 Strategy* accompanying the communication further emphasises that “[t]he im-
plementation of the Single Market Act is of key importance to create a favourable
environment for European businesses, in particular SMEs, and to restore and reinforce
trust in consumers and workers so that they confidently take up the opportunities
the Single Market has on offer”. It also recognises the role of the Consumer Markets
Scoreboard in identifying those sectors of the single market which do not function
for consumers. Moreover, the Progress Report emphasises that “the growth potential
of e-commerce is still largely untapped in the EU” and highlights the need to boost
consumers’ and businesses’ confidence in online transactions. The “importance of
consumer empowerment, allowing consumers to make optimal consumption choices
and thus maximise their welfare” is also acknowledged.

1 COM(2011) 206 final -
http://eur-lex.europa.eu/LexUriServ/LexUriServ.do?uri=CELEX:52011DC0206:EN:NOT

2 COM(2011) 815 final - http://ec.europa.eu/europe2020/pdf/ags2012_en.pdf

3 COM(2011) 793 final - http://ec.europa.eu/consumers/redress_cons/docs/directive_adr_en.pdf
COM(2011) 794 final - http://ec.europa.eu/consumers/redress_cons/docs/odr_regulation_en.pdf

4 http://ec.europa.eu/europe2020/pdf/ags2012_annex1_en.pdf

The Spring European Council 2012 further stressed the need to ‘bring the Single
Market to a new stage of development by strengthening its governance and improv-
ing its implementation and enforcement” and to “complete the Digital Single Market
by 2015, in particular by adopting measures to boost confidence in on-line trade and
by providing better broadband coverage’. It recognised the role that enhanced “peer
pressure” on the Member States in developing the Single Market and complying with
its rules, and invited the Commission “to provide transparent scoreboards as a basis
for appropriate benchmarking”.

The Consumer Scoreboard is published twice yearly. The spring Consumer Conditions
Scoreboard tracks the integration of the retail single market and monitors consumer
conditions in EU Member States. The autumn Consumer Markets Scoreboard moni-
tors 50 consumer markets in order to identify those at risk of malfunctioning from
a consumer point of view. In-depth market studies are then conducted to analyse
problems and to identify solutions. The latest edition of the Consumer Markets Score-
board (6th) was published in October 2011°.

The single market offers European consumers a wider choice, better quality and lower
prices through integration and improved economies of scale. It also opens up new op-
portunities for businesses and helps drive economic growth. However, the findings of
this Consumer Conditions Scoreboard confirm that the EU retail internal market
is still far from being fully integrated. EU consumers still prefer to buy goods and
services in their own country even though the past five years have seen a steady, if
slow, increase in the level of cross-border shopping. Almost a third of EU consum-
ers made at least one cross-border purchase in 2011, either when travelling abroad
or through distance sales channels (i.e. Internet, phone and post). Likewise, most
businesses sell only to domestic consumers. The proportion of retailers selling cross-
border has remained relatively stable since 2006, with slightly over a quarter of
retailers having made distance sales to at least one other EU country in 2011. Having
to deal with multiple national contract law systems is perceived by EU retailers as a
major obstacle to cross-border trade. In November 2011, the Commission proposed
to bring in legislation on Alternative Dispute Resolution (ADR) and Online Dispute
Resolution (ODR) to facilitate out-of-court redress and boost consumers’ and retail-
ers’ confidence in the single market.

5 SEC(2011) 1271 final - http://ec.europa.eu/consumers/consumer_research/editions/cms6_en.htm


http://eur-lex.europa.eu/LexUriServ/LexUriServ.do?uri=CELEX:52011DC0206:EN:NOT
http://ec.europa.eu/europe2020/pdf/ags2012_en.pdf
http://ec.europa.eu/consumers/redress_cons/docs/directive_adr_en.pdf
http://ec.europa.eu/consumers/redress_cons/docs/odr_regulation_en.pdf
http://ec.europa.eu/europe2020/pdf/ags2012_annex1_en.pdf
http://ec.europa.eu/consumers/consumer_research/editions/cms6_en.htm
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The aim of the proposed directive is to enable EU consumers and traders to settle
any contractual disputes between them arising from the sale of goods or provision of
services (online, offline, cross-border or domestically) out-of-court through quality
ADR entities. The ADR-ODR legislative initiatives are included among the EU level
priority proposals with substantial growth potential, which the EU institutions under-
took to adopt in the course of 2012. In order to address retailers’ concerns about the
multitude of contract laws, the Commission has also proposed the optional Common
European Sales Law in October 2011, which should create a single set of rules for
cross-border contracts in all 27 EU countries. Moreover, the adoption of the Con-
sumer Rights Directive® in October 2011 provides for a convergent level of consumer
protection across the 27 Member States, in particular for distance and off-premises
contracts, with some limited exceptions.

The present Scoreboard suggests that sustained efforts are needed in order to
increase the confidence of consumers and businesses in e-commerce, especially
cross-border. Overall, slightly more EU consumers bought goods and services over
the Internet in 2011 (43 9% compared to 40% in 2010). On the business side, direct
sales of goods and services in shops remains the most common retail channel. E-
commerce remains largely domestic. Consumers are significantly more likely to buy
online from domestic sellers (39% vs. 36% in 2010) than from those located in
other EU countries (10% vs. 9% in 2010). While the current trend appears on track
to meet the Digital Agenda target of 509% of EU consumers buying online by 2015,
reaching the target of 20% consumers shopping online across borders seems less
feasible. Only a third of consumers are equally confident in cross-border and do-
mestic online transactions, even though the evidence suggests that the two are
just as reliable. At the same time, cross-border shopping tends to be higher in some
smaller markets in Western and Northern Europe and/or countries with language
and cultural links with larger markets — where over one in five consumers already
buys online from elsewhere in the EU. The Communication of January 2012 on
e-commerce’ sets out an action plan to double the share of e-commerce in retail
sales (currently 3.49%) and that of the Internet sector in European GDP (currently
less than 39%) by 2015.

&  Directive 2011/83/EU -
http://eurlex.europa.eu/LexUriServ/LexUriServ.do?uri=0J:L:2011:304:0064:0088:EN:PDF

7 COM(2011) 942 -
http://ec.europa.eu/internal_market/ecommerce/docs/communication2012/COM2011_942_en.pdf
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The planned actions include initiatives on better enforcement of consumer protection
legislation and improved transparency of offers for consumers. The proposed EU-
wide online dispute resolution platform (‘ODR platform’), which would forward con-
sumers’ and traders’ complaints to a competent national ADR entity, is designed to
enhance the effectiveness of solving disputes arising from cross-border e-commerce.
In addition, the recently adopted Consumer Rights Directive® strengthens consumers’
rights when shopping online.

Effective consumer policy can give consumers real power to act as drivers of innova-
tion and growth. The Scoreboard monitors the evolution of consumer conditions in
the Member States through the Consumer Conditions Index based on Eurobarometer
survey results. The aim is to allow national policymakers and stakeholders to assess
the impact of their policies on consumer welfare, thereby promoting best practices.
The index shows that consumer conditions have slightly improved in 2011 compared
to previous year, which continues the positive trend after the fall in 2009. The survey
data point to an improvement in the consumer environment in the majority of
Member States (19 countries out of 27) compared to 2010.

Effective enforcement of consumer and product safety legislation is of key impor-
tance when it comes to rebuilding consumers’ trust in the single market. It is also
crucial for reputable businesses who otherwise may suffer from unfair competition.
In 2011, 58% of EU consumers felt adequately protected by existing consumer pro-
tection measures (vs. 57% in 2010). Consumer organisations command the highest
levels of confidence, for protecting consumer rights (729% vs. 69% in 2010). More
than 6 out of 10 respondents (the same as in 2010) believe that public authori-
ties protect their rights as consumers (629%) and that retailers respect these rights
(659%). A comparison of the results over a longer time span indicates that the levels
of consumer trust and satisfaction with existing consumer protection measures has
been growing steadily since 2009.

8 Directive 2011/83/EU -
http://eurlex.europa.eu/LexUriServ/LexUriServ.do?uri=0J:L:2011:304:0064:0088:EN:PDF
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http://ec.europa.eu/internal_market/ecommerce/docs/communication2012/COM2011_942_en.pdf
http://eurlex.europa.eu/LexUriServ/LexUriServ.do?uri=OJ:L:2011:304:0064:0088:EN:PDF

Although retailers declare that they are fully in compliance with consumer legisla-
tion (989%), a significant number of consumers (32%) do not feel that their rights
are respected. Based on the experience of consumers and retailers, the number of
misleading and deceptive advertisements and offers has risen since 2010.

Almost half of EU consumers (46%) and nearly a third (319%) of retailers stated
that they had come across such practices. This represents increases of 4 and 6 per-
centage points, respectively, since last year. Likewise, more consumers (69%) said
that they had come across unsolicited commercial advertisements, statements or
offers (+8 percentage points since 2010). Fraudulent advertisements and offers are
apparently less common, but they were still spotted by 29% of consumers (same
as last year) and 239% of retailers (vs. 21% in 2010). The persistent existence of
unfair commercial practices is a cause for concern. The effective enforcement of
consumer rights in cross-border situations and protection against unfair commercial
practices is of key importance. The Commission will publish in 2012 a report on the
implementation of the Unfair Commercial Practices Directive® that will look into ways
to step up the enforcement in order to strengthen consumer confidence in cross-
border transactions.

As regards the safety of food and other products on the market, here too EU con-
sumers appear to be less optimistic than retailers. Both groups of respondents ap-
pear to be slightly more concerned about product safety than food safety. More
than a fifth of consumers are of the opinion that a significant number of food (22 %)
and non-food products (259%) are unsafe. The corresponding figures for retailers
are 14% and 179%. Compared to 2010, consumers’ trust in the safety of non-food
products has declined by 5 percentage points, while the perceptions of food safety
have remained relatively stable. Proposals for revised rules on market surveillance
(to be put forward by the Commission by the end of the year) will offer a clear, co-
herent approach for both consumers and manufacturers, and combine the different
surveillance regimes into a single approach for the Single Market.

9 Directive 2005/29/EC

Three quarters (74%) of EU retailers agree that public authorities actively monitor
and ensure compliance with consumer legislation in their sector — a decrease of 5
percentage points compared to 2010. Among retailers who sell products and food,
respectively, 79% believe that public authorities actively monitor and ensure compli-
ance with product safety legislation and 87 9% believe that authorities are active in
enforcing food safety legislation in their sector. NGOs and the media are perceived as
being active in their monitoring functions by 579% and 59% of retailers, respectively
(a decrease of 4 and 7 percentage points respectively compared to 2010). Aside from
the Eurobarometer surveys, Member States have provided hard data on the work of
national authorities responsible for economic and product safety enforcement. These
enforcement indicators provide a good picture of the different enforcement systems
in place across the EU even though the quality and cross-country comparability of the
data remains a challenge.

EU sweep investigations of problematic consumer markets are increasingly effective.
National enforcement authorities from 27 Member States as well as Iceland and Nor-
way are working together to maximise their impact. As a result of the enforcement
actions following the initial check of online sales of tickets for cultural and sporting
events in June 2010, 88% of the websites checked were in compliance with EU con-
sumer laws at follow-up investigation, compared with only 40% at the first check.
An EU-wide investigation of websites offering consumer credit was conducted in Sep-
tember 2011. Of the 562 sites checked, 70% were flagged for further investigation.
National authorities have started the enforcement phase and will report back to the
Commission by autumn 2012.

Informed, empowered and sophisticated consumers who understand the abundant
and complex choices they face tend to reward efficient and innovative business-
es, thereby sharpening competition and stimulating growth. However, the portrait
of the European consumers that emerges from the consumer surveys does not fit
easily with the notion of the “average consumer” defined by European case law
as someone who is “reasonably well-informed, and reasonably observant and
circumspect”. The scoreboard finds that consumers’ knowledge and understanding of
fundamental consumer rights is fairly poor. Only 13% of respondents were able to
answer all three questions correctly (regarding guarantees, cooling- off periods and
unsolicited selling), compared to 12 % who did not give a single correct answer. These
findings confirm the picture first captured by the Consumer Empowerment report of
April 2011.
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On the business side, even though two-thirds of retailers (67 %) declare that they
know where to find or get information and advice about consumer legislation in their
own country, the actual awareness of legal obligations towards consumers remains
disappointingly low. Only 299% of distance retailers were able to correctly indicate the
length of the cooling-off period for distance sales, and only 27 % of retailers knew
the correct length of the period during which consumers have the right to return
defective products. The levels of knowledge have not improved in recent years.

In 2011, 179% of EU consumers (as against 169% in 2010) reported that they en-
countered problems when buying something in their country. Encouragingly, those
who experienced problems were more likely to complain about them (80% com-
pared to 77% in 2010), which can be interpreted as a sign of growing consumer
empowerment. In addition, more EU consumers were satisfied with the way in which
their complaints were handled (589% vs. 52% in 2010). Yet, almost half (459%) of
those who were not satisfied did not seek further redress. It is important to encour-
age consumers to communicate their problems and to seek redress, since this pro-
vides benefits not only to consumers themselves, but also to the entire market. The
total detriment suffered by EU consumers from the problems they encountered has
been estimated by the empowerment survey at 4% of EU GDP.

The public perception of redress mechanisms improved further in 2011, continu-
ing the upward trend since 2008. Slightly over half of EU consumers (52%) find it
easy to resolve disputes with sellers/providers through alternative dispute resolution,
while almost 4 out of 10 (389%) share the same view about courts. This accounts for
the increases of 4 and 5 percentage points, respectively, since last year. Yet, actual
use of alternative dispute resolution remains low. A significant proportion of retailers
(409%) are not aware of any ADR mechanisms and only 10% of them have used such
mechanisms in the past two years. In most Member States, ADR entities exist only
in some sectors or in specific regions. As a result, European consumers do not enjoy
the same level of access to out-of-court resolution across the EU. The Commission’s
ADR-0DR proposals mentioned above aim to address these issues!®. An initiative on
collective redress is expected this year to explain how consumers and businesses can
find effective solutions to large-scale problems.

10

COM(2011)794 final
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There are substantial differences in consumer conditions across Member States.
The percentage of consumers who feel adequately protected by existing consumer
measures ranges from less than 30% to over 80%. Similar discrepancies are ob-
served in the levels of trust in public authorities, consumer organisations and sellers/
providers. The differences in the prevalence of misleading and fraudulent advertise-
ments/offers, as reported by consumers, are as high as 30%, despite the harmo-
nisation of legal provisions in this area brought about by the Unfair Commercial
Practices Directive.

There are also marked differences (of up to 50%) in the perceived safety of products
or the assessment of redress mechanisms (courts and ADR mechanisms). In addi-
tion, the propensity of consumers to complain when things go wrong ranges from
40% to over 90%. In general, consumer conditions appear to be less favourable in
the Eastern and Southern Member States, and the cross-country divergences have
not decreased systematically over the past four years.

The Scoreboard also monitors the ability of consumers to afford the goods and
services that they want and need. Following the deep crisis recorded in 2009, GDP
picked up again in 2010 and the first three quarters of 2011, although at a rather
slow pace. However, this slight upturn of GDP, recorded in the EU and in most of the
Member States, was not passed on in full to households and consumers. In fact, both
household consumption and real adjusted disposable income grew more slowly in the
EU27 and even posted a marked decline in several countries. There are huge differ-
ences in consumers’ economic welfare across the EU. Consumer affordability differs
by a factor of three - and the share of materially deprived consumers by a factor of
14 - between Member States.



Effective consumer policy is a joint endeavour. EU Institutions, Member States and
civil society all have their role to play. The European Consumer Agenda sets out a
strategic vision for consumer policy aimed at putting empowered consumers at the
centre of the Single Market. The four main objectives are the following:

reinforce consumer safety;

enhance knowledge;

improve application, step up enforcement and secure redress, and
align rights and key policies to economic and societal change.

The Agenda covers all consumer-related initiatives planned during the lifespan of the
current Commission. However, action is needed at national level too. The country-
specific data presented in this edition of the Scoreboard should be a useful source
of information for national policymakers and stakeholders, enabling them to moni-
tor the overall evolution of their consumer policies, to promote best practice and to
identify those areas where further efforts are needed in order to improve consumer
conditions. The findings can be of use for Member States when drafting consumer-
related parts of their national reform programmes setting out in detail the actions to
be undertaken as part of the EU 2020 Strategy.

The Scoreboard will be disseminated to and discussed with key policymakers and
stakeholders both at EU and at national level.
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More cross-border commerce, especially through e-commerce, should offer consum-
ers lower prices and a wider choice of goods and services, while for businesses it is an
opportunity to reach a broader group of consumers. The 2012 Commission’s Annual
Growth Survey Report on the progress towards Europe 2020 highlighted the need to
reinforce consumer confidence in the internal market. It also acknowledged that the
growth potential of e-commerce is still largely untapped in the EU. Recent evidence
suggests that the current consumer welfare gains from e-commerce in goods alone
in terms of lower online prices and wider choice already amount to around € 11.7 bil-
lion or 0.129% of EU GDP. If e-commerce were to grow to 15% of the total retail sector
and Single Market barriers were eliminated, it is estimated that total consumer wel-
fare gains would be around €204 billion, which is equivalent to 1.7 % of EU GDP!!. The
Communication “A coherent framework for building trust in the Digital Single Market
for e-commerce and online services”'? set out the goal of doubling the shares of the
internet economy in European GDP and of online sales in European retail by 2015.
These measures complement the Digital Agenda targets of 50% of the population
buying online and 209% buying online cross-border by 2015.

An assessment of the integration of the internal market provided in this section
of the Scoreboard is based primarily on data from surveys of consumers®* and
businesses (excluding micro enterprises)** and the data collected by Eurostat'®.
Further evidence comes from the recent market study on e-commerce in goods®®.

1 (Civic Consulting (2011). “Consumer market study on the functioning of e-commerce”. The analysis is
based on a price collection exercise which covered 17 EU countries and 15 product sub-categories. The
methodological approach for the economic analysis is described in chapter 6 of the report.

2 COM(2011) 942 final -
http://eur-lex.europa.eu/LexUriServ/LexUriServ.do?uri=COM:2011:0942:FIN:EN:PDF

3 The latest Flash Eurobarometer 332 “Consumer attitudes towards cross-border trade and consumer
protection” was conducted using telephone interviews (fixed-line and mobile phone), in September
2011, among EU respondents of at least 15 years old. As in the previous years, the sample size was
around 1,000 respondents per country (around 500 interviews were conducted in CY, EE, IS, LU and MT)
and the margins of error are the same. At a 95% confidence level, the margin of error ranges between
+/-1.4% and +/-3.1% for sample sizes of 1,000 respondents.

4 The latest Flash Eurobarometer 331 “Retailers’ attitudes towards cross-border trade and consumer
protection” was conducted using telephone interviews, in September-October 2011, among companies
employing 10 or more persons operating in EU, Iceland and Norway. As per common statistical prac-
tice, for technical reasons, micro enterprises (with 1-9 employees) are not covered by the survey. The
sample size of the survey was increased from 250 interviews in previous years to around 400 (240 in
Cyprus, 214 in Luxembourg, 204 in Iceland and 175 in Malta), so 2011 results have smaller margins of
error for most countries. At a 959% confidence level, the margin of error ranges between +/-2.9% and
+/-4.9% for sample sizes of 400 respondents.

15 Eurostat Community Survey on ICT usage in households and by individuals.

16 Civic Consulting (2011). “Consumer market study on the functioning of e-commerce”.

In addition, the complaints received by the European Consumer Centres network and
the network of Consumer Protection Cooperation (CPC) provide additional insight into
problem areas.

2.1. Cross-border business to consumer trade

The volume of cross-border retail within the EU can be taken as a measure of the
progress of the EU’s internal retail market. However, EU consumers still prefer to buy
goods and services in their own country. Likewise, the majority of retailers sell only
to domestic consumers.

2.1.1. Levels of cross-border transactions reported by
consumers and retailers

The past five years have seen a slow but steady increase in the level of cross-border
shopping. In the last 12 months, almost a third of EU consumers (319%) made at
least one purchase in another EU country (Figure 1). This represents an increase of 5
percentage points since 2006 and an increase of 1 point since 2010. More consum-
ers make cross-border purchases face-to-face, i.e. when they are on holiday or on a
shopping or business trip in another EU country (259%) than through distance sales
channels, i.e. using Internet, phone or post (12 %). However, the level of cross-border
distance purchases has grown more quickly in recent years than the level of pur-
chases made when travelling in other EU countries.


http://eur-lex.europa.eu/LexUriServ/LexUriServ.do?uri=COM:2011:0942:FIN:EN:PDF
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Figure 1: Cross-border purchases in the EU, 2006-2011 (% of consumers)

In the past 12 months, have you purchased any goods or services, via the Internet
(website, email, etc.)/by phone/by post (catalogues, mail order, etc.), from a seller/
provider located in another EU country?

In the past 12 months have you purchased any goods while on holiday, shopping or
business trip in another EU country?*”

35%
30%
25%
20%
15%
10%

5%

0%

2006 2008 2009 2010 2011

[ Distance purchases from sellers/providers
in another EU country

Ml Total purchases in another EU country
[ Purchases when travelling in another EU country

Source: EB 332, EB 299, EB 298, EB 282 and EB 252

The extent of cross-border shopping when travelling in another country varies sig-
nificantly across the EU as shown in Figure 2. This may be influenced by a number
of geographical and institutional factors such as country size, disposable income,
degree of openness, country positioning (i.e. central vs. peripheral), participation to
the Schengen agreement etc. At least 609% of consumers in Luxembourg (60 %) and
Norway (639%) purchased goods while travelling abroad in the past 12 months, fol-
lowed by respondents in Finland (50%) and Ireland (469%). By contrast, less than a
fifth of respondents in Spain (199%), Poland (19%), Hungary (17 %), Bulgaria (15 %),
Portugal (149%) and Greece (139%) have done the same. The differences between
countries in the level of cross-border online purchases (which are the most common
form of cross-border distance purchases) are discussed in the next chapter.

7" This question was covered by two separate questions in 2006 and 2008: “In the last 12 months, have
you made a trip to another European Union country, primarily for shopping (trips made for this purpose,
for purchasing clothes, electronics, etc.)?” and “In the last 12 months, have you taken the opportunity
to purchase goods or services, whilst on holiday or on a business trip in another European Union country
(excluding purchases linked to the trip such as travel accommodation, leisure activities, meals)?”
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Figure 2: Cross-border purchases in the EU, 2011 (% of consumers)

In the past 12 months, have you purchased any goods or services, via the Internet
(website, email, etc.)/by phone/by post (catalogues, mail order, etc.), from a seller/
provider located in another EU country?

In the past 12 months have you purchased any goods while on holiday, shopping or
business trip in another EU country?

LU o 60
F 2 50

DK z 43

25
cY 37

SK - 25
EU27 - 2
cz - 23
LT 8 5

ES o 19

BG . 15

0% 10% 20% 30% 40 % 50 % 60 % 70%

M Distance purchases from sellers/providers in another EU country
["7 Purchases when travelling in another EU country

Source: EB332



A significant proportion of consumers are still dissuaded from cross-border shopping
due to various concerns. For instance, 4 out of 10 respondents (44 %) said that they
were not interested in cross-border shopping due to uncertainty about consumer
rights'®. Measures addressing the main consumer concerns are likely to boost con-
sumer confidence and encourage more consumers to shop cross-border.

Encouragingly, there appears to be a considerable potential for increasing the
volume of cross-border shopping. In 2011, fewer EU consumers than in 2010
say that they are not interested in making cross-border purchases in the next
12 months (43% vs. 47 %). Similarly, a higher percentage of consumers intend
to spend more on cross-border purchases (18% vs. 14% in 2010). In addition,
significantly more people are prepared to buy goods and services using anoth-
er European language (509% vs. 39% in 2010). Respondents who have made at
least one cross-border purchase are more positive in their attitudes to cross-bor-
der shopping. Seven out of ten respondents with prior experience of cross-border
shopping are willing to use another language (739%) and say they are interested
in making cross-border purchases (68%), compared to half of those who do not
have such experience (49% and 52 %, respectively). This suggests that the vol-
ume of cross-border shopping could increase if consumers are persuaded to try
it at least once.

8 Flash Eurobarometer 299a on Cross-border trade and consumer protection, 2011 (fieldwork done in
September—October 2010).

Figure 3: Consumers’ attitudes towards cross-border shopping, 2006-2011
(% of consumers)

Thinking generally about purchasing goods or services from sellers/providers located
elsewhere in the European Union, which we refer to as “cross-border shopping”, please
tell me to what extent you agree or disagree with each of the following statements:

60 %

57 57
50% >0
47
43
40 % 39
33 33
30 %
20% 18
14
13 12

10%

0%

2006 2008 2010 2011

M You are not interested in making a cross-border transaction in the EU in the next 12 months
You are prepared to purchase goods and services using another EU language
In the next 12 months, you intend to make cross-border purchases worth more than those you made
in the past 12 months

Source: EB 332

On the business side, 27 % of European retailers made cross-border distance sales to
consumers in at least one other EU country in 2011. This is a significant growth (+5
percentage points) since 2010. However, the level of cross-border activities remains
relatively unchanged compared to the results in 2006 and 2009, when 29% and
259% of retailers respectively reported that they had made cross-border sales in oth-
er countries (Figure 4). Almost half (47 %) of those who have cross-border activities
sell to four or more EU countries, while the other half cover between one and three
EU countries, in addition to the country in which they are located. Large companies
(250 + employees) are more likely to make cross-border sales to consumers in four or
more countries (55% vs. 48% for companies with 50-249 employees and 47 % for
companies with 10-49 employees).
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Figure 4: Cross-border distance sales, evolution 2006-2011 (% of retailers)

To how many EU countries do you currently make cross-border sales to final con-
sumers? (a cross-border sale is a sale by phone, post or e-commerce or by a home
visit to a final consumer (i.e. the general public) resident in a different EU Member
State from that of the seller.)
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As with cross-border purchases, the level of cross-border sales varies considerably
across the EU (Figure 5). They are most common in Luxembourg (49%), Slovenia
(4890), Denmark (47 %), Slovakia (459%) and Austria (44 %), where more than in four
retailers sell to at least one other EU country. At the other end of the scale, less than
a six of retailers in Norway (12 %), Romania (13 %), Finland (159%) and the UK (15 %)
make cross-border sales in another EU country.
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Figure 5: Cross-border distance sales, 2011 (% of retailers)

To how many EU countries do you currently make cross-border sales to final con-
sumers? (a cross-border sale is a sale by phone, post or e-commerce or by a home
visit to a final consumer (i.e. the general public) resident in a different EU Member
State from that of the seller.)
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Encouragingly, two thirds of retailers (66 %) are willing to sell to final consumers in at
least two languages. Compared to 2010, considerably fewer retailers are now limited
to one language (-13 percentage points).

The key obstacles to cross-border sales for European retailers are the additional costs
linked to compliance with different consumer protection rules and contractual terms
(349%), and potentially higher risks resulting from fraud and non-payment (32 %). These
are followed by additional costs of compliance with different national tax regulations
(29%) and the costs of cross-border delivery (27 %). Focusing solely on those retailers
who are selling in at least one other EU country, the ranking of the obstacles is broadly
the same as for all retailers. It should also be noted that this question generated very
high levels of ‘don’t know’ answers (between 31% and 369%, depending on the state-
ment). This may be due to two potential factors: either retailers do not consider ques-
tions on cross-border sales to be relevant to their activities or they do not feel that they
are sufficiently informed about the topic to answer the question.

Figure 6: Major obstacles to cross-border trade, 2011 (% of retailers)

How important are the following obstacles to the development of your cross-border
sales to other EU countries?

Additional costs of compliance with different
consumer protection rules and contract law
(including legal advice)

Potentially higher costs risk of fraud and
non-payments in cross border sales

Additional costs of compliance with different
national tax regulations

Higher costs of cross-border delivery compared
to domestic delivery

Potentially higher costs involved in resolving
complaints and disputes cross-border

Restrictions on cross-border sales imposed by
manufacturers or suppliers

Extra costs from after-sales service in
cross-border transactions

Extra costs arising from language differences

0% 10 %

20%

30% 40 %

Source: EB 331

To facilitate redress and thereby boost confidence in the single market, the Commis-
sion proposed legislation on Alternative Dispute Resolution (ADR) and Online Dispute
Resolution (ODR). The ADR-ODR legislative initiatives are included among the EU level
priority proposals with substantial growth potential, which the EU institutions under-
took to adopt in the course of 2012. These proposals aim to ensure that consumers
can submit any contractual disputes to quality ADR entities, wherever they shop in
the EU (i.e. whether in their home country or in another EU country), whatever they
buy, and however they buy it (online or offline). To address the retailers’ concerns
about the multitude of contract laws, the Commission also proposed a regulation on
a Common European Sales Law in October 2011%°. When adopted by the Parliament
and the Council, this law would facilitate trade by offering an optional single set of
rules for cross-border contracts in all 27 EU countries.

2.2. E-commerce

2.2.1. Levels of online transactions reported by consumers
and retailers

E-commerce is the most common form of distance shopping and has been growing
steadily since it was first measured in 2004. More than four out of ten EU consum-
ers (439%) have purchased goods and services over the Internet in the past year.
This represents an increase of 3 percentage points compared to 2010. Since 2004
the proportion of Internet shoppers has risen by 23 percentage points from 20%.
The use of other distance channels (199% for telephone and 129% for post) remains
almost unchanged compared to last year and has tended to decline since 2006. The
corresponding figures for retailers confirm that Internet is the most common distance
sales channel.

Online shopping remains largely domestic. Consumers are significantly more likely
to purchase online from national sellers/providers (39%) than from sellers located
in other EU countries (109%). Last year saw an increase of 3 percentage points in the
level of domestic e-commerce, while cross-border e-commerce grew by 1 percentage
point (Figure 7).

9 COM(2011) 635 final,
http://ec.europa.eu/justice/contract/files/common_sales_law/regulation_sales_law_en.pdf


http://ec.europa.eu/justice/contract/files/common_sales_law/regulation_sales_law_en.pdf
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Figure 7: Individuals who ordered goods or services, over the internet Figure 8: Internet users who ordered goods or services, over the internet,
for private use, in the EU27 (as% of all individuals) for private use, in the last year, in the EU27
(as % of individuals who used the internet within the last year)
From whom did you buy or order goods or services for private purpose over the
Internet in the last 12 months? From whom did you buy or order goods or services for private purpose over the
Internet in the last 12 months?
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Source: Eurostat Community Survey on ICT usage in households and by individuals, 2011 (isoc_ec_ibuy)
Source: Eurostat Community Survey on ICT usage in households and by individuals, 2011 (isoc_ec_ibuy)

Internet users are more likely to shop online. In 2011, 58% of Internet users pur-

chased goods or services online; 53% did so from a national seller and 13% from  The results at country level reveal that, for consumers and businesses alike, there

a seller in another EU country (Figure 8). are considerable variations in the levels of online transactions across the Member
States (Figures 9 and 13). Consumers are most likely to buy online in the UK (71 %),
Denmark (70%), the Netherlands (699%) and Luxembourg (65%). Online shopping
is much less common in most Eastern and Southern European countries. The
lowest levels of online shopping are recorded in Romania (6 %), Bulgaria (7 %) and
Italy (159%).



Figure 9: Use of Internet - % of individuals who ordered goods or services,

over the internet, for private use in the last 12 months (2011)

When did you last buy or order goods or services for private use over the internet?
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Not surprisingly, there is a strong positive correlation between the level of online
shopping and background indicators such as broadband penetration and Internet
skills?° (the correlation coefficients are 0.85 and 0.9, respectively), i.e. countries with
higher rates of Internet penetration and better Internet skills tend to have higher
proportions of online shoppers.

