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Executive Summary

Introduction

The Social Science Research Centre of The University of Hong Kong (SSRC) was
commissioned by the Office of the Privacy Commissioner for Personal Data (PCPD)
in March 2014 to conduct a survey of public opinion regarding person-to-person
direct marketing calls (i.e. person-to-person calls to promote or advertise products or
services, etc.). This survey aims to understand the number of person-to-person (P2P)
direct marketing calls received by the public as well as their responses and perception

of such calls.

Research Methodology

This survey was conducted by using Computer Assisted Telephone Interviews (CATI).
The sample of residential telephone numbers was generated from the latest English
residential telephone directory by dropping the last digit, removing duplicates, adding
all 10 possible final digits, randomizing order, and selecting as needed. The target
respondents were Cantonese, Putonghua or English speaking and aged 18 or above. A
bilingual (Chinese and English) questionnaire was used to collect data. Fieldwork
took place between 11th March and 17th March 2014. Sample sizes of 534
respondents were successful interviewed. The contact rate was 30.3% and the
overall response rate was 78.6%. The width of a 95% confidence interval was at
most +/- 4.2% and weighting was applied in order to make the results more
representative of the general population. Statistical tests were applied to investigate
if there is any significant association between demographics and the response
variables. Only the significant findings at the 5% level (2-tailed) are presented in the
report.

Key Findings of the Survey

After weighting by age and gender of the respondents to match with the Hong Kong
population data compiled by the Census and Statistics Department (C&SD) for
end-2013, over half were female, over three quarters were aged between 21 and 60,
over a third had tertiary/degree education or above and over half of them were either

employees, self-employed or employers.
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The results are compared with the summarized results of the public opinion survey
commissioned by the Office of the Communication Authority (OFCA) in 2008 on the

-1
same topic .

There was a statistically significant increase in the proportion of respondents who
claimed that they had received P2P direct marketing calls from 84% in 2008 to 91%
in 2014 and a statistically significant increase in the number of direct marketing calls
received in the past 7 days by respondents, with the percentage who reported that they
had received 6 or more direct marketing calls in the past 7 days increasing from 8% in
2008 to 23% in 2014.

In normal response to P2P direct marketing calls, nearly half of the respondents in
both 2008 and 2014 would “indicate to the caller at the very beginning that they were
not interested” (49% in 2014). On the other hand, there is a statistically significant
drop between 2008 and 2014 in the percentage of respondents who would “listen first
to see whether they were interested in the information and would discontinue the call
if they were not interested” (2008: 46%; 2014: 28%). In 2014, 21% of respondents
would discontinue the call immediately (exact 2008 figure unknown, but is at most
11%).

There was a similar distribution in the reported proportion of calls involving use of
personal data for P2P direct marketing calls in the 2008 and 2014 surveys. In both
2008 and 2014, 55% of respondents reported that more than 40% of P2P direct

marketing calls received by them involved the use of their personal data.

Similar proportions of respondents who had ever requested the callers not to call them
again after receiving P2P direct marketing calls involving use of their personal data
for the two surveys (2014: 39%). The common reasons for not asking these callers
to stop calling in 2014 were: “respondents hung up” (25%), “not useful” (20%) and
“unaware of the legal right” (17%).

There was a statistically significant increase in the percentage of callers who would
continue to call even though they had promised not to call again (30% in 2008 to 42%

in 2014), while there was no statistically significant change in the percentage who

" The summarized results are an Appendix in the Legislative Council document “LC
Paper No. CB(1)240/09-10(04)”, available here:
<http://www.legco.gov.hk/yr09-10/english/panels/itb/papers/itb1109cb1-240-4-e.pdf>
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would honour this request (14% in 2014).

The percentage of respondents who reported that they had got benefits from P2P
direct marketing calls showed a statistically significantly decrease from 13% to 6%
between 2008 and 2014. “Lower price or discounts” and “receiving more
information” were the two most quoted benefits in both 2008 and 2014 surveys. The
percentage of respondents who had made commercial transactions during P2P direct
marketing calls showed a statistically significant decrease from 21% to 16% between
2008 and 2014.

The same proportion of the respondents (81%) reported that P2P direct marketing
calls had ever caused inconvenience to them in both 2008 and 2014 surveys, while
“Waste my time” was the most often reported type of inconvenience in both the 2008

and 2014 surveys.

Only 4.4% of the respondents who had received P2P direct marketing calls from
callers who had their personal data had ever made a complaint about receiving
unwanted direct marketing calls.  About four-fifths of the respondents who
complained (79.9%) had complained to the company that made the direct marketing

call and none had complained to the PCPD or the Consumer Council.

The respondents who had received P2P direct marketing calls not involving the use of
personal data were also asked whether they had made a complaint. Only 2.4% of the
respondent had ever made a complaint about receiving unwanted direct marketing

calls not involving the use of personal data.

In summary, the proportion of respondents receiving frequent P2P direct marketing
calls (6 or more calls per 7 days) has increased greatly from 8% to 23% between 2008
and 2014. Fewer respondents (6%) are reporting commercial benefits, while the
overwhelming majority of respondents (81%) report inconvenience, primarily wasting
their time. Most respondents would complain to the company that made the direct
marketing call if personal data is involved (if no personal data is involved, they have
little recourse), but the proportion of callers who continue to call after promising to

stop has now risen to 42%.
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Chapter 1 Introduction

The Social Science Research Centre of The University of Hong Kong (SSRC) was
commissioned by the Office of the Privacy Commissioner for Personal Data (PCPD)
in March 2014 to conduct a survey of public opinion regarding person-to-person
direct marketing calls (i.e. person-to-person calls to promote or advertise products or

services, etc.).

This survey aims to understand the number of person-to-person direct marketing calls

received by the public as well as their responses and perception of such calls.
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Chapter 2 Survey Methodology

2.1 Survey Design

Survey data were collected through telephone interviews between 4pm and 10:30pm
on 11th March 2014 to 17th March 2014. A structured questionnaire was used to
collect information from the target respondents. All telephone interviews were
conducted using the Computer Assisted Telephone Interview (CATI). Interviews
were conducted in the language of the respondents (either Cantonese, English or

Putonghua).

A random sample was drawn from 8,637 residential telephone numbers. These
numbers were generated from the latest English residential telephone directory by
dropping the last digit, removing duplicates, adding all 10 possible final digits,
randomizing order, and selecting as needed. The Chinese residential telephone
directory was not used because the total number of telephone numbers included is less
than that included in the English residential telephone directory. This method
provides an equal probability sample that covers unlisted and new numbers but has a
lower contact response rate than pure directory sampling, because it includes some

invalid telephone numbers that need to be screened out.

Where more than one eligible person resided in a household and was present at the
time of the telephone contact, the ‘Next Birthday’ rule was applied, i.e. the household
member who had his/her birthday the soonest was selected to answer the

questionnaire. This reduced the over-representation of housewives in the sample.

2.2 Target Respondents

The target respondents of the telephone interviews were all adults aged 18 or above.

2.3 Questionnaire

A bilingual questionnaire was designed by the SSRC and approved by the PCPD.
Most of the questions were closed-ended and anticipated responses could use

pre-coded responses.
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2.4 Pilot Survey

Before the actual survey, a pilot survey of randomly selected households was
conducted to test the questionnaire and to identify any problems prior to the survey
proper. Results from the pilot survey are not included in the subsequent compilation

and analysis of the main study.

2.5 Enumeration Result

During the main survey, 8,637 telephone numbers were tried. =~ Among the
households reached, 1,612 respondents were not available at that time, 116
households refused and 29 answered only part of the questionnaire. A total of 534
respondents were successfully interviewed by using the CATI system. The contact
rate was 30.3% and the overall response rate was 78.6%°. Table 2.1 shows the

breakdown of final status of all numbers tried.

Table 2.1: Final status of all numbers tried

Type Final status of all numbers tried” Number of cases
1 Successful interview 534
2 Drop-out case 29
3 Refusal case 116
4 Language problem 21
5 Respondent ineligible (i.e. aged under 18) 1
6 Business line 306
7 Respondent not available 1,612
8 Appointment 1
9 No answer 2,051
10 Busy tone 184

* Contact rate = the number of answered telephone calls divided by the total number of calls attempted,
i.e. from Table 2.1, Sum of (types 1 to 8) / Total = (534+29+116+21+1+306+1,612+1) / 8,637 = 30.3%.
? Response rate = the number of successful interviews divided by the sum of the numbers of successful
interviews, drop-out cases and refusal cases, i.e. from Table 2.1, (type 1) / (type 1 + type 2 + type 3) =
534 /(534 +29 + 116) = 78.6%.

* “Drop-out case’: eligible respondents who initially accepted the interview but failed to complete the
questionnaire. ‘Refusal case’: eligible respondents who refused to accept the interview. ‘Language
problem’: eligible respondents who were not able to speak clearly in either Cantonese, English or
Putonghua. ‘Invalid number’: not a valid telephone line (because we used a random method to
generate telephone numbers, see section 2.1).
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11 Fax machine 339

12| Invalid number 3,406

13 Answering machine 37
TOTAL 8,637

2.6 Overall Sampling Error

The survey findings are subject to sampling error. For a sample size of 534, the
maximum sampling error is + 4.2%° at the 95% level of confidence (ignoring
clustering effects). In other words, we have 95% confidence that the population
proportion falls within the sample proportion plus or minus 4.2%, based on the

assumption that non-respondents are similar to respondents.

The table below serves as a guide in understanding the range of sampling error for a

sample size of 534 before proportion differences is statistically significant.

95% Confidence Level
Maximum Sampling Error by Range of Proportion Response

Proportion response

Sample size

(n=534) 109/90% | 20%/80% | 30%/70% | 40%/60% | 50%/50%

+2.5% +3.4% +3.9% +4.2% +4.2%

Sampling error

As the table indicates, the sampling error is at most 4.2% for a sample size of 534.
This means that for a given question answered by the respondents, one can be 95%
confident that the difference between the sample proportion and the population
proportion is not greater than 4.2%.

