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1. Introduction 
 
This report details the main findings from 2 tracking research studies conducted into 
the topic of Business Competition and Consumer Rights.   
 
The first study was conducted amongst the general public (consumers) and was 
undertaken to measure awareness, knowledge and confidence in using consumer 
rights, to explore perceived benefits of business competition and measure awareness 
of the Office of Fair Trading (OFT) and OFT publicity. 
 
The consumer survey was first undertaken in 2002 and, where relevant, trend data 
for the past 5 years is presented in this report.  Whilst the questionnaire has 
remained broadly consistent across the survey waves, there were slight changes in 
2006, in particular the descriptions of scams asked about to match the OFT’s own 
work in this area, focussing more on the Internet as a means of distance selling 
rather than mail order and in terms of measuring awareness of Consumer Direct. 
 
The second study was conducted amongst businesses, with the project undertaken 
to measure awareness and knowledge of competition legislation, awareness of the 
OFT and knowledge of consumer rights legislation. 
 
The research in respect of Competition Act was broadly a repeat of business studies 
conducted on behalf of the OFT over the previous 7 years, covering businesses with 
10-499 employees.  For the past 5 years the sample has been extended to include 
small businesses with 1-9 employees and all industry sectors, excepting the public 
sector.   
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2. Research Method 
 
2.1 Consumer Survey 
 
The key objectives of the consumer survey were as follows: 
 

 To explore perceived benefits of business competition. 
 To measure the general public’s knowledge of consumer rights, and their 

confidence in using such rights. 
 To measure knowledge of the OFT’s role. 

 
The consumer survey was undertaken by face-to-face in-home interviews, with a 
total of 1,994 interviews conducted.   
 
Over 100 sample points were used for the interviewing, with these sample points 
being selected by CACI to reflect the population density profile and ACORN profile 
of those living in Great Britain. 
 
At each sample point, quotas were imposed for age, gender and working status.  
The final data set has had minor weights applied to it to ensure the age, gender and 
working status profile is in-line with the GB profile.  
 
The interviews were conducted in March 2006.  As with the telephone study, fully 
trained interviewers conducted all fieldwork, all of whom were fully briefed about the 
survey objectives prior to the start of fieldwork. 
 
The questionnaire length averaged slightly over 20 minutes, with additional 
questions introduced for 2006 to explore awareness and usage of Consumer Direct, 
and focussing more on the Internet as a means of distance selling rather than mail 
order.  A copy of the final questionnaire is appended to this report (Appendix E). 
 
The research was introduced as a survey on behalf of government departments and 
no incentive was offered to take part in the research. 
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2.2 Business Survey 
 
The key objectives of the business survey were as follows: 
 
 To measure awareness and knowledge of competition legislation and, more 

specifically, to measure awareness of the Competition Act and Enterprise Act. 
 To monitor knowledge of the OFT’s role in respect of competition legislation. 
 To measure awareness and knowledge of consumer rights legislation amongst 

“consumer facing” businesses. 
 
The business survey was undertaken by telephone, with a total of 1,126 interviews 
conducted.  As in previous survey waves, the Dun & Bradstreet business database 
was used as the sampling frame for the interviews. 
 
Quotas were imposed on the sample to ensure a good spread of response by size of 
business.  For the final analysis, the data has been re-weighted back to the 
proportion of businesses in each size category, so that the total column reflects all 
businesses nationwide.  A profile of the businesses included in the research is 
provided in Appendix A & B. 
 
All business types were included in the research, with the exception of organisations 
in the public sector. 
 
Fieldwork was undertaken during the day, with respondents contacted at work.  The 
interview was conducted with the “person in the organisation responsible for legal 
matters relating to trading practices”.  The job title of respondents interviewed varied 
across business sectors and sizes.  In the smaller companies, the interview was 
often undertaken with the owner/MD whereas in the larger organisations the eligible 
respondent was often a Company Secretary or Financial Director.  
 
It is worth noting that larger organisations often have a designated member of staff 
assigned to dealing with legal issues such as competition legislation, whereas 
smaller organisations often have to allocate the task to a member of staff who has to 
deal this in addition to their day-by-day roles and responsibilities. 
 
The telephone interviews were conducted in March 2006 at Synovate’s telephone 
centre.  All fieldwork was conducted by trained interviewers, all of who were fully 
briefed about the survey objectives prior to the start of fieldwork. 
 
The questionnaire averaged 15 minutes and a copy of the final questionnaire is 
appended to this report (Appendix D). 
 
The research was introduced as a survey on behalf of government departments and 
no incentive was offered to take part in the research. 
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3. Executive Summary (Consumer Rights & Business Competition) 
 
Consumer Survey (Key Findings) 
 
Consumer Rights 

• Consumers continue to feel protected and confident in using their rights even 
though they do not feel particularly well informed. 

 74% feel protected 

 78% feel confident 

 63% feel informed 

• Positively, however, the 2006 survey found that consumers believe that they 
are becoming more informed about their consumer rights: 

 63% feel informed (as stated above), and this compares to 57% in 
2003. 

 A quarter believe their knowledge has increased over the past 12 
months. 

 Just under half (42%) can cite a source from which they have learnt 
something about Consumer Rights in the past 12 months. 

• In terms of being “protected” although three-quarters believe they are 
protected, consumers tend to opt for the category of “fairly” rather than “very” 
well protected (64% and 10% respectively).   

• The main reasons consumers feel they are not protected are: people don’t 
know their rights (38%), companies try to get out of their responsibilities 
(24%), too many rogue traders/ sharks (19%) and fobbed off with excuses 
(18%).  This was the pattern of results found in previous years.  

• In terms of the above measures, the most vulnerable groups look to be: 
young adults or elderly adults, those not working, those achieving lower levels 
of education and lower social grade groupings (many of these aspects being 
inter-related).  By region, those in the North tend to show lower informed or 
confidence levels compared to those in the Midlands or the South. 

• When asked their level of agreement to a series of statements, results 
showed that although confident to argue their case, the general public tend 
not to complain “unless they really have to”. 

 
Consumer Rights Information Sources (including OFT/Consumer Direct Awareness) 

• The Citizens Advice Bureau remains the most commonly mentioned advice 
source for consumers to check their consumer rights although there has been 
a slight decline in mentions for this organisation over the years – 47% 
mention this organisation in 2006 against 54% in 2002.  Instead,  

 The Internet continues to gain prominence, with 19% of respondents 
claiming they would “search the Internet” (up from 3% mentions in 
2002). 
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 The OFT has seen a rise in mentions at this question, with 11% 
claiming they would contact the OFT. 

 Of note, however, a range of sources would be used for consumer 
rights information, indicating that it is key that the information through 
all these channels is correct, up-to-date and clear. 

• Awareness of the OFT continues to be high, standing at 80%. 

 OFT awareness continues to be markedly higher for the older age 
groups and higher social grades. 

• Four-fifths (80%) could name a role of the OFT, with around half (48%) 
believing the OFT is there to look after the rights of consumers (as opposed 
to businesses).  (Similar proportions could name a role of the OFT in previous 
years).  

• Around one in ten consumers had heard of Consumer Direct, although only 
1% of all consumers claim to have actually used the service.   

 
OFT Campaign Awareness 

• Against previous survey waves, a slightly higher proportion (29%) claimed to 
recall seeing or hearing some information, advertising or publicity about the 
OFT in the past 12 months (this compares to 23% in 2005, 22% in 2004 and 
21% in 2003).   

 Mainly they attribute this publicity to the TV or newspaper, although 
few could spontaneously recall the subject of the publicity.  Of note, 
however, this is a small increase in the proportion claiming to recall 
OFT publicity on Watchdog. 

• On prompting, a third (32%) recall publicity about at least one of the OFT 
issues, with “avoiding scams” receiving highest mentions: 

 Avoiding scams (22%) 

 Buying on doorstep (14%) 

 Shopping for credit (10%) 

 OFT approved codes (3%) 

• On further prompting, 8% of consumers claim to have heard of the Consumer 
Code Approval Scheme and 17% have seen the logo.  This is the position 
recorded in the 2005 survey. 

 
Consumer Rights Action & Knowledge 

• In terms of consumer rights action taken in the past 12 months, the research 
found that consumers are more likely to encounter problems with a service 
(21% of respondents) than with a product (8% of respondents).  There is an 
indication that both these proportions have fallen slightly against the 2005 
measure. 
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• When tested on various retail scenarios, the research found a mixed position 
in terms of knowing their rights. 

 Consumers do not always know when they can or cannot expect a refund, 
compensation etc. when purchasing an item, although knowledge levels 
are higher for “faulty” times. 

 
 Entitled to legal 

refund, 
compensation, 

repair, exchange 
or replace it 

No legal 
entitlement, but 
all would under 
customer policy 

No legal 
entitlement, but 

some would 
under customer 

policy 

Shops do not 
legally have to 

… and they 
wouldn’t 

Don’t know 

Faulty, no proof of 
purchase 

23% 22% 31% 13% 12% 

Faulty, proof of 
purchase 

84% 6% 3% 0% 5% 

Sale item faulty, proof 
of purchase 

57% 13% 14% 7% 10% 

Customer changed 
mind, proof of 
purchase 

31% 19% 27% 9% 13% 

Internet, customer 
changed mind 

25% 15% 14% 4% 42% 

 

• Generally, consumers tend to think a time limit for returning goods applies – 
79% thought it applied for a shop on the high street when returning a faulty 
item, 66% when shopping via a mail order catalogue when the item was not 
faulty and 52% when shopping via the Internet when the item is not faulty.  

 When asked what they thought the time limit was, the mean average 
proved to be around 3 months for the faulty high-street item and around 1 
month when shopping by mail-order or Internet (non-faulty item).  
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Service Scenarios 

• When presented with service scenarios, customers’ understanding of rights in 
these situations were also mixed. 

 
 You can pay a 

reasonable sum for the 
work 

You have to pay the 
price that the trader has 

asked you for 
Don’t know 

You did not agree a price for the service before 
the work started, the trader has now finished 
and is asking for what you consider to be a 
large sum of work for the money. 

48% 27% 25% 

 

You are entitled to 
expect the trader to 
finish the work in a 

reasonable time 

The trader is entitled to 
finish the work in what 

they think is a 
reasonable time 

Don’t know 

Before the start of the work, you and the trader 
did not agree a completion or end date.  In your 
view, they are taking a long time to complete 
the work. 

66% 16% 18% 

 
The trader has to 

refund your money or 
compensate you 

The trader has to put 
the problem right Don’t know 

You have paid for the work but, in your view, 
the work was not carried out satisfactorily. 18% 62% 16% 

• As for products, a large proportion of respondents asked about time limits on 
repair, replacement or compensation believed that there was a time limit 
(53%), although when asked to specify what it was, answers varied 
considerably (yielding a mean average of just under 6 months).  Around a 
third (34%) did not know if a time limit applied or not. 

 

Checking Service Provider Credentials 

• The research indicates that in most situations the credentials of tradespeople 
such as builders or plumbers are checked more rigorously than they are for 
other service providers such as travel agents.  Consumers are also highly 
likely to use those recommended/known to them. 

 

Scams 

• Awareness of scams varies markedly, ranging from 84% for “premium rate 
telephone prize scam” down to 40% for “matrix Internet schemes”. 

o Where comparisons against 2005 can be made, awareness does look 
to have increased marginally. 

• Confidence in dealing with scams is relatively high (nearly three-quarters, 
72% claimed to be confident in personally dealing with a scam), and 
consumers’ perceptions of their knowledge has increased slightly since 2005. 
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• That said, relatively few believe there’s “lots” of information available to stop 
people being taken in by a scam, and certain sub-groups of the population 
still look to be more vulnerable to a scam. 

 

 2006 % 
agreeing 

2005 % 
agreeing 

I know enough not to get taken in by a scam 72% 65% 

Scams get well publicised these days 53% 48% 

There’s lots of information available to help you avoid being 
taken in by a scam 

40% 33% 
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Business Survey (Key Findings) 
 
Enterprise Act Awareness 

• Awareness of the Enterprise Act continues to increase.  In 2003, given that 
the Enterprise Act had only just come into force, just 17% of businesses 
claimed awareness, this has now risen to 41%. 

 
• Awareness proves to be linked to the size of company, rising to 70% 

awareness amongst companies with 200+ employees. 

• When asked what they thought was the main purpose of the Act, results show 
that unprompted knowledge levels are low (79% said “don’t know” and those 
volunteering an answer often gave an incorrect response). 

 
Competition Act Awareness 

• Awareness of the Competition Act also shows a rise, with a half of companies 
of all sizes (51%) aware of the Act.  For businesses with 10-499 employees, 
awareness of the Act now stands at 60% (55% in 2005, 50% in 2004, 55% in 
2003, 23% in 1999). 

• As with the Enterprise Act, awareness of the Competition Act is linked to 
business size, rising to 87% awareness amongst companies with 200+ 
employees.  

• Just over half of businesses (58%) were aware of either the Competition Act 
or the Enterprise Act and a third (33%) were aware of both. 

 
Competition Legislation 

• Despite the seniority of respondents to the survey, most respondents claimed 
to know “nothing at all” or “not very much” about competition legislation 
(88%).  As with awareness levels, this is more of an issue with smaller sized 
businesses.  Positively however, there has been a slight shift in the right 
direction towards knowledge, with more respondents in the group saying “not 
very much” and fewer in the group saying “nothing at all”. 

• The majority of respondents (85%) believe competition legislation covers all 
company sizes, and this shows a slight upward shift against the 81% 
recorded in 2005. 

• Whilst there continues to be fairly limited knowledge of the penalties (52% did 
not know what the penalties were, slightly more were also able to cite a 
penalty against 2005.  The top answer cited was “fine”, 34%, which is an uplift 
against 25% mentioning this in 2005.   

• Recognition levels of the OFT as the enforcer of competition legislation have 
also increased against previous years, with 20% citing the OFT (against 9% 
in 2005).  Of note, recognition of the OFT as the enforcer rises to 44% of 
companies with 200+ employees. 
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• 4 in 5 businesses (42%) claim to be aware and to take appropriate action to 
ensure compliance with competition legislation.  Reasons for non-compliance 
still mainly relate to a perception that it is not relevant to their organisation. 

• A range of sources would be used for further information on competition 
legislation, but use of the Internet continues to increase (33%, against 27% in 
2005) followed by a legal/financial adviser (15%). 

 The Internet would also be the most commonly used source for 
information on consumer legislation (41%). 

 For competition legislation, 9% claim they would seek information from 
the OFT, which is a rise against 3% in 2005. 

• Respondents were asked the positive and negative ways in which competition 
affects their business.  Just over half (56%) could cite a positive benefit, but 
slightly more (69%) could cite a negative effect.  Positive themes that emerge 
are price control, standards and business awareness (which leads 
businesses to improve their offering).  Negative impacts tend to theme around 
the idea of a loss of business/profits and other companies undercutting 
prices.  A number of businesses also mentioned the difficulty of competing 
with large companies on such factors as buying powers and overhead costs. 

 
Knowledge Of Consumer Rights 

• Of consumer facing organisations … 
 55% have an agreed complaint procedure, 49% an agreed customer care 

policy and 32% an exchange/returns policy on display.  A quarter (24%) 
have none of these “formal” consumer policies in place.  In terms of their 
justification for a lack of policies, organisations felt there simply was no 
need (e.g. they had no issues to resolve, they dealt with complaints on an 
informal basis as they arose etc.). 

