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Chapter 1 : InformationE & &

Date/Time : October 31,2018 09:00~17:00
HER/I5E : 2018F10831H - 09:00~17:00

Venue : GIS MOTC Convention Center,3F
(No.24, Sec. 1, Hangzhou S. Rd., Zhongzheng Dist., Taipei City)
it SEREFEFEEPOIZ(EIEmmMNEE —ER245%)

Simultaneous Interpretation Service :

English/Chinese Simultaneous interpretation is availble free of charge
during the seminar.Please take your identity documents to the
simultaneous interpretation desk to exchange your simultaneous
interpretation headset.Before leaving,please remember to return the
headset and get your identity documents back.

BLOZFR - AGHAP - RXETOEZERY - FETREZERISOZFHEE
T EERESRERE KR RLECIE G -

Life-Long Learning Education Accreditation :

Civil service learning hours will be provided for Civil Servant.Please
make sure to sign in and sing out at registration desk.
PIHZEAERBBBUBRE  ARMINBILUEMABAERBEE - BHENE
WA EZENER -

Seminar Precautions :

MeEEEEIA -

-Smoking is prohibited at all times in the Venue.

-E 5N R R

-Please turn your cell phones off or switch into silent mode during all

sessions.

D BB R ERNFEEE N ERFEET
1



Chapter 2 : Agenda KXE &=

i RA(Time)

#&12(Agenda)

08:30-09:00

#i F|-Registration

09:00-09:10

FA%& B E-Opening Remarks
THHEEREZESEESENNER-MC_KBREAR
Mr. Chun-Tang Liu, Secretary General, Former Consumer Protection
Commission, Executive Yuan, Taiwan
Chair Professor; Department of Law, Fu Jen Catholic University

09:10-09:15

E#E S8 -Group photo

ER{EE#E-Keynote Speech

09:15-10:05

FiEA  THRHEEERESE-FXRES
Speaker:Dr. Wo-Chiang Lee, Member of Consumer Protection Committee,
Executive Yuan, Taiwan
& . ERRIFVEITT - EREHE A RE
Report:Financial Innovation, Regulation and Consumer Protection

10:05-10:20

R 2 I5/™-Break time

£—i% Session 1
FRHANEZBEHEZZES /IR ER-Ms. Larissa Bungo

Moderator:Ms. Larissa Bungo, Assistant Regional Director, Federal Trade Commission, U.S.A.

10:20-10:50

EHEA  INBEEEREMERER
Speaker:Mr.Biow-Chuan Lim, President, Consumers Association of Singapore
R MNBHEERENESEER
Report:The Concept and Practice of the Consumer Protection in Singapore

10:50-11:20

HE A AR HEEEE SR RBAELAER
Speaker:Mr. Lung-Ng Chong, Chief Complaints & Advice Officer,Consumer
Council, Hong Kong Special Administration Region
E 7 BIRHE A4 10 R AR T - 3R R BB SME I IR B
Report : Cross-border Consumer Dispute Resolution Mechanism — Current
Situation and Overseas Mechanism

11:20-11:40

E1E% APanelists
1= HEmMTEEEETAMMEERZEES-Mr. Joel Blank
Asia Pacific Regional Product Safety Officer, Consumer Product Safety
Commission, U.S.A.
2. HBEKREBERERZZ-Professor Ting-Tong Yen
Department of Financial Law,Ming Chuan University, Taiwan

11:40-11:50

Q&A

11:50-13:30

FERF”-Lunch

2




i5RA(Time)

#&2(Agenda)

8 15 Session 2
FEAMMBEEEREMNERER

Moderator:Mr. Biow-Chuan Lim, President,Consumers Association of Singapore

13:30-14:00

Em N =B E S ZEES BRI ER-Ms. Larissa Bungo
Speakers:Ms. Larissa Bungo, Assistant Regional Director, Federal Trade
Commission, U.S.A.

FREE SRR ERERE
Report :Advertising Trends and Issues

14:00-14:30

EEAREERFERMIZEREEREER-Ms. Cecilia Parker Aranha
Speakers:Ms. Cecilia Parker Aranha, Project Director, Competition and Markets
Authority, U.K.

FEAR LTS HEERELERIBEE
Report:Online Platforms: Challenges for Consumer Protection

14:30-14:50

B33k APanelists :
1. R AR B FER IR -Professor Andy Chen
Department of Financial & Economic Law Chung Yuan Christian University,
Taiwan
2. SRR AKBREIEE IR -Professor Fa-Chang Cheng,
Graduate Institute of Science & Technology Law, National Kaohsiung University
of Science & Technology, Taiwan

14:50-15:00

Q&A

14:50-15:20

R 215/ -Break time

% =15 Session 3
EHA  HEIFRFRMISEHEERER-Ms. Cecilia Parker Aranha

Moderator:Ms. Cecilia Parker Aranha, Project Director, Competition and Markets Authority,

U.K

15:20-15:50

BEEA  REIHEERERLQZEFE S HET-Mr. Manop Pisetkul
Speakers:Mr. Manop Pisetkul, Analyst, Professional Level, Office of the Consumer
Protection Board, Thailand
I HEEESNER
Report : Consumer Concepts and Trends

15:50-16:20

Him A . BEDHEERRIE-Ms. Jihong Cheon
Speakers : Ms. Jihong Cheon, Assistant Manager, Korea Consumer Agency
FREBREBFEEEE 2%
Report:Relationship Between Government and Consumers in Korea

16:20-16:40

B1z% APanelists
1.=ZEKBESEESHIEER-Ms. Larissa Bungo
Assistant Regional Director, Federal Trade Commission, U.S.A.
2. THIREBE B REEMRINSF 2:&-Mr. Jia-Sheng Chen
Senior Executive Officer, Department of Consumer Protection, Executive Yuan,
Taiwan

16:40-16:50

Q&A

16:50-17:00

BA& B #d-Closing Remarks
THREEERESHFAEEZEE-PERBFEENIEEEEER
Mr. Kai-Hsiung Yu, Member of Consumer Protection Committee, Executive Yuan
Chairman, Consumers’ Foundation, Taiwan

17:00-17:05

BHE &% Group Photo

3




Chapter 3 : Moderator Introduction
FRHANE

ZEEMESZEEEER

Ms. Larissa Bungo

Assistant Regional Director, Federal
Trade Commission, U.S.A.

M HEERENRRER

Mr. Biow-Chuan Lim,

President, Consumers Association of
Singapore

HERFATEEERER

Ms. Cecilia Parker Aranha

Project Director, Consumer
Protection Enforcement, Competition
and Markets Authority, U.K.




Chapter 4 : Speaker Profiles
R V)

Keynote Speech

Name : Dr. Wo-Chiang Lee
Job Title : Member of
Consumer Protection
Committee, Executive Yuan,

Taiwan

Wo-Chiang Lee is a Professor at the department of banking
and finance ,Tamkang University, and the Member of
Consumer Protection Committee,Executive Yuan, Taiwan.He
also serves on the board of directors of EUROC Venture
Capital Group and Mega Venture Capital Co., Ltd. He
received his PhD in Economics from National Chengchi
Work University, Taiwan in 1998. His research interests include
experience FinTech, financial engineering, risk management, financial
econometric, computational intelligence. His work is
published in the Journal of Operational Risk, Review of
Securities and Futures Market, Journal of Futures and Options,
Journal of Statistics and Management Systems, Asian
Economic and Financial Review, The Empirical Economics

Letters, and over 500 financial opinions articles, etc.
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Session 1, Report#1

Name : Mr. Biow-Chuan Lim

Job Title : President, Consumers

Association of Singapore (CASE)

Work

experience

Mr Lim is the Deputy Speaker of Parliament and the Member
of Parliament for Mountbatten SMC. He was first elected as
Member of Parliament for Marine Parade GRC in April 2006.
He was re-elected as Member of Parliament for Mountbatten
SMC in May 2011 and again in Sept 2015.

In addition to his Parliamentary duties, he also serves in the
following positions:

Chairman of Marine Parade Town Council,

President of the Consumers Association of Singapore (CASE);
Member, Government Parliamentary Committee (GPC) for
Transport and Member, GPC for Manpower.

He is a lawyer and has been in legal practice since 1989. He
IS a senior partner in Derrick Wong & Lim BC LLP and has
been appointed as a Notary Public and a Commissioner for
Oaths.

He also serves actively in church and is the Chairman of the
Local Church Executive Committee for Ang Mo Kio
Methodist Church.

Mr Lim was awarded the National Day award — Public
Service Medal (PBM) in 2001 for community services. He
had served as a community leader inJalan Besar constituency.
since 1990. He had also served for 3 years.in the Public
Transport Council.




Session 1, Report#2

Name : Mr. Lung-Ng Chong

Job Title : Chief Complaints & Advice

.| Officer, Consumer Council of Hong
& Kong

Education
LL.M. (University of London)

Professional Qualification
Accredited Mediator, Hong Kong International Arbitration

Centre.
Work

experience | \work experience
Over 25-year experience in Consumer Council of Hong Kong
Professional Qualification:Accredited Mediator, Hong Kong

International Arbitration Centre.




Session 2, Report#1

Name : Ms. Larissa Bungo

Job Title : Assistant Regional Director,

Federal Trade Commission, U.S.A.