Figure 10: Correlation between online sales and broadband penetration, 2011
(% of consumers)

80 %
UK SE DK
70% L
LU NL
i
® DE
60 %
wn
2
] o
2
@ 509%
= AT MT
° Ee® ‘o @ gft
g [ ] [ ]
E 40 % W
s [
i
© sI
3 PL z
E 30% ° ® .ES
b °
5 HU oy
& we ¢ .EE
20% o
EL.:
e
0
10% .BG
R0 ®
0%
0% 5% 10% 15%  20%  25%  30%  35% = 40%

Broadboard penetration

Sources: Eurostat Community Survey on ICT usage in households and by individuals, 2011

(isoc_ec_ibuy, isoc_si_broad)

20 Defined as the percentage of individuals who have done at least one of the following: used a search
engine to find information; sent an email with attached files; posted messages to chat rooms, news-
groups or an online discussion forum; used the Internet to make phone calls; used peer-to-peer file
sharing for exchanging movies, music, etc.; created a Web page; uploaded text, games, images, films
or music to websites (e.g. to websites for social networking); modified the security settings of Internet
browsers.
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Figure 11 compares domestic and cross-border online shopping at national level.
In most countries, there is a strong preference for national sellers. The existence of
large and mature e-commerce market at national level seems to increase consum-
ers’ propensity to buy nationally rather than cross-border. Cross-border online shop-
ping tends to be higher in smaller markets in Western and Northern Europe and/or
in countries with language and cultural links with larger markets. In eight of these
countries, more than one-fifth of consumers already buy online from foreign sellers.
The highest levels are found in Luxembourg (58 %), Malta (38%) and Austria (32 %),
where the volume of cross-border online purchases exceeds the volume of domestic
transactions. In contrast, there are seven Member States (mostly in Eastern Europe)
where only 5% or fewer consumers have made online purchases from another EU
country.
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Figure 11: Domestic and cross-border internet purchases, 2011
(% of consumers)

From whom did you buy or order goods or services for private purpose over the
Internet in the last 12 months?
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While the overall picture of cross-border e-commerce remains relatively stable,
cross-border online purchases have increased in a number of countries since 2010,
including Finland (289%, +7 percentage points), Ireland (229%, +4), Luxembourg
(569, +3), Cyprus (189%, +3) and Austria (32%, +3). This confirms that, where con-
sumers habitually buy from online sellers in other EU countries, the trend remains
positive over the years.



Figure 12: Percentage of individuals who ordered goods or services over the

internet from other EU countries, 2008-2011

From whom did you buy or order goods or services for private purpose over the
Internet in the last 12 months?
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Among businesses, Eurostat Community survey on ICT usage and e-commerce by
enterprises found that only 159% of enterprises with 10 or more employees in the
EU27 have made online sales in 2010 (these figures cover all Internet sales, i.e. both
business-to-consumer and business-to-businesses transactions). This ranged from
49% in Romania and 5% in Italy to 36% in Norway), followed by Denmark (289%),
Belgium and the Czech Republic (both 279%) (Figure 13). In total, e-commerce ac-

Source: Eurostat Community survey on ICT usage and e-commerce in enterprises (isoc_ec_eseln2)
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There was a significant variation in the share of enterprises conducting online sales
and their turnover from e-commerce according to enterprise size. During 2010,
online sales were made by 37% of large enterprises (250+ employees), 23% of
medium sized enterprises (50-249) and 13% of small enterprises (10-49 employees).
E-commerce accounted for 199%, 10% and 4 9% of total turnover, respectively, in each
size class.

As with online purchases, most of online sales were to domestic markets. While al-
most all enterprises making electronic sales (159%) reported that they sold to mar-
kets in their own countries (14 %), only 6% of enterprises made online sales to other
EU countries. Cross-border sales were more common in smaller countries, such as
Ireland, Malta (both 139%), Belgium, Czech Republic, Lithuania (all 129%) and Luxem-
bourg (119%) where more than one tenth of enterprises report to make online sales
to other EU countries (Figure 14).
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Figure 14: Domestic and cross-border online sales, 2010 (% of enterprises)
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2.2.2. Types of purchases and online research

According to Eurostat data covering both goods and services, the most frequent
categories of online purchases are films/music/books/computer software (57 %), fol-
lowed by travel and holiday accommodation (52 %), clothes and sports goods (52 %),
household goods (389%) and tickets for events (37 %).

Figure 15: Most frequent online purchases, 2011 (% of consumers who ordered
goods or services, over the Internet for private use, in the last year)

What types of goods or services did you buy or order over the Internet for private use
in the last 12 months?

Films/music or books/magazines/e-learning
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Computer hardware

Telecom services

Food/groceries

Shares/financial services/insurance

Medicines
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Source: Eurostat Community Survey on ICT usage in households and by individuals, 2011 (isoc_ec_ibuy)

A market study on e-commerce in goods showed that, in 2010, the most popular
goods purchased over the Internet by online shoppers were electronic equipment
(189%), clothes, shoes and jewellery (17 %) and books (10%). To a lesser extent, con-
sumers bought CDs and DVDs (7 %), electrical household appliance, computer soft-
ware and cosmetics (all at 6%)?.

Consumer behaviour on the Internet is not limited to the purchasing of goods or
services. Many consumers also use the Internet to search for information prior to
their purchase, whether they then conclude the transactions online or in physical
premises. The market study on e-commerce in goods found that eight out of ten
online consumers use price comparison websites in their shopping decisions. At the
same time, offline shoppers are using online tools to inform their purchase decisions.
For their last purchase, nearly one in two offline shoppers (49%) used at least one
online research method. The most commonly used online research methods by offline
shoppers include: visits to sellers’ websites (15%), search engines (15 %), online con-
sumer reviews (14 %), price comparison websites (13 %) and visits to manufacturers’/
brand websites (13 %).

21 Civic Consulting (2011) “Consumer market study on the functioning of e-commerce”. The study is based
on data collected between December 2010 and February 2011, comprising a survey among 29,010
consumers with Internet access at home (conducted online in 25 EU Member States and by phone in
Malta and Cyprus), a price collection survey in 17 EU Member States and a mystery shopping exercise
covering approximately 1,500 detailed website checks in all 27 EU Member States.
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Figure 16: Research methods used before purchasing offline a product, 2011
(% of online consumers)

Which of the following did you do to research this purchase in a shop?
What did you do first? You will be given the option of identifying three actions.

Other
Visited social networking sites
Contacted online or phone customer services

Visited independent advice website

Read independent consumer or testing,
magazine in print
Read, heard, or viewed reports in print/radio/TV

Read, heard, or viewed online advertisements

Read, heard, or viewed advertisements in
print/radio/TV

Read, heard, or viewed reports online

Visited online market places for new products
Visited manufacturer/brand website
Searched using a price comparison website
Read customer reviews online

Reviewed mail order catalogue in print
Visited seller websites

Searched using a general search engine

Discussed with friends, colleagues

| did not take any other action to research this
online purchase
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Source: Civic Consulting (2011). “Consumer market study on the functioning of e-commerce”.

Therefore, it is disappointing that many of these intermediaries are not performing
very well in terms of the information they provide to consumers. The market study
found that, in 609% of the price comparison websites tested, it was not clear whether
retailers had to pay to have their products listed, and only 19% of price compari-
son websites displayed the correct final price including VAT, other taxes and delivery
costs. The provision of information on added costs was fairly poor. Only 19% of
price comparison websites showed prices including VAT and other taxes, and delivery
charges. Another worrying finding was that, in more than half of trials, the cheapest
price was not the first price displayed. To address this, the Commission services will
work with business to develop codes of conduct, best practices and/or guidelines for
price, products quality and sustainability comparison.
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2.2.3. Consumer benefits from e-commerce

For frequent online shoppers??, the main reasons to buy over the Internet are lower
price (66%), followed by time savings (50%), ease of comparing prices (33%) and
the possibility to order products at any time of the day or week (339%). According to
consumers’ own perceptions, buying online brings considerable savings in terms of

saving time, money and choice.

Figure 17: Reasons why online shoppers buy on the internet, 2011
(% of frequent online shoppers)

What are your three most important reasons for buying products online?
| find cheaper products online

| save time by buying online

| can order at any time of the day/week

It's easier to compare prices online

| can only find certain products online
There's more choice online
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| can find product reviews by other consumers
| can find more information online

| don't like going to shops

| find better quality products online

| can return products easily
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Source: Civic Consulting (2011). “Consumer market study on the functioning of e-commerce”.

22 Frequent shoppers were defined as respondents who bought products online at least once a month.



The market study on e-commerce in goods found that e-commerce can bring about
considerable welfare improvements to consumers in terms of both price and choice.
There are savings to be made in 13 out of 15 product categories for which prices
were collected, if products in a particular country were bought from online shops
rather than from offline shops. The advantages of e-commerce are found not only
in price, but also in terms of choice. In a typical “shopping trip”?*, consumers have
at least double the choice when shopping domestically online rather than offline. If
they shop online across the EU, they have up to 16 times more products to choose
from?4,

The gains in current consumer welfare from e-commerce in goods?® alone in terms
of lower online prices and wider choice are estimated to be around €11.7 billion,
which is equivalent to 0.129% of EU GDP. If e-commerce were to grow to 159% of the
total retail sector, and Single Market barriers were eliminated, total consumer welfare
gains are estimated to be around €204 billion, which is equivalent to 1.7% of EU
GDP. This is four times higher compared to a situation where, with a similar share of
Internet retailing, market fragmentation along national borders continued to exist.
Two-thirds of consumer welfare gains are due to increased online choice, which is
considerably greater across borders?.

2.2.4. Consumer concerns and actual problems

The data on the levels of online transactions show that the benefits of e-commerce
are still largely untapped, especially in cross-border transactions. Although consumer
perceptions and concerns appear to be a major obstacle, there are also substantial
barriers on the supply side.

In the market study on e-commerce in goods?’, consumers who do not shop online
were asked to name their three most important reasons for not doing so. The ma-
jority said they prefer to go to shops and see the goods (40%). This was followed
by concerns about other issues: payments and personal details (29%), difficulty of

25 E.g. A shopping trip involving visits to five online and five offline shops and searching for similar
goods.

24 This estimation does not cover the whole retail market. In the whole retail market there is more
choice offline, since there are far more businesses selling offline than online. However, a consumer
is not likely to visit or have information from all online and offline shops before making a purchase.
A consumer is more likely to make a limited number of visits to online and offline shop.

25 This excludes services, such as buying flights, hotel accommodation, etc., which are a considerable part
of ecommerce.

26 Civic Consulting (2011) “Consumer market study on the functioning of e-commerce”.

27 Civic Consulting (2011) “Consumer market study on the functioning of e-commerce”.

solving problems if something goes wrong (28 %), safety of goods sold online (26 %),
a desire to have the products immediately (219%), a preference for service from a
sales person (179%), lack of a payment card (129%), and a variety of other reasons
related to information, choice and delivery concerns. (Figure 18).

Figure 18: Most important reasons for not buying products online, 2011
(% of online consumers who did not make any online purchases
in the past year)

What are your three most important reasons for not buying products online?

| like going to shops and seeing the products

| have concerns regarding misuse of my
personal/payment details

It's more difficult to solve any problems if
something goes wrong

| do not trust the safety of
products sold online

| want the products immediately

| prefer in-person sales services

| don't have a payment card

| do not wish to buy products online

| do not know how to buy products online
It's easier to compare prices in shops

Products | buy are often cheaper in shops

Delivery arrangements of online sellers are
not convenient for me

| save time by buying in shops

The type of payment card | have is not
accepted by online sellers

There's more choice in shops

| can only find certain products in shops

Products | buy are often of a
better quality in shops
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Source: Civic Consulting (2011). “Consumer market study on the functioning of e-commerce”.

When consumers who did not shop cross-border were asked about their reasons for
not buying cross-border, these turned out to be fairly similar to the reasons given
for not buying online at all. Most consumers said that there is enough choice in their
country (429). This drew a strong response in the two biggest e-commerce markets,
Germany and the UK, as well as in the Netherlands, Denmark, Poland and France.
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359% of respondents said that it is difficult to resolve any problems if something goes
wrong, 26 9% said it is due to extra delivery/custom charges, 24 % because of a longer
delivery time, 22 % said they have no need to do so, while 15 9% said they did not know
what their consumer rights are when buying online cross-border, and 14 % said they
had too little information concerning offers from foreign sellers (Figure 19).

Figure 19: Reasons for not buying products from an online seller based in
another country (three answers possible), 2011 (% of online
consumers who did not make any online purchases in the past year)

Why didn’t you buy from an online seller based in another country?
(Choose the three most important reasons)

There is enough choice in my country

It's more difficult to solve any problems if
something goes wrong

There are extra delivery/custom charges
There is a longer delivery time

There is no need to buy cross-border

| do not know what my consumer rights are
when buying from an online seller based in
another country

| have too little information regarding offers
from foreign sellers

| have concens regarding misuse of my
personal/payment details

The products | want are cheaper in
my country

| do not trust the safety of products sold
online in other countries

| do not speak the language of
foreign websites

The products | want are of better quality in
my country

The level of consumer protection in other
countries is lower than in my country

The type of payment card | have is not
accepted by foreign sellers

Foreign sellers refuse to sell to me because
| live in another country

| tried but was redirected to a website in
my country
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Source: Civic Consulting (2011). “Consumer market study on the functioning of e-commerce”.
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According to the Eurobarometer survey, over half of EU consumers (52 %) are more
confident purchasing online in their own country than cross-border. The preference
for domestic purchases is now slightly stronger than in 2010 (+ 4 percentage points)
and considerably stronger than in 2008 (+ 15 points). The percentage of consumers
who are equally confident when making online purchases domestically and cross-
border (349%) has remained constant since 2008. However, the levels of confidence
are higher among those who tried cross-border e-commerce. 58 % of consumers who
have made at least one cross-border purchase in the EU are equally confident in lo-
cal and foreign sellers, which is almost double that among consumers with no prior
cross-border shopping experience (30%). This suggests that the actual experience
of buying cross-border plays an important role in eliminating consumers’ distrust
towards foreign sellers.

The market study on e-commerce in goods found that there are no major differences
in the incidence of problems when purchasing goods online (24 %) and offline (209%).
By far the majority of problems buying goods online involved delivery: long deliv-
ery times (289% of all problems encountered), damaged product delivered (20%),
non-delivery (17 %), wrong product delivered (14 %), delivery costs or final price was
higher than displayed on the website (7 %). The second group of problems concerned
issues related to obtaining redress: customer service was poor (10%), seller did not
replace or repair a faulty product (49%), purchaser was unable to return a product
within the cooling off period and get reimbursed (4 %). Other problems were: product
did not match description on website (17 %), unsafe products, personal data was mis-
used and payment card details were stolen (the latter reported by 1% of those who
encountered a problem online). A comparison of the reasons that deterred consum-
ers from buying online and the actual problems encountered by online consumers,
reveals that some of these concerns are not substantiated. For example, contrary
to consumers’ fears, the evidence shows that the incidence of problems concerning
payments and abuse of personal data, as well as the percentage of unsafe products
sold online, is very low. The concerns that seem to be borne out by actual problems
seem to be those that are related to delivery, non-conformity of products delivered
and redress.

Cross-border e-commerce does not appear to cause more problems than domestic
e-commerce, since 13 % of online shoppers have experienced a problem when buying
goods cross-border compared to 14 9% for domestic purchases. The incidence of most
types of problems is fairly similar for both types of purchases (Figure 20).



Figure 20: Problems encountered buying online domestically and cross-border,
2011 (% of online consumers who encountered a problem shopping
online domestically and cross-border)

If you experienced a problem with an online purchase in the last 12 months,
the most recent problem was with a product bought online in your country/with a
product bought online in another country?

What was this problem?

Long time delivery
Damaged product delivered

Non delivery

Product did not match
description on website

Wrong product delivered

Poor customer service

Delivery costs or final price was
higher than diplayed on website

The seller did not replace or
repair a faulty product

| could not return a product
| didn't like and get reimbursed

The product sold was unsafe

My payment card details
were stolen

My personal data was misused

A foreign seller charged a higher
price to me than to consumers in
the country of the seller

Other

7 %

0% 5% 10% 15% 20% 25%

M Domestic Cross border

Source: Civic Consulting (2011). “Consumer market study on the functioning of e-commerce”.

The latest Eurobarometer survey comparing the shopping experience of domestic
and cross-border distance shoppers confirms that cross-border transactions are at
least as reliable as domestic transactions. Only 139% of consumers who have pur-
chased a product or service cross-border over the Internet, by phone or by post in
the past 12 months report that they have experienced a delay in the delivery of
the product compared to 209% for domestic purchases (16% vs. 18% in 2010). The
product was not delivered in 4% of cross-border cases compared to 5% of domestic
purchases (6% in 2010).

The overall reliability of cross-border e-commerce was also confirmed by the re-
cent mystery shopping study carried out by the European Consumer Centres Network
(ECC-Net)?8. The study reveals that consumer conditions have improved since 2003
(when ECC-Net last conducted a similar exercise), but it also identifies some obstacles
that need to be dealt with. The delivery rate of products ordered abroad was 94 9% (up
from 66% in 2003) and only 1% of the products was found to be faulty. However,
shoppers experienced more problems when returning the goods (as part of the EU-
wide cancellation rights), for example in getting the full costs reimbursed. In addition,
many traders did not provide all the information required by EU legislation (e.g. about
the legal warranty).

One of the major barriers which hinders the development of e-commerce from a
consumer point of view is the lack of businesses who sell to consumers from other
countries. The ECC-Net study found that 609% of websites initially selected for the
check as suitable for online shoppers from other EU countries actually had prob-
lems (e.g. with delivery, payment and language options) which made them unsuitable
for cross-border purchases. The exercise confirms the findings of an earlier mystery
shopping study which found that 61 % of online orders in another EU country failed
because the trader refused to serve the consumer’s country or did not offer cross-
border payment?°. Also, the latest Eurobarometer found that, among consumers with
cross-border distance shopping experience, one fifth (18%) were unable to buy a
good or service from another EU country as the seller did not sell or deliver the prod-
uct in their country.

28 European Consumer Centres Network (ECC-Net). “Online Cross-border Mystery Shopping - State of the
e-Union” on 4 October 2011. Mystery shoppers in 17 European Consumer Centres (Austria, Belgium,
Bulgaria, Czech Republic, Denmark, Estonia, Finland, Hungary, Ireland, Italy, Lithuania, Norway, Portu-
gal, Slovakia, Slovenia, Sweden, United Kingdom) made a total of 305 online purchases from foreign
EU-based traders in 28 countries. The products were then returned in line with ‘cooling-off’ rules.

29 ‘Mystery shopping evaluation of cross-border e-commerce in the EU’, YouGovPsychonomics, data col-

lected on behalf of the European Commission, 2009.
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In addition, consumers have very little information about cross-border offers, since
most information intermediaries do not list products sold in other countries. The
market study on e-commerce in goods has shown that by far the majority of price
comparison websites are available only in one language (86 %) and do not include an
option to choose offers from other countries (83 %).

2.2.5. The way forward

The January 2012 Communication on e-commerce®® sets out an action plan aimed
at doubling the share of e-commerce in retail sales (currently 3.4%) and that of
the Internet sector in European GDP (currently less than 39%) by 2015. The planned
actions include initiatives on better enforcement of consumer protection legislation
and improved transparency of offers for consumers., The Commission has also pro-
posed legislation on an EU-wide online redress tool to improve the effectiveness of
solving disputes arising from cross-border e-commerce?®!. The whole procedure will
be handled online, consumers will be able to submit their complaint in their own lan-
guage and this will be free of charge or at low cost. In addition, the adoption of the
Consumer Rights Directive®? in October 2011 strengthens the rights of consumers
when they shop online, e.g. by eliminating hidden charges and costs on the Internet,
increasing price transparency and extending the period during which consumers can
withdraw from a sales contract. The Directive must be transposed into national law
by 13 December 2013.

30 COM(2011) 942 -
http://ec.europa.eu/internal_market/e-commerce/docs/communication2012/COM2011_942_en.pdf

* COM(2012)794

32 Directive 2011/83/EU -
http://eur-lex.europa.eu/LexUriServ/LexUriServ.do?uri=0J:L:2011:304:0064:0088:EN:PDF
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a)

b)

c)

d)

2012

Better online access to different kinds of goods and services for

consumers across the EU

The Commission will:
extend the Internal Market Information System (IMI) and the Consumer Protec-
tion Cooperation network (CPC); in order to ensure the correct application of the
E-commerce Directive and of the Directives protecting consumers online;
quickly implement the European strategy for intellectual property rights, in
particular by presenting a legislative initiative on private copying (2013) and
a review of the Directive on copyright in the information society (2012);
report on the outcome of the consultation on the online distribution of
audiovisual works (mid-2012); and
ensure that the new rules on selective distribution are rigorously applied.

Easier ways to buy and pay for products online

The Commission will take a number of initiatives to further develop the mar-
ket for payments by card, Internet or mobile phones, on the basis of the
responses to a Green Paper adopted today. The Green Paper looks at (i) the
barriers to entry and competitive environment in these markets, (ii) what
needs to be done to ensure that these payment services are transparent for
both consumers and sellers, (iii) how to improve and accelerate the stand-
ardisation and interoperability of payments by card, Internet or mobile phone
(iv) how to increase the level of payment security and data protection. The
Commission will present conclusions by mid-2012.

More efficient and affordable delivery of products across Europe

In 2012 the Commission will launch a consultation on parcel delivery, with
a particular focus on cross-border deliveries. This will draw on the results
of the study on the costs of cross-border postal services, in order to try to
identify possible solutions to delivery problems encountered by businesses
and consumers. The Commission will present the conclusions of this exercise
and the next steps by the end of 2012.

More transparency on companies and prices on the Internet and better

consumer protection

The Commission will:
improve training for online traders in their obligations and the opportuni-
ties offered by the Digital Single Market, in particular through the Enter-
prise Europe Network. The Network of European Consumer Centres can
provide input on consumer issues;


http://ec.europa.eu/internal_market/e-commerce/docs/communication2012/COM2011_942_en.pdf
http://eur-lex.europa.eu/LexUriServ/LexUriServ.do?uri=OJ:L:2011:304:0064:0088:EN:PDF

encourage the development of transparent cross-border, price and quality
comparison sites through dialogue with information intermediaries;

boost the capacity of the Consumer Protection Cooperation (CPC) Net-
work which consists of national authorities enforcing consumer legislation
equipping it with instruments able to ensure the implementation of rel-
evant legislation at European level;

adopt a “European Consumer Agenda” in 2012 including digital issues,
which proposes actions to guarantee an appropriate level of information
and customer care online;

present a European action plan for online gambling which will focus on
administrative cooperation, consumer protection and the development of
a legal market (2012); and

ensure the adequate protection of patients purchasing medicines online
through the application of the directive on falsified medicines; this will
include contributing to the creation of “trust marks” to allow the identifi-
cation of legal distance-selling websites, monitoring the development of
falsified medicines and examining the potential specific risks linked to the
online sale of medicines.

e) Better protection against abuses on the Internet

The Commission will:
adopt an initiative on notice and action procedures in 2012 (see question
8); and
propose an overall strategy for Internet Security in Europe in 2012 and
implement its Communication of 28.3.2012 on the establishment of a
European Cybercrime Centre at Europol by 2013.

f) A better offer of high-speed Internet and better communication

infrastructure for more EU consumers

The Commission will:
adopt a recommendation on access-pricing schemes in the wholesale
market in order to stimulate investment in fibre deployment (2012), pre-
pare the projects which will benefit from the Connecting Europe Facility
(2012-13) and adopt a recommendation on the 2009 guidelines on State
aid for high-speed networks (2012) (see also question 16);
take the necessary measures to implement the radio spectrum policy pro-
gramme (2012); and
adopt an overall strategy on cloud computing (2012).

Source: E-commerce Communication, adopted on 12 January 2012

2.3.  Complaints, redress and enforcement cross-border

The successful integration of the retail side of internal market depends also on the
effective cross-border operation of information, complaint, enforcement and redress
systems. The aim of the European Consumer Centres (ECC) Network is to provide
consumers with a wide range of services, from providing information on their rights
when shopping across borders to giving advice and assistance with their complaints
and the resolution of disputes®. Through the Consumer Protection Cooperation (CPC)
Network, national authorities responsible for the enforcement of consumer protec-
tion laws across the European Union, Iceland and Norway assist each other in ex-
changing information and investigating possible breaches of consumer law to protect
the collective interest of consumers.

Figure 21 gives an overview of the level of activities of both networks. While more
people state that they know where to get information and advice when shopping
cross-border (399% vs. 32% in 2010), the number of contacts with the ECC network
has actually remained relatively stable. As far as the CPC is concerned, the number
of information requests has not changed compared to last year, but there has been
an increase in the number of enforcement requests. More requests were dealt with,
especially in Sweden, France and Spain. On the other hand, the Network received
significantly fewer alerts in 2011 (27 vs. 134 in 2010).

33 More information on the services provided by the ECC-Net can be found at: http://ec.europa.eu/
consumers/ecc/index_en.htm
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Figure 21: Cross-border complaints and information requests to ECC and CPC

% Diff
2007 2008 2009 2010 2011  2011-
2010
ECC
Information requests* 22,288 28,933 26,173 23,987 28,108 4%
Simple complaints®® 159,838 18,431 18,707 17,310 17,750 -9%
Normal complaints®® and dis-
putes” 5,009 8,032 10,531 11,821 12,338 -1%
CPC
Information requests®® 161 121 133 88 93 -5%
Enforcement requests®® 93 170 159 37 112 165%
Alerts*® 71 100 43 134 27 -78%

Source: ECC-network & Consumer Protection Cooperation System

Analysis by sector and sales method

In 2011, transport services, recreational and cultural services, restaurants and ho-
tel accommodation were the sectors about which consumers complain the most
to the ECC network. These three sectors alone account for almost two thirds of
all complaints (Figure 22). Similar patterns were observed in previous years (2010,

2009 and 2008).

34

not related to a complaint.

35 ‘Simple complaint’ is a statement of dissatisfaction by a consumer concerning a cross-border transac-
tion with a trader based in another EU/EEA country, which requires the involvement of no more than

one ECC.

36

other ECC.

37 ‘Dispute’ is a referral of a complaint to an out-of-court entity (ADR body).

38 ‘Information request’ refers to a request made by one competent authority to another in another
Member State for specific information to support its own investigations and enforcement work.

(Article 6 of the CPC Regulation).

39

cessation or prohibition of an intra-Community infringement. (Article 8 of the CPC Regulation).

40 “‘Alert’ is as a warning message that is sent when a competent authority in one Member State suspects
that intra-Community infringement is occurring (or may occur) and informs the competent authorities

in other Member State(s) and the European Commission (Article 7 of the CPC Regulation).

‘Information requests’ is any query by a consumer regarding a national or cross-border consumer issue

‘Normal complaint’ means a statement of dissatisfaction by a consumer concerning a cross-border
transaction with a trader in another EU/EEA country which requires follow-up and is shared with an-

Enforcement request’ refers to a request made by a competent authority in one Member State to
authority in another Member State to take enforcement measure(s) necessary to bring about the
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Figure 22: Cross-border cases sent to CPC and ECC - by market, 2011
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2012

(column percentages in brackets)

Clothing and
footwear
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Communication
Alcoholic
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tobacco

Food and
non-alcoholic
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ment and routine
maintenance
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Housing, water,
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and other fuels
Miscellane-

ous goods and
services
Outside COICOP
classification
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culture
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hotels

Transport

TOTAL

Informa-

tion

4 (4%)

1 (1%)

5 (5%)

10 (11 %)

44 (47 %)

14 (15%)

9 (10%)

6 (6%)

93

Source: ECC-network and CPCS

CcPC
Enforce-

ment

0
12 (11%)
3

1 (1%)

5 (4%)

11 (10%)
0

40 (36%)

12 (11%)

4 (4%)

6 (5%)

15 (13%)

112

Alerts

0

1 (49%)

2 (7 %)
1 (4%)

7 (26%)

8(30%)

5(19%)

3(11%)

27

ECC

Normal Simple

complaints  complaints
and
disputes

515 (4%) 718 (4%)
42 992 (6%)
552 (4%) 48
32 51
36 124 (1%)
922 (7%) 1,330 (79%)
125 (1%) 395 (2%)
215 (2%) 300 (2%)
1,307 2,081
(11%) (129%)
339 (3%) 726 (4%)
2,569 3,538
(219%) (20%)
1,246 2,281
(10%) (139%)
4,438 5,166
(36%) (29%)
12,338 17,750

TOTAL

1,233 (4%)

1,034 (3%)
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83

160 (19%)
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520 (2%)
515 (2%)

3,388
(11%)

1,065 (4 %)
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(20%)
3,527
(129%)
9,604
(32%)
30,088



As in previous years, the ECC normal complaints most frequently concern the inher-  Figure 24: Number of normal complaints and disputes as consumer ECC and as
ent characteristics of products and services (34 %), problems with delivery (28 %), trader ECC (2011)

price and payment (119%) and contract terms (109%). As for the sales method, e-
commerce continues to account for more than half of the ECC complaints (57 %).
E-commerce becomes more important when dealing with CPC requests; it accounts
for three quarters of the CPC information requests (77 %) and 66 % of the enforce-
ment requests.

1652

1,989

2573

Figure 23: Normal complaints and disputes to ECC - by nature of complaint,
2011
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Analysis by country

Figure 24 shows the number of normal complaints and disputes as “consumer ECC” 0 500 1,000 1,500 2,000 2,500 3,000

and as “trader ECC”". The consumer ECC depicts the countries where the complaint is B s consumer ECC as trader ECC
made, whereas the trader ECC shows the countries where the businesses complained
about were located. Source: ECC Network






3.1. Introduction

Consumer policy can give consumers real power to act as drivers of innovation and
growth. Better consumer conditions not only improve consumer welfare, but can also
benefit the economy as a whole. Consumers’ capacity to share and compare informa-
tion more and more rapidly can have a substantial impact on their ability to foster
the most efficient and productive parts of the economy, and hence stimulate growth.
Markets where consumers are able to make informed choices and where their rights
are respected cause less consumer detriment, and generate greater confidence and
increased incentives for quality improvement and efficiency.

A thoroughly empowered and protected consumer has the necessary skills, knowl-
edge and confidence to play his/her full role in the market by demanding value, qual-
ity and service; rewarding fair and efficient business operators with their purchasing
decisions as well as submitting complaints and seeking redress when their rights are
infringed, thereby helping to stamp out unfair practices. This results in a choice for
the “best product or service for the price” ensuring efficient resource allocation to the
best businesses, as well as providing clear incentives for innovation. In short — “[t]he
more sophisticated consumers become in making good decisions, the better it will be
for growth.”*

This part of the Scoreboard provides information to help benchmark the consumer
environment in the Member States. It tracks the progress of indicators related to
the enforcement of consumer and product safety legislation and to consumer em-
powerment. The quality of enforcement regimes is a crucial indicator of the health
of national markets. Effective enforcement of consumer rights and product safety
reinforces consumer trust in markets and discourages unfair business practices. Ef-
fective redress (both through courts and out of court bodies) is another important
part of a properly functioning market. Indicators of consumer empowerment show
whether consumers are sufficiently informed, educated and assertive to play their
vital market role.

4 UK Department for Business, Innovation and Skills and Cabinet Office Behavioural Insights Team
(2011), Better Choices, Better Deals: Consumers Powering Growth.

The majority of the data in this part of the Scoreboard comes from the annual Eu-
robarometer surveys of consumers and retailers conducted in autumn 201142, Addi-
tional data include the special Eurobarometer on empowerment carried out in 201043,
as well as information provided by Member States on market surveillance activities,
sweeps and public funding for national consumer organisations.

The consumer country fiches annexed to this publication provide detailed data for
each Member State, plus Iceland and Norway. In addition to the 2011 data, figures
for previous years (2008-2010) are also presented**. The figures can be used as
benchmarks by individual countries to measure the success of the policies they have
implemented and the need for further action. They also allow peer comparisons and
the identification of best practices.

3.2. Consumer Conditions Index

The Consumer Conditions Index provides an overview of the key indicators describing
the consumer environment at national level, as measured through surveys of percep-
tions, attitudes and experiences of consumers in particular. The purpose of this index
is to create a long-term data set which can be used by national policymakers and
stakeholders to assess the impact of their policies on consumer welfare. By compar-
ing national outcomes with those of other countries, best practices can be identified
and promoted.

The index is based on the results of a survey of consumers and retailers. All of the
questions reflect positive outcomes, thereby allowing the index to reach, in theory, a
maximum value of 100. All questions have an equal weight in the index.