2.7 Quality Control

All SSRC interviewers were well trained in a standardized approach prior to the

commencement of the survey. All interviews were conducted by experienced

> As the population proportion is unknown, 0.5 is put into the formula of the sampling error to produce
the most conservative estimation of the sampling error. The confidence interval width is:

0.5*%0.5
534

+1.96 x x100% =4.2%

Social Science Research Centre, HKU 11
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interviewers fluent in Cantonese, Putonghua and English.

The SSRC engaged in quality assurance for each stage of the survey to ensure
satisfactory standards of performance. At least 5% of the questionnaires completed

by each interviewer were checked by the SSRC supervisors independently.

2.8 Data Processing and Statistical Analysis

This survey revealed some differences in gender and age proportions when compared
with the Hong Kong population data compiled by the Census and Statistics
Department (C&SD) for end-2013. The sample proportions of age groups 41-60 and
over 70 were much higher than the corresponding population proportions, while the
sample proportions of age groups 21-40 were much lower than the corresponding
population proportions. The sample also contained a higher proportion of females
when compared with the population. Table 2.2a shows the differences in terms of

age and gender.

Table 2.2a: Comparison of the age and gender distribution between this survey and
the Hong Kong population data compiled by the C&SD for mid-2013

. Hong Kong population data
Age This survey (Mid-2013)*
Group Male Female Total Male Female Total
% of Total | % of Total | % of Total | % of Total | % of Total | % of Total

18-20 1.14 2.84 3.98 2.14 2.03 4.17
21-30 3.79 4.17 7.95 7.22 8.79 16.02
31-40 4.17 5.68 9.85 1.47 10.95 18.42
41-50 10.23 14.02 24.24 8.37 11.03 19.40
51-60 10.23 15.91 26.14 9.45 9.89 19.34
61-70 5.11 7.39 12.50 5.74 5.72 11.46
Over 70 5.68 9.66 15.34 5.01 6.19 11.20
Total 40.34 59.66 100.00 45.40 54.60 100.00

*Provisional figures obtained from the C&SD

In view of the demographic differences between this sample and the population,
weighting was applied by gender and age in order to make the results more
representative of the general population. The weights are calculated by dividing the
proportion of a particular age and gender group of a gender in the population by the
corresponding proportion in the sample (Table 2.2b).
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Table 2.2b: Weights applied by age and gender

Age Male Female

18-20 1.879553807 0.716074537
21-30 1.906931459 2.110387517
31-40 1.793152363 1.926649042
41-50 0.818807717 0.786939754
51-60 0.923621410 0.621620626
61-70 1.122846233 0.774299786
Over 70 0.881758979 0.640341661
Age data missing 1.000000000 1.000000000

The Kruskal-Wallis test and Spearman’s rank correlation are carried out without
weighting as SPSS is unable to handle non-integer weights for these two tests.
However, all proportions quoted in this report have been adjusted by applying the

above weightings.

All results are presented in percentage form unless otherwise stated. For tables
presented in this report, figures may not add up to totals due to rounding.
Comparison of data was performed using cross tabulations and one-way frequency
tables. Statistical tests using sample weighting were applied to study the significant
differences between sub-groups. Associations between selected demographic
information and responses of selected questions were examined by the Kruskal-Wallis
test and Spearman’s rank correlation. Significance testing was conducted at the 5
level (2-tailed).

The statistical software, SPSS for Windows version 20.0, was used to perform all

statistical analyses.

Social Science Research Centre, HKU 13
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Chapter 3 Profile of All Respondents

Respondents provided information such as gender, age, education level and
occupation.

3.1 Gender

Figure 3.1 indicates that, after weighting by age and sex, 54.5% of the respondents
were female and the remaining 45.5% were male.

Figure 3.1: Gender of all respondents

Male

Female 45.5%

54.5%

(Base: All respondents = 534)
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3.2 Agegroup

Figure 3.2 shows that, after weighting by age and sex, over three quarters of
respondents (73.2%) were aged 21-60, while over one-fifth of them (22.7%) were
aged over 60 and the remaining (4.2%) were aged 18-20.

Figure 3.2: Age group of all respondents

25.0%

0, 0,
200% o 194%  193%

16.0%
15.0% +-----------Jll ----- - - - - -
10.0% +-----------J0t ----- - - - - -
so% |- 42% L F
0.0% j : :

18-20 21-30 31-40 41-50 51-60 61-70 Over 70

(Base: All respondents excluding "refuse to answer" = 528)
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3.3 Education level

Figure 3.3 indicates that, after weighting by age and sex, about half of the respondents
(48.4%) had an education level of secondary/ matriculation. More than a third of
them (36.9%) had tertiary/ degree education or above, while the remaining (14.6%)

had primary education or below.

Figure 3.3: Education level of all respondents

Primary or below
14.6%

Tertiary / degree
or above
36.9%

Secondary /
matriculation
48.4%

(Base: All respondents excluding "refuse to answer" = 529)
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3.4  Occupation

Figure 3.4 shows that over half of the respondents (55.6%) were either employees
(51.0%), self-employed (3.5%) or employers (1.1%). The remaining respondents
(44.4%) who were not working included the unemployed or retired (19.6%),
home-makers (17.9%) and students (7.0%).

Figure 3.4: Occupations of all respondents

Employee (mainly office work) 41.7%

Employee (mainly non-office work)

Self-employed

Employee (half time office work and
half time non-office work)

Employer

Unemployed or retired F 19.6%

Home-maker 17.9%

7.0%

0.0% 10.0% 20.0% 30.0% 40.0% 50.0%

Student

(Base: All respondents excluding "refuse to answer" = 530)
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Chapter 4 Findings of the Survey

In this chapter, the analysis covers questions about respondents’ experience and

perception of receiving person-to-person direct marketing calls.

The sub-group analyses were performed based on the breakdown of respondents’
demographic information including gender, age group, educational level and,
occupation to see if there were any significant associations between these
demographic factors and the areas being investigated. The responses of “don’t

know/hard to say”, “not applicable” and “refuse to answer” have been excluded from

all the sub-group analyses in this chapter.

All proportions quoted in this report have been adjusted by applying the weights for
age and sex listed in Table 2.2b, although the Kruskal-Wallis test and Spearman’s rank
correlation are carried out without weighting as SPSS is unable to handle non-integer

weights for these two tests.

Only significant results at the 0.05 level are discussed.

4.1  Re-grouping of variables

Some of the responses have been re-grouped into smaller number of categories in
order to make the sub-group analyses more robust. Table 4.1a shows how the
demographic variables have been regrouped while Table 4.1b illustrates how the
responses of some questions in the main questionnaire were combined.

Social Science Research Centre, HKU 18
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Table 4.1a: Re-grouping the responses of demographic information (Q13-16)
Origin Re-grouped level
Demographic Sample Sample
variable Original level size Re-grouped level size
(weighted) (weighted)
Male 243 Male 243
Gender
Female 291 Female 291
Age group 18-20 22
18-30 107
21-30 85
31-40 97 31-40 97
41-50 102 41-50 102
51-60 102 51-60 102
61-70 61
Over 60 120
Over 70 59
Primary or below 77 Primary or below 77
i(‘iflgatlon Secondary / matriculation 256 Secondary / matriculation 256
Tertiary / degree or above 195 Tertiary / degree or above 195
Employer 6
Employer / Self-employed 24
Self-employed 18
Employee (mainly office Employee (mainly office
221 221
work) work)
Employee (mainly 34 Employee (mainly
. non-office work) non-office work) /
Occupation Employee (half time office Employee (half time office 49
work and half time 16 work and half time
non-office work) non-office work)
Student 37 Student 37
Home-maker 95 Home-maker 95
Unemployed or retired 104 Unemployed or retired 104
Social Science Research Centre, HKU 19
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Table 4.1b: Re-grouping the responses of some questions in the main questionnaire

. Origin Re-grouped
Question . o - -
No Question content Original Sample size Re-grouped | Sample size
' level (weighted) level (weighted)
Q1 None 126 None 126
The total number of 1 call 26
person-to-person 2 calls 0 1-2 calls 106
dlre(.:t marketing calls 3 calls 68
received by 3-4 calls 94
respondents over the | 4 calls 27
past 7 days 5 calls 27 5 calls or 137
6 calls or above 111 above
Q5B None 24
Among the 10% or below 44
person-to-person 11200 9
direct ma}rketing calls U 0-49% 167
had received by 21-30% 28
respondents, the 31-40% 23
proportion of
callers who have their | 41-50% 103
personal data 50% 103
(excluding those case | 51-60% 21
which respondns [ 17 T
o
or all the callers have | 71-80% 28 51-100% 102
their personal data) 81-90% 5
91-100% 10
Q7A None 26
Among the 10% or below 34
person-to-person 11-20% 36 0.49, 135
direct mgrketlng calls 51300, 27 770
had received by -
respondents, the 31-40% 10
proportion of .
callers who have their | 41-50% 71 50% 69
personal data because "
the respondents were 51-60% 16
the customer of the 61-70% 39
companies which 71-80% 33 51-100% 150
called 81-90% 28
- 0
91-100% 35
Q10A None 2 None 2
10% or below 51
11-20% 6
Among the calls in 21-30% 5
which respondents "
made or agreed to 31-40% 0
make transaction, the | 41-50% 4 }[\/Iake t' ) €0
i ransaction in
pr}(])p(;lrﬁons ohf (r‘alls 51-60% 0 such calls
which have their
names were specified 61-70% 5
71-80% 0
81-90% 0
91-100% 1
Social Science Research Centre, HKU 20
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Question Origin Re-grouped
No Question content Original Sample size Re-grouped | Sample size
' level (weighted) level (weighted)
Q10B None 63 None 63
10% or below 12
11-20% 0
Among the calls in 21-30% 0
which respondents 31.40% 0
made or agreed to i
make transaction, the | 41-50% 0 Make L 1
proportions of calls 51-60% 0 transaction 1n
which were randomly such calls
generated 61-70% 0
71-80% 0
81-90% 0
91-100% 0
Social Science Research Centre, HKU 21
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4.2  Whether the respondents had ever received any person-to-person direct
marketing calls

Respondents were asked® whether they had ever received any person-to-person direct
marketing calls including those calls received via their mobile phone, household fixed
line and office fixed line.