 48% could not mention any areas that consumer protection rules apply to. 

 37% did not know what information a vendor legally has to provide when 
selling remotely. 

• That said, prompted levels of named consumer rights legislation have been 
maintained at the levels achieved in 2005, with a slight further increase in 
awareness of “unfair terms in contracts”. 

• Amongst those who sell remotely to customers (i.e. via mail order etc.), there 
is wide variation in terms of the time limit they believe is legally set for 
returning goods.  19% of those interviewed for this question did not know 
what their time limit was.  17% specifically mentioned the time limit of 7 days 
(although other answers often err on the side of the customer, giving them a 
longer return period).  (Results were similar to previous years). 
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• When questioned on the consumer rights across 4 different shopping 
scenarios, findings suggest there is widespread variation in businesses’ 
understanding of the rights of consumers, although most felt able to give an 
answer.  

• As with the consumer research, the most conclusive viewpoint was in terms 
of a faulty item that the consumer still had the receipt for. 

• Positively any movement in the results has been towards the vendor being 
legally obliged to refund, compensate, repair or replace the item, suggesting 
that service standards might be improving for consumers. 

 
 

Bought last 28 days and … 
Vendor legally obliged to 

refund, compensate, 
repair or replace it 

No consumer 
rights 

Don’t know 

Faulty, no proof of purchase 38% 
(consumers - 23%) 

49% 11% 

Faulty, proof of purchase 91% 
(consumers – 84%) 

4% 5% 

Not faulty, customer changed mind, proof of 
purchase 

40% 
(consumers - 31%) 

50% 9% 

Not faulty, customer changed mind, no proof 
of purchase 

10% 
(not asked in consumer 

survey) 

81% 8% 

 

OFT Awareness 

• Results show that most business respondents continue to have heard of the 
OFT (95%), although, aside from larger companies, few have had any 
dealings with them. 

 
• As per the last 3 survey waves, 1 in 10 businesses (13%) claim to be aware 

of the Codes of Practice regime, although many were unable to name a 
sector involved. 
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CONSUMER SURVEY 
 
4. General Perceptions About Consumer Rights (Consumer Survey) 
 
4.1 Perceptions Of How Well Protected Consumers Are 
 
As in previous research waves, consumers were asked to state how well protected 
they thought consumers in this country are when it comes to buying goods and 
services.  Respondents were asked to answer using a 4-point semantic scale (from 
“not at all protected” through to “very well protected”). 
 
As the chart below illustrates, the majority (three-quarters) think they are protected.  
However, most of these opt for the less strong category of “fairly well protected” 
rather than “very well protected”. 
 
With the exception of 2003, which showed a slight (but statistically significant) fall in 
perceptions against 2002, perceptions of consumer protection has remained 
unchanged over the past 5 years.  
 
 

 
 
 
 
 
 

Perceptions of Consumer Protection

10%

65%

13%

3%

9%

7%

62%

17%

4%

10%

9%

66%

13%

3%

9%

11%

62%

15%

4%

9%

10%

64%

12%

4%

10%

Very well
protected

Fairly well
protected

Not very well
protected

Not at all
protected

Don't know

2002
2003
2004
2005
2006

Base: All Respondents (2002 - 1019, 2003 - 1064, 2004 – 2011, 2005 –2048, 2006 - 1994) Q4

Total protected

75%  2002
69%  2003
75%  2004
73% 2005
74% 2006
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As in previous survey waves, those who believe they are “well informed” are more 
likely to think they are well protected, suggesting that having some knowledge is 
reassuring for consumers (86% of those who think they are informed about their 
consumer rights believe they are protected, against only 58% of those who do not 
think they are well informed). 
 
Results do not vary that markedly by demographic sub-group, although there were 
some groups who were slightly less likely to believe they are very/fairly well 
protected, namely those at either end of the age spectrum (aged under 19, or over 
75), and those in the C2DE social grade category (only 63%, 64% and 70% believing 
they are protected). 
 
Although some differences in results can be seen by region when comparing with 
2005 the hierarchy is generally the same.  When looking at the broader regions little 
difference is evident.  Those in the East of England are most likely to believe they are 
protected (standing at 82%) and those in Yorkshire and the Humber least likely to 
believe this situation (standing at 61%). 
 

Protection By Region 
 2006 Base Protected Not Protected 2005 Protected 
East of England 156 82% 9% 78% 
Scotland 195 79% 14% 73% 
South East 259 78% 17% 81% 
North West 224 75% 15% 75% 
South West 242 75% 14% 75% 
Wales 177 74% 11% 60% 
North East 128 74% 14% 67% 
Greater London 178 73% 19% 66% 
East Midlands 135 73% 20% 75% 
West Midlands 114 72% 19% 65% 
Yorks/Humber 186 61%  17% 76% 
     
Mid 679 75% 17% 70% 
South 582 75% 15% 74% 
North 733 73% 15% 74% 
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4.1.1 Reasons Why Consumers Feel They Are Not Well Protected  
 
When asked why they felt they were “not very well” or “not at all” protected, 
consumers do not complain about the lack of protection/laws, but instead about the 
fact that people do not know their rights and/or that companies will take advantage.   
 

 
A lack of knowledge of rights and problems with companies are the 2 main topics 
receiving most mentions.  Comparing the results to those seen in 2005, the general 
pattern of responses is broadly similar.  The only significant change in 2006 is an 
increase in mentions of “too many grey areas”.   
 
 

Reason Consumers are Not Protected

2%

6%

8%

13%

8%

13%

19%

16%

23%

35%

2%

7%

12%

12%

15%

17%

18%

19%

24%

38%

No central place to complain to

Difficult to know who to complain to

Too much small print

You have to fight/ get angry

Too many grey areas

Personal experience

You are fobbed off with excuses

Too many rogue traders/ sharks

Companies try to get out of their
responsibilities

People don’t know their rights

2006
2005

Base:  All who think they are not very/at all protected: (2005 – 378, 2006 - 312) Q5

Significant increase
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4.2 Change in Knowledge of Consumer Rights over Past Year 
 
When asked whether they felt their knowledge of consumer rights had changed over 
the past 12 months, consumers generally stated that they felt no change.   

Three quarters of consumers believe their knowledge has stayed the same over the 
past 12 months.  However, consumers were more positive than negative with almost 
a quarter stating that their knowledge had increased to some extent (either a lot or a 
little), whilst only 1% believed their knowledge had decreased. 
 
Those saying their knowledge had increased were more likely to be in the middle age 
bands, working (full or part time) and of a higher social grade. 

Knowledge of Consumer Rights Over Past 12 
Months

4%

20%

72%

1%

3%

Increased a lot

Increased a little

Stayed the same

Decreased

Don't know

Base: All Respondents (1994) Q7b

Increased: 
24%

Increased: 
24%
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4.2.1 Where Learnt about Consumer Rights over Past Year 
 
Following on from the question of whether knowledge has increased at all, 
respondents were asked where they had learnt about Consumer Rights in the past 
12 months. 
   
Three fifths of consumers claim they had not learnt anything new, whilst a range of 
sources are mentioned, including press coverage and contact with a Citizen’s Advice 
Bureau as top mentions. 
 

15%

7%

7%

5%

5%

58%

18%

12%

8%

8%

9%

58%

Press/ news
article/

coverage of
issue

Contact with
CAB

Contact with
OFT

Experience
of

complaining

Contact with
Trading

Standards

Nowhere

First mentions
All mentions

Where Learnt About Consumer Rights in Past 12 
Months

Base:  All respondents (1994) Q8b  
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4.3 How Well Informed and Confident Consumers Feel 
 
Consumers were asked how well informed they are about consumer rights and how 
confident they feel about using their rights in situations where they need to make a 
complaint or return goods and services.  2003 findings are used as the benchmark 
for these results, as a different scale was utilised in the 2002 study.  
 

 
As found previously, consumers do not see themselves as being particularly well 
informed.  The overall balance of opinion is just slightly towards being informed (63% 
of respondents) but very few think they are “very well” informed.   
 
That said, comparing how well informed consumers believe they are in 2006 with 
2003, there has been a small but statistically significant increase in those feeling 
(either very or fairly) well informed.

How Informed Consumers Feel 

‘How Well Informed Would You Say You Were About
Your Consumer Rights?’

10%

10%

9%

7%

53%

49%

49%

50%

27%

30%

30%

32%

8%

8%

9%

9%

2006

2005

2004

2003
(benchmark)

Very well informed Fairly well informed
Not very well informed Not at all informed

59% Informed

Base:  All respondents (2003 - 1024, 2004 – 2011, 2005 – 2048, 2006 - 1994) Q6

57% Informed

63% Informed

58% Informed
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Despite not being that well informed, consumers are more confident about using their 
rights.  Against being very well informed, 3 times as many place themselves in the 
top box for confidence, with three-quarters overall (78%) claiming they are either very 
or fairly confident in using their rights.  Again, results show no change on the 2003 
position. 
 

‘How Confident Do You Feel About Using Your Rights In Situations
When You Need To Make A Complaint Or Return Goods Or Services?’

How Confident Consumers Feel 

30%

31%

33%

34%

48%

47%

45%

43%

16%

16%

15%

16%

5%

5%

5%

5%

2006

2005

2004

2003
(benchmark)

Very confident Fairly confident
Not very confident Not at all confident

Base:  All respondents (2003 – 1024, 2004 – 2011, 2005 – 2048, 2006 - 1994) Q7a

78% Confident

77% Confident

78% Confident

78% Confident
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Analysis of results by age shows that middle-aged respondents feel more confident 
about their rights, as do those from the ABC1 social grade grouping.  This is the 
same pattern of findings found in previous years.  
 

 

Proportion Informed/Confident By Sub-Groups

Base:  All respondents (1994) Q6 & Q7a

Male

Female

16-18

19-44

45-74

75+

ABC1

C2DE

Base:  All respondents (1994) Q6 & Q7a

Male

Female

16-18

19-44

45-74

75+

ABC1

C2DE

64%

61%

52%

63%

65%

58%

71%

56%

Informed

59%

79%

82%

65%

82%

74%

79%

77%

Confident 2003

80%

74%

71%

76%

80%

73%

79%

75%

2003

60%

55%

47%

55%

60%

57%

59%

55%

2003

80%

74%

71%

76%

80%

73%

79%

75%

2003

60%

55%

47%

55%

60%

57%

59%

55%
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Analysis by region highlights some differences in results, those in Yorkshire and 
Humberside and Wales feeling less informed, and those in the North East and 
London feeling the least confident1.  Looking at the broader regions, consumers in 
the North feel less informed, and those in the Mids appear slightly more confident. 
 
 

                                                 
1 Please note that regional level data base sample sizes are relatively low. 

Proportion Informed/Confident By Region

Base:  All respondents (1994) Q6 & Q7a

73%
68%
67%

65%

65%

63%
61%
61%
60%

58%

45%
56%

66%

66%

East of England
South West

East Midlands 
South East

Greater London
West Midlands

Scotland
North East
North West

Wales
Yorkshire & the 

Humberside
North
Mids
South

75%
82%

71%

87%
78%

66%
81%

74%

73%
76%

81%

77%

82%
79%

Informed Confident
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Exploring all the sub-groups covered by the research, shows that the most vulnerable 
groups in terms of knowledge and confidence in using their consumers rights tend to 
be: young adults, those not working, those achieving lower levels of education, and 
lower social grade groupings (many of these aspects being inter-related).  
 
The following provides a summary: 
 

Proportion Informed/Confident 
Informed Confident 

Most informed Most confident 
35 – 74 year olds 19 - 74 year olds 
Working full-time Working full-time 

AB AB 
Further/Higher educated Further/Higher educated 

Live in Mids/South Live in Mids 
  

Least informed Least confident 
16 – 18 year olds 16 – 34 or over 75 year olds 

Not working Not working 
Students or Left school before finishing Left school before finishing or student 

DE C2DE 
Live in North  
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4.4 Attitude Statements 
 
As in previous years, consumer respondents were asked their level of agreement 
with a set of attitude statements (on a 5-point agreement scale).   

 
A summary chart of the results is provided above, with commentary provided on 
individual statements through sections 4.41 to 4.46.  Whilst most of the results were 
consistent with previous years, slightly higher agreement was evident in 2006 for the 
statements “businesses and sellers will try to get away with the minimum”. 
The following provides a summary of any differences in opinion by sub-groups: 
 

Statement Higher amongst … Lower amongst … 
I’m quite happy to go to the top 
to complain 

19+ year olds, work full time, 
AB, North, Mids 

16-18 year olds, 
student, South 

I’m happy to have a go and 
argue my case 

Male, 19-74 year olds, left 
school before finishing, North, 

Mids 

South 

Businesses/sellers will try and 
get away with the minimum 

19+ year olds, male 16-18 year olds, Higher 
educated/student 

I tend not to complain unless I 
have to 

16-18 or 55+ year olds, 
GCSE/left school before 

finishing, North, Mids 

19-34 year olds, working 
full time, South 

If you make a fuss you get 
better service 

35+ year olds, male, GCSE/left 
school before finishing, C2 

16-18 year olds 

These days the consumer is 
always right 

Have children in household, 
GCSE level educated, C2 

Disagree higher for 55+ 
year olds 

Agreement Statements - Summary

I’m quite happy to go 
to the top to complain

I’m happy to have a 
go and argue my case

Biz/ sellers will try and 
get away with the 

minimum*

I tend not to complain 
unless I have to

If you make a fuss 
you get better service

These days the 
consumer is always 

right

57%

46%

37%

37%

29%

11%

26%

32%

38%

35%

37%

22%

9%

10%

15%

13%

15%

26%

5%

8%

6%

8%

13%

26%

2%

4%

12%

1%

6%

3%

Agree strongly Agree slightly Neither Disagree slightly Disagree strongly

Base:  All respondents (2006 – 1994) Q24
* : Question wording changed from ‘shops’ in 2004 to ‘businesses and sellers’ in 2005

66%

72%

33%

75%

78%

83%

Net
Agree
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4.4.1 I Tend Not To Complain Unless I Have To 
 
This was a new statement introduced to the 2004 questionnaire.  As shown below, 
seven in ten agreed with this statement, with higher agreement particularly given by 
16-18 or over 55 year olds, GCSE/leaving school at a younger age and those in the 
North or Mids (81%, 75%, 73%/75%, 80% and 72% respectively). 
 

 
 

37%

32%

41%

35%

39%

32%

13%

10%

10%

8%

12%

10%

6%

6%

6%

2006

2005

2004

Agree strongly Agree slightly Neither Disagree slightly Disagree strongly

71% Agree

74% Agree

Base:  All respondents (2004 – 2011, 2005 – 2048, 2006 - 1994) Q24

I tend not to complain unless I really have to.

72% Agree
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4.4.2 I’m Happy To Go To The Top To Complain 
 
As in 2003, the majority of consumers feel they are happy to go to the top to 
complain, with a large proportion agreeing “strongly” with this statement.  This is 
despite the previous statement where 72% agreed that they tend not to complain 
unless they have to.   
 