Work

experience

Larissa L. Bungo is the Assistant Regional Director for the
Federal Trade Commission’s East Central Region, Ms. Bungo
joined the agency in 1995, and served as a staff attorney for
many years prior to her current position. On behalf of the
FTC, Ms. Bungo has litigated and investigated civil fraud
cases, including internet and business opportunity schemes,
foreclosure rescue, national advertising, consumer credit, and
debt collection matters. Ms. Bungo also served as a Special
Assistant United States Attorney for the Eastern District of
Pennsylvania, assisting with a mail and wire fraud
prosecution of several former FTC defendants. She enjoys
providing consumer education outreach, in particular, the
opportunity to help vulnerable populations such as youth
aging out of foster care and seniors detect, deter and defend
against fraud schemes. The FTC awarded Ms. Bungo the
Excellence in Supervision Award in 2014, and Janet D.
Steiger team awards in 2012 and 2008. Ms. Bungo received
her law degree from Case Western/Reserve University and
her undergraduate degree from the University of lowa.




Session 2, Report#2

Name : Ms. Cecilia Parker Aranha

Job Title : Director, Consumer
Protection Enforcement, Competition

and Markets Authority, U.K.

Work

experience

Cecilia Parker Aranha has been a Director, Consumer
Protection Enforcement, at the UK’s Competition and
Markets Authority since 2014. She has led a number of high
profile consumer protection enforcement projects, including
the CMA’s ongoing investigations into the online hotel
booking sector and online gambling.

Cecilia represents the CMA in the International Consumer
Protection and Enforcement Network, a global network of 60
consumer protection bodies, where, among other things, she
has been co-leading work on terms and conditions in the
digital economy.

Cecilia has been in lawyer in a variety of UK and Scottish
Government Departments for 17 years. She has advised on a
diverse range of issues from public law, human rights and
devolution to social security and energy. She has been
specialising in consumer protection law since 2010 and sits
on the Law Society of Scotland’s Consumer Law

Committee. Cecilia holds a degree.in Law and German and
an MSc by research in Social Policy both from the University
of Edinburgh.




Session 3, Report#1

Name : Mr. Manop Pisetkul

Job Title : Analyst, Professional Level,
Office of the Consumer Protection

Board, Thailand

Education
-Ramkhamhaeng University Master of Political Science
-Chulalongkorn University Bachelor of Political Science

Experience

-Policy and Plan Analyst, Senior Professional Level —
eXPErieNnce | Foreign Affairs Subdivision (2017-present)

-Head of Consumer Complaint Screening Center, OCPB
(2015-2017)

-Investigator at Advertising Division (2004-2015)

Work

10



Session 3, Report#2

|| Name : Ms. Jihong Cheon

Job Title : Assistant Manager, Korea

Consumer Agency

Work

experience

Jihong Cheon is an Assistant Manager for Domestic &
International Cooperation Team of Department of Public
Affairs at Korea Consumer Agency. In that role, she is
engaged in arranging international conferences such as Asian
Forum and Korea-China-Japan meeting on consumer policy.
Since she joined the KCA in 2013, Jihong also gained
experience working at the Department of Consumer Redress
and Department of Market Research. Especially at the market
research department, she had dealt with consumer matters
related to cross-border transactions. She received a
Bachelor’s degree in Economics and Trade and a Bachelor of
Arts degree in Chinese language and literature from
Kyungpook National University.

11




Keynote Speech :

FiEA  THRAFEERES-FARES
Speaker:Dr. Wo-Chiang Lee, Member of Consumer
Protection Committee, Executive Yuan, Taiwan
5 . ErliRIFAVEIFT - EIREEEERE
Report:Financial Innovation, Regulation and

Consumer Protection

12



Financial Innovation, Regulation
and Consumer Protection

Lee, Wo-Chiang

2

o

Member of Consumer
Protection Committee,
Executive Yuan, Taiwan

Oct. 31 2018, Taiwan

Outline

B Financial Innvation and FinTech

13




Joseph Schumpeter
(1883-1950)

INNOVATION, PROFITS
AND GROWTH

Peter Drucker:
(1909-2005)

INNOVATE OR DIE

14




B Financial Innovation

1s the act of creating new financial
instruments as well as new financial
technologies, institutions, and markets.

BFinancial Technology,FinTech)

usually references an organization where
financial services are delivered through a
better experience using digital technologies to
reduce costs, increase revenue and remove

friction.
g

FINTECH:

Digitally Disrupting
Financial World

15




maf“t prnvisioning

WEF(2015)- 6 Financial Services Innvation

Eu.lpua, % susudaﬂ

BRETT KING

WHY BANKING IS NO LONGER

SOMEWHERE YOU GO, BUT
SOMETHING YOU DO

BRETT KING

AAA

oy | . )
g

HOW CUSTOMER BEHAVIOUR

AND TECHNOLOGY WILL CHANGE

THE FUTURE OF FINANCIAL
SERVICES_

BANK 4.0

Banking Everywhere, Never at a Bank




FINTECH :

Silicon Valley takes
on Wall Street

Bill Gates

BANKING IS
NECESSARY

THE FINTECH ECOSYSTEM

Media

Academia Non-banks/disruptors

“Grassroots”

Industry associations
entrepreneurship

Banks
Federal & local
governments Infrastructure providers

FinTech

innovation

Regulators
Venture capital

Business angel
investor networks

ecosystem

Established IT &
software industry

Strategy and
technology consultants

Incubators/ Innovation labs &
accelerators think tanks
Collaboration platforms
& communities
B
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Mobile Paymnt

ICO

Initial Coin Offering

A ~

2y

Y 9bltcom

L crowD
= FUNDING

L FONDIN @
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= Asia-Pacific

= Middle East &
Africa

FINTECH CHALLENGES TO FINANCIAL
REGULATION AND STABILITY

Fintech has undoubted technological and
financial benefits, but the risks of
unsupervised complexity, data leaks and
threatened consumer rights require the firm
hand of regulation

19




1-MOBILE PAYMENT SECURITY RISKS

B[ osing your phone. It’s like losing your credit card.
B(Cyberthieves who spoof your mobile wallet.
BMMalware on your cellphone.

TRANSACT ION

2- P2P LOAN DEFAULT PLAGUE

Loan Defaults Plague Chinese P2P
Industry

Q By PYMNTS

so Pgmuccess ]
| Concer =2
@ IR e

\C
& cel B\ end\
,
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CHINESE P2P DEFAULT

The number of defaulted platforms has surged since June
The number of defaulted platforms by month in the past and present

® 2016

160 ® 2017
D 2018

140

120

100

80 LS

\ j g
60 \\ — = ‘-,\
\\ -’y g y \\
40 / R G
/ e o
\ g — ,,_7‘\ :
20 =S = E =
~— N . \’_7__,,7
— \\_.7_)_, . —
0
January  Feburary March April May June July August September October November Descember
Source: Home of Online Lending; Graphics by TechMode/Jiefei Liu
https://techcrunch.com/2018/08/01/the-dramatic-rise-and-fall-of-online-p2p-lending-in-china

CHINESE P2P DEFAULT

Most troubled P2P platforms are experiencing difficulties in returning capital
to investors
Types of troubled P2P platforms from 2016 to July 2018

600 Absconded with cash
B investigated by police

B Difficulty in withdrawing
money

400

200

2016 2017 2018

Source: Home of Online Lending; Graphics by TechNode/Jiefei Liu

hnp\u‘i:n‘\u:unn}x com/2018/08/01/the-dramatic-rise-and-fall-of-online-p2p-lending-in-china

21




3- 1CO SCAM

News > Business > Business News

Jordan Belfort: ICOs are the 'biggest
scam ever, says 'Wolf of Wall Street’

Mr Belfort's warning comes following a steep rise in the popularity of initial coin offerings

Emma Featherstone | Monday 23 October 2017 10:46 | 0 comments o o @ m N The Indepen

4- BITCOIN PRICE CRASH
Bitcoin (USD) Price cisng price CIEDY orLc

ih 12h 1d w im 3m ¥ All oct11, 2017 to Qct11, 2018 ¥ Expon
$2¢
i
10000
$7500
00
Apr e
Today's 5
— - < $6.550.73 Change ¥ $-333.04
f ~ ”}fﬁl? 6 . o pen Market Ca 0108T
%@adﬁ 69 v-5.08% Today's High  $6,550.73 . B J
. Supply 17,316,250
Today's Low $6,125.75
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Bitcoin crash: This man lost his savings
when cryptocurrencies plunged

by Michael Kaplan @CNNMoneylnvest
(D September 11, 2018: 7:59 AM ET

'Sean Russell

CREVEPTOCIIPDPEMNCY INVECTNOR
el MW § A R

5-HACKER HACK B ACCOUNT
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THE FACEBOOK AND CAMBRIDGE
ANALYTICA SCANDAL

April , 2018

The personal data of up to 87 million users, mostly in the
U.S., was obtained by an analytics firm that, among its other
work, helped elect President Donald Trump.

fac-- _ ~~ok

. Cambrldge
B = Analytica

HOW REGULATION AND CONSUMER
PROTECTION

BRegulatory Sandbox

B Responsible Innovation
BRegTech

BEU GDPR
BBlockChain

B Financial Inclusion
BFinancial Education

24




1-REGULATORY SANDBOX

The regulatory sandbox allows businesses to test innovative
products, services, business models and delivery
mechanisms in the real market, with real consumers.

| —

N 7 2015 2016.06  2016.09 2017
= anm
]

Sz ,
i +

THE SANDBOX SEEKS TO PROVIDE FIRMS WITH:

HMThe ability to test products and services in a controlled
environment.