Figure 4.1 shows that over nine-tenths of them (90.6%) reported that they had ever
received person-to-person direct marketing calls, while the rest had never received

such calls.

Figure 4.1: Whether the respondents had ever received any person-to-person direct
marketing calls

Yes

No 90.6%

9.4%

(Base: All respondents = 534)

% Question S2
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Whether the respondents had ever received the person-to-person direct marketing
calls was found to be significantly associated with two demographic variables
including age and education level.

The respondents aged over 60 and those with lower education level were less likely
than their respective counterparts to report that they had received person-to-person
direct marketing calls.

Table 4.2: The relationship between whether the respondents had ever received
person-to-person direct marketing calls and demographic variables

p-value
Kruskal-Wallis
Variable Level Base Yes No test
18-30 107 95.1% 4.9%
31-40 97 100.0% 0.0%
Age 41-50 102 96.1% 3.9% 0.000
51-60 102 93.3% 6.7%
Over 60 120 72.4% 27.6%
Primary or below 77 64.8% 35.2%
el Secondary / 256 92.9% 7.1% 0.000
Level matriculation
Tertiary / degree or 195 98.1% 1.9%
above
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4.3  Number of person-to-person direct marketing calls received

Among those respondents who had received person-to-person direct marketing calls,
they were further asked the total number of calls they received over the past 7 days

prior to the survey’.

Figure 4.2 shows that slightly over one-third of them (35.8%) received 1 - 3
person-to-person direct marketing calls, followed by about one-tenth who received 4 -
5 calls (11.0%) and over one-fifth who received 6 calls or above (22.9%). Over a
quarter of them (26.1%) reported that they did not receive any person-to-person direct

marketing calls at all during the past 7 days prior to the survey.

The mean and median total numbers for person-to-person direct marketing calls

received over the past 7 days prior to the survey were 3.83 and 2.28 respectively.

Figure 4.2: The total number of person-to-person direct marketing calls received

r
None | 26.1%
1 call E 5.4%

2 calls 16.5%

3 calls 14.0%

4 calls E 5.5%
Scalls |l 5.5%

6 calls or above 22.9%

Received such calls, but cannot estimate - 2.5%
the total number of calls

Don't know/Can't remember F 1.8%

0% 5% 10% 15% 20% 25% 30%

(Base: All respondents who had received "person-to-person direct marketing calls" =
484)

" Question Q1
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The total number of person-to-person direct marketing calls received over the past 7

days prior to the survey was found to be significantly associated with gender, age

group, education level and occupation.

Male respondents, those aged 41-50, and respondents who were employers /

self-employed were more likely than their respective counterparts to receive 5 or more
Also, the higher the

education level of respondents, the more likely that they received 5 or more

person-to-person direct marketing calls in the past 7 days.

person-to-person direct marketing calls in the past 7 days.

Table 4.3: The relationship between the total number of calls received during the 7

days prior to the survey and demographic variables

p-value
50r Kruskal- Rank
Variable Level Base 0 1-2 3-4 above | Wallis test | Correlation
. Male 214 1 22.0% | 18.0% 23.7% | 36.2%
Gender 0.000
Female 249 31.8% | 26.9% 17.4% | 23.9%
18-30 96 |33.8% | 27.6% | 15.6% |23.0%
31-40 95 25.6% | 27.7% 15.5% | 31.2%
IAge Group |41-50 95 17.5% | 14.3% 26.2% | 42.0% 0.037
51-60 92 19.2% | 25.3% 24.9% | 30.6%
Over 60 83 | 42.2% | 18.0% | 20.1% | 19.6%
Primary or below 47 | 43.0% | 259% | 152% | 15.8%
Education
Lovel ifai‘r’l‘;i*l‘xé N 231 |26.0% | 21.7% | 20.7% | 31.6% 0.000
gg?éiry [degreeor | o3 | oug00 | 23.7% | 21.0% | 30.6%
g:llfzz; (: ved 23 | 8.1% | 12.9% | 30.9% |48.1%
§$Eiovyvzergnamly 212 29.6% | 18.8% | 19.6% | 32.0%
Employee (mainly
non-office work) /
E;‘flployeelghalgt}‘]ml? 44 110.0% | 22.9% | 33.1% | 34.0%
Occupation [°11c€ Work and ha 0.000
time non-office
work)
Student 30 39.5% | 46.5% 9.3% 4.7%
Home-maker 76 26.7% | 26.7% 18.9% | 27.7%
iﬁiﬁploye‘l or 75 32.9% | 24.1% | 16.4% | 26.6%
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4.4

Respondents who had received person-to-person direct marketing calls were further

asked about their normal response when receiving those calls®.

Figure 4.3 shows that slightly less than half of the respondents (49.2%) would
indicate to the caller that they were not interested at the very beginning of the call,
while about a quarter of the respondents (27.7%) would listen first to see whether they

Normal response when receiving person-to-person direct marketing calls

were interested in the information and discontinue the call and about one-fifth of

respondents (20.7%) would discontinue the call immediately.

them would listen to the entire call (2.0%).

Figure 4.3: Normal response when receiving person-to-person direct marketing
calls

A small proportion of

Indicate that you are not interested at the

very beginning

Listen first to see whether you are interested
in the information and discontinue the call if
you are not interested

Discontinue the call immediately

Listen to the entire call

Don't know/Hard to say

0% 10%

27.7%

20.7%

j oo

0.4%

49.2%

20% 30%

40%

50%

60%

(Base: All respondents who had received "person-to-person direct marketing calls™

484)

¥ Question Q2
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The normal response when receiving person-to-person direct marketing calls was

found to be significantly associated with age group.

Older respondents were more likely than their respective counterparts to indicate to

the caller that they were not interested at the very beginning. On the contrary, the

respondents aged 31-40 were more likely to listen first to see whether they were

interested in the information and discontinue the call if they were not interested than

other respective counterparts and those aged 18-30 were more likely to discontinue

the call immediately.

Table 4.4: The relationship between the normal response when receiving
person-to-person direct marketing calls and demographic variables

_ Listen first to see _ p-value
Indicate that whether you are Discont
you are not interested in the inue
interested at information and Listen to |the call
the very discontinue the call if | the entire [immedi| Kruskal-
\ariable] Level | Base | beginning | you are not interested call ately | Wallis test
18-30 101 39.1% 25.2% 1.9% 33.9%
31-40 95 37.1% 45.4% 0.0% 17.5%
Age 41-50 98 48.7% 26.8% 3.3% 21.3% 0.007
51-60 95 58.1% 22.1% 1.6% 18.2%
Over 60 87 64.7% 19.4% 3.2% 12.7%
Social Science Research Centre, HKU 27



Survey on person-to-person direct marketing calls PCPD

45  Benefits from receiving person-to-person direct marketing calls

45.1  Whether the respondents generally ever got any benefits from receiving
person-to-person direct marketing calls

Figure 4.4 shows that among those respondents who had received person-to-person
direct marketing calls, less than one-tenth of them (5.9%) claimed that they generally
got some benefits from those calls’, while over nine-tenths of them (93.6%)
considered that person-to-person direct marketing calls did not bring any benefits to
them at all.

Figure 4.4: Whether the respondents generally ever got any benefits from receiving
person-to-person direct marketing calls

No

93.6% /
|

Don't know /
Hard to say

0.4%
Yes

5.9%

(Base: All respondents who had received "person-to-person direct marketing calls™ =
484)

’ Question Q3
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45.2  Type of benefits from receiving person-to-person direct marketing calls

Figure 4.5 shows that those 29 respondents who had reported getting benefits from
receiving person-to-person direct marketing calls were further asked about the types
of the benefit'’. Nearly three-fifths of them (56.7%) indicated that they had received
lower price or discounts, followed by receiving more information (28.1%) and

services / products for VIPs or privileged customers only (12.5%).

Figure 4.5: Type of benefits from receiving person-to-person direct marketing calls
(Multiple answers)

Lower price or discounts 56.7%

Receive more information

Services/products for VIPs or privileged
customers only

Provide a channel to make direct enquiries on
the service/product

Gifts

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

(Base: All respondents who had received benefits from receiving "person-to-person
direct marketing calls" = 29)

1% Question Q4
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4.6  Estimated proportions of the person-to-person direct marketing calls
where the callers had personal data

Respondents who had received person-to-person direct marketing calls were further
asked to estimate the proportions of the following three types of person-to-person

direct marketing calls that they had received'':

(a) callers had their personal data;
(b) callers did not have their personal data; and

(c) respondents were not sure whether the callers had their personal data.

More than nine-tenths of all respondents who had ever received person-to-person
direct marketing calls (96.1%) were able to estimate the above 3 types of calls.
Among those respondents who could estimate the proportions, about four-fifths of
them (80.1%) were able to identify whether the callers had their personal data for all

person-to-person direct marketing calls.

Only the responses from respondents who were able to categorise all their received
person-to-person direct marketing calls as either “callers had their personal data” or
“callers did not have their personal data” would be analysed in this section. In other
words, respondents who were not always sure if the callers had their personal data or

not are excluded in this section.

