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1. EXECUTIVE SUMMARY

Since 2008 DG SANCO publishes on a regular lzathe Consumer Scoreboaydshich
monitor how the single market is performing for EU consumers waagn of potential
problems.Therearetwo Scoreboard etibns the Consumer Conditions Scoreboard provides
data on national consumer conditions, cilosgder trade and the development @oegmerce
while the Consumer Markets Scorebogpdesented herdracks the performance specific
consumer markets.

A Single Marketthat serves consumers bettesain make a significant contribution to
stimulating economic growth, given that final consumption expenditure of households
accounts for 57% of EU GDP. Data from tleidition of theConsumer MarketScoreboard

have nformed the annual report on the integration of the Single Market, which accompanied
the 2014 Annual Growth Surveyand the European Seme&ercountryspecfic
recommendations and accompanying staff working documents.

The main part of this 10" Consumer MarketScoreboard tracks the performance 5@
consumemarkets,togetheraccounting foralmost60% of household expenditureased on

the indicatorsof comprability, trust, problems andomplaints,overall satisfaction,choice

and switching. It also looks atnational and sociedemographic differences in market
assessment, the link between market evaluations and economic indicators and (for the first
time) the penetration of different markets (proportion of consumers with recent purchasing
experience in a given markelhe data come frorthe fourth wave of a largecale, EUwide
consumer survey, allowing for comparison of markstsformance over time.

In addition to survey data, the Scoreboard analyses price dispersion across EU countries,
complaints collected by national complaint handling bodies and available safety data.

The Scoreboarddata allow European and national policymakers and stakehold¢agoto
policy measures to the sectors that perform poorly for consuders follow-up, in-depth
studies of the sectotbat appear to be underperforming eaeried outto gain abetterinsight

into the problems and identifgossible solutionsA number ofproblematic markets have
already been analysed the light of previous Scoreboard findings and remedies are being
implemented.

Detailed statistics for each countoyer the lastfour yearsare provided in Annex IlIn
addition to the report, an onlinesdemination platform is being set up, whighl provide
userfriendly and interactive access to the underlying data.

Key findings

The consumers'overall assessment of market performance, across all markets and all
countries, has improved slightly betwe@012 and 2013, continuing the positive trend
observed since 2010. Howevdrmgtsituation differsonsiderablyfrom market to market and
from country to country As in previous yearsgoods marketsappear to be working
considerably better than services kats, althoughthe gap between therhas been
narrowing

The overall ranking of markets has been largely stable over thiewagears.Among goods
markets, fast moving retail goods raeethe most positive assessmenspite of pooiscores

given tothe markets for 'meat and meat products' and 'fruit and vegetables-d8exhle

goods as a whole are assessed slightly less positively, with clothing and footwear registering
the lowest scoreAutomotive goods remain by far the worst performing marketedustith
seconehand cars and fuel for vehicles again at lettom of the goods markets ranking.
Among services markets, recreational services vedbie most positive assessment, followed

by insurance services and public transp8dnking serviceseman the most problematic
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sector, with the markets for investment products and mortdgmesat thevery bottom of
the services markets rankingelecoms and public utilities (in particular electricity and gas)
are alsaated poorlyby consumers.

The largest drop in performance compared to 2012 has been noted in the meat market, in
particular in the countridsit most by the horsemeat scandah the positive sidesome of the

worst performingmarkets such as vehicle fuels and train services, have imdrtvwe most

(in the lattercase, this isikely to be due to themergence of competition in some countries).

The resultdasedon individual market assessment components confirm that services markets
are more problematic for consumers than goods marketssaall the indicators. The gap
between the two market groups is most pronounced with regard to comparability of offers,
which may reflect the inherent complexity of some services markets, but also stems from
deliberate marketing strategies that hampensamers' ability to choose the best deal.
Overall, consumers' trust in businessesegEect consumer protection rulestise lowestin

those markets where the asymmetry of information between the trader and the consumer is
most acuteThere are considerkghdifferences in thaumber of reportegroblems andelated
complaints in different markets, with theorst situationoccurringin the telecom sector.
Satisfaction with thechoice of providers and the switching ratedowest inthe utilities
markets Moreover gas and electricity, in addition to mortgages, are perceived as the markets
where switching is the most difficult.

Market assessment shows considerable differences across EU countries. In general, market
appear tgperformbetterin EU15 Member Sites than in EUL3 There is a modegtositive

correlation between market assessment at country level and general econcumistances
(asmeasurd by Gross Domestic Produ@@EDP)per capitaand onsumer s6 confi de
state of the econonyyIn addtion, markets' performance is evaluated more positively in
countries where the overall consumer environment is more favourable. While some markets
(recreational services, certain durable goods) are assessed quite uniformly across the EU,
others (in particlar banking and network services) show marked differences from country to
country.

Markets are assessed differertilydifferent sociedemographic groups. The highest variation

is seen by occupation, withue collar workers, the unemployed and the-setployed being
lesspositive about market performanacghile studentsgive the highest scoredden tend to

be less positive in their market assessments than women across most markets, as €o middle
aged respondents in comparison with younger or older respndi addition, the
assessment of market performance appears to increase with the level of education.

There are marked differencestire penetrationf differentmarkets(proportion of consumers
with recent purchasing experience in a given markeih the lowest penetrationrates
observed for online gambling servigegehicle rentaland real estate services. The markets
which are more frequently uséy consumersalso tend taeceive more positive evaluations.

The analysis of price data indicates ttestre has been a general process of price convergence
in the EU over the past decade. Nevertheless, price differences between EU countries
continue to exist, in particular in services markets. Overall, prices tend to be lower in
countries that joined thEU more recently. For most product categories, price differences
across countries are linked to differences in relative purchasing power.

There has been a considerable increase in the numbatiahalcomplaint bodiesubmitting
complaints dataccordig to the harmonised methodology set out in 2080 Commission

! 'EUL5 refers to theEU in its pre2004 formatiorwhile 'EU13 refers to Member States that joined the
EU after 2004.
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RecommendatianThoughthe dataare stillincomplete,network servicesappear tcaccount
for most complaints

The data collected by hospitals in some EU countries suggestuihdihdy (components),
sport/recreation equipment and furniture #re product categories most oftemvolved in
accidents and injuriegurther information on the safety of products onrtifaeket is provided

by the two EUwide rapid alert systems for the notification of dangerous food (RASFF) and
nonfood products (RAPEX). Clothing, toys, and fruit and vegetables each account for more
than a fifth of notifications.

Next steps

The Scoreboards a screening todbr detecting underperforming markets and indicating to
EU and national policymaketke areas on whicturther analysis should focus. Based on the
findings of ths Scoreboard, the Commission services will launch twideipth market sidies:

1 The first study will focus on thelectricity market, which ranks fourth lowest among
the services markets, despite slight improvements since Zdskessment of the
market differs considerably across the EU and is the lowesbuthern European
countries. The marketscoresparticularly pooly scores on the choice of suppliers
available, comparability of offers and switching, suggesting that consamesrst yet
in a positionto make full use of the saving opportunities created by market
liberalisaion. Thestudy will draw comparisons with the findings of an earlier (2010)
study into the market and assess if/how things have improved since then. It will also
examine the impact of the implementation of the Third Energy Package legislation as
well asof novel collaborative initiatives by consumers and/or consumer associations,
and will assess the need for possible future initiatives.

1 The second study will investigate (through behavioural testing) various conditions that
could increase consumers' willjness to read and their capacity to understand contract
terms and conditions. Scoreboard data consistently show that consumers struggle to
compare different offers and thus make informed choices, in particular in the services
markets. There is also evidmn showing that consumers often accept contractual
obligations without reviewing them. This is not good for consumers (whahe risk
of blindly acceptingdisadvantageous contractual obligatioasyl thusfor the market
in general.

The country reports aexed to the Scoreboard are intended to assist national authorities,
consumer organisations and business stakeholders in their efforts to irtipraituationn

the underperforming market®y pointing to sectors whererther research, enforcement
andor public awareness activitienay be neededMember States amdsoinvited to use the
Scoreboard data when determining and evaluating their reforms in the context of the
European Semester process.

2. CONSUMERS'ASSESSMENTOF MARKET PERFORMANCE

This sectionof the Scoreboargbresents theesults of the2013 Market Monitoring Survéyon
consumers' assessment of the functioning of the most important consumer ma28eEUn

http://ec.europa.eu/consumers/consumer_research/market studies/docs/retail_electricity full study en.pdf
The survey is based on telephone interviews conducted in Mgmih2013 with a representative
sample of 500 people (aged 18+) for each of the 52 markets in each EU Member State, Iceland and
Norway (250 people in Cyprus, Luxembourg, Malta and Iceland).
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Member Statesincluding for the first time Croatfaas well as Iceland and Norwa¥he

survey covers 52 markets (21 goods and 31 services markets), together accounting for almost
60% of consumer expenditure. The list of markets is almost the same as in 2012 ar(d 2011
description of each market is provided in Annex IlI).

To ensure thatt takes account of relevant experience, the suligegarried out among
consumers witliecent purchasing experience in each ma@&t3wasthe fourth year of the
survey, thus allowing progressto be trackedver time bothacross markets and countries.
Detailed statistics for each country over the last four years are provided in hnnex

The performance oflifferent marketss assessed on the basis of six main criteria:
1) the ease of comparing goods or services on;offer
2) consumer8trust in retailers/supgrs to comply with consumer protection ryles
3) problems experiendeand the degree to which they have led to complaints
4) consumer satisfaction (the extent to which markge up to what consumers expect)
5) choice of retailers/providers; and
6) switchingof tariffs/providers.

The first four indicatorsare applicable to all the markets and feed into ‘Market
Performance Indicator' (MPI) i a composite index serving as the basis for the main ranking
of the 52 marketsThe four components of the index are diyunaeighted and the scois on

a scalérom 0 to100F.

2.1. Overall results
Consumer assessmeaf market performanceontinues toimprove

Table 1presents the yearly evolution of th#°1 across all EU countries and markets (as well

as for goods and serds markets separately). Consumers' overall assessment of market
performance improvedglightly between 2012 and 2013 (by 0.3 points). This continues the
positive trend observed since 2010. While the performance of goods markets has remained
stable since 2@, services markets have improved by 0.5 point. As a consequence the
performance gap between the two market groups has slightly narrowed.

4 However, the 201-2012 differences are based on EU27 results, given that Croatia was ndédhiriu
the previous waves of the survey.
° The only difference is that the market for gambling and lottery services has been split into online and

offline gambling, given the different nature of the two markets and to inform the Commission's
upcoming Recmmmendation on online gambling.

6 The MPI is obtained by averaging (simple-waighted average) the scores on each component and by
multiplying the result by 10. As a result of this, while the MPI ranges from 0 to 100, each of its
components ranges fromt6 10.For t he d&écomparabilityd, 6trusto
score was calculated by taking the mean of the answers of all respondents (on a scale from 0 to 10). The

a

score of the Oprobl ems and hbasedpnl theissumpsioh that themp one nt

modality of complaining is an indicator of the seriousness of the problem encountered (highest score
when not reporting any problem, lowest score when complaining to apiduitd complaints body, with

other situations scored in betwgein see details on MPI ratioraland composition in the 2013
Consumer Market Monitoring Survegporti
http://ec.europa.eu/consumersisamer_research/editions/docs/monitoring_consumer_markets eu_20

13_en.pdf

7 EN


http://ec.europa.eu/consumers/consumer_research/editions/docs/monitoring_consumer_markets_eu_2013_en.pdf
http://ec.europa.eu/consumers/consumer_research/editions/docs/monitoring_consumer_markets_eu_2013_en.pdf

EN

Table 1: MPI (Market Performance Indicator) i EU28, all markets

&l markets F7.4* 0.3* 0,9% 0 5*
Goods markets 80.1 0.0 0.9% 1.3%*
Services markets 75.6% 0.5% 0.8% -0.2%

Source: Market monitoringurvey, 2013
Lowestr anked mar kets have stayed | argely the

Figure 1 presents the MPI performance at EU level for the 21 goods and 31 services markets
covered by the 2013 survey. The table to the right of the graph indicates the difference in
scoresbetween successive yeasnd the difference between each market and the average for
all goods or services markets, as approptiate

! Due to the evolution of the market list, the 22010 and 2012012 differences are not available for
all markets.
8 Statistically significant differences at 5% probabilitydéare indicated by asterisks.
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Figure 1. MPI (Market Performance Indicator) i EU28

2013 2012 2011
MPI - Market performance indicator -2012 -2011 -2010
All markets 77.4 0.3* 0.9* 0.5*%
Books, magazines and newspapeys 84.2 0.1 0.4* 0.3
Non-alcoholic drinks 83.0 0 1* 1.6*
Bread, cereals, rice and pasta 82.4 0.1 1.3* 0.9*%
Spectacles and lense 82.3 -0.1 0.5*
Entertainment goods 81.7 -0.2 1* 3*
G Dairy products 81.6 0.1 0.1
(o) Small household appliances 81.4 -0.6* 1.4* 1.2*
o Large household appliance$ 81.3 -0.4* 1.5*% 1.2*
Personal care products 81.3 0 0.5* 1.1*
D Alcoholic drinks 81.3 -0.1 1.2* 0.2
S Electronic products 81.0 -0.3 1.4* 0.9*
Non-prescription medicines| 80.3 0.3 0.6* 1.4*
Furniture and furnishings| 80.2 -0.3 1.4* 1.4*
I All goods markets 80.1 0 0.9* 1.3*
Maintenance products 80.0 -0.2 1.3* 2.3*
New cars 79.1 0.5* 0.8* 1.1*
ICT products 78.8 -0.3 1.3* 1*
Fruit and vegetables 78.8 -0.4* 1.3* 0.6*
Clothing and footwear 78.5 1.5* 0.7 1.2*
Meat and meat products 76.5 -2.1* 1.4* 1.1*
Fuel for vehicles 76.1 2.4* -0.2 -1.5%
Second hand carg 72.6 0.6* 1.2* 0.6*
Personal care service: 829 -0.2 0.4* 1*
Culture and entertainment 82.2 0.2 0.4* 0.2
Commercial sport services 81.2 0.4* 0.6* 0.8*
Holiday accommodation 81.0 0.6* 1.1* 0.6*
Airline services 79.4 -0.1 0.8* 1.2*
Packaged holidays & tour. 79.0 0.1 1.1* 1.2*
Vehicle rental services 78.6 1.6* -0.1 0.3
S Cafés, bars and restaurants 78.5 -0.5* 0.3 1.8*
E Vehicle insurance 78.1 0.9* 0.2 0.9*
Off-line gambling serviceg 76.8
R Home insurance 76.7 0.3 0.5* 0.6*
\Vi Postal services 76.6 0.8* -0.9* -0.4
All services markets 75.6 0.5* 0.8* -0.2%
I Tram, local bus, metro 75.5 0.4 -0.7* -0.1
C On-line gambling services 75.3
E  Vehicle maintenance and repai 75.1 0.6* 1.1* 0.2
Water supply 75.0 1.2* 0.5* -1.1%
Legal and accountancy servicgs 74.9 0.9* 0.6*
TV-subscriptions 74.6 0.8* 4*
Maintenance services 74.3 0.5* 1.2* 0.3
Fixed telephone services 74.3 -0.4 1.1* 1.2*
Private life insurance 74.2 1.1* 0.4*
Gas services 74.1 0.7* 0 0.3
Loans, credit and credit card! 734 0 1.3*
Mobile telephone services| 72.8 0.7* 1.4* -0.1
Train services 72.7 1.8* 1.3* -0.9%
Internet provision 72.5 -0.2 2.3* 0.9*
Bank accounts 719 0.2 0.7* 0.1
Electricity services! 71.9 0.8* 1.4* -2.2%
Real estate serviceg 70.6 1.2* 1.1* 1.1*
Mortgages 70.6 1.3* 0.5*
Investment products, private pensions and securities 69.9 1.1* 0.7* 3*

Source: Market monitoring survey, 2013

The overall ranking of markethas been largely stable over ther waves of the survey.he
markets forbooks, magazines and newspaparen-alcoholic drinksand bread, cereals, rice
and pastaremain te top performing goods markets, in line with the 2012 restihe
'secondhand car'sand 'fuel for vehiclesmarkets are again at the bottom of the ranking. In
contrastwith 2012, the third to last market is nomeat and meat produttgeplacing
‘clothing and footweay.

As in all other years of the survey since 2010, thetlope services marketseapersonal care
service§ ‘culture and entertainmérgnd commercial sport servicefdditionally, in spite of
improvements, the bottom three services markets are identical to 2012jmwestment
productsin the last posibn, preceded bymortgagesand'real estate serviced he ten worst
performing services marketsmclude two further banking services markets (with ‘bank
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accounts' and 'loans and credit' rankell &id 2% respectively) along withenergy services
(‘electricity ranked 28 and'gas 22", telecoms (withInternet provisiohranked 28 and
'mobile telephone servicezd™) and'train servicerankedin 25" place).

€ b wme okthe worst performing markets have improved the most

On the positive sig, the biggest improvements in score since 2@2occurred in some of

the worst performing markets. The market for vehicle fueterdedthe largest increase (2.4
points), due toimprovements on all the MPI components. The score for train services
increased by 1.8 points, with the biggest increases noted in Italy (+6.7) and the Czech
Republic (+5.6). Thisnay have been influenced by t#aet that a second provider has entered
the market in both countriesiith a likely positive impact in terms of mesand quality of
service. Other markets which sam increase of more than 1 point include vehicle rental
services (+1.6), clothing and footwear (+1.5), water supply (+1.2), mortgages (+1.3), real
estate services (+1.2) and investment products (+1.1)f alhwh (with the exception of
vehicle rental)still score well below their respective market group average (goods or
services).

Downwardassessment of the meat market following th@rsemeat scandal

The largest decrease in scot2.1) is seen in the miat for 'meat and meat products’, and is
particularly pronounced as regards the trust component. This drop in consumers' assessment
of the market is most likely due to the horsemeat scimdath affected most of the Member
States and was widely reportacross Europe during the fieldwork peridd

2.2. Country differences in market assessment

Overall market assessment shows consideraht@ation across EU countriedt should be
noted that scores can differ between countries, not only because of acteadnddt in
market performance, but aldoe tootherfactors such as cultural and economic differerases
well asdifferent consumer environment

Link between market performance and general economic situation

There is a modest positive correlation (+0.fb@tween @ssDomesticProduct (GDP)per

capita and MPI in different countries, and in particulse trust component (0.48). While a
clear causeffect relationship cannot be established, the relshipnbetween the two
variablesmost likelyworks in oth ways. On the one hand, consumers' assessment of market
functioning may be influenced by the general economic conditions in ¢bantry. This

could be linked to the fact thather countries may invest more in enforcing consumer rules.
More affluentconsumers aralsoable to choose from a broader range of goods and services,
including more expensive ones, which may be of better quality. On the other hand, the
functioning of consumer markets may influence econonwelopmentand therefore
countries vinere markets work better for consumers are also richer (because businesses tend to
be more efficient).

In addition, evaluation of market performanoay beinfluenced by consumers' perceptions
of their personal and general economic situation. There isdashpositive correlation (0.25)

Fraudulent labelling of processed meat products, advertised as containing beef but in fact found to
contain undeclared horse meéittp://ec.europa.eu/food/food/horsemeat.

Not surprisingly, the overall assessment loé imeat market has dropped most in the &3} and

Ireland €5.3), two of the countries most affected by the scandal.
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between MPI at country level anlde Consumer Confidence Indicatirand this correlation
is the strongest for overall satisfaction (0.4).

An even lower negative correlatior®(17) exists between MPI and price evolutioreéasured
via the Harmonised Index for Consumer Prices) in different markets in each ¢cone#nying
that lower cumulative inflatio is to some extent associated with higher MPI

Link between market performance argeneral consumer conditions

Finally, makets appear to perform better in countries where the overall consumer
environment is more favourable, with a modest positive correlation (0.42) between MPI and
the Consumer Conditions Index (monitored in the Consumer Conditions Scoréboard)

Consumers inEU15 more positive in their market assessments

Market performance is assessed more positively in the EU15 Member States (79.4) compared
to the EU13 (73.7]. This difference has been increasing slightly over the past four years and
holds true forall marketclusters with the exception of teleconisfferences are even bigger
between geographic clusters, i.e. market performance is assessed significantly better in
Western Europe and in Northern Europe than in Southern Europe and in Eastern Europe.