42 The latest Eurobarometers are Flash Eurobarometer 332 — Consumer attitudes towards cross-border
trade and consumer protection (Fieldwork carried out in September 2011) and Flash Eurobarometer
331 - Retailers’ attitudes towards cross-border trade and consumer protection (Fieldwork carried out
in September-October 2011). The sample size of the retailers’ Eurobarometer has been increased from
250 interview in previous years to around 400 (240 in Cyprus, 214 in Luxembourg, 204 in Iceland
and 175 in Malta), so 2011 results have smaller margins of error for most countries. In addition —
to ensure that only “informed opinions” are gauged - the bases used for the questions relating to food
and product safety have been slightly modified. While results for the 2008-2010 surveys include all
retailers providing an answer (excluding those who chose an answer ‘not relevant, do not sell food/
non-food products’), results for the 2011 survey are filtered, to focus precisely on retailers that actu-
ally sell food/non-food products. These modifications might in part be responsible for the fluctuations
between 2010 and 2011.

45 Special Eurobarometer 342 — Consumer empowerment (Fieldwork carried out in February — April 2010).

44 These data come primarily from Flash Eurobarometers No 299 and 300 in 2010, Flash Eurobarometers
No 282 and 278 in 2009, Flash Eurobarometer No 224 and Special Eurobarometer No 298 in 2008.
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Figure 25: Indicators used in the Index of national consumer policies

ENFORCEMENT

. Percentage of consumers who feel adequately protected by existing measures
: Percentage of consumers who trust public authorities to protect their rights

Percentage of consumers who trust sellers/providers to respect their rights as

a consumer

Percentage of consumers who did not come across misleading and deceptive

advertisements/offers

Percentage of consumers who did not come across fraudulent advertisements/offers

CONSUMER ORGANISATIONS AND INFORMATION

Percentage of consumers who trust consumer organisations to protect their rights as
a consumer

COMPLAINTS

- Percentage of consumers who complained when they encountered problems
E Percentage of consumers who were satisfied with complaint handling

REDRESS

H Percentage of consumers who find it easy to resolve disputes with sellers/providers
through courts

through ADR
Percentage of consumers who find it easy to resolve disputes with sellers/providers
PRODUCT SAFETY

Percentage of consumers who do not think that a significant number of products

are unsafe

- Percentage of retailers who do not think that a significant number of products are unsafe

At EU level, the Consumer Conditions Index posted a slight increase (of almost 2
points) in 2011 compared to the previous year, which continues the positive trend
after the fall in 2009. There has been a slight increase in trust in consumer organisa-
tions (72% vs. 69% in 2010) and in satisfaction with existing consumer protection
measures (589% vs. 579% in 2010). Levels of consumer trust in public authorities
(629%) and in sellers/providers (65%) have remained stable. More consumers en-
countered misleading or deceptive advertisements/offers in 2011 (46 % compared to
439% in 2010), whereas the prevalence of fraudulent advertisements/offers has re-
mained unchanged at 29%. Consumers who experienced problems were more likely
to complain about them (809% compared to 77 % in 2010). In addition, there has been
a significant increase (from 52 9% to 58 %) in the number of consumers who were sat-
isfied with the handling of complaints. The perception of the means of redress has
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also improved. More consumers find it easy to resolve disputes with sellers/providers
through ADR (52 9% vs. 489% in 2010) and through the courts (389% vs. 33% in 2010).
On the other hand, slightly fewer consumers (689% vs. 70% in 2010) and retailers
(79% vs. 80% in 2010) actually have confidence in the safety of products*.

Figure 26: Consumer Conditions Index - evolution of different components
at EU level
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Source: EB 331 and 332

4 For retailers, bases used for this question in 2011 and 2010 surveys are slightly different: Results for
the 2010 survey include all retailers providing an answer (excluding those who chose an answer ‘not
relevant because we do not sell non-food products’); whereas results for the 2011 survey are filtered,
to focus precisely on retailers that actually sell non-food products.



Figure 27 presents the yearly trend of the Index for each country. 2011 saw a con-
tinued improvement in the consumer conditions for the majority (19 out of 27) of the
Member States. Out of these, 13 Member States have seen the index grow by more
than 2 points. The biggest improvements (of around 6 points) were experienced by
Bulgaria (although it continues to occupy the bottom place in the ranking), Belgium,
France and Denmark. In the case of Bulgaria, this is due to a considerable increase (of
12, 9 and 7 percentage points, respectively) in consumer trust in public authorities,
consumer organisations and sellers/providers. In addition, more consumers find it
easy to resolve disputes through ADR and the courts (+7 and + 11 percentage points,
respectively). Bulgarian consumers are also more confident in product safety (+ 10)
and more likely to complain when they encounter problems (+22). These improve-
ments could be connected to the EU information campaign on consumer rights which
was conducted in Bulgaria in 2010 and 2011. Belgium and France recorded increases
in most of the indicators. In particular, more Belgian and French consumers feel ad-
equately protected by existing measures (+ 14 and +9 percentage points, respec-
tively) and say that they trust public authorities and consumer organisations (+ 11
and +89%, respectively, in both countries). The public perception of ADR mechanisms
(+13 and +9) and courts (+ 15 and + 16) also improved in both countries. French con-
sumers are also more likely to complain when faced with problems and more satis-
fied with the way their complaints are handled (+ 7 in both cases). Denmark recorded
the biggest improvement in indicators linked to satisfaction with existing consumer
measures (+9), the experience of misleading advertisements (+9), the appreciation
of means of redress (+ 15 for ADR and + 12 for courts) and consumer confidence in
product safety (+12).

Difficult economic and budgetary conditions have had an adverse effect on the con-
sumer environments in some countries. Four Member States (ltaly, Slovenia, the UK
and Ireland) have experienced a decrease in the way consumers perceive the con-
sumer environment and perceptions in four further countries (Poland, Cyprus, Portu-
gal, Slovakia) have remained relatively stable since last year.

Figure 27: Consumer Conditions Index - evolution at country level
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In terms of the absolute value of the index in 2011, the top positions are occupied
by the following countries: Luxembourg, United Kingdom, Denmark, Austria, Ireland,
Finland, the Netherlands, Belgium Germany, France and Sweden (all above EU aver-
age) (Figure 28).
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Figure 28:
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3.3. Enforcement in the Member States

Effective enforcement of consumer and product safety legislation is one of the key
prerequisites for a properly functioning internal market. It ensures that businesses
respect common rules and standards and that consumers are protected from serious
threats and risks which they cannot tackle as individuals.

National authorities play a key role in enforcement through their market surveillance
activities. In addition, they provide the institutional framework in which stakehold-
ers, including businesses, regulators and consumer organisations, are involved in the
enforcement procedure. To guarantee the highest level of consumer protection, busi-
ness operators must make sure that the products placed on the market are safe.

To acquire a complete overview of the enforcement within the single market, the
Commission and the Member States have been working since 2009 on a common
framework that consists of surveys of consumers and retailers carried out by the
Commission and input/output data provided by the national enforcers (the “Enforce-
ment Indicators”). The latter include data collected by the CPC authorities (consumer
legislation dealing with economic interest of consumers) and those collected by Gen-
eral Protection Safety Directive (GPSD) authorities.

3.3.1. Opinions of consumers and retailers on the subject
of enforcement

In 2011, 58% of EU consumers felt adequately protected by existing consumer pro-
tection measures (compared to 57% in 2010). Consumer organisations command
the highest levels of trust for protecting consumer rights (72% vs. 69% in 2010).
More than 6 out of 10 respondents (same proportions as in 2010) believe that public
authorities protect their rights as consumers (62 %) and that retailers (65 %) respect
these rights. Although there are no major changes compared to last year’s survey,
when the results are compared over a longer time span, it appears that, since 2008,
trust in consumer organisations and public authorities has grown by 8 percentage
points, while trust in sellers and providers grew by 6 percentage points. At the same
time, more consumers feel adequately protected by existing consumer measures
than was the case in 2008 (+ 7 percentage points).



There are huge differences in the level of consumer confidence across the EU. Below-
average levels of confidence are found in some of the Eastern and Southern Member
States. More than four out of five consumers in Austria (84 %) and Denmark (81 %)
agree that they are adequately protected by existing consumer protection meas-
ures, followed by around three-quarters of respondents in the UK (759%), and the
Netherlands (749%). The lowest results are observed in Lithuania (39%), Bulgaria
(329%) and Greece (289%). Trust in public authorities is highest in Luxembourg (80 %),
the UK (79%), Denmark (78 %), Austria, Finland and Norway (all 77 %). In Lithuania
(39%) and Slovenia (33 %), on the other hand, the levels of confidence are twice as
low. Over 809% of consumers in Austria (849%) and Luxembourg (839%) agree that
sellers/providers in their countries respect their rights as consumers, followed by
more than three-quarters of respondents in Finland (79 %), the UK (78%), Ireland
(77 %) and Denmark (76%). The lowest results are found in Bulgaria (419%) and
Greece (42 %).

It should be noted that differences across countries in the levels of reported trust in
various institutions do not necessarily reflect objective differences in the perform-
ance of these institutions. Other factors, such as general confidence in the public
sector, can also play a role. For instance, there is a moderate correlation between
trust in national government and trust in public authorities responsible for consumer
protection (the correlation coefficient is 0.4).

Figure 29: Consumers’ perceptions concerning consumer protection and trust

For each of the following statements, please tell me if you agree or disagree with it.
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3.3.1.1. Economic enforcement

Both consumers and retailers were asked about their views on the enforcement of
consumer legislation. The results of two Eurobarometer surveys reveal that retailers
tend to be more positive in this regard. The overwhelming majority of retailers (98 %)
declare that they comply with consumer legislation. The picture becomes more wor-
rying when looking at consumers’ opinions: almost a third of respondents disagreed
with the statement that retailers respect consumers’ rights (vs. 289% in 2010 and
349% in 2009). The absolute majority of respondents in Bulgaria (56%) and Greece
(549) followed by consumers in Cyprus (47 %), Romania (44 %), the Czech Republic
and Italy (all 449%) do not feel that their rights are being adequately protected. In-
terestingly, retailers become more circumspect when asked whether their competi-
tors comply with consumer legislation: 149% expressed distrust in their competitors’
compliance (+5 points compared to 2010 and 2009).

Figure 30: Consumer and retailer perceptions towards compliance with
consumer legislation, 2011 (% of consumers and retailers)
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Based on the experience of consumers and retailers, misleading and deceptive ad-
vertisements and offers*® have been on the increase since 2010. Almost half (46 %)
of EU consumers and nearly a third (319%) of retailers stated that they had encoun-
tered such practices. This is equivalent to increases of 4 and 6 percentage points,
respectively, since last year. Likewise, more consumers (699%) said that they had
come across unsolicited commercial advertisements, statements or offers*” (+ 8 per-
centage points since 2010). Fraudulent advertisements and offers*® are apparently
less common, but they were still spotted by 29% of consumers (same as last year)
and 23 9% of retailers (vs. 21% in 2010). Moreover, 189% of consumers who had come
across either misleading or fraudulent advertisements responded to such offers. Re-
tailers continue to report fewer experiences with unfair commercial practices than is
the case for consumers, but this gap has narrowed compared to previous years.

4 Misleading or deceptive advertisements are those which contain false information or present

factually correct information in a misleading manner about the goods or services on sale.

47 Fraudulent advertisements actually attempt to obtain money without selling anything, for example

a lottery scam.

48 Unsolicited advertisements include cold calls, spam emails, commercial SMS, etc.



Figure 31: Consumers and retailers experiences with misleading,
fraudulent or unsolicited advertisements and offers, 2011
(% of consumers and retailers)

Have any of the following happened to you in the past 12 months?
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In addition, consumers and retailers in different countries do not always agree. At
least half of consumers in Spain (639%), Slovakia (57 %), the Czech Republic (57 %),
the Netherlands (56 %), Finland (55 %), Bulgaria and Austria (51 %) have come across
misleading or deceptive advertisements. In contrast, only about one third of con-
sumers have encountered such practices in Latvia (33 %), Luxembourg and Sweden
(329%). Retailers were most likely to spot misleading commercial practices on the
part of their competitors in Bulgaria (549%), Slovakia (53%) and Poland (50%), as
compared to 6% in the Netherlands and 12 % in Belgium.

Figure 32: Consumers and retailers experiences with misleading
advertisements and offers, 2011 (% of consumers and retailers)

Have any of the following happened to you in the past 12 months?
You came across misleading or deceptive advertisements, statements or offers?

In the past twelve months, have you come across misleading or deceptive
advertisements, statements or offers made by your competitors?
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Consumers in Slovakia (42 %), Austria, Poland, Greece and Cyprus (41 %) are the most
likely to report what they believed to be fraudulent advertisements or offers. On the
contrary, only 13% of Italian consumers say that they have come across such ad-
vertisements in the past 12 months. Retailers were most likely to report fraudulent
commercial activities on the part of their competitors in Poland, Romania (both at
41 %), Bulgaria, Slovakia and Lithuania (all at 379%) compared to 149% in Norway,
15% in the UK and the Netherlands, and 16% in Belgium.
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Figure 33: Consumers and retailers experiences with fraudulent advertisements
and offers, 2011 (% of consumers and retailers)

Have any of the following happened to you in the past 12 months?

You came across fraudulent advertisements, statements or offers?

In the past twelve months, have you come across fraudulent advertisements,
statements or offers made by your competitors?
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Three-quarters (74 %) of retailers agree that public authorities actively monitor and
ensure compliance with consumer legislation in their sector, which is equivalent to a
decrease of 5 percentage points compared to 2010. This figure ranges from 87 % in
Romania, 85% in the UK and 84 9% in Belgium and the Netherlands to 55 % in Greece,
56% in Iceland, 57 % in Bulgaria and 59% in Poland.



Figure 34: Compliance monitoring with consumer legislation, 2011

(% of retailers)
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Only 3% of EU retailers have been told by consumer authorities that they are
deemed to be in breach of consumer legislation (compared to 5% in 2010).
The highest percentages are recorded in Estonia (9%) and Romania (8 %).

3.3.1.2. Safety enforcement

Consumers will only trust the Single Market if they have confidence in the safety of
the products and food in the EU. To this end, the Commission is due to propose a
revision of the General Product Safety Directive in 2012. It will also attempt to fur-
ther improve the efficiency of market surveillance and enforcement across the EU by
streamlining the current existing rules into a Single Market Surveillance Regulation.

Across the EU, consumers are somewhat less optimistic than retailers about the
safety of food and other products on the market. Both groups of respondents appear
to be slightly more concerned about product safety than food safety. More than a
fifth of consumers think that a significant number of food (22 %) and non-food prod-
ucts (25%) are unsafe. The corresponding figures for retailers are 14% and 17 %.
Compared to 2010, consumers’ perceptions about the safety of non-food products
have declined by 5 percentage points, while the perceptions of food safety have re-
mained relatively stable“®.

4% For retailers, bases used for all questions regarding food and product safety are slightly different in
2011 and 2010 surveys. Results for the 2010 surveys include all retailers providing an answer (exclud-
ing those who chose an answer ‘not relevant, do not sell food/non-food products’); whereas results
for the 2011 survey are filtered, to focus precisely on retailers that actually sell food and non-food
products, respectively.
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Figure 35: Consumers’ and retailers’ perceptions about food and non-food Figure 36: Consumers’ and retailers’ views on product safety, 2011
products safety, 2011 (% of consumers and % of retailers that sell (% of consumers and % of retailers that sell food/non-food products)
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As regards food safety, an absolute majority of consumers in Romania (56 %) and
Lithuania (53 %), and just under a half of respondents in Greece (47 %), believe that
a significant number of products are unsafe, as compared to 3% in Finland and
6% in the UK. Among retailers, the highest levels of concern are found in Romania
(409%), Bulgaria (34 %) and Lithuania (30%), as compared to 2% in Finland and 3%
in Luxembourg.

Figure 37: Consumers’ and retailers’ views on food safety, 2011
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One fifth of EU consumers (189%) declare that they have at some time been person-
ally affected by a product recall, which represents an increase of 3 percentage points
since 2010. 8% have experienced a food product recall, 6% a non-food recall and
49% a recall of both types of products. The highest percentages of consumers affect-
ed by a product recall are recorded in Greece (58%), followed by Cyprus (399%). Most
of the recalls experienced in these countries relate to food products. The highest level
of non-food recalls is recorded in the Netherlands (11 %), which is an increase of 6
percentage points since 2010. It should be noted that being subject to a recall is not
necessarily a bad thing. It means that the economic operators and the authorities
are actually working together to take off the market and to retrieve from consumers
products that are considered unsafe.

In the past two years, 13% of retailers selling consumer products have recalled a
product from the market following a request by the authorities, and 8% were asked
to issue a public warning about the safety of a product. In addition, 17 % of retailers
have received a consumer complaint about the safety of a product they sold. Almost
half of retailers who sell consumer products have carried out tests to ensure product
safety (47 9%). Likewise, half of retailers (509%) who sell products report that authori-
ties have checked the safety of some of these products in the past two years. Retail-
ers in Romania (84 %), Belgium (61 %) and Portugal (559%) were the most likely to be
subjected to a product safety test.
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Figure 38: Enforcement and market surveillance in the field of product safety,
2010-2011 (% of retailers that sell non-food products)
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More than three-quarters (79%) of EU retailers who sell products agree that public
authorities actively monitor and ensure compliance with product safety legislation
in their sector. An overwhelming majority of retailers in Romania and the UK (91 %)
agree with this statement, against 589% of retailers in Malta, 62% in Greece, 66 %
in Estonia and Poland.

87 % of the retailers who sell food agreed that the authorities actively monitor com-
pliance with food safety legislation in their country. Retailers in Belgium and Luxem-
bourg (96 %) and Ireland and the UK (95 %) are the most likely to agree, as compared
to 72% in Greece, 759% in Malta and 809% in Germany.



Figure 39: Compliance monitoring with product and food safety legislation,
2011 (% of retailers that sell non-food/food products)
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3.3.2. National enforcement indicators

Since 2008, the European Commission has established and improved a data collec-
tion tool dedicated to enforcement and market surveillance in the Member States.
Following a successful pilot project launched in 2008, Member States have been
collecting data which measure the key activities of national authorities in charge of
economic and product safety enforcement since 2009.

So far, two lists of 20 indicators have been drawn up, consisting of input and output
indicators. In particular, among the input indicators, the size of the budget and the
number of inspections have been identified as the most pertinent and relevant for
this type of exercise. Indeed, the amount spent on enforcement activities illustrates
the enforcement capabilities of the Member States. This has become even more criti-
cal as a result of the budget cuts with which Member States are confronted during
this serious economic crisis that is affecting the EU economy as a whole. As a result,
the protection and safety of consumers may be seriously affected due to inadequate
funding of market surveillance.

Concerning the output enforcement indicators, there are three subgroups of indi-
cators that measure the compliance of traders with laws and provide quantitative
information on the key activities conducted by Member States to ensure such compli-
ance. These indicators reflect the three consecutive stages of the enforcement and
market surveillance process:

1. Preventive and investigative activities ensuring compliance. These include the
number of inspections and the number of laboratory tests. The former refers to
any control undertaken by an inspector and aimed at verification of compliance
of a single trader with the consumer or product safety laws. The latter concerns
the tests made to verify compliance with applicable safety requirements, such as
checking for the presence of dangerous substances or components or checking
for possible structural defects.

2. Results of compliance checking. The aim is to measure the number of infringe-
ments and irregularities detected as a result of the preventive and investigative
activities carried out by the relevant authorities. Examples of such indicators
include the number of official notifications of non-compliance to trader and the
number of products identified as posing a serious risk. Authorities conduct risk
assessments to ascertain whether the products inspected may be harmful to
consumers and to take appropriate measures where necessary.
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3. Corrective measures. This is the final stage of the procedure when authorities
find products or practices that do not comply with the law. This leads to the
authorities launching administrative or court procedures to impose obligations
on producers, distributors or retailers to take corrective measures. Typical ex-
amples could be injunctions or prohibitions, withdrawals of products from the
market, product recalls from consumers; or suspensions of products at the
border.

Since the launching of the indicators, the definitions have been fine-tuned, but there
has been no change in list of the indicators.

These enforcement indicators are collected on the basis of an on-line questionnaire
sent to CPC and GPSD authorities in the 27 Member States, Norway and Iceland.
Figures below show a selection of the indicator data provided by national authorities.
The data were rescaled by the number of retailers®® present in the country. This gives
an indication of the size of the market in each country and makes it easier to compare
indicators within the 27 Member States.

3.3.2.1. Economic enforcement data

Twenty-two Member States, Norway and Iceland provided data on economic enforce-
ment in 2010. Figure 40 shows the data since 2008.

There are considerable variations in the enforcement systems in place and how they
operate across the EU. Each Member State has its own preferences as to how it
conducts enforcement actions: some focus on preventive enforcement, i.e. educa-
tion campaigns or dialogue with traders; others put more emphasis on holding train-
ing events and creating steering committees, while others prefer inspections (which
remain the most popular means in most Member States). Enforcement indicators,
which cover a broad range of activities, are able to capture the specificities and com-
plexity of the different systems in place across the EU.

It should be noted that, in some Member States, the figures for the enforcement
indicators are either estimates or consist of incomplete figures, or include activities
beyond the scope of economic enforcement. In some cases, it is difficult to distinguish
the data that cover consumer legislation alone (because the relevant authority deals
with both consumer legislation and other legislation). In some other Member States,

50 The number of retailers is taken from Eurostat’s annual detailed enterprise statistics on trade (Nace
Rev.1.1 G). The category of retailers is called “retail trade, except of motor vehicles, motorcycles, repair
of personal and household goods” and the figures refer to 2008.
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responsibility for economic enforcement is shared between several authorities, not
all of which were able to provide data.

In a number of countries, the figures for the 2010 budget are higher than those for
20089. Since some Member States reported that they have sent more comprehensive
datain 2010, this increase may reflect the improved quality of data rather than anin-
crease in budgetary resources. At the same time, there was a decrease in the number
of inspectors and inspections. The data on other enforcement activities — reported by
a small number of Member States — may indicate that Member States are diversify-
ing their enforcement activities towards “softer” measures, such as cooperation with
businesses and information and education campaigns.

The data confirm that there are significant differences between Member States in this
field. The Commission will continue to monitor these indicators in order to further im-
prove their quality and develop best practices, taking the suggestions of the Member
States into account.



Figure 40: Economic enforcement indicators, 2008-2010
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3.3.2.2. Product safety enforcement data

Twenty-four Member States, Norway and Iceland provided data on product safe-
ty enforcement activities this year. Figure 41 shows the activities carried out in
2008-2010.

The data were provided by the national authorities responsible for product safety
enforcement under the General Product Safety Directive. Often, the data provided
include information from multiple authorities (regional or sectoral) and therefore
should not necessarily be regarded as a complete and accurate picture of product
safety enforcement across Europe.

As a general conclusion, the quality and the comparability of data have improved.
However, compared to 2009, Member States have allocated fewer resources to prod-
uct safety activities in 2010; this clearly reflects the general trend of budget reduc-
tions and spending cuts.

Furthermore, the number of inspectors decreased and fewer laboratory tests were
carried out. In addition, fewer dangerous products were identified and, in conse-
quence, fewer measures (withdrawals, recalls) were taken. On the positive side, there
has been increased cooperation with customs authorities due to the entry into force
of Regulation 765/2008.

To ensure greater comparability, some indicators have been rescaled with the num-
bers of retailers in the countries (used to approximate the relative size of the econo-
mies): budget, number of inspectors, number of inspections and number of products
tested in labs. Even after rescaling, major differences remain.

To conclude, the current economic conditions, with ever increasing trade volumes and
fewer resources available, place national surveillance authorities in a difficult posi-
tion, as they are struggling to ensure that the products reaching the internal market
are safe. The Commission and the Member States will continue to cooperate and to
coordinate activities in this area.
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Figure 41: Product safety enforcement indicators, 2008-2010
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Since 2004, the Commission has established a rapid alert system for non-food prod-
ucts (RAPEX), which has consistently proved its value in exchanging information on
dangerous products between Member States’ authorities and the European Commis-
sion and in protecting consumers’ health and safety.

Throughout the last eight years, the number of notifications on dangerous products
has increased year after year. In 2011, for the first time, we witnessed a decrease
in the number of notifications, from 2,244 in 2010 to 1,803 in 2011. This decrease,
which occurred mainly in the first quarter of the year, may be due, in part, to budget
cuts and subsequent resource constraints in the national administrations, which is
an increasingly worrying phenomenon. The decrease in the number of notifications
could also indicate that the RAPEX system has reached a certain level of stability and
maturity, and that more active use of the risk assessment guidelines has led to the
streamlining of notifications, with improvements in their quality.

3.3.3. EU sweep investigations

At this time of economic crisis, where national enforcement authorities are under
strong pressure for resources, better coordination at EU level is of crucial importance.
EU “sweep” investigations to enforce EU law are an excellent example of such coor-
dination. They are coordinated by the EU and carried out by national enforcement
authorities who conduct simultaneous, coordinated checks for breaches in consumer
law in a particular sector. The national enforcement authorities then contact opera-
tors about suspected irregularities and ask them to take corrective action.

Following the initial check of online sales of tickets for cultural and sporting events
in June 2010, national authorities began the enforcement phase. As a result of these
enforcement actions, 88% (363) of the websites checked complied with EU con-
sumer laws in September 2011, compared with only 409% (167 sites) in June 2010.
This indicates that sweeps are increasingly effective and a useful tool to target prob-
lematic consumer markets more precisely.

An EU-wide investigation of websites offering consumer credit was conducted in
September 2011. Of the 562 websites checked, 709% (393 sites) have been flagged
for further investigation by national enforcement authorities of EU Member States,
plus Norway and Iceland. The main problems detected were the following: adver-
tising did not include the required standard information; the offers omitted key
information that is essential for making a decision; the costs were presented in a
misleading way. In addition, six countries (Italy, Estonia, Latvia, Lithuania, Slovakia,
Sweden) conducted a deeper investigation on 57 of the sites checked - the ‘Sweep
Plus’ exercise. National enforcement authorities are now contacting financial insti-
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tutions and credit intermediaries about suspected irregularities, requesting them
to clarify or to correct their websites, and will report back to the Commission in
autumn 2012.

34. Consumers’ and retailers’ awareness of consumer
legislation

In order to optimise their market decisions and avoid detriment, it is essential that
consumers know their basic consumer rights. However, the latest consumer survey
demonstrates that a significant number of Europeans are still not aware of their fun-
damental rights as consumers.

Cooling-off periods in distance selling provide an important opportunity for consum-
ers to re-consider their purchases, in cases where they may not have fully appreci-
ated what they were buying or felt pressured into making a purchase. While 70% of
European consumers know that they have the right to return a good that has been
ordered by post, phone or the Internet four days after its delivery without giving any
reasons, nearly a quarter of respondents (239%) incorrectly believe that they have no
right to do this.

Awareness of the guarantee validity rights is even lower. Only just over half (51 %) of
consumers correctly answered that they have the right to a repair or a free replace-
ment of a broken fridge 18 months after the purchase. Given that faulty consumer
products are relatively common, this is a potentially significant source of detriment
to consumers.

EU consumers do not appear to know what to do in the case of unsolicited products,
which makes them potentially vulnerable to pressure selling. Only 35 % of consumes
correctly answered that they do not have to pay the invoice or return the DVDs that
they received without ordering. Almost six out of ten (599%) of respondents mistak-
enly believe that they do not have to pay the invoice only if they return the DVDs.



Figure 42: Consumers’ knowledge of consumer legislation, 2011
(% of consumers who gave a correct answer)
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Only 139% of respondents were able to answer all three questions correctly, com-
pared to 129% who did not give a single correct answer. The highest levels of knowl-
edge are observed in Denmark (26%), the Czech Republic (24 %), Norway (24 %),
Germany (21 %), Slovakia (20%) and Finland (209%), where a fifth or more respond-
ents gave three correct answers. At the other end of the scale, more than one fifth of
respondents were unable to give a single correct answer in Greece (24 %), Romania
(239%) and Portugal (22 %).

Figure 43: Consumers’ knowledge of consumer legislation - country differences,
2011 (% of consumers who gave a correct answer)
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These findings confirm the picture first captured by the Consumer Empowerment
report of April 2011°' which found that consumer skills (e.g. numerical skills, under-
standing of labels and logos), as well as their knowledge of consumer rights, are
worryingly low. The Consumer Empowerment Index — constructed from data on con-
sumer skills, knowledge and engagement - shows that the most empowered group
of countries includes Norway (scoring highest), Finland, the Netherlands, Germany,
Denmark, Sweden, Czech Republic, Austria and Iceland. At the bottom of the index
are Greece, Portugal, Spain, Italy, Estonia, Latvia, Lithuania, Hungary, Romania, Po-
land and Bulgaria. The index also shows that consumer empowerment varies among
socio-economic groups. Consumers who are poorly educated and materially deprived
are particularly vulnerable.

On the business side, just over two-thirds of retailers (67 %) indicate that they know
where to look for information and advice regarding consumer legislation of their own
country. This is considerably lower (-14 percentage points) than in 2010. Less than a
quarter (239%) of respondents know where to go if they need information regarding
other EU countries (-6 percentage points). At the same time, there is a corresponding
increase in the proportion of retailers who would not know where to go in either case
(24% vs. 15% in 2010).

The actual awareness of legal obligations towards consumers remains disappoint-
ingly low, and is even lower than consumers’ awareness of their own rights. In addi-
tion, the levels of knowledge have not improved in recent years.

Only about a quarter of retailers (27 %) know the correct length of the period during
which consumers have the right to return defective products to be repaired. Likewise,
less than a third of EU retailers (29%) are able to correctly indicate the length of the
cooling-off period for distance sales in their country. Surprisingly, this proportion is
just as low among retailers who use distance sales channels.

Retailers seem to be somewhat more knowledgeable about prohibited commercial
practices. More than six out of ten retailers (639%) are aware that it is prohibited to
call a product ‘free’, although it is only freely available to customers calling a pre-
mium rate phone number. Over half of retailers correctly answer that is prohibited to
include an invoice in marketing material (51%) and to advertise products at a very
low price in comparison to other products while carrying insufficient stock (56 %).

51 http://ec.europa.eu/consumers/consumer_empowerment/docs/swd_consumer_empowerment_eu_en.pdf
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Figure 44: Retailers’ knowledge of consumer legislation, 2011
(% of retailers who gave a correct answer)
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However, only a quarter of retailers (239%) correctly identified all three prohibited
commercial practices, while 13% of respondents did not give a single correct an-
swer. The highest levels of knowledge are observed in Hungary (50% three correct
answers), Finland (48%) and Sweden (42 %). Conversely, the highest proportions of
retailers not identifying a single practice as prohibited are recorded in Greece (31 %),
Cyprus (289%), Bulgaria (26 %), Estonia (26 %) and Slovakia (26 %).


http://ec.europa.eu/consumers/consumer_empowerment/docs/swd_consumer_empowerment_eu_en.pdf

Figure 45: Retailers’ knowledge of prohibited commercial practices - country
differences, 2011 (% of retailers who gave a correct answer)
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3.5. Problems, complaints and redress
3.5.1. Problems and complaints

In 2011, 17% of EU consumers report that they have encountered problems when
buying something in their country (same proportion as in 2010). The overall financial
loss incurred by European consumers as a result of problems they have encountered
has been estimated by the 2011 empowerment report at 4% of EU GDP.

Encouragingly, those who experienced problems were more likely to complain to a
seller, provider or manufacturer (80% compared to 77 % in 2010), which can be in-
terpreted as a sign of growing consumer empowerment. Consumers in Spain (93 %),
Denmark (91 %) and Sweden (90%) were the most likely to complain, as compared to
419% in Romania, 58% in Latvia and 59% in Poland.
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Figure 46: Complaining in case of problems, 2011
(% of consumers who encountered a problem)
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In most cases, consumers do not complain because the financial loss is limited (42 %),
they do not expect to get a satisfactory solution to their problem (35%) and they
consider it too time-consuming to complain (27 %). Less than two out of ten respond-
ents were not sure of their rights as a consumer (15 %), tried to complain about other
problems in the past but were not successful (11 %) or did not know where to com-
plain (10%). It is important to encourage consumers to communicate their problems
and to seek solutions, since this provides benefits not only to consumers themselves
but also to the market as a whole. If consumers do not complain when they experi-
ence a problem, redress is denied to them and businesses lose valuable feedback.