Those more likely to agree with the statement about going to the top to complain are 
more likely to be 19+ years old, AB social grade group, live in North or Mids, and 
work full time (only 83%, 86%, 83%, 87% and 84% respectively agreed with the 
statement). 
 

 
 
 
 

57%

53%

59%

57%

26%

26%

22%

22%

9%

10%

8%

9%

5%

7%

7%

7%

2%

2%

3%

2%

2006

2005

2004

2003

Agree strongly Agree slightly Neither Disagree slightly Disagree strongly

79% Agree

Base:  All respondents (2003 - 1024, 2004 – 2011, 2005 – 2048, 2006 - 1994) Q24

81% Agree

79% Agree

I’m quite happy to go to the top to complain.

83% Agree



 

Competition Act & Consumer Rights, May 2006 (960216) 
 
25

4.4.3 Even If I Don’t Know What My Legal Rights Are, I’m Happy To Have A Go 
And Argue My Case 

 
The chart below reflects the earlier “confidence” results, with most consumers happy 
to have a go and argue their case (8 in 10 agree to some extent).   
 
Those more confident of arguing their case were male, 19-74 year olds, and live in 
the North or Midlands (80%, 79%, 78%, 84% respectively).  
 
 

 
 

46%

44%

45%

42%

32%

32%

27%

29%

10%

12%

12%

9%

8%

8%

11%

10%

3%

3%

5%

3%

2006

2005

2004

2003

Agree strongly Agree slightly Neither Disagree slightly Disagree strongly

75% Agree

Base:  All respondents (2003 - 1024, 2004 – 2011, 2005 – 2048, 2006 - 1994) Q24

73% Agree

76% Agree

Even if I don’t know what my legal rights are, I’m happy to have a go and 
argue my case.

78% Agree
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4.4.4 Businesses and Sellers Will Try To Get Away With The Minimum 
 
Results to the statement “businesses and sellers will try to get away with the 
minimum” suggest that consumers are a little cynical about sellers’ motives.  Of note, 
there has been an increase in the proportion agreeing with this statement comparing 
2006 with 2003 (up from 66% to 75%)2. 
 
For this statement, females, those aged 19+ years (76%) and males (77%). 
 

 
 
 

                                                 
2  Although it should be noted that the statement was changed from “shops will try to 

get away with the minimum” in 2004 to “business and sellers will try to get away with 
the minimum” in 2005. 

37%

35%

30%

30%

38%

36%

34%

35%

15%

15%

16%

16%

6%

9%

13%

12%

1%

3%

2%

2%

2006

2005

2004

2003

Agree strongly Agree slightly Neither Disagree slightly Disagree strongly

66% Agree

Base:  All respondents (2003 - 1024, 2004 – 2011, 2005 – 2048, 2006 - 1994) Q24

64% Agree

71% Agree

Businesses and sellers will try to get away with the minimum.

75% Agree
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4.4.5 If You Make A Fuss, You Get A Better Service 
 
As in previous years, results show that consumers are aware that it is sometimes 
worth making a fuss.   
 
Slightly higher agreement for this statement was recorded for those in the middle-
older age band (68% of those aged 35+), male (69%) and those in C2 social grade 
(68%). 
 

 
 
 
 
 
 
 
 

If you make a fuss, you get a better service.

29%

28%

30%

32%

37%

35%

34%

31%

15%

15%

15%

14%

13%

17%

13%

15%

4%

5%

4%

5%

2006

2005

2004

2003

Agree strongly Agree slightly Neither Disagree slightly Disagree strongly

64% Agree

Base:  All respondents (2003 - 1024, 2004 – 2011, 2005 – 2048, 2006 - 1994) Q24

65% Agree

63% Agree

66% Agree
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4.4.6 These Days The Consumer Is Always Right 
 
 
For this statement, there is a low level of agreement amongst consumers with only a 
third agreeing to some extent.   
 
Those more likely to agree with this statement have children in their household (37%) 
and are C2 social grade (37%).  Higher disagreement is seen amongst those aged 
55+ (45%). 
 

 
 

11%

10%

12%

13%

22%

21%

21%

23%

26%

24%

24%

24%

26%

33%

29%

28%

12%

12%

9%

9%

2006

2005

2004

2003

Agree strongly Agree slightly Neither Disagree slightly Disagree strongly

36% Agree

Base:  All respondents (2003 - 1024, 2004 – 2011, 2005 – 2048, 2006 - 1994) Q24

34% Agree

31% Agree

These days the consumer is always right.

33% Agree
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5. Awareness of Advice Sources and OFT (Consumer Survey) 
 
5.1 Sources Used To Check Consumer Rights 
 
Consumers were asked (without any prompting) “if you wanted to check what your 
consumer rights were for a particular situation, where would you go?” 
 
As in previous years, the top mention was the Citizens Advice Bureau, cited by a half 
of respondents, although this source has continued to decline.  Positively, the OFT 
has also seen an uplift for the 2006 survey.  
 
Reflecting findings in the business survey, there was a slight rise in the number of the 
Internet mentions, now accounting for a fifth of mentions.  All other mentions are at 
11% or below, including Consumer Direct, which received 1% of mentions. 

 
 
 
By sub-group, the most marked differences are for the 16-18 age band.  This group 
are more likely than average to ask a friend, relative or colleague (22%) or use the 
Internet (27%).  They were also less likely than other age groups to visit a Citizen’s 
Advice Bureau. 
 

Sources of Consumer Rights Information

54%

3%

8%

7%

8%

19%

55%

10%

9%

6%

8%

17%

55%

10%

9%

9%

8%

16%

50%

13%

9%

9%

12%

15%

47%

19%

9%

11%

11%

15%

Citizens Advice Bureau

Search on the Internet

Ask a friend, colleague or relative

Office of Fair Trading (OFT)

Trading Standards Office

Don’t Know

2002 2003 2004
2005 2006

Base: All Respondents (2002 – 1019, 2003 – 1064, 2004 – 2011, 2005 – 2048, 2006 - 1994) Q8  
11%+ mentions
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5.2 Awareness of the OFT 
 
As in previous years, respondents were asked whether they had heard of the Office 
of Fair Trading or OFT before the interview.   
 
“Before the interview today, had you heard of the Office of Fair Trading, sometimes 
known as the OFT?  Just to clarify, I’m talking about the OFFICE OF FAIR 
TRADING, and not Trading Standards, which are locally based and run by your local 
council.” 
 
The chart below shows that the majority of consumers are aware of the OFT.  
Although there has been a drop in awareness since the peak figure of 85% recorded 
for 2003, the 2006 survey does record a rise from 2004.  Please note that the 
questionnaire wording was changed slightly from 2004 onwards, to clarify the 
difference between the OFT and Trading Standards. 
 
 

 
 

Awareness of OFT

‘Had you heard of the Office of Fair Trading?’

Base:  All respondents (2002 – 1019, 2003 – 1064, 2004 – 2011, 2005 – 2048, 2006 - 1994) Q9

83%

17%

85%

15%

81%

19%

76%

24%

80%

20%

Yes

No  
2002
2003
2004
2005
2006
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As shown by the chart below (and mirroring findings in previous years), awareness 
continues to be higher for the older aged groups, non-ethnic consumers and the 
higher social grades.  Awareness drops to just 39% for those aged 16-18. 

 
 
 
 
 
 
 
 
 
 

Awareness of OFT

Base:  All respondents (1994) Q9

80%

82%
78%

39%
78%

87%
79%

83%
77%

80%
79%
80%

82%
55%

Aware of OFT

Male
Female

16-18
19-44
45-74

75+

ABC1
C2DE

North 
Mid

South

White
Non-white
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5.3 Perceived Roles And Responsibilities Of The OFT 
 
An open-ended question as to what consumers thought the role and responsibilities 
of the OFT was asked.   
 
As in previous waves, 4 in every 5 could name a role (78% in 2002, 80% in 2003, 
83% in 2004, 77% in 2005 and 80% in 2006), with most believing the OFT is there to 
help protect the consumer (rather than businesses).   

 
 
 
 
 
 
 

Roles and Responsibilities of the OFT

51%

20%

13%

12%

15%

11%

6%

17%

48%

26%

14%

14%

11%

11%

5%

20%

Look after rights of consumers 

Give help/ advice to consumers

To look after/ be fair to both
consumers and businesses

Ensure consumers are charged a
fair price 

Protect consumers against
sharks/ rogues

Protect against sale of faulty or
unsafe goods

Make markets work well for
consumers

Don't know

2004
2006

Base:  All respondents (2004 – 2011, 2006 - 1994) Q14
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5.4 OFT Campaign Awareness 
 
Questions were included in the survey to look at advertising awareness for the OFT.  
General publicity awareness was explored, plus awareness of specific issues that the 
OFT had been tackling in its communications. 
 
General 
 
 In the past 12 months, have you seen or heard any information, advertising or 

publicity about the Office of Fair Trading?  (if yes, where and what do you 
remember?) 

 
Specific 

 Have you seen or heard any publicity from the OFT about the following issues: 

o Avoiding scams 

o Buying on doorstep 

o Shopping for credit 

o OFT Approved Codes (added for 2006 survey) 
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5.4.1 General OFT Advertising Awareness  
 
As shown by the chart below, penetration of OFT advertising and publicity has 
increased over the past 12 months, with almost 3 in every 10 respondents (29%) 
claiming to recall seeing or hearing some information, advertising or publicity about 
the OFT.   
 

Recall levels were fairly similar across the demographic groups, just peaking slightly 
for those in the middle-age group (30% of those aged 19-74, against 13% of those 
aged 16-18 and 24% aged 75+).  As with other measures, males, those working full 
time, further/higher educated, and those in the AB social grade were more likely to 
recall publicity.  By region, highest recall levels were for North (31%) and South 
(32%) compared to the Midlands (24%). 

OFT Information, Advertising and Publicity

‘In the past 12 months, have you seen or heard any information, 
advertising or publicity about the OFT?’

Base:  All aware of OFT (2003 – 869, 2004 – 1617, 2005 – 1522, 2006 - 1576) Q12a

21%

72%

6%

22%

74%

4%

23%

72%

6%

29%

66%

5%

Yes 

No

Don't Know 2003 2004
2005 2006
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In terms of the source of the OFT information, advertising or publicity, TV dominates 
as the channel mentioned most often by respondents, mentions of this channel have 
returned to previous levels after falling in 2005.   
 

The Internet appears to be increasing as a recalled source, as seen generally 
throughout the survey. 

OFT Information, Advertising and Publicity

‘Where did you see this information, advertising or publicity?’

8%
0%

5% 4%

25%

8%
0%

5% 4%

51%

32%

9%
4% 8%

3%

64%

10%
5% 3% 2%

63%

24%

63%

31%

TV Newspaper Radio Internet Leaflet/
mailshot

Poster

2003 2004 2005 2006

Base:  All respondents who had seen information, advertising or publicity (2003 – 181, 2004 – 357, 2005 – 330, 
2006 - 463) Q12b
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In terms of what the publicity covered (without prompting), recall levels continue to be 
low, with only half giving an answer.  That said, there has been an increase in 
mentions for “saw it on Watchdog” for 2006.  

 

Recall of OFT Advertising, Information and Publicity

7%

7%

6%

4%

2%

5%

1%

5%

7%

9%

10%

3%

1%

1%

60%

12%

7%

7%

6%

3%

2%

2%

51%
60%

Saw it on Watchdog

Said where to get advice on
problems

"Know your rights"

Highlighted cowboys/ rogue
traders

Advice on what to do when things
go wrong

Statutory rights in respect of
return/ replacement of goods

Documentary on fair trading

Don't know 

2004
2005
2006

Base:  All respondents who have seen or heard any information, advertising or publicity (2004 – 357, 2005 – 330, 
2006 - 463) Q12c
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5.4.2 Specific OFT Advertising Campaign Awareness  
 
When prompted with specific publicity issues, around a three in ten could recall one 
of the issues, with “avoiding scams” remaining as the top mentions.  2006’s 
additional campaign “OFT Approved Codes” only received very low mentions. 
 

 

22%

14%

10%

3%

68%

23%

15%

11%

Avoiding
scams

Buying on
doorstep

Shopping for
credit

OFT approved
codes

None of these
2006 2005

Recall of Publicity Around Specific Issues

Base:  All respondents (2005 – 2048, 2006 - 1994) Q13a
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5.4.3 Consumer Direct  
 
 
New questions were included in 2006 to measure awareness and usage of 
Consumer Direct.  Despite not being fully rolled out, the measures this year can act 
as benchmarks for future years. 
 

Around one in ten consumers had heard of Consumer Direct, and only 1% of all 
consumers claim to have actually used the service.   
 
Awareness of Consumer Direct differs somewhat by region (mainly due to the 
incomplete regional roll out) with consumers in London having the highest awareness 
(25%), followed by the East Midlands (16%) and South East (13%).   
 
Regionally, usage of Consumer Direct is at a maximum of 3% (seen in the South 
East and East of England) whilst in the North East and East Midlands no-one claims 
to have used the service (but some caution is required with the region base sample 
sizes). 
 

Consumer Direct

12%

86%

86%

11%

1%

*%

Yes

No

Not heard of and not contacted

Never contacted

Yes in past 12 months

Yes prior to last 12 months

Base:  All respondents (1994) Q8c & Q8d

Heard of

Contacted
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5.4.4 Consumer Code Approval Scheme  
 
New questions were added to the 2005 consumer survey to test awareness of the 
Consumer Code approval scheme and recognition of the logo. 
 
Overall, less than 1 in 10 (8%) claimed to have heard of the Consumer Code 
approval scheme (similar to the 9% level recorded in 2005), with awareness rates 
varying quite markedly across regions (from 4% in West Midlands up to 11% in East 
of England).  Demographically, the highest awareness figures were recorded for AB 
social grade (12%) and the higher educated (12%). 
 
When asked what types of businesses were involved in the scheme, quite correctly, 
direct sellers/those selling on the doorstep, estate agents, car sales and car body 
shops topped the list, with an additional top mention of building trades, which is not 
currently covered. 
 

 
 

Businesses Involved in Scheme 

Base:  All respondents/All aware (1994, 153) Q14a & Q14b

8%
Heard of consumer 

code approval 
scheme

Types of businesses involved:
Direct sellers/those selling on the doorstep  19%
Estate agents 15%
Building trades 15%
Car sales 15%
Car body shops/repair garages 11%
Travel agents 9%
Retailers/shops 7%
Banks/financial companies 3%
Other 8%
Don’t know 37%
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On prompting with the Consumer Code approval scheme logo, 17% of respondents 
(14% in 2005) claimed to have seen it.  Results were highest for AB social grade, 35-
54 year olds, working full time, further/higher educated and those in the South East 
or East Midlands.  . 
 
In terms of where the logo had been seen, a range of answers was provided, but the 
most common attribution was to the TV, either via an advertisement or via a 
programme, or a newspaper/magazine editorial or article. 
 

Where Logo Seen 

Base:  All respondents/All seen logo (1994, 334) Q14c & Q14d

17%
Seen consumer 

code approval 
scheme logo

Where logo seen:
TV ad 24%
Newspaper/magazine ad 16%
In a TV programme/editorial 11%
Newspaper/magazine article 7%
Poster ad 7%
Shop door/window/building 5%
In written sales material e.g. sales leaflet 4%
At Citizens Advice Bureau 3%
Internet ad 3%
Other mentions at 2% or less
Don’t know 37%
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6. Consumer Rights Action Taken 
 
As a means of measuring “consumer activity”, respondents were asked what 
consumer or buying activity they had undertaken.   
 