Table 2: Regonal differences in market assessmeht

EU15 EU13 Diff. North South East West
EU15-EUL:

All Markets 2012 78.0 75.5 25 77.3 75.3 754 79.4
Market clusters
Fast moving retail 82.0 77.5 4.4 80.5 80.5 77.4 82.9
(Semi-)durable goods  81.2 78.5 2.7 79.3 80.2 78.4 81.9
Automotive goods 77.0 72.0 5.0 78.3 73.5 71.8 78.8
Telecoms 73.3 74.3 -0.9 68.5 69.1 74.1 76.0
Transport 75.9 75.5 0.4 76.1 72.6 75.5 7.7
Utilities 74.5 73.9 0.7 77.0 69.8 73.8 76.9
Banking services 72.2 68.7 35 745 65.5 68.6 75.6
Insurance services 76.5 75.7 0.8 76.0 73.4 75.7 78.2
Recreational services 79.6 77.4 2.2 79.3 78.2 77.3 80.4
Other services 76.7 73.8 2.8 76.0 74.5 73.7 77.9

Sourceof raw data Market monitoring survey, 2013
Poorly performing markets also show the widest divergence across the EU

In general, services markets (and in particular banking and network services) have more
unevenperformance acrodsU countries than goods marketghich may be linked to their
lower crossborder tradability. The markets famortgages, electricity services, mobile

1 This indicatorhas beerdeveloped by DG ECFIN in the framework of the business and consumer

survey programméhttp://ec.europa.eu/economy_finance/db_indicators/surveys/index_en.htm

The HICP (2005=100) measures the cumulative evolution of prices with respect to the base year (2005).
13 Over the pend 20162012.

14 'EU15 refers to theEU in its pre2004 formationwhile 'EU13 refers to Member States that joined the

EU after 2004.

EU countries have been divided into the four geographical regions as follows: North (Denmark,
Finland, Sweden), SoullCyprus, Greece Italy, Malta, Portugal, Spain), East (Bulgaria, Croatia, Czech
Republic, Estonia, Hungary, Latvia, Lithuania, Poland, Romania, Slovakia, Slovenia) and West
(Austria, Belgium, France, Germany, Ireland, Luxembourg, Netherlands, the UK).
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telephone services and train servicd®w the widest divergence Eidde'®. The mos
uniformly assessednharkets include recreational services (which may reflect the inherent
entertainment aspeof these marketand, in the case of tourisrelated services, their cress
border charactg¢rand certain durable goods such as household equoipfwaich tend to be
more uniform across the EWan other producjs More integrated markets are also more
positively assessed overall, with a strarepativecorrelation (0.8) between MPI variance
andthe actual MPI scores (Figurg. 2

Figure 2: Correlation between MPI country variance and MPI EU-28 score

Mortgages
1 Large household appliances
60.0 . .
2 Commercial sport services
3 Electronic products
Electricit ) 4 Holiday accommodation
ectricity services 5 Furniture and furnishings
6 Small household appliances
7 Packaged holidays & tours
50.0 8 Maintenance products
. . 9 Spectacles and lenses
Mobile telephone services 10 Non prescription medicines
. i 11 Books, magazines and newspapers
) Train services 12 Bread, cereals, rice and pasta
Investment products, prival 13p | :
and securities Bank accounts® ersonal care services
@ 40.0 @ Clothing and footwear 14 Entertainment goods
8 Second hand cars o 15 Personal care products
@ oans, credit and credit cards 16 New cars
< 17 Vehicle insurance
> © Water supply @ Fuel for vehicles e :
> subscriptions 18 Airline services
*E ® Meat and meat products 19 Cafés, bars and restaurants
> Internet provisi 20 ICT products
o 30.0 p 21 Postal )
© Real estate service® : ostal services
o Fruits and vegetables
s [
ixed telephone services
Legal and accountancy servicés @ vehicle mainténance and repair L]
20.0 Gas services - Sl " Dairy products
. - - Fram;locatbus; metro
Maintenance services®
° -
: P Alcoholic drinks
Private life insurance Offline gambling service521 °
Ortline gambling services» 12
I g Ing I 19 ® 20
Home insurance® 17 e @ Non-alcoholic drinks
10.0 5 e 18
5@ 10
Vehicle rental services 7 ® 161508 3 ® 11
10 13
4
Culture and entertainment
0.0
67 69 71 73 75 7 79 81 83 85 87
MPI EU Score
Sourceof raw data Market monitoring survey, 2013
2.3. Socicdemographic differences in market assessment

Markets are assessed differently by different sdemographic groups, with the biggest
variability observed by occupation. When looking at different market components, the
differences are most pronounced in the case of complaints and trust, and smallest for choice.
The ongoing Commission study on consumer vulnerability across key mafiketscial
sectorenergy and online environm@ntaunched as a followp to the 8 Consumer Markets

16 MPI variance is taken as a measure of sp(gadance of the MPI for a given market and measured

across the Member States of the EU) and it is computed as follows:
= [MPI(); — MPI(]) o]
Z 28
=1
where MPI(]); is the MPI for market | in country i
O00 MPI(J)zyis the average MPI for market [ in the European Union
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Scoreboard will investigate whethesome sociedemographic groups are more vulnerable to
problematic marketing practices than othédraill also propose moreefined research tools
to use inconnection withfuture Scoreboards and market studies.

Women, young people, students and better educated respondents are more positive about
market functioning

Overall, women are more positive than men in their assessinalhtmarket clusters with the
exception of transport (where the assessments of the two groups align). The greatest gender
differences are seen in the case of automotive goods. This pattern is true for most market
components except for switching and comgla Men switch providers or tariff plans more

often than women and consider switching to be easier. They also make fewer complaints than
women (even though they are more likely to report problems).

As for the different age groups, young people (age®4)8are the most positive in their

market assessments and in particular score the highest among allesmcigraphic groups

on switching and second highest on comparahb
are also higher than average overaltcainting for third lowest percentage of reported
problems across all soedemographic groups. Those aged534are the least optimistic

about market functioning. This largely holds for all market groups except for the automotive
cluster assessmendf which seems to improve with age. Indeed, this is the only market
cluster that the middle age group rates higher than the youngest ageagubtipe oldest age

group gives by far the highest scores.

Market assessment increasdth the level of education, witthe highest level of assessment
among students, followed by respondents who stayed in education until the age tHt&f) or

by those who went to school until 16 to 19 years old, and by people who finished their
education at the age of 15 or earlier. Tiagtern is the strongest for banking serviedsich
receiveby far the lowesassessment frothose with the lowest educational attainment, which
might be linked to the complexity of this group of markets. As for the different market
assessment compongnthevariationsare particularly pronounced in the case of trust. The
lowest educated group shoa®delowaverage level of trust across all market clustetsle
consumers with the highest educational attainment and students giveaaloage scores.

Across different occupational grougye collar workers and, in particular, the unemployed

and the selemployed are the most critical in their assessment of market performance. The
latter two groups show in particular by far the lowest levels of trosing all socie
demographic groups. All other occupational groups score higher than average, with the
highest assessment among students, followed by house persons (not in paid employment,
taking care of the home), white collar workers who are not in a reaaagosition, managers

and retired persons.

Overall, consumers who use internet for private purposes are only slightly more positive in
their market assessments than those who dolatking at different market components
internetusersscore higher onrust, switching, ease of switching, overall satisfaction and
choice. At the same timthey reporimoreproblems and complaints than the amers.
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Table 3: Market assessment by socidemographic groups

- . Actual Ease of Owerall ’
MPI Comparability Trust Problems | Complaints swiitching swiitching satisfaction Choice
Population average 77,44 7,28 6,83 9,15 73,49 13,58 6,82 7,52 7,89
Diff. male-averagd  -0.54* -0.04% -0.00* 0.45 1.25¢ 056 0.06* -0.06% 0.07*
Gender i -
Diff. female 0.54* 0.04* 0.09* -0.45% 1.38* -0.56% -0.06* 0.06* 0.07*
average
Diff. 18-34- 0.51* 0.11* 0.11* 0.84* -1.20% 2.21* 0.14* 0.04* 0.03*
average
lef 35-54- 23 3 )* * * % £ ok
Age group averace -0.62 -0.05 -0.09 0.61 -0.41 0.44 -0.05 -0.07 -0.03
Diff. 55+ - average
0.29% -0.04% 0.01 147 -0.88* 2.16* -0.04* 0.04* 0.00
Diff. <15 year-
average -0.38* 0.01 -0.14% -0.45% 333 051 -0.09* -0.04% -0.03*
) Diff: 16-19year- | 519 0.02+ -0.03* 0.52* 110 0,06 -0.04* 0.00 0.06*
Education average
Diff. 20+-average 0.06 -0.02% 0.04% -0.15 -1.00% -0,27 0.04* 0.00 -0.02%
Diff. Stil studying - g 0.05¢ 0.24¢ 0,06 454 117+ 0.13¢ 0.10* 001
average
Diff. selfempl-
average -1.50% 0.07* -0.25¢ 233 6.70% 313 -0.12% -0.12% -0.05%
Diff. manager-
average 0.26* 0.00 0.06* 0.03 4.44% 1.66* 0.12* 0.06* 0.05%
Diff. other white-
average 0.34% 0.00 0.10* -0.40% -5.00% 123 0.06* -0.01 -0.04%
Diff. blue colar- -0.21* 0.06* -0.06* 1.12¢ 187+ 1.23¢ 0.12* 001 0.07*
average
Employment -
Diff. student- 115+ 0.06* 0.28* -0.02 557 1.45¢ 0.12* 0.13* 0.02
average
Diff. housepersol
average 0.98* 017 0.07* -0.67 218 -0.82¢ -0.01 0.11* 0.10%
Diff. unempl- " Y N . N N N
average -1.94 -0.06 -0.34% 230 3.36 3.64 -0.23* 0.10 -0.09
Diff. retired-
average 0.17 -0.07 -0.03 177 0.44 -1.95 -0.11 -0.19 0.02
internet Connection |t vos _ averagh 008 0.00 0.02* 0.34* 0.32 0.64* 0.03* 0.01* 0.02*
athome Diff. no-average 017 0,01 0.12 178 214 317 017" ~0.08* 0.11*

Sourceof raw dataMarket monitoring survey2013

2.4. Assessment of different market groups

In order to analyse broad market patterns, 52 individual markets have been grouped
thematically into nine market clusterfastmoving retail goods, (ser)durable goods,
automotive goods, telecoms, transporiliti#s, banking services, insurance servjcasd
recreational serviceé$

Table 4 shows the overall results for each market cluster and their evolution in the period
20102013. The colours indicate four categories of performance, depending on thee quartil
that each result falls into (separately for all goods and services maibatk)green, light
green, orange and red represent respectively higorpence (the score is situated among
the top 25% of results), middle to high perforrance (5875% of resuk), middle to low
performance (2550% of results) and low performance (bottom 2&%esults}®.

Among goods marketsthe fastmoving retail cluster receives the highest assessment,
followed by semidurable goods. Automotive goods remain the worst perfagroiuster, with

a 4.5point gap to the preceding cluster. At the same time, they have seen the highest increase
in score between 2012 and 2013 out of all clusters. The services markets clustkrarigre

led by recreational services, followed by inswerservices and public transport. Banking
services are in last position despite steady improvement since Zf&0oimsand utilities are

also ranked low by consumers

1 The following services markets were acctoualt asigciyfoi,
6personal carebd, 6émaintenanced, O6real estated, Ov
The colaurs indicated in the second to fourth colsmmdicate to which quartile the market cluster MPI

belonged in 2012, 2011 and 20E3pectively
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Table 4: MPI (Market Performance Indicator) per market cluster

MPI 2013 Diff 2013-2012 |Diff 2012-2011 | Diff 2011-2010
Fast mowing retail 81.0 -0.2 0.9 1.0
Goods |(semi)-durable goods 80.6 -0.1 1.2 1.8
Automotive goods
Recreational senices

Insurance senices 76.3 0.7 0.4 -0.5

Senices Transport 75.8 0.7 0.4 0.1
Utilities 74.4 0.9 0.2 -0.8
Telecoms 73.5 0.2 2.2

Banking senices

The following sectiongpresent more detailed results per market cluster.eachcluster a

graph presents the MPI and component scores for 2013 (as well as their evolution since
2012), the performance of individuadarkes included in a givercluster andthe cluster's
share irthe household budd&t The colour coding is the same as explained above.

2.4.1. Fast moving retail

-0.2

Average MPI: % HBS:
81.0 18%
A Dairy products ae o Do
A Alcoholic drinks Comparability Trust % Problems
A Personal cargroducts 7.7 7.1 5.0%
A Nonprescriptionmedicines

-2.5% 0.0 0.0
_ % Complaints Expectations Choice
61.5% 7.9 8.3

The fast moving retaiklusteris composed ohine goods markets (includingix food and
drink markets),characterised by a highise andpurchase frequencys well as high

0 subst i of prodadisAltogether, dhese markets account for an important share of the
household budget (18%).

Good performance except for meat and fruit & vegetables markets

Given its importance iterms ofhousehold expenditure, i encouraging that this cluster is
assessed as generally performing well, with abroedian scores on comparability and choice
and relatively low incidence of problems and complaints. This is not surprising, given that
most products sold in these markats relatively straightforward and levalue items.

The two notable exceptions to the positive assessment of this cluster are the maieigt for

and meat products' and 'fruit and vegetables', ranked lowest and fifth lowest among goods
markets, respectely. The Commission's 2012-depth study into the meat market fouhet

the main problems for consumers wdmaited availability of consumer information in
butches 8hops,poorconsumers' understanding of some key information elementsséd-g.

by dae) as well as high prices and limited choice of specific meat types (such as organic or

19 Estimated on the basis of EurosfQi05 (latest available) data from the Household Budget Survey

(HBS).
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animal welfare certifiedy. The entry into force of the new food labelling réfeswhich will
make itmandatoryto indicatecountry of origin or place of provenanaa funprocessed meat
of pigs, poultry, sheep and goatss likely to increase consumers' ability to make informed
choices and reduce the risks of being misled on the characteristics of products.

2.4.2. (Semt) durable goods markets

-0.1

80.6 12%

Maintenance products
Electronigproducts

0.0 -0.1
7.9 8.2

The (semi)durable goodscluster encompasses ningoods markets (including household
goods, furnishing and clothing) that aresed on a daily or frequent lgsbut purchased
occasionally, requiringnore substantiabneoff spendingOverall, these markets account for
about 12% othe household budget.

Relativelygood performance despite a high number of complaints

A Small household appliances
A Large household appliances -0.1 0.0
. L Comparability Trust % Problems
ﬁ Furniture and furnishings 77 72 8.5%
A

The markets in this cluster show a mixed performariSpectaclesand lenses' and
‘entertainment goods' are among the best performing goods markets, while ‘clothing and
footwear' andICT productsare positioned towards the bottom of the goods markets ranking
(4™ and &" lowest position, respectively).

Most (semijdurable goods components a&en amiddle to low assessmentwith the

exception of trust (which is ratddgher) and complaints (which are common in this market
cluster). This could be linked to the fact that most (sghaiable goodhhave an oOafter
elementand retailers are required to offer a minimum duratiole@él guaranteen products

sold The Commission has recently launched ardepth market study on thanctioning of

legal and commercial guarante@s selected (semidurable goods markets (including
electronic products; ICT products; electrical household appliances; clothing and footwear;
new cars and secoftthnd cars)vith a view to ensuring that EU legislation densistently
implemented and applied across 8iegle Market

2 http://ec.europa.eu/consumers/consumer_research/market_studies/meat_market_study en.htm

2 Regulation EU) No 1169/2011, OJ L 3042211.2011, p. 18.
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2.4.3. Automotive cluster

A New cars

% HBS:
7%

The automotive good<cluster containsthree markets linked to personal motorised

transportatin: new cars, secorttand carsand fuel for vehicles Together, these markets
account for around 7% of the household budget.

-5.2%

% Complaints
71.1%

Poor, but improving, performance

This market cluster continues to be problematic for consumers, with markets for-secohd

cars ad vehicle fuels at the very bottom of the goods markets ranking and newncars
seventhlowest position. All the components (except for complaints) are rated as poor.
However, the cluster has seen a consistent improvement in performance since 2010 and the
biggest increase in score between 2012 and 2013 out of all the goods and services clusters.

The Commission's recent-depth study into the market for vehicle fuels has confirmed the
central importance of clear and transparent consumer informationifyaentifferences in

fuel labelling both across and within EU countries (e.g. different coloutsafic fuel types)
insufficient information on fuel quality andehicle compatibility, as well as the practice of
frequent price changesas the main facts limiting consumers' ability to make informed
choices in the mark&t An ongoingstudy on the functioning of the market for sectwhd

cars will, inter alia, review the regulatory framework of the sedwat cars markets in all
Member States, assessatigs' practices andonsiderwhether the information provided to
consumers is transparent enough to allow them to make informed choices, and identify the
main problems experienced by consumers.

= The consumer market study and an accompanying Commission Staff Working Document on the

functioning of the market for vehicle fuels from a consumer perspective (to be published in June 2014)
http://ec.europa.eu/consumers/consumer_evidence/market_studies/vehicle fuels/docs/study en.pdf
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2.4.4. Recreational services

A Online gambling services
A Offline gamblingservices
L
% Complaints Expectations

% HBS:
8%

72.3% 7.6

| -0.1%
% Switching
13.7%

The recreational services clustamprisesall markets that offer services used lmnsumers
in their leisure time, which togetheover 8% of the household budget.

Best performer among services markets

Perhaps de to theinherent entertainment aspaxtrecreationakervices this marketcluster
receives by far the highest evaluation among services markets, with very good or good scores
on all the components.

All of the individual markets are assessdibve the median of the services markets and the
majority of them are situatenh the topquartile The only exceptions are the markets for
online and offline gambling

Even though recreational service®in generalassessebtetter than other services markets,
they account for a relatively large number of crbesder complaints received liye network

of European Consumer Cenfréd ikewise, an Euwide investigation of websites selling air
travel and hotel accommodation in 2013 found that 69% of the 552 websites chveckad
breach of consumeprotection rule’’. The Commission has takemrgeted actiorio further
enhance consumer conditions in this sedtar instance, the proposed update to the 1990
Package Travel Directi?extends the protection for traditional reatipde travel packages

to customised travel arrangements bought overitternet. Tie ongoing study omnline
consumetreviews in thehotel sectorinvestigateshe problem of misleading and fake reviews,
and will identify best practices to address this issue (results are de20d¥)l As regards
online gamblinga Commissim Recommendation will be presented in 2014 aimed at ensuring
that consumers of online gambling services enjoy a common high level of protection
throughout the internal markét.

B The European Consumer Centres Network 2012 Annual Report,
http://ec.europa.eu/consumers/ecc/docs/reporinec2012_en.pdf
http://ec.europa.eu/consumers/enforcement/sweep/online_travel_booking/

= COM(2013) 513 finalhttp://ec.europa.eul/justice/consurmearketing/files/com_2013 513 en.pdf

2 http://ec.europa.eu/internal_market/gamblingifives/index_en.htm
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2.4.5. Insurance services

o

A Vehicle insurance
A Home insurance Average MPI: % HBS:

76.3 2%
0.0 l 0.1

Comparability Trust
7.1 6.6

A Privatelife insurance

-3.6% 0.1

% Complaints Expectations
73.0% 7.3

-0.5%

% Switching Ease of switching
11.5% 7.1

The nsurance servicaguster groups the markets for hepvehicle and private life insurance,
which together account for 2% of the household budget.

Low incidence of consumer problems

The cluster is assessed as medium to high performing, despite poorer performance of private
life insurance.The majority of canponents, except for trust and switching, are assessed
relatively well. The scoréor choice is the highest among services market clusters and the
incidence of problems is the lowest. The latter could be linked to the fact that actual claims on
insurance plicies are relatively rare, so thaseless scop&r problems to arise than in other
markets.
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2.4.6. Public transport

0.7

A Atine services Average VP %HBS:

75.8 1%
A Tram, local bus, metro
Comparability Trust % Problems
7.1 6.9 12.6%
0.1 -0.1
Expectations Choice
7.2 7.4

This clusteris composed othree public transport services marketsrline servicestram,
local bus andnetrg and train services, gether accounting for about 1% tbfe household
budget.

Mixed performanceacross individual markets

This market cluster shows a mixed performafte market for train servicesontinues to be
perceivecby EU consumeras one of the poorest performing sees sectorg(25" out of 31
services marketim 2013), despite improvements in score since 2011. In addition, the level of
dispersion in its score is almost the double of thealserved for all services, with Poland,
Croatia, Bulgaria, Italy and Romana the bottom of the ranking. Thearket for train
services in theseountriesis also among the poorest performers in a recent Eurobarometer on
Europeans' satisfaction with rail servitesanking among the six lowest positions in an
aggregate index ofsisfaction with railway stations amdil travel. The market for tram, local

bus and metro services performs close to the services sector average (corresponding to 13
place in the services markets rankinghile airline services are among the best eatdd
markets fifth place).