In addition to survey data, third-party organisations in all EU countries (national au-
thorities, regulators, consumer organisations, alternative dispute resolution bodies,
etc.) collect and analyse hard data on consumer complaints. To ensure greater com-
parability and thus better monitoring of consumer markets, the Commission services
have been supporting national partners in the implementation of the Commission Rec-
ommendation on the use of a harmonised methodology for classifying complaints®2.
This includes dedicated country workshops as well as financial and technical support
(in particular, free software made available to all interested parties).

Poor handling of complaints by companies is both a source of harm to consumers
and a missed opportunity to reinforce consumer loyalty. In 2011, considerably more
EU consumers were satisfied with the way their complaints were handled (589% vs.
529% in 2010). However, there are big differences between countries. 70% or more
consumers in Luxembourg (77 %), Sweden (72 %) and the UK (709%) are satisfied with
complaint handling, compared to 38% in Malta, 39% in Lithuania, 41 % in Spain and
429% in Romania. There is a moderate positive correlation between the propensity to
complain and satisfaction with complaint handling (correlation coefficient is 0.3), i.e.
in countries where consumers are more satisfied with the way the complaints are
handled by the companies, they are also more likely to complain when they experi-
ence problems.

52 http://ec.europa.eu/consumers/strategy/docs/consumer-complaint-recommendation_en.pdf
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Figure 47: Satisfaction with complaint handling, 2011
(% of consumers who made a complaint)
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with by the seller/provider/manufacturer?
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Yet, almost half (459%) of those who were not satisfied did not seek further redress.
A minority seek advice from consumer associations (139%) or complain to public au-
thorities (12 %).

Figure 48: Actions taken by consumers after their complaints were not dealt
with in a satisfactory manner, 2011 (% of consumers who were not
satisfied with how their complaint was handled)
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3.5.2. Dispute resolution

The public perception of redress mechanisms has improved in 2011. Slightly more
than half of EU consumers (529%) find it easy to resolve disputes with sellers/providers
through alternative dispute resolution, which represents an increase of 4 percentage
points since 2010. Over 6 out of 10 consumers in Luxembourg (67 %), the UK (64 %),
Ireland (62 %) Finland (62 %) and France (61 %) share this view, compared to less than
a third in Estonia (27 %) Bulgaria (30%), Slovakia (31 %) and Slovenia (32 %).

Yet, the business awareness and actual use of alternative dispute resolution remains
low. Only 10% of retailers have used ADR mechanisms to resolve disputes with con-
sumers in the past two years, and only a fifth of them (or 2% of all retailers) have
used such mechanisms on a regular basis. ADR mechanisms have been used most
frequently by retailers in Slovenia (23 %), Denmark (20%) and Norway (19%).

This is only marginally higher than in 2009 and 2010, when 8% and 9% of retailers,
respectively, reported that they had used ADR. In addition, a significant proportion of
retailers (409%) are not even aware of any ADR mechanisms, and this figure has not
improved in the past three years.
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Figure 49: % of people who agree that it is easy to resolve disputes with
sellers/providers through ADR mechanisms, 2011

(In your country) it is easy to resolve disputes with sellers/providers through an
arbitration, mediation or conciliation body (malfunctioning goods, late/non-delivery, etc.)
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Figure 50: Retailers’ knowledge and use of ADR mechanisms, 2011
(% of retailers)

In the past two years, have you used Alternative Dispute Resolution (ADR)
mechanisms (i.e. arbitrators, mediators, ombudsmen, conciliation bodies,
consumer complaints boards, other out-of-court dispute resolution bodies)
to settle disputes with customers? (multiple answers possible)
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In most Member States, ADR entities exist only in some sectors or in specific regions.
As a result, European consumers do not enjoy the same level of access to out-of-court
resolution across the EU. Only about half of the existing ADR entities are notified to
the Commission as meeting the quality criteria set in two Commission Recommenda-
tions. Also, there is currently no obligation for national public authorities to regularly
monitor the use and effectiveness of the ADR entities, in particular in terms of the
common quality criteria contained in the Commission Recommendations. As for on-
line dispute resolution, very few existing entities in the EU offer the option of handling
the entire dispute resolution process online. The Commission adopted a proposal to
address these issues in November 2011 (see chapter 2). Properly functioning ADR
across the EU should boost consumer confidence in the internal market. According
to estimates, if EU consumers can rely on effective and transparent ADR for all their
disputes they could save around €22.5 billion, corresponding to 0.19% of EU GDP.

As for dispute resolution though the courts, 4 out of 10 EU consumers (38%) find the
procedure easy, which is an increase of 5 percentage points compared to 2010. This
figure ranges from 52 9% in France, 489% in Luxembourg and 47 % in Austria to 10%
in Slovenia and 12 9% in Estonia.

3.6. Consumer organisations

Consumer organisations have a key role in representing consumer interests, improv-
ing the level of consumer empowerment and identifying market problems. More than
seven out of ten EU consumers (72 %) say they have confidence in independent con-
sumer organisations to protect their rights, as compared to 62% who trust public
authorities. Almost six out of ten EU retailers (57 %) believe that NGOs actively
monitor compliance with consumer legislation in their sector (a decrease of 4 per-
centage points since 2010).

The situation of consumer NGOs and the way in which they are perceived differ sig-
nificantly across the EU. Consumer trust in independent consumer organisations is
over 80% in France (859%), Denmark (839%), the Netherlands (83 %), the UK (81 %),
Germany (81%) and Austria (81%). However, in some of the Member States that
joined the EU after 2004, this percentage is much lower (e.g. 44% in Bulgaria, 48%
in Slovenia and 499% in Cyprus) (Figure 51).
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Figure 51: Trust in independent consumer organisations, 2011 (% of consumers)
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Likewise, national public funding to consumer organisations ranges from €5 or less
per 1,000 inhabitants in Bulgaria, Latvia, Romania and Lithuania to over €2,000 per
1,000 inhabitants in Norway and Luxembourg.

Figure 52: National public funding to consumer organisations, 2011
(in euro per 1,000 inhabitants)

2,520

SK | 13
EL |12
PL |10
LT |5
RO |3
v |1
BG |0

0% 10 %

Source: EB 332

20 % 30 % 40 % 50 % 60 %

70 % 80 % 90 %

0 500 1,000 1,500 2,000 2,500 3,000

Source: Information provided by Member States



3.7 Media

Figure 53: Watching/listening to TV or radio programmes on consumer issues,
2011 (% of consumers)

Media coverage of consumer issues can increase awareness of consumer rights, help
consumers to recognise unfair commercial practices, teach consumers the benefits of
complaining when they have a case, and show them how to obtain redress.

You regularly watch/listen to TV or Radio programmes related to consumer issues
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It is therefore encouraging that over a half (559%) of consumers regularly watch TV Zi 68
programmes or listen to radio programmes related to consumer issues. This percent- 86 68
age ranges from over two-thirds in Romania (749%), Denmark (689%) and Bulgaria e e
(689%) to 30% in Iceland and 409% in Poland and Slovenia (Figure 53). In addition, or o
41 9% of respondents have changed their consumer behaviour as a result of a media
story (e.g. changed shop or product). ':; 6263
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Fewer retailers now agree (59%) that the media regularly report on businesses
that do not comply consumer legislation than did so in 2010 (66%). Retailers in
Denmark (829%), Norway (78%) and the UK (76 %) are the most likely to agree with
this statement, against 359% in Luxembourg and Spain and 42 % in Estonia.
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Figure 54:

O N MAY 2012

Media regularly reporting on businesses which do not respect
consumer legislation, 2011 (% of retailers)

The media regularly report on businesses which do not respect consumer legislation
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3.8. Consumer affordability

The ability of consumers to afford the goods and services they want and need is a
central part of the conditions they face, and therefore an important part of the moni-
toring work of the Scoreboard. This affordability depends on developments in the
gross adjusted disposable income available to households, GDP and household con-
sumption. The gross adjusted disposable measure captures the disposable income
available to consumers for spending or saving adjusted for free public services (such
as health and education). This adjustment facilitates country comparison by eliminat-
ing any bias due to differences in national policies about whether public services are
paid for by taxation or private consumption. Overall consumer expenditure is defined
as household final consumption expenditures, including non-profit institution serving
households (NPISH). The three indicators are interrelated and in most cases evolve in
the same direction and often at a similar rate.

After the deep crisis that affected European economies in 2009, which led to a sig-
nificant decrease in GDP, it began to grow again in 2010 and the first three quarters
of 2011, although such growth was rather weak.

Figure 55: GDP at market prices and household and NPISH final consumption
expenditures in EU 27 (real% changes on previous period, 2006
Q1-2011 Q3, seasonally adjusted)
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However, this slight upturn of GDP, recorded in the EU and in most of the Member
States, was not passed on in full to households and consumers. In fact, both house-
hold consumption and gross adjusted disposable income grew more slowly in the
EU27, and in several countries even saw a marked decline.

Overall consumer expenditure grew less than GDP, and actually turned negative again
in the second quarter of 2011 (the most recent available data at the time of going to
press). As a matter of fact, household consumption expenditures showed less volatil-
ity than GDP and recorded often smaller rates of growth, in absolute value terms,
during both recession (as in 2009, for instance) and growth.

The gross adjusted disposable income increased only very slightly in EU27, but fell in
12 countries. The biggest reductions were recorded in Greece, the Baltic Countries,
Hungary, Romania and Ireland. The difference between the trend of GDP volume and
the trend in gross adjusted disposable income could be due inter alia to changes in
fiscal policy (higher taxes, and/or reduced social transfers in kind provided by the
government) or changes in transfers from other countries.
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Figure 56: GDP at market prices, household and NPISH expenditures and
adjusted gross disposable income of households per capita by
Member State (real % changes on previous period, 2010)
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As with the previous two Scoreboards, the ability of consumers to afford the same
goods and services continues to vary very significantly across the EU. There are huge
differences in the level of the gross adjusted disposable income of households per
capita, measured in Purchasing Power Standards (PPS), which takes account of dif-
ferences due to different price levels between countries; they range from Bulgaria
(7,180) to Germany (23,592). It is greater than the EU average (19,365) in just nine
Member States (Belgium, Germany, France, Italy, Cyprus, the Netherlands, Austria,
Finland and Sweden), and it is less than half of the EU average in three Member
States (Bulgaria, Latvia and Romania).

Figure 57: Gross adjusted disposable income of households per capita by
Member State (Purchasing Power Standards, 2010)
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The material deprivation rate monitors the share of the most materially deprived
consumers in the EU. It reflects the percentage of the population who cannot afford to
purchase at least three of the nine following items: unexpected expenses, a one-week

annual holiday away from home, mortgage or utility bills, a meal with meat, chicken
or fish every second day, or keep their home warm enough, have a washing machine,
a colour TV, a telephone or a personal car. The material deprivation rate ranges from
3.9% in Sweden to 55.6% in Bulgaria, with the EU average equal to 17.4%.

Figure 58: Material Deprivation Rate, 2010
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ANNEX

Country consumer statistics




The Country Consumer Statistics provide detailed indicators related to the enforce-
ment of consumer and product safety legislation and to consumer empowerment for
each Member State, plus Iceland and Norway. In addition to the 2011 data, figures for
previous years (2008-2010) are also presented.

The majority of the data comes from the annual Eurobarometer surveys of consum-
ers®® and retailers®*. Additional data include the annual reports on the operation of
the Rapid Alert System for non-food dangerous products (RAPEX)*> and information
provided by Member States on “sweeps”*® and public funding for national consumer
organisations.

The data included in the country statistics are rounded to the nearest integer. When
a country scores among the two highest or two lowest values in the EU on a given
indicator, this is specifically mentioned.

53 The latest Flash Eurobarometer 332 “Consumer attitudes towards cross-border trade and consumer
protection” was conducted using telephone interviews (fixed-line and mobile phone), in September 2011,
among EU respondents of at least 15 years old. As in the previous years, the sample size was around
1,000 respondents per country (around 500 interviews were conducted in CY, EE, IS, LU and MT) and the
margins of error are the same. At a 95% confidence level, the margin of error ranges between +/- 1.4%
and +/-3.1% for sample sizes of 1,000 respondents. Previous waves are Flash Eurobarometer No 299
in 2010, Flash Eurobarometer No 282 in 2009 and Special Eurobarometer No 298 in 2008.

54 The latest Flash Eurobarometer 331 “Retailers’ attitudes towards cross-border trade and consumer
protection” was conducted using telephone interviews, in September — October 2011, among compa-
nies employing 10 or more persons operating in EU, Iceland and Norway. Micro enterprises (with 1-9
employees) have been excluded from the survey as they are considerably more difficult to survey and
less likely to have experience with cross-border and distance sales. The sample size of the survey was
increased from 250 interviews in previous years to around 400 i (240 in Cyprus, 214 in Luxembourg,
204 in Iceland and 175 in Malta), so 2011 results have smaller margins of error for most countries. At
a 95% confidence level, the margin of error ranges between +/-2.9% and +/- 4.9% for sample sizes of
400 respondents. Previous waves are Flash Eurobarometer No 300 in 2010, Flash Eurobarometer 278
in 2009 and Flash Eurobarometer No 224 in 2008.

55 Rapex annual report 2011 is available at:
http://ec.europa.eu/consumers/safety/rapex/docs/2011_rapex_report_en.pdf

%6 “Sweeps” are joint investigations to enforce EU law. They are coordinated by the EU and carried out by
national enforcement authorities who conduct simultaneous, coordinated checks for breaches in con-
sumer law in a particular sector. The figures are not exhaustive or statistically representative as some
Member States looked at sites they knew to be problematic rather than random samples.


http://ec.europa.eu/consumers/safety/rapex/docs/2011_rapex_report_en.pdf

CONSUMER CONDITIONS SCOREBOARD 7TH EDITION

Country Consumer Statistics
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COUNTRY CONSUMER STATISTICS

Consumer Conditions Index

Percentage of consumers who feel adequately protected by existing measures*
ENFORCEMENT

Percentage of consumers who trust public authorities to protect their rights as a consumer*
Percentage of consumers who trust sellers/providers to respect their rights as a consumer*
Percentage of consumers who came across misleading or deceptive advertisements/offers*
Percentage of consumers who came across fraudulent advertisements/offers*

Percentage of retailers who came across misleading or deceptive advertisements/offers made by
competitors**

Percentage of retailers who came across fraudulent advertisements/offers made by competitors**
Sweep on online tickets for cultural & sporting events - % of sites which comply with EU consumer law***
Sweep on consumer credit -% of sites flagged for further investigation***

PRODUCT SAFETY

Number of RAPEX notifications under article 12 - serious risk notifications****

Percentage of consumers who think a significant number of non-food products are unsafe*

Percentage of retailers who think a significant number of non-food products are unsafe**

Percentage of retailers whose products were checked by authorities**

Percentage of retailers whose products have been recalled or withdrawn**

Percentage of consumers who have been personally affected by a product recall*

Percentage of retailers who carried out tests to make sure that any of the products they were selling were safe**
Percentage of retailers who have received consumer complaints about the safety of their products**
RETAILERS’ AWARENESS OF CONSUMER LEGISLATION

Percentage of retailers who know where to find or get information and advice about consumer legislation**
Percentage of distance sellers who know the length of the “cooling-off” period for distant sales**
Percentage of retailers who know the legal period to have a defective product repaired**

CONSUMER EMPOWERMENT

PROBLEMS AND COMPLAINTS

Percentage of consumers who have encountered problems when buying something*

Percentage of consumers who made a complaint to a seller/provider/manufacturer*

Percentage of consumers who felt they had a reason to complain, but didn’t*

Percentage of consumers who were satisfied with complaint handling*

Percentage of consumers who took no further action after unsatisfactory complaint handling*
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EU27
European Union
2011
62
58%

62%
65%
46%
29%

31%

23%
88%
70%

1,556
25%
17%
50%
13%
18%
47 %
17%

71%
29%
27%

17%
14%
20%
58%
45%

2010
61
57%

62%
65%
43%
29%

25%

20%
59%
NA

1,963
20%
17%
27%

9%
15%
42%
11%

NA
28%
30%

16%
13%
23%
52%
46%

Previous results
2009
55
55%

55%
58%
54%
36%

28%

12%
NA
NA

1,687
25%
16%
29%

9%
10%
38%
12%

NA
23%
26%

14%
10%
28%
50%
46%

2008
57
51%

54%
59%
42%
27%

NA

NA
NA
NA

1,537
18%
16%
44%
21%
10%
45%
14%

NA
NA
NA

22%
16%
27%
51%
51%

* %%

* X %

* %

* ok

EU averages 2011

EU12

50%

52%
58%
48%
35%

48%

37%
NA
NA

NA
31%
24%
53%
10%
25%
42%
17%

73%
20%
25%

21%
13%
39%
50%
52%

EU15

60%

64%
67%
46%
27%

27%

21%
NA
NA

NA
24%
18%
49%
10%
17%
47 %
16%

71%
31%
28%

16%
14%
13%
59%
43%



COUNTRY CONSUMER STATISTICS

REDRESS

2.6 Percentage of consumers who find it easy to resolve disputes with sellers/providers through ADR*

2.7 Percentage of consumers who find it easy to resolve disputes with sellers/providers through courts*

2.8 Percentage of retailers who have used ADR mechanisms**
CONSUMERS’ AWARENESS OF THEIR RIGHTS

2.9 Percentage of consumers who know of cooling-off period in distance selling*

2.10 Percentage of consumers who know the legal period to have a defective product repaired or replaced*

2.11 Percentage of consumers who know their rights in case of unsolicited selling*
MEDIA

2.12 Percentage of consumers who watch/listen to TV or radio programmes on consumer issues*

2.13 Percentage of consumers who have changed their behaviour as a result of a media story*
SUSTAINABLE CONSUMPTION

2.14 Percentage of consumers whose purchases were influenced by their environmental impact*
CONSUMER ORGANISATIONS & INFORMATION

2.15 Percentage of consumers who trust consumer organisations to protect their rights as a consumer*

2.16 Difference between trust in consumer organisations and trust in public authorities*

2.17 National public funding to consumer organisations - (in € per 1,000 inhabitants) total executed in 2010***

EU-wide, the consumer conditions index has seen a slight increase (of almost
2 points) in 2011 compared to the previous year, which continues the positive
trend after the fall in 2009.

There has been a slight increase in trust in consumer organisations (72 % vs. 69%
in 2010) and satisfaction with existing consumer protection measures (58% vs.
579% in 2010). The levels of consumer trust in public authorities (629%) and in
sellers/providers (65%) have remained stable.

More consumers came across misleading or deceptive advertisements/offers in
2011 (46% compared to 43% in 2010) while the prevalence of fraudulent ad-
vertisements/offers has remained unchanged at 29%. A smaller but increasing

Flash Eurobarometer 332 -

Consumer attitudes towards cross-border trade and consumer protection, 2011.
Flash Eurobarometer 331 -

Retailers’ attitudes towards cross-border trade and consumer protection, 2011.
Information provided by Member States.

Rapex annual report 2011

EU27

European Union Previous results EU averages 2011

2011 2010 2009 2008 EU12 EU15
52% 489% 37% 39% 42% 54%
38% 33% 23% 30% 30% 40%
10% 10% 9% 19% 10% 10%
70% NA NA NA 69% 71%
51% NA NA NA 50% 51%
35% NA NA NA 349% 35%
55% NA NA NA 53% 56%
41% 41% 39% NA 42% 41%
29% 32% NA NA 28% 29%
72% 69% 64% 64% 60% 76%
10% 7% 9% 10% 8% 12%

Data from CPN 157 NA NA NA NA

share of retailers came across the same practices: 31 % of them (25% in 2010)
reported misleading or deceptive advertisements/offers and 23 % (209% in 2010)
reported fraudulent practices.

17 % of consumers encountered problems when buying something in their coun-
try (vs. 169% in 2010). Those who experienced problems were more likely to com-
plain about them (809% compared to 77 % in 2010). In addition, there has been
a significant increase in the number of consumers who were satisfied with com-
plaint handling (from 52 9% to 58%%).

The perception of the means of redress improved further in 2011, continuing the
upward trend since 2008. More consumers find it easy to resolve disputes with
sellers/providers through ADR (529% vs. 489% in 2010) and through courts (38%
vs. 33% in 2010). Yet, actual use of ADR by retailers remains low (10%).

On the other hand, slightly fewer consumers (689% vs. 70% in 2010) are confident
in the safety of products.
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Austria
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Consumer Conditions Index

Percentage of consumers who feel adequately protected by existing measures*

ENFORCEMENT

Percentage of consumers who trust public authorities to protect their rights as a consumer*

Percentage of consumers who trust sellers/providers to respect their rights as a consumer*

Percentage of consumers who came across misleading or deceptive advertisements/offers*

Percentage of consumers who came across fraudulent advertisements/offers*

Percentage of retailers who came across misleading or deceptive advertisements/offers made by competitors**
Percentage of retailers who came across fraudulent advertisements/offers made by competitors**
Sweep on online tickets for cultural & sporting events - % of sites which comply with EU consumer law***
Sweep on consumer credit —% of sites flagged for further investigation***

PRODUCT SAFETY

Number of RAPEX notifications under article 12 - serious risk notifications****

Percentage of consumers who think a significant number of non-food products are unsafe*

Percentage of retailers who think a significant number of non-food products are unsafe**

Percentage of retailers whose products were checked by authorities**

Percentage of retailers whose products have been recalled or withdrawn**

Percentage of consumers who have been personally affected by a product recall*

Percentage of retailers who carried out tests to make sure that any of the products they were selling were safe**
Percentage of retailers who have received consumer complaints about the safety of their products**
RETAILERS’ AWARENESS OF CONSUMER LEGISLATION

Percentage of retailers who know where to find or get information and advice about consumer legislation**
Percentage of distance sellers who know the length of the “cooling-off” period for distant sales**
Percentage of retailers who know the legal period to have a defective product repaired**

CONSUMER EMPOWERMENT

PROBLEMS AND COMPLAINTS

Percentage of consumers who have encountered problems when buying something*

Percentage of consumers who made a complaint to a seller/provider/manufacturer*

Percentage of consumers who felt they had a reason to complain, but didn’t*

Percentage of consumers who were satisfied with complaint handling*

Percentage of consumers who took no further action after unsatisfactory complaint handling*

REDRESS

Percentage of consumers who find it easy to resolve disputes with sellers/providers through ADR*

Percentage of consumers who find it easy to resolve disputes with sellers/providers through courts*
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Austria

2011
70
84%

77 %
84%
51%
41%
30%
22%
100%
60%

14
13%
20%
39%

9%
18%
33%
21%

75%
9%
33%

11%
10%
12%
69%
54%

60%
47 %

2010
67
79%

77 %
80%
58%
51%
32%
15%
20%

NA

29
10%
7%
21%
10%
11%
20%
12%

NA
6%
32%

10%
10%

5%
50%
44%

57%
39%

Previous results

2009
64
66%

67%
73%
56%
39%
28%
14%

NA

NA

21
19%
8%
16%
7%
11%
29%
11%

NA
9%
35%

7%
6%
14%
59%
66%

42%
32%

2008
61
61%

68%
66%
39%
28%
NA
NA
NA
NA

17
13%
9%
29%
18%
14%
38%
28%

NA
NA
NA

27%
16%
41%
68%
39%

38%
28%

EU averages
2011

EU27
62
58%

62%
65%
46%
29%
31%
23%
88%
70%

NA
25%
17%
50%
13%
18%
47 %
17%

71%
29%
27%

16%
14%
20%
58%
45%

52%
38%



Austria Previous results EU averages

2011
2011 2010 2009 2008 EU27
2.8 Percentage of retailers who have used ADR mechanisms** 9% 8% 8% 19% 10%
CONSUMERS’ AWARENESS OF THEIR RIGHTS
2.9 Percentage of consumers who know of cooling-off period in distance selling* 75% NA NA NA 70%
2.10 Percentage of consumers who know the legal period to have a defective product repaired or replaced* 459% NA NA NA 51%
2.11 Percentage of consumers who know their rights in case of unsolicited selling* 42% NA NA NA 35%
MEDIA
2.12 Percentage of consumers who watch/listen to TV or radio programmes on consumer issues* 57% NA NA NA 55%
2.13 Percentage of consumers who have changed their behaviour as a result of a media story* 40% 36% 29% NA 41%
SUSTAINABLE CONSUMPTION
2.14 Percentage of consumers whose purchases were influenced by their environmental impact* 34% 42% NA NA 29%
CONSUMER ORGANISATIONS & INFORMATION
2.15 Percentage of consumers who trust consumer organisations to protect their rights as a consumer* 81% 80% 77 % 71% 72%
2.16 Difference between trust in consumer organisations and trust in public authorities* 4% 3% 11% 3% 10%
Data
2.17 National public funding to consumer organisations - (in € per 1,000 inhabitants) total executed in 2010*** from 212 NA NA NA
CPN

Austria has experienced an increase in its Consumer Conditions Index, from 67 in
2010to 70in 2011.

Most consumers in Austria (@s many as 84 9% of them, the highest percentage in
the EU) considered themselves to be adequately protected by the existing meas-
ures. Austria also has the highest EU percentage of consumers who trust sellers/
providers to respect their rights as consumers (84 9%).

Austria had the lowest percentage of retailers who came across exaggerated envi-
ronmental claims (8%). At the same time, the percentage of consumers who came
across fraudulent advertisements/offers was the second highest in the EU (41 %)

Flash Eurobarometer 332 - Consumer attitudes towards cross-border trade and consumer protection, 2011.
Flash Eurobarometer 331 - Retailers’ attitudes towards cross-border trade and consumer protection, 2011.

In Austria, the sweep on the online sale of tickets for cultural and sporting events
has revealed that, after the follow-up enforcement actions taken by authorities,
all the sites checked were in compliance with EU consumer legislation.

Only 11 9% of consumers encountered problems when buying something, the low-
est percentage in the EU. The percentage of consumers who have made a com-
plaint to a seller/provider was also low (10%, the second lowest in the EU). At the
same time, consumer empowerment was the second highest in the EU, as only
99% of consumers who had a reason to complain did not do so.

Information provided by Member States.
Rapex annual report 2011
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Belgium

11
1.2
13
14
15
1.6
1.7
1.8

1.9
1.10
1.11
112
1.13
1.14
1.15
1.16

1.17
1.18
1.19

21
2.2
23
24
25

2.6
27

Consumer Conditions Index

Percentage of consumers who feel adequately protected by existing measures*

ENFORCEMENT

Percentage of consumers who trust public authorities to protect their rights as a consumer*

Percentage of consumers who trust sellers/providers to respect their rights as a consumer*

Percentage of consumers who came across misleading or deceptive advertisements/offers*

Percentage of consumers who came across fraudulent advertisements/offers*

Percentage of retailers who came across misleading or deceptive advertisements/offers made by competitors**
Percentage of retailers who came across fraudulent advertisements/offers made by competitors**
Sweep on online tickets for cultural & sporting events - % of sites which comply with EU consumer law***
Sweep on consumer credit —% of sites flagged for further investigation***

PRODUCT SAFETY

Number of RAPEX notifications under article 12 - serious risk notifications****

Percentage of consumers who think a significant number of non-food products are unsafe*

Percentage of retailers who think a significant number of non-food products are unsafe**

Percentage of retailers whose products were checked by authorities**

Percentage of retailers whose products have been recalled or withdrawn**

Percentage of consumers who have been personally affected by a product recall*

Percentage of retailers who carried out tests to make sure that any of the products they were selling were safe**
Percentage of retailers who have received consumer complaints about the safety of their products**
RETAILERS’ AWARENESS OF CONSUMER LEGISLATION

Percentage of retailers who know where to find or get information and advice about consumer legislation**
Percentage of distance sellers who know the length of the “cooling-off” period for distant sales**
Percentage of retailers who know the legal period to have a defective product repaired**

CONSUMER EMPOWERMENT

PROBLEMS AND COMPLAINTS

Percentage of consumers who have encountered problems when buying something*

Percentage of consumers who made a complaint to a seller/provider/manufacturer*

Percentage of consumers who felt they had a reason to complain, but didn’t*

Percentage of consumers who were satisfied with complaint handling*

Percentage of consumers who took no further action after unsatisfactory complaint handling*

REDRESS

Percentage of consumers who find it easy to resolve disputes with sellers/providers through ADR*

Percentage of consumers who find it easy to resolve disputes with sellers/providers through courts*
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EU averages

Belgium Previous results 2011
2011 2010 2009 2008 EU27
2.8 Percentage of retailers who have used ADR mechanisms** 9% 7% 8% 12% 10%
CONSUMERS’ AWARENESS OF THEIR RIGHTS
2.9 Percentage of consumers who know of cooling-off period in distance selling* 65% NA NA NA 70%
2.10 Percentage of consumers who know the legal period to have a defective product repaired or replaced* 51% NA NA NA 51%
2.11 Percentage of consumers who know their rights in case of unsolicited selling* 44% NA NA NA 35%
MEDIA
2.12 Percentage of consumers who watch/listen to TV or radio programmes on consumer issues* 59% NA NA NA 55%
2.13 Percentage of consumers who have changed their behaviour as a result of a media story* 59% 33% 31 NA 41%
SUSTAINABLE CONSUMPTION
2.14 Percentage of consumers whose purchases were influenced by their environmental impact* 36% 47 % NA NA 29%
CONSUMER ORGANISATIONS & INFORMATION
2.15 Percentage of consumers who trust consumer organisations to protect their rights as a consumer* 77 % 69% 58% 77 % 72%
2.16 Difference between trust in consumer organisations and trust in public authorities* 8% 11% 9% 17% 10%
2.17 National public funding to consumer organisations - (in € per 1,000 inhabitants) total executed in 2010*** 157 157 NA NA NA

Belgium has experienced a significant increase in its Consumer Conditions Index,
from 61 in 2010 to 68 in 2011.

Belgium has the second lowest EU percentages of retailers who came across mis-
leading or deceptive (12%) and fraudulent ones (16 %) advertisements/offers.

Belgian authorities made only 8 RAPEX notifications on products posing a serious
risk to the health and safety, the lowest number in the EU. At the same time, the
authorities checked the products of 61 % of retailers, the second highest percent-
age in the EU. Belgium also had the second highest EU percentage of retailers
who had their products recalled or withdrawn (21 %)

Flash Eurobarometer 332 - Consumer attitudes towards cross-border trade and consumer protection, 2011.
Flash Eurobarometer 331 - Retailers’ attitudes towards cross-border trade and consumer protection, 2011.

Only 129% of consumers reported having encountered a problem when buying
something, the second lowest percentage in the EU. The percentage of consum-
ers who have made a complaint to a seller/provider was also low (10%, second
lowest in the EU). These results are in line with the figures for 2010.

The percentage of consumers who have changed their behaviour as a result of a
media story was the highest in the EU (59%).

