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Communicating with the outside world is one of the ways we make markets work well for
consumers. By publicising our enforcement action and providing guidance on relevant legislation,
we encourage businesses to comply with the law. By informing and educating consumers, we
help them gain the knowledge and skills they need to make informed choices and drive
competition among businesses. 

Performance against our annual plan

Objective
We will empower consumers through campaigns, advice and education and inform consumers and business about

their rights and responsibilities under competition and consumer laws, and give law-abiding businesses the

opportunity to complain about the anti-competitive behaviour of others.

Our commitment

Run a programme of eight regional roadshows across the UK in order to

explain our work to businesses and consumers region by region,

strengthen links with trading standards services, improve our

understanding of how local markets are working in practice and enhance

our profile at a regional level.

Run specific, targeted campaigns to improve awareness among consumers

of their rights and among businesses of their responsibilities, including:

• two consumer campaigns

• initiative to improve awareness of credit issues among young adults

• initiative to improve understanding of consumer rights among 

minority ethnic groups

• campaign to continue championing competition to consumers.

Our performance

• Held eight roadshows.

• Ran major consumer campaigns on

scams and doorstep selling

• Ran credit campaign for young adults

• Did not run initiative for ethnic

minority groups but started talking 

to specialist marketing consultants 

to plan activity in 2005-06

• Switched focus of championing

competition work to target 

business and started work 

on business campaign.

objective 6 communicating
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Maintain the annual tracking research programme to enable us to

measure public awareness of fair trading issues.

Implement our consumer education strategy to give consumers the

confidence and lifelong skills to get the best from the marketplace.

During 2004-05, the OFT spent £3.44m on achieving this objective. This

money was allocated as follows:

Publicity £2.13m

Business information £0.39m

Press office £0.32m

Library £0.45m

Other costs £0.15m

• Carried out awareness research.

• Drafted, consulted on and 

launched a new national consumer

education strategy

• Formed a new consumer education

alliance and strategic planning group

to implement the strategy.
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Informing consumers

Our publicity campaigns help consumers understand

their rights and acquire the skills and confidence they

need to make informed choices.

Scams Awareness Month
In our fight against mass-marketed scams, we

designated February 2005 Scams Awareness Month.

Working jointly with the DTI, we produced more than

half a million leaflets and posters containing advice on

how to recognise and guard against scams. These were

distributed with the help of trading standards

departments (TSDs), Citizens Advice Bureaux, libraries,

consumer groups, voluntary sector organisations, police

stations and Neighbourhood Watch groups.

This was supported by a radio advertising campaign, a

series of press releases, a video news release sent to

the main television channels, television and radio

interviews given by senior OFT officials, a feature for the

regional press and a web-chat in which an OFT expert

answered questions from the public. We also produced

a detailed guide to scams for TSDs and consumer

advisers.

The campaign reached an estimated television audience

of more than 12 million, was covered on more than 60

national and local radio stations, in nearly every national

newspaper and in more than 70 regional titles.

> Our action against scams: page 32

Doorstep sales
We ran a campaign to help consumers recognise and

resist the high-pressure psychological sales ploys

employed by some door-to-door salespeople.

Fronted by film star Nanette Newman, and aimed

primarily at the over-60s (the group most likely to be

buying goods sold in the home), the campaign reached a

television audience of 30 million and was reported

widely on radio and in newspapers and magazines. The

campaign also featured a former doorstep salesman

revealing the tricks of the trade.

We also produced 250,000 leaflets and information

cards to explain common high-pressure sales tactics and

how to deal with them. These were distributed through

partners including Age Concern, Help the Aged, the

Women’s Institute and the energy regulators.

The campaign followed an OFT study of the doorstep

selling market which highlighted sales techniques

employed by doorstep salespeople. 

> Doorstep selling study: page 64
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Credit
As part of our ongoing commitment to educate

consumers about credit issues, we ran a campaign in

the run-up to Christmas 2004 to highlight the fact that

credit is a major purchase in its own right rather than an

add-on. Targeted at young adults, the campaign followed

an OFT survey which found that a third of 18-24 year-

olds had taken out credit while shopping, despite not

intending to do so before setting out.

Pop star and actress, Kym Marsh, lent her support to the

campaign. She was interviewed on television and radio

alongside OFT officials and took part in a web-chat. We

also ran radio advertisements promoting the key

messages and produced a leaflet and pocket card

setting out 10 questions for consumers to ask

themselves before purchasing credit. The campaign

reached a TV audience of over 10 million and a radio

audience of 30 million. 