While improving yeaion-year, transport markets still show a relatively high incidence of
problemg(fifth highest in the case of train servicds)the markets for train services and local
public transport this is coupled Wit low propensity to complain (third lowest in the latter
market),which could indicate that consumegherdo not believe that the problems can be
satisfactorily solvedor perceive the complaint process as too complex and burdensome
Airline serviceson the other hand, account for the largest number (a fifth) of all-baser
complaints eceived by the network of European Consumer Céfitres

One common feature of all transport markétsa low level of competition. The choice of
providersis assesseds limited in the airline market arfthsnot evenbeensurveyed in the
markets for train services and local public transport (which are monopolies in the majority of
Member States).

A number of recent initiatives are expected to improve consumer corditiotne area of
travel and transport. Commission proposals to revise air passengef fiytach 2013) and
the Package Travel Directitfe(July 2013)seek toensure better consumer information

z http://ec.europa.eu/public_opinion/flash/fl_382a_en.pdf

3 The European Consumer Centres Network 2012 Annual Report,
http://ec.europa.eu/consumers/ecc/docs/reporinec012_en.pdf

2 COM(2013) 130 finalhttp://eurlex.europa.eu/L édriServ/LexUriServ.do?uri=COM:2013:0130:FIN:EN:PDF

% COM(2013) 513 finalhttp://ec.europa.eul/justice/consurmearketing/files/com_2013 513 en.pdf
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(respectively in case of delayed or cancelled flights and Wwhgmg combinations of travel
services) and strengthen passenger proteetiogn something goes wrong. Aactfinding
study on passenger rights in urban public tran3pisrexpected to lead to the development of
a set of ambitious voluntary commitments fdrotect the rights of travellers and of persons
with reduced mobility. Finally, the urban mobility pack¥gef December 2013 aims at
making urban mobility easier and greener.

2.4.7. Utilities

0.9

Average MPI: % HBS:
74.4 4%

A Postal services

A Water supply
A Gasservices

Trust % Problems
6.6 10.2%
2o :

% Complaints Expectations
71.8% 7.3

The uilities clustercomprisesfour markets that provide publigtilities. These markets are
often characterised by the presence of a limited number of potential suppliers. Such services
are used on a daily or frequent basis accbunt for4% of the household budget.

Low scoredor comparability, choice and switching

While assessed awiddle to low performing overall, the utilities market cluster shows a
mixed performance across individual markets. Electricity servenals fourth lowest among

the services marketdespite slight improvements since 20dith market pgormance
differing significantly from one country to another and particularly low scoerdedin
southern European countriesWater supply and gas services are assessed slightly better
(corresponding to 22 and 16" place in the services markets ran), while postal services

are among the middle to high performing market?@ace).

Despite improvements since 2012, utilitearketscontinue toscore poorlyon comparabilityof

offers, choice of providers (this component was not measurtite iwater provision market,
which is a monopoly in most countries), ease of switching and actual switching (the latter two
guestions were only asked mespect ofelectricity and gas marketsYhis suggest that
consumersare not yet able to actively participate the market and benefit from market
liberalisation.

The Commission is working with key stakeholders on increasing the transparency of energy
offers and bills, ensuring customers' access to twmsumption dataa(so by promoting
smart meter rolbut) and facilitating switching. In the postal sector, the Commiss&n

31
32
33

http://ec.europa.eu/transport/themes/urban/studies/doc/PBidttfinding-studypassengerights.pdf
http://ec.europa.eu/transport/themes/urban/ump_en.htm
http://ec.europa.eu/consumers/archive/strategy/docs/consumer_agendanidf?2
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December 2013 Communication anroadmap focompleting theSingle Market for parcel
delivery, build trust in delivery services and encourage online ¥asibutes specific tasks
to stkeholders to increase transparency aridrmation on delivery solutionsmprove the
availability, quality and affordability of delivery solutionand enhance complaint handling
and redress mechanisms for consumers.

2.4.8. Telecoms

0.2

A Fixed telephone services Average MPI: % HBS:
A T\tsubscriptions 73.5 3%
Comparability Trust
7.1 6.4
0.0 0.1
Expectations Choice
7.3 7.5

0.1

Ease of switching
6.9

The teleconcluster inclu@és the markets for fixed and mobile telephone services along with
the markets for internet provision and TV subscriptions, which together make up 3% of the
household budget. Thesearkets are characterised by a limited number of potential suppliers.
Telecan wervices are generally used on a daily or frequent basis, whereas the decision on
potential supplier is often madi®m a longterm perspectivgysually through thsigningof a
contract.

High incidenceof problems and complaints

This market cluster isated agmiddle to lowperforming, with relatively low scoresr trust,

choice of providers and overall consumer satisfaction, and the highest incidence of problems
and complaints of all the market clusters. On the positive side, the $opsnparabity

and ease of switchingre slightly above the average of all services markets, while actual
switching rates are the highest among all cluster groups.

In September 2013, the Commission adopted@benected Contineriegislative packagd

laying down neasures concerning the European single market for electronic communications
and aimingat inter alia enhancing the provision of and access to electronic communications
services across the Epushing roaming premiums out of the market by 2016 at the &tdst
improving consumers' choice of telecom providangl servicegincluding from otherEU
countries). In addition, the proposal strengthens and harmonises consumenripbt&eld

of electronic communicationacross the EU, in particulawith regardto: elimination of

3 COM/2013/0886final;
http://eurlex.europa.eu/LexUriServ/LexUriServ.do?uri=CELEX:52013DC0886:EN:NOT

Commission proposal for a Regulation of therdpean Parliament and of the Council laying down
measures concerning the European single market for electronic communications and to achieve a
Connected ContinertCOM(2013) 627 final.
http://ec.europa.eu/digitalgenda/en/connectamntinentsingletelemm-marketgrowthjobs
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restrictions and discriminatipncrossborder dispute resolution mechanisniseedom to
provide and avail of open internet access and safeguards for quality of sexmttascing the
transparencyand publication of information, includinthrough comparison toglenhanced
information requirements for contraacté fixed and mobile telephongnd internetaccess
services control of consurption measures contract duration and termination rules
provisions on bundled offers of servicesd facilitating switching providers. The proposal
buildsinter aliaon the results of anidepth study and a related Staff Working Docurffet

the functioning of the market for internet access and provision from a consumer perspective.

2.4.9. Banking services

A Loans, credit and credit cards % HBS:
0.1%
0 5%
% Problems
11.4%
2 1%
% Complalnts Ch0|ce
75.2%
o 2%
% Switching
12.5%

The kanking services cluster includes the markets for bank accounts; loans, credit and credit
cards; mortgagesnd investment productEhis market cluster has an important impact on the
general financial situation of households, given its link with treéncial assets and liabilities,
despite its relatively low share in household exjiarel (as measured by Eurostat)

Poor scores on all components

Banking services are the worst performing clustkerm a consumer perspective, with the
markets forinvestment products and mortgagescupying the two bottom places in the
services markets ranking. However, all markets in this cluster have seen a consistent
improvement in performance over the pastr years.

The cluster scoregarticularly low on trust, aoparability ease of switchingand overall

consumesatisfaction andrelatively better(in line with the average for all services) on choice
This suggests that choice among providers is less of a problem than issues such as transparency
of offers and busesses' compliance with consumer legislation.

Ensuring that financial services are working to the benefit of consumers in the current
economic climate is an essential componenEOfconsumer policyThe recently adopted
Directive on mortgage credft aswell asthe soon to be adopted legislatiompackaged retail

% http://ec.europa.eu/consumers/consumer_research/market_studies/internet_services_provision_stydytlka.htm

study was carried out as a folleup to the 4th Consumer Markets Scoreboard.

3 This mainly stems from the fact that in the case of 'loans, credit and credit cards' and 'mortgages’, only

charges associated with the loans are included.
% 0J L 60 of 28.02.214
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investment products (PRIB8jnd payment accounts (PABRNd the forthcoming review of

other legislation dealing with consumer protection on investment sefvaies to improve
consumer conditios inter alia by means ofmore transparent and comparable-goatractual
information, making it easier for consumers to choose the products that best suit their needs.
The PAD also facilitatesswitching from one payment services provider to another and
ersures that every EU citizen has the right of access to basic payment account services.
Furthermore, the recently adopted report on ithplementationof the Consumer Credit
Directivé® analyses the functioning of the consumer credit market and the impact of
regulatory choices taken by the Member States.

2.5.  Market assessment components

The following sections present individual restitisdifferent market assessment components
Additionally, the average scores for all 52 markets as well as for the 21 goo8% sexvices
markets are indicated where relevant. Most scores (unless stated otheeflss)the
answerson ascalefrom 0 to 10 and have bearouped into three categories: high rating
(score 810), average ratin¢score 57) and low ratingscore 64).

2.5.1. Comparability

The ability to easily and reliably compare price and quality of different goods and services is
indispensable for consumers to be able to make informed choices. As in previous years,
consumers find it considerably more difficult to congaervices than goods. In fact, the
comparability component records the biggest difference between the average scores of the
two market groups (7.0 and 7.7, respectively). To some extent, this can be linked to the very
nature of services, which are by chfion less tangible than goods and thus their quality is
more difficult to evaluate. However, this inherent intangibility of services may be further
exacerbated bigonfusopolymarketing practices such as overly abundant and opaque offers,
packaging prodcts into unduly complex bundles and complicated contractual terms, which
hamper consumers' ability to choose the best'idedr instance,here is evidence showing

that the complexity ofcontract terms and conditiomsads many consumers to accept their
contractual obligations without reviewing th&mThe recentCommission report on the
implementation of the Consumer Credit Directhas shown thahany borrowers do not even
recall the essential elements of their credit contfdcthis is not good for@ansumers (who

run the risk of blindly acceptindisadvardgeous contractual obligatignand thusfor the

market in general

3 http:/europa.eu/rapid/presslease STATEMENTL4-129 en.htm

40 http:/europa.eu/rapid/presslease STATEMENTL4-123_en.htm

4 Namely the review of the "Markets on Financial Instruments DirectidF(D -2) and of the Directive

on the retail investment fundgdCITS5) .

http://ec.europa.eu/consumers/rights/docs/ccd_implementation_report_en.pdf

. Office of Fair Trading, An Introduction to Confusopaly
http://oft.gov.uk/shared_oft/events/confusopoly/introductimmfusopoly.pdf

42

a4 Special Eurobarometer 342 on Consumer empowerment, April 2011

http://ec.europalgconsumers/consumer_empowerment/docs/report_eurobarometer 342 en.pdf

The Guardian, Terms and conditions: not reading the small print can mean big problems, 11th May
2011.

Bakos, Yannis; Marott&Vurlger, Florencia; and Trossen, David R., "Does Anyone Reaéfine Print?
Testing a Law and Economics Approach to Standard Form Contracts" (R@®)ork University Law
and Economics Working PapeiRaper 195.
http://ec.europa.eu/consumers/rights/docs/ccd_implementation_report_en.pdf
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Complex markets andtilities are difficult to compare

As shown inFigure 3, among goods markets, comparison is most difficdliermarkets for
seconehand carsnon-prescription medicineand fuel for vehicles, as has been the case in
two previous waves of the surve{imong services markets, the ranking of bottom markets
has also remained stable, with banking services (investmremtucts, mortgages, bank
accounts), utilities (water supply, electricity servicgas services),eal estate services and
legal and accountancy services perceivedthesmost difficult to compareThe biggest
improvements in score were noted in the retglfor vehicle fuels, train services and water
supply (all +0.2).

Comparingmarkets'scores on comparability with tineoverall evaluation NIPI score$, the

markets forwater supply:spectacles and lensasnprescription medicinegpostal services;
and legal and accountancy servica® assessed particularly poorly tms componentin

contrast, telecom markets (internet provision, mobile telephone servicesIBB¢riptions)
and the fruit and vegetables market rank higher on comparability than in eéroverall

MPI.

25 EN



EN

Figure 3: Comparability
On a scale from 0 to 10, how difficult or easy was it to compare <the
services/products> sold by different <suppliers/retailers> ?

Diff Diff Diff
2013- 2012- 2011-

2013 2012 2011 2010
EU28 - All markets 35% 7.3 0 0.1* 0.1*
Non-alcoholic drinks 28% 8.0 0 0.2* 0.2*
B°“?;J£§§Z§!‘,? and 27% 8.0 0 0.1* 0
Small household appliances 28% 79 -0.1* 0.2* 0.2*
Bread, cereals, rice and pasta 28% 7.9 0 0.2% 0.1%
Large household appliances 27% 7.9 -0.1* 0.2% 0.2%
Alcoholic drinks 29% 7.9 -0.1* 0.1* 0.1*
Entertainment goods 31% 7.9 0* 0.1* 0.3*
Dairy products 29% 7.8 0 0.1*
Fruit and vegetables 28% 7.8 -0.1* 0.3* 0.2*
Goods Electronic products 29% 7.8 -0.1* 0.2* 0.2*
Personal care products 30% 7.7 0 0.1* 0.2*
‘ Goods markets 31% 2% 7.7 0* 0.1* 0.2*
ICT products 30% 7.7 -0.1* 0.2* 0.2*
Maintenance products 34% 7.6 -0.1* 0.2* 0.3*
Spectacles and lenses 31% 76 -0.1* 0.1
Clothing and footwear 31% 7.6 0.2% 0.2% 0.1%
Furniture and furnishings 33% 7.6 -0.1* 0.2% 0.2%
New cars 33% 7.6 0 0.1* 0.2*
Meat and meat products 35% 7.4 -0.1* 0.2* 0.2*
Fuel for vehicles 29% 7.3 0.2* 0 -0.1*
Non-prescription medicines 32% 7.2 0.1 0.1 0.1
Second hand cars 37% 7.2 0 0.1* 0.1*
Holiday accommodation 73 31% 7.8 0 0.1* 0.2*
Personal care services s 32% 7.8 0 0.1 0.1
Cafés, bars and restaurants Az 32% 7.7 -0.1* 0.1 0.3*
Airline services ez 32% 77 0 0.1* 0.2%
Culture and entertainment  JeZ% 33% 77 0 0 o
Commercial sport services 78 35% 7.6 0 0 0
Packaged holidays & tours 7% 36% 75 0 0.1* 0.2*
Vehicle rental services 36% 7.4 0.1* 0 0
Vehicle insurance  INELZE 33% 7.3 0 0.1* 0.1*
Off-line gambling services N7 W 36% 7.3
TV-subscriptions  EETOLZM 35% 7.2 0.1* 0.3*
Home insurance  [NEKZM 38% 7.1 0 0.1 0.1*
On-line gambling services ez 41% 7.1
R Internet provision IS 37% 7.1 -0.1* 0.3* 0.1*
Services Mobile telephone services 34% 7.1 0.1 0.1% 0.2%
‘ Services markets 37% 7.0 o* 0.1 0*
Fixed telephone services KL/ 37% % 7.0 0 0.1* 0.2*
Tram, local bus, metro  ESEL/WE 35% 7.0 0 0 -0.1*
Vehicle mai e and repair 39% % 6.9 0 0.1 0
Maintenance services — |[EEFAZME 42% 4% 6.9 0 0.1 0.1
Postal services | EESEL/M 38% A 6.9 0.1* -0.1* -0.2%
Loans, credit and credit cards L7 40% S 4% 6.7 0 0.2*
Train services | EENIZM 37% % 6.7 0.2* 0.1 -0.3*
Private life insurance  IENEL/W 42% S 4% 6.7 0.1* 0.1*
Bank accounts [T 41% S 4% 6.6 0.1* 0 0
Legal and accountancy services [N/ 42% .- IS 6.6 0.1* 0.1
Real estate services 45% S % 6.6 0.1* 0.1* 0.1*
Gas services —|[EEESWA7WE 38% S as% 6.6 0.1* 0 0
services 35% 3w 6.4 0.1* 0.2% -0.3*
Mortgages L7 42% 4% 6.3 0.1~ 0
Water supply 017 W 37% - 43% 6.3 0.2* 0 -0.3*
Ir products 43% 3% 6.1 0.1 0.1 0.2*
m0-4 5-7 =8-10

Source: Market monitoring survey, 2013

A number of horizontal and sectorial initiativetsEU level aim at enhancinlge transparency

of consumer markets and thweducing search costs and boostownsumersalblity to
evaluate alternative offerings. Internet offers a considerable opportunity for consumers to
compare price and quality, and is increasingly used to inform both online and offline
purchasesThe Commission has beevorking, together with stakeholdgron improving the
reliability and transparency dafigital comparison tools-ollowing a eport from the multi
stakeholdergroup presemed at the March 2013 Consumer Sunifjiitan ongoingn-depth

46 http://ec.europa.eu/consumers/documents/conssommmit2013msdctreport_en.pdf
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study will inform decisios on the way forward, which cadillinclude the development of
horizontal guidelines on the functioning of comparison tobisthe telecom sector, the
iConnect ed Co /A tantairs erthancep praviians om information requirements
for contracts, including clear, comprehensive aagily accessible information as regards
contracts forelectronic communication@ncluding internetaccess servicgsand enhanced
transparency and publication of information measuney more comparable information,
including in particular endiser rghts toaccess certified comparison tools in all Member
StatesIn the area of financial services, the recently adopted Directive on mortgagé®a=dit
well as the soon to be adoptkgjislation onpackaged retail investment products (PRIPs)
and paymentccounts (PADY and a review of other legislation dealing with consumer
protection on investment servicésvill enhance transparency, and simplify and standardise
pre-contractual information that is provided to consumers on the characteristics of financial
products on offer. The PAD also standardisep@st fee information and gives consumers
access to at least one comparison website comparing payment account offers in each Member
State that meets certain quality criteria. As a result, consumers willd&dietter compare
different offers and ultimately choose the ones that best suit their.re®degards postal
services, the Commission Communication Roadmap on parcel delivery aims at increasing
transparency and possibilities of comparison of offefSinally, in the framework of the
Citizensd Etheemuly-stakehotder Working Group Report orBéling and
Personal Energy Data ManagemRighlights best practices on how to imprdx@nsparency,
comparability andyltimately, consumer trust ahparticipation in energy markets.

2.5.2. Trust

The 6trustd component measures the extent
consumer protection rules. It can therefore be seen as a proxy for the level of compliance with
consumetegislation Properenforcement is crucialot only to minimise consumer detriment

but also to protect respectable businesses from unfair competition. Trust in retailers (7.1)
remains higher than in service providers (6ef)en though the latter has increased slightly
compared to 2012 (by 0.1 point).

Low trust linked to information asymmetry

As in previous years, the market for sectraohd carss the leastrusiedout of all 52 markets
surveyed.The fuel for vehicles marketomessecondlast among goods marketand the
market for meat and meat products ranks third lowest. Among services markets, continuous
services are generally assessed worse thaiofbiservices. More than a fifth of respondents

do not trust suppliers in the markets for mortgages; real estate sevards;accounts;
investment products; electricity services; mobile telephone services; and loans, credit and
credit cards.

4 Commission proposal for a Regulation of the European Parliament and of the Council laying down

measures concerning the European single market for electronic communications and to achieve a

Connected ContinertCOM(2013) &7 final.

http://ec.europa.eu/digitalgenda/en/connectemntinentsingletelecommarketgrowthjobs

OJ L 60 of 28.02.2014

49 http:/europa.eu/rapid/presslease STATEMENTL4-129 en.htm

0 http://europa.eu/rapid/presslease STATEMENTL4-123_en.htm

1 Namely the review of the "Markets on Financial Instruments DirectidF(D -2) and of the Directive
on the retail investment fundgCITS-5)

%2 COM/2013/0886finalhttp:/eurlex.europa.eu/LexUriServ/LexUriServ.do?uri=CELEX:52013DC0886:EN:NOT

3 http://ec.europa.eu/energy/gas_electricity/doc/forum_citizen_energy/20181219
billing_energy_data.pdf
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In general, it appears that trust is lowiasthose markets where the asymmetry of information
between the trader and the consumehémost acuteéSeconehand cars, banking services,
andreal estate services, all of whitie at the bottom of the trust ranking, are also classic
examples of situations where the seldausually betteinformedthan the buyer.

Comparing the resultsnotrust with the overall MPI results, a negative impact of the trust
component can be noted in the markets for alcoholic drinks, online gambling services and
home insurance. The opposite trend can be seen in the markets fpresonption
medicines; post services; legal and accountancy services; and train services.

Trust in meat market drops following the horsemeat scandal

The market for meat and meat produtas seen its trust score drop by 0.5 points since 2012
(biggest change on any single compoieiihe drop was the highest in the UKL.Q) and
Ireland €1.6), two of the countries most affected by thersemeat scandalhe biggest
increases in therustscore were noted in the markets for vehicle fuels; vehicle rental services
(+0.3 both); house aintenance services; investment products; mortgages; and clothing and
footwear (all +0.2).
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Figure 4: Trust
On a scale from 0 to 10, to what extent do you trust <suppliers/retailers> to respect
the rules and regulations protecting consumers?