""" Questions Q5A & Q5B
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Figure 4.6 shows that less than one-tenth of the respondents (6.4%) who had received
person-to-person direct marketing calls reported that none of the callers of those calls
had their personal data. Over a third of them (38.5%) indicated that 40% or less of
those callers had their personal data, while over a quarter of them (27.7%) reported
that 41-50% of the calls and over a quarter (27.4%) reported that over 50% of calls in

which the callers had their personal data.

Figure 4.6: Estimated proportions of the callers of person-to-person direct
marketing calls had respondents’ personal data

Proportion of callers

None

10% or below
11-20%
21-30%
31-40%
41-50% 27.7%
51-60%
61-70%
71-80%
81-90%
91-100% 2.7%

0% 5% 10% 15% 20% 25% 30%

Proportion of respondents

(Base: All respondents who had received person-to-person direct marketing calls and
excluded those respondents who were not sure whether the callers had their personal

data = 373)
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The estimated proportions of the callers of person-to-person direct marketing calls
who had the respondents’ personal data was found to be significantly associated with

two demographic variables including education level and occupation.

Respondents with higher education level, employees were more likely than their
respective counterparts to report higher proportion of the callers of person-to-person

direct marketing calls had their personal data.

Table 4.6: The relationship between the estimated proportions of the callers of
person-to-person direct marketing calls had respondents’ personal data and
demographic variables

p-value
Kruskal- Rank
ariaple eve ase = 0 0 = 0 allis test |Correlation
Variabl Level B 0-49% 50% |51-100%| Walli Correlati
= . Primary or below 32 55.0% | 31.0% | 14.1%
Le\‘/’;at'on Secondary / matriculation | 179 | 47.2% | 29.0% | 23.8% 0.004
Tertiary / degree or above | 159 40.5% | 25.5% | 34.0%
Employer / Self-employed 18 242% | 63.5% | 12.3%
ironrlfj)"yee (mainly office | g1 | 41704 | 23.6% | 34.7%
Employee (mainly
. __|non-office work) /
Occupation| 1o vee (half time office| 31 | 32.6% | 29.9% | 37.5% | 0-001
work and half time
non-office work)
Student 25 64.3% | 19.7% | 16.0%
Home-maker 63 43.0% | 34.8% | 22.2%
Unemployed or retired 52 64.0% | 22.5% | 13.5%
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4.7  Whether the person-to-person direct marketing calls had ever caused any
inconvenience to the respondents

Respondents who had received person-to-person direct marketing calls were asked
whether those calls had ever caused any inconvenience to them'?. Figure 4.7 shows
that about four-fifths of them (80.5%) indicated that those calls had caused
inconvenience to them, while less than one-fifth of them (19.2%) reported that those

calls had not caused any inconvenience to them.

Figure 4.7: Whether the person-to-person direct marketing calls have ever caused
any inconvenience to the respondents

No

Yes 19.2%

80.5%

Don't know /
Hard to say
0.2%

(Base: All respondents who had received "person-to-person direct marketing calls™ =
484)

2" Question Q6
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Whether the person-to-person direct marketing calls had ever caused any

inconvenience to the respondents was found to be significantly associated with three

demographic variables including age group, education level and occupation.

Respondents aged over 60, those with lower education level and those who were

unemployed/retired were less likely than their respective counterparts to claim that

person-to-person direct marketing calls had caused inconvenience to them.

Table 4.7: The relationship between whether the person-to-person direct marketing
calls have ever caused any inconvenience to the respondents and demographic

variables
p-value
Chi-square| Kruskal-
Variable Level Base Yes No test  |Wallis test
18-30 101 82.6% | 17.4%
31-40 97 84.7% | 15.3%
/Age group [41-50 98 89.4% | 10.6% 0.000
51-60 95 80.8% | 19.2%
Over 60 85 63.8% | 36.2%
Primary or below 50 68.2% | 31.8%
ES\‘/J;M'O” Secondary / matriculation 237 79.0% | 21.0% 0.002
Tertiary / degree or above 192 86.1% | 13.9%
Employer / Self-employed 23 85.3% | 14.7%
fv‘;lil)"yee (mainly office 220 82.7% | 17.3%
Employee (mainly non-office
. Iwork) / Employee (half time o 0
Occupation office work and half time 47 84.2% | 15.8% 0.011
non-office work)
Student 32 89.8% | 10.2%
Home-maker 80 82.7% | 17.3%
Unemployed or retired 79 65.4% | 34.6%

Social Science Research Centre, HKU
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4.7.1  Level of nuisance or inconvenience caused by person-to-person direct
marketing calls involving the use of respondents’ personal data

Respondents who claimed that person-to-person direct marketing calls had ever
caused inconvenience to them were further asked about the level of nuisance or

inconvenience caused by calls that involved the use of their personal data.

Respondents were asked to rate their level of nuisance or inconvenience on a
four-point scale (“a lot of nuisance or inconvenience”, “moderate nuisance or
inconvenience”, “a little bit of nuisance or inconvenience” and ‘“no nuisance or

. . 1
inconvenience at all”)">.

Figure 4.8 shows that over two-fifths of the respondents (42.0%) stated that such calls
had caused a lot of nuisance or inconvenience to them, while about the same
proportion of them (42.9%) reported moderate nuisance or inconvenience and about
one-seventh of them (14.2%) reported a little bit of nuisance or inconvenience. Very

few of them (0.9%) reported no nuisance or inconvenience.

Figure 4.8: Level of nuisance or inconvenience caused by person-to-person direct
marketing calls which involved the use of respondents’ personal data

Moderate
nuisance or
inconvenience
42.9%
A little bit of
nuisance or
inconvenience
14.2%

A lot of nuisance
or inconvenience
42.0%

No nuisance or
inconvenience at
all
0.9%

(Base: All respondents who had received person-to-person direct marketing calls
involving the use of personal data and excluded those never considered that
person-to-person direct marketing calls had caused inconvenience to them = 372)

" Question Q7B
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4.7.2  Estimated proportions of person-to-person direct marketing calls
involving use of personal data because the respondents were the
customers of those companies calling

Figure 4.9 shows that among those who claimed that person-to-person direct
marketing calls had ever caused inconvenience to them, less than one-tenth of the
respondents (7.5%) had never received person-to-person direct marketing calls
involving use of personal data because they were the customers of those companies
calling'®. Less than a third of them (30.2%) indicated that 40% or less of those calls
involved their personal data because they were the customers of those companies
calling, while about one-fifth of them (19.9%) reported that 41-50% of the calls and
over two-fifths (42.4%) reported that over 50% of calls in which the callers had their

personal data, it was because they were the customers of those companies.

Figure 4.9: Estimated proportions of person-to-person direct marketing calls
involving use of personal data because the respondents were the customers of those
companies calling among those who claimed that person-to-person direct marketing
calls had ever caused inconvenience to them

None
10% or below 9.6%

11-20% 10.3%

21-30%

31-40%

41-50% 19.9%
51-60%
61-70%
71-80%
81-90%

91-100%

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

(Base: All respondents who person-to-person direct marketing calls had caused
inconvenience to them excluding those respondents who could not estimate the
proportion and excluding those never receiving person-to-person direct marketing
calls involving personal data= 354)

" Question Q7A
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The estimated proportions of the callers of person-to-person receiving direct
marketing calls involving use of personal data because the respondents were the
customers of those companies calling for respondents who claimed that
person-to-person direct marketing calls had ever caused inconvenience to them was
found to be significantly associated with three demographic variables including age

group, education level and occupation.

Respondents aged 31-40, those with higher education level and employees (mainly
office work) were more likely than their respective counterparts to report higher
proportion of the callers of person-to-person direct marketing calls involving use of
personal data because they were the customers of those companies calling among
those who claimed that person-to-person direct marketing calls had ever caused

inconvenience to them.

Table 4.8 The relationship between the estimated proportions of person-to-person
direct marketing calls involving use of personal data because they were the
customers of those companies calling among those who claimed that
person-to-person direct marketing calls had ever caused inconvenience to them and
demographic variables

p-value
Kruskal- Rank
Variable Level Base | 0-49% 50% |51-100%| Wallis test | Correlation
18-30 78 34.2% 16.7% 49.1%
31-40 77 24.3% 24.3% 51.4%
Age Group 41-50 84 37.0% 21.1% 41.9% 0.000
51-60 71 47.2% 16.0% 36.8%
over 60 42 57.4% 18.5% 24.1%
Primary or below 28 61.8% 10.1% 28.1%
Secondary / 0 o N
Education Level |matriculation 17 39.5% 22.1% 38.4% 0.003
zs;tv‘zry [degrecor | 155 | 33090 | 17.8% | 49.1%
Employer / 0 N N
Self-employed 19 27.6% 39.2% 33.2%

Employee (mainly

0 0 o
office work) 175 29.8% 20.0% 50.2%

Employee (mainly
non-office work) /
Occupation Employee (half time 38 44.1% 18.7% 37.2% 0.000
office work and half

time non-office work)

Student 25 | 345% | 197% | 45.8%
Home-maker 56 | 473% | 12.8% | 39.9%
Unemployed or 39 | 66.6% | 182% | 15.2%
retired
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4.7.3  Level of nuisance or inconvenience caused by person-to-person direct
marketing calls involving use of personal data because the respondents
were the customers of those companies calling

Respondents who claimed that person-to-person direct marketing calls had caused
inconvenience to them and had ever received person-to-person direct marketing calls
involving use of respondents’ personal data because the respondents were the
customers of those companies calling were further asked about the level of nuisance

. . 1
or inconvenience caused by these calls"’.

Figure 4.10 shows that over a third of them (36.5%) stated that such calls had caused
a lot of nuisance or inconvenience to them, while almost half of them (49.3%)
reported moderate nuisance or inconvenience and about one-tenth of them (12.7%)
reported a little bit of nuisance or inconvenience. Very few of them (1.5%) reported

no nuisance or inconvenience.