Information provided by Member States.
Rapex annual report 2011
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Bulgaria
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Consumer Conditions Index

Percentage of consumers who feel adequately protected by existing measures*

ENFORCEMENT

Percentage of consumers who trust public authorities to protect their rights as a consumer*

Percentage of consumers who trust sellers/providers to respect their rights as a consumer*

Percentage of consumers who came across misleading or deceptive advertisements/offers*

Percentage of consumers who came across fraudulent advertisements/offers*

Percentage of retailers who came across misleading or deceptive advertisements/offers made by competitors**
Percentage of retailers who came across fraudulent advertisements/offers made by competitors**
Sweep on online tickets for cultural & sporting events - % of sites which comply with EU consumer law***
Sweep on consumer credit —% of sites flagged for further investigation***

PRODUCT SAFETY

Number of RAPEX notifications under article 12 - serious risk notifications****

Percentage of consumers who think a significant number of non-food products are unsafe*

Percentage of retailers who think a significant number of non-food products are unsafe**

Percentage of retailers whose products were checked by authorities**

Percentage of retailers whose products have been recalled or withdrawn**

Percentage of consumers who have been personally affected by a product recall*

Percentage of retailers who carried out tests to make sure that any of the products they were selling were safe**
Percentage of retailers who have received consumer complaints about the safety of their products**
RETAILERS’ AWARENESS OF CONSUMER LEGISLATION

Percentage of retailers who know where to find or get information and advice about consumer legislation**
Percentage of distance sellers who know the length of the “cooling-off” period for distant sales**
Percentage of retailers who know the legal period to have a defective product repaired**

CONSUMER EMPOWERMENT

PROBLEMS AND COMPLAINTS

Percentage of consumers who have encountered problems when buying something*

Percentage of consumers who made a complaint to a seller/provider/manufacturer*

Percentage of consumers who felt they had a reason to complain, but didn’t*

Percentage of consumers who were satisfied with complaint handling*

Percentage of consumers who took no further action after unsatisfactory complaint handling*

REDRESS

Percentage of consumers who find it easy to resolve disputes with sellers/providers through ADR*

Percentage of consumers who find it easy to resolve disputes with sellers/providers through courts*
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EU averages

Bulgaria Previous results 2011
2011 2010 2009 2008 EU27
2.8 Percentage of retailers who have used ADR mechanisms** 9% 16% 11% 11% 10%
CONSUMERS’ AWARENESS OF THEIR RIGHTS
2.9 Percentage of consumers who know of cooling-off period in distance selling* 65% 19% NA NA 70%
2.10 Percentage of consumers who know the legal period to have a defective product repaired or replaced* 53% NA NA NA 51%
2.11 Percentage of consumers who know their rights in case of unsolicited selling* 36% NA NA NA 35%
MEDIA
2.12 Percentage of consumers who watch/listen to TV or radio programmes on consumer issues* 68% NA NA NA 55%
2.13 Percentage of consumers who have changed their behaviour as a result of a media story* 48% 37% 29% NA 41%
SUSTAINABLE CONSUMPTION
2.14 Percentage of consumers whose purchases were influenced by their environmental impact* 19% 17% NA NA 29%
CONSUMER ORGANISATIONS & INFORMATION
2.15 Percentage of consumers who trust consumer organisations to protect their rights as a consumer* 44% 35% 31% 22% 72%
2.16 Difference between trust in consumer organisations and trust in public authorities* -10% -7 % -7 % -5% 10%
Data
2.17 National public funding to consumer organisations - (in € per 1,000 inhabitants) total executed in 2010*** from 3 NA NA NA
CPN

Bulgaria has experienced a significant increase in its Consumer Conditions Index,
from 42 in 2010 to 49 in 2011.

However, the percentage of consumers who feel adequately protected by existing
measures is the second lowest in the EU (32 9%). Bulgaria also has the lowest EU per-
centages of consumers who trust sellers/providers to respect their rights as consum-
ers (419%) and who trust consumer organisations to protect their rights (44 %).

A large proportion of retailers have encountered advertisements/offers in the
market which are either fraudulent (37 %, second highest percentage in the EU)
or misleading/deceptive (54 %, highest percentage in the EU).

In Bulgaria, the sweep on the online sale of tickets for cultural and sporting events
has revealed that, after the follow-up enforcement actions taken by authorities,
all the sites checked were in compliance with EU consumer legislation. In addition,

Flash Eurobarometer 332 - Consumer attitudes towards cross-border trade and consumer protection, 2011.
Flash Eurobarometer 331 - Retailers’ attitudes towards cross-border trade and consumer protection, 2011.

no sites have been flagged for further investigation as a result of the sweep on
consumer credit.

Only 6% of Bulgarian retailers had their products recalled or withdrawn (the
second lowest percentage in the EU).

Bulgaria has the highest percentage of consumers who encountered problems
when buying something (33%) and who made a complaint to a seller/provider
(23 9%).

The percentage of consumers who find it easy to resolve disputes with sellers/
providers through ADR is only 30%, the second lowest in the EU.

The environmental impact of purchases influenced only 19% of consumers, the
lowest in the EU.

Information provided by Member States.
Rapex annual report 2011
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Cyprus

EU averages

Cyprus Previous results

2011
2011 2010 2009 2008 EU27
Consumer Conditions Index 54 54 49 59 62
Percentage of consumers who feel adequately protected by existing measures* 42% 449% 36% 52% 58%
1 ENFORCEMENT
1.1 Percentage of consumers who trust public authorities to protect their rights as a consumer* 60% 65% 54% 73% 62%
1.2 Percentage of consumers who trust sellers/providers to respect their rights as a consumer* 47 % 49% 35% 53% 65%
1.3 Percentage of consumers who came across misleading or deceptive advertisements/offers* 48% 48% 58% 29% 46%
1.4 Percentage of consumers who came across fraudulent advertisements/offers* 41% 40% 49% 24% 29%
1.5 Percentage of retailers who came across misleading or deceptive advertisements/offers made by competitors** 35% 29% 39% NA 31%
1.6 Percentage of retailers who came across fraudulent advertisements/offers made by competitors** 33% 30% 40% NA 23%
1.7 Sweep on online tickets for cultural & sporting events - 9% of sites which comply with EU consumer law*** 100% 50% NA NA 88%
1.8 Sweep on consumer credit —% of sites flagged for further investigation*** 100% NA NA NA 70%
PRODUCT SAFETY
1.9 Number of RAPEX notifications under article 12 - serious risk notifications**** 73 178 103 44 NA
1.10 Percentage of consumers who think a significant number of non-food products are unsafe* 20% 32% 39% 29% 25%
1.11 Percentage of retailers who think a significant number of non-food products are unsafe** 26% 26% 27% 21% 17%
1.12 Percentage of retailers whose products were checked by authorities** 52% 56% 46% 47 % 50%
1.13 Percentage of retailers whose products have been recalled or withdrawn** 8% 9% 12% 17% 13%
1.14 Percentage of consumers who have been personally affected by a product recall* 39% 32% 32% 12% 18%
1.15 Percentage of retailers who carried out tests to make sure that any of the products they were selling were safe** 549% 69% 70% 549% 47 %
1.16 Percentage of retailers who have received consumer complaints about the safety of their products** 16% 14% 13% 24% 17%
RETAILERS’ AWARENESS OF CONSUMER LEGISLATION
1.17 Percentage of retailers who know where to find or get information and advice about consumer legislation** 66% 86% 85% 67% 71%
1.18 Percentage of distance sellers who know the length of the “cooling-off” period for distant sales** 3% 1% 1% NA 29%
1.19 Percentage of retailers who know the legal period to have a defective product repaired** 12% 14% 13% NA 27%
2 CONSUMER EMPOWERMENT
PROBLEMS AND COMPLAINTS
2.1 Percentage of consumers who have encountered problems when buying something* 18% 17% 19% 10% 16%
2.2 Percentage of consumers who made a complaint to a seller/provider/manufacturer* 16% 13% 15% 10% 14%
2.3 Percentage of consumers who felt they had a reason to complain, but didn’t* 12% 26% 22% 0% 20%
2.4 Percentage of consumers who were satisfied with complaint handling* 45% 35% 47 % 48% 58%
2.5 Percentage of consumers who took no further action after unsatisfactory complaint handling* 43% 62% 46% 78% 45%
REDRESS
2.6 Percentage of consumers who find it easy to resolve disputes with sellers/providers through ADR* 55% 61% 52% 50% 52%

2.7 Percentage of consumers who find it easy to resolve disputes with sellers/providers through courts* 32% 19% 20% 22% 38%



Cyprus Previous results Y everEges

2011
2011 2010 2009 2008 EU27
2.8 Percentage of retailers who have used ADR mechanisms** 8% 5% 7% 14% 10%
CONSUMERS’ AWARENESS OF THEIR RIGHTS
2.9 Percentage of consumers who know of cooling-off period in distance selling* 43% NA NA NA 70%
2.10 Percentage of consumers who know the legal period to have a defective product repaired or replaced* 61% NA NA NA 51%
2.11 Percentage of consumers who know their rights in case of unsolicited selling* 41% NA NA NA 35%
MEDIA
2.12 Percentage of consumers who watch/listen to TV or radio programmes on consumer issues* 60% NA NA NA 55%
2.13 Percentage of consumers who have changed their behaviour as a result of a media story* 48% 459% 44% NA 41%
SUSTAINABLE CONSUMPTION
2.14 Percentage of consumers whose purchases were influenced by their environmental impact* 339% 35% NA NA 29%
CONSUMER ORGANISATIONS & INFORMATION
2.15 Percentage of consumers who trust consumer organisations to protect their rights as a consumer* 49% 57% 55% 51% 72%
2.16 Difference between trust in consumer organisations and trust in public authorities* -11% -8% 1% -22% 10%
2.17 National public funding to consumer organisations - (in € per 1,000 inhabitants) total executed in 2010*** 186 176 NA NA NA

Cyprus had a stable Consumer Conditions Index: 54 (in 2010 and 2011).

In Cyprus, the sweep on the online sale of tickets for cultural and sporting events
has revealed that, after the follow-up enforcement actions taken by authorities,
all the sites checked were in compliance with EU consumer legislation. At the
same time, the sweep on consumer credit revealed that all sites checked had to
be flagged for further investigation.

Flash Eurobarometer 332 - Consumer attitudes towards cross-border trade and consumer protection, 2011.
Flash Eurobarometer 331 - Retailers’ attitudes towards cross-border trade and consumer protection, 2011.

As in 2010, the percentage of consumers who have been personally affected by
a product recall was the second highest in the EU (39%).

Cyprus also continues to have the lowest percentage of retailers who managed to
correctly identify the length of the “cooling-off” period for distant sales (3 %).

Information provided by Member States.
Rapex annual report 2011
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Czech Republic
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Consumer Conditions Index

Percentage of consumers who feel adequately protected by existing measures*

ENFORCEMENT

Percentage of consumers who trust public authorities to protect their rights as a consumer*

Percentage of consumers who trust sellers/providers to respect their rights as a consumer*

Percentage of consumers who came across misleading or deceptive advertisements/offers*

Percentage of consumers who came across fraudulent advertisements/offers*

Percentage of retailers who came across misleading or deceptive advertisements/offers made by competitors**
Percentage of retailers who came across fraudulent advertisements/offers made by competitors**
Sweep on online tickets for cultural & sporting events - % of sites which comply with EU consumer law***
Sweep on consumer credit —% of sites flagged for further investigation***

PRODUCT SAFETY

Number of RAPEX notifications under article 12 - serious risk notifications****

Percentage of consumers who think a significant number of non-food products are unsafe*

Percentage of retailers who think a significant number of non-food products are unsafe**

Percentage of retailers whose products were checked by authorities**

Percentage of retailers whose products have been recalled or withdrawn**

Percentage of consumers who have been personally affected by a product recall*

Percentage of retailers who carried out tests to make sure that any of the products they were selling were safe**
Percentage of retailers who have received consumer complaints about the safety of their products**
RETAILERS’ AWARENESS OF CONSUMER LEGISLATION

Percentage of retailers who know where to find or get information and advice about consumer legislation**
Percentage of distance sellers who know the length of the “cooling-off” period for distant sales**
Percentage of retailers who know the legal period to have a defective product repaired**

CONSUMER EMPOWERMENT

PROBLEMS AND COMPLAINTS

Percentage of consumers who have encountered problems when buying something*

Percentage of consumers who made a complaint to a seller/provider/manufacturer*

Percentage of consumers who felt they had a reason to complain, but didn’t*

Percentage of consumers who were satisfied with complaint handling*

Percentage of consumers who took no further action after unsatisfactory complaint handling*

REDRESS

Percentage of consumers who find it easy to resolve disputes with sellers/providers through ADR*

Percentage of consumers who find it easy to resolve disputes with sellers/providers through courts*
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. Previous results EU averages

Republic 2011
2011 2010 2009 2008 EU27
2.8 Percentage of retailers who have used ADR mechanisms** 12% 14% 11% 19% 10%
CONSUMERS’ AWARENESS OF THEIR RIGHTS
2.9 Percentage of consumers who know of cooling-off period in distance selling* 81% NA NA NA 70%
2.10 Percentage of consumers who know the legal period to have a defective product repaired or replaced* 87% NA NA NA 51%
2.11 Percentage of consumers who know their rights in case of unsolicited selling* 32% NA NA NA 35%
MEDIA
2.12 Percentage of consumers who watch/listen to TV or radio programmes on consumer issues* 47 % NA NA NA 55%
2.13 Percentage of consumers who have changed their behaviour as a result of a media story* 35% 45% 39% NA 41%
SUSTAINABLE CONSUMPTION
2.14 Percentage of consumers whose purchases were influenced by their environmental impact* 23% 29% NA NA 29%
CONSUMER ORGANISATIONS & INFORMATION
2.15 Percentage of consumers who trust consumer organisations to protect their rights as a consumer* 68% 51% 51% 62% 72%
2.16 Difference between trust in consumer organisations and trust in public authorities* 25% 0% 7% 18% 10%
2.17 National public funding to consumer organisations - (in € per 1,000 inhabitants) total executed in 2010*** 58 56 NA NA NA

The Czech Republic has experienced an increase in its Consumer Conditions Index,
from 52 (in 2010) to 55 (in 2011).

In the Czech Republic, the sweep on the online sale of tickets for cultural and
sporting events has revealed that, after the follow-up enforcement actions taken
by authorities, all the sites checked were in compliance with EU consumer legisla-
tion.

The percentage of retailers who have received consumer complaints about the
safety of their products was the second lowest in the EU (8%).

Flash Eurobarometer 332 - Consumer attitudes towards cross-border trade and consumer protection, 2011.
Flash Eurobarometer 331 - Retailers’ attitudes towards cross-border trade and consumer protection, 2011.

249% of consumers encountered problems when buying something, the second
highest percentage in the EU.

The percentages of consumers who know the legal period for returning a de-
fective product (87 %) and the “cooling-off” period for distant sales (81 %) are,
respectively, the highest and second highest in the EU.

350% of consumers have changed their behaviour as a result of a media story, the
second lowest in the EU.

Information provided by Member States.
Rapex annual report 2011
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Denmark
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Consumer Conditions Index

Percentage of consumers who feel adequately protected by existing measures*

ENFORCEMENT

Percentage of consumers who trust public authorities to protect their rights as a consumer*

Percentage of consumers who trust sellers/providers to respect their rights as a consumer*

Percentage of consumers who came across misleading or deceptive advertisements/offers*

Percentage of consumers who came across fraudulent advertisements/offers*

Percentage of retailers who came across misleading or deceptive advertisements/offers made by competitors**
Percentage of retailers who came across fraudulent advertisements/offers made by competitors**
Sweep on online tickets for cultural & sporting events - % of sites which comply with EU consumer law***
Sweep on consumer credit —% of sites flagged for further investigation***

PRODUCT SAFETY

Number of RAPEX notifications under article 12 - serious risk notifications****

Percentage of consumers who think a significant number of non-food products are unsafe*

Percentage of retailers who think a significant number of non-food products are unsafe**

Percentage of retailers whose products were checked by authorities**

Percentage of retailers whose products have been recalled or withdrawn**

Percentage of consumers who have been personally affected by a product recall*

Percentage of retailers who carried out tests to make sure that any of the products they were selling were safe**
Percentage of retailers who have received consumer complaints about the safety of their products**
RETAILERS’ AWARENESS OF CONSUMER LEGISLATION

Percentage of retailers who know where to find or get information and advice about consumer legislation**
Percentage of distance sellers who know the length of the “cooling-off” period for distant sales**
Percentage of retailers who know the legal period to have a defective product repaired**

CONSUMER EMPOWERMENT

PROBLEMS AND COMPLAINTS

Percentage of consumers who have encountered problems when buying something*

Percentage of consumers who made a complaint to a seller/provider/manufacturer*

Percentage of consumers who felt they had a reason to complain, but didn’t*

Percentage of consumers who were satisfied with complaint handling*

Percentage of consumers who took no further action after unsatisfactory complaint handling*

REDRESS

Percentage of consumers who find it easy to resolve disputes with sellers/providers through ADR*

Percentage of consumers who find it easy to resolve disputes with sellers/providers through courts*

M

A

Y

2012

Denmark

2011
71
81%

78%
76%
36%
29%
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82%

48
15%
16%
43%
12%
13%
41%
20%

72%
47 %
50%

11%
10%

9%
63%
35%

51%
41%

2010
65
72%

75%
77 %
449%
33%
30%
16%
0%
NA

35
15%
12%
25%

4%
13%
42%
15%

79%
43%
51%

14%
13%

9%
64%
74%

37%
29%

Previous results

2009
60
68%

70%
57 %
55%
33%
28%
23%

NA

NA

32
21%
11%
34%
11%
11%
35%
12%

79%
37%
52%

16%
14%
11%
58%
45%

31%
19%

2008
67
73%

77 %
57 %
46%
28%
NA
NA
NA
NA

19%

7%
34%
14%
13%
35%
30%

63%
NA
NA

28%
22%
21%
59%
38%

47 %
46%
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EU averages
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EU27
62
58%

62%
65%
46%
29%
31%
23%
88%
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NA
25%
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13%
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71%
29%
27%

16%
14%
20%
58%
45%

52%
38%



EU averages

Denmark Previous results 5011
2011 2010 2009 2008 EU27
2.8 Percentage of retailers who have used ADR mechanisms** 20% 28% 20% 25% 10%
CONSUMERS’ AWARENESS OF THEIR RIGHTS
2.9 Percentage of consumers who know of cooling-off period in distance selling* 66% NA NA NA 70%
2.10 Percentage of consumers who know the legal period to have a defective product repaired or replaced* 71% NA NA NA 51%
2.11 Percentage of consumers who know their rights in case of unsolicited selling* 49% NA NA NA 35%
MEDIA
2.12 Percentage of consumers who watch/listen to TV or radio programmes on consumer issues* 68% NA NA NA 55%
2.13 Percentage of consumers who have changed their behaviour as a result of a media story* 36% 42% 41% NA 41%
SUSTAINABLE CONSUMPTION
2.14 Percentage of consumers whose purchases were influenced by their environmental impact* 35% 43% NA NA 29%
CONSUMER ORGANISATIONS & INFORMATION
2.15 Percentage of consumers who trust consumer organisations to protect their rights as a consumer* 83% 80% 80% 82% 72%
2.16 Difference between trust in consumer organisations and trust in public authorities* 5% 5% 10% 5% 10%
2.17 National public funding to consumer organisations - (in € per 1,000 inhabitants) total executed in 2010*** 407 410 NA NA NA

Denmark has experienced a significant increase in its Consumer Conditions Index,
from 65 (in 2010) to 71 (in 2011).

Most consumers in Denmark (as many as 81 % of them, the second highest per-
centage in the EU) considered themselves to be adequately protected by the
existing measures. Denmark also has the second highest EU percentage of con-
sumers who trust consumer organisations to protect their rights (83 9%).

In Denmark, the sweep on the online sale of tickets for cultural and sporting
events has revealed that, after the follow-up enforcement actions taken by au-
thorities, all the sites checked were in compliance with EU consumer legislation.

Product recalls only affected 13% of consumers, the second lowest percentage
in the EU.

Flash Eurobarometer 332 - Consumer attitudes towards cross-border trade and consumer protection, 2011.
Flash Eurobarometer 331 - Retailers’ attitudes towards cross-border trade and consumer protection, 2011.

Only 11 9% of consumers encountered problems when buying something, the lowest
percentage in the EU. 10% made a complaint to a seller/provider (the second low-
est in the EU). At the same time, consumer empowerment was the second highest
in the EU, as only 9% of consumers who had a reason to complain did not do so.

The percentage of retailers who have used ADR mechanisms (209%) is the second
highest in the EU.

Half of retailers correctly identified the length of the legal period for returning a
defective product, the second highest EU percentage.

689% of Danish consumers watch/listen to TV or radio programmes on consumer
issues, the second highest in the EU.

National public funding to consumer organisations is the second highest in the EU
(407 € per 1,000 inhabitants).

Information provided by Member States.
Rapex annual report 2011
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Estonia
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Consumer Conditions Index

Percentage of consumers who feel adequately protected by existing measures*

ENFORCEMENT

Percentage of consumers who trust public authorities to protect their rights as a consumer*

Percentage of consumers who trust sellers/providers to respect their rights as a consumer*

Percentage of consumers who came across misleading or deceptive advertisements/offers*

Percentage of consumers who came across fraudulent advertisements/offers*

Percentage of retailers who came across misleading or deceptive advertisements/offers made by competitors**
Percentage of retailers who came across fraudulent advertisements/offers made by competitors**
Sweep on online tickets for cultural & sporting events - % of sites which comply with EU consumer law***
Sweep on consumer credit —% of sites flagged for further investigation***

PRODUCT SAFETY

Number of RAPEX notifications under article 12 - serious risk notifications****

Percentage of consumers who think a significant number of non-food products are unsafe*

Percentage of retailers who think a significant number of non-food products are unsafe**

Percentage of retailers whose products were checked by authorities**

Percentage of retailers whose products have been recalled or withdrawn**

Percentage of consumers who have been personally affected by a product recall*

Percentage of retailers who carried out tests to make sure that any of the products they were selling were safe**
Percentage of retailers who have received consumer complaints about the safety of their products**
RETAILERS’ AWARENESS OF CONSUMER LEGISLATION

Percentage of retailers who know where to find or get information and advice about consumer legislation**
Percentage of distance sellers who know the length of the “cooling-off” period for distant sales**
Percentage of retailers who know the legal period to have a defective product repaired**

CONSUMER EMPOWERMENT

PROBLEMS AND COMPLAINTS

Percentage of consumers who have encountered problems when buying something*

Percentage of consumers who made a complaint to a seller/provider/manufacturer*

Percentage of consumers who felt they had a reason to complain, but didn’t*

Percentage of consumers who were satisfied with complaint handling*

Percentage of consumers who took no further action after unsatisfactory complaint handling*

REDRESS

Percentage of consumers who find it easy to resolve disputes with sellers/providers through ADR*

Percentage of consumers who find it easy to resolve disputes with sellers/providers through courts*
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68%
35%
24%
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19%
100%
80%

18
12%
2%
47 %
14%
19%
23%
19%

87%
58%
31%

20%
13%
37%
62%
49%

27%
12%

2010
54
43%

56%
64%
43%
35%
37%
28%
100%
NA

16
11%
3%
29%
3%
19%
32%
9%

94%
61%
42%

22%
10%
56%
69%
70%

27%
16%

Previous results

2009
54
47 %

52%
61%
45%
33%
42%
29%

NA

NA

13
13%
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18%
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28%
12%

90%
48%
36%

21%
12%
44%
52%
36%

31%
12%

2008
57
50%

55%
68%
37%
26%
NA
NA
NA
NA

20
11%
10%
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13%

7%
28%
7%

91%
NA
NA

15%
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47 %
59%
47 %

33%
20%

EU averages
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62%
65%
46%
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88%
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NA
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29%
27%

16%
14%
20%
58%
45%

52%
38%



Estonia Previous results Y aveEees

2011
2011 2010 2009 2008 EU27
2.8 Percentage of retailers who have used ADR mechanisms** 15% 16% 10% 6% 10%
CONSUMERS’ AWARENESS OF THEIR RIGHTS
2.9 Percentage of consumers who know of cooling-off period in distance selling* 56% NA NA NA 70%
2.10 Percentage of consumers who know the legal period to have a defective product repaired or replaced* 50% NA NA NA 51%
2.11 Percentage of consumers who know their rights in case of unsolicited selling* 39% NA NA NA 35%
MEDIA
2.12 Percentage of consumers who watch/listen to TV or radio programmes on consumer issues* 48% NA NA NA 55%
2.13 Percentage of consumers who have changed their behaviour as a result of a media story* 31% 37% 35% NA 41%
SUSTAINABLE CONSUMPTION
2.14 Percentage of consumers whose purchases were influenced by their environmental impact* 21% 16% NA NA 29%
CONSUMER ORGANISATIONS & INFORMATION
2.15 Percentage of consumers who trust consumer organisations to protect their rights as a consumer* 61% 58% 57 % 59% 72%
2.16 Difference between trust in consumer organisations and trust in public authorities* 1% 1% 4% 4% 10%
2.17 National public funding to consumer organisations - (in € per 1,000 inhabitants) total executed in 2010*** 38 38 NA NA NA

Estonia has experienced an increase in its Consumer Conditions Index, from 54
(in 2010) to 57 (in 2011).

In Estonia, the sweep on the online sale of tickets for cultural and sporting events
has revealed that, after the follow-up enforcement actions taken by authorities,
all the sites checked were in compliance with EU consumer legislation.

Estonia had the second lowest percentage of retailers who came across exagger-
ated environmental claims (9%).

When asked about the safety of their products, only 2% of retailers consider that
a significant number of products are unsafe, the lowest percentage in the EU. At
the same time, only 23 % of retailers carried out tests to ensure the safety of the
products they were selling (the second lowest performance in the EU).

Flash Eurobarometer 332 - Consumer attitudes towards cross-border trade and consumer protection, 2011.
Flash Eurobarometer 331 - Retailers’ attitudes towards cross-border trade and consumer protection, 2011.

Estonia has the highest EU percentage of retailers who answered that they know
where to find or get information and advice about consumer legislation (87 %).
The percentage of retailers who were able to correctly indicate the length of the
“cooling-off” period for distant sales was the second highest in the EU (58 %).

Dispute resolution seems to be a cause for concern. The percentages of consum-
ers who find it easy to resolve disputes with sellers/providers through ADR (27 %)
and through courts (129%) are, respectively, the lowest and the second lowest in
the EU.

319% of Estonian consumers have changed their behaviour as a result of a media
story, the lowest in the EU.

Information provided by Member States.
Rapex annual report 2011
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Finland
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Consumer Conditions Index

Percentage of consumers who feel adequately protected by existing measures*

ENFORCEMENT

Percentage of consumers who trust public authorities to protect their rights as a consumer*

Percentage of consumers who trust sellers/providers to respect their rights as a consumer*

Percentage of consumers who came across misleading or deceptive advertisements/offers*

Percentage of consumers who came across fraudulent advertisements/offers*

Percentage of retailers who came across misleading or deceptive advertisements/offers made by competitors**
Percentage of retailers who came across fraudulent advertisements/offers made by competitors**
Sweep on online tickets for cultural & sporting events - % of sites which comply with EU consumer law***
Sweep on consumer credit —% of sites flagged for further investigation***

PRODUCT SAFETY

Number of RAPEX notifications under article 12 - serious risk notifications****

Percentage of consumers who think a significant number of non-food products are unsafe*

Percentage of retailers who think a significant number of non-food products are unsafe**

Percentage of retailers whose products were checked by authorities**

Percentage of retailers whose products have been recalled or withdrawn**

Percentage of consumers who have been personally affected by a product recall*

Percentage of retailers who carried out tests to make sure that any of the products they were selling were safe**
Percentage of retailers who have received consumer complaints about the safety of their products**
RETAILERS’ AWARENESS OF CONSUMER LEGISLATION

Percentage of retailers who know where to find or get information and advice about consumer legislation**
Percentage of distance sellers who know the length of the “cooling-off” period for distant sales**
Percentage of retailers who know the legal period to have a defective product repaired**

CONSUMER EMPOWERMENT

PROBLEMS AND COMPLAINTS

Percentage of consumers who have encountered problems when buying something*

Percentage of consumers who made a complaint to a seller/provider/manufacturer*

Percentage of consumers who felt they had a reason to complain, but didn’t*

Percentage of consumers who were satisfied with complaint handling*

Percentage of consumers who took no further action after unsatisfactory complaint handling*

REDRESS

Percentage of consumers who find it easy to resolve disputes with sellers/providers through ADR*

Percentage of consumers who find it easy to resolve disputes with sellers/providers through courts*
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55%
33%
34%
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29%
11%
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24%

79%
42%
29%

21%
18%
15%
61%
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62%
37%

2010
66
68%

73%
76%
60%
39%
37%
32%
0%
NA

98
3%
1%

23%
14%
19%
40%
22%

86%
44%
22%

24%
20%
20%
59%
50%

55%
28%

Previous results

2009
67
72%

76%
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61%
30%
26%
22%

NA

NA

58
3%
1%

20%
14%
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24%

73%
34%
7%

17%
15%
11%
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31%

47 %
17%
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70
72%

81%
88%
56%
32%
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NA
NA

61
3%
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26%
30%
12%
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21%

82%
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NA

27%
23%
15%
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52%

47 %
24%

EU averages
2011

EU27
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62%
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46%
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23%
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70%

NA
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17%

71%
29%
27%

16%
14%
20%
58%
45%

52%
38%



Finland Previous results EU averages

2011
2011 2010 2009 2008 EU27
2.8 Percentage of retailers who have used ADR mechanisms** 11% 8% 4% 15% 10%
CONSUMERS’ AWARENESS OF THEIR RIGHTS
2.9 Percentage of consumers who know of cooling-off period in distance selling* 65% NA NA NA 70%
2.10 Percentage of consumers who know the legal period to have a defective product repaired or replaced* 49% NA NA NA 51%
2.11 Percentage of consumers who know their rights in case of unsolicited selling* 55% NA NA NA 35%
MEDIA
2.12 Percentage of consumers who watch/listen to TV or radio programmes on consumer issues* 53% NA NA NA 55%
2.13 Percentage of consumers who have changed their behaviour as a result of a media story* 45% 41% 32% NA 41%
SUSTAINABLE CONSUMPTION
2.14 Percentage of consumers whose purchases were influenced by their environmental impact* 34% 38% NA NA 29%
CONSUMER ORGANISATIONS & INFORMATION
2.15 Percentage of consumers who trust consumer organisations to protect their rights as a consumer* 76% 70% 73% 76% 72%
2.16 Difference between trust in consumer organisations and trust in public authorities* -1% -3% -4% -5% 10%
2.17 National public funding to consumer organisations - (in € per 1,000 inhabitants) total executed in 2010*** 306 130 NA NA NA

Finland has experienced an increase in its Consumer Conditions Index, from 66
(in 2010) to 70 (in 2011).

In Finland, product safety seems to be effective. The percentages of consumers
(6%) and retailers (29%) who think that a significant number of products are un-
safe continue to be the lowest in the EU. At the same time, only 29% of retailers
had their products checked by the authorities and 21 % carried out tests to ensure
the safety of the products they were selling, the lowest percentages in the EU.

Flash Eurobarometer 332 - Consumer attitudes towards cross-border trade and consumer protection, 2011.
Flash Eurobarometer 331 - Retailers’ attitudes towards cross-border trade and consumer protection, 2011.

As many as 43 9% of consumers came across exaggerated environmental claims,
the second highest in the EU.

Finland also has the highest EU percentage of consumers who know their rights
in case of unsolicited selling (55 %).

Information provided by Member States.
Rapex annual report 2011
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France
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Consumer Conditions Index

Percentage of consumers who feel adequately protected by existing measures*

ENFORCEMENT

Percentage of consumers who trust public authorities to protect their rights as a consumer*

Percentage of consumers who trust sellers/providers to respect their rights as a consumer*

Percentage of consumers who came across misleading or deceptive advertisements/offers*

Percentage of consumers who came across fraudulent advertisements/offers*

Percentage of retailers who came across misleading or deceptive advertisements/offers made by competitors**
Percentage of retailers who came across fraudulent advertisements/offers made by competitors**
Sweep on online tickets for cultural & sporting events - % of sites which comply with EU consumer law***
Sweep on consumer credit —% of sites flagged for further investigation***

PRODUCT SAFETY

Number of RAPEX notifications under article 12 - serious risk notifications****

Percentage of consumers who think a significant number of non-food products are unsafe*

Percentage of retailers who think a significant number of non-food products are unsafe**

Percentage of retailers whose products were checked by authorities**

Percentage of retailers whose products have been recalled or withdrawn**

Percentage of consumers who have been personally affected by a product recall*

Percentage of retailers who carried out tests to make sure that any of the products they were selling were safe**
Percentage of retailers who have received consumer complaints about the safety of their products**
RETAILERS’ AWARENESS OF CONSUMER LEGISLATION

Percentage of retailers who know where to find or get information and advice about consumer legislation**
Percentage of distance sellers who know the length of the “cooling-off” period for distant sales**
Percentage of retailers who know the legal period to have a defective product repaired**

CONSUMER EMPOWERMENT

PROBLEMS AND COMPLAINTS

Percentage of consumers who have encountered problems when buying something*

Percentage of consumers who made a complaint to a seller/provider/manufacturer*

Percentage of consumers who felt they had a reason to complain, but didn’t*

Percentage of consumers who were satisfied with complaint handling*

Percentage of consumers who took no further action after unsatisfactory complaint handling*

REDRESS

Percentage of consumers who find it easy to resolve disputes with sellers/providers through ADR*

Percentage of consumers who find it easy to resolve disputes with sellers/providers through courts*
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40%
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66%
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. EU averages
France Previous results 9

2011
2011 2010 2009 2008 EU27
2.8 Percentage of retailers who have used ADR mechanisms** 6% 5% 9% 23% 10%
CONSUMERS’ AWARENESS OF THEIR RIGHTS
2.9 Percentage of consumers who know of cooling-off period in distance selling* 70% NA NA NA 70%
2.10 Percentage of consumers who know the legal period to have a defective product repaired or replaced* 30% NA NA NA 51%
2.11 Percentage of consumers who know their rights in case of unsolicited selling* 42% NA NA NA 35%
MEDIA
2.12 Percentage of consumers who watch/listen to TV or radio programmes on consumer issues* 62% NA NA NA 55%
2.13 Percentage of consumers who have changed their behaviour as a result of a media story* 39% 34% 30% NA 41%
SUSTAINABLE CONSUMPTION
2.14 Percentage of consumers whose purchases were influenced by their environmental impact* 33% 39% NA NA 29%
CONSUMER ORGANISATIONS & INFORMATION
2.15 Percentage of consumers who trust consumer organisations to protect their rights as a consumer* 85% 77 % 76% 76% 72%
2.16 Difference between trust in consumer organisations and trust in public authorities* 19% 22% 19% 28% 10%
2.17 National public funding to consumer organisations - (in € per 1,000 inhabitants) total executed in 2010*** 68 74 NA NA NA

France had a stable Consumer Conditions Index: 59 (2009 and 2010).