Diff Diff Diff
2013- 2012-  2011-

2013 2012 2011 2010
EU28 - All markets L7 40% S 4% 6.8 o* 0.1* 0.1*
B°°kf]*envczg:;'e”re: and oy 32% 7.7 0 0 0
Spectacles and lenses 1 32% 77 0 0.1* #NIA
Bread, cereals, rice and pasta  BEIZE 35% 7.4 0 0.1* 0.2*
Non-alcoholic drinks eIz 36% 7.3 0 0.1* 0.3*
Non-prescription medicines  EETLZM 34% 7.3 0 0 0.4*
Small household appliances Wiz 40% 7.3 -0.1* 0.2% 0.1*
Large household appliances — W&Zu 40% 7.3 -0.1* 0.2% 0.1*
Dairy products ~ eLZml 38% 7.3 0 0 #NIA
Entertainment goods ~ MELZM 41% 7.3 0 0.1% 0.4*
Electronic products 42% 7.2 0 0.1* 0.1*
Goods
Personal care products L/ 40% 72 0 0 0.2*
Furniture and furnishings  ELZE 43% 7.2 0 0.1* 0.2%
Maintenance products  [rAZE 43% 7.1 0 0.2* 0.3*
Goods markets  |IEEEZM 39% 71 [ 0.1* 0.2*
Clothing and footwear [ EEELZME 39% 71 0.2% 0.2% 0.3*
ICT products ~ JTOLZm 41% 7.0 0 0.1* 0.1
New cars R/ 41% 7.0 0.1* 0 0.1*
Alcoholic drinks 39% 6.9 0 0.2* 0.1*
Fruitand vegetables — EENKIZ 40% 6.9 -0.1* 0.2* 0
Meat and meat products |07 W= 40% S A% 6.4 -0.5% 0.2% 0.2*
Fuel for vehicles 07— 40% S 4% 6.3 0.3% -0.1 -0.1*
Second hand cars I 45% 2% 58 0.1* 0.1* 0
Personal care services 7% 36% 76 0 0 0.2*
Culture and entertainment  |K¥Z 39% 75 0 0.1* 0
Commercial sport services &1 39% 7.4 0.1* 0.1* 0.1*
Postal services eI/ 38% 7.2 0.1* -0.1* 0
Holiday accommodation  J&z% 46% 72 0.1* 0.1* 0
Airline services IO 42% 7.0 -0.1* 0.1* 0.1*
Vehicle rental services L7 43% 7.0 0.3* 0 0
Packaged holidays & tours el 46% S 4% 7.0 0 0.1* 0.1*
Tram, local bus, metro  EEVAZER 40% 7.0 0 -0.1 0
Legal and accountancy services — |[EENKLZE 39% 6.9 0.1* 0 #NIA
Cafés, bars and restaurants 45% S A 6.9 -0.1 0.1* 0.2*
Off-line gambling services 4% 39% 6.8 #N/A #N/A #NIA
Water supply 37% 6.8 0.1* 0 0
. Vehicle insurance 41% e 6.7 0.1* -0.1 0.1*
Services ‘ Services markets 41% 6.7 0.1* 0* [0
TV-subscriptions L7 40% S 4% 6.7 0.1* 0.4* #NIA
Home insurance SIS 43% 2% 6.7 0.1* 0 0
Train services NI 42% 2% 6.6 0.2* 0.2* -0.2*
Maintenance services 47% 3% 6.6 0.2* 0 -0.1*
Vehicle maintenance and repair VA7 43% A% 6.5 0 0.1* -0.2*
On-line gambling services | ISVA7 W 40% S 43% 6.5 #N/A #N/A #NIA
Fixed telephone services | EEENEL/ M 40% 2% 6.5 0 0.1* 0.2*
Gas services [N/ 41% N I 6.5 0.1 -0.1* 0.2*
Private life insurance IS VA7S— 45% 3% 6.5 0.1* 0 #NIA
Internet provision LM 45% 3 6.4 0 0.1 0.2*
Loans, credit and credit cards L7 W 40% S 39% 6.3 0 0.1* #NIA
Mobile telephone services | IEPZL7 M 41% 3% 6.2 0.1* 0 0
Electricity services L7 W_—— 38% 3% 6.2 0.1 0 -0.2*
Investment products L7 W 43% S 3% 6.1 0.2* 0 0.5%
Bank accounts 37% 8% 6.1 0 0 0
Real estate services VL7 M 46% 8% 6.0 0.1* 0.1* 0.1
Mortgages | EEPRL7 42% 3% 6.0 0.2% -0.1 #NIA
u0-4 5-7 = 8-10

Source: Market monitoring survey, 2013

The EU has taken a number of initiatives to strengthen consumer protection in ttnesiow
markets. The l@ovementioned initiatives in the banking services and teleamasall aim to

reduce information imbalance between providers and consumers, by making sure that sellers
cannot hide crucial information from consumers such as variable rate loans and foreign
currency loans in the case of mortgagesnothe field of electronic communicatiorstual

speeds provided to customers and data volume limitations in the casteroketaccess
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services In the secondhand car market, theoadworthinesspackage recenty adopted®,

clamps down omileage (odometer)fraud throughthe registering of mileage readingad

making odometer manipulation a punishabféence The Commission'®ngoingin-depth

study is expected tehedfurther light on dealers' practices and cdimpce with the existing
regulatory framework. The Commission is also reflectingpow best to step up enforcement

of consumer economic rights legislation. From October 2013 to February 2014, a public
consultatior® was held on the review of the ConsumeotBction Cooperation Regulation,
which sets up a network among national authorities to stop-bordsr infringements of EU
consumer rules and to combat malpractices. An impact assessment currently explores the
options availableto strengthen the authori e s 6 powers and to | mprc
cooperation and alert mechanisms among authorfi@®al results are expected by the end of
2014).

2.5.3. Problems

On average, 9.2% of respondents encountered at least one problem wtlseyoams or
retailes/providers across the 52 markets in 2013, continuing the slight downward trend since
2010. In general, problems are less common in the goods markets (7.3%) than in the services
markets (10.4%).

Highest incidence of problems in telecoms, lowest in gambling arsdirance markets

Among goods markets, respondents are most likely to encounter problems in the markets for
seconehand cars; ICT products; and clothing and footwear. The services markets that cause
most problemgor consumers include telecomatérnetprovision, mobile telephone services,

TV subscriptions), train services, real estate services and bank acddwtsigh incidence

of problems with internet service provision has been confirme@ bscent Commission

study, with interruptions in thimterne connection and a slower than anticipated speed being

the most common problems. The overatrament to consumedueamong otherso internet

outages and time spent solving probldras beemstimated at betweanl,4bi | | i 8® and
billion for EU27%°,

Interestingly, only 2% of respondents report problems in the market for offline gambling
(lowest proportion across all markets surveyed) while 8% have experienced problems when
gambling online. In addition, reiakely few respondents (6%) experience problems in the
three insurance marketsrobablybecause these markets are only ‘activatedlativelyrare
circumstancesuch as accident, illness or robbery.

The highest increase in the proportion of consumepsrting problems can be noted in the
markets for alcoholic drinks and for cafés, bars and restaurants (both +0.9 percentage point),

4 Directive 2014/45/EU of the European Parliament afidhe Council of 3 April 2014 on periodic
roadworthiness tests for motor vehicles and their trailers and repealing Directive 2009/40/EC
Directive 2014/Z/EU of the European Parliament aofithe Council of 3 April 2014 on the technical
roadside inspection of the roadworthinessahmercial vehicles circulating in the Union and repealing
Directive 2000/30/EC
Directive 2014/8/EU of the European Parliament ainfl the Council of 3 April 2014 amending
o Council Directive 1999/37/EC on the registration documents for vehicles
http://eceuropa.eu/dgs/health_consumer/dgs_consultations/ca/consumer_protection_cooperation_regul
ation_201310_en.htm
Consumer market study on the functioning of the market for internet access and provision from a
consumer perspective" (2012xonducted on belfaof the European Commission by Civic Consulting.
http://ec.europa.eu/consumers/consumer_research/market_studies/internet_servisem pstudy e
n.htm
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while the biggest decline is observed in the markets for train serv2e®); (vehicle
maintenance and repai2(3); andfuel for vehicles{1.3).

Figure 5: Problems (@spercentage of respondents)

Did you experience a problem with <the service/product> or <the supplier/retailer>,
where you thought you had a legitimate cause for complaint?

Diff Diff Diff
2013- 2012- 2011-
2012 2011 2010

EU27 - All markets 9% -0.3 -1.5 -0.5
Non-alcoholic drinks 3% -0.1 0 0.1
Personal care products 3% 0.2 -1.3* 0.7*
Non-prescription medicines 3% -0.2 -1.7* 1*
Alcoholic drinks 3% 0.9% -1.8* 1.2*
Bread, cereals, rice and pasta 5% -0.3 0.2 0.2
Entertainment goods 5% -0.1 -1* -3.4%
Dairy products 6% -0.6* 1.4*
Maintenance products 7% -1.2% -1.4% -2.2%
Goods Fuel for vehicles % -1.3* 0.6* 1*
Spectacles and lenses 7% -0.3 -0.7*
EU27-goods markets _ % -0.1 -0.8* -0.4*
Furniture and furnishings 0.1 -2.7* -0.8*
Electronic products 8% 0.3 -2.9% 1*
Small household appliances 8% 0.1 -1* -1.8*
Large household appliances 9% 0.4 -2.1* -0.9%
Meat and meat products 9% 0.6 0.6 0.1
Fruit and vegetables 10% 0.1 1.7* 0.2
New cars 11% 0.4 -3.5% -1.2*
Clothing and footwear 12% -0.9*% 2.8* 0
ICT products 13% 0.3 -1.1* -0.3
Second hand cars 15% -0.3 -2.8* -1*
Off-line gambling services
Culture and entertainment 0 -0.3 -1.6*
Personal care services 0.2 -0.9* 0.3
Commercial sport services 0.3 -3.1* -1*
Vehicle insurance -1.6% -0.6 -1.2*
Home insurance 0.6* -1.1* -1.2*
Private life insurance -0.6* -1.7*
Holiday accommodation -0.6 -2.7* -0.8*
Water supply 8% -0.2 -1.4* -0.7%
on-line gambling 8%
Gas services 8% -0.1 -1.4% 0.8*
Packaged holidays & tours 9% -0.3 -3.2% -1.4%
Vehicle rental services 9% -0.5 -0.3 -1*
Airline services 9% -0.9% -2.4% -1.3*
Mortgages 10% -1.1* -3.1*
Cafés, bars and restaurants 10% 0.9* 1* -0.9*

EU27-services markets _ 10% -0.5% -2* -O.Sﬂ
Investment products, private

pensions and securities 07 32 6.4
Vehicle maintenance and repair -2.3* -2.1* -2.6%
Electricity services 0.1 -3* 1.5%
Loans, credit and credit cards 0 -2.3*
Legal and accountancy services -0.8* -1.4%
Tram, local bus, metro 13% -0.8* 2* -1.2*
Postal services 13% -0.7 1.8* 0.8*
Fixed telephone services 13% 0.3 -2.3* -1.7*
Bank accounts 14% -0.1 -3.1* -0.5
Maintenance services 14% 0 -3.9* -1.9*
Real estate services 15% -1.2* -1.9* -3.2%
Train services 16% -2.6* -0.3 -3.2%
TV-subscriptions 18% 0.4 -8.9* #NIA
Mobile telephone services 18% -0.1 -4.3*% 2.1*
Internet provision 21% -0.5 -6.1* -0.1

m%yes
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Source: Market monitoring survey, 2013

The markets that score particularly poorly in the problems ranking (with relatively high
incidence of problems) compared to the overall Wdking include airline services; postal
services; TVWsubscriptions; tram, local bus and metro; spectacles and jassell as small

and large household appliances. The opposite is true for the markets for private life insurance;
mortgages; investmemtroducts; gas services; vehicle fuels; electricity services and offline
gambling services.

2.5.4. Complaints

Almost three quartsn(73%) of those who experienced problems complained about them to at
least one party (official complaint body, retailer/provider, ofacturer or friends/family).
Consumers are more likely to complain about services (75%) than about goods (69%). At the
same time, consumers' propensity to complain has drofgpedoth goods and services
markets compared to the past two years.

Retailersprovidersare the first point of contact

For all markets, the party most likely to be contacted is the seller of the gotite provider

of the service (57%]j thus the immediate and known point of contact and (in the case of
(semi)durable goods) the enlegally responsible for any faults in the product. A third of
those who had a problem (31%) shared their bad experience with friends and family.
Complaints to official third parties (such as public authorities, consumer organisations or
ombudsmen were nuch less frequent (8% across all markets) except for certain services
markets (20%, 18% and 15% in the markets for legal and accountancy services; investment
products; and real estate services, respectiveifpjch in the Scoreboard analysis is an
indicata of the severity of the problem. Finally, only 4% of consumers addressed their
complaint to a manufacturérbut this proportiorcan goup to 20% in the markets for new
cars, ICT products and large household applianeddéch are most often sold with an
additional manufacturer's warranty.

In general, complaints are most common in markets which cause most problems

Among goods markets,onsumers are most likely to complain ab&@T products (83%),

new cars and large household appliances (80% both), i.eatdygthe goods of highest
monetary value, covered by legal and most often also commercial guarantees. The opposite is
true for nonRprescription medicines; nealcoholic drinks; and fuel for vehicles. In the latter
case, a recent Commission market stfidpncluded that the difficulty of establishing the

facts expost represents a considerable challenge for consumers seeking redress in case of
problems; thus, preventive measures and more effective enforcement of existing legislation
are key in reducing conswer detriment.

Services markets that attract the largest share of complaints (over 80%) include the four
telecom marketdn contrast, problems witbnline and offline gambling atbeleast likely to
lead to complaints, fadwed by local transpart

57 The base for this figure is all markets where t
manufacturerd was only possible for the followin
services, Personal care services, idlehmaintenance and repair services, Fixed telephone services,

Mobile telephone services, Internet provision. Among goods markets, the question applied to all the

markets except for vehicle fuels

58 To be published in June 2014 at
http://ec.europa.eu/consumers/consumer_evidence/market_studies/vehicle_fuels/docs/study en.pdf
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Servces markets where the largest share of consumers complain when facing problems (over
80%) include the four telecom markets. In contrast, problems wiiine and offline
gambling argheleast likely to lead to complaints, folved by local transpart

In general, the markets that cause most problems tend to be the ones that consumers complain
the most about, with a moderate (0.54) correlation between the percentage of consumers
reporting problems in each market and the likelihtioat complaintswill be followed up

This is particularly true for telecom services, ICT products and new cars. But there are some
exceptions to this pattern. Relatively high proportions of consumers report problems in the
markets fortrain services; tram, local bus and metro; reatate services; fruits and
vegetables; and secohdnd cars, but few of them have complained about these problems. In
contrast, the markets for commercial sport services and for books, magazines and newspapers
showalow incidence oforoblems but a highrpportion of complaints
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Figure 6: Complaints (as percentage of consumers who experienced a problem

Have you complained about <this problem/one of these problems>?

TOTAL  Diff Diff
con;gllaéned 22001132' 202
EU28 - All markets 57% 4% 31% 73% -2.6* . 5.1*
Non-prescription medicines 31% 5%  26% 52% -7.5% . -24.7%
Non-alcoholic drinks 30% 4% 31% 52% -5.4* . -10.7*
Fuel for vehicles 32% 33% 52% -6.5% . -12.6*
Fruit and vegetables 42% 3% 32% 56% -3.7% . -7.9%
Alcoholic drinks 31% 4% 37% 59% -6.8* . -14.3*
Personal care products 41% 7% 28% 61% -3.9* . -14.5%
Bread, cereals, rice and pasta 40% 6% 33% 61% 0.4 . -15.3*
Dairy products 40% 3% 33% 63% -5.4* . -3.6%
Goods Meat and meat products 42% 3% 39% 63% -1.6* . -9.7*
Entertainment goods 49% 8% 33% 65% -6.2F . -1.2*
Goods markets 53% 9% 31% 69% -3.4* . -6.3*
Small household appliances 56% 11% 25% 71% -6.9% . -3.3*
Second hand cars 56% 5% 31% 2%  -5* 2.5
Furniture and furnishings 59% 13% 28% 72% -0.4 . -13.1*
Maintenance products 57% 11% 25% 73% -15% . -1.4*
Electronic products 63% 13% 22% 73% 6.8 . 1*
Clothing and footwear 56% % 40% 5% -25% . 3.7
Spectacles and lenses 66% 8% 30% 76% 01 . -0.2
Books, magazines and newspapers 63% 9% 22% 78% 16.6* . -17.9%
Large household appliances 65% 17% 26% 9% 2.4 . L7
New cars 67% 20% 31% 80% -6.5* . -0.9%
ICT products 68% 17% 28% 80% -15% . -3.3*
On-line gambling services 41% 0% 24% 56%
Off-line gambling services 38% 29% 57%
Tram, local bus, metro 37% 35% 62% 5.1* . -4.4*
Personal care services 41% 6% 32% 65% 0.4 . -10.8*
Water supply 50% 29% 68% -8.4% . -2.5%
Train services 42% 41% 69% -0.8 . 28
Vehicle rental services 57% 30% 69% -5.6* . -6.6%
Legal and accountancy services 44% 33% 70% -4.2% . -2.3%
Gas services 58% 27% 71% -06 . -13.2*
Real estate services 52% 35% 72% -25% . -8.5*%
Mortgages 55% 33% 3% -3.8* . -7
Home insurance 61% 21% 3% -3.9* . -4.1*
Electricity services 63% 32% 73% -3.8¢ . 5%
Culture and entertainment 50% 36% 73% -6.5% . 115%
Postal services 62% 0% 28% 3% -22¢ . 3.3
Private life insurance 58% 27% 73% -31* . 0.1
Vehicle insurance 62% 27% 73% -36* . -6.7*
Loans, credit and credit cards 61% 30% 74% -2.7* . -5.8*
Holiday accommodation 60% 30% 74% -2.7% . -3.8%
Investment products 57% 30% 74% 09 . 4.3
Services markets 59% 2% 32% 5% -2.2* . -4.6*
Vehicle maintenance and repair 59% 7% 32% 75% -3.3* . -1.9%
Airline services 59% 0% 36% 76% -12% . 1.4*
Cafés, bars and restaurants 63% 34% 7% -25% . 0
Bank accounts 69% 34% 7% -1.6* . -8.5*
Commercial sport services 63% 39% 80% 0.2 . 22*
Packaged holidays & tours 62% 34% 80% 1.1* . 0.2
Maintenance services 61% 11% 34% 80% -2.3* . -1.1*
TV-subscriptions 71% 0% 34% 81% -1.6* . -6.7%
Mobile telephone services 73% 10% 32% 82% -02 . -6.3*
Fixed telephone services 73% 8% 25% 84% -2.4* . -1*
Internet provision 75% 10% 29% 85% -0.6 . -53*

H Yes - third party

Yes - retailer/provider Yes - manufacturer

Source: Market monitoring survey, 2013
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2.5.5. Overall satisfaction

The 'satisfaction' component measures the extent to which different markets meet consumers
expectations.

Satisfaction closely linked to overall market assessment

It follows very closely the overall MPI ranking, with goods markets (7.8) evaluated higher
than services markets (7.3). In addition, the bottom three markets among both goods and
senices market groups are the same in the two rankings. Séeont cars and fuel for
vehicles remain the lowestoring goods markets even though the lali@s recordedca
considerable (+0.4 percentage point) increase in score since 2012. Meat and metg predu

third from bottom, following a decrease in scoi@%). Despite slight increases in score since
2012, the markets for investment products, mortgages (both + 0.2 points) and real estate
services (+0.1) remain at the bottom of the services markit$astion ranking.
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Figure 7: Overall satisfaction

On a scale from 0 to 10, to what exctent did <the services/products> on offer from
different <suppliers/retailers> live up to what you wanted within <the past period>?