Figure 4.10: Level of nuisance or inconvenience caused by person-to-person direct
marketing calls involving use of respondents’ personal data from companies which
they were the customers

A little bit of
nuisance or
inconvenience
12.7%

No nuisance or
inconvenience

atall
1.5%
Moderate
nuisance or
inconvenience
49.3%

A lot of nuisance
or
inconvenience
36.5%

(Base: All respondents who had received person-to-person direct marketing calls
involving the use of personal data from companies which they were their customers
excluding those who never considered that person-to-person direct marketing calls
had caused inconvenience to them = 346)

> Question Q7B
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Respondents who considered that person-to-person direct marketing calls involving
use of their personal data because the respondents were the customers of those
companies calling had caused nuisance or inconvenience were further asked to
elaborate the inconvenience'®. Figure 4.11 shows that over half of them (52.5%)
said that those calls wasted their time, more than two-fifths of them (40.4%) claimed
that the calls affected or interrupted their work/classes/daily routine, about one-tenth
of them (10.2%) claimed that the callers called them repeatedly, 8.6% considered that
the calls annoyed them or disturbed their emotion and 8.3% were concerned about

privacy issue.

Figure 4.11: Inconvenience caused by person-to-person direct marketing calls
involving use of personal data because the respondents were the customers of those
companies calling (Multiple answers)

Waste my time wnd 52.5%

Affect or interrupt my work/classes/daily |
routine

40.4%
Repeatedly call you
Annoy me / disturb my emotion

Concern about privacy issue

Concerned about fraud issue 3.2%

Selling unwanted products 3.0%

Incur roaming charges 2.3%

Waste my mobile phone's calling time 2.2%
The caller does not wish to hang up 1.6%

Cause me to miss important calls 3%

Hard to say / Don't know 1.8%

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

(Base: All respondents who had received person-to-person direct marketing calls
involving use of personal data from companies which they were the customers
excluding those who never considered that these calls had caused inconvenience to
them = 341)

'® Question Q8
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4.7.4  Level of nuisance or inconvenience caused by person-to-person direct
marketing calls not involving use of respondents’ personal data

Respondents who claimed that person-to-person direct marketing calls had caused
inconvenience to them were further asked to rate the level of nuisance or
inconvenience caused by person-to-person direct marketing calls not involving the use

of their personal data'’.

Figure 4.12 shows more than two-fifths of the respondents (44.9%) expressed that
those calls had caused a lot of nuisance or inconvenience to them, while about the
same proportion of the respondents (44.8%) considered that those calls had caused
moderate nuisance or inconvenience and less than one-tenth of them (9.9%) reported
a little bit of nuisance or inconvenience. Only a small proportion of them (0.4%)

expressed that those calls had caused no nuisance or inconvenience.

Figure 4.12: Level of nuisance or inconvenience caused by person-to-person direct
marketing calls which did not involve the use of personal data

A little bit of
nuisance or
Moderate inconvenience
nuisance or 9.9%
inconvenience .
No nuisance or
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all
0.4%

A lot of nuisance
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44.9%

(Base: All respondents who had received person-to-person direct marketing calls
which did not involve the use of personal data and excluded those who never
considered that person-to-person direct marketing calls caused inconvenience to them
= 374)

7" Question Q9

Social Science Research Centre, HKU 40



Survey on person-to-person direct marketing calls PCPD

475  Comparison of level of nuisance or inconvenience caused by
person-to-person direct marketing calls involving and not involving use
of respondents’ personal data

Figure 4.13 compares the respondents’ views towards inconvenience caused by
person-to-person direct marketing calls involving use of their personal data and those
which did not. A similar proportion of over two-fifths of respondents (involving
personal data: 42.0% and not involving use of personal data: 44.9%) considered that
calls involving the use of personal data had caused a lot of nuisance/inconvenience to
them. Similarly, over two-fifths of respondents (involving personal data: 42.9 and
not involving use of personal data: 44.8%) considered that calls involving the use of
personal data had caused moderate nuisance/inconvenience to them. The levels of

inconvenience caused by these two types of calls are similar.

Figure 4.13: Comparison of respondents’ views towards inconvenience caused by
person-to-person direct marketing calls which involved use of their personal data
and those which did not involve the use of their personal data
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(Base: All respondents who had received person-to-person direct marketing calls
excluding those who never considered that person-to-person direct marketing calls
caused inconvenience to them - involving use of personal data : 372; not involving
use of personal data : 374)
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4.8  Commercial transaction during the person-to-person direct marketing
calls

4.8.1  Whether the respondents had ever made or agreed to make any
commercial transaction during the person-to-person direct marketing
calls

Respondents who had received person-to-person direct marketing calls were asked
whether they had ever made or agreed to make any commercial transaction during
such calls'®. Figure 4.14 shows that less than one-fifth of them (15.8%) had made
commercial transaction during such calls, while the rest (84.2%) had never made any

commercial transaction.

Figure 4.14: Whether the respondents had ever made or agreed to make any
commercial transaction during person-to-person direct marketing calls

Yes
15.8%

(Base: All respondents who had received "person-to-person direct marketing calls”
= 484)

" Question Q10
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4.8.2  Estimated proportion of calls which had made commercial transaction
among the direct marketing telephone calls which specified respondents’
name

The 70 respondents who had received person-to-person direct marketing calls and had
ever made or agreed to make a commercial transaction during these calls were further
asked to estimate the proportion of calls for which they had made commercial
transactions among all the direct marketing telephone calls which their names were

specified’.

Figure 4.15 shows that over seven-tenths of the respondents (71.8%) claimed that
10% or below of calls had involved commercial transactions among all the direct

marketing telephone calls which specified their name.

Figure 4.15 Estimated proportion of calls which had made commercial transaction
among the direct marketing telephone calls which specified respondents’name

None | 2.2%

10% or below | 71.89

11-20% | 9.1%

21-30% hd 2.7%

31-40% | 0.0%
41-50% _1 5.6%
51-60% _o.o%
61-70% ;} 7.6%
71-80% _o.o%

81-90% | 0.0%

91-100% || 0.9%

0% 20% 40% 60% 80%

(Base: All respondents who had received "person-to-person direct marketing calls”
and had ever made or agreed to make commercial transaction excluding those “don t
know / cant remember ”, “cannot estimate the proportion” and “had not received
calls with their names ” specified = 70)

' Question Q10A
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4.8.3  Estimated proportion of direct marketing telephone calls which were
randomly generated and had made commercial transaction

Respondents who had received person-to-person direct marketing calls and had ever
made or agreed to make a commercial transaction during these calls were also asked
to estimate the proportion of calls for which they had made commercial transactions
among all the direct marketing telephone calls which were randomly generated’.

Figure 4.16 shows that over four-fifths of the respondents (83.9%) claimed that they
had made no commercial transactions during all the direct marketing telephone calls

which were randomly generated.

Figure 4.16 Estimated proportion of direct marketing telephone calls which were
randomly generated and had made commercial transaction

Proportion of calls

None . . wud 83.9%

10% or below fed 16.1%
11-20% | 0.0%
21-30% | 0.0%
31-40% | 0.0%
41-50% | 0.0%
51-60% | 0.0%
61-70% | 0.0%
71-80% | 0.0%
81-90% | 0.0%
91-100% | 0.0%

0% 20% 40% 60% 80% 100%

Proportion of respondents

(Base: All respondents who had received "person-to-person direct marketing calls"
and had ever made or agreed to make commercial transaction excluding those
“cannot estimate the proportion” and “had not received calls which do not involve
the use of their personal data” = 75)

2 Question Q10B
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4.9  Response of respondents to person to person direct marketing calls

4.9.1 Response of respondents to person to person direct marketing calls
involving use of their personal data

Respondents who had received person-to-person direct marketing calls involving use
of their personal data were further asked whether they had ever requested the callers
to stop calling them?'. Figure 4.17 shows that almost two-fifths (39.4%) had asked
the callers to stop calling them, while over three-fifths of them (60.6%) had never
asked the callers to do so.

Figure 4.17: Whether the respondents had ever asked the callers who used their
personal data to stop calling them

Yes
39.4%

No
60.6%

(Base: All respondents who had received "person-to-person direct marketing calls"
from callers who had their personal data = 451)

I Question Q11
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Whether the respondents had ever asked those callers who used their personal data to

stop calling them was found to be significantly associated with two demographic

variables including gender and occupation.

Female respondents and home makers were more likely than their respective

counterparts to ask those callers who used their personal data to stop calling them

again.

Table 4.9 The relationship of whether the respondents had ever asked those callers
who used their personal data to stop calling them and demographics

p-value
Chi-square
Variable Level Base Yes No test
Male 211 31.7% 68.3%
Gender 0.002
Female 239 46.2% 53.8%
Employer / Self-employed 23 33.1% 66.9%
Employee (mainly office work) 213 38.0% 62.0%
Employee (mainly non-office work) /
. Employee (half time office work and half 45 48.7% 51.3%
Occupation e non-office work) 0.014
Student 32 34.2% 65.8%
Home-maker 71 54.6% 45.4%
Unemployed or retired 64 26.0% 74.0%
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49.2  The normal response of the callers when the respondents had asked
them to stop calling them

Those respondents who had asked the callers to stop calling them were further asked
about the normal response of those callers to the request’>. Figure 4.18 shows that
over two-fifths of the respondents (42.2%) reported that the callers would continue to
call the respondents even though they had promised not to call again. One-fifth of
the callers (20.0%) would immediately hang up. Less than one-fifth of the callers
(14.2%) promised not to call again and the respondents indeed received no more calls
from the callers. On the other hand, some callers even ignored the respondents’
request and continued to try to persuade the respondents to receive more information
(12.8%).