Respondents were asked: 
 
 Products: 
I’d now like you to think about items and products you’ve bought over the past 12 
months.  With this in mind, which of the following have you done in the past 12 
months?  
 

 Taken or sent an item back because it was faulty. 
 Taken or sent an item back because you didn’t like it. 
 Taken/sent item back because it didn’t fit or wasn’t quite the right thing. 
 Cancelled or contested a contract after signing it. 
 Bought a product over telephone. 
 Bought a product by mail order. 
 Bought a product over the Internet. 

 
Services: 
I’d now like you to think about any SERVICES you’ve bought or used in the past 12 
months.  Please include all types of services you may have used including, for 
example, holidays, home improvements, getting your car serviced or fixed.  Thinking 
about the past 12 months, which of the following have you done? 
 

 Made a complaint about a service received. 
 Cancelled or contested a contract after signing it. 
 Bought a service over telephone. 
 Bought a service by mail order. 
 Bought a service over the Internet. 

 
For the purposes of this report, we have grouped-up those activities shown above in 
bolded blue and labelled these “consumer action”. 
 
Overall, a net of around three-fifths (56%) of consumers have taken “consumer 
action in terms of either a product or service” over the past 12 months (57% in 2005), 
and approaching half (46%) had bought some goods or service through distance 
buying (by mail order, telephone or over the Internet) (36% in 2005). 
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6.1 Action Taken In Past 12 Months 

 
 

Product Purchase

Most recent / Only action

Base:  All respondents / All respondents taking action (1994, 1335) Q15 & Q16

33%

23%

20%

6%

23%

27%

18%

30%

Over past 12 months

Taken Faulty item back

None of these

Cancelled/contested contract 
for product after signing for it

Bought product over 
telephone

Taken item back because 
didn’t like it

Bought product over internet

Bought Mail order product

Taken item back because 
didn’t fit or wasn’t right

27%

12%

10%

3%

12%

28%

8%

Service Purchase

Base:  All respondents / All respondents taking action (1994, 565) Q19/Q20

29%

8%

25%

32%

6%

Most recently / Only action

11%

4%

11%

12%

4%

67%

Over past 12 months

Made a complaint about a 
service received

None/Don’t know

Cancelled/contested contract 
for service after signing for it

Bought a service by mail order

Bought a service over the 
internet

Bought a service over the 
telephone
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6.2 Problems Encountered 
 
Consumers who had taken any action in the past 12 months for either a product or 
service were asked whether or not they had encountered any problems from the 
shop or service provider when taking the action.  This was asked for the “only” or 
“most recent” incidence in the past 12 months. 
 
At an aggregate level for products and services, the chart below shows that problems 
are more than twice as likely to be encountered when taking action for services than 
products. 
 
Positively, problems appear less likely to occur with either products or services 
compared to 2005. 
 

 

Problems Encountered When Taking Action 

Did you encounter any problems with products?
8%

89%

2%

Yes 

No

Don't know/
can’t remember

Base:  All respondents who have taken action in the past 12 months (1335) Q17

Did you encounter any problems with services?

21%

76%

3%

Yes 

No

Don't know/
can’t remember

Base:  All respondents who have taken action in the past 12 months (565) Q21

2004: 10%
2005: 13%

2004: 25%
2005: 28%
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Summarising the results clearly shows that consumers are more likely to take an 
action regarding a product than a service, however, the proportion of consumers 
experiencing problems when taking action is the same for both products and 
services. 
 

 
In terms of those experiencing problems, those over 75 years and those of DE social 
grade were more likely to have experienced problems with products (11% 
respectively).  However, those who think they are not well informed or not confident 
about using their consumer rights are more likely to have encountered problems 
(perhaps the situation has highlighted their lack of knowledge). 
 
For services, those aged 35-54 years and those living in the North were more likely 
to experience problems with action regarding services (26% and 27% respectively). 

Problems Encountered with Complaints

Summary of service action and complaints

Base:  All respondents (1994) Q19/Q20/Q21

6%

23%

67%

4%

Taken any action and
encountered problems 

Taken any action and not
encountered any problems 

Not taken any action 

Don't know

6%

60%

30%

4%

Taken any action and
encountered problems 

Taken any action and not
encountered any problems 

Not taken any action 

Don't know

Summary of product action and complaints

Base:  All respondents (1994) Q15/Q16/Q17
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The following shows the most common problems experienced, grouped into 
problems experienced with “products” and those with “services”.  Themes are quite 
wide ranging covering issues of time, staff attitude and that the respondents had to 
push-hard to get results. 
 
 

Most Common Problems Encountered 
Product Related % Service Related % 

Base: All experiencing problems 124 Base: All experiencing problems 120 
    
Had to keep hassling to get 
issue resolved 

24% Took a long time to sort out 36% 

Seller wouldn’t accept 
responsibility for faulty goods 

23% Had to keep hassling to get 
issue resolved 

28% 

Seller slow to take action 19% Seller wouldn’t accept 
responsibility for problem 

27% 

Seller refused to do anything 14% Staff attitude poor/ unhelpful/ 
uninterested/ rude 

25% 

Staff attitude poor/ unhelpful/ 
uninterested/ rude 

14% Seller refused to do anything 20% 

Didn’t offer sufficient outcome 11% Complaint was ignored 11% 
Had to involve someone senior 10% Didn’t offer sufficient outcome 10% 
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7. Scenario Knowledge & Behaviour 
 
7.1 Retail Scenarios 
 
Consumers were presented with 5 retail scenarios and asked what they thought 
would be their consumer rights in these situations.  The scenarios tested were: 
 

 You had bought something that turned out to be faulty and you no longer had 
the receipt or proof of purchase for it. 

 You had bought something that turned out to be faulty.  Assume you still had 
the receipt for it. 

 You had bought something in the sale that turned out to be faulty.  Assume 
that you still had the receipt for it. 

 You had bought something, there was nothing wrong with it but you just 
decided that you didn’t want it.  Assume that you still had the receipt for it. 

 You had bought something over the Internet, there was nothing wrong with it 
but you changed your mind and decided you didn’t want it. 

 
The high street scenarios match those used in the 2003, 2004 and 2005 research, 
whilst the Internet scenario is new (previously based on buying from a mail order 
catalogue).  The possible answer options have been adapted over the years, to more 
closely reflect the legal position.  Answer options from 2005 were: 
 
What do you think shops would do in this situation? 
 

1. All shops have to legally refund, compensate, repair, exchange or replace it 

2. Shops do not legally have to refund, compensate, repair, exchange or 
replace it but all would under their customer care policy 

3. Shops do not legally have to refund, compensate, repair, exchange or 
replace it but some would under their customer care policy  

4. Shops do not legally have to refund, compensate, repair, exchange or 
replace it, and they wouldn’t 

 



 

Competition Act & Consumer Rights, May 2006 (960216) 
 
47

On the whole, the proportion knowing their exact consumer rights is quite low.  As in 
2005, most correct knowledge was shown in terms of a faulty item for which the 
consumer had the receipt.   
 

 
 
In terms of most uncertainty (i.e. a “don’t know” answer), this was found for the 
Internet purchase.  This reflects findings for distance buying throughout the survey. 

23%

84%

57%

31%

25%

22%

6%

13%

19%

15%

31%

3%

14%

27%

14%

13%

7%

9%

4%

12%

5%

10%

13%

42%

Base:  All respondents (2005 – 2048, 2006 - 1994) Q25 & Q28

Retail Scenarios 

All shops have to legally refund, compensate, repair, exchange or replace it
Shops do not legally have to refund, compensate, repair, exchange or replace it but 
all would under their customer care policy
Shops do not legally have to refund, compensate, repair, exchange or replace it but 
some would some would under their customer care policy
Shops do not legally have to refund, compensate, repair, exchange or replace it, 
and they wouldn’t
Don’t know

A) Faulty – no receipt 
or proof of purchase

E) Changed mind –
internet

D) Changed mind –
have receipt

C) Faulty sale item –
have receipt

B) Faulty – have 
receipt

2005: 26%

2005: 82%

2005: 59%

2005: 37%
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The table below details results by sub-groups across the 5 scenarios.  In all 
situations, those in the older age groups and those in the lower social grade grouping 
were more likely to be unclear about their consumer rights.  For Internet, those in 
younger age groups tended towards an answer whilst the majority of those aged 75+ 
were unsure. 
  

 Male Female 16-
18 

19-34 35-54 55-74 75+ AB C1 C2 DE 

 920 1074 88 540 663 542 161 229 622 514 629 
Faulty, no receipt % % % % % % % % % % % 
Legally refund 25 21 21 20 24 26 20 26 26 21 20 
All - customer care 22 21 14 23 21 22 23 22 20 26 18 
Some – customer care 30 31 36 36 30 27 25 33 31 30 30 
No legal obligation 12 13 5 12 14 11 13 12 11 12 16 
DK 10 13 23 9 10 13 18 6 11 11 16 
Faulty, receipt            
Legally refund 83 85 83 84 84 87 82 88 82 86 84 
All - customer care 7 6 4 6 8 5 7 5 7 7 6 
Some – customer care 3 3 3 4 3 2 3 3 4 2 3 
No legal obligation 1 1 1 1 1 1 * 1 1 0 1 
DK 6 5 10 5 4 5 9 3 6 5 6 
Sale faulty, receipt            
Legally refund 60 54 54 52 60 58 54 62 59 54 54 
All - customer care 13 13 14 15 11 13 11 12 11 15 13 
Some – customer care 13 15 15 16 14 11 14 14 15 13 14 
No legal obligation 5 8 1 8 6 7 7 5 7 6 7 
DK 9 11 16 9 9 11 13 6 9 12 12 
Changed mind, 
receipt 

           

Legally refund 31 32 37 32 31 32 28 29 29 32 36 
All - customer care 18 20 16 20 19 21 14 23 17 19 20 
Some – customer care 28 26 23 27 29 26 28 31 31 26 22 
No legal obligation 11 8 9 11 8 10 11 9 11 10 8 
DK 12 14 15 11 14 11 19 8 13 14 15 
Internet, changed 
mind  

           

Legally refund 26 23 27 33 28 19 5 28 29 23 19 
All - customer care 14 15 19 20 14 13 6 22 15 12 14 
Some – customer care 15 13 14 16 17 9 7 15 19 13 9 
No legal obligation 5 4 5 4 5 4 4 5 5 4 4 
DK 40 45 35 26 36 55 78 29 33 48 54 
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7.1.1 Application of Time Limits 
 
Respondents were asked whether they thought a time limit would apply for returning 
faulty goods to a shop on the high street, or goods (non-faulty) to a mail order 
company and an Internet company.  This year, the mail order and Internet questions 
were switched in the questionnaire, so are not directly comparable with previous 
years. 
 

 
As shown above, in all cases most respondents believe a time limit applies.  79% 
believe this is the case for faulty items from high street shops, 66% for mail order 
companies, falling to 52% for Internet companies.  As seen throughout the survey, 
there are a large proportion of consumers selecting the “unsure/don’t know” category 
for Internet companies.   
 
Amongst those who believe there is a time limit, if the item is faulty, consumers tend 
to believe they have just under 3 months to return the item.  However, the mean 
average recorded was typically just over a month for both mail-order and Internet 
shopping (i.e. an over-estimate of the time limit). 
 

52%

7%

41%

Time Limit for Returned Goods 

Base:  All respondents (1994) Q26 & Q27 & Q29 & Q30 & Q31 & Q32

1.4 months

Shopping via mail 
order catalogue, 

returning item (not 
faulty)

8%

25%

66%

1.2 months

79%

9%

12%

Shopping on the 
high street, returning 

faulty item

Average: 2.9 months

Yes, there 
would be a 
time limit

No

Don’t know

Shopping via 
internet, 

returning item 
(not faulty)
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 High Street Shop Internet Company Mail Order Company 
Base: All 
respondents thinking 
there is a time limit 

1582 973 1330 

 % % % 
1 week or less 7 8 4 
2-3 weeks 21 27 32 
1 month 39 39 42 
2-3 months 2 1 1 
4-6 months 7 4 4 
7 months or longer 10 3 2 
Don’t know 14 18 16 
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7.2 Checking of Service Credentials 
 
As in previous years, respondents were given 5 service scenarios and asked whether 
they would always check the service provider’s credentials in these cases, only for 
larger/certain occasions, rarely or would never check3.  A code on the questionnaire 
was also allowed for “not applicable, always use someone recommended to me”, but 
this was not offered up-front as an answer category to respondents. 
 
The service scenarios tested were: 
 

 When using a plumber who you’d never used before to do some work on your 
house. 

 When using an electrician who you’d never used before to do some work on 
your house. 

 When using a builder who you’d never used before to do some work on your 
house. 

 When booking a holiday through a travel agent. 
 When buying something on the Internet. 

 

                                                 
3   In terms of “checking references” the definition of this was clarified in 2004, with the 

following description given to respondents - “By this I mean such things as checking 
references or, if they say they are a member of a Trade Association or some other 
group, that this really is the case”. 
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As shown by the chart below, it looks to be rare that service provider credentials are 
not checked.  Either the credentials are checked or consumers only use someone 
recommended to them, apart from the Internet where people are generally more 
unsure about checking credentials. 
 
Results are similar to those recorded for 2004 and 2005. 

 
 
 

40%

39%

39%

28%

24%

11%

11%

8%

8%

6%

7%

16%

13%

6%

6%

7%

24%

11%

32%

32%

30%

14%

13%

6%

6%

6%

11%

31%

10% 6%New builder

New electrician

New plumber

Travel Agent

Internet purchase

Always Only for larger jobs Rarely Never N/A - always use someone recommended Don't know

Base:  All respondents (1994) Q33

Checking Service Provider Credentials

44%      40%

20%      17%

28%      23%

41%      38%

42%      38%

2004 2005
% ‘always check’
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7.3 Service Scenarios 
 
The survey included a series of questions (first introduced in 2004) to assess what 
people thought were their rights in various service situations.  As an introduction 
respondents were told,  
 
“What do you think your rights would be in the following situations when a trader has 
carried out a service for you?  For example, they may have installed some double 
glazing, fixed a leaky tap or repaired a faulty boiler.  It could be any service they have 
undertaken.” 
 
The scenarios then tested were: 
 
1. You did not agree a price for the service before the work started, the trader has 

now finished the job and is asking for what you consider to be a large sum of 
money for the work. 

2. Before the start of the work, you and the trader did not agree a completion or end 
date.  In your view, they are taking a long time to complete the work. 

3. You have paid for the work but, in your view, the work was not carried out 
satisfactorily.  

 
Please note that the answer options in 2005 were amended to be more closely 
reflective of the law. 
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7.3.1 Scenario 1  
 
As shown below, there was a mixed response regarding the agreement on price and 
payment of traders, although almost half of respondents were correct.  Of note, a 
quarter (25%) felt unable to hazard an answer.  
 
Males, those in the middle age bands and those working full time, and living in the 
Midlands were slightly more likely to get the correct answer right. 
 

 
 
For all 3 scenarios, responses were very similar to those seen in 2005. 
 