BReduced time-to-market at potentially lower cost.

B Support in identifying appropriate consumer protection
safeguards to build into new products and services

M Better access to finance

BThe sandbox also offers tools such as restricted authorization,
individual guidance, informal steers, waivers and no
enforcement action letters.

25




TAIWAN’S REGULATORY SANDBOX

DEC. 29 ,2017

Taiwan’s Fintech regulatory sandbox law
passes‘“‘Act on Financial Technology Innovations
and Experiments”

Firms that have passed an assessment to use the sandbox
would be allowed to bypass — in part or in full — certain
regulations after gaining the approval of the Financial
Supervisory Commission (FSC) , the act stipulates.

TAIWAN ALSO HAVE

BMMoney Laundering Control Act
(2016.12.28 Amended)

B Financial Consumer Protection Act

B Act Against the Threats of Hacking

26




( Office of the
Comptroller of the Currency

2-RESPONSIBLE INNOVATION

ey FIRAMEWORK-OCC

Qutreach & Technical

Assistance

Awareness & Training

®Lstablishes ongoing dialogue with banks,
nonbanks (including financial technology
(fintech) companies), and other stakeholders

®Provides technical assistance to banks and
nonbanks

®Promotes awareness and understanding of
OCC positions and expectations

®Fosters OCC staff awareness of responsible
innovation and emerging trends

®Improves training and enhances the skills of
examiners and other OCC staff

®Develops processes to build and leverage
OCC experience and expertise

Coordination &
Facilitation

Research

@

.

Interagency
Collaboration

®Implements a process to streamline and
coordinate innovation-related decisions to
ensure transparent and timely responses to
inquiries

®(Creates a process for OCC participation in
bank-run pilots

® Assesses continuously the landscape and
trends in financial innovation

®Uses research and ongoing stakeholder
dialogue to inform OCC policy, supervision,
and analysis

®Uses existing communication channels to
share information and collaborate with
domestic and international regulators

27




The Financial Conduct Authority (FCA), a regulatory body in
the United Kingdom, describes RegTech as the “adoption of new
technologies to facilitate the delivery of regulatory requirements.”

BDynamic Regulation for Innovation, knowing your customer ,
monitoring fraud, catching money launders. detecting fake
accounts.

BKnow Your Customer (KYC) transformation to Know
Your Digital Account (KYD)

4- EU GDPR

** ** General

Data
Protection

A * Regulation
Sy A

The General Data Protection Regulation (EU) 2016/679
("GDPR") is a regulation in EU law on data protection and
privacy for all individuals within the European Union (EU)
and the European Economic Area (EEA). It also addresses
the export of personal data outside the EU and EEA areas.

Y& 25 MAY 2018
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3-FINTECH INNOVATION AND FINANCIAL
INCLUSION

Access to finance, financial inclusion and financial sector
development have long been major policy objectives. Over
the last century, a series of initiatives have aimed to increase
access to finance and financial inclusion, but these have
accelerated in the last decade as technological developments
combined with strategic policy support show potential for
progress beyond anything that has been achieved.

The World Bank’s 2017 Global Findex shows that

5 1 5 MILLION ADULTS

O A 200 MILLION BUSINESSES
LI

1 . 2 BILLION PEOPLE

80% OF ADULTS




The World Bank’s 2017 Global Findex shows that

PILLAR | PILLAR Il

6-BLOCKCHAIN
10 Advantages of Blockchain Technology

1.Transparency

2.Reduced transaction costs
3.Faster transaction settlements
4.Decentralization
5.User-controlled networks
6.Efficiency

7.Auditability

8.Traceability

9.Security

10.Feedback

PILLARII
PILLAR IV
I : ‘
/
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Blockchain Potential Applications & Disruption

The blockchain is radically changing the future of transaction based industries

Digital Rights e
Wagers @

Escrow u

THE BLOCKCHAIN

Private Markets 6

Debt e
Crowdfunding @

Derivatives

7- FINANCIAL EDUCATION

2014 S&P GLOBAL FINLIT SURVEY

BThe survey is based on interviews with more than 150,000
adults in over 140 countries.

Mt also aims to provide information to policy makers,
regulators, the private sector, and academics to empower
them to develop effective financial education policies and
programs.

707 Worldwide,
w7 /0
330] of adults in the US 35 U]g
0 are financially literate, SFbricnd
of adults worldwide compared to
are financially NN 07 3 0 U]o
literate v /0
of women are
of adults financially
worldwide literate
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CONCLUSION

Financial
Innovation

Regulation

Consumer
Protection

THANK YOU
FOR YOUR =
ATTENTION
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Session 1 :

Em A MIBGHERMEMRERER
Speaker:Mr. Biow-Chuan Lim, President,
Consumers Association of Singapore
+& . NBCHE B RENETEETS
Report:The Concept and Practice of the

Consumer Protection in Singapore
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’
CASE

CONSUMER PROTECTION
BEST PRACTICES IN SINGAPORE

Mr Lim Biow Chuan
President

Consumers Association of Singapore

2018 Workshop on Concepts & Trends of Consumer Protection
31 October 2018

We Hear, We Inform, We Educate, We Protect

Brief Introduction

2Consumers Association of Singapore (CASE) was
formed in 1971 by a group of civic-conscious
individuals and the Singapore National Trades
Union Congress to champion the rights of
consumers in the market place.

Jlt is a general consumer body affiliated with
Consumers International

alt is a Non-Government Organisation (NGO) ‘:'

CASE

We Hear, We Inform, We Educate, We Protect

34




Vision & Mission

Vision — A consumer-friendly Singapore

Mission — To champion consumers’ interests and
promote fair trading

CASE

We Hear, We Inform, We Educate, We Protect

The Role of CASE

1. Educate consumers on their rights

2. Assist with consumer complaints and encourage
mediation

3. Promote fair trading

4. Advocate for improvements to consumer
legislation to protect consumers

CASE

We Hear, We Inform, We Educate, We Protect

35




1. Education Programmes

CASE conducts regular talks and seminars

aTalks on consumer protection laws [e.g. Consumer
Protection (Fair Trading) Act]

aTalks to consumers/businesseson “Lemon Law”

aWhat to look out for in different types of transactions

- Motor vehicles

- Insurance; banking/financial institutions
- Jewellery

- Beauty packages

Travel agencies ‘.'
0

CASE

We Hear, We Inform, We Educate, We Protect

Publicity and Education

2Collaboration with media to educate consumers
- A bi-weekly consumer column in Lianhe Wanbao
- Articles in lifestyle magazines like Her World
- Periodic press releases to highlight unfair practices by
businesses

aNumber of media reports (over last 5 years)
- 2017:480
- 2016: 604
- 2015:784
- 2014:707

- 2013:429 ‘.'
0

CASE

We Hear, We Inform, We Educate, We Protect

36




Publicity Reports

40% ofall grouses in 2017 against
autos, beauty, home renovation,
electrical and electronic goods

5T B Fub douy

Charles

Car industry tops
Case complaints
list — for 6th year

tove car over the years,
mwpum-ln»uunpn
cent In 2007," Case noted. Com-
plaiats sbout cars with defocts
have raen for three years 2.2 row.

The car induntry 1 agais ot (e top
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Last year, Care received 2005
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onsumer education in
mmm..mmqpugmu-

“We observed on increming
trend i the percentage of defec-

faz peactice undes the Consmnet
Proection (Fair Tradng) Act 10

e s spcoming motoring road
Aow s March.

The conmumer watchdog will shvo
Takae awarenens of pe

Consamers with curveat eare
sl dipertes can smecach Case
for help om 6100-0313 or at
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For assistance/clarification,
call CASE 6100 0315 or
visit www.case.org.sg

GOT A CASE? COME TO CASE

Protecting consumers since 1971 -

Protecting consumers
against defective goods

| I o Te—

[ R ——

For assistance/clarification,
call CASE 6100 0315 or

Comremer sy bawp the Sebncrim goocs ant

LEMON LAW §

)

visit www.case.org.sg
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Ads were displayed over the train panels for a period of two months
Estimated outreach of 1.62 million commuters

CASE

We Hear, We Inform, We Educate, We Protect




The Consumer

Quarterly publication with the
latest issues and trends in
consumer matters to
empower consumers to make
wise purchase decisions

CASE

We Hear, We Inform, We Educate, We Protect

Consumer Product Safety

The Consumer Products, Standards and Testing
Committee selects test projections based on the
following considerations:

2Healthy/Safety

aPerformance/Efficacy

aAwareness/Education

CASE

We Hear, We Inform, We Educate, We Protect
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Testing/Survey Projects

Jewellery that’s not

worth its weight in gold' ,
e, | W AR Toy test reveals toxic results

gold, overcharge buyers: Mpﬂ ....::'.",‘..'. —r: :...."'.‘."‘"'E‘.':.‘.‘:.“J:

-

oo b 24 e it iy, o o Y L o G
o
.