Diff Diff Diff
2013- 2012-  2011-
2013 2012 2011 2010

EU28 - All markets  WdZ® 34% 59% 75 0* 0*

o
B""kf{e"fggg;‘e”fj and 25% 71% 82 or 0 0.1¢
Spectacles and lenses /&% 25% 72% 8.1 0 0+

Non-alcoholic drinks &% 28% 69% 8.0 0 0.1* 0.1+
Large household appliances &% 27% 69% 8.0 0 0.1 0.1*
Electronic products &% 28% 69% 8.0 0 0.1* 0.1+
Alcoholic drinks &% 29% 68% 8.0 0.1* 0 0
Entertainment goods &% 30% 67% 8.0 0 0.1 0.3*
Bread, cereals, rice and pasta ¢ 28% 68% 8.0 0 0.1* 0.1*
Dairy products A% 29% 67% 8.0 0 0
New cars A% 28% 68% 7.9 0.1* 0 0.1+
Goods
Small household appliances /&% 29% 67% 7.9 -0.1* 0.1* 0.1
Furniture and furnishings 7% 30% 66% 7.9 0 0.1 0.1+
Non-prescription medicines 7 30% 65% 7.9 0 0 0.2+
Personal care products % 32% 65% 7.9 0 0 0.2*
Goods markets U 31% 65% 7.8 o 0.1* 0.1*
ICT products 73 31% 64% 7.8 0 0.1* 0.1+
Maintenance products 8% 35% 61% 7.7 0 0.1* 0.2*
Clothing and footwear i 34% 61% 7.7 0.2 0.1* 0.1+
Fruitand vegetables 7 36% 59% 7.6 0 0.2* 0.1*
Meat and meat products ~ E7m 37% 56% 74 -0.2* 0.1* 0.1*
Fuel for vehicles ez 35% 55% 7.3 0.4 0.1+ 0.2¢
Second hand cars BT 39% 53% 7.2 0 0 0.1*
Personal care services 28% 69% 8.1 0 0+ 0.2*
Culture and entertainment % 30% 68% 8.0 0 0 0
Holiday accommodation &% 31% 66% 7.9 0.1* 0 0
Commercial sport services % 32% 65% 7.9 0.1* 0 0.1+
Packaged holidays & tours 7% 31% 65% 7.8 0 0 0.1*
Vehicle rental services 373 34% 62% 7.7 0.2 0.1+ 0
Airline services 35% 61% 7.7 0 0 0.1+
Vehicle insurance 7 34% 60% 76 0.1 0 0.1
Cafés, bars and restaurants 87 37% 58% 7.6 0 0 0.2*
Postal services [/ 35% 58% 75 0.1* -0.1* 0
Water supply ~ EUZ 32% 60% 75 0.2 0 0.2+
Vehicle maintenance and repair AT 35% 57% 75 0.1* 0.1* 0
Home insurance [ 39% 54% 74 0.1* 0 0
Legal and accountancy services [ eL 36% 55% 7.3 0.1* 0
. [ Services markets R/ 37% 55% 73 0.1* 0t -0.14
Services
Mobile telephone services  JELZm 36% 55% 73 0.1* 0 0
Maintenance services — [WAZ® 40% 53% 73 0 0 0
Fixed telephone services R 37% 54% 73 -0.1* 0.1* 0
TV-subscriptions ez 350% 55% 7.3 0.2 0.2*
Loans, credit and credit cards  eE7m 38% 53% 7.2 0.1 0
Gas services T 38% 52% 7.2 0.1* -0.1* 0
Internet provision 7 0% 51% 7.2 0 0.1* 0.1
Tram, local bus, metro B0z 39% 50% 7.1 0.1* 0.1* 0
Electricity services  BNNLZ 36% 53% 71 0.1 0.1+ 0.2
On-line gambling services ~ ETOZM 38% 52% 7.1
Bank accounts  [TOL7 39% 50% 71 0 0 -0.1*
Private life insurance ez 4% a41% 7.0 0.1
Train services L. 1% 46% 6.9 0.1* 0.2* 0.2+
Off-line gambling services STz 38% 48% 6.8
Real estate services LI 4% 42% 6.7 0.1* 0.1* 0
Mortgages L7 24% 2% 6.6 0.2 0
Investment products  EESEL/ 47% 39% 6.5 0.2 0 0.1*
m0-4 5-7 8-10

Source: Market monitoring survey, 2013

The markets that score higher on satisfaction than in the overall MPI ranking include mobile
telephone services; new cars; electronic productsraachetprovison. The opposite is true
for offline gambling; online gambling; and tram, local bus and metro.

2.5.6. Choice

The choice component measures the extent to which respondents believe that the supply of
retailers/providers is sufficient in each market, thus reflgdtie level of local competition as
perceived by consumers. Overall, choice is the highest assessed component, although there is
a considerable difference in score between goods and services markets (8.2 and 7.6
respectively). The choice question was nskea in the markets for local transport, train
services and water supply, where only one main provider is available in most countries.
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Choice assessed the lowest in the markets for vehicle fuels;pmesacription medicines,
meat and utilities

Among goods rarkets, fuel for vehicles, neprescription medicines, and meat and meat
products are at the bottom of the choice ranking. The low availability of centsdh types

(such as organic or animal welfare certifiadds also confirmed by a recé&ddmmissiod B-
depthstudy”. Among services markets, utilities (gas, electricity and postal services) score the
worst. However, the latter three markets, together with the markets for TV subscriptions and
clothing and footwear, have seen the largest improvementsri@ siace 2012 (of 0.2 points).

In contrast, the scores on choice for small household appliances and for bank accounts have
deteriorated the mostQ(2 points).

9 http://ec.europa.eu/consumers/consumer_research/market_studies/meat_market study en.htm
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Figure 8: Choice

On a scale from 0 to 10, would you say there are enough different
<suppliers/retailers> of <the services/products> you can choose from?

Diff Diff
2013- 2012-
2013 2012 2011
EU28 - All markets 79 o* o*

Alcoholic drinks 8.6 0.1* o*

Personal care products _ 8.5 o* o*
Non-alcoholic drinks I‘W-— 8.5 0 0.1

B
Bread, cereals, rice and pasta _ 8.4 0 0.1
Spectacles and lenses _ 8.4 -0.1* o*
Small household appliances LM— 8.3 -0.2* 0.1*
New cars U{ 8.3 0 0
Large household appliances o220, I 7 A — 8.3 -0.1* 0.1*
Goods Dair'y e iﬂ"_ o ; ,
Electronic products 2% 8.2 -0.1* o*
ICT products [-_ 8.2 -0.1* 0.1*
\ [ T — 8.2 o o
Clothing and footwear 800 8.2 0.2* 0.1*
Books. iy and vy 8.2 0.1 o
Maintenance products &% 8.2 -0.1* 0.1*
Fruit and vegetables % 8.1 -0.1* 0.2*
Entertainment goods &% 8.1 -0.1* o*
Second hand cars /¥ 8.1 0 0
Furniture and furnishings 00 8.1 -0.1* 0*
Meat and meat products |\ 8.0 0 0.1
Non-prescription medicines o 8.0 0 0
Fuel for vehicles 3% 7.9 0.1* -0.1*
Holiday accommodation ¥ 8.5 -0.1* 0.1*
Personal care services Lﬁﬁ— 8.4 0 0
Cafés, bars and restaurants 8.4 0 0
Vehicle insurance 8.3 0.1* o*
Home insurance Y 8.1 0* 0.1*
Packaged holidays & tours 00 8.0 -0.1* 0*
Mobile telephone services 7 8.0 0 0.1
Loans, credit and credit cards 0 7.9 0 0
Vehicle maintenance and repair 0c 7.9 0
Private life insurance Y 7.9 0 0.1
Off-line gambling services 8% 7.8
Legal and accountancy services 7% 7.8 0 0
Bank accounts %0 7.8 -0.2* 0.1*

. Real estate services % 7.8 0 0.1
Services On-line gambling services O 7.8

‘ Services markets _ 7.6 0 0

Commercial sport services 0% 7.6 0.1* 0*
Investment products % 75 0 0
Culture and entertainment Q0% 75 -0.1* 0.1*
Maintenance services 800 75 0 0.1
Internet provision 00 7.5 0 0.1
Airline services 0% 7.4 -0.1* -0.1*
Vehicle rental services 000 7.4 0.1* o*
Fixed telephone services 110 7.4 0 0.1
TV-subscriptions 4% 7.1 0.2* 0.1*
Mortgages 3% 7.1 -0.1* -0.2%
Postal services 0% 6.6 0.2* -0.2*
Electricity services %0 6.6 0.3* 0.2*
Gas services o0 6.3 0.2* 0.1*

m0-4 57 m8-10

Source: Market monitoring survey, 2013
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The markets which score much better choice than in the overdllPl rankinginclude

mobile telephone services; real estate services; loans, credit and credit cards; bank accounts;
and investment products. The opposite is true for airline services; culture and entertainment;
vehicle rentalservices; postal services; commercial sport services; books, magazines and
newspapers; and entertainment goods.

2.5.7. Switching

The possibility to switch providers is important, as it allovesmisumers to optimise their
choice and thus to exert competitive ptessin the market. Thewitching component
captures botlthe level of actual switching and the (perceived) ease of switching and covers
the 14 services markets in which switching is possible (i.e. ‘continuous' service markets where
the consumer has an-going contract with the supplier and where alternative suppliers are
available).

Switching most common in telecom sector and investments

Overall, 14% of consumers switchékdeir provider ora product with the same provider
during the reference period. Gumers are more likely to switch supplier (9%) than products

or services with the same supplier (6%), and this is true for all of the 'switching' markets
except for TV subscriptions, mobile telephone services and mortgages (in the latter market,
the propotions of supplier and product switchers are the same).

Switching is most common in the markets for mobile telephone services (Z8&shet
provision (19%) and investment products (17%). On the other hand, only a tenth of
consumers or less have switched the markets formortgages (possibly due to early
repaymentpenalties applied to most fixddrm mortgage degls home insurance, gas,
electricity and private life ingance.

While, at EU level, there has been little change in the incidence of switbeimgeen 2012

and 2013 (the largest increase, of 1.3 percentagespbias been noted in the market for
mobile telephone services), considerable improvements have occurred at country level in
some markets. Notably, switching rates in both gas and elgcmmeirkets have improved by
more than 10 percentage points in Belgium and Portugal, following important action taken by
thar governments and consumer organisations.
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Figure 9: Actual switching

For <services>, have you switched <tariff plan> or <supplier> in <the past period>?

mNo Yes - goods/services with same providerm Yes - supplier
EU28- switching markets 201 86% el
2012 8/Uo Sl
2011 1oL/ I 7 /619 %6

mobile telephone services 201
2012
2011
internet provision 2013
2012
2011
investments, private pensions and securities 20
2012
2011
fixed telephone services 201
2012
2011
vehicle insurance 201
2012
2011
TV-subscriptions 201I el I O %6 7.%
2012 800 WU
2011 L 10% 9%
commercial sport services 201I 800 PN
2012 1/ IR /61 2 %6

2011 g86% NN
bank accounts 201 YA | /69 Y6
2012 YA/ | /6L 0%
2011 . g% [y

loans, credit and credit cards 201
2012

2011

private life insurance 201
2012

2011

electricity services 201
2012

2011

gas services 201

2012

2011

home insurance 201
2012

2011

mortgages 2013

2012

2011

890 ________________U/.u/)
oL/ I /0 6

Source: Market monitoring survey, 2013
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Switchingmortgages gas and electricity seen as most difficult

Switching supplier is perceived bsingeasiest in the markets for commercial sports services
and vehicle insurance, followed by mobile telephone services and home insurance. This could
be linked to the fact it some contracts in these markets require renewal after a certain period
of time.Mortgages have the lowest scareease of switchingollowed by gas and electricity
services.These three markets also rank lowest, third lowest and fourth lowest, neslgect

on actual switching. Investment products are also perceived as difficult to switch but are
switched relatively often.

Switching supplier is rated as easier by those with switching experience (7.6) than-by non
switchers (6.8)regardless whethee latter considered switching or naand this holds true

for all 14 'switching' markets. The difference between the assessments of switchers-and non
switchers is the greatest in the markets for gas and electricity services. These are also the two
markets vihere ease of switching improved the most between 2012 and B6#8 «0.2).
Countries with the biggest improvementsthis aspedh both electricity and gas markets are
again Portugal (+2.1 and +1.8, respectively) and Belgium (+1.3 and +1).
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Figure 10: Perceived ease of switching

On a scale from 0 to 10, how difficult or easy <do you think it was/was it> to switch <the past period>?

Diff  Diff Diff
20132013 - 2012- 2011-

= 2012 2011 2010
3. RIJEN 10% 28% ey 76 0 0 0.2*
§ % switched good/service with same provider or didn't switgil 29% 1% 15 0 0 0.2*
g : switched supplier i} 17% 7S 84 01 01 01
§ Total 31% 0 76 0 0.1 0.2%
é switched good/service with same provider or didn't switd 33% 5% 75 0 0.1 0.2*
% switched supplier ) 21% sz 84 01 0 01

Total 31% IsEvee 7.2 01 0 0%
S 55%

switched good/service with same provider or didn't switd 72 01* O 0.1

mobile
telephone
services

switched supplier 19% e 7.6 03¢ -0.1 0.2*
Total 36% sy 7.2 -0.1* 0.1* 0.1*
switched good/service with same provider or didn't switd 38% o s0% 7 0 0.1* 0.1*

16% e 8.1 -0.3* 0.1 0.5*

switched supplier

Total 70 0 01 O

w
-1}
S

switched good/service with same provider or didn't switd 7.0 0 01* O

N
o
S

switched supplier 77 02 -02 0.2

TV-subscriptions bank accounts| home insuranc

Total 35% s 6.9 01* 0
switched good/service with same provider or didn't switd 35% s 0e 6.9 0220
switched supplier 24% sz 7.1 01 01
- Total 35% o 6.8 0 0 0.2*
TS
g 'g switched good/service with same provider or didn't switd 36% gveme - 6.8 0 0 0.2
£ 35
= switched supplier 27% sz 69 0 01 -0.2
T
5 Total 35% ez 68 0 0.1* 0.a1*
58
£ 5 switched good/service with same provider or didn't switd 36% g% 6.8 0 0.a* 0.1%
= o
T n
2 switched supplier 23% Is7e, 72 0 02 01
—=
RE Total 39% sz 6.7 01 0
R
5 é switched good/service with same provider or didn't switd 39% 24 6.6 0.1 0
g D
§ © switched supplier 30% Ieseeme 7.2 01 -0
o o Total 39% e 6.6 0.1 0
h=gys}
- c
% g switched good/service with same provider or didn't switd 40% gy 6.6 0.1 0
20
5 switched supplier 24% e 76 01 0.3

g_‘gg 2 Total 42% e 6.5 0.1% -0.1* 0.2*
S92
‘% {gé ‘g switched good/service with same provider or didn't switg 43% sevemm 6.4 0.1* -0.1* 0.2
2520
£E88° switched supplier 31% s 72 0 -01 0.3*
o
I 6. 2% 028 -0.
28 Total 36% 6.4 0.2* 0.2* -0.1
o
5% switched good/service with same provider or didn't switd 37% s 6.3 0.2 0.2¢ -0.1*
8o
) "

switched supplier 23% 78 03* -03* 0

é Total 38% 3w 64 02 0 0
5 switched good/service with same provider or didn't switd 39% e 6.3 0.2 0 0
é switched supplier 23% a7 7.7 02 0 -0
9 Total 41% 33y 5.7 01 -0.1*

g switched good/service with same provider or didn't switg 41% ey 5.7 0.1* -0.1*

o

15

N
@
8

switched supplier 6.7 -0.3* 0.2

m0-4 5-7 m8-10

Source: Market monitoring survey, 2013
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A number of recent Commission initiatives aim to make consumers aware of switching
possibilities, and make the switching process as easy as possible. Folltvang
Commissio® $n-depth stidy into the market foimternet service provisidf, which found
persistent barriers to switching, titeConnect ed Cont i n e ¢odtains egi s |
enhanced provisions @witching of phone and Internet providers or contracts by enhancing
the transprencyand information requirements telecom contractsThe proposal maintains

the current rules omaximum duration of a contract (24 monthg)jile obliging each operator

to offer at least one package with a minimum duration of 12 monothains enhared
consumer protection rules in relatiom automatic extension of contracédintroducesthe

right to terminate any contract aftek months without penalty by giving one month's natice
Furthermore, theignificant and noitemporary discrepancy beden the actual performance

of the services regarding speedother quality of servicparameterand the performance
indicated by the provider in the contract shall also be considered asonfurmity of the
performance terms under the contract. Finaflyyiew of the increasing relevance of bundles

of services provided in the market and the importafeenhancing consumers protection as
regards these bundled offers, the proposal contains specific provisions under which contract
termination and switchonrules will apply to all services in bundled offers comprising at least

a connection to an electronic communications network or one electronic communications
service.Likewise, the soon to be adoptddirective on payment accountgill establish a
simple aad quick procedure for consumers who wish to change their payment account to one
with another provider. In addition, the Commission has launched astak&holder Working
Group that will analyse the potential of new ways for consumers to get bettefsiedisas
collective switching and via new business intermediaries). A report highlighting good
(national) practices is expected to be presented aetkt€itizens' Energyrorunt?.

2.6. Market penetration

The graph below presents tipenetrationof different marketsin terms of percentage of
consumers who bought gasskervices within the reference period in each mafRen the
EU28.

Market penetration varies considerably both betwearkets and between countries.
Penetration highest for food and utilities, Weest for recreational and financial services

The highespenetration markets (used by at least-thiods of respondents in the reference
period) include all six food and drink marketsvered byin the survey; utilities (electricity,
water supply); clotimg and footwear; personal care products; mobile phone services; books,
magazines and newspapers; and-pascription medicines.

The lowestpenetration markets (used by less than a third of respondents) are mostly services
markets. Online gamblifig has thelowest penetration, followed by a range of financial

&0 Consumer market study on the functioning of the market for internet access and provision from a

consumer perspective" (2012xonducted on behalf of the European Commission by Civic Consulting.
http://ec.europa.eu/consumers/consumer_research/market_studiestirgervices_provision_study e

n.htm

Commission proposal for a Regulation of the European Parliament and of the Council laying down
measures concerning the European single market for electronic communications and to achieve a
Connected ContinentCOM(2013) 627 final.
http://ec.europa.eu/digitalgenda/en/connectemntinentsingletelecommarketgrowthjobs

61

62 http://ec.europa.eu/enarigas_electricity/doc/forum_citizen_energy/20131220_citizen_forum_meeting.zip

&3 As a proportion of all consumers who were asked if they qualified for this market.
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markets (mortgages; investment products; private life insurance; loans, credit and credit
cards); travelelated markets (vehicle rental; packaged holidays and tours; airline services);
real estate seiees; and legal and accountancy services. Among goods markets, new and
seconehand cars are the least frequently bought products.

Figure 11. Market penetration
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64 Additional online recruitment was conducted for this market in some countries, whichtésdthat the
actual penetration is even lower.
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Source: Market monitoring survey, 2013

The markets which are more ‘familiar' to consumers tdad to receive better assessments,
with a modest positive correlation (0.34) between market penetration and MPI scores at
country level.

In addition, markets with higher penetration #litle show lower differences in penetration
between countri8s (ther is a negative correlation of 0.81 between the two). Everyday
necessities (clothing and footwear; ralnoholic beverages; dairy products; bread and
cereals; meat and meat products; fruit and vegetables) have the least differences in market
penetration aoss the EU. On the contrary, the biggest variation in market penetration is
noted in some of the lowepenetration markets: packaged holidays and tours; investment
products; airline services; new cars; and mortgages.

3. ADDITIONAL INDICATORS
3.1. Prices

Price dispersion across Member States and its evolution over time should be carefully
monitored as the single market should favour price convergence (in particular for tradable
goods), while at the same time it is not reasonable to expect price differenceappedr
completely. However, comparable and representatigata onprice levels across Member
States arstill rather limited.

The datashown herecome from several sourcel addition topurchasing power parities
(PPPs)price level indice¥, detailed piielevel dataare available for certain categories of
goods and serviceThe prices of network services include data routinely provided to Eurostat
by Member States (gaand electricity), complemented by data from relevant Commission
reports (broadband ternet access) Vehicle fuel prices are published weekly by the
Commissio@s Market Observatory for Energyyhich usesdata received from Member
States.Lastly, a pilot project carried out bthe European Statistical System, curremtlyts

fifth year, collectsdetailed price levels for specific groups of prodtfttshe projectcurrently
covers 15@roductsand24 Member Stateén addition to Iceland, Switzerland, Turké&¥)

Price differences between EU countries decreaser time

In order to see whegh the single market coincides with price convergence, it is important to
study how price differences across the EU have evolved ovef’tiFigure 12 shows price
dispersion between EU countries in 2012 (horizontal axis) and its evolution since 2001

65
66

As measured through the coefficient of variation.

The collection of prices within the purchasing power standards is done every three years and only in
capital cities. In addition,rce level indicesand changein themover time not only reflect differences

in the prices of comparable products but are also influenced by different patterns of consumption across
Member States and over time

BroadbandlInternet AccessCost (BIAC), Studyon behalf of he European Commission, Directorate
General Communications Networks, Content and Technology
Digital Agenda Scoreboardttps://ec.europa.eu/digitaljenda/en/scoreboard.