 
 
 
 
 
 

Service Scenario 1

Base:  All respondents (1994) Q34

49%

27%

24%

48%

27%

25%

2005
2006

You can pay a reasonable 
sum for the work

You have to pay the price 
that the trader has asked 

you for

Don’t know

You did not agree a price for the service before the work started, the 
trader has now finished the job and is asking for what you consider to 
be a large sum of money for the work.
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7.3.2 Scenario 2 
 
A slightly higher proportion – two-thirds (66%) – gave the correct response regarding 
the agreement of a completion date with traders.  Again, males were more likely to 
get the correct answer, as were those aged 19+ years and those in C2 social grade. 

Service Scenario 2

Base:  All respondents (1994) Q35

63%

17%

19%

66%

16%

18%

2005
2006

You are entitled to expect 
the trader to finish the work 

in a reasonable time  

The trader is entitled to 
finish the work in what they 

think is a reasonable time

Don’t know

Before the start of the work, you and the trader did not agree a
completion or end date. In your view, they are taking a long time to 
complete the work.
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7.3.3 Scenario 3 
 
In the final scenario, relatively few gave the correct answer, although most believed 
that the trader had to put the problem right. 
 
For this scenario, there were no differences in responses by gender.  Equally, none 
of the age bands were any more likely to get the answer right, although the very 
young and old tended to opt for “don’t know”.  Those living in the Midlands or South 
were also more likely to get the correct answer. 
 
 

Service Scenario 3 

Base:  All respondents (1994) Q36

16%

65%

15%

3%

18%

62%

16%

4%

2005
2006

The trader has to 
refund your money 
or compensate you

The trader has to put 
the problem right

Don’t know

You have paid for the work but, in your view, the work was not carried 
out satisfactorily. 

Something else



 

Competition Act & Consumer Rights, May 2006 (960216) 
 
57

 
7.3.4 Summary by Demographics 
 
The following provides a summary of the proportion giving the correct answer split by 
demographic group: 
 

Service Scenarios - % Getting Right Answer 
 Scenario 1 Scenario 2 Scenario 3 
    
Male 54 69 19 
Female 42 63 17 
    
16 – 18 38 43 15 
19 - 34 47 63 18 
35 – 54 51 70 20 
55 – 74 49 68 18 
75+ 42 65 15 
    
ABC1 49 65 18 
C2DE 47 67 18 
    
North 45 64 13 
Mid 51 69 19 
South 48 65 22 
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7.4  Application of Time Limits 
 
Respondents were asked whether they thought a time limit would apply for repair, 
replacement or other compensation for services.  
 
Answers mirrored those given in 2005, with just over half (53%) believing that a time 
limit applied.  A high proportion stated “don’t know”, demonstrating that respondents 
were less sure about time limits for services than they were for products on the high 
street or by mail order (see section 7.1.1).  
 
 

Time Limit on Refund or Other Compensation for Services

53%

13%

34%

56%

10%

34%

Yes (there
would be a
time limit)

No 

Don't know

2006
2005

Base:  All respondents (1994) Q37a
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The chart below shows respondents’ estimated time limits.  The results vary 
considerably with a number of very high estimates making the mean average around 
6 months). 
 

 
Against products (see section 7.1.1), it was felt that there was more time (c. twice as 
long) to refund poor services than to return poor products. 

Time Limit on Refund or Other Compensation for Services

Average: 6.3 monthsAverage: 6.3 months

4%

6%

19%

6%

20%

12%

33%

1 week or less

2-3 weeks

1 month

2-3 months

4-6 months

Over 7 months

Don't know

Base:  All respondents who believe there is a time limit (1052) Q37b

2005: 6.8 months
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8. Scams 
 
To reflect one of the priorities of the OFT, new questions were added to the 2005 
survey to explore the issue of scams, in particular: 
 

 Awareness and perceived knowledge of different types of scams 
 Opinion of scams 
 Confidence in dealing with scams. 

 
In 2006, the list of scams used was refined to reflect the scams work being 
conducted by the OFT at the time of the survey. 
 
8.1 Awareness & Perceived Knowledge of Scams 
 
As the chart below shows, awareness of scams varies markedly, ranging from 84% 
for “premium rate telephone numbers” down to 40% for “matrix schemes”.  Generally, 
respondents tended to be aware of the more “straightforward” scams. 
 
For all the scams, there was a significant minority (ranging from 1 in 10 up to around 
3 in 10) who opted for the top box rating of “know a lot” about the scam. 

 
 
Compared to 2005, awareness (based on heard of and know a lot) appears to have 
increased this year for all scams.  However, results are not directly comparable due 
to the wording changes made.

Awareness of Scams

31%

27%

27%

19%

15%

13%

11%

10%

32%

30%

28%

24%

15%

18%

19%

13%

21%

21%

23%

25%

13%

19%

20%

17%

16%

22%

22%

32%

56%

50%

50%

60%

Heard of & know a lot Heard of & know a little

Just heard of, don't know about Not heard of at all

Base:  All respondents (1994) Q23a * Wording changed 2006

Premium rate telephone 
prize scam*

Pyramid selling and chain 
letter scams* 

Prize draw/ sweepstakes/ 
foreign lottery mailing scam*

Work at home/biz 
opportunities

Foreign money making 
offers inc. African advance 

fee fraud *

High risk investment scams*

Property investment 
schemes

Matrix internet schemes*

Heard of & know 
about

63%

57%

55%

43%

31%

32%

30%

23%
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Awareness rates did vary by sub-groups, with awareness generally found to be 
significantly higher amongst males, those aged 19-74, higher social grade and living 
in the South 
 

Heard of & Know a 
Lot About 

Male Fe-
male 

16-18 19-34 35-54 55-74 75+ AB C1 C2 DE North Mid South 

               
 % % % % % % % % % % % % % % 
Premium rate 
telephone prize 
scam 

35 28 23 32 32 34 23 41 34 31 24 28 33 33 

Pyramid selling & 
chain letter scams 

32 23 16 26 30 31 19 39 32 26 18 25 25 32 

Prize draw/ 
sweepstakes/ foreign 
lottery mailing scam 

30 24 13 25 28 31 23 35 28 26 22 25 25 30 

Work at home/ biz 
opportunities 

21 17 16 22 20 18 8 23 22 16 15 16 20 20 

Foreign money 
making offers  

20 11 8 16 16 17 10 23 19 13 9 9 14 22 

High risk investment 
scams 

17 10 8 14 14 16 10 20 16 13 8 8 12 20 

Property investment 
schemes 

13 10 6 11 11 13 9 17 13 9 9 8 10 16 

Matrix Internet 
schemes 

13 8 17 15 10 8 4 14 13 9 7 8 12 11 
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8.2 Opinions of Scams (General Attitude Statements) 
 
To obtain a measure of general opinion towards scams, 3 attitude statements were 
included in the research: 
 

 I know enough not to get taken in by a scam. 
 Scams get well publicised these days. 
 There’s lots of information available to help you avoid being taken in by a 

scam. 
 
Answers to the statements suggest that although most (seven in ten, 72%) believe 
they know enough not to get taken in by a scam, in contrast to this, only four in ten 
(40%) believe “there’s lots of information available to help you avoid being taken in 
by a scam”.   Positively, however, the research did find more agreeing with each 
statement in 2006 compared to 2005 (when the respective figures were 65%, 48% 
and 33%). 

Opinions of Scams

I know enough not 
to get taken in by a 

scam

Scams get well 
publicised these 

days

There’s lots of 
information 

available to help 
you avoid being 

taken in by a scam

34%

17%

14%

37%

36%

26%

13%

15%

23%

8%

17%

19%

5%

14%

11%

Agree strongly Agree slightly Neither 

Disagree slightly Disagree strongly

Base:  All respondents (2005 – 2048, 2006 - 1994) Q23b

Agree: 72%

Agree: 53%

Agree: 40%
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 Male Fe-

male 
16-
18 

19-
34 

35-
54 

54-
74 

75+ AB C1 C2 DE North Mid South 

 920 1074 88 540 663 542 161 229 622 514 629 733 582 679 
 % % % %  % % % % % % % % % 
I know enough not to 
get taken in by a scam 

73 71 64 70 71 78 68 81 73 69 69 74 73 68 

Scams get well 
publicised these days 

53 54 50 51 53 59 52 62 56 52 48 55 53 52 

There’s lots of info 
available to help you 
avoid being taken in by 
a scam 

41 39 37 41 38 41 42 52 41 38 34 40 36 44 
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8.3 Confidence in Dealing with Scams 
 

Despite relatively few claiming that there is a lot of information available to them 
about scams, confidence in dealing with scams is relatively high, with almost three 
quarters (72%) claiming they would be confident in dealing with a scam.  Again, this 
is an increase from 2005, with consumers increasingly saying “fairly confident” rather 
than “not very confident”. 

Results were broadly similar to those found for “confidence in dealing with consumer 
rights”, as presented in section 4.3. 

  
As shown below, certain groups proved to be more confidence in dealing with scams, 
with the most confident groups being similar in profile to those most aware of scams 
(namely: males, middle age groups, higher social grade and those in the South). 
 

 Male Fe-
male 

16-
18 

19-
34 

35-
54 

55-
74 

75+ AB C1 C2 DE North Mid South 

 920 1074 88 540 663 542 161 229 622 514 629 733 582 679 
 % % % % % % % % % % % % % % 
Very confident 27 22 14 21 27 27 24 30 24 23 23 27 23 23 
Fairly confident 49 47 44 51 49 49 37 52 47 48 47 46 46 52 
Not very confident 14 17 21 17 15 12 17 12 19 13 15 13 17 17 
Not at all confident 5 9 14 7 4 7 18 3 5 10 9 8 10 5 
Don’t know 5 6 8 4 5 6 5 3 4 6 6 7 5 4 

Confidence in Dealing with Scams

25%

41%

22%

7%

5%

24%

48%

16%

7%

5%

Very confident

Fairly
confident

Not very
confident

Not at all
confident

Don't know

2005
2006

Base:  All respondents (2005 – 2048, 2006 - 1994) Q23c

Confident 
72%

2005: 
66%
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By region, confidence levels were highest for those living in the South East and North 
West, and lowest amongst those living in the North East and East Midlands. 
 

 London SE East SW W 
Mids 

E 
Mids 

NW York & 
Hum 

NE Wales Scotland 

            
 % % % % % % % % % % % 
Very confident 11 32 24 25 21 21 33 28 10 27 25 
Fairly confident 65 43 38 47 62 41 48 35 52 38 49 
Not very confident 14 18 25 19 11 15 10 13 15 17 15 
Not at all confident 4 6 8 3 5 19 6 11 12 8 5 
Don’t know 6 * 5 6 2 4 3 12 11 10 6 
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BUSINESS SURVEY 
 
9. Competition Legislation (Inc. Enterprise and Competition Act) 
 
To measure awareness of the Competition Act and the Enterprise Act, a 2-stage 
approach was employed (as in previous years).  Initially respondents were asked 
“have you heard of the xxx Act” (nominally prompted), after which a description of the 
Act was given (prompted with description) with respondents asked to confirm 
whether they had heard of this legislation. 
 
In terms of presenting results in this report, they are shown as: 
 
Nominally prompted: awareness prompted by name and validated by description 
Prompted with description: validated by description only (not aware at the initial 
name prompt) 
Total awareness: nominally prompted + prompted by description (net of the above 2 
figures) 
 
In terms of the prompted descriptions provided, these were: 
 
Enterprise Act 
“The Act includes criminalisation of cartels and the ability to take action against 
individual company directors who break current competition legislation.  The Act 
includes new controls on company mergers and aspects of consumer protection and 
information.” 
 
Competition Act 
“The Competition Act came fully into force in March 2000 to protect against anti-
competitive practices, such as forming cartels and the abuse of a dominant position 
in the market place.  The Act is modelled on existing European law.”   
 
Prior to 2002, the business survey was only undertaken with companies employing 
between 10-499 employees.  Section 9.4 shows time trends since 1999, but the 
remaining sections of this report just present results against the past 5 years but 
based on all company sizes and sectors (excluding public sector). 
 



 

Competition Act & Consumer Rights, May 2006 (960216) 
 
67

9.1 Awareness of Enterprise Act 
 
Please note that the awareness question about the Enterprise Act was brought 
forward in the 2004 questionnaire.  However, given the marked increase in 
awareness in 2004, it is felt that the change noted was due (at least in part) to real 
market changes rather than an influence of questionnaire order4.   
 
In 2003, and given that the Enterprise Act had only just come into force, just 17% of 
businesses claimed awareness.  However, over the past 4 years, this proportion has 
more than doubled and now stands at 4 in every 10 (41% of) businesses. 
 
Awareness increased at both stages of question prompting. 
 

 
 
 
 
 
 
    
 

                                                 
4  Please note that the effect of altering questionnaire order cannot be measured.  

Whilst bringing the questions to the front might ensure “fresh respondent attention”, 
equally it could be that as respondents “warm-up” in the questionnaire, their recall 
becomes better. 

Awareness Of Enterprise Act –
All companies

5%

17%17%

28%

13%

22%

35%

14%

26%

41%

11%10%

Nominally prompted Prompted with
description

Total awareness

2003 2004 2005 2006

Base:  All respondents (2003 –1132, 2004 –1366, 2005 – 1131, 2006 - 1126) Q1a & Q3b
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As found with awareness of the Competition Act (see section 10.3), there is a clear 
relationship between awareness and size of company.  Of note, awareness at the 
notional (first) prompt stage is markedly higher for companies with 200+ employees.   
 
Within these larger companies, more “specialist” staff were interviewed with 46% of 
interviews being with Company Secretaries (against 11% across the full sample).  
This particular group were most likely to be aware of the Enterprise Act (53% of 
Company Secretaries were aware of the Enterprise Act). 
 

 
As can be seen by the table below, total awareness of the Enterprise Act increased 
across all company size bands. 
 

Total Awareness of Enterprise Act (By Size of Company) 
 1-4 5-9 10-19 20-49 50-199 200+ 
2006 base 300 250 200 126 100 150 
       
2004 24% 24% 36% 43% 46% 63% 
2005 32% 36% 40% 46% 51% 66% 
2006 39% 36% 44% 51% 61% 70% 
       
Diff from 
2004 

15% 12% 8% 8% 15% 7% 

 
 
 

Awareness Of Enterprise Act –
By Size Of Company

13%

39%

12%

24%

36%

15%

29%

44%

18%

51%

28%

61%

48%

23%

70%

26%
33%34%

Nominally Prompted Prompted with
description

Total Awareness

1 to 4 5 to 9 10 to 19 20 to 49 50 to 199 200+

Base:  All respondents (300,250,200,126,100,150) Q1a & Q3b
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9.2 Awareness of Purposes of Enterprise Act 
 
Those who claimed to be aware of the Enterprise Act at the first prompt were asked 
what they thought were the main purposes of the Enterprise Act.   
 
As shown below (and mirroring results from previous years), few could name any 
purpose of the Act.  In fact, four-fifths (79%) claimed not to know the purpose of the 
Act.  Further to this, even when respondents volunteered an answer, often they were 
giving an incorrect answer – as in previous years, many respondents were picking-up 
on the word “enterprise” and applying that to “small business enterprise”.   
 