France has experienced a significant increase in its Consumer Conditions Index,
from 59 (in 2010) to 65 (in 2011).

France has the highest EU percentage of consumers who trust consumer organi-
sations to protect their rights (85 %).

In France, the sweep on consumer credit revealed that only a small proportion of
sites checked (22 %) had to be flagged for further investigation.

Flash Eurobarometer 332 - Consumer attitudes towards cross-border trade and consumer protection, 2011.
Flash Eurobarometer 331 - Retailers’ attitudes towards cross-border trade and consumer protection, 2011.

As in 2010, France had the highest EU percentage of retailers who had their
products recalled or withdrawn (28 %).

Over a half of French consumers (529%) find easy to resolve disputes through
courts, the highest percentage in the EU.

Information provided by Member States.
Rapex annual report 2011
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Consumer Conditions Index

Percentage of consumers who feel adequately protected by existing measures*

ENFORCEMENT

Percentage of consumers who trust public authorities to protect their rights as a consumer*

Percentage of consumers who trust sellers/providers to respect their rights as a consumer*

Percentage of consumers who came across misleading or deceptive advertisements/offers*

Percentage of consumers who came across fraudulent advertisements/offers*

Percentage of retailers who came across misleading or deceptive advertisements/offers made by competitors**
Percentage of retailers who came across fraudulent advertisements/offers made by competitors**
Sweep on online tickets for cultural & sporting events - % of sites which comply with EU consumer law***
Sweep on consumer credit —% of sites flagged for further investigation***

PRODUCT SAFETY

Number of RAPEX notifications under article 12 - serious risk notifications****

Percentage of consumers who think a significant number of non-food products are unsafe*

Percentage of retailers who think a significant number of non-food products are unsafe**

Percentage of retailers whose products were checked by authorities**

Percentage of retailers whose products have been recalled or withdrawn**

Percentage of consumers who have been personally affected by a product recall*

Percentage of retailers who carried out tests to make sure that any of the products they were selling were safe**
Percentage of retailers who have received consumer complaints about the safety of their products**
RETAILERS’ AWARENESS OF CONSUMER LEGISLATION

Percentage of retailers who know where to find or get information and advice about consumer legislation**
Percentage of distance sellers who know the length of the “cooling-off” period for distant sales**
Percentage of retailers who know the legal period to have a defective product repaired**

CONSUMER EMPOWERMENT

PROBLEMS AND COMPLAINTS

Percentage of consumers who have encountered problems when buying something*

Percentage of consumers who made a complaint to a seller/provider/manufacturer*

Percentage of consumers who felt they had a reason to complain, but didn’t*

Percentage of consumers who were satisfied with complaint handling*

Percentage of consumers who took no further action after unsatisfactory complaint handling*

REDRESS

Percentage of consumers who find it easy to resolve disputes with sellers/providers through ADR*

Percentage of consumers who find it easy to resolve disputes with sellers/providers through courts*
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EU averages

Germany Previous results 5011
2011 2010 2009 2008 EU27
2.8 Percentage of retailers who have used ADR mechanisms** 13% 16% 12% 24% 10%
CONSUMERS’ AWARENESS OF THEIR RIGHTS
2.9 Percentage of consumers who know of cooling-off period in distance selling* 82% NA NA NA 70%
2.10 Percentage of consumers who know the legal period to have a defective product repaired or replaced* 539% NA NA NA 51%
2.11 Percentage of consumers who know their rights in case of unsolicited selling* 459% NA NA NA 35%
MEDIA
2.12 Percentage of consumers who watch/listen to TV or radio programmes on consumer issues* 59% NA NA NA 55%
2.13 Percentage of consumers who have changed their behaviour as a result of a media story* 40% 37% 39% NA 41%
SUSTAINABLE CONSUMPTION
2.14 Percentage of consumers whose purchases were influenced by their environmental impact* 29% 27% NA NA 29%
CONSUMER ORGANISATIONS & INFORMATION
2.15 Percentage of consumers who trust consumer organisations to protect their rights as a consumer* 81% 75% 69% 74% 72%
2.16 Difference between trust in consumer organisations and trust in public authorities* 16% 10% 149% 16% 10%
2.17 National public funding to consumer organisations - (in € per 1,000 inhabitants) total executed in 2010*** 125 1,269 NA NA NA

Germany has experienced an increase in its Consumer Conditions Index, from 63
(in 2010) to 67 (in 2011).

German authorities made 162 RAPEX notifications on products posing a serious
risk to the health and safety, the second highest number in the EU.

As in 2010, Germany has the highest percentage of retailers in the EU (609%) who
know the length of the “cooling-off” period for distant sales.

Flash Eurobarometer 332 - Consumer attitudes towards cross-border trade and consumer protection, 2011.
Flash Eurobarometer 331 - Retailers’ attitudes towards cross-border trade and consumer protection, 2011.

The percentage of consumers who took no further action after unsatisfactory
complaint handling was 28% (the second lowest in the EU), which can be inter-
preted as a sign of consumer empowerment.

82 % of German consumers know of the “cooling-off” period for distant sales (the
highest percentage in the EU).

Information provided by Member States.
Rapex annual report 2011
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Consumer Conditions Index

Percentage of consumers who feel adequately protected by existing measures*

ENFORCEMENT

Percentage of consumers who trust public authorities to protect their rights as a consumer*

Percentage of consumers who trust sellers/providers to respect their rights as a consumer*

Percentage of consumers who came across misleading or deceptive advertisements/offers*

Percentage of consumers who came across fraudulent advertisements/offers*

Percentage of retailers who came across misleading or deceptive advertisements/offers made by competitors**
Percentage of retailers who came across fraudulent advertisements/offers made by competitors**

Sweep on online tickets for cultural & sporting events - % of sites which comply with EU consumer law***
Sweep on consumer credit - % of sites flagged for further investigation***

PRODUCT SAFETY

Number of RAPEX notifications under article 12 - serious risk notifications****

Percentage of consumers who think a significant number of non-food products are unsafe*

Percentage of retailers who think a significant number of non-food products are unsafe**

Percentage of retailers whose products were checked by authorities**

Percentage of retailers whose products have been recalled or withdrawn**

Percentage of consumers who have been personally affected by a product recall*

Percentage of retailers who carried out tests to make sure that any of the products they were selling were safe**
Percentage of retailers who have received consumer complaints about the safety of their products**
RETAILERS’ AWARENESS OF CONSUMER LEGISLATION

Percentage of retailers who know where to find or get information and advice about consumer legislation**
Percentage of distance sellers who know the length of the “cooling-off” period for distant sales**
Percentage of retailers who know the legal period to have a defective product repaired**

CONSUMER EMPOWERMENT

PROBLEMS AND COMPLAINTS

Percentage of consumers who have encountered problems when buying something*

Percentage of consumers who made a complaint to a seller/provider/manufacturer*

Percentage of consumers who felt they had a reason to complain, but didn’t*

Percentage of consumers who were satisfied with complaint handling*

Percentage of consumers who took no further action after unsatisfactory complaint handling*

REDRESS

Percentage of consumers who find it easy to resolve disputes with sellers/providers through ADR*

Percentage of consumers who find it easy to resolve disputes with sellers/providers through courts*
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14%
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49%

47 %
37%

2010
48
30%

51%
43%
57 %
47 %
42%
40%
67%

NA

39%
31%
44%

8%
54%
75%
18%

84%
8%
14%

21 %
16%
25%
42%
57%

48%
34%

Previous results

2009
44
29%

44%
40%
68%
51%
56%
44%

NA

NA

47 %
38%
25%

7%
46%
76%
18%

82%
3%
13%

21%
15%
29%
39%
72%

41%
28%

2008
53
30%

49%
39%
30%
21%
NA
NA
NA
NA

132
39%
42%
47 %
21%
18%
82%
24%

79%
NA
NA

13%

9%
31%
45%
73%

43%
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EU averages
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29%
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NA
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17%
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29%
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45%

52%
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. EU averages
Greece Previous results 9

2011
2011 2010 2009 2008 EU27
2.8 Percentage of retailers who have used ADR mechanisms** 6% 8% 4% 16% 10%
CONSUMERS’ AWARENESS OF THEIR RIGHTS
2.9 Percentage of consumers who know of cooling-off period in distance selling* 39% NA NA NA 70%
2.10 Percentage of consumers who know the legal period to have a defective product repaired or replaced* 539% NA NA NA 51%
2.11 Percentage of consumers who know their rights in case of unsolicited selling* 22% NA NA NA 35%
MEDIA
2.12 Percentage of consumers who watch /listen to TV or radio programmes on consumer issues* 45% NA NA NA 55%
2.13 Percentage of consumers who have changed their behaviour as a result of a media story* 52% 51% 48% NA 41%
SUSTAINABLE CONSUMPTION
2.14 Percentage of consumers whose purchases were influenced by their environmental impact* 47 % 55% NA NA 29%
CONSUMER ORGANISATIONS & INFORMATION
2.15 Percentage of consumers who trust consumer organisations to protect their rights as a consumer* 55% 52% 53% 55% 72%
2.16 Difference between trust in consumer organisations and trust in public authorities* 7% 1% 9% 6% 10%
2.17 National public funding to consumer organisations - (in € per 1,000 inhabitants) total executed in 2010*** 12 20 NA NA NA

Greece has experienced a slight increase in its Consumer Conditions Index, from
48 (in 2010) to 50 (in 2011).

Only a small percentage of consumers feel adequately protected by existing
measures — 289%, the second lowest in the EU. As in 2010, Greece has the second
lowest EU percentage of consumers (42 %) who trust sellers/providers to respect
their rights as consumers.

In Greece, the sweep on the online sale of tickets for cultural and sporting events
has revealed that, after the follow-up enforcement actions taken by authorities,
all the sites checked were in compliance with EU consumer legislation. In addition,
no sites have been flagged for further investigation as a result of the sweep on
consumer credit.

Flash Eurobarometer 332 - Consumer attitudes towards cross-border trade and consumer protection, 2011.
Flash Eurobarometer 331 - Retailers’ attitudes towards cross-border trade and consumer protection, 2011.

Product safety appears to be a cause for concern. The percentages of consumers
(47 %) and retailers (359%) who think that a significant number of products are
unsafe are the second highest in the EU. The percentage of consumers who have
been personally affected by a product recall was, as in 2010, the highest in the
EU - 58%. Yet, 76 % of retailers (the highest percentage in the EU) have carried
out tests to make sure that any of the products they were selling were safe.

Compared to other EU countries, a smaller percentage of Greek retailers (62 %)
know where to find or get information and advice about consumer legislation
(lowest percentage in the EU). In addition, only 39% of consumers knew the
length of the “cooling-off” period for distant sales (the lowest in the EU).

As in 2010, Greece has the highest percentage of consumers in the EU whose
purchases were influenced by their environmental impact — 47 %.

Information provided by Member States.
Rapex annual report 2011
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Consumer Conditions Index

Percentage of consumers who feel adequately protected by existing measures*

ENFORCEMENT

Percentage of consumers who trust public authorities to protect their rights as a consumer*

Percentage of consumers who trust sellers/providers to respect their rights as a consumer*

Percentage of consumers who came across misleading or deceptive advertisements/offers*

Percentage of consumers who came across fraudulent advertisements/offers*

Percentage of retailers who came across misleading or deceptive advertisements/offers made by competitors**
Percentage of retailers who came across fraudulent advertisements/offers made by competitors**
Sweep on online tickets for cultural & sporting events - % of sites which comply with EU consumer law***
Sweep on consumer credit —% of sites flagged for further investigation***

PRODUCT SAFETY

Number of RAPEX notifications under article 12 - serious risk notifications****

Percentage of consumers who think a significant number of non-food products are unsafe*

Percentage of retailers who think a significant number of non-food products are unsafe**

Percentage of retailers whose products were checked by authorities**

Percentage of retailers whose products have been recalled or withdrawn**

Percentage of consumers who have been personally affected by a product recall*

Percentage of retailers who carried out tests to make sure that any of the products they were selling were safe**
Percentage of retailers who have received consumer complaints about the safety of their products**
RETAILERS’ AWARENESS OF CONSUMER LEGISLATION

Percentage of retailers who know where to find or get information and advice about consumer legislation**
Percentage of distance sellers who know the length of the “cooling-off” period for distant sales**
Percentage of retailers who know the legal period to have a defective product repaired**

CONSUMER EMPOWERMENT

PROBLEMS AND COMPLAINTS

Percentage of consumers who have encountered problems when buying something*

Percentage of consumers who made a complaint to a seller/provider/manufacturer*

Percentage of consumers who felt they had a reason to complain, but didn’t*

Percentage of consumers who were satisfied with complaint handling*

Percentage of consumers who took no further action after unsatisfactory complaint handling*

REDRESS

Percentage of consumers who find it easy to resolve disputes with sellers/providers through ADR*

Percentage of consumers who find it easy to resolve disputes with sellers/providers through courts*
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22%
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51%
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45%
27%
45%
36%
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39%
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EU averages

Hungary Previous results 2011
2011 2010 2009 2008 EU27
2.8 Percentage of retailers who have used ADR mechanisms** 5% 7% 8% 7% 10%
CONSUMERS’ AWARENESS OF THEIR RIGHTS
2.9 Percentage of consumers who know of cooling-off period in distance selling* 70% NA NA NA 70%
2.10 Percentage of consumers who know the legal period to have a defective product repaired or replaced* 42% NA NA NA 51%
2.11 Percentage of consumers who know their rights in case of unsolicited selling* 34% NA NA NA 35%
MEDIA
2.12 Percentage of consumers who watch/listen to TV or radio programmes on consumer issues* 55% NA NA NA 55%
2.13 Percentage of consumers who have changed their behaviour as a result of a media story* 35% 24% 30% NA 41%
SUSTAINABLE CONSUMPTION
2.14 Percentage of consumers whose purchases were influenced by their environmental impact* 42% 449% NA NA 29%
CONSUMER ORGANISATIONS & INFORMATION
2.15 Percentage of consumers who trust consumer organisations to protect their rights as a consumer* 66% 67% 59% 66% 72%
2.16 Difference between trust in consumer organisations and trust in public authorities* 1% -2% 2% 0% 10%
2.17 National public funding to consumer organisations - (in € per 1,000 inhabitants) total executed in 2010*** 45 107 NA NA NA

Hungary has experienced a slight increase in its Consumer Conditions Index, from
57 (in 2010) to 58 (in 2011).

In Hungary, the sweep on the online sale of tickets for cultural and sporting events
has revealed that, after the follow-up enforcement actions taken by authorities,
all the sites checked were in compliance with EU consumer legislation.

Product recalls only affected 13% of consumers, the second lowest percentage
in the EU. This figure is consistent with 2010 result.

Flash Eurobarometer 332 - Consumer attitudes towards cross-border trade and consumer protection, 2011.
Flash Eurobarometer 331 - Retailers’ attitudes towards cross-border trade and consumer protection, 2011.

On a negative note, only 5% of retailers have used ADR mechanisms, the second
lowest percentage in the EU).

35% of consumers have changed their behaviour as a result of a media story,
the second lowest in the EU. At the same time, the environmental impact of pur-
chases influenced 42 % of consumers, the second highest in the EU.

Information provided by Member States.
Rapex annual report 2011
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Consumer Conditions Index

Percentage of consumers who feel adequately protected by existing measures*

ENFORCEMENT

Percentage of consumers who trust public authorities to protect their rights as a consumer*

Percentage of consumers who trust sellers/providers to respect their rights as a consumer*

Percentage of consumers who came across misleading or deceptive advertisements/offers*

Percentage of consumers who came across fraudulent advertisements/offers*

Percentage of retailers who came across misleading or deceptive advertisements/offers made by competitors**
Percentage of retailers who came across fraudulent advertisements/offers made by competitors**
Sweep on online tickets for cultural & sporting events - % of sites which comply with EU consumer law***
Sweep on consumer credit —% of sites flagged for further investigation***

PRODUCT SAFETY

Number of RAPEX notifications under article 12 - serious risk notifications****

Percentage of consumers who think a significant number of non-food products are unsafe*

Percentage of retailers who think a significant number of non-food products are unsafe**

Percentage of retailers whose products were checked by authorities**

Percentage of retailers whose products have been recalled or withdrawn**

Percentage of consumers who have been personally affected by a product recall*

Percentage of retailers who carried out tests to make sure that any of the products they were selling were safe**
Percentage of retailers who have received consumer complaints about the safety of their products**
RETAILERS’ AWARENESS OF CONSUMER LEGISLATION

Percentage of retailers who know where to find or get information and advice about consumer legislation**
Percentage of distance sellers who know the length of the “cooling-off” period for distant sales**
Percentage of retailers who know the legal period to have a defective product repaired**

CONSUMER EMPOWERMENT

PROBLEMS AND COMPLAINTS

Percentage of consumers who have encountered problems when buying something*

Percentage of consumers who made a complaint to a seller/provider/manufacturer*

Percentage of consumers who felt they had a reason to complain, but didn’t*

Percentage of consumers who were satisfied with complaint handling*

Percentage of consumers who took no further action after unsatisfactory complaint handling*

REDRESS

Percentage of consumers who find it easy to resolve disputes with sellers/providers through ADR*

Percentage of consumers who find it easy to resolve disputes with sellers/providers through courts*
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Ireland Previous results Y areEees

2011
2011 2010 2009 2008 EU27
2.8 Percentage of retailers who have used ADR mechanisms** 10% 20% 10% 14% 10%
CONSUMERS’ AWARENESS OF THEIR RIGHTS
2.9 Percentage of consumers who know of cooling-off period in distance selling* 67% NA NA NA 70%
2.10 Percentage of consumers who know the legal period to have a defective product repaired or replaced* 51% NA NA NA 51%
2.11 Percentage of consumers who know their rights in case of unsolicited selling* 41% NA NA NA 35%
MEDIA
2.12 Percentage of consumers who watch/listen to TV or radio programmes on consumer issues* 649% NA NA NA 55%
2.13 Percentage of consumers who have changed their behaviour as a result of a media story* 46% 56% 54% NA 41%
SUSTAINABLE CONSUMPTION
2.14 Percentage of consumers whose purchases were influenced by their environmental impact* 35% 32% NA NA 29%
CONSUMER ORGANISATIONS & INFORMATION
2.15 Percentage of consumers who trust consumer organisations to protect their rights as a consumer* 78% 83% 75% 64% 72%
2.16 Difference between trust in consumer organisations and trust in public authorities* 9% 3% 7% 7% 10%
2.17 National public funding to consumer organisations — (in € per 1,000 inhabitants) total executed in 2010*** 13 14 NA NA NA

Ireland has experienced a slight decrease in its Consumer Conditions Index, from
72 (in 2010) in 70 (in 2011).

In Ireland, the sweep on the online sale of tickets for cultural and sporting events
has revealed that, after the follow-up enforcement actions taken by authorities,
all the sites checked were in compliance with EU consumer legislation. In addition,
no sites have been flagged for further investigation as a result of the sweep on
consumer credit.

Flash Eurobarometer 332 - Consumer attitudes towards cross-border trade and consumer protection, 2011.
Flash Eurobarometer 331 - Retailers’ attitudes towards cross-border trade and consumer protection, 2011.

When asked about the safety of their products, only 5% of retailers consider
that a significant number of products are unsafe, the second lowest percentage
in the EU.

On the negative side, only 3% of Irish retailers were able to correctly indicate the
legal period to return a defective product, the lowest in the EU.

Information provided by Member States.
Rapex annual report 2011
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CONSUMER CONDITIONS SCOREBOARD 7TH EDITION

Consumer Conditions Index

Percentage of consumers who feel adequately protected by existing measures*

ENFORCEMENT

Percentage of consumers who trust public authorities to protect their rights as a consumer*

Percentage of consumers who trust sellers/providers to respect their rights as a consumer*

Percentage of consumers who came across misleading or deceptive advertisements/offers*

Percentage of consumers who came across fraudulent advertisements/offers*

Percentage of retailers who came across misleading or deceptive advertisements/offers made by competitors**
Percentage of retailers who came across fraudulent advertisements/offers made by competitors**
Sweep on online tickets for cultural & sporting events - % of sites which comply with EU consumer law***
Sweep on consumer credit —% of sites flagged for further investigation***

PRODUCT SAFETY

Number of RAPEX notifications under article 12 - serious risk notifications****

Percentage of consumers who think a significant number of non-food products are unsafe*

Percentage of retailers who think a significant number of non-food products are unsafe**

Percentage of retailers whose products were checked by authorities**

Percentage of retailers whose products have been recalled or withdrawn**

Percentage of consumers who have been personally affected by a product recall*

Percentage of retailers who carried out tests to make sure that any of the products they were selling were safe**
Percentage of retailers who have received consumer complaints about the safety of their products**
RETAILERS’ AWARENESS OF CONSUMER LEGISLATION

Percentage of retailers who know where to find or get information and advice about consumer legislation**
Percentage of distance sellers who know the length of the “cooling-off” period for distant sales**
Percentage of retailers who know the legal period to have a defective product repaired**

CONSUMER EMPOWERMENT

PROBLEMS AND COMPLAINTS

Percentage of consumers who have encountered problems when buying something*

Percentage of consumers who made a complaint to a seller/provider/manufacturer*

Percentage of consumers who felt they had a reason to complain, but didn’t*

Percentage of consumers who were satisfied with complaint handling*

Percentage of consumers who took no further action after unsatisfactory complaint handling*

REDRESS

Percentage of consumers who find it easy to resolve disputes with sellers/providers through ADR*

Percentage of consumers who find it easy to resolve disputes with sellers/providers through courts*
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Italy Previous results B avaEge

2011
2011 2010 2009 2008 EU27
2.8 Percentage of retailers who have used ADR mechanisms** 3% 3% 4% 27% 10%
CONSUMERS’ AWARENESS OF THEIR RIGHTS
2.9 Percentage of consumers who know of cooling-off period in distance selling* 64% NA NA NA 70%
2.10 Percentage of consumers who know the legal period to have a defective product repaired or replaced* 60% NA NA NA 51%
2.11 Percentage of consumers who know their rights in case of unsolicited selling* 26% NA NA NA 35%
MEDIA
2.12 Percentage of consumers who watch/listen to TV or radio programmes on consumer issues* 61% NA NA NA 55%
2.13 Percentage of consumers who have changed their behaviour as a result of a media story* 38% 55% 55% NA 41%
SUSTAINABLE CONSUMPTION
2.14 Percentage of consumers whose purchases were influenced by their environmental impact* 28% 36% NA NA 29%
CONSUMER ORGANISATIONS & INFORMATION
2.15 Percentage of consumers who trust consumer organisations to protect their rights as a consumer* 68% 70% 60% 51% 72%
2.16 Difference between trust in consumer organisations and trust in public authorities* 16% 1% 5% 8% 10%
2.17 National public funding to consumer organisations - (in € per 1,000 inhabitants) total executed in 2010*** 74 58 NA NA NA

Italy has experienced a significant decrease in its Consumer Conditions Index, 66
(in 2010) to 57 (in 2011).

In Italy the prevalence of unfair commercial practices seems to be quite limited
considering that it has the lowest EU percentage of consumers who came across
fraudulent advertisements/offers (13%) or exaggerated environmental claims
(219%).

Product recall affected only 10% of consumers, the lowest percentage in the EU.

Flash Eurobarometer 332 - Consumer attitudes towards cross-border trade and consumer protection, 2011.
Flash Eurobarometer 331 - Retailers’ attitudes towards cross-border trade and consumer protection, 2011.

Compared to other EU countries, a smaller percentage of Italian retailers (56 %)
know where to find or get information and advice about consumer legislation
(lowest percentage in the EU).

As in 2010, only 3% of retailers have used ADR mechanisms (the lowest percent-
age in the EU).

Information provided by Member States.
Rapex annual report 2011
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Latvia
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Consumer Conditions Index

Percentage of consumers who feel adequately protected by existing measures*

ENFORCEMENT

Percentage of consumers who trust public authorities to protect their rights as a consumer*

Percentage of consumers who trust sellers/providers to respect their rights as a consumer*

Percentage of consumers who came across misleading or deceptive advertisements/offers*

Percentage of consumers who came across fraudulent advertisements/offers*

Percentage of retailers who came across misleading or deceptive advertisements/offers made by competitors**
Percentage of retailers who came across fraudulent advertisements/offers made by competitors**
Sweep on online tickets for cultural & sporting events - % of sites which comply with EU consumer law***
Sweep on consumer credit —% of sites flagged for further investigation***

PRODUCT SAFETY

Number of RAPEX notifications under article 12 - serious risk notifications****

Percentage of consumers who think a significant number of non-food products are unsafe*

Percentage of retailers who think a significant number of non-food products are unsafe**

Percentage of retailers whose products were checked by authorities**

Percentage of retailers whose products have been recalled or withdrawn**

Percentage of consumers who have been personally affected by a product recall*

Percentage of retailers who carried out tests to make sure that any of the products they were selling were safe**
Percentage of retailers who have received consumer complaints about the safety of their products**
RETAILERS’ AWARENESS OF CONSUMER LEGISLATION

Percentage of retailers who know where to find or get information and advice about consumer legislation**
Percentage of distance sellers who know the length of the “cooling-off” period for distant sales**
Percentage of retailers who know the legal period to have a defective product repaired**

CONSUMER EMPOWERMENT

PROBLEMS AND COMPLAINTS

Percentage of consumers who have encountered problems when buying something*

Percentage of consumers who made a complaint to a seller/provider/manufacturer*

Percentage of consumers who felt they had a reason to complain, but didn’t*

Percentage of consumers who were satisfied with complaint handling*

Percentage of consumers who took no further action after unsatisfactory complaint handling*

REDRESS

Percentage of consumers who find it easy to resolve disputes with sellers/providers through ADR*

Percentage of consumers who find it easy to resolve disputes with sellers/providers through courts*
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22%
11%
50%
63%
71%

24%
19%

Previous results

2009
49
31%

40%
56%
33%
21%
21%
22%

NA

NA

16
36%
17%
34%
4%
5%
25%
10%

84%
35%
29%

22%
13%
41%
51%
43%

22%
18%

2008
54
35%

59%
55%
27%
17%
NA
NA
NA
NA

13
28%
32%
52%
11%

6%
45%
35%

81%
NA
NA

8%
5%
38%
39%
70%

32%
26%

EU averages
2011

EU27
62
58%

62%
65%
46%
29%
31%
23%
88%
70%

NA
25%
17%
50%
13%
18%
47 %
17%

71%
29%
27%

16%
14%
20%
58%
45%

52%
38%



Latvia Previous results EU averages

2011
2011 2010 2009 2008 EU27
2.8 Percentage of retailers who have used ADR mechanisms** 13% 12% 3% 13% 10%
CONSUMERS’ AWARENESS OF THEIR RIGHTS
2.9 Percentage of consumers who know of cooling-off period in distance selling* 68% NA NA NA 70%
2.10 Percentage of consumers who know the legal period to have a defective product repaired or replaced* 54% NA NA NA 51%
2.11 Percentage of consumers who know their rights in case of unsolicited selling* 34% NA NA NA 35%
MEDIA
2.12 Percentage of consumers who watch/listen to TV or radio programmes on consumer issues* 499% NA NA NA 55%
2.13 Percentage of consumers who have changed their behaviour as a result of a media story* 42% 35% 30% NA 41%
SUSTAINABLE CONSUMPTION
2.14 Percentage of consumers whose purchases were influenced by their environmental impact* 27% 25% NA NA 29%
CONSUMER ORGANISATIONS & INFORMATION
2.15 Percentage of consumers who trust consumer organisations to protect their rights as a consumer* 71% 61% 51% 58% 72%
2.16 Difference between trust in consumer organisations and trust in public authorities* 7% 4% 11% -1% 10%
2.17 National public funding to consumer organisations - (in € per 1,000 inhabitants) total executed in 2010*** 1 NA NA NA NA

Latvia has experienced an increase in its Consumer Conditions Index, from 54 (in
2010) to 59 (in 2011).

Latvia has the second lowest EU percentage of consumes who came across mis-
leading or deceptive advertisements/offers (33 9%).

In Latvia, the sweep on the online sale of tickets for cultural and sporting events
has revealed that, after the follow-up enforcement actions taken by authorities,
all the sites checked were in compliance with EU consumer legislation.

Flash Eurobarometer 332 - Consumer attitudes towards cross-border trade and consumer protection, 2011.
Flash Eurobarometer 331 - Retailers’ attitudes towards cross-border trade and consumer protection, 2011.

The percentage of consumers who have made a complaint to a seller/provider
was 10% (the second lowest in the EU). Consumer empowerment seems low,
since as many as 41 % of consumers did not complain despite having a reason to
do so, the second highest in the EU. In addition, when not satisfied with the way
their complaint was handled most consumers give up and take no further action
(739% of consumers — the highest in the EU).

Information provided by Member States.
Rapex annual report 2011
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Lithuania
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Consumer Conditions Index

Percentage of consumers who feel adequately protected by existing measures*

ENFORCEMENT

Percentage of consumers who trust public authorities to protect their rights as a consumer*

Percentage of consumers who trust sellers/providers to respect their rights as a consumer*

Percentage of consumers who came across misleading or deceptive advertisements/offers*

Percentage of consumers who came across fraudulent advertisements/offers*

Percentage of retailers who came across misleading or deceptive advertisements/offers made by competitors**
Percentage of retailers who came across fraudulent advertisements/offers made by competitors**
Sweep on online tickets for cultural & sporting events - % of sites which comply with EU consumer law***
Sweep on consumer credit —% of sites flagged for further investigation***

PRODUCT SAFETY

Number of RAPEX notifications under article 12 - serious risk notifications****

Percentage of consumers who think a significant number of non-food products are unsafe*

Percentage of retailers who think a significant number of non-food products are unsafe**

Percentage of retailers whose products were checked by authorities**

Percentage of retailers whose products have been recalled or withdrawn**

Percentage of consumers who have been personally affected by a product recall*

Percentage of retailers who carried out tests to make sure that any of the products they were selling were safe**
Percentage of retailers who have received consumer complaints about the safety of their products**
RETAILERS’ AWARENESS OF CONSUMER LEGISLATION

Percentage of retailers who know where to find or get information and advice about consumer legislation**
Percentage of distance sellers who know the length of the “cooling-off” period for distant sales**
Percentage of retailers who know the legal period to have a defective product repaired**

CONSUMER EMPOWERMENT

PROBLEMS AND COMPLAINTS

Percentage of consumers who have encountered problems when buying something*

Percentage of consumers who made a complaint to a seller/provider/manufacturer*

Percentage of consumers who felt they had a reason to complain, but didn’t*

Percentage of consumers who were satisfied with complaint handling*

Percentage of consumers who took no further action after unsatisfactory complaint handling*

REDRESS

Percentage of consumers who find it easy to resolve disputes with sellers/providers through ADR*

Percentage of consumers who find it easy to resolve disputes with sellers/providers through courts*
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2011
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39%

39%
58%
35%
30%
48%
37%
100%
60%

20
36%
18%
47 %
10%
30%
27%
21%

62%
5%
14%

16%
11%
33%
39%
56%

41%
26%

2010
49
33%

37%
45%
35%
28%
47 %
43%
60%

NA

44
32%
17%
34%

8%
25%
36%
34%

84%
3%
13%

21%
12%
43%
62%
64%

33%
18%

Previous results

2009
44
30%

25%
42%
37%
29%
51%
46%

NA

NA

27
31%
14%
30%

9%
7%
46%
44%

69%
10%
17%

13%

6%
539%
62%
49%

24%
12%

2008
48
25%

37%
35%
24%
20%
NA
NA
NA
NA

35
27%
16%
55%
27%

7%
31%
35%

75%
NA
NA

11%

6%
45%
49%
66%

23%
17%

EU averages
2011

EU27
62
58%

62%
65%
46%
29%
31%
23%
88%
70%

NA
25%
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50%
13%
18%
47 %
17%

71%
29%
27%

16%
14%
20%
58%
45%

52%
38%



EU averages

Lithuania Previous results 2011
2011 2010 2009 2008 EU27
2.8 Percentage of retailers who have used ADR mechanisms** 13% 12% 5% 16% 10%
CONSUMERS’ AWARENESS OF THEIR RIGHTS
2.9 Percentage of consumers who know of cooling-off period in distance selling* 75% NA NA NA 70%
2.10 Percentage of consumers who know the legal period to have a defective product repaired or replaced* 35% NA NA NA 51%
2.11 Percentage of consumers who know their rights in case of unsolicited selling* 29% NA NA NA 35%
MEDIA
2.12 Percentage of consumers who watch/listen to TV or radio programmes on consumer issues* 549% NA NA NA 55%
2.13 Percentage of consumers who have changed their behaviour as a result of a media story* 42% 42% 34% NA 41%
SUSTAINABLE CONSUMPTION
2.14 Percentage of consumers whose purchases were influenced by their environmental impact* 19% 18% NA NA 29%
CONSUMER ORGANISATIONS & INFORMATION
2.15 Percentage of consumers who trust consumer organisations to protect their rights as a consumer* 56% 49% 43% 42% 72%
2.16 Difference between trust in consumer organisations and trust in public authorities* 17% 13% 18% 5% 10%
2.17 National public funding to consumer organisations - (in € per 1,000 inhabitants) total executed in 2010*** 5 9 NA NA NA

Lithuania has experienced a slight increase in its Consumer Conditions Index,
from 49 (in 2010) to 52 (in 2011).