The products included within the same general product description are not rigckalsacomparable.

In different countriesdifferent products may be selecteslg. those which are most typical for the
countryconcernedand the products selected may therefore be of different quality, different brands or
from different types of ougts. Further details are availakble
http://epp.eurostat.ec.europa.eu/portal/page/portal/hicp/methodology/prices _data for marketnmonito

a.

Data presented in this Scoreboard are from 2012.

Even if a clear causeffect relation cannot be established.
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(vertical axisy* for actual individuakonsumption and for the differeptoductcategoriesnto
which it can be broken doWh(based on Purchasing Power Parities).

In the period monitored, themas a general process of price convergence in the EU, with
price \ariation going down on average by more than 15% in relative térffise highest
decrease in price variation, both in absolute and in relative terms, was observed for
‘electricity, gas and other fuéfs' while ‘households appliances', ‘education’ and

‘communcation services' were the only categories where price differences between countries
increased.

Nevertheless, price dispersion across countries continues to exist, in particular in services
markets. It is very lv for products which areat least partly, mnufactured outside the EU
(audiovi sual , photographic and information pro
Price differences across countries are higher than averagmong others, for personal

services (‘education’, 'health’, 'restaurantsfastels’), which could be linked to differences in

the cost of labour in different countries.

Figure 12: Price variation across the EU in 2012 and its evolution between 2001 and 212
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Audiovisual, photographic and
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Furniture and furnishings, carpets and

other floor coverings gecreation and culture

0.05 1 Oils and fats ® o Person.al transport eq:i ment ¢ Restal{rarfts‘ and hotels :
B Actual individual consumption
Housing, waléweeqtectricity, equipment
apg maintenance
Fruits, vegetables, potatoes

Milk, cheese and egg?
Other food ® ®

°
Food

Footwear ® Transport @ @ Bread and cereals

Price variation across the EU (diff 202P01)

-0.10 4 Mlscellaneouz goods and services
Clothing ®

® Alcoholic beverages

®Transport services
-0.15 - ® Tobacco

® Electricity, gas and other fuels

-0.20 -

Price variation across the EU (2012)

n The coefficient of variation in 2012 is computed on price level indices (EU28=100) while the

coefficient of variation in 2001 isomputed on price level indices (EU27=100).

” Based orCOICOPd& Classification of Individual Consumptiatcording to Purpose.

& The coefficient of variation on actual individual consumption went down from 0.37 to 0.31.

" From 0.39 to 0.20, i.e. almostalf in relative terms. It should be considered that the process of
convergence mainly took place between 2001 and 2008 (coefficient of variation down from 0.39 to
0.26). Data refer to the COICOFREl&ctricity, gas and other fuelwhich includes the followng:
electricity, gas, liquid fuels, solid fuels and heat energy. Additional information on what is entailed in
each of these sutategories can be found in the RAMON website of Eurostat.
http://ec.europa.eu/eurostat/ramon/index.cim?TargetUrI=DSP_PUB_WELC

;Z Simple arithmetic average of prices for the different COICOP categories.

Source: own estimatbasean Eurostat datgpurchasing power parities domain).
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Pricesare lower in Member States that joined the EU more recently

Price dispersion can be further analysed on the basis of detailed price data, available for
specific groups of goods and serviceThe boxplot inFigure 13shows for each countfy

the dstribuion of price level indices (computed for all goods and sesve® the percentage

of the price in a particular country with respect to the average price in all the countries for
which data are availabi®

Figure 13: Box plot of price level indexes by country®
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Sourceof raw dataTable6

" Data sources used are those mentioned in the introduction to this chapter. However, since the

goods/services for which prices are provided do not reflect overall consumption and the country
coverage is not necessarily the same for different goods/servicagstiiss should be considered as
indicative.

The boxplot covers the prices of goods and services indicated in table 6.

For all the goods and services contained in table 6, the price level index is computed as follows:
P(1)/P(A)*100

where P(l) is tk price in country | and P(A) is the average price for all the EU countries for which data
are available. A price level index of 110 means that in country | the price of that goods/service in 10%
higher than the average in all the countries (for which aiaavailable).

A very few outliers are not shown in the graph (the vertical axis was cut at 300).

For each countrythe top of the box represents the 75th percentile, the bottom of the box represents the
25th percentile, and the line in the middépresents the 50th percenfiteedian) The whiskers (the

lines that extenfrom the top and bottom of the box) represent the highest and lowest values that are not
outliers or extreme values. Outlidralues abové.5 times the interquartile rangare epresented by
circlesor starsbeyond the whiskers.
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Overall, prices are lowenicountries that joined the EU after 28b4n five of these Member

States (BulgariaCzech RepublicHungary,Poland and Romania), prices for at least three
guarters of the products covered are below the average computed for all the Member States
for which dataareavailabl&?, while in Lithuania and Latviahey are just above that average.
Conversely, in Belgium, Italy,.uxembourg,reland and Austria, at least thrgaarters of the
products are more expensive than the average for all EU cofhtries

Price dispersion across countrigs in general related talifferences in economic conditions

Detailed price data have besplit in Figures14 to 18into the following groupgreflecting
the market clusters identified in the Scorebyafast moving retail @ods, (sem) durable
goods, vehicle fuels, recreational and personal care serammgsietwork services (the latter
group covering public utilities, telecom and transport serviégmsyh point in the scatterplot,
which refers to a specific good/servipeovides the following information:

 position on horizontal axigrice dispersiorfor each producbetween countrié$ (for
which data are available);

1 position on the vertical axishe degree of correlation between price levels and actual
individual consmption per capit4AIC) in eurd™.

By combining the information described above, it is possible (for each good/service) to, on
the one hand, see price dispersion between countries and, on the other hand, to have an
indication of whether or not the observéifferences in prices tend to reflect differences in
economic conditions and cost of labour across countries.

Products falling in the upper left quadfmf the graphs have a low price variation across the
EU and a high correlation between price lewaid actual individual consumption. The upper
right quadrant brings together products with a high price variation across the EU, which is
however still linked to economic differences between countries. These differences play less of
a role inthe case of poducts falling in the lower part of the graph. This means that consumers
in less affluent countries pay (relatively) higher prieesl that price dispersion for that
good/service cannot be explained by differences in the cost of labour across codfitees

this can be explained in some cases by differences in consumption patterns (e.g. olive olil is
much more popular isouthernthan innorthern Europe),it may also be a sign of market
malfunctioning especially where price variation across countriesstout to be high (lower

right quadrant of the graphs)

81 However,the number of goods/services for which prices data are available is not the same by country

and this could have an influence on the findings.

75% percentile is below 100.

8 25% percente is above 100.

84 Measured through the coefficient of variation. However, the country coverage is not necessarily the
same for all the product categories, which could have an impact on the differences observed across
products.

Actual individual consunption is the total of individual goods and services consumed by households
and financed from both private and public sourtiggrovides an indication of the purchasing power of
consumers and it tends to also to be correlated with cost of labour iruthteyco

For all the 4 scatterplots (figures from 14 to 18), the space is divided into 4 quadrants: upper left
guadrants (coefficient of variation<0.5 and correlation between prices and AIC>0), bottom left quadrant
(coefficient of variation<0.5 and omiation between prices and AIGk upper right quadrant
(coefficient of variatior0.5 and correlation between prices and A0L and lowerright quadrant
(coefficient of variation>0.5 and correlation between prices and®)CIhe choice to cross theaxis

with the xaxis at 0.5 is based on the fact that the observed coefficients of variation range from 0.038 to
1.012.

82

85

86

48 EN



EN

However, since overathere are almost ntemsin the bottom right quadrant, it is possible to
conclude that differences in prices across counaitesn general relatedo differences in
relative labour costs anghurchasing power. Thisould be the result of producérgricing
strategies (for tradable goods) and of differences in the cost of labour (in the case of services
and nortradable goods).

Price dispersionis greaterfor serviceghan for goods

Again, asit was seen with the purchasing parities data above, the analysis of detailed price
data confirms thaprice variatiofi’ tends to be greatén services markets thaim goods
markes, a reflection of the lower tradability of servicesecRedional and personal care
services- which are more labour intensiveshow themostprice variation among all product
groups (0.49) as well as the highest correlation between prices and actual individual
consumption per capita (0.73). Network serviceswstass price dispersion (0.38) and a
considerably lower link with consumption levels (0.30).

Among goods markets, vehicle fuels have both the lowest level of price dispersion (0.13) and
the lowest correlation with consumption leveler capita (0.16). Faghoving and (sem)
durable goods show similar average levels of price dispersion (0.38 and 0.32, respectively),
but the latter have a higher correlation with actual consumption (0.57 vs. Thé33ould be
explained bythe factthatdifferences in the jice of (semt) durable goodsire more likelyto

reflect differences in the quality of goods purchasedifferent countries (i.e. the fact that
consumers in more affluent countries may buy beftedity products). Price variation of
some goods could asbe explained by theiram-tradability. This is clearly the case for
newspapers and magazinegich arenontradable mosthbecause ofanguage and cultural
barriers Finally, gice variationmay belinked to differences in tax and excise levdlkis is

the case for cigarettes and to a lesser extentafooholic beverageswhich show a
higherthanaverage price variation and a strong correlation with purchasing power, most
likely reflecting the fact thain some richer (e.g. northern) countritgsxeson these products

tend to be particularly high.

87 Coefficients of variation observeon price relatives (ratio between the prices in the country and the

arithmetic average across all th&) countries for which data are available) for all the products within
the market cluster.
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Figure 14: Prices of fastmoving retail goods & variation across EU countries and relation to
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Price variation across EU countries

Source: Table 6

88

2012 data collected in the framework of fhilot project carried out bthe European Statistical System.

The chart shows products for which price data of attl#a Member States are available.
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Figure 15: Prices of (semi)durable goodsd variation across EU countries andelation to consumptiorf®
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Price variation across EU countries
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89

2012data collected in the framework of thi#dot project carried out bthe European Statistical System

Thechartshows products for which price data of at least 12 Member States are available
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Figure 16:

Prices of fuelsd variation across EU countries and relatiorto consumptior™®
1.00 -
0.80 -
Eurosuper 95 + tax
® 0.60 -
@ Diesel + tax 0.40 -

LPG no tax
Heating oil no tax 0.20 -

@® Eurosuper 95 no tax

i il +
O' Heating oil tax' 0.00

Correlation between prices and actual individual consumption per capita

0.00@® Diesel no tazo 0.40 0.60 0.80
LPG + tax
-0.20 -
-0.40 -
-0.60 -
-0.80 |

-1.00
Price variation across EU countries

1.00

Source: Tablg

90

2013 data pukdihed by the Commission's Market Observatory for Energy.
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Figure 17: Prices of recreational and personal care service® variation across EU countries and relatbn

to consumptiort*

0.00

Correlation between prices and actual individual consumption per capita

1.00 -
Hotel weekend e Men's scissors cut, wet
° Ladies haircut
° Urban bus transport,
Cinema ticket 0.80 ?Eglzftfke;e‘ Taxi
Dry cleaniry Redoﬁouse wineglass
Beer (lager), domestic
ql4560 -
Menu of the day e
0.40 -
Digital photo print 0.20 4
service
‘ ‘ 0-00 ‘ ‘ ‘
0.20 0.40 0.60 0.80 1.00
-0.20 -
-0.40 -
-0.60 -
-0.80 -
-1.00 -
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Source: Table 6
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2012data collected in the framework of thi#dot project carried out bthe European Statistical System
Thechartshows products for which price data of at least 12 Member States are available
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Figure 18: Prices of network service$d variation across EU countries and relatiorto consumptior’?
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Price variation across EU countries

Source: Table 7

3.2. Complaints

The Commission has been supporting national 4pady complaint bodies in the
implemeration of its 2010 Recommendation, which introduced a harmonised methodology
for classifying consumer complaints and enquifiehis includes the exchange of best
practices with national partners through the Consumer Complaints Expert Group as well as
bilateral contacts (country workshops, IT expert support). The Commission offers free
software to all interested organisations that do not yet have a specific FEallatdion
system in place. In addition, a new grant schemik be launched in 2014 for ganisations
adapting their existing IT systems to the requirements of the Recommendation.

Uptake of the Commission's complaints recommendat@nthe increase

In 2013 43 complaint bodies froml1 Member States transmittedrmonised complaint data

to the Commission compared to 37 bodies from 9 countries in 2@&edenBelgium and
Spain have by far the largest number of participathoglies In addition, the database
includes cros®order complaints collected by the European Consumer Centrey (kU
Member Stateslceland and Norwayj. Currently,the database contains 387,G@nplaints

and 932000 enquiries.This is a clear increase since the last Scoreboard (December 2012),

92 Gas and electricity prices refer to first semester of 2013 (source: Eurostat) and internet prices (which are

expressed in europurchasing power paritieggfer to 2013 (source: Digital Agenda Scoreboard).
% C(2010)3021 final.
o Data received fromhe European Consumer Centmstituteda quarter(26%) of allthe complaints
submitted to the database in 2013
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when the figures were respectively 55,000 and 307,B@fure 19 presents theaumber of
complaints transmitted to the Commission in 2013, broken dbwncountry (of the
organisation which transmitted the data)

Figure 19: Harmonised consumer complaints bycountry, transmitted to the Commission in 201%
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* Indicates countriesvhere only European Consumer Centres transmitted data.

For all the countriesthe complaint data collected according to the harmonised methodology
still represent only a tiny fractioof all the complaints collected by thipdrty complaint
bodies®. Yet, it already provides useful insights into problem areas.

95

96

The transmission date (when the data are transmitted from the organisation to the Commission) does not
necessarily overlap with the creatialate (when the complaint was sent by the consumer to the
organisation).

The comparison between the data now available in the database and estimations based on the market
monitoring survey also point in this direction.
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Network services account for most complaints

Focusing on Spain, which is one of the countries having transmitted the highastrmof
complaints since the start of the projechraakdown by sectdfis presented below. Overall,

the number of complaints relating to services markets is morestkdimes that for goods
markets. Network services record the highest number of eomtgl mobile telephone
services are at the top of the list, followed by fixed telephone services, airlines, electricity and
internet services. The goods markets with the highest number of complaints are electronic
goods, furnishingand small household pjlancesHard complaints data largely confirm the
picture emerging from the market monitoring survey, with a correlatidh7&between the
number of complaintagainst Spanish tradeper market recorded in the database tred
estimated number of conghts, based on survey resufts.

o7 The Complaints Recommendatiois based on a modified COICOP classification and inclugfs
sectors, 49 of which are covered in the Scoreboard
%8 Own estimation based on Market Monitoring Survey, EU SILC and Eurostat population data.
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Figure 20: Harmonised consumer complaints by market complaints made by Spanish consumers against
Spanish traders in2011:13%°
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House removal and storage 120
Financial Services - Mortgages / Home loans | 20
o} 1000 2000 3000 4000 5000 6000

Figure21 showsthat issues related tmvoicing / billing and debt collectiomerethe mat
common reasons for complaints in Spain, representing almost a fifth of all complaints. These
are followed by issues linked to 'quality of goods/services', ‘contracts and sales' and 'delivery

of goods/provision of services'.

9 The category "other" and those containing fetk@n 20 complaints are now shown.
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Figure 21: Harmonised consumer complaints by problem i complaints made by Spanish consumers
against Spanish traders in 2014.3'%°

Invoicing / billing and debt collection ﬁ 3888

Delivery of goods/ Provision of services _ 26R7

Warranty / statutory guarantee and commercial
guarantees

1025

Price / Tariff 853

™

Provider change / switching - 65

Unfair Commercial Practices - 557

Redress 517

| W

1000 2000 3000 4000 5000

As for the selling methoddaceto-face sales recorthe highest number of complaints,
followed bymobile commerce and distance selling

Figure 22: Harmonised consumer complaints by sellingnethod - complaints made by Spanish consumers
against Spanish traders in 20141.3'*

Face-to-face

Not applicable

Mobile commerce

Distance selling (e.g. phone, post), excluding e-commerce, mobile
commerce and internet auctions

E-commerce, excluding mobile commerce and internet auctions

Other selling methods

Selling away from business premises (off-premises)

Market, trade fair

Auctions

Internet auctions

50

190 Excluding theOther issuestategory'.
101 Excluding the 'Don't know' category'.
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3.3. Safety

Ensuring that products on the market are safe is a basic objective of consumer policy. High
safety and health standards haves tpotential to increase consumer confidence and
consequently drive further market integratidihe EU has laid down general safety rules
applicable to notiood product®? as well as pecific provisions for certain producssich as

toys and cosmeticsvhile food chain rules aim to ensure the safety of foodstliff§he rules

in question aredesigned to prevenbr contain risks as far as possle, and to remedy
dangerous situationsthe recentlyproposed package of measures on product safety and
market survelancé® (February 2013) aims at further strengthening and simplifying the
safety rules applying to neimod products in the EU.

In the area of services safety, specific measures exist on the safety of passenger transport (by
ship, rail and air). In additm the Commission is planning to launchGaeen papeon the

safety oftourism accommodatioservice$®™. The aim of the consultation is to gather input on

the added value gfossibleEU actionin this field

Aside from somespecific sectorssuch as transpp there is a lack of comparable data on the
safety of goods and serviceBata on safety issues are gathered at different levels, via
different channels and are not reported consisteifitiys chapter ré¢és on data available
through thredifferent souces:European InjurypDatabase (IDB), Rapid Alert System for Ron
food consumer produc{RAPEX) andRapid Alert System for Food and Fe&A\FFS).

Building (components), sport/recreation equipment and furniture are product categories
most ofteninvolved inaccidents

The Injury Database (IDBY® provides information on accidents and injuriesated in
emergency departmenis the EU productrelated or natThe IDB recordsabout 300 000
incidents a year, collected by more than 100 hospitals in 18 EU courttfied which
providemore information on injuriethat may be related to produt®s

As the IDB product categories are not based on the COICOP classification, in most cases it is
difficult to establish a direct link with the categories used in the Scardbblowever, some
categories, such as furniture and household appliances, are similar in both classification
systems.

Figure 23 presents the share of specific product categories involved in injuries and accidents
between 2010 and 2012. Excluding theeotf and ‘'unspecified' producategoriegwhich
account for 50% and 26% of reported cases,
fittingo (e. 0. $1 |l ®#tdaiagrs, whadeimr odmodri xtur e
sports/ recr eagsking eqgdipméne hasedingh al land oO6furniture/
(doors, tables, chairs) are the categories most often involved in accidents and injuries. The
distribution and total number of different produetated injuries at EU level is consistent
overtime.

102 Directive 2001/95/EC

103 Regulation (EC) Nd.78/2002

104 COM(2013) 75 final, COM(2013) 76 final, COM(2013) 78 final

105 http://ec.europa.eu/atwork/synthesis/amp/doc/sanco_mp_dp28if

106 http://ec.europa.eu/health/data_collection/databases/idb/index_en.htm

107 Data included in the IDB only concern injuries registered in emergency departments of hospitals. As
injuries treated in primary health care are not included, the actual numbgurées is higher than
registered in this database. In addition, the registration of a product involved in an timimdemot
give information on the actual cause of the injury, whether it was due to the product's lack of safety or
its faulty use.

108 fiot her productso include e.g. vehicles.
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Figure 23: Shares of specified product groups causing an injury in the years 202012%°

Building, building component, or related fittin

. . . ) - 4.6%
Equipment mainly used in sports/recreational activi

Furniture/furnishing 2.7%

0,
Tool, machine, apparatus mainly used for work-related acti 2.0%

Ground surface or surface conformatio 1.9%
Utensil or container 1.1%
Item mainly for personal use 1.1%
Infant or child product 1.0%
Appliance mainly used in household 2-6%
Hot object/substance nec 0.2%
0.1%

Fire, flame, smoke

T T T T T T T T T T 1

0.0% 2.0% 4.0% 6.0% 8.0% 10.0%12.0%14.0%16.0%18.0%20.0%

m 2012 (N=270113) m2011 (N=272524) = 2010 (N=204272)

The distribution over the various specified categories is also quite similar across ctdntries
'‘Building, building component, or related fitting' is the gwot category which generates the
highest number of injuries in all countries, with the exception of Austria and Sweden where
equipment used in sports or recreational activities sahgehighest number of injuries and
Greecewhere over 509" of injuriesare recorded in the category 'item mainly for personal
use'.