- - -, o i
Vo ek B by ol e e o B e e e

CASE

We Hear, We Inform, We Educate, We Protect

Testing/Survey Projects

e T |

;-IN( V\l 7)( )l\,l i 11||t;1u.\mn\|r.\

A CHANNEL NEWSASIA

Reusable water bottles sold here
mostly did not leach BPA: CASE

Out of 20 different reusable plastic water bottles tested, Bisphenol A was only
detected in one of them, and it was within the acceptable limit, says the Consumers
Association of Singapore.

The Case 1=t Invohed TG the Clastic totmes wen detiec = howpteg themm st 40 0eg € %r 34 hours. The wartey was then
seete ot Brrhenct A vummwmrmmnnc.ammm e 13 A MIP 3 S0ty SN B Mk Dertiamen)
P Lnnary BPA ievess 3nc heart trotiens 1S dstetrs AOTO OO

CASE

We Hear, We Inform, We Educate, We Protect

39




2. Complaints Management

QOConsumers approach CASE for DAdvise on alternatives if

advise on their complaints negotiation fails

i | Jotail - Mediation
HOkicer evaluatedetails = Small Claims Tribunals
JProvide advice on options = Commence civil claim

available

OAssist consumer to deal with ~ @Ways to contact CASE

problems directly whenever ) Wa”f'in
possible > Hotline
> Fax

JNegotiate on behalf of

= Online .
consumer if required ‘.'

CASE

We Hear, We Inform, We Educate, We Protect

Consumer Complaints

2017
215,744 complaints

077.12% resolution rate

aRecovered $2.13 million

CASE

We Hear, We Inform, We Educate, We Protect
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CASE Mediation Centre

JCASE Mediation Centre was set up in 1999

aThe mediators are volunteers from a wide array of
professions, and this ensures that our mediators
have no vested interest in the dispute resolution
process

270% to 80% resolution rate for disputes

CASE

We Hear, We Inform, We Educate, We Protect

Mediation

2 CASE encourages businesses and consumers to attend
mediation for a “win-win” solution to their disputes

JWe have presently 93 active impartial mediators, who are
independent of CASE

aMany of whom are professionals like lawyers, accountants,
engineers, ophthalmologists

aThey help parties to come to amicable solution

CASE

We Hear, We Inform, We Educate, We Protect
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3. Promote Fair Trading - CaseTrust

OAccreditation scheme to ensure consumer confidence

QParticipating companies commit to abide by the following

standards:
o Consumer-friendly Policies
o Ethical Advertising
o Business Practices and Systems
o Dispute Resolution Mechanism for Complaints

aFor businesses that collect deposits, we push them to
provide insurance to protect consumers from business
failure

We Hear, We Inform, We Educate, We Protect

CaseTrust

Spa and Wellness Renovators (and RCMA Members)

Employment Agencies Jewellers (and SJA Members)

Direct Sellers (DSAS Members) School Bus Service Operators (SSTA
Members)

Storefront Businesses Motoring Businesses (SVTA
Members)

Hair and Cosmetology Businesses
(HACOS Members)

Gold Status Accreditation Scheme:

Applicable for any Blue Status achiever + awards/recognition by Industry ‘:’

As at 15 October 2018, there are 944 accredited entities CASE

We Hear, We Inform, We Educate, We Protect
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CaseTrust

Wide publicity for
CaseTrust and its

accredited businesses
alnformation listed on
government websites
aTelevision shows & radio
programmes
aNationwide
advertisements at bus
shelter and magazines

CASE

We Hear, We Inform, We Educate, We Protect

4. Advocate for Improvements to
Consumer Legislation

Consumer Protection

(Fair Trading) Act (CPFTA) FAIR e

OCPFTA came into effect on TRADING Py
1 March 2004 X YOU

OAmendmentsin 2009, O da

9 L I o
. 4
>

2012 and 2016

OTo protect consumers
from unfair business
practices

JResult of years of CASE
lobbying

Revised 2018 Edition

!A'é!
We Hear, We Inform, We Educate, We Protect
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Consumer Protection
(Fair Trading) Act

Do or say anything, or omit doing or saying anything, if as a

result, a consumer might reasonably be deceived or misled
JMake a false claim

OTake advantage of a consumer if the supplier knows or ought

reasonably to know that the consumer

o Is not in a position to protect his own interests
o Is not reasonably able to understand the character, nature, language or
effect of the transaction or any matter related to the transaction

JCommit any of the 24 unfair business practices specified in the
Consumer Protection (Fair Trading) Act ‘:'

CASE

We Hear, We Inform, We Educate, We Protect

2012 Amendments

JAmendment to introduce concept of Lemon Law
on defective goods

dTook effect on 1 September 2012

aConsumers can ask retailers on defective goods for
4 remedies: Repair, Replace, Reduction in Price or
Refund

CASE

We Hear, We Inform, We Educate, We Protect
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2016 Amendments

JCPFTA was further amended to strengthen existing
measures that may be taken against errant
suppliers who persist in unfair trading

JSPRING Singapore (Competition and Consumer
Commission of Singapore from April 2018 onwards)
was given investigate and enforcement powers
H,
0

CASE

We Hear, We Inform, We Educate, We Protect

Role of CASE under CPFTA

2 CASE may invite errant retailers to enter into a
Voluntary Compliance Agreement (VCA) to agree to
stop the unfair practices and/or compensate affected
consumers

aSince 2004, CASE entered into 22 VCAs with errant
suppliers

2An errant retailer who persist in unfair practices will
be referred to CCCS for investigation, with a view of
taking up an injunction against the retailer 9
()

CASE

We Hear, We Inform, We Educate, We Protect
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VCA — Case Study

dThe business sells electrical devices claiming that
their electrical devices can save up to 30% of the
electrical bills, improves the power factor of
household appliances, etc

JCASE’s scientific testing on the products did not
confirm the business’ claims

dTherefore, CASE persuaded business to sign VCA

CASE

We Hear, We Inform, We Educate, We Protect

Injunction— Case Study

aln 2006, CASE obtained an injunction against a photo studio business offering
makeover and photo services

aThe business called consumers over the telephone telling them that they had
won a free makeover and photo package

JAfter consumer attended at the shop and completed the free makeover and
photoshoot, he was pressured by the staff into agreeing to pay for a new
makeover package costing more than $1,000

dConsumer was held in the photo studio for few hours

aJWhen consumer regretted, business said there could be no refunds,

cancellation or transfer to third parties ‘.'

JCASE stepped in to persuade business to cease such unfair practice CASE

We Hear, We Inform, We Educate, We Protect
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International Relations

To assist local consumers in overseas disputes, CASE
signed Memorandums of Understanding (MOUs) with
the following counterparts:

2China Consumers’ Association, 2005

2Consumer Coordination Council (India), 2010
aFederation of Malaysian Consumers Association, 2010
aMacao SAR Government Consumer Council, 2010
aNational Consumer Affairs Center of Japan, 2015

2 Korea Consumer Agency, 2017 ‘:'
CASE

We Hear, We Inform, We Educate, We Protect

Thank you

We Hear, We Inform, We Educate, We Protect
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Session1 :

Em A BB HEEEEERFNEAE R LA EE
Speaker:Mr. Lung-Ng Chong, Chief Complaints &
Advice Officer, Consumer Council, Hong Kong Special
Administration Region
F 78 : BRI B AU 40 thn sl AR SR - 3R 5 A8 IME HI R
Report : Cross-border Consumer Dispute
Coordination and Settlement Mechanism-Current

Situation and Overseas Mechanism.
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j
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(HRITER o
= eR ) EeEa $3,057,000 $3,098,000 $4,304,000

e 2 160 143 55

EIRE

(ARIRTTE ) $1,717,000 $1,790,000  $692,000
% %5 e e 3,208 3,940 3,668

( BE AR

IZ4E ) =W45E  $10,683,000 $10,838,000 $22,853,000
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CONSUMER COUNCIL

REIRZ IR GBI IR EREF

30,000

25,098 24,881
25,000

20,276
20,000

15,000
10,000

5,000

e 8% 2681 11% 3.875 20%
o ;

2016 2017 1-9/2018
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1-9/2018
HEFE 2 0 4
ARIZIER (B HETRE) 6 444 2,025
B8 / WESH 3 8 26
RFER 8 22 12
Hith 4 1 7/
Mt 23 478 2,126
ESEE $75,800  $2,052,000 $7,609,000
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SEAL 1-9/2018

eSS 0 15 27
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BHES 1 2 9
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Hith 2 6 6
fact 4 88 161
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International Consumer Protection
and Enforcement Network
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design A

2018 Workshop on Concepts
and Trends of Consumer
Protection

Cross-border Consumer Dispute
Resolution Mechanism - Current Situation
and Overseas Mechanism

Mr. Lung-Ng Chong

Chief Complaints & Advice

Officer Consumer Council, Hong

Kong HREEAR

=1
CONSUMER COUNCIL

31 October 2018

HBEEZA®
CONSUMER COUNCIL

Cross-border Consumer Disputes -
Major Categories

Outbound Tour, Air-ticket Inbound tour
& hotel package designated shops

- Service quality, delay & - Forced purchase, price
poor schedule dispute, product quality