 

 
 
 

Main Purposes Of Enterprise Act  
Unprompted Top Answers - All Companies

3%

9%

1%

2%

71%

13%

2%

5%

1%

3%

3%

2%

4%

3%

64%

6%

3%

1%

1%

1%

1%

79%

7%

7%

1%

3%

Promote small business

Prevent cartels

Ensure fair trade

Improve employment levels

Encourage enterprise

Deal with insolvency

Encourage training

Deal with disability issues

Reduce red tape

Don't know

2004
2005
2006

Base:  All aware of Enterprise Act (2004-288, 2005-274, 2006 - 291) 1%+ mentions Q1b 
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9.3 Awareness of Competition Act 
 
As shown by the chart below, total awareness of Competition Act also shows a slight 
uplift for 2006, with a half (51%) claiming to be aware of the Competition Act.   
 
Whilst, in previous years, answers have been equally spread between those aware at 
the first prompt and those aware at the second, for 2005 and 2006, there was a 
marked increase in those aware after the prompted description.   
 
 

 

Awareness Of 1998 Competition Act -
All companies

18%

38%

21%

41%

17% 20%

37%

16%

28%

44%

20%

30%

51%

20%19%

Nominally prompted Prompted with description Total awareness

2002 2003 2004 2005 2006

Base:  All respondents (2002 – 1132, 2003 – 1132, 2004 – 1366, 2005 – 1131, 2006 - 1126) 
Q1c & Q3a



 

Competition Act & Consumer Rights, May 2006 (960216) 
 
71

The chart below illustrates results by company size and, as with the Enterprise Act 
(and following a pattern shown in previous years), shows a clear relationship 
between awareness and size of company.  In particular, awareness shoots-up at the 
notional prompt stage amongst companies with 200+ employees. 
 
 

 
 

Awareness Of 1998 Competition Act -
By Size Of Company

18%

47%

17%

33%

50%

21%

34%

54%

30%

58%

74%
66%

22%

87%

30% 28%31%

44%

Nominally Prompted
Recall

Prompted Recall Total Awareness

1 to 4 5 to 9 10 to 19 20 to 49 50 to 199 200+

Base:  All respondents (300, 250, 200, 126, 100, 150) Q1c & Q3a
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9.4 Awareness of the Competition Act (10-499 Employees) 
 
For businesses with 10-499 employees, awareness of the Act now stands at 60%.  
 
 

(Please note that the results presented in all other sections of this report are based 
on the full sample, to include all business sizes and all business sectors, excepting 
public sector organisations). 
 

Awareness Of 1998 Competition Act 
10-499 Employees

8%

23%26%

17%

43%

23%
30%

53%

28%

52%

22%

55%

23% 26%

50%

27% 29%

55%

28% 31%

60%

15%
23%

33%

Nominally prompted Prompted with description Total awareness

Base:  All respondents (807/821/819/520/531/541/529/526)

1999 2000 2001 2002 2003 2004

2005 2006
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9.5 Awareness of Purposes of Competition Act 
 
Those who claimed they had heard of Competition Act at the first prompt stage were 
asked the question “what sort of things do you think the legislation does not allow 
your business to do?”5.  Answers were not prompted, but recorded verbatim and 
have been coded into the groups shown below. 
 

 
Whilst answers given in the broad sense are correct, findings reflect the low 
knowledge levels outlined in later sections of this report for competition legislation in 
general, with two-fifths (41%) unable to hazard a guess.  However, against the 
similar type of question posed for the Enterprise Act (section 10.2), a greater 
proportion was able to mention a purpose for the Competition Act6. 
 
The two answers more likely to be cited by respondents were “price fixing” and 
“cartels” and it is of note that the proportion volunteering these two answers has risen 
for the 2006 survey. 
 
Smaller sized businesses were more likely to give a “don’t know” answer (for 
example, 43% of those with 1-4 employees gave this answer against only 15% of 
those in companies with 200+ employees). 
 
 
 
 

                                                 
5  Question was first introduced in 2005 survey. 
6  It is acknowledged that some respondents may guess the purpose, given the explicit 

title of the Act. 

What Legislation Does Not Allow
Unprompted Top Answers

18%

5%

5%

4%

2%

52%

30%

22%

9%

3%

6%

7%

4%

3%

41%

3%

5%

19%Price fixing

Cartels

Abuse of dominance

Driving competitors from market

Market sharing

Anti comp practices/ unfair trading

Monopolistic practices

Pricing below cost

Don't know

2005
2006

Base:  All aware of Competition Act (2005 – 296, 2006 - 328) 3%+ mentions Q2 

‘What sort of things do you think the legislation does not allow
businesses to do?’ 
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9.6 Summary Awareness of Competition Legislation 
 
The chart below provides a summary of total awareness of the Competition Act and 
Enterprise Act.   

 

 
Results show that awareness of one Act does not necessarily result in awareness of 
the other with a third (33%) of businesses aware of both Acts. 
 

Awareness of Competition Legislation (Summary)

37%

28%

21%

44%

44%

28%

51%

51%

41%

33%

58%

35%

Competition Act

Enterprise Act

Both

Either

2004
2005
2006

Base:  All respondents (2004 - 1366, 2005 - 1131, 2006 - 1126)
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10. Knowledge of Competition Legislation 
 
10.1 Degree of Knowledge  
 
Introduced in 2005 and contrary to the questionnaire design in previous years, all 
respondents were asked about their level of knowledge of “Competition Legislation”.   
 
Results show that claimed knowledge levels are low, with 3 in 10 (30%) claiming to 
know “nothing at all” about competition legislation and a further 6 in 10 (58%) 
claiming to know “not very much”.  Despite their position within the company, only 1 
in 10 respondents (12%) were confident to say that they know “a lot” or “a fair 
amount” about competition legislation.   
 
That said, there has been a positive movement in the results for 2006, with an uplift 
in mentions from the bottom category (“nothing at all”) to the second category (“not 
very much”). 
 

Level Of Knowledge Of Competition Legislation 
All Companies

Base:  All respondents (2005 – 1131, 2006 -1126) Q4a

11%

50%

38%

1%

11%

58%

30%

1%
A lot

A fair amount

Not very much

Nothing at all

2005
2006
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Just as with awareness, knowledge levels prove to be linked to size of company and 
particularly increase for businesses with 200+ employees – of this group, nearly a 
half (45%) claim to know a fair amount or a lot about competition legislation. 
 

 
 
 

Level Of Knowledge Of Competition Legislation - By Size Of 
Company

1%

59%

30%

1%

10%

56%

33%

1%

10%

55%

36%

2%

59%

24%27%

56%

13%

1%

44% 44%

11%9%
15%

4%

A lot A fair amount Not very much Nothing at all

1 to 4 5 to 9 10 to 19 20 to 49 50 to 199 200+

Base:  All respondents (300, 250, 200, 126, 100, 150) Q4a
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10.2 Coverage of Competition Legislation  
 
As in previous survey waves, the majority think that competition legislation applies to 
companies of all sizes and, against 2005, the 2006 findings show a slight increase in 
the proportion of businesses that believe this to be the case. 
 
Please note that there is not direct comparability of 2005 and 2006 results to 
previous years, due to the broadening-out of the questionnaire wording, but results 
are presented for indicative purposes. 
 

 
 
Around 1 in 20 of those who had heard of either/both Acts thought that competition 
legislation did not cover all company sizes.  When questioned further on who is not 
covered by the competition legislation, a real mix of answers were given although 
these tended towards the smaller sized businesses.  For example: less than 10 
employees (1%), less than 25 employees (1%), less than 50 employees (1%), don’t 
know (2%) etc. 
 
 

Coverage Of Competition Legislation -
All Companies

74%

17%14%
19%

73%

12% 15%

81%

12%
8%

85%

6% 8%8%

67%

Covers all sizes of
company

Does not cover all sizes Don't know

2002 2003 2004
2005 2006

Base:  All aware of either/ both acts after full description (2002 – 537, 2003 – 585, 2004 – 671, 2005 – 666, 
2006 - 730) Q6

Note questionnaire wording change in 2005, which broadened-out the description of ‘competition legislation’
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Analysing the results by size of company (see chart below) shows that belief that 
competition legislation covers all companies is fairly universal amongst companies of 
all sizes.  A similar pattern of results was found in previous years. 
 

 

Coverage Of Competition Legislation –
By Size Of Company

88%

9%

79%

13%
7%

82%

10% 8%

82%

9%10%
4%

10%
4%3%

10%

87%86%

Covers all sizes of
company

Does not cover all sizes Don't know

1 to 4 5 to 9 10 to 19 20 to 49 50 to 199 200+

Base:  All aware of the either/ both acts after full description (165, 141, 124, 82, 83, 135)
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11.  Compliance with Competition Legislation 
 
11.1 Penalties For Non-Compliance 
 
A further question was asked of those aware of either/both Competition Act and 
Enterprise Act to explore what they felt were the consequences for non-compliance 
with competition legislation. 
 
 

Reiterating the claimed low knowledge levels reported in previous sections of this 
report, and as in previous years, a relatively high proportion were unaware of 
penalties for non-compliance.  However, the proportion citing “don’t know” fell for the 
2006 survey, with a corresponding rise in the numbers mentioning “a fine”.  The 
mentions for this penalty are now back to the position recorded in 2003, when it is 
understood that there was publicity and media coverage about this aspect prior to the 
survey.   
 
 

Penalties For Non-Compliance With Competition Legislation -
All companies

28%

4% 5%

65%

4% 5%

55%

26%

10%
5% 4% 3%

61%

25%

7% 7% 5% 5%

58%

34%

13%
6% 5% 4%

52%

36%

Fine Criminal
penalties for

cartel members

Prison Disqualification
of Directors

Taken to court Don't know

2002 2003 2004 2005 2006

Base:  All aware of either/ both acts after full description (2002 – 537, 2003 – 585, 2004 – 671, 2005 – 666, 
2006 - 730), Q10.  4%+ mentions
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Results continue to show that larger sized businesses are more aware of the 
penalties.  In particular, two-thirds (67%) of businesses with 200+ employees were 
aware that the penalty is a fine. 
 

 
 
 

Penalties For Non-Compliance With Competition Legislation -
By Size Of Company 

5% 3% 4%

32%

9% 6% 6% 4%

60%

41%

8%
4% 5% 6%

45%

11%
5%

31%

17%
11%

25%

67%

6%
11%

5%

17%

57%

29%

13%

44%
38%

5%

16%
8%

47%

35%

Fine Criminal penalties
for cartel
members

Prison Disqualification of
Directors

Taken to court Don't know/can't
remember

1 to 4 5 to 9 10 to 19 20 to 49 50 to 199 200 +

Base:  All aware of either/ both acts after full description (165,141,124,82,83,135)
Q10 4%+ mentions
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11.2 Body Responsible for Enforcement of Competition Legislation 
 
In terms of the body responsible for the enforcement of competition law, recognition 
levels of the OFT as the enforcer increased for 2006 back to a similar level recorded 
for 2003 (after the campaign mentioned in the previous section of this report).  One 
fifth (20%) of those aware of the Competition Acts were able to name the OFT as the 
enforcer of the regulation, with a broadly equal proportion mentioning “the 
government” but unable to name the specific government office. 
 
Of note, there has been a small statistically significant rise in the proportion claiming 
that it is the “company’s own responsibility”. 
 
Mentions of the DTI are broadly consistent against previous years. 
 
(Please also note that the questionnaire wording changed in 2004 against previous 
years, and this is likely to have affected the “don’t know” category). 
 

 

Bodies Responsible For Enforcement Of Competition Legislation 
- All companies

12% 13%

4%

23%

42%

17% 15%

4%

12%

40%

7% 4%

14%

47%

9%

27%

9%

17%

29%
24%

13% 12%

24%
19%20%

OFT The Government Company's own
responsibility

DTI Don't know

2002 2003 2004 2005 2006

Base:  All aware either/ both acts after full description (2002 – 537, 2003 – 585, 2004 – 671, 2005 – 666, 
2006 - 730) Q11 12%+ mentions
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As found in previous years, awareness of the OFT and the DTI as the enforcer of 
competition legislation increases with company size (with a corresponding drop in the 
proportion mentioning “the government” and “don’t know”).   
 

 
 

Bodies Responsible For Enforcement Of Competition 
Legislation - By Size Of Company 

18%
12% 12%

27%

16%

30%

15%
10%

20%19%
24%

16%
10%

25%

37%

6%

18% 20%22% 20% 22%
16%

44%

10%
16% 16%

8%

24% 20%20%

OFT The Government Company's own
responsibility

DTI Don't know/can't
remember

1 to 4 5 to 9 10 to 19 20 to 49 50 to 199 200+

Base:  All aware of either/ both acts after full description (165, 141, 124, 82, 83, 135) 
12%+ mentions
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11.3 Compliance Action Taken 
 
Just over 4 in 10 (42%) of businesses interviewed were aware of either of the 
Competition Acts and claimed they took appropriate action to ensure compliance with 
competition legislation.  This shows an uplift against the 2005 survey. 
 
Results for previous years are shown for interest, but the questionnaire wording 
change is likely to have affected response to this question, hence no emphasis 
should be put on trends between 2004 and 2005.  

 
As in previous years, the likelihood to have taken action is linked to the size of 
business.  

Aware & Have Taken Appropriate 
Compliance Action

Base:  All respondents (2002 – 1132, 2003 – 1132, 2004 – 1366, 2005 – 1131, 2006 -1126 ) Q8 

18%

20%

25%

37%

42%

2002

2003

2004

2005

2006

Change in 2005 - Do you 
think your organisation 

takes appropriate action to 
ensure compliance with 
competition legislation? 

(2004 = “this” competition 
legislation)

Significant increase

Aware & Have Taken Appropriate 
Compliance Action - By Business Size

32%

44%

57%

74%

38%

50%

70%

83%

41%

39% 1-4

 5-9

 10-49

 50-199

 200+

2005 2006

Base:  All respondents  (2002 – 1132, 303, 254, 324, 101, 150; 2003 – 1132, 301, 250, 327, 101, 153; 2004 - 460, 
290, 219, 140, 105, 152 ; 2005 – 300, 250, 327, 100, 154; 2006 – 300, 250, 200, 126, 100, 150) Q8
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11.4 Reasons For Not Taking Action 
 
When asked why they had not taken appropriate compliance action, the majority 
claim not to see the Acts as being relevant to their organisation (with indications 
being that this is often because they believe they are too small).  It is felt that these 
businesses may not perceive themselves to be in contravention of any competition 
legislation and, as such, no specific direct action is required.  
 
Results in the chart below are consistent with previous survey findings. 
 

 
 

Reason For Not Taking Compliance Action (Top Answers)

55%

10%

6%

5%

4%

20%

9%

7%

3%

10%

56%
Legislation does not apply/ not

relevant to organisation

Size of organisation/too small

Don't know enough about Act

Organisation complies already

Haven't got around to dealing with
it yet

Niche market - little/no competition

2005

2006

Base:  All aware of act and not taking action (2003 – 150, 2004 – 165, 2005 – 77, 2006 - 72) 
3%+ mentions Q9 
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11.5  Place Would Seek Further Information From 
 
Businesses were asked (without any prompting of answers) where/who they would 
approach for further information on competition legislation.  Please note that whilst 
the 2003 results are shown in the chart below, answers in 2003 related specifically to 
the Competition Act.   
 