Figure 24 andrable5 illustratethatdifferentproduct categories are fairly eglyatlistributed
acrosghe various age groups, although furniture seems to be oftererelatedto injuries in
the youngest (@7) and oldst (55+) age groupswhile infant or child products are more
frequently involvedn injuriesamongchildren

109 Basis: 746.909 injuries registered in the-E2B in the years 2012012.

110 Excluding the categories ‘unspecified/no product recorded' and 'other product' since marked differences

exist in the distribution of thee categories across countries. For Italy e.g. no specific product categories

are recorded at all, while in Cyprasly 0.1% ofproducts araot specified

Percentage calculated on all categories, excluding 'unspecified/no product recorded' ancbtitlcér p

The increasen specified cases between 2010 and 2011 is the result of a decrdasen s peci fi edod
cases, i.e. improved quality of registration.
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Figure 24 and Table 5: Injuries with the involvement of specified products by age group

0.22%

m0to 17

m18to 34

m35to 54

55+
Unspecified
Oto 17 | 18to 34| 35to 54 55+ |Unspecifiedq Total
Product group
% % % % % %

Appliance mainly used in household 0.5% 0.4% 0.5% 0.5% 2.0% 0.5%
Building, building component, or related fitting 8.0% 7.7% 9.1% 14.6% 7.4% 9.9%
Equipment mainly used in sports/recreational activity 8.0% 4.7% 2.7% 0.7% 0.1% 4.2%
Fire, flame, smoke 0.1% 0.1% 0.1% 0.1% 0.1% 0.1%
Furniture/furnishing 3.2% 1.1% 1.4% 3.5% 13.6% 2.5%
Ground surface or surface conformation 1.8% 2.2% 2.6% 2.6% 1.9% 2.3%
Hot object/substance nec 0.3% 0.1% 0.2% 0.1% 0.6% 0.2%
Infant or child product 3.2% 0.2% 0.2% 0.1% 14.7% 1.1%
Item mainly for personal use 0.7% 0.8% 0.8% 1.8% 0.9% 1.0%
Tool, machine, apparatus mainly used for work-related activity 0.5% 2.2% 3.6% 2.7% 0.1% 2.1%
Utensil or container 0.6% 1.5% 1.4% 0.7% 1.4% 1.0%
Other product 21.5% | 28.6% | 28.6% | 25.4% 18.0% 25.5%
Unspecified 21.2% | 22.6% | 22.6% | 21.0% 30.1% 21.8%
No product recorded 30.5% | 27.7% | 26.1% | 26.3% 9.1% 27.9%
Total recorded (N) 394370 | 285272 | 251998 | 336899 2760 1271299
estimate/year (N) 12561000 9086000| 8026000{ 10730000 88000 | 4049000(

Looking at more detaite product categories causing injuries (Figure 25), efedifferences
between age groups can be found. Roldeen below the age of fivénjuries aremost often

caused byndoor equipment and furnishiggfollowed by outdoor play equipment. After the

ace of 14,'do-it-yourself (DIY) activities,householdactivities and sportsake an important

share in the total number of injuries that require treatment in emergency departments. Product

categories involved in DI™¥ctivities include stepladders and a aidange of tools and

machinery. Home injuries often involve powered equipment such as vacuum cleaners, water

heaters and food processors as well as the omnipresent extensiosportselated injuries

occur most often in team balports, followed by brse riding and snow sports.

12 Basis: 1.485.337 injuries registered in the-EMB in the years 20082012, representing estimated

40.490.000 injuries per year in the £8.
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Figure 25: Top 10 products involved in different types of injuries

Top 10 products involved in injuries to small
children (N=1087848)

Person, self 3.1%

Top 10 products involved in 'Do It Yourself'
activities amongst those aged 15+ (N=47934)

Ladder, movable step! 4.7%

Wood - timber, board, splinter ne 3.3%
Other specified person 2.8%
Grinder, buffer, polisher, sande 2.0%
Floor - carpeted 2.1%
_ Other power saw 1.8%
Stairs, steps 1.8%
0
Floor - tile, brick, concretel 1.5% Tree, plant L7%
Pedal cycle l 1.5% Cutting tool 1.3%
. Unspecified tool, machine, apparatu: 0
Door, door sill [§ 1.4% mainly used for work related activitie: 1.3%
. : Other specified building, buildin
0, 0
Unspecified chair, sofall 1.2% component o filling 1.3%
Unspecified bed, bedding or beddin 0 Cutting/slicing machinary or fixe
accessories 1.0% g ?Jlant v 1.2%
Upholstered chair_, sofa, couch 1.0% )
lounge, divan Chainsaw § 1.1%
1 T !
0% 10% 20% 0% 10% 20%
Top 10 products involved in home injuries Top 10 products involved in sport injuries
amongst those aged 15+ (N=3939) (N=210214)
Soft ball 6.8%
Vacuum cleaner 10,4% Other specified person 6.3%
o e 2%
Person, self 3.7%
Other specified household applianc 7,8%
Snow ski 2.8%
Stove, oven, cooktop 6,5%
Horse, pony, donkey, mule, as| 2.6%
Scissors 5,6%
Snow, ice 79
Electric lamp 5,3% ! L7%
Electric or gas radiator, heate 4,9% Floor - carpeted 1.6%
Food processor, blender, juice| 4,4% Pedal cycle 1.4%
Dishwasher 3,6% Floor - tile, brick, concrete 1.1%
Television 3,5% Unspecified ball il 1.0%
0% 10% 20% 0% 10% 20%

Clothing, toys and fruit & vegetables are the mdstquently notified dangerous products

Further information on the safety of products on the maskptavided by the two EdWide
rapid alert systems for the notification of dangerous goods: RABEt nonfood products

13 RAPEX: Rapid Alert System for nefood dangerous products
http://ec.europa.eu/consumers/safety/rapex/index_en.htm
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and RASFEM for food and feed products. Both systems facilitate the rapid exchange of
information between Member States and the Commris&nabling countries to act quickly
and in a coordinated manner in order to contain safety risks as they arise on the market.

Before starting the alert system, Member States need to evaluate whether the product presents
a risk and to what extent this kifias also a crodsorder effect. Consequently, the RAPEX

and RASFF databases show only-tvidle alert cases or cases that weeemedmportant
enoughto report EUwide. Furthermore, resources spent on inspections can differ extensively
between countriesyith some Member States notifying systematically more cases than others.
Resources spent on inspections may be also unequally spread between different product
categories. In relation to foodstuffs, where specific obligattsasmposed oMember States

to carry out regulachecksat a frequencycommensurate withhe risk posed by different
commodities, differences between Member States may belessis

Figures 26 and 27 show a breakdown by product category, excluding the categories
accounting for les than 1% notifications. 'Clothing, textiles and fashion items', 'toys', and
'motor vehicles' are the ndood products notified most often, while ‘'fruit and vegetables',
fish and fish products', and 'nuts, nut products and seeds' top the list of tatidiGemong

food and feed products.

Figure 26: Notifications of dangerous norfood products by product category

27.4%.

Clothing, textiles and fashion item:

22.2%

Toys

Motor vehicles 8.7%
Electrical appliances 8.5%
Cosmetics 4.4%
—
I . — 3.5%
Lighting equmen{
I KATRONFNB FNIAOL Sa [FYRZ2®At RNBy Qa S daa LISy
Chenmical products 2.8%
 —
’ — 2 50
Hobby/sports equipment
— 2.4%

Lighting chains o
Pyrotechnic articles 2.1% = 2013 (N=2009)
Other F=2.0% 2012 (N=1963)
= 1.8% 2011 (N=1555)
Protective equipment [ =7 2010 (N-1969)
N | ] =
Machinery '__ 15%
= 1.4%

Food-imitating products
Communication and media equipmenr 11%
Lighters -_1'0%

) 0/
Decorative articles '_- 1.0%

Laser pointers : 0.9%

Jewellery '_- 0.9%

Furniture : 0.8%

Stationery 0.1%

0% 5% 10% 15% 20% 25% 30% 35% 40% 45% 50%

Source: RAPEX AnnudReport 2013.

14 RASFF: Rapid Alert System for Food and Fégp://ec.europa.eu/food/food/rapidalert/index.hem
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Figure 27: Notifications of dangerous food and feed products by product category

fruit and vegetables

fish and fish products

nuts, nut products and seed.

meat and meat products (other than poultry,
food contact materials

poultry meat and poultry meat product
feed materials

dietetic foods, food supplements, fortified food:
herbs and spices

bivalve molluscs and products there
cereals and bakery product:

prepared dishes and snack

cocoa and cocoa preparations, coffee and t
crustaceans and products thereol

other food product / mixed

milk and milk products

non-alcoholic beverage

confectionery

pet food

soups, broths, sauces and condimen

cephalopods and products thereo

8.0%
1%
6.9%
6.7%
5.0%
4.4%
3.9%
.6%

1.9%

1.8%

1.7%

1.7%
1.4%
1.1%
.0%
0.9%
0.8%
7%

20.5%

0%

5% 10% 15%

20%

25%

30%

35%

40%

45%

50%

m 2013 (N=3137)
m2012 (N=3431)
= 2011 (N=3728)

2010 (N=3299)

Source: RASFF Annualéport 2013

No significant correlation was found betweenthe number of notifications ofdifferent
categories otinsafe productper country(both food, through RASFF, and néood, through
RAPEX) and consumer trustiata from the Consumer Market Monitoringr@ey, with the
exception of a slight positive correlatifor all food marketdaken togetherThis fact may be

interpreted as supporting the hypothesis that higher safety standards increase consumer trust.
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ANNEXES
Annex | T Prices

Table 6: Indicative price levels for consumer products in euro

The data presented in Table 6 comes from a Eurostat research project carried out with national statistidatiofficesfer tahe calendar
year 2012exceptfor five countries where prices refer to Ju@12only. The four Member States® for which information is missing chose

not to participate in the project.

Long-grain rice 2.3 1.24 1.36 . . 2.98 1.31
Wheat flour 1.01 0.54 0.46 . . 1.22 0.73
Cornflakes 5.24 4.66 3.25

Loaf of white 2.7 0.71 0.91 . 1.63 2.1 2.78
bread
Pizza 3.71 2.67 3.01 3.57
Pasta 1.72 . 121 . 2.28 1.74

Minced beef 9.64 . 3.6

Il?ork, cutle"t 0.68 4.19

("escalope™)

Pork, loin chop . 4.25 4.49 6.49 7.82 5.58

Whole chicken 42 2.56 2.49 2.35 3.59 3.89 2.88

Chicken 11.6
) 5.22 5.81 . . 8.21
breast, fillets 9
Sausage,
Frankfurter/Wi . 3.74 4.83
ener
Sausgge, A4 7.96 7.23 . . 7.66
salami type 4
Salmon, steak 17.6 1‘;0 . . 127'5
Tinned pink 10.4 6.49 13.6
tuna 4 9
Fish fingers 3.35
Fresh milk, 097 076 . . 128 077
unskimmed

15 Denmark, Estonia, France and Sweden.
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0.73

4.23

1.59

4.58

21

5.46

5.03

3.19

7.54

11.6

AL,

3.22

0.76

2.54

0.78

6.02

2.8

3.46

1.56

10.2

8.82

7.33

4.64

9.6

7.99

18.0

12.3

11.7

4.77

1.49

1.2

4.77

1.98

5.33

2.28

9.29

4.93

4.06

9.58

6.67

16.6

8.65

4.69

1.33

131

0.76

3.29

1.66

2.83

1.89

2.52

5.23

4.35

8.98

0.96

1.04

0.72

4.49

1.56

2.59

211

4.65

4.04

3.87

261

4.5

9.83
10.2

1.83

0.82

3.46
0.94
4.82
3.74
4.03
1.93
9.64
10.5
2
9i5
6.09

145

11.6

15.4
15.3

121

3.51

1.28

65

0.57

7.17

0.99

2.54

222

8.13

4.43

4.77

2.7

5.1

5.66

121

131

7.23

0.8

2.81

0.93

1.99

3.52

1.62

6.65

5.04

5.48

2.79

7.1

13.6

105

8.76

35

0.81

g

1.34

3.43

1.28

3.25

1.58

5.44

8.63

8.27

4.42

2.33

13.7

8.42

2.48

0.88

211

1.07

4.49

5.18

4.01

3.14

9.37

6.37

4.87

11.7

19.0

9.16

3.84

0.98

1.73

0.55

3.55

1.05

21

212

3.12

3.26

3.63

1.86

3.92

3.95

7.71

17.5

6.9

2.49

0.61

0.96

0.66

3.69

2.65

3.78

118

6.36

3.83

3.84

212

6.62

5.39

121

7.65

7.5

4.15

0.79

0.68

0.98

3.22

4.2

4.87

4.33

2.36

5.61

9.31

1.01

2.22

0.87

4.77

1.83

3.28

2.19

5.25

5.6

5.58

3.93

8.86

6.35

11.3

13.9

0.85

0.48

3.21

3.17

2.4

4.88

4.69

261

5.73

7.67

0.88

0.62

3.87

9.63

13.0

7.39

14.6

11.7

0.83

3.52

0.94

1.96

2.46

9.03

3.88

194

8.89

0.73

2.27

0.87

4.5

2.8

5.46

2.32

9.02

9.63

4.87
13.3

11.7

7.67

0.74

135

227
4

9.85

1.29

2.04
0.86
6.23
1.03
0.96

10.2

2.51

4.23

5.06

0.94
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Natural
yoghurt

Fruit yoghurt

Cream cheese

Cheese,
Camembert
type
Cheese, Gouda
type
Chicken eggs

Butter
Margarine
Olive oil
Vegetable oil
Apples
Fresh bananas
Canned fruit

Carrots

Fresh
tomatoes

Potatoes

Tinned sweet
corn
Frozen French
fries

Potato crisps
White sugar
Jam
Milk chocolate
Chewing gum

Ice cream

Baby food,
meat base
Tomato
ketchup
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2.78

3.27

2.34

7.04

252

1.74

6.56

2.25

1.42

1.97

2.62

2.02

1.03

1.4

1.9

1.2

1.03

3.61

11.8

0.95

3.44

1.06

14.6

9.27

1.57

899

6.94

1.55

0.95

13

0.7

0.99

0.53

1.13

14

1.25

1.17

7.24

242

1.24

1.89

2.79

1.63

9.61

7.43

1.42

135

0.9

10.3

171

1.24

1.22

181

0.7

151

0.42

131

1.74

0.97

4.6

9.04

0.49

3.36

2.1

2.74

1.89

0.94

7.6

1.4

1.34

3.26

2.84

2.89

11

5.32

2.48

1.72

1.75

3.5

0.99

1.49

0.7

181

1.08

6.58
10.9

1.54

2.68

1.65

0.99

0.75

0.98

3.08

2.54

1.49

7.99

1.9

2.18

0.8

8.5

17

1.12

124

1.04

1.88

0.58

1.48

18

23

0.97

11.3

0.6

3.49

2.37

4.55

4.55

2.45

13.8

10.1

2.38

2.19

0.95

1.96

1.76

1.73

4.02

1.26

2.33

0.94

191

2.38

1.62

115

4.88
11.4

3.2

4.03

8.1

218

27.4

11.4

255

2.52

1.23

4.96

2.3

1.65

131

112

1.33

0.72

1.22

2.55

1.55

1.46

43

121

111

4.76

3.56

2.42

2.38

2.94

1.44

1.53

181

0.76

8.3

231

1.05

1.39

1.94

0.54

1.82

0.32

14

18

1555

1.21

4.85

10.2

0.46

2.34

3.64

1.04

2.67

3.5

114

12.2

6.45

1.41

1.69

0.92

6.85

1.63

1.28

124

0.51

1.44

0.29

0.7

1.53

1.46

1.16

3.61

8.53

0.46

2.77

3.47

0.97

3.18
4.12

2.02
8.73

9.78
2.63
1.93
0.85
7.6
3.39
2.36
2.15
3.04
118
211
12
1.45
1.48
1.64
1.26
4.3
10.9
0.93
4.72
3.72

271

66

16

2.08

0.98

10.7

1.45

1.96

1.05

9.16

171

0.93

1.36

2.07

0.89

1.77

0.43

1.04

1.78

212

1.04

297

9.79

0.54

3.88

3.05

2.4

2.4

2.36

1.95

16.9

12.3

16

221

1.01

6.64

1.64

15

2.23

111

1.55

0.69

115

223

1.94

133

3.27

9.23

0.77

2.39

2.61

0.83

1.26

6.78

1.76

1.15

0.76

4.84

1.45

1.66

1.68

211

112

1.96

2.08

1.14

1.04

0.96

3.21

8.27

0.5

2.29

231

2.22

271

161

8.82

8.1

2.62

151

1.09

8.06

3.49

1.93

1.73

152

2.55

1.19

25

1.74

1.19

4.89

9.69

0.71

3.2

1.92

1.55

1.88

0.95

8.56

4.51

1.47

122

0.57

8.41

1.63

0.87

1.26

1.74

0.82

1.39

0.5

1.07

2.15

1.63

0.92

3.33

0.49

2.34

3.3

4.02

214

11.1

8.21

16

1.48

0.98

3.88

1.89

1.2

1.4

0.57

1.39

0.46

0.99

1.33

13

1.12

5.7

8.26

0.79

2.01

3.65

2.26

1.42

2.49

1.41

10.8

7.48

1.59

181

0.73

7.28

1.62

0.94

1.23

1.85

0.54

1.26

0.34

1.34

1.79

1.28

113

33

7.74

0.44

4.77

2.32

2.28

2.29

12.6

8.61

1.68

2,01

0.86

9.11

2.02

1.15

1.32

1.89

113

191

0.57

0.8

1.53

1.74

1.09

3.14

8.09

0.52

3.53

1.37

1.61

2.41

1.67

9.51

8.21

2.05

2.03

0.72

10.0

1.83

1.17

1.37

0.77

1.83

0.43

1.02

1.98

L7

1.14

8.63

0.54

3.3

241

1.95

1.18

3.44

1.92

1.62

1.69

2.38

0.7

1.92

1.06

5.38

10.7

2.43

3.16

3.26

1.85

2.13

2.37

11

0.87

123

3.28

3.02

3.31

1.9

16.4

8.16

2.44

1.01

0.79

6.74

29

161

16

2.26

2,61

2.36

1.22

0.97

2.8

2.69

1.38

5.5

105

0.57

2.95

3.75

3.35

3.09

5.07

2.48

221

10.3

1.49

1.45

124
2.37
0.67
4.55
2.59
0.9

1.67

0.6
0.73

0.42

1.55
131

4.07
105

0.83

2.3

2.26

EN



Mineral salt
Black pepper
Coffee

Black tea

Cocoa instant
drink
Mineral water,
carbonated
Mineral water,
still
Carbonated
drink, orange
flavoured

Orange juice
Vodka
Red wine
White wine
Beer

Cigarettes

Men's suit,
wool

Men's trousers

Men's blue
jeans

Men' s shirt

Men's T-shirt,
short sleeves
Men's boxer
briefs
Ladies' top
coat
Ladies' blazer,
woolmix
Ladies'
straight
trousers

Ladies' jeans

Ladies' skirt

EN

0.49

6.32
11.8

1.45

3.07

0.46

0.49

1.39
15.6

155

5.42
284.

57.0

39.9

16.9

11.3

54.1

53.8

60.4
6

0.3

8.65

131

0.22

0.4

114

9.54

1.01

1.15

0.95

2.44

101.

245

30.1

19.2

105

3.56

73.8

34.2

20.5

24.8

22.2
4

0.21

242
12.2

A

0.35

0.74

131

10.8

2.05

1.92

1.55

2.9
213.

45.3

40.5

2K

14.6

6.76

145.

63.4

34.8

37.4

375
8

3.58

151

5.09

25.0

9.04

14.6

2.15

6.47

0.32

1.41

22

4.83

4.33

217

3.29

64.3

49.0

62.2

7.32

0.84

0.59

1.92
10.8

0.45

0.44

9.07

2.63

2.46

1.55

2.81
227.

50.8

36.1
135

9.03

154.

49.8

0.44

3.82
116

1.41

0.26

0.26

0.76

1.45

1.45

1.72

4.59
312.

77.9

67.5

4.18
9.46
1.25
7.16
0.98

0.34
1.09

1.28
13.3

4.42
3.89
2.7

3.76
141.

66.7
42.0
315
155
10.2
7
102.
66.7

27.1

27.0

35.9
4

0.37

2.85
14.3

161

5.64

0.42

0.42

0.72

1.33
116

4.17

4.17

153

3.04

8.99

5.97

140

324

0.35

3.08
12.1

13

5.48

0.39

0.46

0.64

1.45
13.7

4.45

4.15

1.36

2.32
215.

59.5

37.6
207

11.2

6.55

165.

83.9

37.8

42.2

40.9

0.96
5.08
13.4
193
6.13
0.69

0.45
0.87

1.35
11.9
4.63
5.16
2.39

4.24

67

0.33

2.38
10.4

117

0.24

0.24

1.39

125

0.71

0.71

1.28

2.74

153.