Figure 4.18: The normal response of the callers when the respondents had asked
them to stop calling them (Multiple answers)

Promised not to call again, but you still

0,
received calls from them afterwards 42.2%

Hung up immediately

Promised not to call again, and you received
no more calls from them

Ignored your request and persuaded you to
receive more information

Ignored your request and you still received
calls from them afterwards

Promised not to call again, but you do not
know whether they still making calls
afterwards

The respondent hung up immediately after
making the request

Do not remember their responses 2.0%

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

(Base: All respondents who had received "person-to-person direct marketing calls”
from callers who had their personal data and who had requested the callers who had
their personal data to stop calling them = 178)

2 Question Q11A
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4.9.3  The reason for not asking those callers who used your personal data to
stop calling you

Those respondents who had never asked the callers to stop calling them were further
asked about the reasons for not doing so>. Figure 4.19 shows that about a quarter of
the respondents (25.0%) explained that they would hung up immediately instead of
asking the callers to stop calling. About one-fifth of the respondents (20.0%)
considered that asking the callers to stop calling was not a useful way to stop the
callers to call again. Less than one-fifth of the respondents (16.8%) did not know

they have the right to ask the callers to stop using their personal data for calling.

» Question Q11B
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Figure 4.19: The reason for not asking those callers who used your personal data to

stop calling you

Hung up by respondents

Did not useful

Did not know the right conferred by the law

Do not want to spend time to handle

Hung up by caller

Do not receive direct marketing calls frequently
No reasons / no need / not used to

Do not affect me much

Think that we would not call again

Understand that it is callers' job to make the direct
marketing calls

Want to receive

It is troublesome

I am one of the clients of the company which made
the calls

Will block their future calls
Too shy to reject

Hard to say / Don't know

2.6%

2.6%

1.9%

1.9%

1.8%

0.3%

0.8%

4.1%

4.1%

3.3%

2.9%

25.0%

0% 5%

10% 15% 20% 25%

30%

(Base: All respondents who had received "person-to-person direct marketing calls"
from callers who had their personal data and who had not requested the callers who
had their personal data to stop calling them = 273)
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4.9.4  Whether the respondents had ever made a complaint about receiving
unwanted direct marketing calls involving the use of personal data

Respondents who had received person-to-person direct marketing calls from callers
who had their personal data were also asked whether the respondents had ever made a
complaint about receiving unwanted direct marketing calls involving the use of
personal data’*  Figure 4.20 shows that only 4.4% of the respondents who had
received person-to-person direct marketing calls from callers who had their personal

data had ever made a complaint about receiving unwanted direct marketing calls.

Figure 4.20: Whether the respondents had ever made a complaint about receiving
unwanted direct marketing calls involving the use of personal data

No
95.6%

Yes
4.4%

(Base: All respondents who had received "person-to-person direct marketing calls™
from callers who had their personal data = 451)

2 Question Q11C
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495 Towhom the respondents had ever made a complaint about receiving
unwanted direct marketing calls involving the use of personal data

Those respondents had ever made a complaint about receiving unwanted direct
marketing calls involving the use of personal data were asked to whom they did
complain®. Figure 4.21 shows that about four-fifths of the respondents (79.9%) had
complained to the company which made the direct marketing call and none had
complained to the PCPD or the Consumer Council.

Figure 4.21: To whom the respondents had ever made a complaint about receiving
unwanted direct marketing calls involving the use of personal data

The company which made the direct

[)
marketing call 79.9%

OFCA

Mobile network service operators

0% 20% 40% 60% 80% 100%

(Base: All respondents who had ever made a complaint about receiving unwanted
direct marketing calls involving the use of personal data = 20)

» Question Q11D
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4.9.6  Response of respondents to person to person direct marketing calls not
involving use of personal data

Respondents who had received person-to-person direct marketing calls not involving
the use of personal data were asked whether they had ever requested the callers to
stop calling them®®.  Figure 4.22 shows that less than three-tenths (28.2%) had asked
the callers to stop calling them, while over seven-tenths of them (71.8%) had never
asked the callers to do so.

Figure 4.22: Whether the respondents had ever requested the caller to stop using
your telephone number for direct marketing when receiving unwanted direct
marketing calls not involving the use of personal data

Yes
28.2%

No
71.8%

(Base: All respondents who had received "person-to-person direct marketing calls"
that did not involve the use of personal data = 478)

%% Question Q12

Social Science Research Centre, HKU 52



Survey on person-to-person direct marketing calls PCPD

4.9.7  Whether the respondents had ever made a complaint about receiving
unwanted direct marketing calls not involving the use of personal data

The respondents who had received person-to-person direct marketing calls not
involving the use of personal data were further asked whether they had made a
complaint about receiving unwanted direct marketing calls not involving the use of
personal data?’.  Figure 4.23 shows that only 2.4% of the respondents had ever made
a complaint about receiving unwanted direct marketing calls not involving the use of

personal data.

Figure 4.23: Whether the respondents had ever made a complaint about receiving
unwanted direct marketing calls not involving the use of personal data

No
97.6%

Yes
2.4%

(Base: All respondents who had received "person-to-person direct marketing calls™
that did not involve the use of personal data = 478)

7 Question Q12A
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Whether the respondents who had received direct marketing telephone calls that did
not involve the use of personal data had ever requested the caller to stop using their
telephone number for direct marketing was found to be significantly associated with

their gender.

Male respondents were less likely than females to report that they had ever requested
the caller to stop using their telephone number for direct marketing when they

received direct marketing telephone calls not involving the use of personal data.

Table 4.10 The relationship between whether the respondents who had received
direct marketing telephone calls that did not involve the use of personal data had
ever requested the caller to stop using their telephone number for direct marketing
and demographics

p-value
Chi-square
'Variable Level Base Yes No test
Male 222 21.2% 78.8%
Gender 0.002
Female 256 34.2% 65.8%
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49.8 The body to which the respondents made a complaint about receiving
unwanted direct marketing calls not involving the use of personal data

Those 12 respondents who had ever made a complaint about receiving unwanted
direct marketing calls not involving the use of personal data were further asked to
whom they complained®®. Figure 4.24 shows that over seven-tenths of the
respondents had complained to the company which made the direct marketing call
(71.3%), followed by Government enquiry hotline (16.5%), PCPD (14.8%) and
OFCA (12.2%)).

Figure 4.24: The body to which the respondents made a complaint about receiving
unwanted direct marketing calls not involving the use of personal data

The company which made the direct

0,
marketing call 71.3%

Government Enquiry Hotline

PCPD

OFCA

Police

Equal Opportunities Commission

0% 10% 20% 30% 40% 50% 60% 70% 80%

(Base: All respondents who made a complaint about "person-to-person direct
marketing calls" that did not involve the use of personal data = 12)

* Question Q12B
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Chapter 5 Comparison of the findings with the results of the
Public Opinion Survey on 2008

This chapter compares the findings of this survey with the summarized results of the
Public Opinion Survey commissioned by the Office of the Communication Authority
(OFCA), which was then called the Office of the Telecommunication Authority
(OFTA), in 2008 under the same topic. The summarized results are included as an
Appendix in the Legislative Council document “LC Paper No. CB(1)240/09-10(04)”
which is available to the public on the LegCo website here:

<http://www.legco.gov.hk/yr09-10/english/panels/itb/papers/itb1109¢cb1-240-4-e.pdf>

Statistical tests at the 0.05 level (2-tailed) were applied, whenever enough information
is available to be feasible, to compare the distributions as shown in the following
tables. Three types of statistical tests are used for analysis in this chapter, namely
Two-sample z-test, Mann-Whitney test and Wilcoxon signed-rank test.  For
comparison of two independent binomial proportions, the two-sample z-test
(generalized by Chi-square test) is used. The Mann-Whitney test is used to compare

the differences of an ordinal or continuous variable between two independent groups.

Background of the surveys

The Public Opinion Survey in 2008 was commissioned by the former Office of the
Telecommunication Authority (OFTA, now OFCA) while the survey in 2014 was
commissioned by the Office of the Privacy Commissioner for Personal Data (PCPD).
The Social Sciences Research Centre of the University of Hong Kong was the

contractor of both surveys.

Table 5.1 Background of the surveys

2008 2014
Commissioning Office of the Telecommunication | Office of the Privacy
body Authority Commissioner for Personal Data
Contractor The Social Sciences Research The Social Sciences Research
Centre, HKU Centre, HKU
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Whether had received P2P direct marketing calls before

In the Public Opinion Survey on 2008, 84% of the respondents claimed that they had
Table 5.2 shows that
there was a statistically significant increase in the proportion of respondents who
claimed that they had received P2P direct marketing calls from 84% in 2008 to 91%
in 2014.

ever received person-to-person direct marketing calls before.

Table 5.2 Ever received P2P direct marketing calls before

Percentage p-value
2008 2014 Two-
_ _ sample
(n=1,157) (n=534) Ztest
Had ever received any person-to-person direct 84% 91% 0.000
marketing calls

Base: All respondents

Number of P2P direct marketing calls received in the past 7 days

Table 5.3 shows a statistically significant increase in the number of direct marketing
calls received in the past 7 days by respondents, with the percentage who reported that
they had received 6 or more direct marketing calls in the past 7 days increasing from
8% in 2008 to 23% in 2014.

Table 5.3 Number of P2P direct marketing calls received in the past 7 days

Percentage p-value
No. of calls received 2008 2014 Mann-Whitney

(n=967) (n=484) Test
None 30% 26%
1-3 calls 42% 36%
4-5 calls 11% 11%
6 calls or above 8% 23% 0-000
Unable to answer * 9% 4%
TOTAL 100% 100%

Base: Respondents who had ever received P2P direct marketing calls

* excluded in statistical test

Social Science Research Centre, HKU
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Normal response when receiving P2P direct marketing calls

Table 5.4 indicates that in normal response to P2P direct marketing calls, nearly half
of the respondents in both 2008 and 2014 would “indicate to the caller at the very
beginning that they were not interested” (2008: 43%; 2014: 49%).
hand, there is a statistically significant drop between 2008 and 2014 in the percentage

On the other

of respondents who would “Listen first to see whether they were interested in the

information and would discontinue the call if they were not interested” (2008: 46%;

2014: 28%).