Earlier in 2004, we produced and distributed a pocket

leaflet to alert consumers to the serious credit

commitment represented by store cards. This followed

an OFT study of the store cards market and the resulting

reference of the market to the Competition Commission

in March 2004.

Codes of practice
We ran publicity campaigns for the three consumer

codes of practice that earned OFT approval under the

Consumer Codes Approval Scheme (see page 25).

Publicity was targeted at the sectors in which the 

codes operate.

Consumer alerts
The OFT press office issued 10 consumer alerts to

national and regional publications and to TSDs for them

to use in their media relations work. The majority

focused on scams including ‘guaranteed win’

promotions, matrix-selling schemes and advance-fee

loan schemes. By warning consumers of scams as soon

as we became aware of them, we hoped to minimise

their losses. For example, in August 2004 we warned

holidaymakers returning from Spain to be wary of

phoney demands for fines for traffic offences. Following

the alert, we saw a reduction in complaints about 

this scam.

> OFT consumer campaigns and publications:

www.oft.gov.uk
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Educating consumers

New strategy
After consultation, we published a new consumer

education strategy in November 2004. It aims to

empower consumers by helping them gain the skills

they need when buying goods and services.

The strategy provides the framework for the 600-plus

organisations involved in consumer education in the UK.

It aims to prevent duplication of effort and ensure

resources are most effectively targeted at those 

most in need.

Setting the foundations
To lead the implementation of the strategy, we

established a strategic planning group. The planning

group includes representatives of the OFT, the

Department of Trade and Industry, the Financial Services

Authority, the Department for Education and Skills, the

National Consumer Council and major businesses. 

The planning group identified three initial priorities for

consumer education: scams (particularly internet

scams), credit and signposting (ensuring consumers 

and advisers can access relevant information on key

consumer issues).

A key element of the strategy was the formation of 

an alliance of public, private and voluntary-sector

organisations active in consumer education. Members

of the alliance are committed to sharing information,

aligning their work with centrally set priorities and

contributing resources where required. More than 50

organisations joined the alliance by the end of 2004-05,

and we were expecting at least 50 more to apply for

membership early in 2005-06.

With these foundations in place, we expect to see the

benefits of coordinated consumer education coming

through from 2005-06.

Adviser website
The new adviser section of the OFT website provides

resources for those involved in consumer education. It

currently includes a library of text that consumer bodies

can use in their educational and publicity materials,

examples of consumer education best practice, a facility

to place regular orders of OFT publications, and links to

other sources of information. This area of the site will

continue to be developed to meet the needs of the

consumer education community.

> www.oft.gov.uk/adviser+resources
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Informing business

We kept businesses informed about their

responsibilities under competition and consumer law

through our programme of roadshows, open days and

talks. This supplemented our publication of guidance to

businesses on the application of legislation (for example,

guidance on new credit advertising regulations and on

changes to the competition regime under EC

Modernisation, and a series of short competition law

‘pocket guides’ for small businesses).

Roadshows
We engaged with small and medium-sized businesses,

as well as our co-enforcers and consumers, at eight

roadshows held across the UK in Newry, Hull, Taunton,

South Ayrshire, Hertfordshire, Preston, Crawley and

Powys.

The roadshows have three main elements: a seminar for

businesses to promote compliance and explain our

work, a seminar for trading standards officers to

strengthen our links with them, and an exhibition stand

at a shopping centre in the region to raise awareness

among consumers of their shopping rights and, where

appropriate, of the new Consumer Direct advice service.

They also enable us to gather intelligence on how local

markets are working.

Our research showed that 96 per cent of business

delegates and 97 per cent of trading standards

delegates found the seminars worthwhile.

We have conducted 25 roadshows since the programme

was launched in 2002. Our roadshow team has visited

all four UK countries at least twice and every English

government office region except London at least once

(London will be included in the 2005-06 programme). 

Open days
We took part in 11 business advice open days run by 

HM Customs & Excise. At the open days, we gave a

presentation to explain our work and ran a stand from

which we provided informal advice and distributed

publications. The open days each attracted up to 850

business representatives.

Talks
OFT officials gave eight talks to trade associations,

chambers of commerce and other business

organisations to explain our work and outline important

changes in legislation.

Championing competition
In March 2005, we began work on a new campaign to

champion the benefits of competition to businesses.

This will encourage businesses to comply with

competition law, report anti-competitive behaviour by

customers, suppliers or competitors, and confess if they

have behaved anti-competitively. The campaign will build

on our work in previous years to encourage consumers

to exercise their market power by getting businesses to

compete for their custom. 
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