However, trust in public authorities to protect the rights of consumers is reported
by only 39% of consumers, the second lowest EU percentage.

In Lithuania the sweep on the online sale of tickets for cultural and sporting
events has revealed that, after the follow-up enforcement actions taken by au-
thorities, all the sites checked were in compliance with EU consumer legislation.

Flash Eurobarometer 332 - Consumer attitudes towards cross-border trade and consumer protection, 2011.
Flash Eurobarometer 331 - Retailers’ attitudes towards cross-border trade and consumer protection, 2011.

Compared to other EU countries, a smaller percentage of Lithuanian retailers
(629%) know where to find or get information and advice about consumer leg-
islation (lowest percentage in the EU). Lithuania also has the second lowest EU
percentage of consumers who know the legal period for returning a defective
product - 35%.

Lithuania has the second lowest percentage of consumers who were satisfied
with complaint handling (399%).

The environmental impact of purchases influenced only 19% of consumers, the
lowest in the EU.

Information provided by Member States.
Rapex annual report 2011
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Consumer Conditions Index

Percentage of consumers who feel adequately protected by existing measures*

ENFORCEMENT

Percentage of consumers who trust public authorities to protect their rights as a consumer*

Percentage of consumers who trust sellers/providers to respect their rights as a consumer*

Percentage of consumers who came across misleading or deceptive advertisements/offers*

Percentage of consumers who came across fraudulent advertisements/offers*

Percentage of retailers who came across misleading or deceptive advertisements/offers made by competitors**
Percentage of retailers who came across fraudulent advertisements/offers made by competitors**
Sweep on online tickets for cultural & sporting events - % of sites which comply with EU consumer law***
Sweep on consumer credit —% of sites flagged for further investigation***

PRODUCT SAFETY

Number of RAPEX notifications under article 12 - serious risk notifications****

Percentage of consumers who think a significant number of non-food products are unsafe*

Percentage of retailers who think a significant number of non-food products are unsafe**

Percentage of retailers whose products were checked by authorities**

Percentage of retailers whose products have been recalled or withdrawn**

Percentage of consumers who have been personally affected by a product recall*

Percentage of retailers who carried out tests to make sure that any of the products they were selling were safe**
Percentage of retailers who have received consumer complaints about the safety of their products**
RETAILERS’ AWARENESS OF CONSUMER LEGISLATION

Percentage of retailers who know where to find or get information and advice about consumer legislation**
Percentage of distance sellers who know the length of the “cooling-off” period for distant sales**
Percentage of retailers who know the legal period to have a defective product repaired**

CONSUMER EMPOWERMENT

PROBLEMS AND COMPLAINTS

Percentage of consumers who have encountered problems when buying something*

Percentage of consumers who made a complaint to a seller/provider/manufacturer*

Percentage of consumers who felt they had a reason to complain, but didn’t*

Percentage of consumers who were satisfied with complaint handling*

Percentage of consumers who took no further action after unsatisfactory complaint handling*

REDRESS

Percentage of consumers who find it easy to resolve disputes with sellers/providers through ADR*

Percentage of consumers who find it easy to resolve disputes with sellers/providers through courts*
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80%
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32%
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60%

13%
7%
41%
7%
18%
44%
9%

82%
20%
34%

15%
13%
15%
77 %
14%

67%
48%

2010
70
71%

78%
85%
41%
31%
17%
15%
17%

NA

9%
16%
20%

6%
18%
29%
18%

84%
22%
45%

11%
10%

7%
69%
34%

52%
35%

Previous results

2009
68
74%

75%
76%
44%
31%
17%
15%

NA

NA

11%
11%
31%

5%
15%
34%

3%

91%
12%
21%

9%
8%
11%
56%
46%

53%
31%

2008
63
60%

60%
73%
29%
14%
NA
NA
NA
NA

9%

5%
73%
45%
14%
56%
20%

56%
NA
NA

13%

8%
38%
45%
40%

48%
19%

EU averages
2011
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62
58%

62%
65%
46%
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23%
88%
70%

NA
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52%
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Luxem- . EU averages
Previous results

bourg 2011
2011 2010 2009 2008 EU27
2.8 Percentage of retailers who have used ADR mechanisms** 7% 10% 7% 19% 10%
CONSUMERS’ AWARENESS OF THEIR RIGHTS
2.9 Percentage of consumers who know of cooling-off period in distance selling* 60% NA NA NA 70%
2.10 Percentage of consumers who know the legal period to have a defective product repaired or replaced* 50% NA NA NA 51%
2.11 Percentage of consumers who know their rights in case of unsolicited selling* 24% NA NA NA 35%
MEDIA
2.12 Percentage of consumers who watch/listen to TV or radio programmes on consumer issues* 53% NA NA NA 55%
2.13 Percentage of consumers who have changed their behaviour as a result of a media story* 38% 28% 27% NA 41%
SUSTAINABLE CONSUMPTION
2.14 Percentage of consumers whose purchases were influenced by their environmental impact* 38% 37% NA NA 29%
CONSUMER ORGANISATIONS & INFORMATION
2.15 Percentage of consumers who trust consumer organisations to protect their rights as a consumer* 78% 75% 70% 69% 72%
2.16 Difference between trust in consumer organisations and trust in public authorities* -2% -3% -5% 9% 10%
2.17 National public funding to consumer organisations - (in € per 1,000 inhabitants) total executed in 2010*** 2,048 2,112 NA NA NA

Luxembourg has experienced an increase in its Consumer Conditions Index, from
70 (in 2010) to 74 (in 2011).

Luxembourg has the highest EU percentage of consumers who trust public au-
thorities to protect their rights as consumers (809%) and the second highest per-
centage of those who trust sellers/providers to respect their rights (83 %).

In Luxembourg, the prevalence of unfair commercial practices seems to be quite
limited considering that it has the lowest EU percentage of consumers who came
across misleading or deceptive advertisements/offers (32 %) and the second low-
est percentage of consumers who came across fraudulent advertisements/offers
or exaggerated environmental claims (both 229%).

The sweep on the online sale of tickets for cultural and sporting events has re-
vealed that, after the follow-up enforcement actions taken by authorities, all the
sites checked were in compliance with EU consumer legislation.

Flash Eurobarometer 332 — Consumer attitudes towards cross-border trade and consumer protection, 2011.
Flash Eurobarometer 331 - Retailers’ attitudes towards cross-border trade and consumer protection, 2011.
Information provided by Member States.

Rapex annual report 2011

Luxembourg authorities made only 9 RAPEX notifications on products posing a
serious risk to the health and safety, the lowest number in the EU.

The percentage of retailers who have received complaints about the safety of
their products was only 7 9%, the lowest in the EU.

As many as 82 % of retailers answered that they know where to find or get infor-
mation and advice about consumer legislation, the second highest in the EU.

As in 2010, Luxembourg had the highest EU percentage of consumers who were
satisfied with complaint handling (77 %). The percentage of consumers who took
no further action after unsatisfactory complaint handling was 14% (by far the
lowest in the EU), which can be interpreted as a sign of consumer empowerment.

The percentages of consumers who find it easy to resolve disputes through ADR
(679%) and through courts (489%) are, respectively, the highest and the second
highest in the EU.

National public funding to consumer organisations is the highest in the EU
(2,520 € per 1,000 inhabitants).
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CONSUMER CONDITIONS SCOREBOARD 7TH EDITION

Consumer Conditions Index

Percentage of consumers who feel adequately protected by existing measures*

ENFORCEMENT

Percentage of consumers who trust public authorities to protect their rights as a consumer*

Percentage of consumers who trust sellers/providers to respect their rights as a consumer*

Percentage of consumers who came across misleading or deceptive advertisements/offers*

Percentage of consumers who came across fraudulent advertisements/offers*

Percentage of retailers who came across misleading or deceptive advertisements/offers made by competitors**
Percentage of retailers who came across fraudulent advertisements/offers made by competitors**
Sweep on online tickets for cultural & sporting events - % of sites which comply with EU consumer law***
Sweep on consumer credit —% of sites flagged for further investigation***

PRODUCT SAFETY

Number of RAPEX notifications under article 12 - serious risk notifications****

Percentage of consumers who think a significant number of non-food products are unsafe*

Percentage of retailers who think a significant number of non-food products are unsafe**

Percentage of retailers whose products were checked by authorities**

Percentage of retailers whose products have been recalled or withdrawn**

Percentage of consumers who have been personally affected by a product recall*

Percentage of retailers who carried out tests to make sure that any of the products they were selling were safe**
Percentage of retailers who have received consumer complaints about the safety of their products**
RETAILERS’ AWARENESS OF CONSUMER LEGISLATION

Percentage of retailers who know where to find or get information and advice about consumer legislation**
Percentage of distance sellers who know the length of the “cooling-off” period for distant sales**
Percentage of retailers who know the legal period to have a defective product repaired**

CONSUMER EMPOWERMENT

PROBLEMS AND COMPLAINTS

Percentage of consumers who have encountered problems when buying something*

Percentage of consumers who made a complaint to a seller/provider/manufacturer*

Percentage of consumers who felt they had a reason to complain, but didn’t*

Percentage of consumers who were satisfied with complaint handling*

Percentage of consumers who took no further action after unsatisfactory complaint handling*

REDRESS

Percentage of consumers who find it easy to resolve disputes with sellers/providers through ADR*

Percentage of consumers who find it easy to resolve disputes with sellers/providers through courts*
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46%
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41%
26%
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10%
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32%
41%
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22%
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58
49%

69%
49%
39%
20%
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18%
17%

NA
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11%
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16%
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20%
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43%
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45%
45%
25%
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NA

NA

14
20%
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41%
10%
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46%
14%

82%
24%
26%

19%
15%
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15%

2008
61
52%

65%
58%
25%
21%
NA
NA
NA
NA

8%
6%
47 %
15%
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11%

76%
NA
NA

18%
17%

6%
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44%

31%
17%

EU averages
2011
EU27
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Malta Previous results AU veEEs

2011
2011 2010 2009 2008 EU27
2.8 Percentage of retailers who have used ADR mechanisms** 12% 5% 16% 32% 10%
CONSUMERS’ AWARENESS OF THEIR RIGHTS
2.9 Percentage of consumers who know of cooling-off period in distance selling* 55% NA NA NA 70%
2.10 Percentage of consumers who know the legal period to have a defective product repaired or replaced* 67 % NA NA NA 51%
2.11 Percentage of consumers who know their rights in case of unsolicited selling* 31% NA NA NA 35%
MEDIA
2.12 Percentage of consumers who watch/listen to TV or radio programmes on consumer issues* 55% NA NA NA 55%
2.13 Percentage of consumers who have changed their behaviour as a result of a media story* 37% 43% 39% NA 41%
SUSTAINABLE CONSUMPTION
2.14 Percentage of consumers whose purchases were influenced by their environmental impact* 30% 48% NA NA 29%
CONSUMER ORGANISATIONS & INFORMATION
2.15 Percentage of consumers who trust consumer organisations to protect their rights as a consumer* 68% 66% 62% 64% 72%
2.16 Difference between trust in consumer organisations and trust in public authorities* -2% -4% 0% -1% 10%
2.17 National public funding to consumer organisations - (in € per 1,000 inhabitants) total executed in 2010*** 23 9 NA NA NA

Malta has experienced a slight increase in its Consumer Conditions Index, from
58 (in 2010) to 60 (in 2011).

In Malta, the sweep on the online sale of tickets for cultural and sporting events
has revealed that, after the follow-up enforcement actions taken by authorities,
only a third (33 %) of the sites checked were compliant with EU consumer legisla-
tion (lowest EU percentage). In addition, the sweep on consumer credit revealed
that all sites checked had to be flagged for further investigation.

Flash Eurobarometer 332 - Consumer attitudes towards cross-border trade and consumer protection, 2011.
Flash Eurobarometer 331 - Retailers’ attitudes towards cross-border trade and consumer protection, 2011.

Consumer empowerment seems to be high, as only 12% of consumers who had
a reason to complain did not do so, second lowest in the EU. At the same time,
Malta has the lowest EU percentage of consumers satisfied with complaint han-
dling (38%). This figure is consistent with 2010 result.

Information provided by Member States.
Rapex annual report 2011
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Netherlands
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Consumer Conditions Index

Percentage of consumers who feel adequately protected by existing measures*

ENFORCEMENT

Percentage of consumers who trust public authorities to protect their rights as a consumer*

Percentage of consumers who trust sellers/providers to respect their rights as a consumer*

Percentage of consumers who came across misleading or deceptive advertisements/offers*

Percentage of consumers who came across fraudulent advertisements/offers*

Percentage of retailers who came across misleading or deceptive advertisements/offers made by competitors**
Percentage of retailers who came across fraudulent advertisements/offers made by competitors**
Sweep on online tickets for cultural & sporting events - % of sites which comply with EU consumer law***
Sweep on consumer credit —% of sites flagged for further investigation***

PRODUCT SAFETY

Number of RAPEX notifications under article 12 - serious risk notifications****

Percentage of consumers who think a significant number of non-food products are unsafe*

Percentage of retailers who think a significant number of non-food products are unsafe**

Percentage of retailers whose products were checked by authorities**

Percentage of retailers whose products have been recalled or withdrawn**

Percentage of consumers who have been personally affected by a product recall*

Percentage of retailers who carried out tests to make sure that any of the products they were selling were safe**
Percentage of retailers who have received consumer complaints about the safety of their products**
RETAILERS’ AWARENESS OF CONSUMER LEGISLATION

Percentage of retailers who know where to find or get information and advice about consumer legislation**
Percentage of distance sellers who know the length of the “cooling-off” period for distant sales**
Percentage of retailers who know the legal period to have a defective product repaired**

CONSUMER EMPOWERMENT

PROBLEMS AND COMPLAINTS

Percentage of consumers who have encountered problems when buying something*

Percentage of consumers who made a complaint to a seller/provider/manufacturer*

Percentage of consumers who felt they had a reason to complain, but didn’t*

Percentage of consumers who were satisfied with complaint handling*

Percentage of consumers who took no further action after unsatisfactory complaint handling*

REDRESS

Percentage of consumers who find it easy to resolve disputes with sellers/providers through ADR*

Percentage of consumers who find it easy to resolve disputes with sellers/providers through courts*
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28%
21%
10%
0%
NA

38
6%
8%

38%
17%
15%
45%
20%

82%
10%
13%

14%
12%
13%
56%
51%

51%
34%

Previous results
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69%
50%
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EU averages
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Nether- EU averages

Previous results

lands 2011
2011 2010 2009 2008 EU27
2.8 Percentage of retailers who have used ADR mechanisms** 8% 7% 13% 11% 10%
CONSUMERS’ AWARENESS OF THEIR RIGHTS
2.9 Percentage of consumers who know of cooling-off period in distance selling* 79% NA NA NA 70%
2.10 Percentage of consumers who know the legal period to have a defective product repaired or replaced* 45% NA NA NA 51%
2.11 Percentage of consumers who know their rights in case of unsolicited selling* 29% NA NA NA 35%
MEDIA
2.12 Percentage of consumers who watch/listen to TV or radio programmes on consumer issues* 63% NA NA NA 55%
2.13 Percentage of consumers who have changed their behaviour as a result of a media story* 36% 36% 27% NA 41%
SUSTAINABLE CONSUMPTION
2.14 Percentage of consumers whose purchases were influenced by their environmental impact* 40% 39% NA NA 29%
CONSUMER ORGANISATIONS & INFORMATION
2.15 Percentage of consumers who trust consumer organisations to protect their rights as a consumer* 83% 76% 74% 87% 72%
2.16 Difference between trust in consumer organisations and trust in public authorities* 13% 9% 11% 18% 10%
2.17 National public funding to consumer organisations - (in € per 1,000 inhabitants) total executed in 2010*** 49 26 NA NA NA

The Netherlands has experienced an increase in its Consumer Conditions Index,
from 66 (in 2010) to 69 (in 2011).

As many as 839% of Dutch consumers trust consumer organisations to protect
their rights, the second highest in the EU.

Flash Eurobarometer 332 - Consumer attitudes towards cross-border trade and consumer protection, 2011.
Flash Eurobarometer 331 - Retailers’ attitudes towards cross-border trade and consumer protection, 2011.

The Netherlands has the lowest EU percentage of retailers who came across
misleading or deceptive (6%) and fraudulent advertisements/offers (15 %).

Only 7% of consumers consider that a significant number of products are un-
safe, the second lowest percentage in the EU. This figure is consistent with 2010
result.

Information provided by Member States.
Rapex annual report 2011
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Poland
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Consumer Conditions Index

Percentage of consumers who feel adequately protected by existing measures*

ENFORCEMENT

Percentage of consumers who trust public authorities to protect their rights as a consumer*

Percentage of consumers who trust sellers/providers to respect their rights as a consumer*

Percentage of consumers who came across misleading or deceptive advertisements/offers*

Percentage of consumers who came across fraudulent advertisements/offers*

Percentage of retailers who came across misleading or deceptive advertisements/offers made by competitors**
Percentage of retailers who came across fraudulent advertisements/offers made by competitors**
Sweep on online tickets for cultural & sporting events - % of sites which comply with EU consumer law***
Sweep on consumer credit —% of sites flagged for further investigation***

PRODUCT SAFETY

Number of RAPEX notifications under article 12 - serious risk notifications****

Percentage of consumers who think a significant number of non-food products are unsafe*

Percentage of retailers who think a significant number of non-food products are unsafe**

Percentage of retailers whose products were checked by authorities**

Percentage of retailers whose products have been recalled or withdrawn**

Percentage of consumers who have been personally affected by a product recall*

Percentage of retailers who carried out tests to make sure that any of the products they were selling were safe**
Percentage of retailers who have received consumer complaints about the safety of their products**
RETAILERS’ AWARENESS OF CONSUMER LEGISLATION

Percentage of retailers who know where to find or get information and advice about consumer legislation**
Percentage of distance sellers who know the length of the “cooling-off” period for distant sales**
Percentage of retailers who know the legal period to have a defective product repaired**

CONSUMER EMPOWERMENT

PROBLEMS AND COMPLAINTS

Percentage of consumers who have encountered problems when buying something*

Percentage of consumers who made a complaint to a seller/provider/manufacturer*

Percentage of consumers who felt they had a reason to complain, but didn’t*

Percentage of consumers who were satisfied with complaint handling*

Percentage of consumers who took no further action after unsatisfactory complaint handling*

REDRESS

Percentage of consumers who find it easy to resolve disputes with sellers/providers through ADR*

Percentage of consumers who find it easy to resolve disputes with sellers/providers through courts*
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EU averages

Poland Previous results 2011
2011 2010 2009 2008 EU27
2.8 Percentage of retailers who have used ADR mechanisms** 7% 7% 7% 16% 10%
CONSUMERS’ AWARENESS OF THEIR RIGHTS
2.9 Percentage of consumers who know of cooling-off period in distance selling* 79% NA NA NA 70%
2.10 Percentage of consumers who know the legal period to have a defective product repaired or replaced* 41% NA NA NA 51%
2.11 Percentage of consumers who know their rights in case of unsolicited selling* 39% NA NA NA 35%
MEDIA
2.12 Percentage of consumers who watch/listen to TV or radio programmes on consumer issues* 40% NA NA NA 55%
2.13 Percentage of consumers who have changed their behaviour as a result of a media story* 38% 38% 39% NA 41%
SUSTAINABLE CONSUMPTION
2.14 Percentage of consumers whose purchases were influenced by their environmental impact* 28% 27% NA NA 29%
CONSUMER ORGANISATIONS & INFORMATION
2.15 Percentage of consumers who trust consumer organisations to protect their rights as a consumer* 66% 55% 48% 51% 72%
2.16 Difference between trust in consumer organisations and trust in public authorities* 13% 10% 12% 12% 10%
2.17 National public funding to consumer organisations - (in € per 1,000 inhabitants) total executed in 2010*** 10 11 NA NA NA

Poland had a stable Consumer Conditions Index: 55 (in 2010 and 2011).

Poland has the highest EU percentage of retailers have encountered advertise-
ments/offers in the market which are fraudulent (41 %).

Flash Eurobarometer 332 - Consumer attitudes towards cross-border trade and consumer protection, 2011.
Flash Eurobarometer 331 - Retailers’ attitudes towards cross-border trade and consumer protection, 2011.

40% of Polish consumers watch/listen to TV or radio programmes on consumer
issues, the lowest in the EU.

Information provided by Member States.
Rapex annual report 2011
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Portugal
Portugal Previous results EU az\ge{ilges
2011 2010 2009 2008 EU27
Consumer Conditions Index 57 57 55 50 62
Percentage of consumers who feel adequately protected by existing measures* 54% 539% 53% 35% 58%
1 ENFORCEMENT
1.1 Percentage of consumers who trust public authorities to protect their rights as a consumer* 56% 55% 58% 39% 62%
1.2 Percentage of consumers who trust sellers/providers to respect their rights as a consumer* 58% 53% 46% 39% 65%
1.3 Percentage of consumers who came across misleading or deceptive advertisements/offers* 42% 34% 52% 27% 46%
1.4 Percentage of consumers who came across fraudulent advertisements/offers* 24% 20% 36% 16% 29%
1.5 Percentage of retailers who came across misleading or deceptive advertisements/offers made by competitors** 32% 28% 40% NA 31%
1.6 Percentage of retailers who came across fraudulent advertisements/offers made by competitors** 27% 27% 29% NA 23%
1.7 Sweep on online tickets for cultural & sporting events - 9% of sites which comply with EU consumer law*** 100% 85% NA NA 88%
1.8 Sweep on consumer credit —% of sites flagged for further investigation*** 35% NA NA NA 70%
PRODUCT SAFETY
1.9 Number of RAPEX notifications under article 12 - serious risk notifications**** 54 39 33 17 NA
1.10 Percentage of consumers who think a significant number of non-food products are unsafe* 35% 17% 27% 17% 25%
1.11 Percentage of retailers who think a significant number of non-food products are unsafe** 26% 12% 14% 16% 17%
1.12 Percentage of retailers whose products were checked by authorities** 55% 14% 20% 48% 50%
1.13 Percentage of retailers whose products have been recalled or withdrawn** 8% 4% 5% 20% 13%
1.14 Percentage of consumers who have been personally affected by a product recall* 14% 12% 3% 4% 18%
1.15 Percentage of retailers who carried out tests to make sure that any of the products they were selling were safe** 539% 14% 43% 40% 47 %
1.16 Percentage of retailers who have received consumer complaints about the safety of their products** 18% 23% 13% 16% 17%
RETAILERS’ AWARENESS OF CONSUMER LEGISLATION
1.17 Percentage of retailers who know where to find or get information and advice about consumer legislation** 73% 954% 954% 79% 71%
1.18 Percentage of distance sellers who know the length of the “cooling-off” period for distant sales** 4% 2% 4% NA 29%
1.19 Percentage of retailers who know the legal period to have a defective product repaired** 34% 19% 35% NA 27%
2 CONSUMER EMPOWERMENT
PROBLEMS AND COMPLAINTS
2.1 Percentage of consumers who have encountered problems when buying something* 12% 12% 12% 8% 16%
2.2 Percentage of consumers who made a complaint to a seller/provider/manufacturer* 10% 10% 10% 5% 14%
2.3 Percentage of consumers who felt they had a reason to complain, but didn’t* 17% 16% 17% 38% 20%
2.4 Percentage of consumers who were satisfied with complaint handling* 55% 53% 65% 54% 58%
2.5 Percentage of consumers who took no further action after unsatisfactory complaint handling* 37% 48% 41% 48% 45%
REDRESS
2.6 Percentage of consumers who find it easy to resolve disputes with sellers/providers through ADR* 45% 32% 32% 19% 52%

2.7 Percentage of consumers who find it easy to resolve disputes with sellers/providers through courts* 25% 15% 13% 14% 38%



EU averages

Portugal Previous results 2011
2011 2010 2009 2008 EU27
2.8 Percentage of retailers who have used ADR mechanisms** 13% 8% 10% 19% 10%
CONSUMERS’ AWARENESS OF THEIR RIGHTS
2.9 Percentage of consumers who know of cooling-off period in distance selling* 41% NA NA NA 70%
2.10 Percentage of consumers who know the legal period to have a defective product repaired or replaced* 64% NA NA NA 51%
2.11 Percentage of consumers who know their rights in case of unsolicited selling* 22% NA NA NA 35%
MEDIA
2.12 Percentage of consumers who watch/listen to TV or radio programmes on consumer issues* 64% NA NA NA 55%
2.13 Percentage of consumers who have changed their behaviour as a result of a media story* 40% 24% 31% NA 41%
SUSTAINABLE CONSUMPTION
2.14 Percentage of consumers whose purchases were influenced by their environmental impact* 24% 40% NA NA 29%
CONSUMER ORGANISATIONS & INFORMATION
2.15 Percentage of consumers who trust consumer organisations to protect their rights as a consumer* 69% 64% 68% 46% 72%
2.16 Difference between trust in consumer organisations and trust in public authorities* 13% 9% 10% 7% 10%
2.17 National public funding to consumer organisations - (in € per 1,000 inhabitants) total executed in 2010*** 21 2 NA NA NA

Portugal had a stable Consumer Conditions Index: 57 (in 2010 and 2011).

In Portugal, the sweep on the online sale of tickets for cultural and sporting
events has revealed that, after the follow-up enforcement actions taken by au-
thorities, all the sites checked were in compliance with EU consumer legislation.

Portugal has the second lowest percentage of consumers who encountered prob-
lems when buying something (12 %) and who have made a complaint to a seller/
provider (109%).

Flash Eurobarometer 332 - Consumer attitudes towards cross-border trade and consumer protection, 2011.
Flash Eurobarometer 331 - Retailers’ attitudes towards cross-border trade and consumer protection, 2011.

The percentages of retailers (4%) and consumers (419%) who managed to cor-
rectly reply to the question on the “cooling-off” period for distant sales are the
second lowest in the EU. In addition, only 22% of consumers know their rights in
case of unsolicited selling, the second lowest in the EU.

Information provided by Member States.
Rapex annual report 2011
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Consumer Conditions Index

Percentage of consumers who feel adequately protected by existing measures*

ENFORCEMENT

Percentage of consumers who trust public authorities to protect their rights as a consumer*

Percentage of consumers who trust sellers/providers to respect their rights as a consumer*

Percentage of consumers who came across misleading or deceptive advertisements/offers*

Percentage of consumers who came across fraudulent advertisements/offers*

Percentage of retailers who came across misleading or deceptive advertisements/offers made by competitors**
Percentage of retailers who came across fraudulent advertisements/offers made by competitors**
Sweep on online tickets for cultural & sporting events - % of sites which comply with EU consumer law***
Sweep on consumer credit —% of sites flagged for further investigation***

PRODUCT SAFETY

Number of RAPEX notifications under article 12 - serious risk notifications****

Percentage of consumers who think a significant number of non-food products are unsafe*

Percentage of retailers who think a significant number of non-food products are unsafe**

Percentage of retailers whose products were checked by authorities**

Percentage of retailers whose products have been recalled or withdrawn**

Percentage of consumers who have been personally affected by a product recall*

Percentage of retailers who carried out tests to make sure that any of the products they were selling were safe**
Percentage of retailers who have received consumer complaints about the safety of their products**
RETAILERS’ AWARENESS OF CONSUMER LEGISLATION

Percentage of retailers who know where to find or get information and advice about consumer legislation**
Percentage of distance sellers who know the length of the “cooling-off” period for distant sales**
Percentage of retailers who know the legal period to have a defective product repaired**

CONSUMER EMPOWERMENT

PROBLEMS AND COMPLAINTS

Percentage of consumers who have encountered problems when buying something*

Percentage of consumers who made a complaint to a seller/provider/manufacturer*

Percentage of consumers who felt they had a reason to complain, but didn’t*

Percentage of consumers who were satisfied with complaint handling*

Percentage of consumers who took no further action after unsatisfactory complaint handling*

REDRESS

Percentage of consumers who find it easy to resolve disputes with sellers/providers through ADR*

Percentage of consumers who find it easy to resolve disputes with sellers/providers through courts*
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EU averages

Romania Previous results 2011
2011 2010 2009 2008 EU27
2.8 Percentage of retailers who have used ADR mechanisms** 9% 15% 6% 14% 10%
CONSUMERS’ AWARENESS OF THEIR RIGHTS
2.9 Percentage of consumers who know of cooling-off period in distance selling* 48% NA NA NA 70%
2.10 Percentage of consumers who know the legal period to have a defective product repaired or replaced* 47 % NA NA NA 51%
2.11 Percentage of consumers who know their rights in case of unsolicited selling* 25% NA NA NA 35%
MEDIA
2.12 Percentage of consumers who watch/listen to TV or radio programmes on consumer issues* 74% NA NA NA 55%
2.13 Percentage of consumers who have changed their behaviour as a result of a media story* 52% 43% 43% NA 41%
SUSTAINABLE CONSUMPTION
2.14 Percentage of consumers whose purchases were influenced by their environmental impact* 31% 15% NA NA 29%
CONSUMER ORGANISATIONS & INFORMATION
2.15 Percentage of consumers who trust consumer organisations to protect their rights as a consumer* 50% 45% 45% 339% 72%
2.16 Difference between trust in consumer organisations and trust in public authorities* -1% 2% -2% -3% 10%
2.17 National public funding to consumer organisations - (in € per 1,000 inhabitants) total executed in 2010*** 3 3 NA NA NA

Romania has experienced an increase in its Consumer Conditions Index, from 46
(in 2010) to 51 (in 2011).

Romania has the highest EU percentage of retailers who have encountered fraudu-
lent advertisements/offers (41 %) and exaggerated environmental claims (309%).

Product safety appears to be a cause for concern. The percentages of consum-
ers (519%) and retailers (429%) who think that a significant number of products
are unsafe have increased since 2010 and continue to be the highest in the EU.
As many as 29% of retailers (EU second highest percentage) received consumer
complaints about the safety of their products. As in 2010, Romania had the high-
est EU percentage of retailers whose products were checked by the authorities
(84 %).

Flash Eurobarometer 332 - Consumer attitudes towards cross-border trade and consumer protection, 2011.
Flash Eurobarometer 331 - Retailers’ attitudes towards cross-border trade and consumer protection, 2011.