Table 5.4 Normal response when receiving P2P direct marketing calls

Percentage p-value
Response when receiving P2P direct marketing 2008 2014 Two-
calls (n=967) | (n=asa) | TP
Listen first to see whether they were interested in 46% 28% 0.000
the information and would discontinue the call if
they were not interested
Indicate to the caller at the very beginning that 43% 49% 0.032
they were not interested
Discontinue the call immediately n.a.* 21% n.a.
Other responses n.a.* 2% n.a.
TOTAL 100% 100%
Base: Respondents who had ever received P2P direct marketing calls
* Not shown in the Legco document
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P2P dirvect marketing calls in which callers had respondents’ personal data

Table 5.5 shows a similar distribution in the reported proportion of calls involving use
of personal data for P2P direct marketing calls in the 2008 and 2014 surveys. In
both 2008 and 2014, 55% of respondents reported that more than 40% of P2P

telemarketing calls received by them involved the use of their personal data.

Table 5.5 Proportion of P2P direct marketing calls in which callers had

respondents’ personal data

] ] ] Percentage p-value
Proportion of calls in which 2003 014 Mann-Whitney
callers had respondents’ personal data
(n=766) (n=373) Test
None 12% 6%
20% or below 19% 25%
21-40% 14% 14%
41-60% 28% 33% 0.695
61-80% 19% 18%
81% or above 8% 4%
TOTAL 100% 100%

Base: Respondents who were always sure whether callers had their personal data or
not

Making unsubscribe requests to callers of P2P direct marketing calls

Table 5.6 shows that similar proportions of respondents who had ever requested the
callers not to call them again after receiving P2P direct marketing calls involving use
of their personal data for the two surveys (2008: 35%; 2014: 39%).
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Table 5.6 Proportion of making unsubscribe requests to callers of P2P direct
marketing calls which callers had their personal data
Percentage p-value
2008 2014 Two-
_ _ sample
(n=806) (n=451) Ztest
Had ever requested the callers not to call them 35% 39% 0.154
again

Base: Respondents who had ever received P2P direct marketing calls in which callers

had their personal data

Normal response of callers to unsubscribe requests of P2P direct marketing calls

Table 5.7 shows a statistically significant increase in the percentage of callers who

would continue to call even though they had promised not to call again (30% in 2008

to 42% in 2014).

Table 5.7 Response of callers to unsubscribe requests of P2P direct marketing

calls (Multiple responses)

Percentage p-value
Responses of callers 2008 2014 Two-
(n~282%) | (n=178) S;Tezlf
Would honour their request (how the respondents 21% 14% 0.063
ascertained whether their unsubscribe requests
had been honoured was not covered in the scope
of the public survey)
Would continue to call even though they had 30% 42% 0.009
promised not to call again

Base: Respondents who had ever received P2P direct marketing calls in which callers

had their personal data
* Calculated based on table 5.6

Social Science Research Centre, HKU
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Whether had benefits from receiving P2P direct marketing calls

As shown in table 5.8, the percentage of respondents who reported that they had got

benefits from P2P direct marketing calls showed a statistically significantly decrease

from 13% to 6% between 2008 and 2014.

Table 5.8 Whether had benefits from receiving P2P direct marketing calls

Percentage p-value
2008 2014 Two-
_ _ sample
(n=967) | (n=484) Z-test
Had got benefits from P2P direct marketing calls 13% 6% 0.000

Base: Respondents who had ever received P2P direct marketing calls

Benefits from receiving P2P direct marketing calls

Table 5.9 shows that “lower price or discounts” and “receiving more information”

were the two most quoted benefits in both 2008 and 2014 surveys.

Table 5.9 Benefits from receiving P2P direct marketing calls (multiple responses)

2014
(n=29)

2008
(n=126%)
Most often quoted | 1. Lower price or discounts
benefits 2. Receiving more information
3. Gifts

1. Lower price or discounts
2. Receiving more information
3. Services/products for VIPs or

privileged customers only

Base: Respondents who had got benefits from P2P direct marketing calls

* Calculated based on table 5.8

Social Science Research Centre, HKU
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Whether had commercial transactions made during P2P direct marketing calls

Table 5.10 shows that the percentage of respondents who had made commercial

transactions during P2P direct marketing calls showed a statistically significant

decrease from 21% to 16% between 2008 and 2014.

Table 5.10 Whether had commercial transactions made during P2P direct

marketing calls

Percentage p-value
2008 2014 Two-
_ _ sample
(n =967) (n =484) Ztest
Had commercial transactions made during 21% 16% 0.021
P2P direct marketing calls

Base: Respondents who had ever received P2P direct marketing calls

Whether had caused inconveniences or costs caused by P2P direct marketing calls

Table 5.11 indicates that the same proportion of the respondents (81%)* had reported

that P2P direct marketing calls had ever caused inconvenience to them in both 2008

and 2014 surveys.

Table 5.11 Whether had caused inconveniences or costs caused by P2P direct

marketing calls

Percentage p-value
2008 2014 Two-
_ _ sample
(n = 967) (n =484) ot
Had caused inconvenience 81% 81% 0.993
Base: Respondents who had ever received P2P direct marketing calls
¥ Question Q6 in 2014 survey
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Type of inconveniences caused by P2P direct marketing calls

Table 5.12 shows that “Waste my time” was the most often reported type of

inconvenience in both the 2008 and 2014 surveys.

Table 5.12 Type of inconveniences caused by P2P direct marketing calls

2008 2014
(n =~ 783%) (n =484)
Most often 1. Waste my time 1. Waste my time
quoted 2. Being called when respondents | 2. Affect or interrupt my
inconveniences were working or busy work/classes/daily routine
3. Being called repeatedly 3. Repeatedly call you

Base: Respondents who had ever received P2P direct marketing calls
* Estimated
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Chapter 6 Conclusion

Survey data were collected by the trained SSRC interviewers through telephone
interviews between 4pm and 10:30pm on 11th March 2014 to 17th March 2014. A
structured questionnaire was used to collect public opinion regarding
person-to-person (P2P) direct marketing calls (i.e. person-to-person calls to promote
or advertise products or services, etc.) from the target respondents. All telephone
interviews were conducted using a Computer Assisted Telephone Interview (CATI)
system in the language of the respondents (Cantonese, English or Putonghua). A total
of 534 respondents were successfully interviewed by using the CATI system. The

contact rate was 30.3% and the overall response rate was 78.6%.

The results are compared with the summarized results of the public opinion survey
commissioned by the Office of the Communication Authority (OFCA) in 2008 on the

same topic.

There was a statistically significant increase in the proportion of respondents who
claimed that they had received P2P direct marketing calls from 84% in 2008 to 91%
in 2014 and a statistically significant increase in the number of direct marketing calls
received in the past 7 days by respondents, with the percentage who reported that they
had received 6 or more direct marketing calls in the past 7 days increasing from 8% in
2008 to 23% in 2014.

In normal response to P2P direct marketing calls, nearly half of the respondents in
both 2008 and 2014 would “indicate to the caller at the very beginning that they were
not interested” (2008: 43%; 2014: 49%). On the other hand, there is a statistically
significant drop between 2008 and 2014 in the percentage of respondents who would
“listen first to see whether they were interested in the information and would
discontinue the call if they were not interested” (2008: 46%; 2014: 28%). In 2014,
21% of respondents would discontinue the call immediately (exact 2008 figure

unknown, but is at most 11%).

There was a similar distribution in the reported proportion of calls involving use of
personal data for P2P direct marketing calls in the 2008 and 2014 surveys. In both
2008 and 2014, 55% of respondents reported that more than 40% of P2P direct

marketing calls received by them involved the use of their personal data.

Similar proportions of respondents who had ever requested the callers not to call them
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again after receiving P2P direct marketing calls involving use of their personal data
for the two surveys (2008: 35%; 2014: 39%)).

There was a statistically significant increase in the percentage of callers who would
continue to call even though they had promised not to call again (30% in 2008 to 42%
in 2014).

The percentage of respondents who reported that they had got benefits from P2P
direct marketing calls showed a statistically significantly decrease from 13% to 6%
between 2008 and 2014. “Lower price or discounts” and “receiving more information”
were the two most quoted benefits in both 2008 and 2014 surveys. The percentage of
respondents who had made commercial transactions during P2P direct marketing calls

showed a statistically significant decrease from 21% to 16% between 2008 and 2014.

The same proportion of the respondents (81%)° reported that P2P direct marketing
calls had ever caused inconvenience to them in both 2008 and 2014 surveys, while
“Waste my time” was the most often reported type of inconvenience in both the 2008

and 2014 surveys.

Only 4.4% of the respondents who had received P2P direct marketing calls from
callers who had their personal data had ever made a complaint about receiving
unwanted direct marketing calls. About four-fifths of the respondents who complained
(79.9%) had complained to the company that made the direct marketing call and none

had complained to the PCPD or the Consumer Council.

The respondents who had received P2P direct marketing calls not involving the use of
personal data were also asked whether they had made a complaint. Only 2.4% of the
respondent had ever made a complaint about receiving unwanted direct marketing

calls not involving the use of personal data.