Online reservation —local
& cross-border

-

- Delay & change schedule
(air-ticket), no reservation
record (hotel)

design B

10/28/2018
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CR L HESZA®
AL © CONSUMER COUNCIL

Cross-border Consumer Complaint Statistics

Cross-border Consumer Complaint Statistics

esaif 252 265 276
( Tour, Air-ticket &
ST o ) $3057,000  $3,098,000  $4,304,000

160 143 55

[Inbound Tourist
from mainland ) [lel¥sid
SRl o0 o $1717,000  $1,790,000  $692,000

Online reservation Pt 3,208 3,940 3,668
( local & cross-
border ) $10,683,000 $10,838,000 $22,853,000

CR L HESZA®
AL © CoNSUMER COUNCIL

Percentage of Tourist Complaint

30,000

25,098 24,881
25,000

20,276
20,000
15,000

10,000

5,000

8% 11% 3875 20%
0 2,088 2,681

2016 2017 1-9/2018
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R CHREZAY
CONSUMER COUNCIL

Cross-border Consumer
Complaint Handling — Present
Situation

« Ordinary tourists to Hong Kong
— Conciliation
— About 250 - 280 cases per year

« Mainland tourists of Inbound tour — shopping at
designated shops

— Case referred to Travel Industry Council of HK
— About 150 cases per year

FEHREZAR
CONSUMER COUNCIL

Cross-border/Online Consumer Dispute —
New Categories

HEEFERTWHE NEICREBDTN BAEOE
Ry

dpro PEIDE] Tt
B b g v FLEV % o
P AIRIT1443

design B
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HEEZA®
CONSUMER COUNCIL

Case illustration — E-payment

@, C made payment of $3,300 via WeChat

Pay to mainland seller for a puppy

‘ l Non-delivery of puppy, no refund by seller

' C sought help from WeChat Pay but was
advised to report to police in the mainland

°| C attempted to file an online complaint with mainland
police but was told it would be available to mainland
citizens only 7

QK& HESZA®
CONSUMER COUNCIL
Vaccination - Complaint Statistics

Nature of Complaint 2016 2017 1-9/2018
Sales Practices 2 0 4
Delay/Non-delivery 6 444 2,025
Price Disputes 3 8 26
Quality of Services 8 22 12
Others 4 1 7

Total 23 478 2,126
Amount Involved (HK$) $75,800 $2,052,000 $7,609,000 .

design B
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Cash on Delivery — Complaint Statistics

Nature of Complaint 1-9/2018
Sales Practices 0 47 98
Suspected Spurious Goods 0 15 27
Quality of Goods 0 17 15
Quality of Services 1 2 9
Price Dispute 1 1 9
Others 2 6 6
Total 4 88 161
9
HESZA®

D €

CONSUMER COUNCIL

Cross-border Case illustration — Online Game

Not cost effective to
attend meeting

overseas

In 2ndround, T

requested C to

attend meeting HQ office. C
counter-proposed T sending
representative to meet him in HK

design B

10/28/2018
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FEBREEAR
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Cross-border Case Referral Mechanism —
Present Situation

« Memorandum of Understanding (MoU) signed with
more than 20 sister organizations in Macao and
mainland China

Principle of Collaboration:
« Handle cross-border consumer complaints promptly
« Information exchange for consumer alert
« Sharing and training on consumer protection

) \,K/I \

| e

11

FEBREEAR
CONSUMER COUNCIL

Cross-border Case Referral Mechanism —
New Development

« MoU signed with overseas counterparts

May 2017
- MoU signed with Korea Consumer Agency (KCA)

- 24 cases referred since May 2017

- HKCC — KCA (22 cases) St AU X}
- KCA — HKCC (3 cases) G2ttt

Korea Consumer Agency

June 2018

MoU signed with National Consumer Affairs Center (NCAC)

11 cases referred
HKCC — NCAC (11 cases)
NCAC — HKCC (0 case)

Communication by Email in English

@ NCAC

EBREEC 9~

12
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Cross-border Case Illustration 1
Case referral HKCC — KCA

C purchased a train ticket for his
son, age 13, at a convenience
store in Korea. However, his son
was fined for use of ticket for
children below 12.

After 3 rounds of
conciliation, the Case referred to KCA

convenience store for handling.
agreed to reimburse
the find to C.

18

N

3 Chis a0
Cross-border Case Illustration 2
Case referral KCA — HKCC

C purchased air-ticket from a HK
airline via its mobile platform. Later,
C cancelled the booking without
knowledge/information of any
surcharges incurred on the platform.

v ase handled by HKCC. It wag
Airline arranged full ‘ : found that airline did not
refund to C. state relevant T&C in Korean
on its mobile platform.

design B

10/28/2018
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Cross-border Consumer Dispute Resolution
Mechanism — Overseas Mechanism

3 SOSA Bt HEEEFTHEBHE

Secure Online Shopping Association

= HIFRATE -

: ; oA :
AR | ) | | 2
wanE Ml 25NR L RIERA

FER

15

HESZER®

CONSUMER COUNCIL
Cross-border Consumer Dispute Resolution
Mechanism — Overseas Mechanism

e (International Consumer Protection
and Enforcement Network)

— A membership organisation consisting of
consumer protection law enforcement authorities
from across the globe.

— Law enforcement authorities of 60 countries

ICPEN

International Consumer Protection
and Enforcement Network

16
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CONSUMER COUNCIL
Cross-border Consumer Dispute
Resolution Mechanism - Way Forward

« Anticipated ever-increasing cross-border
consumer transactions (travel & online shopping)
+ Online Dispute Resolution (ODR)

— Create and connect to a reliable online platform to
handle cross-border consumer disputes across the
globe

[|be

17

FEHREZAR
CONSUMER COUNCIL

Cross-border Consumer Dispute Resolution
Mechanism — Challenges & Opportunities

Challenges Opportunities
-Choices of jurisdiction - Fast, low-cost & effective
dispute resolution
-Publicity & Promotion '
(trader/consumer - Data-mining for analysis

participation)

- Use of Al & big data
-Network security & privacy

issues
- Management & monitoring

-Sustainable & cost-
effectiveness of platform

18

design B
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EE AN EEEREZZEEEIEER-Ms. Larissa Bungo
Speakers:Ms. Larissa Bungo, Assistant Regional
Director, Federal Trade Commission, U.S.A.

TR ESEEMRRE

Report :Advertising Trends and Issues.
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Consumer Protection Workshop:
Advertising Trends and Issues

Larissa Bungo
U.S. Federal Trade Commission
Taiwan — 2018

Federal Trade Commission

U.S. Federal Trade Commission

The FTC works for the consumer to
prevent fraudulent, deceptive and unfair
business practices

Dual Missions: Competition and
Consumer Protection

Federal Trade Commission




Overview

* The FTC Act prohibits deceptive practices, including
misleading advertising

» Advertising is deceptive if it misleads consumers as
to its source or nature

» Advertisers, agencies and influencers are all
responsible for compliance

Federal Trade Commission

an act or practice
is deceptive if:

* it 1s likely to mislead consumers

« who are acting reasonably under the
circumstances, and

« 1t would be material to their decision to buy
or use the product.

FTC Deception Policy Statement, .
appended to Cliffdale Associates,
Inc., 103 F.T.C. 110, 174 (1984)

Federal Trade Commission




QOutline

 What 1s an advertisement?

 Why is it important for consumers to recognize
advertisements?

* What can consumer protection authorities do to
ensure transparency in online advertising?

)

Federal Trade Commission

What can consumer protection authorities do to
ensure transparency in online advertising?

* Business guidance
» Consumer education

* Enforcement

Federal Trade Commission




Same truth-in-advertising
standards apply regardless
of the kind of product you
sell.

FIL'S INTEREST IN

DECEPTIVE ENDORSEMENTS

Same truth-in-advertising
standards apply regardless
of how and where you
advertise.

Federal Trade Commission

FEDERAL

®" The connection between advertiser G L v

and endorser wasn’t clearly

disclosed to consumers

DECISIONS

MARCH 16, 1915
TO
JUNE 30, 1919

" The ad mimicked the look of

editorial content

Federal Trade Commission

63
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FTC Guides Concerning Use of Endorsements and
Testimonials in Advertising

* Endorsement is an advertising message that
consumers believe reflects the views of someone
other than the sponsoring advertiser

* Guiding principle: Endorsements must be honest and
not misleading

)

Federal Trade Commission

FTC ENDORSEMENT GUIDES

When there exists a connection between the
endorser and the seller of the product that
might materially affect the weight or
credibility of the endorsement (i.e., the
connection is not reasonably expected by
the audience), the connection must be fully
disclosed.

ey

Federal Trade Commission




If the disclosure of information is
necessary to prevent deception, the
disclosure must be clear and
CONSpICUOUS:

Manclaim
l\l\u \nllllnl'

‘..'\uht‘ \ Ko

‘-.\\l‘ (

(.hu u|uo
i s l\‘

Federal Trade Commission

Must Disclose Material Connections
Between Advertisers and Endorsers

Part IV

Federal Trade pe— —
o . isclosure of materia
Commission connections.