Only 8% of consumers made a complaint to a seller/provider, the lowest percent-
age in the EU. The percentage of consumers who did not complain despite having
a reason to do so was the highest in the EU (59%), which can be interpreted as a
sign of low consumer empowerment. In addition when not satisfied with the way
their complaint was handled most consumers give up and take no further action
(60%).

The percentages of consumers who watch/listen to TV or radio programmes on
consumer issues (74 %) and who have changed their behaviour as a result of a me-
dia story (52%), are, respectively, the highest and the second highest in the EU.

Information provided by Member States.
Rapex annual report 2011
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Slovakia
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Consumer Conditions Index

Percentage of consumers who feel adequately protected by existing measures*

ENFORCEMENT

Percentage of consumers who trust public authorities to protect their rights as a consumer*

Percentage of consumers who trust sellers/providers to respect their rights as a consumer*

Percentage of consumers who came across misleading or deceptive advertisements/offers*

Percentage of consumers who came across fraudulent advertisements/offers*

Percentage of retailers who came across misleading or deceptive advertisements/offers made by competitors**
Percentage of retailers who came across fraudulent advertisements/offers made by competitors**
Sweep on online tickets for cultural & sporting events - % of sites which comply with EU consumer law***
Sweep on consumer credit —% of sites flagged for further investigation***

PRODUCT SAFETY

Number of RAPEX notifications under article 12 - serious risk notifications****

Percentage of consumers who think a significant number of non-food products are unsafe*

Percentage of retailers who think a significant number of non-food products are unsafe**

Percentage of retailers whose products were checked by authorities**

Percentage of retailers whose products have been recalled or withdrawn**

Percentage of consumers who have been personally affected by a product recall*

Percentage of retailers who carried out tests to make sure that any of the products they were selling were safe**
Percentage of retailers who have received consumer complaints about the safety of their products**
RETAILERS’ AWARENESS OF CONSUMER LEGISLATION

Percentage of retailers who know where to find or get information and advice about consumer legislation**
Percentage of distance sellers who know the length of the “cooling-off” period for distant sales**
Percentage of retailers who know the legal period to have a defective product repaired**

CONSUMER EMPOWERMENT

PROBLEMS AND COMPLAINTS

Percentage of consumers who have encountered problems when buying something*

Percentage of consumers who made a complaint to a seller/provider/manufacturer*

Percentage of consumers who felt they had a reason to complain, but didn’t*

Percentage of consumers who were satisfied with complaint handling*

Percentage of consumers who took no further action after unsatisfactory complaint handling*

REDRESS

Percentage of consumers who find it easy to resolve disputes with sellers/providers through ADR*

Percentage of consumers who find it easy to resolve disputes with sellers/providers through courts*
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EU averages

Slovakia Previous results 5011
2011 2010 2009 2008 EU27
2.8 Percentage of retailers who have used ADR mechanisms** 11% 12% 8% 17% 10%
CONSUMERS’ AWARENESS OF THEIR RIGHTS
2.9 Percentage of consumers who know of cooling-off period in distance selling* 77 % NA NA NA 70%
2.10 Percentage of consumers who know the legal period to have a defective product repaired or replaced* 78% NA NA NA 51%
2.11 Percentage of consumers who know their rights in case of unsolicited selling* 30% NA NA NA 35%
MEDIA
2.12 Percentage of consumers who watch/listen to TV or radio programmes on consumer issues* 51% NA NA NA 55%
2.13 Percentage of consumers who have changed their behaviour as a result of a media story* 43% 36% 37% NA 41%
SUSTAINABLE CONSUMPTION
2.14 Percentage of consumers whose purchases were influenced by their environmental impact* 23% 27% NA NA 29%
CONSUMER ORGANISATIONS & INFORMATION
2.15 Percentage of consumers who trust consumer organisations to protect their rights as a consumer* 539% 47 % 47 % 49% 72%
2.16 Difference between trust in consumer organisations and trust in public authorities* -2% -1% 0% 2% 10%
2.17 National public funding to consumer organisations — (in € per 1,000 inhabitants) total executed in 2010*** 13 23 NA NA NA

Slovakia has experienced a slight increase in its Consumer Conditions Index, from
53 (in 2010) to 54 (in 2011).

The prevalence of unfair commercial practices is a reason for concern. Slova-
kia has the highest EU percentages of consumers who came across fraudulent
advertisements/offers (42%) and exaggerated environmental claims (44 9%) and
the second highest percentage of those who came across misleading or decep-
tive advertisements/offers (57 %). This is mirrored in the experience of retailers:
539% of them have encountered misleading or deceptive advertisements/offers
and 27% came across exaggerated environmental claims, the second highest
percentages in the EU.

Flash Eurobarometer 332 - Consumer attitudes towards cross-border trade and consumer protection, 2011.
Flash Eurobarometer 331 - Retailers’ attitudes towards cross-border trade and consumer protection, 2011.

In Slovakia, the sweep on the online sale of tickets for cultural and sporting events
has revealed that, after the follow-up enforcement actions taken by authorities,
all the sites checked were in compliance with EU consumer legislation. At the
same time, the sweep on consumer credit revealed that all sites checked had to
be flagged for further investigation.

249% of consumers encountered problems when buying something, the second
highest percentage in the EU.

489% of retailers correctly identified the length of the legal period for returning a
defective product, the second highest EU percentage. Slovakia also has the sec-
ond highest EU percentage of consumers who know the legal period for returning
a defective product - 78%.

Information provided by Member States.
Rapex annual report 2011
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Slovenia
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Consumer Conditions Index

Percentage of consumers who feel adequately protected by existing measures*

ENFORCEMENT

Percentage of consumers who trust public authorities to protect their rights as a consumer*

Percentage of consumers who trust sellers/providers to respect their rights as a consumer*

Percentage of consumers who came across misleading or deceptive advertisements/offers*

Percentage of consumers who came across fraudulent advertisements/offers*

Percentage of retailers who came across misleading or deceptive advertisements/offers made by competitors**
Percentage of retailers who came across fraudulent advertisements/offers made by competitors**
Sweep on online tickets for cultural & sporting events - % of sites which comply with EU consumer law***
Sweep on consumer credit —% of sites flagged for further investigation***

PRODUCT SAFETY

Number of RAPEX notifications under article 12 - serious risk notifications****

Percentage of consumers who think a significant number of non-food products are unsafe*

Percentage of retailers who think a significant number of non-food products are unsafe**

Percentage of retailers whose products were checked by authorities**

Percentage of retailers whose products have been recalled or withdrawn**

Percentage of consumers who have been personally affected by a product recall*

Percentage of retailers who carried out tests to make sure that any of the products they were selling were safe**
Percentage of retailers who have received consumer complaints about the safety of their products**
RETAILERS’ AWARENESS OF CONSUMER LEGISLATION

Percentage of retailers who know where to find or get information and advice about consumer legislation**
Percentage of distance sellers who know the length of the “cooling-off” period for distant sales**
Percentage of retailers who know the legal period to have a defective product repaired**

CONSUMER EMPOWERMENT

PROBLEMS AND COMPLAINTS

Percentage of consumers who have encountered problems when buying something*

Percentage of consumers who made a complaint to a seller/provider/manufacturer*

Percentage of consumers who felt they had a reason to complain, but didn’t*

Percentage of consumers who were satisfied with complaint handling*

Percentage of consumers who took no further action after unsatisfactory complaint handling*

REDRESS

Percentage of consumers who find it easy to resolve disputes with sellers/providers through ADR*

Percentage of consumers who find it easy to resolve disputes with sellers/providers through courts*
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EU averages

Slovenia Previous results 2011
2011 2010 2009 2008 EU27
2.8 Percentage of retailers who have used ADR mechanisms** 23% 14% 7% 26% 10%
CONSUMERS’ AWARENESS OF THEIR RIGHTS
2.9 Percentage of consumers who know of cooling-off period in distance selling* 64% NA NA NA 70%
2.10 Percentage of consumers who know the legal period to have a defective product repaired or replaced* 40% NA NA NA 51%
2.11 Percentage of consumers who know their rights in case of unsolicited selling* 49% NA NA NA 35%
MEDIA
2.12 Percentage of consumers who watch/listen to TV or radio programmes on consumer issues* 40% NA NA NA 55%
2.13 Percentage of consumers who have changed their behaviour as a result of a media story* 36% 38% 35% NA 41%
SUSTAINABLE CONSUMPTION
2.14 Percentage of consumers whose purchases were influenced by their environmental impact* 39% 48% NA NA 29%
CONSUMER ORGANISATIONS & INFORMATION
2.15 Percentage of consumers who trust consumer organisations to protect their rights as a consumer* 48% 54% 58% 55% 72%
2.16 Difference between trust in consumer organisations and trust in public authorities* 15% 11% 14% 149% 10%
2.17 National public funding to consumer organisations - (in € per 1,000 inhabitants) total executed in 2010*** 222 183 NA NA NA

Slovenia has experienced a slight decrease in its Consumer Conditions Index,
from 54 (in 2010) to 52 (in 2011).

The percentages of consumers who trust public authorities and consumer organi-
sations to protect their rights as consumers are, respectively the lowest (33 %)
and second lowest (489%) in the EU.

In Slovenia, the sweep on the online sale of tickets for cultural and sporting events
has revealed that, after the follow-up enforcement actions taken by authorities,
all the sites checked were in compliance with EU consumer legislation. In addition,
no sites have been flagged for further investigation as a result of the sweep on
consumer credit.

Flash Eurobarometer 332 - Consumer attitudes towards cross-border trade and consumer protection, 2011.
Flash Eurobarometer 331 - Retailers’ attitudes towards cross-border trade and consumer protection, 2011.

Slovenia has the lowest EU percentage of consumers who encountered problems
when buying something (119%) and who made a complaint to a seller/provider
(8%).

Resolving disputes through courts is considered to be easy by only 10% of con-
sumers, the lowest percentage in the EU. At the same time, ADR mechanisms are
popular with retailers. As many as 23% of them have used this form of dispute
resolution, the highest percentage in the EU.

Slovenia has the second highest EU percentage of consumers who know their
rights in case of unsolicited selling (49%).

40% of Slovenian consumers watch/listen to TV or radio programmes on con-
sumer issues, the lowest in the EU.

Information provided by Member States.
Rapex annual report 2011
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CONSUMER CONDITIONS SCOREBOARD 7TH EDITION

Consumer Conditions Index

Percentage of consumers who feel adequately protected by existing measures*

ENFORCEMENT

Percentage of consumers who trust public authorities to protect their rights as a consumer*

Percentage of consumers who trust sellers/providers to respect their rights as a consumer*

Percentage of consumers who came across misleading or deceptive advertisements/offers*

Percentage of consumers who came across fraudulent advertisements/offers*

Percentage of retailers who came across misleading or deceptive advertisements/offers made by competitors**
Percentage of retailers who came across fraudulent advertisements/offers made by competitors**
Sweep on online tickets for cultural & sporting events - % of sites which comply with EU consumer law***
Sweep on consumer credit —% of sites flagged for further investigation***

PRODUCT SAFETY

Number of RAPEX notifications under article 12 - serious risk notifications****

Percentage of consumers who think a significant number of non-food products are unsafe*

Percentage of retailers who think a significant number of non-food products are unsafe**

Percentage of retailers whose products were checked by authorities**

Percentage of retailers whose products have been recalled or withdrawn**

Percentage of consumers who have been personally affected by a product recall*

Percentage of retailers who carried out tests to make sure that any of the products they were selling were safe**
Percentage of retailers who have received consumer complaints about the safety of their products**
RETAILERS’ AWARENESS OF CONSUMER LEGISLATION

Percentage of retailers who know where to find or get information and advice about consumer legislation**
Percentage of distance sellers who know the length of the “cooling-off” period for distant sales**
Percentage of retailers who know the legal period to have a defective product repaired**

CONSUMER EMPOWERMENT

PROBLEMS AND COMPLAINTS

Percentage of consumers who have encountered problems when buying something*

Percentage of consumers who made a complaint to a seller/provider/manufacturer*

Percentage of consumers who felt they had a reason to complain, but didn’t*

Percentage of consumers who were satisfied with complaint handling*

Percentage of consumers who took no further action after unsatisfactory complaint handling*

REDRESS

Percentage of consumers who find it easy to resolve disputes with sellers/providers through ADR*

Percentage of consumers who find it easy to resolve disputes with sellers/providers through courts*
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Previous results

2009
49
41%
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31%
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53%

61%
63%
40%
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Spain Previous results Bl e

2011
2011 2010 2009 2008 EU27
2.8 Percentage of retailers who have used ADR mechanisms** 13% 13% 9% 19% 10%
CONSUMERS’ AWARENESS OF THEIR RIGHTS
2.9 Percentage of consumers who know of cooling-off period in distance selling* 82% NA NA NA 70%
2.10 Percentage of consumers who know the legal period to have a defective product repaired or replaced* 75% NA NA NA 51%
2.11 Percentage of consumers who know their rights in case of unsolicited selling* 18% NA NA NA 35%
MEDIA
2.12 Percentage of consumers who watch/listen to TV or radio programmes on consumer issues* 42% NA NA NA 55%
2.13 Percentage of consumers who have changed their behaviour as a result of a media story* 46% 39% 36% NA 41%
SUSTAINABLE CONSUMPTION
2.14 Percentage of consumers whose purchases were influenced by their environmental impact* 22% 32% NA NA 29%
CONSUMER ORGANISATIONS & INFORMATION
2.15 Percentage of consumers who trust consumer organisations to protect their rights as a consumer* 67 % 64% 61% 63% 72%
2.16 Difference between trust in consumer organisations and trust in public authorities* 12% 7% 9% 2% 10%
2.17 National public funding to consumer organisations - (in € per 1,000 inhabitants) total executed in 2010*** 79 NA NA NA NA

Spain has experienced a slight increase in its Consumer Conditions Index, from 53
(in 2010) to 55 (in 2011).

Spain has the highest EU percentage of consumers who came across misleading
or deceptive advertisements/offers (63 %).

The sweep on consumer credit revealed that all sites checked had to be flagged
for further investigation.

Spanish authorities made 189 RAPEX notifications on products posing a serious
risk to the health and safety, the highest number in the EU. At the same time, only
2% of retailers had their products recalled or withdrawn (the lowest percentage
in the EU). The percentage of retailers who have received consumer complaints
about the safety of their products was the lowest in the EU (7 %).

Flash Eurobarometer 332 - Consumer attitudes towards cross-border trade and consumer protection, 2011.
Flash Eurobarometer 331 - Retailers’ attitudes towards cross-border trade and consumer protection, 2011.

Consumer empowerment seems high, as only 6% of consumers who had a rea-
son to complain did not do so (the lowest percentage in the EU).

82% of consumers know of the “cooling-off” period for distant sales (the high-
est percentage in the EU). At the same time, only 189% of consumers know their
rights in case of unsolicited selling, the lowest in the EU.

The environmental impact of purchases influenced only 22 9% of consumers, the
second lowest in the EU.

Information provided by Member States.
Rapex annual report 2011
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Consumer Conditions Index

Percentage of consumers who feel adequately protected by existing measures*

ENFORCEMENT

Percentage of consumers who trust public authorities to protect their rights as a consumer*

Percentage of consumers who trust sellers/providers to respect their rights as a consumer*

Percentage of consumers who came across misleading or deceptive advertisements/offers*

Percentage of consumers who came across fraudulent advertisements/offers*

Percentage of retailers who came across misleading or deceptive advertisements/offers made by competitors**
Percentage of retailers who came across fraudulent advertisements/offers made by competitors**
Sweep on online tickets for cultural & sporting events - % of sites which comply with EU consumer law***
Sweep on consumer credit —% of sites flagged for further investigation***

PRODUCT SAFETY

Number of RAPEX notifications under article 12 - serious risk notifications****

Percentage of consumers who think a significant number of non-food products are unsafe*

Percentage of retailers who think a significant number of non-food products are unsafe**

Percentage of retailers whose products were checked by authorities**

Percentage of retailers whose products have been recalled or withdrawn**

Percentage of consumers who have been personally affected by a product recall*

Percentage of retailers who carried out tests to make sure that any of the products they were selling were safe**
Percentage of retailers who have received consumer complaints about the safety of their products**
RETAILERS’ AWARENESS OF CONSUMER LEGISLATION

Percentage of retailers who know where to find or get information and advice about consumer legislation**
Percentage of distance sellers who know the length of the “cooling-off” period for distant sales**
Percentage of retailers who know the legal period to have a defective product repaired**

CONSUMER EMPOWERMENT

PROBLEMS AND COMPLAINTS

Percentage of consumers who have encountered problems when buying something*

Percentage of consumers who made a complaint to a seller/provider/manufacturer*

Percentage of consumers who felt they had a reason to complain, but didn’t*

Percentage of consumers who were satisfied with complaint handling*

Percentage of consumers who took no further action after unsatisfactory complaint handling*

REDRESS

Percentage of consumers who find it easy to resolve disputes with sellers/providers through ADR*

Percentage of consumers who find it easy to resolve disputes with sellers/providers through courts*
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Sweden Previous results EU averages

2011
2011 2010 2009 2008 EU27
2.8 Percentage of retailers who have used ADR mechanisms** 9% 4% 3% 26% 10%
CONSUMERS’ AWARENESS OF THEIR RIGHTS
2.9 Percentage of consumers who know of cooling-off period in distance selling* 56% NA NA NA 70%
2.10 Percentage of consumers who know the legal period to have a defective product repaired or replaced* 49% NA NA NA 51%
2.11 Percentage of consumers who know their rights in case of unsolicited selling* 45% NA NA NA 35%
MEDIA
2.12 Percentage of consumers who watch/listen to TV or radio programmes on consumer issues* 41% NA NA NA 55%
2.13 Percentage of consumers who have changed their behaviour as a result of a media story* 41% 36% 35% NA 41%
SUSTAINABLE CONSUMPTION
2.14 Percentage of consumers whose purchases were influenced by their environmental impact* 40% 43% NA NA 29%
CONSUMER ORGANISATIONS & INFORMATION
2.15 Percentage of consumers who trust consumer organisations to protect their rights as a consumer* 69% 68% 66% 77 % 72%
2.16 Difference between trust in consumer organisations and trust in public authorities* -4% -6% -1% 1% 10%
2.17 National public funding to consumer organisations - (in € per 1,000 inhabitants) total executed in 2010*** 107 83 NA NA NA

Sweden has experienced a slight increase in its Consumer Conditions Index, from
62 (in 2010) to 65 (in 2011).

Sweden has the lowest EU percentage of consumes who came across misleading
or deceptive advertisements/offers (32 %).

The sweep on the online sale of tickets for cultural and sporting events has re-
vealed that, after the follow-up enforcement actions taken by authorities, less
than two thirds (63%) of the sites checked were compliant with EU consumer
legislation (second lowest EU percentage).

Flash Eurobarometer 332 - Consumer attitudes towards cross-border trade and consumer protection, 2011.
Flash Eurobarometer 331 - Retailers’ attitudes towards cross-border trade and consumer protection, 2011.

The authorities checked the products of 37 % of retailers, the second lowest per-
centage in the EU. Product recalls only affected 10% of consumers, the lowest
percentage in the EU. At the same time, as many as 38% of retailers (EU highest
percentage) received consumer complaints about the safety of their products.

The percentage of consumers who were satisfied with complaint handling was
72%, the second highest in the EU.

41 % of Swedish consumers watch/listen to TV or radio programmes on consumer
issues, the second lowest in the EU.

Information provided by Member States.
Rapex annual report 2011
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United Kingdom
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Consumer Conditions Index

Percentage of consumers who feel adequately protected by existing measures*

ENFORCEMENT

Percentage of consumers who trust public authorities to protect their rights as a consumer*

Percentage of consumers who trust sellers/providers to respect their rights as a consumer*

Percentage of consumers who came across misleading or deceptive advertisements/offers*

Percentage of consumers who came across fraudulent advertisements/offers*

Percentage of retailers who came across misleading or deceptive advertisements/offers made by competitors**
Percentage of retailers who came across fraudulent advertisements/offers made by competitors**
Sweep on online tickets for cultural & sporting events - % of sites which comply with EU consumer law***
Sweep on consumer credit —% of sites flagged for further investigation***

PRODUCT SAFETY

Number of RAPEX notifications under article 12 - serious risk notifications****

Percentage of consumers who think a significant number of non-food products are unsafe*

Percentage of retailers who think a significant number of non-food products are unsafe**

Percentage of retailers whose products were checked by authorities**

Percentage of retailers whose products have been recalled or withdrawn**

Percentage of consumers who have been personally affected by a product recall*

Percentage of retailers who carried out tests to make sure that any of the products they were selling were safe**
Percentage of retailers who have received consumer complaints about the safety of their products**
RETAILERS’ AWARENESS OF CONSUMER LEGISLATION

Percentage of retailers who know where to find or get information and advice about consumer legislation**
Percentage of distance sellers who know the length of the “cooling-off” period for distant sales**
Percentage of retailers who know the legal period to have a defective product repaired**

CONSUMER EMPOWERMENT

PROBLEMS AND COMPLAINTS

Percentage of consumers who have encountered problems when buying something*

Percentage of consumers who made a complaint to a seller/provider/manufacturer*

Percentage of consumers who felt they had a reason to complain, but didn’t*

Percentage of consumers who were satisfied with complaint handling*

Percentage of consumers who took no further action after unsatisfactory complaint handling*

REDRESS

Percentage of consumers who find it easy to resolve disputes with sellers/providers through ADR*

Percentage of consumers who find it easy to resolve disputes with sellers/providers through courts*
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Il Previous results EU averages

Kingdom 2011
2011 2010 2009 2008 EU27
2.8 Percentage of retailers who have used ADR mechanisms** 8% 9% 12% 19% 10%
CONSUMERS’ AWARENESS OF THEIR RIGHTS
2.9 Percentage of consumers who know of cooling-off period in distance selling* 68% NA NA NA 70%
2.10 Percentage of consumers who know the legal period to have a defective product repaired or replaced* 40% NA NA NA 51%
2.11 Percentage of consumers who know their rights in case of unsolicited selling* 37% NA NA NA 35%
MEDIA
2.12 Percentage of consumers who watch/listen to TV or radio programmes on consumer issues* 549% NA NA NA 55%
2.13 Percentage of consumers who have changed their behaviour as a result of a media story* 38% 47 % 41% NA 41%
SUSTAINABLE CONSUMPTION
2.14 Percentage of consumers whose purchases were influenced by their environmental impact* 22% 26% NA NA 29%
CONSUMER ORGANISATIONS & INFORMATION
2.15 Percentage of consumers who trust consumer organisations to protect their rights as a consumer* 81% 80% 75% 71% 72%
2.16 Difference between trust in consumer organisations and trust in public authorities* 2% -2% 5% 4% 10%
2.17 National public funding to consumer organisations - (in € per 1,000 inhabitants) total executed in 2010*** 315 93 NA NA NA

The United Kingdom has experienced a slight decrease in its Consumer Conditions
Index, from 74 (in 2010) to 73 (in 2011).

UK has the second highest percentage in the EU of consumers who trust public
authorities to protect their rights as consumers (79 %).

Only 15% of retailers came across fraudulent advertisements/offers, the lowest
percentage in the EU.

In the UK, the sweep on the online sale of tickets for cultural and sporting events
has revealed that, after the follow-up enforcement actions taken by authorities,
99% of the sites checked were in compliance with EU consumer legislation.

Flash Eurobarometer 332 - Consumer attitudes towards cross-border trade and consumer protection, 2011.
Flash Eurobarometer 331 - Retailers’ attitudes towards cross-border trade and consumer protection, 2011.

Only 7% of consumers consider that a significant number of products are unsafe,
the second lowest percentage in the EU. As in 2010, UK had the second high-
est EU percentage of retailers who carried out tests to check the safety of their
products (73 %).

When it comes knowing the legal period for returning a defective product only 3%
of retailers can indicate the answer correctly, the lowest percentage in the EU.
This figure is consistent with 2010 result.

As in 2010, the percentage of consumers who find it easy to resolve disputes
through ADR is the second highest in the EU (64 %).

The environmental impact of purchases influenced only 229% of consumers, the
second lowest in the EU.

Information provided by Member States.
Rapex annual report 2011
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Consumer Conditions Index

Percentage of consumers who feel adequately protected by existing measures*

ENFORCEMENT

Percentage of consumers who trust public authorities to protect their rights as a consumer*

Percentage of consumers who trust sellers/providers to respect their rights as a consumer*

Percentage of consumers who came across misleading or deceptive advertisements/offers*

Percentage of consumers who came across fraudulent advertisements/offers*

Percentage of retailers who came across misleading or deceptive advertisements/offers made by competitors**
Percentage of retailers who came across fraudulent advertisements/offers made by competitors**
Sweep on online tickets for cultural & sporting events - % of sites which comply with EU consumer law***
Sweep on consumer credit —% of sites flagged for further investigation***

PRODUCT SAFETY

Number of RAPEX notifications under article 12 - serious risk notifications****

Percentage of consumers who think a significant number of non-food products are unsafe*

Percentage of retailers who think a significant number of non-food products are unsafe**

Percentage of retailers whose products were checked by authorities**

Percentage of retailers whose products have been recalled or withdrawn**

Percentage of consumers who have been personally affected by a product recall*

Percentage of retailers who carried out tests to make sure that any of the products they were selling were safe**
Percentage of retailers who have received consumer complaints about the safety of their products**
RETAILERS’ AWARENESS OF CONSUMER LEGISLATION

Percentage of retailers who know where to find or get information and advice about consumer legislation**
Percentage of distance sellers who know the length of the “cooling-off” period for distant sales**
Percentage of retailers who know the legal period to have a defective product repaired**

CONSUMER EMPOWERMENT

PROBLEMS AND COMPLAINTS

Percentage of consumers who have encountered problems when buying something*

Percentage of consumers who made a complaint to a seller/provider/manufacturer*

Percentage of consumers who felt they had a reason to complain, but didn’t*

Percentage of consumers who were satisfied with complaint handling*

Percentage of consumers who took no further action after unsatisfactory complaint handling*

REDRESS

Percentage of consumers who find it easy to resolve disputes with sellers/providers through ADR*

Percentage of consumers who find it easy to resolve disputes with sellers/providers through courts*
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2011
2011 EU27
2.8 Percentage of retailers who have used ADR mechanisms** 19% 10%
CONSUMERS’ AWARENESS OF THEIR RIGHTS
2.9 Percentage of consumers who know of cooling-off period in distance selling* 39% 70%
2.10 Percentage of consumers who know the legal period to have a defective product repaired or replaced* 64% 51%
2.11 Percentage of consumers who know their rights in case of unsolicited selling* 50% 35%
MEDIA
2.12 Percentage of consumers who watch/listen to TV or radio programmes on consumer issues* 30% 55%
2.13 Percentage of consumers who have changed their behaviour as a result of a media story* 46% 41%
SUSTAINABLE CONSUMPTION
2.14 Percentage of consumers whose purchases were influenced by their environmental impact* 30% 29%
CONSUMER ORGANISATIONS & INFORMATION
2.15 Percentage of consumers who trust consumer organisations to protect their rights as a consumer* 62% 72%
2.16 Difference between trust in consumer organisations and trust in public authorities* 26% 10%
Data
2.17 National public funding to consumer organisations — (in € per 1,000 inhabitants) total executed in 2010*** from NA
CPN

Iceland’s Consumer Conditions Index was 55 in 2011.

In Iceland, the sweep on the online sale of tickets for cultural and sporting events
has revealed that, after the follow-up enforcement actions taken by authorities,
all the sites checked were in compliance with EU consumer legislation. In addition,
no sites have been flagged for further investigation as a result of the sweep on
consumer credit.

Icelandic authorities made only one RAPEX notification on products posing a
serious risk to the health and safety, less than any EU country.

Flash Eurobarometer 332 - Consumer attitudes towards cross-border trade and consumer protection, 2011.
Flash Eurobarometer 331 - Retailers’ attitudes towards cross-border trade and consumer protection, 2011.

More than a half of Icelandic retailers (519%) do not know where to find or get
information and advice about consumer legislation, less than in any EU country.

309% of Icelandic consumers watch/listen to TV or radio programmes on con-
sumer issues, lower percentage than anywhere in the EU.

Information provided by Member States.
Rapex annual report 2011
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2011 EU27
Consumer Conditions Index 69 62
Percentage of consumers who feel adequately protected by existing measures* 76% 58%
Percentage of consumers who trust public authorities to protect their rights as a consumer* 77 % 62%
Percentage of consumers who trust sellers/providers to respect their rights as a consumer* 70% 65%
Percentage of consumers who came across misleading or deceptive advertisements/offers* 46% 46%
Percentage of consumers who came across fraudulent advertisements/offers* 26% 29%
Percentage of retailers who came across misleading or deceptive advertisements/offers made by competitors** 30% 31%
Percentage of retailers who came across fraudulent advertisements/offers made by competitors** 14% 23%
Sweep on online tickets for cultural & sporting events —% of sites which comply with EU consumer law*** 70% 88%
Sweep on consumer credit —% of sites flagged for further investigation*** 67% 70%
PRODUCT SAFETY
Number of RAPEX notifications under article 12 - serious risk notifications**** RAPEX NA
Percentage of consumers who think a significant number of non-food products are unsafe* 8 25%
Percentage of retailers who think a significant number of non-food products are unsafe** 5% 17%
Percentage of retailers whose products were checked by authorities** 53% 50%
Percentage of retailers whose products have been recalled or withdrawn** 14% 13%
Percentage of consumers who have been personally affected by a product recall* 21% 18%
Percentage of retailers who carried out tests to make sure that any of the products they were selling were safe** 41% 47 %
Percentage of retailers who have received consumer complaints about the safety of their products** 18% 17%
RETAILERS’ AWARENESS OF CONSUMER LEGISLATION
Percentage of retailers who know where to find or get information and advice about consumer legislation** 69% 71%
Percentage of distance sellers who know the length of the “cooling-off” period for distant sales** 35% 29%
Percentage of retailers who know the legal period to have a defective product repaired** 24% 27%
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PROBLEMS AND COMPLAINTS

Percentage of consumers who have encountered problems when buying something*
Percentage of consumers who made a complaint to a seller/provider/manufacturer*
Percentage of consumers who felt they had a reason to complain, but didn’t*

Percentage of consumers who were satisfied with complaint handling*

Percentage of consumers who took no further action after unsatisfactory complaint handling*
REDRESS

Percentage of consumers who find it easy to resolve disputes with sellers/providers through ADR*

18%
15%
16%
54%
44%

55%

16%
14%
20%
58%
45%

52%



27
2.8

29
2.10
211

2.12
2.13

2.14

2.15

2.16
2.17

Percentage of consumers who find it easy to resolve disputes with sellers/providers through courts*
Percentage of retailers who have used ADR mechanisms**

CONSUMERS’ AWARENESS OF THEIR RIGHTS

Percentage of consumers who know of cooling-off period in distance selling*

Percentage of consumers who know the legal period to have a defective product repaired or replaced*
Percentage of consumers who know their rights in case of unsolicited selling*

MEDIA

Percentage of consumers who watch/listen to TV or radio programmes on consumer issues*
Percentage of consumers who have changed their behaviour as a result of a media story*
SUSTAINABLE CONSUMPTION

Percentage of consumers whose purchases were influenced by their environmental impact*
CONSUMER ORGANISATIONS & INFORMATION

Percentage of consumers who trust consumer organisations to protect their rights as a consumer*
Difference between trust in consumer organisations and trust in public authorities*

National public funding to consumer organisations - (in € per 1,000 inhabitants) total executed in 2010***

Norway’s Consumer Conditions Index was 69 in 2011.

Only 149% of Norwegian retailers came across fraudulent advertisements/offers,
lower percentage than in any EU country.

30% of consumers have changed their behaviour as a result of a media story,
less than anywhere in the EU.

National public funding to consumer organisations is higher than in any EU country
(2,520 € per 1,000 inhabitants).

Flash Eurobarometer 332 - Consumer attitudes towards cross-border trade and consumer protection, 2011.

Flash Eurobarometer 331 - Retailers’ attitudes towards cross-border trade and consumer protection, 2011.

Information provided by Member States.
Rapex annual report 2011

Norway

2011
42%
11%

65%
69%
48%

62%
30%

24%

75%

-2%
2,520

EU averages
2011

EU27
38%
10%

70%
51%
35%

55%
41%

29%

72%

10%
NA
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