Against previous years there has been a fall in the proportion of “don’t knows” and a 
corresponding rise in mentions for the “Internet” and the “OFT”.  Clearly, however, 
the chart below shows that a wide range of sources are used, indicating the 
importance of ensuring clear/accurate information is available through a range of 
channels. 
 
Those unaware of the competition legislation and smaller companies were more 
uncertain about where they would go for further information (for example, 20% of 
those with 1-4 employees were unsure where they would get further information 
from). 
 

  
 
 

Places Would Seek Further Information From…

3%

4%

28%

18%

18%

2%

7%

2%

6%

3%

1%

2%

3%

31%

27%

3%

6%

3%

7%

3%

3%

4%

3%

22%

15%

9%

6%

5%

5%

4%

4%

4%

3%

17%

12%

4%

1%

4%

4%

3%

17%

16%

17%

33%Internet

Legal/financial adviser

OFT

Trade Assoc./ Federation

Local Authority

DTI

Citizen's advice bureau

Trading Standards

Chamber of Commerce

Business Link

Don't know

2003
2004
2005
2006

Base:  All respondents (2003 – 1132, 2004 – 1366, 2005 – 1131, 2006 - 1126)
3%+ mentions Q12

Question changed for 2005 –
introduction removed
Question changed for 2005 –
introduction removed

Significant increaseSignificant increase
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12. Impact of Business Competition 
 
As in previous years, respondents were asked the main ways in which they thought 
competition affected their businesses.  However, for the 2006 survey, this was split 
into two questions with businesses asked to separately cite the “positive” and the 
“negative” impacts. 
 
Just over a half (56%) of businesses were able to cite a positive impact, with themes 
emerging that competition has a healthy impact on price control, standards and 
business awareness (which in turn ensures that the business continues to make 
improvements). 
 

 
 

Main Positive Ways In Which Competition Affects Business

12%

12%

6%

6%

4%

4%

4%

4%

9%

25%

10%

16%Price control - keeps prices low/ stable/
competitive

Keeps standards high/ improves quality

Keeps us on our toes/ stops complacency

Encourages awareness of competitors

Competition is healthy/ a good thing

Improves innovation
Encourages improvements to business/

steamlining/ efficiency
Gives customers more choice

We get better prices/ cheaper goods from
suppliers

Not affected by competition

None - no positive effects

Don't know

Base:  All respondents (2006 - 1126) Q14a  4%+ mentions 

2006: 
Question 

split into two 
questions: 
positive & 
negative

44%
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Slightly more can cite a negative impact of business competition, with the comments 
around the theme of an impact on loss of business/profits and other businesses 
undercutting prices.  There were also some comments about the difficulties of small 
businesses being able to compete with the larger companies. 
 
 

 
 
 
There were some differences by size of business with large businesses more likely to 
mention a positive impact and, to some extent, a negative impact. 
 

Proportion Mentioning Positive / Negative Impact of Competition  
(By Size of Company) 

 1-4 5-9 10-19 20-49 50-199 200+ 
2006 base 300 250 200 126 100 150 
       
Mentioning 
positive 
impact 

51 54 63 65 74 82 

Mentioning 
negative 
impact 

69 69 69 76 70 77 

 
 
 
 
 

Main Negative Ways In Which Competition Affects Business

17%

16%

14%

3%

3%

3%

7%

18%

6%

17%Less trade/ sales/ custom - losing to
competitors

Other businesses undercutting prices

Difficulty competing with large companies
with more buying power/ lower overheads

Drives prices down/ reduces profit margins

Too many businesses operating in the
market/ over saturation of market

Companies dominating market/ cartels

Unfair competition - businesses not
trading fairly/ competing on level playing

Not affected by competition

None - no negative effects

Don't know

Base:  All respondents (2006 - 1126) Q14b 3%+ mentions 

2006: 
Question 

split into two 
questions: 
positive & 
negative

31%
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13. Consumer Legislation 
 
As in previous survey waves, the Business Survey included questions about 
awareness and knowledge of consumer legislation.   
 
The consumer legislation questions were specifically asked amongst “consumer 
facing businesses”, with these defined by those answering positively to the following 
question: 
 
“Does your organisation deal directly with consumers at all – that is members of the 
public as opposed to other businesses?” 
 
Three quarters (75%) of the businesses in the survey qualified on the above 
question, with the proportion ranging from around a third (37%) of companies with 
50+ employees to three quarters (76%) of smaller sized companies. 
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13.1 Methods of Selling To Customers 
 
Consumer facing businesses were asked about the ways in which they sell to 
customers  - methods used at all and the main method used. 
 
The chart below shows the methods used “at all” and shows that many companies 
use a combination of sales channels, although face-to-face remains the prominent 
channel. 
 
Although the 2005 survey found an increase in the proportion claiming to use the 
Internet as a sales channel (up from 17% in 2004 to 28% in 2005), there appears to 
have been no change in this channel route for the past 12 months. 
 
Overall, a half of businesses (52%) sell via a remote channel (including telephone, 
fax, Internet, mail order or interactive TV).   
 

 
 
 

96%

52%

26%

17%

12%

89%

51%

30%

28%

15%

6%

1%

92%

22%

25%

13%

5%

47%

Face-to-face

Telephone

Fax

Internet

Mail order

Door to Door

Interactive TV

2004
2005
2006

Question altered in 2005 
– face to face split to 

show in store vs. door-
to-door

Question altered in 2005 
– face to face split to 

show in store vs. door-
to-door

Methods Of Selling To Customers - At All

Base:  All organisations dealing directly with consumers (2004 – 924, 2005 – 629, 2006 - 724) Q21
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The chart below shows the sales channel method used “most commonly” and 
highlights the fact that face-to-face (at a shop, company premises or stand, but not 
door-to-door) is still the most commonly used method by a large margin. 
 

 
 
 

79%

15%

1%

2%

78%

15%

2%

1%

1%

79%

4%

1%

1%

12%

Face-to-face

Telephone

Internet

Mail order

Door to Door

2004
2005
2006

Methods Of Selling To Customers – Most Commonly

Base:  All organisations dealing directly with consumers (2004 – 924, 2005 – 629, 2006 - 724) Q21/Q22

Question altered in 2005 
– face to face split to 

show in store vs. door-
to-door

Question altered in 2005 
– face to face split to 

show in store vs. door-
to-door

17% sell remotely as 
most common 

method
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13.2 Presence of Consumer Policies 
 
As in previous years, consumer-facing businesses were asked what consumer 
policies they had in place at their business.  A pre-coded list was read out to 
respondents, however a wording change was made to the 2006 survey with a 
“formal” complaint procedure/customer care policy changed to an “agreed” complaint 
procedure/customer care policy. 
 
The research found that a quarter of businesses had none of the described 
procedures in place. 
 

 

Presence Of Consumer Policies (Top Mentions)
Consumer Facing Companies

40%

12%

40%

36%

30%

16%

44%

41%

37%

16%

40%

38%

21%

38%

49%

32%

24%

30%

32%

55%

Agreed complaint
procedure

Agreed customer
care policy

Exchange/returns
policy on display

No procedures in
place

2002 2003 2004 2005 2006

Base:  All organisations dealing directly with consumers (2002 - 655, 2003 – 644, 2004 – 924, 2005 – 629, 
2006 - 724) Q29

2006 - Wording 
changed from 

‘Formal’ to 
‘Agreed’
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As found in previous survey waves, absence of an agreed procedure is much more 
commonplace amongst smaller companies.  

No Formal Consumer Policies In Place
- By Size Of Company 

22%

18%

6%

27%1-4 employees

5-9 employees

10-49 employees

50+ employees

Base:  All organisations dealing directly with consumers (2004 – 924, 2005 – 629, 2006 - 724) Q29
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When asked why they did not have procedures in place, three-fifths (60%) claimed 
that there was no need.  The implication of other answers is similar to this, 
suggesting that issues are dealt with as they arise on an informal basis. 
 
 

 
 

Reasons Given For Not Having Procedures In Place (Top Answers)

67%

11%

9%

6%

5%

3%

1%

56%

5%

5%

8%

3%

1%

15%

14%

9%

9%

3%

3%

18%

60%No need/no issues to resolve

Deal as complaints arise

Business too small

Deal with complaints on
merit/individually

Not relevant to us

No need to formalise

Rarely get complaints

Base:  All saying organisation has no procedures in place (2004 – 347, 2005 – 188, 2006 - 150)
3%+ mentions Q30
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13.3 Use of Customer Complaints Training 
 
All businesses that dealt directly with consumers were asked whether they provided 
any specific training to their staff in how to handle customer complaints.  This 
occurred in half (52%) of the businesses interviewed, although it was higher in 
certain sectors and larger sized businesses (namely “hotels/restaurants” 72%, 
“wholesale, retail & repairs” 54% and private companies working in the “public 
admin/health/education” sector 70%).  
 

 
 

Customer Complaints Training

44%

56%

51%

49%

48%

52%

Yes

No
2004
2005
2006

Base:  All organisations dealing directly with consumers (724) Q31

‘Do you provide any specific training to staff in how to handle 
customer complaints?’ 
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13.4 Awareness & Application of Consumer Legislation (Summary) 
 
In the research, businesses were asked about their awareness of 4 pieces of 
consumer legislation, these being: 
 
 Sale of Goods Act 
 Unfair Terms in Contracts 
 Consumer Credit Act 
 Distance Selling Regulations 

 
For each of the above pieces of legislation, respondents were measured on their 
spontaneous and prompted awareness of the legislation, in terms of legislation that 
applied to their organisation. 
 
A further new question was also added in 2005 asking “What areas of business do 
you think consumer protection rules might apply to?”.  In response to this question 
both in 2005 and 2006, many were unable to comment, despite respondents being 
“senior” within the business.  Generally, when comments were given, they covered a 
range of answers with comments relating to quality of goods topping the list 

 

Areas That Consumer Protection Rules Apply To -
Unprompted Top Answers

8%
7%

3%

3%

3%
2%
3%

6%
41%

8%
8%

6%
6%

4%
4%

3%
3%
3%
3%

6%
48%

8%

3%

10%All areas/activities
Faulty goods

Shoddy workmanship
Advertising

Pricing/price fixing
Correct weights & measures

Distance selling
Distance selling (excl internet)

Selling by internet
Contracts

Health and safety/ food safety/ hygiene
Retail/sales

None
Don't know

2005
2006

Base:  All organisations dealing directly with consumers (2005 – 629, 2006 - 724) 3%+ mentions Q23a

2006 – distance 
selling split into 

internet/non 
internet
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As in previous years, only a minority were able to spontaneously name any 
consumer legislation applicable to their organisation, with highest mentions 
continuing to be recorded for the Sale of Goods Act (at 8% and 7% in 2005).  It is felt 
that this low recall of consumer legislation at the unprompted stage is not that 
surprising, given that publicity on this subject rarely mentions the names of the 
legislation involved, but instead focuses more on the ethos or content of the 
legislation. 
 
 

 
 
Awareness rises significantly on prompting, although it still remains the case that a 
quarter of consumer organisations (27%) thought that none of the pieces of 
legislation applied to them. 
 
 

Relevance Of Consumer Rights Legislation (Summary)

8%

2%

63%

32%

24%

12%

27%

2%

1%

Sales of Goods Act

Unfair Terms in
Contracts

Consumer Credit
Act

Distance Selling
Regulations

None (of these)

Spontaneous Spontaneous & Prompted (total)

Base:  All organisations dealing directly with consumers (2005 – 629. 2006 - 724) Q23 & Q23/Q24a

7% of licence holders
73% of licence holders
7% of licence holders
73% of licence holders

3% who distance sell
18% who distance sell
3% who distance sell
18% who distance sell
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2005 survey findings showed a slight increase in awareness for all acts, excepting 
the Consumer Credit Act and is therefore positive that this position has either been 
maintained or further improved upon in the case for “unfair terms in contracts” (which 
has risen from 27% in 2005 up to 32%). 

 
 
Awareness of the pieces of legislation increases by size of company. 
 
 1 - 4 5-9 10-19 20-49 50+ 
 Spont. Prompt Spont. Prompt Spont. Prompt Spont Prompt Spont. Prompt 

Base 241 241 180 180 145 145 65 65 93 93 
 % % % % % % % % % % 
Sale of Goods Act 8 62 10 70 5 62 6 58 12 71 
Unfair Terms in 
Contracts 

* 28 2 36 1 41 2 42 4 59 

Consumer Credit 
Act 

2 22 4 27 6 30 0 25 13 47 

Distance Selling 
Regulations 

2 12 2 14 1 12 2 9 8 29 

None of these  29  23  23  22  14 
 

Relevance of Consumer Rights Legislation (Prompted)

58%

24%

32%

59%

23%

20%

9%

32%

64%

23%

12%

25%

32%

24%

12%

27%

10%

24%

27%

63%
Sales of Goods Act

Unfair Terms in
Contracts

Consumer Credit
Act

Distance Selling
Regulations

None (of these)

2003
2004
2005
2006

Base:  All organisations dealing directly with consumers (2003 – 644, 2004 – 924, 2005 – 629, 2006 - 724) 
Q23/Q24a

Significant increase
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13.5 Return Time Limits (Remote-dealing Consumer Facing 
Companies) 

 
Consumer facing companies who dealt with customers remotely (e.g. mail-order) 
were asked whether there was a time limit within which the customer could return 
goods, assuming they were not faulty.   
 
“When a company sells a product remotely (i.e. by telephone, Internet, post, fax, 
interactive TV) within what time limit, if any, can the customer return the product and 
expect to get a full refund if the product was not faulty in any way, but rather the 
customer had simply changed their mind?” 
 
As shown in the chart below, there was wide variation in the returns policies adopted 
by organisations, with this variation in answers being evident across all the company 
size bands.  Relatively few gave the correct answer of having to return the product in 
7 days.  That said, businesses were erring in favour of the customer, giving them 
longer to return their product (possibly they based their answer on policies they have 
made within their organisation). 
 
As in previous years, a significant minority (19%) could not answer the question, with 
this percentage being broadly consistent across all size bands.  Results for 2004 and 
2005 are shown in the right hand column, and the 2006 results show great similarity 
to the 2006 findings. 
 

 
 
Those who sell remotely as their “main” sales channel gave the same pattern of 
results to those shown in the chart above. 

Time Limit Within Which The Customer Can 
Return A Product – All Selling Remotely

1%

17%

23%

22%

1%

1%

1%

5%

19%

9%Could not return the product

24 hours

If they returned it within 7 days of receiving it

If they returned it within 2 weeks of receiving it

If they returned it within 1 month of receiving it

If they returned it within 3 months of receiving it

If they returned it within 1 year of receiving it

Anytime/no time limit

Other

Don't know

Base:  All organisations dealing with consumers remotely (2004 – 432, 2005 – 376, 2006 - 383) Q25

2004  2005

11%   13%

3%    1%

15%   16%

19%   15%

18%   16%

1%    2%

1%    2%

8%    8%

8%   12%

18%   15%
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13.6 Legal Information Provision Requirements 
 
Still based on consumer facing companies who deal remotely with their customers, 
this group were asked what information they have to provide the customer by law. 
 
Whilst it is acknowledged that respondents were “put on the spot” with this question, 
as in previous years, only a minority were able to give comprehensive information 
about such requirements.  Possibly it was felt that some of the answers (e.g. 
business name) were so obvious, that it did not occur to the respondent to mention 
them. 
 