16 CFR 255 When there exists a connection
g’“'des Concerning the Use of between the endorser and the seller of
ndorsements and Testimonials in R .
Advertising Federal Acquisition the advertised product that might
Regulation; Final Rule materially affect the weight or
medlblllt\ of the encloxsement (i.e., the
connection is not reasonably expected

by the audience), such connection must

be fully disclosed.

Federal Trade Commission
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Skechers case
Expert Endorsement:

é "After performing a six-week
il clinical trial testing the benefits of

IMF’ROVES

CULAHON

°’Lﬂ“‘~£ : z confident in recommendmg them to
SCLES :
patients to increase their low back
endurance and improve gluteal
strength. Patients also benefited
meth € © s from weight loss and improved body
MUSCLES P KNEE JOINT 2 ~ ¥, "
STRESS NE—— composition.

s tying your shoslaces!

— Dr. Steve Gautreau, California

P

Federal Trade Commission

FTC v. Reverb (2010) m&

:/ NLI:

iTunes App Reviews were posted by Reverb’s own employees posing as independent users or consumers:
* “Amazing new game”
“ONE of the BEST”
“[Game developer] hits another home run with [game being reviewed]”
“Really Cool Game”
“GREAT, family-friendly board game app”
“One of the best apps just got better” and
“[Developer of gaming application being reviewed| does it again!”
Order required Reverb to remove any previously posted endorsements that misrepresent the
authors as independent users or ordinary consumers @

Federal Trade Commission
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instant Blood Pressure
Measure blood pressure No cuff required.

using only your iPhone. Y310 1 1 9

Qatolx

Start New Moasurement

Description Description Description

Federal Trade Commission

Review in the Apple App Store

Great start ***%**

by ARCHIE1986 — Version — 1.0.1 —Jun 11, 2014

This app is a breakthrough for blood pressure monitoring. There
are some kinks to work out and you do need to pay close attention
to the directions in order to get a successful measurement but all-
in-all it’s a breakthrough product. For those having connection
problems, consider trying again. I have experienced a similar issue.
It is also great that the developer is committed to continual
improvements.

This is a great start!!!

Federal Trade Commission
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Federal Trade Commission

Do the Endorsement Guides apply to social media?

* Yes, principles apply to all platforms:
— Personal blogs You

— Facebook

rl | N
— Pinterest "‘“‘
— YouTube A4

\ A

— Instagram

®

Federal Trade Commission




ADT LLC (2014)

» Tips to Remember From National Safe at Home
Week

» by Alison Rhodes, The Safety Mom
»  Written by Safety Mom August 30, 2010

) » This blog could go on forever since there are so
ADT had paid her and two other many things to consider about being safe at

spokespersons $300,000 and home. But, here are a few of the top things to
provided two of them with free keep in mind:
systems (worth $4,000 each)

» “Safety Mom” appeared on
Today show promoting ADT’s
Pulse Home Monitoring System

* Get a security and home monitoring system I'll
admit, I never had one before but now that I
have the ADT Pulse system I can't imagine
living with out it. We used to have dogs which
made me feel much safer but now I'm a single

mom living in a home without dogs . . . E

Federal Trade Commission

THE FTC'S ANALYSIS

Do consumers understand that
what they’re looking at is an ad?

Is the connection between the
endorser and the advertiser
clearly disclosed?

®

Federal Trade Commission




Deutsch LA (ad agency) (2014)

— Deutsch LA urged its * Employees posed as consumers
employees to create and failed to disclose their
excitement about the “game connection to Deutsch or Sony,
changing” technological Deutsch’s client.
features of Sony’s
PlayStation Vita through a
Twitter campaign --

#gamechanger.

Federal Trade Commission

po Thumbs UP #GAMECHANGER - check out
~ the new PlayStation Vita

w
Q el v

w One thing can be said about PlayStation
~ Vita. It’s a #gamechanger

9 PS Vita [ruling] the world. Learns about it!
. /| Us.playstation.com/psvita #GAMECHANGER

Q 0

. /| The gaming #GameChanger

o, 0

| Got the chance to get my hands on a PS Vita and I'm amazed
how great the graphics are. It's definitely a #gamechanger!

> G 0T

In the Matter of Deutsch LA (consent order)
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I love Wild. I wear it every day as a ...
By Sheri Matarese on July 26, 2016
Scent Name: Aromaflage Wild ~ Size: 4 Fluid Ounce
[love Wild. Twear it every day as a perfume. It also really works to keep the
bugs away. It smells very musky and woodsy. Its [sic] an amazing product.

AROMAFLAGE® 50ML

* rx
Both men and women love it.
By Stacey Tompkins on July 26, 2016
Scent Name: Aromaflage Wild ~ Size: 4 Fluid Ounce
We use this at our lakehouse all summer. Both men and women love it....Our
guests are happy and with no bug bites[.]

hn/rw/hu/h.

E 3
|

* %%

Finally felt like a lady outdoors
By Melissa Matarese on July 26, 2016
Scent Name: Aromaflage Wild ~ Size: 4 Fluid Ounce
[ wouldn’t have survived my last trip to Nevis without this. Finally felt like a
lady outdoors. It works too. no [sic] bites!

L

Five Stars
By Mary Denker on July 28, 2016
Scent Name: Aromaflage Wild ~ Size: 4 Fluid Ounce
Was the must have item on my trip to the Costa Rican jungle.

In the Matter of Mikey & Momo, Inc.

Machinima

MACHINIMA

Machinima is a video entertainment
K company that paid video game
XBOXONE influencers to create game play
D YouTube videos promoting Xbox
One games.

It had considerable control over the
videos’ content. Influencers could
not say anything negative.
S, Machinima did not require any
&l e o disclosures and many influencers
. | made no disclosures.

Federal Trade Commission
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Clear and Conspicuous explained

Disclosures should be unambiguous — easy to understand

— Don’t use industry jargon, words or phrases that are ambiguous or
unfamiliar, unfamiliar icons or abbreviations, and don’t rely simply
on a company logo or brand name

Disclosures should be placed where consumers will look, in the
advertising message to which they relate

— Not under a “more” or “disclosure” button

They should stand out so consumers will notice and read (or hear)
them

— In font size and colors consumers can easily read on screen

— Not in a clutter of hashtags, tags, or fine print

Federal Trade Commission

 Failed to adequately disclose
it paid online influencers
$1,000s to post positive
gameplay videos on
YouTube and social media;
sponsored videos viewed 5.5 T
million times e —

Middie-earth: Shadow of Mordor Gameplay - KIIING
Khrosh the F ! HD PC Gameplay

“. “This video is sponsored

Disclosures appeared only e —— A
below “show more” fold T s ne rasds shis tar

what are you doing
snooping around.”

Some only disclosed free
advance games, not $$$$

Federal Trade Commission
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Lord & Taylor (2016)

* Paid 50 online fashion “influencers”
to use #DesignLab and post
Instagram pictures of themselves
wearing the same dress without
disclosing that Lord & Taylor had
given the dress + $$$ and arranged
for article in Nylon

Cannot misrepresent that paid
commercial ads are from
independent source; monitoring of
endorsers required

Federal Trade Commission

I happilygrey

killa_fanpage_click_in myfashionmission

Earlier this week enjoying the warmer temps and
@lordandtaylor new #DesignLab collection feat. this breezy
handerkerchief dress #summerready #boho @

Federal Trade Commission

Lord & Taylor (consent order)
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. ’ giulianarancic

9,729 likes

giulianarancic Can you spot my latest
obsession? (Hint: it's on my heel but you
can barely see itlll) Love high heels. Hate
Blisters. Not lesving the house without
#CompeedUS in my bag this summer.
Lout @Walgreens #musthave
gsobsessions e

Presakiryakoza @chanel509

'melis_henry @jen_mir not sure how it
works

brig_mo @marykate_no_gshley_
rosellaloduca @akrzezewski heeeee
giultyyyy

kat_hamilton @laneborgida
4vrmygrlz | need this&

mapyOM0 Metoo AR A

tammycruz47 Cute shoes

P

Federal Trade Commission

Cole Haan, 2014

(closing letter)  Entry in a contest and sweepstake to
receive a significant prize in exchange for
endorsing a product through social media
constitutes a “material connection” that
would not reasonably be expected by
viewers of the endorsements.

Just posting an image can be an
endorsement.

P

Federal Trade Commission
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The Do’'s and Don’ts for
Social Media Influencers

FTC PRACTICES
TO AVOID

@ F2 N2 §
./
Clearly DISCLOSE DON'T ASSUME
when you have a
financial or family
relationship with a
brand

followers know about
all your brand
relationships

E Don't assume

Ensure your disclosures BUILT INTO
] social media platforms
iIs HARD TO MISS are sufficient

R O

Don't use AMBIGUOUS
Treat sponsored tags, DISCLOSURES like
inciuding tags fn “Thanks,” #collab,
pictures, LIKE ANY #sp. #spon.
OTHER endorsement or fFambassador

On image-only
ms like Don’t rely on p
SUPERIMPOSE disclosures that people ¥
DISCLOSURES over the will see only If they

images it st Federal Trade Commission

Source: Federol Trode Commission

2017 FTC INFLUENCER
WARNING LETTERS

On some devices and platforms, people see only a few
lines. Disclose material connection above the “more”
button.