35.6

33.2

19.8

12.8

5.62

94.3

52.0

21.9

26.7

29.1
4

0.59

1.82

0.75

6.18

0.76

0.32

0.83

1.32
16.0

17

1.71

2.53

4.11

33.9

28.7

24.0

16.8

5.79

26.2

26.7

24.0
3

0.51
1.61

8.79

0.37

0.31
0.86

157

2.62
2.8
1.58
5.51
298

74
71.9

42.7

11.4

6.93
123.
2
86.4
57.8
59.6

52.8

0.79

2.1

5.27

0.35

0.81

1.38
12.8

1.65

4.22

215.

62.7

66.3

36.3

21.8

11.2

117.

80.5

48.1

63.4

51.2

0.26

212
10.3

134

0.31

0.3

1.05

4.12

4.16

121

2.41

111.

211

4.52

73.2

28.7

3.15
9.96
1.24
5.73
.21

0.31
0.58

1.15
14.4

0.96
1.06
1.97

3.87
237.

65.6
35.2

30.0

8.34
8.08
129.
2
722

35.7

45.9

47.2

0.32

2.16
117

4.38

0.3

0.27

0.5

1.38

9.96

215

2.19

141

2.68

16.8

0.4

241

7.68

4.97

0.31

0.65

0.97

1.07

191

3.38
209.

63.7

48.9

35.6

16.0

9.45

54.1

48.9

48.2
5

0.24

11.9

1.07

6.87

0.34

0.35

0.62

1.45

14.1

1.45

1.39

131

291

193.

61.9

52.0

27.8

18.9

9.16

145.

89.6

32.8

44.9

40.2
6

8.18

7.54

1.25

1.19

14.9

2.79
22.4

7.56

7.1

9.34

31.7

0.93

5.73
10.1

213

5.62

0.9

0.87

1.43
43.7

9.95
10.2

5.7

6.09

2.04

5.83

0.54

1.82
41.9

8.42
0.84

0.38
0.78

0.93
8.75

3.13

2.75
108.

29.7
31.3

21.2

18.0

73.1

24.7

28.4

26.5

EN



Ladies' blouse

Ladies' T-shirt

Ladies'
pullover
Brassiere,
push-up
Tights
Children's
jeans trousers
Children's T-
shirt

Girls' skirt
Girls' tights
Boys' socks

Dry cleaning
Men's lace-up
shoes
Men's street
shoes
Ladies'
conventional
court shoes
Ladies' long
boots
Children's
sport shoes

Cobbler

Paint, indoor
use

Silicone

Cement

Double bed
frame

Sofa set
Towel
Refrigerator

Fridge-freezer

Washing
machine

EN

48.1

19.6

35.4

5.37
30.3

26.4

2.99
16.1

67.8

86.1

131.

9.67

99.8

5.91

4.45
420.

16.8
318.

19.0
9.86
19.1
10.6

1.83

15.5

7.07
12.5
2.45
0.85
4.82
31.8
4
19.3

29.5

55.3
133
2.01
18.1

2.56

2.87

141.
551
6.42
174.
349.

277.
4

18

8.01

12.1

4.75
1.46
8.38
54.1
1
45.4

49.1

80.3

24.6

4.89

4.38

382.
859.
10.8
387.

458

386.
5

8.88

4.82

30.6

10.9

43.2

3.86
38.7

3.19

18.8

602

37.3

20.9

3.08

20.8

8.66

5.83

251
10.1

56.8

50.5

51.3

84.5

4.91

155
5

5.64

332.
6

56.1

225

59.9

20.9

3.65
26.9

3.46

9.63
98.2

64.6

87.0

127.

47.9

5.62

42.8
2

429.
8
434.
4

30.8

10.3

13.4

28.5

4.88

19.4

13.9

21.2

5.08

22

9.94

71.6

36.6

60.3

109.

35.0

52.2

3.82

3.43

705.

1395

14.0

224.

532.

339

21.6
10.6
21.8
11.3

2.39

18.0

8.94

3.61

1.36
10.7

57.5
1
27.8

48.0

103.

16.3

4.94
316
2.89

2.88
192.

8.22

349

330.
6

313

15.9

36.6

18.1

2.79

21.0

10.3

145

4.48

161

12.7

65.2

26.8

128.

96.2

16.2

4.18

415

2.82

2.86
217.

681.

8.43

204.

329.

333.
1

115

48.7

5.65

3.26

13.7

68

21.7
10.8
211
16.6

1.79
175

7.53
10.6
4.17
1.36
9.14
48.7
7
36.6

44.6

66.6
223

3.92
17.3

2.6
182.
659

8.15
201.

310.

293.
1

24.2
14.7

19.1

151

10.3
53.3
7

32.7

39.8

42.1
1

3.79

9.97

584.

603.
4

423

229

43.6

24.3

2.61

19.5

14.2

16.1

1.43
16.3

109.

70.0

77.3

113.

48.4

10.6

714

415.

1576

9.07

501.

555.
)

73.1
26.6
41.7

25.7

6.19
24.9

12.0

89.9
4

102.

86.8

47.6

5.06

2123

23.2

710.

718.
6

21
12.8

14.6

1.55

15.6

8.85

12.4

3.53

124

7.3
41.2

28.7

36.2

11.8

3.58

195

2.78

2.69

4.74

247.

256.
8

29.7
11.5
41.7
18.4
3.32
22.6
11.2

13.9

7.28
2.09
6.58
68.5
1
48.2
60.7

82.5

22.6
3.44
41.0
3.23
3.24
619.
1312
9.81

206.

432

336.
8

15.7

2.35

3.37

5.12

41.6

43.1

62.2

2.28

3.02

2.95

184.

316.

263.
6

40.7
24.8
33.0

24.6

5.14
24.8

9.42

3.56

222
12.8

65.6
1

62.3

7.39

14.4

2.67

7.79

538.

512.
7

30.6
16.1

30.7

20.7
24

18.9

9.44
145
5.04
1.69
7.14
57.9
7

37.0

51.3
92.5
27.3
3.49
33.2
3.88
2,73
293.
801
12.0
204.
353.

379.
2

4.11

13.7

13.4

65.2
4

26.4

391

10.9
12.2
218

10.6

14.1

9.03
10.0

0.97

4.28

41.1

52.2
31.9

50.5

21.9

1.81
48.0

226

1524
10.0

778.

456.

EN



Microwave
oven

Vacuum
cleaner

Kettle
Glass, water

Flat plate

Cup and
saucer

Cooking pot
Battery

Light bulb

Light bulb
energy saving
type
Detergent for
washing
machine,
concentrated
Dish washer
tablets
Detergent for
washing
machine,
unconcentrate
d
All-purposes
household
cleaner
Cleaner for WC
Cleaning liquid
for windows
Scourer
sponge
Urban bus
transport,
single ticket

Taxi
Television

DVD recorder
with hard disk

EN

34.5

1.25

5.2

5.32

1.63

5.38

1.06

1.92

2.18

3.87

1.11

1.39

10.8

54.8

63.0

29,1

0.92

1.78
16.8

0.64

0.4

4.28

2.18

2.44

151

AL ehl

2.27

0.23

0.45

22
403.

58.5

121.

35.3

1.02

2.62

4.19
33.2

0.43

5.92

3.06

242

241

25

3.5

0.37

0.46

6.07
390.

254.

1.73

67.3

2.9

0.97

1.02

5.74

3.02

2.3

0.62

404.

76.9

90.7

0.82

0.45

4.67

2.25

2.64

2.52

1.92
386.
1

1.69

3.47

3.17
50.9

1.09

3.26

2.05

3.26

2.6

2.55

2.6

111

445,

89.8

87.0

101.

38.8

1.25

2.25

3.19
28.9

0.95

0.65

6.14

224

221

1.96

2.38

2.75

0.36

6.6

357.
6

61.4

92.6

31.0

113

2.35

18.6

0.69

4.19

237

2.87

2.7

3.54

0.34

0.55

5.21

366.
6

62.4

83.3

34.7

0.8

291

2.57
33.5

0.62

0.49

3.59

2.62

2.37

1.97

2.58

2.76

0.37

0.53

33
452.

336.

111

3.08

7.26

5.79

1.48

1.75

e
3.14

0.72

15

69

58.5

58.2

21.3

0.76

1.77

3.14
228

0.9

4.95

2.43

231

2.99

3.33

0.89

B3
411.

237.

219.

84.7

44.6

1.09

32.7

0.97

5.57

3.26

2.37

3.06

3.39

3.42

311

12

14
417.

42.4

0.84

5.83
52.4

1.01

1.22

5.53

1.36

3.06

1.15

1.62

2.7

0.41

1.49

16
707.

302.
5

196.

3.9
178

144.

1.28

9.54

212

153

10.3

653.
5

364.
5

74.6

82.6

29.5

0.4

3.02

5.01

0.59

4.7

2.08

212

271

2.98

0.6

3.7

369.
7

60.2

89.5

39.7

0.97

3.44

3.88
24.8

0.89

181

6.43

1.43

1.33

2.39

4.06

0.59

13

5.6
475.

239.
3

56.7

56.7

29.2

0.66

2.01

2.32

2.66

0.4

2.32
339.
1

266.
7

107.

158.

1.27

3.31

3.8
39.9

1.2

6.77

2.37

3.07

3.17

2.35

1.07

6.4
597.

69.9

89.5

34.7

1.15

17.9

0.97

0.45

5.6

2.61

2.93

2.53

2.4

3.79

0.4

0.57

4.68

403

263.

2.6

1.12

2.56

310.

1.37

0.49

4.68

121

3.99

3.71

0.4

2.18

9.58

100.

33.1

0.22

1.76

17.7

0.79

2.97

2.38

1.68

1.03

0.53
0.6

2.54
488.

EN



Portable MP3
player

Compact
digital camera

Camcorder
Laptop

Monitor

Music CD - Pop
Chart

Movie DVD

Blank compact
disc (CD-R)
Blank DVD (R),
slimcase
Board game,
Monopoly
Video game,
PlayStation 3

Potting soil
Dog food meat

Dog food dry

Digital photo
print service

Cinema ticket

Novel

Daily
newspaper

Magazine
Paper

Pencil
Menu of the
day

Red house
wine i glass

EN

173.
17.3
2

17.9

31.8

48.4

2.4
2.66
1.8

7.34

8.32
20.0

1.08

5.32

0.76
21.3

2.87

8.75

6.75

0.33

4.53

21.7

50.0

1.69

1.75

2.14

5.33

3.77

7.34

0.47

0.78

3.89

0.26

3.42

1.11

57.2
137.
278.
547.
156.
10.6
3
10.9
0.35

3.95

1.89
1.54
2.27

8.73

4.15
0.68

ALl

3.71

1.24

15.8
6

325

53.9

7.64

1.21

4.25

2.33

8.98

103.

96.0

164.

0.43

231

8.11

7.79

4.53

0.56

37.7

150.

159.
12.0
2
10.7
0.35

4.82

15.9

14

221

6.88

3.1
15.4
0.93

1.6

4.33

72.3

13.6
14.0

1.26

12.6

314

51.3

1.83

7.55

7.94

13

1.58

4.67

0.66

190.

119.

749
166.

125
2
20.1
0.53

8.02

34.9

55.0

1.53
1.76
2.35

8.86

7.91
18.6
1.95
3.45
4.22
0.53

17.9

3.94

619.
147.

10.0
8

0.8

1.79

1.79

5.74

3.5
12.4
0.68
1.82
4.16

0.33

178.

156.

615
A1g),

0.32

3.86

28.6

0.99

1.62

1.69

7.65

4.26

9125

0.52

0.83

4.3

0.31

3.32

1.79

0.79

7.52

49.2

2.48

141

1.3

2.05
4.47
0.64

11.7

70

89.3
340.
527.
148.
12.0
9
10.1
0.59

7.49

318
39.4
1.64
1.55
1.74

5.77

454
11.8

0.54

0.71

0.32

3.75

0.6

117.

19.8

60

50.8

2.15

11

1.15

5.55

10.8

0.62

4.2

0.36
25.6

2.56

134.
244,

675.

153
9

15.4

133
33.9

52.1

1.07
1.19
15

4.5

9.08
16.2
15
3.15
4.53

0.77
25.8

3.54

159.

202.

300.

142.

171
15.1

12.7

315

1.97

1.84

8.67
153

3.53

0.62

7.91

2.1

133
255.

576.

124.

9.89

0.3

3.61

335

1.05

2.18

3.8

8.54

0.43

3.74

0.23

5.42

151

136.

120.
974.
670.
150.
12.8
3
17.0
0.59

7.88

36.8

50.6

1.54
1.85
3.02

7.13

6.21
16.2
1.06
1.38
3.56
0.47

7.05

0.87

152.

814

581.

146

7.83

10.7

0.26

331

24.0

5.64

0.35

3.47

0.83

52.8

205.

798.

183.

14.6

14.7

3.63

27.2

2.48

1.72

5.12

1.26

1.61

5.35

0.65

8.47

1.18

205.

598.
141.
12.8
2
12.7
0.35

4.23

30.4

36.6

1.54
1.97
2.28

7.59

3.27
10.8
0.45
0.79
3.7
0.23

3.25

0.76

231

10.9

12.4
1

4.02

19.1
8

15.7

62.7

3.83

3.07

7.64

5.57

2.59

17.0

32.2

171.
339.

644,

7.25

0.24

5.4

4.07
8.31
0.22
134
2.99

0.29
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Item Name

Beer (lager),

domestic - 1.92 0.71 1.16 231 . . . . . 2.24 1.43 1.08 2.36 0.91 1.98 2.39 3.23 1.21 1.08 0.75 2.92 0.87 . 2 4.49 4 2.45
glass
Cup of coffee 1.98 0.54 0.89 1.87 . 2.89 . 0.97 0.92 2 0.94 0.89 2.16 0.82 1.43 2.17 2.55 1.15 0.62 0.94 1.15 1.02 1.95 2.44 2.51 3.29
70.2 106. 118. 106. 132. 115, 109. 208. 244, 143. 79.1 115. 48.0
Hotel weekend . 1 2 . . 9 . . . 9 3 2 . 6 129 7 7 . 2 P . 7 . . . . 2
Men's scissors 18.0 19.2 17.7 11.2 28.0 22.3 25.1 11.7 14.9
cut, wet 9 4.27 6.56 7 . . . 6.47 1 2 6.58 8.07 2 5.96 8 9 5 3.73 o . 5 . . . . . 4.52
Ladies - 325 14.4 18.7 18.0 15.6 11.7 12.4 51.0 11.3 19.1 34.6 17.9
T 1 8.43 6 . . 2 . . 7 3 7 4 1 3 4 3 35 7.11 6 . 30.8 9.77 . . . . 5.25
’ 91.2 93.0 68.2 106. 70.7 68.6 45.0 49.9 104. 46.3 83.4 110. 83.8
Electric razor 2 . . P . 4 . 5 5 P . 6 p . 4 3 4 . 2 5
Electric 45.1 40.9 37.4 323 " 83.6 28.8 34.6
toothbrush 3 : 7 ' : ' : : 0 9 4 . . . 8 6 . 7 . . 8
Cartridges for
14.0 11.8 14.4 11.5 11.1 10.3 12.4 11.5 11.8 13.4
safety razor, g . 9 . . . . . . 6 12.6 3 g 3 7.55 . 7 . 6 7 . 9.93 . . 5
men
Shampoo 3.93 4.01 3.54 . . 4.19 . 4.02 4.83 3.95 4.23 431 5.39 4.65 512 2.47 431 2.18 5.33 4.32 3.59 3.83 . 5.63 4.73 . 2.31
Tooth paste 2.17 1.58 1.76 . . 3.48 . 2.48 2.43 3.19 1.87 2.29 3.05 1.99 2.82 2.7 2.86 1.89 3.28 2.03 2.56 1.57 2.3 . 3.13 . 4.1
Toilet soap 1.64 1 1.64 . . 152 . . 1.24 1.23 1.2 1.29 1.48 1.35 151 0.95 . 1.07 1.58 1.75 0.97 1.68 . . 1.16 . 0.73
Shower gel 2.37 2.09 2.89 . . . . 2.58 2.29 2.9 2.54 2.49 2.32 241 1.78 2.67 2.55 2,51 3.35 2.88 2.22 2.88 . 2.63 3.26 . 2.27
Deodorant 2.59 1.87 2.85 . . 3.56 . . 2.91 2.97 2.81 2.57 2.7 2.43 2.66 211 3 . 3.32 2.58 . 2.8 . . 2.58
Tampons . 13 1.18 . . 1.93 . . . 2.43 1.63 1.73 2.05 14 1.73 1.38 1.52 . 1.74 1.36 . 1.35 . . 1.53
Disposable 11.3 11.0 10.6 10.7 15.6 14.7 12.1 12.0 11.7 12.1 11.8 11.1
nappies 7 1 7 . . . . 1 1 7 14.3 9 g 11.8 . 5 . 8.96 9.36 3 9.36 6 . . P . 7.79
Cotton buds 0.75 0.49 0.45 . . 0.67 . 0.54 . 0.72 0.45 0.47 0.57 . 0.69 0.16 . 0.92 0.9 . . 0.36 . . 0.47
L 2,51 1.4 1.64 2.89 2.68 2.23 2.35 1.71 1.71 1.99 1.82 2.18 2.54 1.65 2.78 2.62 1.76 2.58 3.27
toothbrush ' ’ ’ ' ' ' ’ ’ ' ' ’ ’ ’ ' ’ ’ ’ ’ ’ ' ’ ’ ’ ’ ’ ’ ’
Toilet paper 3.69 2.86 311 3.07 . 5.07 . 2.64 4.55 4.49 3.31 3.35 3.8 3.31 251 2.94 3.8 2.49 2 . 3.02 2.71 . . 4.09 . 3.34
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Table 7: Prices of goods and services

The data presented irable 7are based on several sources. The prices of electricity and natural gas are based on Eurostat figures for domesti@aodrenenstisyn bbtbefore

and after taxes (new methodology from 2007 onwards). They refer firdsheemester of 201and are expressed in euros per kiloviattir (for electricity) and in euros per
Gigajoule (for natural gas). The gas prices are broken down accordhngflowing annual consumption bands: below 20 GJ (small), between 20 and 200 GJ (medium) and above
200 GJ (large). The electricity prices are broken down according to the following annual consumption bands: below 1 MdWtal{yeogtween 1 and 2.5 MWsmall), between

2.5 and 5 MWh (medium), between 5 and 15 MWh (large) and above 15 MWh (very large). Fuel price30(pétrds) are updated regularly by the Market Observatory for
Energy,set upby the European Commission, and refe2@3. The brodband internet access prices (for the least expensive offer with line rental) come from the setdif on
broadband access pricgsiblished inMarch 2014 http://ec.europa.eu/digitaigenda/en/news/studgtailbroadbanehccessprices2013smart20100038.

I A S N S EN A S R S

Gas < 20. 11. 22. 13. 22. 14. 16. 20. 20. 28. 10. 19. 17. 20. 20. 10. 20. 19 15. 22. 4.2 17. 23. 31. 15. 9.2
20GJ 48 51 26 82 61 9 55 29 01 02 44 53 ’ 27 37 6 23 : 71 05 99 38 85 43 . 08 91 : . 83
20 GJ

< Gas 14. 11. 14. 13. 13. 11. 15. 17. 16. 15. 10. 15. 11. 13. 15. 9.4 13. 15. 10. 18. 4.2 14. 11. 18. 14. 9.3
<200 53 87 71 82 77 44 13 4 16 69 34 66 ’ 14 84 66 57 ’ 28 84 61 25 2 14 54 ’ 64 03 ’ : 67
GJ

S(?(')S i 13. 12. 13. 13. 12. 11. 14. 17. 15. 13. 10. 14, 11. 12. 15. 9.3 12. 13. 10. 16. 4.1 14. 11. 17. 13. 9.3
GJ 51 11 87 82 94 05 46 06 16 88 34 53 : 1 39 79 33 : 45 85 28 41 63 06 83 : 07 05 : . 8
Gas <

20 GJ 25. 13. 26. 31. 29. 18. 19. 24, 25 33. 13. 25. 21. 24, 22. 12. 31. 25. 18. 29. 7.9 23. 28. 49. 16. 11.
+ 66 81 93 38 65 62 78 67 65 05 97 ’ 48 65 53 99 : 55 49 51 34 55 02 12 : 64 71 ’ . 25
taxes

20GJ

z S(?g 18. 14. 17. 31. 18. 14. 18. 21. 20. 18. 12. 23. 14. 16. 17. 12. 22. 21. 13. 23. 7.9 18. 13. 34. 14. 11.
G+ 32 24 8 38 35 57 15 44 34 83 92 17 ’ 05 75 34 01 ’ 56 32 05 23 11 57 85 : 09 74 ’ : 35

taxes
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