However, the fact that just over a third (37%) said they did not know what information 
should be provided does signify low knowledge levels.  The “don’t know” level was 
higher amongst smaller than larger companies – 38% of those with just 1-4 
employees gave this answer, against only 10% with 50+ employees. 
 
Again, results were very similar to those recorded for previous years. 
 

 
 
 
 
 

Information Vendor Legally Has To Provide - All Selling Remotely

40%

30%

10%

12%

6%

7%

2%

4%

3%

37%

Full description of product

Clear pricing & charging

Business name

Business postal address

Business tel no.

Refund & returns policy

Terms & conditions

Guarantee/ warranty information

Delivery date/ time/ terms

Don't know

Base:  All organisations dealing directly with consumers remotely (2004 – 432, 2005 – 376, 2006 - 383) 
4%+ mentions Q26

2004   2005

37%   41%

28%    26%

7%    12%

7%    12%

5%     9%

5%     6%

6%     5%

4%     4%

*%     2%

39%    34%
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13.7 Consumer Rights Scenarios 
 
As for the previous 2 years, respondents were asked what they thought would be the 
rights of consumers across four different scenarios: 
 
 An item bought in the past 28 days, which is faulty and the customer has no proof 

of purchase. 
 An item bought in the past 28 days, which is faulty and the customer has proof of 

purchase. 
 An item bought in the past 28 days, which is not faulty but the customer has 

simply changed their mind, and they have no proof of purchase. 
 An item bought in the past 28 days, which is not faulty but the customer has 

simply changed their mind, and they have proof of purchase. 
 
Findings summarised in the chart below suggest that (in-line with 2004 and 2005 
findings) there is widespread variation in businesses’ understanding of the rights of 
consumers in different circumstances, although most felt able to give an answer.  
The most conclusive viewpoint was in terms of the faulty item that the consumer still 
had the receipt for. 
 
Of note, there has been some change of opinion in 2006 against both 2004/2005 for 
the scenarios where “proof of purchase” is available.  For both of these, slightly 
higher proportions are claiming that the vendor is legally obliged to refund, 
compensate etc., which is a positive move for consumers even if legally it is not 
correct. 
 

 
 

Whether Customer May Return A Product After Purchase - All 
Consumer Facing Companies

38%

40%

49%

50%

81%10%

91% 4%

1%

1%

2% 11%

9%

8%

5%

Bought  last 28 days,
faulty, no proof of

purchase

Bought last 28 days,
faulty, has proof of

purchase

Bought last 28 days, not
faulty, customer changed

mind and has proof of
purchase

Bought last 28 days, not
faulty, customer changed

mind, no proof of
purchase

Vendor legally obliged to refund, compensate, repair or replace
No consumer rights
Other
Don't know

Base:  All organisations dealing directly with consumers (2004 – 924, 2005 – 629, 2006 - 724) 
Q27

Refund
2004    2005
38%   45%

87%   87%

35%   36%

10%   13%
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The table below presents results by size of business, and shows relatively little 
variation in response by company size, except for the “not faulty, proof of purchase” 
scenario. 
 
 1 – 4 5 - 9 10 - 19 20 - 49 50+ 
Base (unweighted) 241 180 145 65 110 
 % % % % % 
Faulty, no proof of purchase      
Vendor legally obliged to refund 38 34 40 38 41 
No consumer rights 48 56 47 45 47 
Don’t know 12 9 10 15 12 
      
Faulty, proof of purchase      
Vendor legally obliged to refund 90 96 92 83 94 
No consumer rights 5 2 3 5 * 
Don’t know 5 2 4 12 8 
      
Not faulty, proof of purchase      
Vendor legally obliged to refund 41 38 35 48 24 
No consumer rights 49 55 57 37 71 
Don’t know 9 7 7 15 8 
      
Not faulty, no proof of 
purchase 

     

Vendor legally obliged to refund 10 13 8 14 7 
No consumer rights 80 83 86 71 82 
Don’t know 9 4 5 15 8 
* Please note a small proportion of “other” answers were given and hence above 
percentages do not add to 100%. 
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As found in previous years, answers given by business respondents were very 
similar to those provided by consumers (see section 7.1), and are summarised below 
for the 3 scenarios that were common across both questionnaires. 

 
 

Businesses vs. Consumers

38%

40%

23%

84%

31%

91%

Bought  last 28 days,
faulty, no proof of

purchase

Bought last 28 days,
faulty, has proof of

purchase

Bought last 28 days, not
faulty, customer

changed mind and has
proof of purchase

Businesses Consumers

Base:  All organisations dealing directly with consumers (724) Q27, Consumers (1994) Q25

% stating vendor has to legally refund, compensate, repair , 
exchange or replace item.
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13.8 Agreement with Attitude Statement “Consumers Have Fewer Rights 
 Shopping Online Than in the High Street” 

 
 
A new attitude statement was included in 2006, with businesses asked to indicate the 
extent to which they agreed or disagreed with the statement: “Consumers have fewer 
rights shopping online than in the high street”. 
 
As illustrated by the chart below, agreement to the statement was polarised although 
slightly higher levels of disagreement than agreement are evident.  Larger 
businesses, in particular, were more likely to disagree. 
 
 
 
 

 
 
 
 
 
 

Agreement With Statement: “Consumers Have Fewer Rights Shopping 
Online Than in the High Street”

14%
17% 20% 19%

14%

Agree strongly Agree slightly Neither agree
nor disagree

Disagree slightly Disagree
strongly

Base:  All dealing directly with consumers (724) Q24b

2006: 
New 

Question

Agree: 29%
Disagree: 39%
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13.9 Sources Used For Competition And Consumer Legislation 
 
When asked what sources (unprompted) they would use to find out more about 
consumer legislation, the Internet proved to be the most commonly mentioned source 
and a growing information channel.   
 
Whilst 8% mentioned the OFT, it is important to note that respondents had previously 
been asked some questions about the OFT and therefore this might have featured 
more prominently as a source than would otherwise have been the case.  (Similar 
percentages for the OFT have been mentioned in previous survey waves). 
 
The proportion of businesses who are unsure where to look for information is falling 
over the years, as the prominence of the Internet rises. 
 

 
 

Where Look To Find Out About Consumer Legislation 

24%

4%

12%

9%

4%

6%

2%

21%

21%

7%

4%

12%

7%

4%

6%

3%

29%

31%

10%

10%

10%

7%

6%

7%

2%

16%

41%

11%

9%

8%

6%

4%

4%

12%

7%

12%

The Internet

Citizen advice bureau

Trading Standards

Legal/financial adviser

The Office of Fair Trading (OFT)

Local authority/council

Trade Association

Library

Don't know

2003
2004
2005
2006

Base:  All organisations dealing directly with consumers 2003 (644), 2004 (924), 2005 (629), 2006 (724) 
Q28 3%+ mentions



 

Competition Act & Consumer Rights, May 2006 (960216) 
 
105

14. Awareness of the OFT (All Companies) 
 
Respondents were asked about their awareness of the OFT, using the following 
description: 
 
“The Office of Fair Trading is the government body responsible for enforcing such 
acts as the Competition and Enterprise Acts as well as other legislation affecting 
organisations.  Just to confirm, I’m talking about the Office of Fair Trading and not 
Trading Standards, which are locally based and run by your local council.  Before 
today were you aware of the Office of Fair Trading?” 
 
Awareness of the OFT amongst the business respondents has always been high, but 
does show a statistically significant increase since 2003.  However the proportion of 
companies claiming to have had dealings with the OFT shows little change against 
2003.  
 
 

Awareness & Dealings with OFT

83%

92%

95%

10%

9%

6%

12%

91%

2003

2004

2005

2006

Aware of OFT Dealings with OFT

Base:  All respondents (2003 – 1015, 2004 – 1366, 2005 – 1131, 2006 - 1126) Q18 & Q19 
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Reflecting the targeting of the OFT, it is encouraging to find the linkage in terms of 
size of company and dealings with OFT.  The same pattern has been recorded in 
previous survey waves. 
 

 
 
 

Awareness & Dealings with OFT

94%

97%

99%

96%

100%

11%

12%

12%

16%

30%

30%

97%

1-4 employees

5-9 employees

10-19 employees

20-49 employees

50-199 employees

200+ employees

Aware of OFT Dealings with OFT

Base:  All respondents (300, 250, 200, 126, 100, 150)  Q18 & Q19
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15. Codes Of Practice Awareness & Membership (All Companies) 
 
15.1 Codes Of Practice Awareness (All Companies) 
 
Reflecting results for the past 3 years, around 1 in 10 businesses (13%) claim to be 
aware of the OFT approved Codes of Practice Regime, although few of these can 
name any of the trade sectors or types of businesses involved so far.   
 
Currently, there are no marked differences in levels of awareness of the Codes of 
Practice across size of business. 
 
 

 
 
 

Awareness of Codes of Practice Regime & Sectors involved

11%

9%

91%

11%

87%

89%

89%

13%

Aware

Not aware

2003 2004 2005 2006

Base:  All organisations dealing directly with consumers (2003 – 644, 2004 – 924, 2005 – 629, 2006 -
724) Q32 & Q33

75% were unable to state sectors 
involved (increasing from 47% in 2005)  

9% say ‘all sectors/businesses’ 
Shops/retailers mentioned by 5%
Estate Agents mentioned by 3%
All other mentions 2% or less

75% were unable to state sectors 
involved (increasing from 47% in 2005)  

9% say ‘all sectors/businesses’ 
Shops/retailers mentioned by 5%
Estate Agents mentioned by 3%
All other mentions 2% or less
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15.2 Trade Association Membership (All Companies) 
 
New questions were included in 2006 to measure the proportion of businesses 
belong to a Trade Association and the proportion that are signed up to a ‘code of 
practice’.  
 
Just under a half of businesses (45%) claimed to be a member of a Trade 
Association, with this being higher in some specific sectors and larger businesses: 
 

- Construction (55%) 
- Manufacturing (53%) 
- Transport/communication (51%) 
- Real estate (49%) 
- 20+ employees (64%) 

 
The most commonly mentioned Trade Association that companies belonged to was 
the “Federation of Small Businesses”.   

 
 
 

Trade Association Membership

1%

22%
5%

3%
3%

2%
2%
3%

45%Yes

OEA (Ombudsman for Estate Agents)
ABTA (Assoc of British Travel Agents)

VBRA (Vehicle Builders & Repairers
Assoc)

DSA (Direct Selling Assoc)
SMMT (Society of Motor Manufacturers

& Traders)
Federation of small businesses

Newsagents federation
Chamber of Commerce

British Institute of Innkeepers
Royal Institution of Chartered

Surveyors
National Association of Master Bakers

Don’t know
Base:  All respondents (1126) Q35a All members of Trade Associations (590) Q35b 2%+ mentions

2006: 
New 

Question

+ others at 
1% or less

*%

0%
*%
*%

Amongst members …
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15.3 Code of Practice Membership (All Companies) 
 
Businesses were asked “do you belong to or are you signed up to any ‘code of 
practice’ established by a trade association, an industry group or some other 
recognised body?” 
 
Against this description, a quarter (23%) of businesses claimed to belong to a code 
of practice, with this rising to a third (34%) of those who are a member of a trade 
association. 
 

Belonging to “Codes of Practice”

73%

34%

61%

13%

84%

23%

Yes

No

2006 Trade Assoc Member Non-member

Base:  All respondents (1126) and All members of Trade Association (590) Q35c

2006: 
New 

Question
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APPENDIX A: Region & Size Profile Of Businesses (10-499 Employees) 
 
The following tables compare the profile of businesses with 10-499 employees. 

 
 
 
Size of Company 

 
 

Region 1999 
% 

2000 
% 

2001   
% 

2002  
% 

2003 
% 

2004 
% 

2005 
% 

2006 
% 

Base: All 
respondents 

807 821 819 520 531 541 529 526 

North: North 5 6 3 5 3 2 4 3 
 North West 9 10 11 9 7 4 8 7 
 Yorkshire 8 9 7 8 10 7 8 8 
 Scotland 8 9 8 9 8 4 7 6 
 Northern Ireland 4 4 2 5 1 2 3 2 

Midlands: East Midlands 9 8 7 10 8 5 8 7 
 West Midlands 8 8 8 11 7 6 8 7 
 East Anglia 2 2 3 1 4 5 5 2 
 Wales 5 5 4 5 5 5 4 4 

South: Greater London 15 13 17 16 10 31 15 23 
 South East 17 20 21 16 27 21 21 23 
 South West 9 7 8 7 11 6 9 7 

Number of 
employees 

1999     
% 

2000    
% 

2001     
% 

2002   
% 

2003  
% 

2004 
% 

2005 
% 

2006 
% 

Base: All 
respondents 

807 821 819 520 531 541 529 526 

10-19 49 40 49 48 49 48 47 47 
20-49 32 40 32 33 31 32 37 37 

50+ 19 21 18 19 20 19 16 16 
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APPENDIX B: Region & Size Profile Of All Businesses In 2006 Study 
(1+ Employees) 

 
The following tables compare the profile of all businesses in the 2002 study with 1+ 
employees. 
 

Region  2002       
% 

2003 
% 

2004 
% 

2005 
% 

2006 
% 

Base: All 
respondents 

1132 1132 1366 1131 1126 

North: North 5 4 5 5 4 
 North West 6 7 6 8 7 
 Yorkshire 9 9 7 8 6 
 Scotland 9 8 9 9 7 
 Northern 

Ireland
3 2 1 4 2 

Midlands: East 
Midlands

7 9 5 9 9 

 West 
Midlands

10 7 4 9 9 

 East Anglia 2 4 5 3 3 
 Wales 8 6 6 5 5 

South: Greater 
London

18 7 20 12 18 

 South East 15 24 20 20 21 
 South 

West
10 12 11 9 9 

 
 
Size of Company 
 

Number of employees 2002 
 % 

2003   
% 

2004 
% 

2005 
% 

2006 
% 

Base: All respondents 1132 1132 1366 1131 1126 
1-9 83 81 80 80 80 

10-19 10 9 9 9 9 
20-49 4 6 6 7 7 

50-199 2 2 3 2 2 
200-499 * 1 1 1 1 

500+ * 1 * 1 1 
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APPENDIX C: Demographic Profile Of Consumers 
 

 

Total 
Sample  

2002       
% 

Total 
Sample 

2003       
% 

Total 
Sample 

2004 
% 

Total 
Sample 

2005 
% 

Total 
Sample 

2006 
% 

 1019 1064 1366 2048 1994 
Male 49 49 47 47 47 

Female 51 51 53 53 53 
      

16-18 7 5 5 5 5 
19-24 8 10 7 7 7 
25-44 34 33 39 39 39 
45-64 25 30 29 29 29 
65-74 15 13 9 9 9 

75+ 9 9 11 11 11 
      

Working full-time 38 38 47 47 47 
Working part-time 10 15 16 16 16 

Not working 52 47 38 37 37 
      

AB 14 15 15 14 12 
C1 30 33 32 30 33 
C2 25 25 27 24 27 
DE 30 27 25 30 27 
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APPENDIX D: Business Questionnaire 
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APPENDIX E: Consumer Questionnaire 
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