When multiple hashtags or links are used, readers may
not read them all, especially when they’re at the end.

Can you be sure consumers understand what your
shorthand means — #sp, #collab, “thanks”?




On image-only
latforms like Snapchat Don’t use AMBIGUOUS
g o : DISCLOSURES like

SUPERIMPOSE “Thanks,” #collab,
DISCLOSURES over the #sp, #spon,
HuE [ or #ambassador

NATIVE

Federal Trade Commission




THE FTC'S ANALYSIS

Do consumers understand that
what they're looking at is an ad?

Is the connection to the
advertiser clearly disclosed?

Federal Trade Commission

DECEPTIVE FORMAT
Health AR,

SPECIAL REPORT: Will Ferrell Packs On
Muscle in Just 3 Weeks Using These 2
Muscle Supplements That Celebrities
Love.

ASSEENON: MAXIM Yruavsor  MeskHealth Will Ferrell reportedly lost 18 Ibs
of fat and gained 20 Ibs of
muscle in just 3 weeks with Elite
Test 360 and Ripped Muscle X.

"l couldn't believe how easy it was
| didn't have to change my diet or
my daily routine at all. The fat
melted off like butter while adding
huge muscle.”

-Will Ferrell

FTC v. Tarr Inc. (stipulated order)
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NATIVE ADVERTISING

= NYLON = ==

0V
“%:m LLOSET

® e
this season's v
must-have line 1

out
'.'.“s‘y‘m sl

from our friends

Lord & Taylor (consent order) Federal Trade Commission

THE FTC'S ANALYSIS

Ads are deceptive if they convey to consumers
expressly or by implication that they’re independent,
impartial, or from a source other than the sponsoring
advertiser — in other words, that they’re something
other than ads.

Material connection must be clearly and
conspicuously disclosed.

Advertisers must monitor what influencers and
affiliates do on their behalf.

Influencers and affiliates have an independent
obligation to honor truth-in-advertising laws.

P

Federal Trade Commission
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Many guides available: R

Advertising & Privacy Disclosures
in a Digital World

The FTC’s Endorsement Guides
What People Are Asking

Federal Trade Commission

Questions and follow-up welcome

Contact information:

Larissa Bungo
lbungo@ftc.gov

Federal Trade Commission
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Session 2 :
Him N RERFBFRTEAERER
-Ms. Cecilia Parker Aranha
Speakers:Ms. Cecilia Parker Aranha, Project Director,
Competition and Markets Authority, U.K.
FTEARLES-HEBRRELIFAIMEE
Report:Online Platforms: Challenges for Consumer

Protection
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TAIPEI, 31 OCTOBER 2018

& 2018 WORKSHOP ON CONCEPTS AND TRENDS OF CONSUMER PROTECTION
@)

ONLINE PLATFORMS:

CHALLENGES FOR CONSUMER PROTECTION

CECILIA PARKER ARANHA, DIRECTOR,
CONSUMER PROTECTION ENFORCEMENT

COMPETITION AND MARKETS AUTHORITY (UNITED KINGDOM)

OUTLINE

® Introduction and background
® Challenges for consumers
® Challenges for enforcers
® Challenges for policy makers

® Solutions?




N

INTRODUCTION TO ONLINE PLATFORMS

®* Why should we care about online platforms?
® Prevalence of platforms
® Reliance on platforms by consumers and businesses

® “Dominance” of online platforms

®* What are online platformse
¢ Online — web, mobile, app
* Offering services to consumers

® Acting as intermediaries

N

THE ONLINE PLATFORM ECOSYSTEM

Online Platforms: At the heart of the Digital Economy — European Commission Infographic
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CHALLENGES FOR CONSUMERS

® Too much choice

® Lack of transparency

® Predictable irrationality

CHALLENGES FOR CONSUMER PROTECTION
ENFORCEMENTS AUTHORITIES - LEGAL

® Definitions:

®* “Traders” and “Consumers”

® “Agents” and “Intermediaries”
* Liability

® Jurisdiction and choice of law




l CHALLENGES FOR CONSUMER PROTECTION
ENFORCEMENT AUTHORITIES

® Identifying breaches

P

® Consumer awareness
® “Black Box™ algorithms

® Information asymmetry
® Measuring impact/harm

® Remedies

CHALLENGES FOR POLICY MAKERS

® Online platforms vs bricks and mortar

® Keeping up with the technology
® Innovation vs regulation

®* One size fits all?




SOLUTIONS?

® Platform transparency
® Behavioural research
® Enhanced investigation and enforcement powers

® Global regulation

ANY QUESTIONS?

Online Platforms: Challenges for Consumer Protection
Cecilia Parker Aranha, Director, Consumer Protection Enforcement
Competition and Markets Authority (United kingdom)

31 October 201 8, Taipei




Session 3 :
HEm A . REHEEREWAEEESWED
-Mr. Manop Pisetkul
Speakers:Mr. Manop Pisetkul, Analyst, Professional
Level, Office of the Consumer Protection Board,
Thailand
T8 HEEMENEE

Report : Consumer Concepts and Trends
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CONSUMER POLICY TREND

Workshop on Concepts and Trends of Consumer Protection
Taipei, Taiwan
31 October 2018

OFFICE OF THE CONSUMER PROTECTION BOARD (OCPB)
THAILAND

1. CONSUMER PROTECTION IN THAILAND




2. CONSUMER TREND

Shopping

.

Complaint

Dispute
resolution |

/

2. CONSUMER TREND (CONT.)

2.52
0
40% of all Trillion

purchasing Baht

530,000

Online-
shops




2. CONSUMER TREND (CONT.)

Unsafe product on Facebook/Amazon market

LED Eyelash

Just using the lash adhesive and stick it
on your eyelid.

'

/ 7, 1{r;r

2. CONSUMER TREND (CONT.)

LED Eyelash

The close and constant exposure to UV QR N

ra Id lead to the devel f «. &‘
ys could lead to the development o y

cataracts and macular degeneration il

down the road.
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2. CONSUMER TREND (CONT.)
LED Eyelashes

2. CONSUMER TREND IN THAILAND (CONT.)

Unsafe product on Facebook market




3. REGULATIONS BY GOVERNMENT

Business registration

Receive complaint

Consumer redress

Market monitoring

Educated consumers

3. REGULATIONS BY GOVERNMENT (CONT.)




4. COMPLAINT DATA

Consumer Complaint to OCPB

6000
5000
4000

3000

2000

Total complaints

1000

Complaint online - -
Call Center 1166

E-mail

m2017
m2018

Mobile Application

4. COMPLAINT DATA
Classification of complaints

3000

2500
g 2000
§ 1500
o
2 1000

500

; Real Estate Product Services

m2017 2095 2487 2251
=2018 2162 1779 992




4. COMPLAINT DATA

Consumer complaint on online shopping

1000
900
800
700
600
500

400
300
20!
-md P

Jan Feb Mar Apr May Jun Jul Aug Oct Nov Dec
m2017 |53 136 213 550 680 983 440 414 233 382 359 360

(=]

o

o

m2018 149 175 206 224 208 174 210 260 226

Manop Pisetkul (Mr.)

Plan and Policy Analyst, Senior Professional Level
International Cooperation Section

Office of the Consumer Protection Board

The Prime Minister’s Office

Tel. No. (66) 2141 2280

Thank You !




Session 3 :

HEm A . BEDHEERRFIE-Ms. Jihong Cheon
Speakers : Ms. Jihong Cheon, Assistant Manager,
Korea Consumer Agency
TR ERNFEEEER 2%
Report:Relationship Between Government and

Consumers in Korea
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Relationship between the
government and consumers in Korea

2018 Workshop on Concepts and Trends of Consumer Protection
(31 October 2018, Taipei City, Taiwan)

Jihong Cheon
Assistant manager / Domestic & International Cooperation Team

Korea Consumer Agency(KCA)

History of consumer policy development in Korea

Rights and duties by entities

How Korean consumer policy approaches
‘consumers’?

&’ Korea Consumer Agency
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History of consumer policy development in Korea

€’ Korea Consumer Agency

History of consumer policy development in Korea

1980's 1990's & 2000's 2006~
Beginning of CP Growth of CP Consumer Sovereignty
e Consumer Protection Act (1980) ® Door-to-door Sales Act (1991) e Consumer Protection Act —
o Standardized Contracts Act e Installment Transactions Act Framework Act on
(1986) (1991) Consumers(2006)
e Establishment of Consumer
e Establishment of Korea Protection Bureau in KFTC ® KFTC became the .SOI?
Consumer Protection Agency (1996) competent alithorty fn CR(008)
(1987) o Fair Labeling & AdvertisingAct ~ ® Making a Framework for
(1999) Consumer Policy Plan (2007)

e Product Liability Act (2000)

@ Consumer Protection Act on E-
Commerce (2002)

&’ Korea Consumer Agency
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History of consumer policy development in Korea

Protection
Act Consumer

(1980.1) protection

v Changes in the
consumption environment

v Improvement of
consumer awareness

v Digitalization Framework
v Globalization Act on
Consumers
(2006.9)

Promotion of
consumer rights
and interests

& Korea Consumer Agency

Major revisions to the Framework Act

Changes in purpose of the law and the basic direction of consumer policy

» Consumer protection — promotion of consumer rights and interests

Changes in system of implementation of consumer policy

* Ministry of Finance — Fair Trade Commission

Adoption of system for efficient consumer redress and prevention

» Consumer group lawsuit system, collective dispute mediation system

Change in name of Korea Consumer Agency and adjustment of work priorities

» Consumer Protection Board — Korea Consumer Agency

Strengthened duties of each entity, such as the governments, enterprisers, consumers

&’ Korea Consumer Agency
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7 | Rights and duties by entities

C, Korea Consumer Agency

Consumer policy system in Korea

Consumer Policy Committee

! !

Korea Fair Trade Commission

Consumer

Organizations

Central Administrative Agencies
(18 departments incl. MOEF, ME, etc.)

17 Local Governments

£ \

(Composition)

2 Chairpersons

- Prime Minister, head of
civilian members

23 or fewer members

- Heads of the central
administrative agencies®,
the president of KCA,

civilian members
* 8 Departments incl. KFTC,
MOEF, MOIS, MAFRA, MOTIE, etc.

Korea

> Consumer

Agency

¢’ Korea Consumer Agency
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Structure of Framework Act: 1

1 sections, 86 provisions

Title

Section 1 General Principles

Contents

Purpose, definition, relationship with other laws

Section 2 Consumer’s rights & duties

Basic rights and duties of consumers

Section 3 Duty of national and local
governments and enterprisers

Duties of the national/local governments and enterprisers

Section 4 Consumer policy
implementation system

Section 5 Consumer organizations

Establishment of consumer policy, Consumer Policy Committee, international
cooperation

Activity of consumer organizations, registration and subsidy grants ‘

Section 6 Korea Consumer Agency

Section 7 Consumer safety

Establishment of Korea Consumer Agency, duties, executives and BOD,
accounting/auditing

Protection of vulnerable population, consumer safety measures, collection of
injury information

Section 8 Resolution of consumer
disputes

Section 9 Investigation procedure

Section 10 Supplementary provisions

Complaints processing by enterprisers, remedy for damages by KCA, mediation
of consumer disputes, class action

Inspection and data submission, request for consumer information ’

Corrective measures, rights delegation, entrustment of duties

Section 11 Disciplinary measures

Penalties, fines ‘

C Korea Consumer Agency

Rights and duties of consumers

5 major duties of consumers

@ Right to be protected from danger

and injury

@ Right to be provided with knowledge

and information
@ Right to make free choice
@ Right to reflect opinions
@ Right to receive damage
compensation
@ Right to receive education

/1_\

(1) Duty to make right choice

@

(2) Duty to exercise basicrights

@ Duty to make an effort to absorb
knowledge and information

@ Duty to engage in independentand
rational action

@ Right to organize groups and conduct

activities

@ Right to enjoy consumptionin safe

and pleasant environment

@ Duty to engage in resource-saving,
environmentally-friendly
consumption activity

O Korea Consumer Agency
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Duties of national/local governments

Basicduties

Duties by policy areas

® Enactment, revision, abolition of
related laws and decrees

® Re-organization and
improvement of administrative
organizations

® Establishmentand
implementation of necessary
policies

® Support and promotion of
consumers’ healthy and
independent organization
activity

® Local consumer protection
e Hazard prevention
e Optimization of quantity and size

e Enactment of labeling/advertising
criteria

® Transaction optimization

® Consumer information provision
® Improvement of consumer ability
e Personal information protection
® Resolution of consumer disputes
e Testing and inspection

" Korea Consumer Agency

Duties of enterprisers

Transaction duties

Policy duties

e Measures to prevent occurrence
of hazards

® Prohibition of illegal transactions

e Faithful and accurate
information provision

® Personal information protection

e Consumer damage
compensation

® Cooperation on policies to
promote consumer rights and
interests

® Cooperation upon request for data
and information by consumer
groups and the Korea Consumer
Agency

e Efforts to develop
environmentally-friendly
technology and recycle resources

e Adherence to hazard prevention
standards, labeling standards,
advertising standards, personal

information protection standards
&’ Korea Consumer Agency
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Consumer organizations
- Guarantee of
Constitution 5 _—
consumer protection activities (§124)

Framework Consumer Consumer .
Act on - S Subsidy
e organization  organization it
activities registration pay

& Korea Consumer Agency

Activities of consumer organizations

M Recommendation of policies related to consumer rights and interests

 Tests and inspections regarding size, quality, safety, environmental-
friendliness

™ Investigation and analysis regarding transaction terms and methods
™ Investigation and research regarding consumer problems

& Consumer education

& Consumer counseling, information provision

& Recommendation to reach an agreement

M Independent dispute settlement

&’ Korea Consumer Agency
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Activities of Korea Consumer Agency

Study and recommendation of systems and policies regarding consumer rights and interests

Tests and inspections regarding size, quality, safety, environmental-friendliness

Tests and analysis regarding transaction terms and methods

M i K K

Information collection/provision and international cooperation for promotion of consumer
rights and interests, improvement of safety and consumption patterns

K

Education, PR and broadcasting activity for promotion of consumers' rights and interests, safety
and competence development

e

Consumer complaints processing and redress

M General study and investigation to promote consumers' rights and interests and rationalize
consumption patterns

™ Investigation requested by the national or local governments for promotion of consumer rights
and interests

& Other work for promotion of consumer rights and interests and safety

&’ Korea Consumer Agency

Ex-ante Prevention Ex-post Remedies

£\ Consumer Policy Study/

%/ TransactionImprovement Consumer Counseling

(Complaints handling)

/1 Consumer Safety/ /\
\/\i) \ Q Consumer Redress
‘4

(@9) Test& Inspection ..o
A CDSC
. (Consumer Dispute
o

Settlement Commission)

}é{@} Consumer Education

Consumer Information

C Korea Consumer Agency




3 How Korean consumer policy approaches ‘consumers’?

&’ Korea Consumer Agency

Consumer policy considers consumers that they are..

3

Participants

4.

Prosumers

€’ Korea Consumer Agency
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Consumers as subjects to be protected

Consumer policy

Changesin
environment

Next steps

¢ Consumer Protection Act(1980)
¢ Various consumer related laws and regulations
¢ Recall system

e The spread of the Internet

¢ Reducing information asymmetry, increasing the bargaining power of
consumers(group purchase, reverse auction), etc.

e Difficulties in securing credibility of consumer reviews, new consumer problems

e Consumers still need to be protected with constant policy attention to some
sectors and areas.

* New consumer safety issues emerging as a result of developmentsin technology,
problems with consumer transactionsthrough new transaction methods

* Policies for specific consumer groups need to be pursued.
¢ The elderly, the handicapped, and multicultural families, etc.

& Korea Consumer Agency

Case : BMW fires in South Korea

® 38 cases of BMW fires occurred in 2018.

® The Ministry of Land, Infrastructure and Transportannounced that BMW Korea voluntarily recalled 106,317
vehicles to fix a faulty componentthat might cause fires in the engine area of 42 different models.

® The number of BMW vehicles that have yet to undergo inspection fell to 15,092.(as of 15 August)

® The KCA called for BMW to make clarification regarding its vehicle-related injuries and take active recall

measures.

G Korea Consumer Agency

104




Consumers as subjects to self —advocate their own rights

e Full revision of Consumer Protection Act to Framework Act on Consumers
e Establishment of Article 5 ‘Duties of consumers’
Consumer policy » Supporting activities of consumer organizations
e Introduction of class action by consumer organizations

¢ The spread of consumer rights awareness

e Gradualincrease in the number of applicationsfor consumer counseling and
environment redress
¢ Black consumer

Changesin

* Wide application of class action suit

Next steps . . .
¢ Prevention of consumer damage with consumer influence on the market

&’ Korea Consumer Agency

Consumers as participants

e Consumer representatives are included as members of the committee of
consumer policy

¢ (Consumer organizations) participation in the measures pursued by the

Consumer policy central government
¢ (Individual consumers) complaints/reports of illegal acts, participation in
public competitions for projects organized by governments
Changesin e Increasing consumer demands for participation in consumer policy
environment
e Consumer needs to be a partner driving forward policies together, not simply
Next steps a participant.

&’ Korea Consumer Agency
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Case : ‘radon mattress’ scandal

® 21 mattress models from a local bed-maker were found to contain the [T GRS
radioactive material radon Radon s responsible for 8
® Arousing people’s attention to consumer safety 2],000 EEQTI;‘ASY

lung cancer

e Strengthening policy response of the government deaths per year

- Consumer safety takes up a separate section (Section 7) of the Basic

Consumer Act
C Korea Consumer Agency

Consumers as prosumers

¢ Develop various initiatives to promote the industries where prosumers are

Consumer policy active.
» Content, energy, 3D printers, etc.

Ehesoe & ¢ Innovation of prosumer spreads into a ‘Maker Movement’.
environment

¢ As prosumers become active, new consumer issues arise.

Next steps » Matters related to consumer safety and responsibilities, unfairtransaction
between platforms and prosumers

¢’ Korea Consumer Agency
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Thank you for listening!

For contacting & networking :
Jihong Cheon

jihong627 @kca.go.kr
+82-10-4841-8692

0 Korea Consumer Agency
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