In summary, the proportion of respondents receiving frequent P2P direct marketing
calls (6 or more calls per 7 days) has increased greatly from 8% to 23% between
2008 and 2014. Fewer respondents (6%) are reporting commercial benefits, while
the overwhelming majority of respondents (81%) report inconvenience, primarily
wasting their time. Most respondents would complain to the company that made the

direct marketing call if personal data is involved (if no personal data is involved, they

% Question Q6 in 2014 survey
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have little recourse), but the proportion of callers who continue to call after promising

to stop has now risen to 42%.
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Chapter 7 Limitations

1. The data were not weighted for the number of eligible respondents in a
household and the number of phones in a household, or to account for

non-response.

2. The use of the ‘Last Birthday’ rule to select respondent when there were more
than one eligible respondents resided in a household by the time of the
telephone contact could not cover people who were always not at home in the

evening and weekends.

3. Household telephone survey excludes households without fixed line
telephones and does not attempt to contact institutionalized people at all,
which might result in selection bias due to under-representation of certain

segments of the population.
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Appendix:  Bilingual Questionnaire
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Survey on Direct Marketing Telephone Calls
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Part 1: Introduction
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Good (afternoon/evening). My name is , an interviewer from the
Social Sciences Research Centre of the University of Hong Kong. We are
commissioned by the Office of the Privacy Commissioner for Personal Data to
conduct a public survey on direct marketing telephone calls for promoting or
advertising products or services. The survey will take you around 10 minutes only.
All information provided by you will be kept strictly confidential and used for
analysis only. If you have any queries about this survey, please call the Ethics
Committee of HKU at 2241-5267.
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Screening

S1. FEHEIRIEBIREFATT AER 18 pReibl ERERER JUE? ATt (M b
T&Tﬂihﬁﬁ SHAZEE > BT AR (155 A g 28 H WA L 2 fE ol 2 e B ?

Is there anyone who is 18 years old or above at home? Because we are choosing a

respondent randomly, please ask the one who will next have a birthday to answer the
phone.

(BnARRE NI REZ N1 - S BERTRAUI ] - SISTRFHEGE -

[If not available, make appointment to call back.]

1. & Yes

2. & [&SFEER] No [end of the interview]

S2. VAR ) RIEHE ST BRI EE e - EIBARERENE - 5
ERATT G &SR E — R & ERmERIREDRBERS - 2= B 49 =S F
AR KEE LR e et
“Direct marketing telephone calls” mean calls made by a human for promoting
products or services, but are not pre-recorded telephone message. Have you ever
received such calls? These include calls received at your mobile phone, household
fixed line and office fixed line.

1. H Yes
2. F7 [FEE Q.13] No [Go to Q.13]
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Q.1 mpidA-tHAEME - (RGBS [ E A E Y

Over the past 7 days, how many direct marketing telephone calls have you
received?

{& calls
[ UREIERAERE > (HIBX] / IEECF% 2 (EERE

Received such calls, but cannot estimate the total number of calls
(] MEHIE / 1EECE Don’t know/Can’t remember

Q2  EIRWEIESHERLRF - /R —ARESEA?
When receiving direct marketing telephone calls, what is your normal
response?

L Mg BAAGMERR L o 7T B
Indicate that you are not interested at the very beginning
2. GEAINE CHARENATTEER - LR T B E U
Listen first to see whether you are interested in the information and
discontinue the call if you are not interested
3. SHHERG(EERS
Listen to the entire call
4. ,E\:fjﬂ u}% ufEﬁ
Others, please specify:
5. UBRIE / 4rEEE
Don’t know/Hard to say

Q3 —fikiGE - EHEGEATT Y SRR A 4R e
In general, do you ever get any benefits from receiving direct marketing
telephone calls?

1. H Yes
2. i (FkE Q.5) No [Goto Q.5]

3. IEFIE/AFEEE (BkE Q.5)  Don’t know/Hard to say [Go to Q.5]

Q4 M HFIRIE U IS ERE? (TS EE)
What are the benefits that you have ever had? (Multiple responses)

1 (ESEEEGT
Lower price or discounts
2. f8dm / BEom
Gifts
3. BENEEHZEFERE / EmD
Services/products for VIPs or privileged customers only
4. PRCEZERE
Receive more information
5. REft—EREEEENRE / B
Provide a channel to make direct enquiries on the service/product
6. HAth - FHFEH -
Others, please specify:
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IR EIEE B SHEREE T - A 20 m] e (8 AR E N B R E R SH 2 - BB
R R FE B 4 4 - 3T » B B A R L F B IEL A ) -
B T RE U PR 4R (TR B SE RS -

Some direct marketing telephone calls may involve the use of your personal data for
direct marketing, e.g. the caller knows your surname or full name. On the other
hand, some direct marketing calls do not involve the use of your personal data and
your number may be randomly generated by the caller.

QSA. FRIREELSES » 55 M URFIIER1E B fE EL B shE LR 2 my? FEHT B SRR LL i 2%
H? EHRERGE T EURERIEREREY) BIELEZm? JRE—F—2f2
Based on your experience, do you know which kind of calls is more? Specified
your name calls are more? Or randomly generated calls (i.e. those callers who
don’t have your name information) are more? Or half and half?

1. fEIHEE S
Specified your name calls are more

2. TE(RBETSLR T2

Randomly generated calls are more

R
Half and half

4. UBHIE/ATHERE
Don’t know / hard to say

Q5B. ERMMRIRUEIEE ELSHEREE T > (RS ARE &2 R & RRE IRAYE A
Bt SUF RS RRERITE ?

Among the direct marketing telephone calls received by you, what are the
estimated proportions of those calls which were specified your name and those
were randomly generated?

AT E Y
Specified your name calls

PSR 2

Randomly generated calls
RIEREEEHZERERNEANER (R 5
TE?)

Not sure if the callers know your name

4EE
Total 100

[ AduaarEEEEA G T ot

Received such calls but cannot estimate the proportion
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Q.6 —fIE - B ESHEEEA 1T Y SR R I (EUE?
In general, have direct marketing telephone calls ever caused any
inconvenience to you?

1. H Yes
2. 4 (BKZE Q.10) No [Go to Q.10]

3. BEFIE/AFEEE (BE2 Q.10) Don’t know/Hard to say [Go to Q.10]

Q7  THMEM . IRENERIEE E S EEERITE I E LR - SR % %%
HREIE T EE?
Usually, how much nuisance or inconvenience was caused to you by direct
marketing telephone calls which were specified your name?

1. JEEZESA(E A lot of nuisance or inconvenience

2. —feEE R (E Moderate nuisance or inconvenience

3. /iR e AR (E A little bit of nuisance or inconvenience
4. SERIEGEEA(E No nuisance or inconvenience at all

Q7A.  FEMMAIRUE RS I AR R R E T o IR(GE T RA %2 A R IR 1
B =2
Among those direct marketing telephone calls which were specified your
name, what is the estimated proportion of those calls because you were the
customer of those companies’ calling?

[ AduaarEEEEA G T ot

Received such calls but cannot estimate the proportion

Q7B  HiELLEEREEIEMINAEA S R?
How much nuisance or inconvenience was caused to you by those calls
which were specified your name?

1. JEEZESCAE A lot of nuisance or inconvenience

2. —HEEEECAE Moderate nuisance or inconvenience

3. /DR AE A little bit of nuisance or inconvenience
4. SERIEZESCA(E No nuisance or inconvenience at all

Q.8  M{RIFERUEE T EIE? (ZIHEEEE)

What are the inconveniences? (Multiple responses)

1. OREFIEERT ] Waste my time

2. \HUEESNE i Incur roaming charges

3. EME AR Concern about privacy issue

4. SREREETFHEEERFE] Waste my mobile phone’s calling time
5. ELTEEREE Concern about fraud issue
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Q.9

Q.10

Q.10A

Q.10B

r

6. LCHEELSIR Repeatedly call you
7. HAth - FEEEEH Others, please specify:

HEEEA ) IR NERITE NS - M BHRIG R 2% 2 2B sE U5 (£

WfEg?
Usually, how much nuisance or inconvenience was caused to you by direct
marketing telephone calls which do not involve the use of your personal data?

1. FEEEESAE A lot of nuisance or inconvenience

2. —REEEEAE Moderate nuisance or inconvenience

3. DR e AN {E A little bit of nuisance or inconvenience
4. SERIEZESA{E  No nuisance or inconvenience at all

G kAN SR pp o Nk oy SR T SYRR CINEE Szl e
Have you ever made or agreed to make any commercial transaction during the
direct marketing telephone calls?

l.
2.

H Yes

i (BEE Q.11)  No (Goto Q.11)
A MR RUCE B I E A E S B ER B v - KA %20 O
L HIE?

Among those direct marketing telephone calls which were specified your
name, what is the estimated proportion of those calls which made
commercial transaction?

[ AR S E AR T ot
Made commercial transaction but cannot estimate the proportion
(] UEHIZE / BEECS Don’t know/Can’t remember

aA MR IR SetbE P L R B SR B Eh = T > R 28 2 Rl R 36
R AHWE?

Among those direct marketing telephone calls which were randomly
generated, what is the estimated proportion of those calls which made
commercial transaction?

(] AR S AR T ot
Made commercial transaction but cannot estimate the proportion
(] UEHIZE / BEEC{S Don’t know/Can’t remember
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Q.11

WS > (R AER (FlIngReie®) (FeE#EHREZ (EAER (R4
o) RB1) FrRERY o A5 ESHTUSCEIE B 5H B sk R o HAE A &k -

AP T R BB 1 P AN B R (e 88 P A - A2 A N EE A
FOR > i R A PARE A ERIFL R R B AT - R A T alE R IR
{E N BRI 2 B BEORIE AT P T BR 2

Currently, the use of personal data (e.g. surname or full name) for direct
marketing is regulated under the Personal Data (Privacy) Ordinance. If the
direct marketing telephone call involves the use of personal data, the call
recipient can request the caller to stop using his personal data for direct
marketing. If the caller does not honour such request, the call recipient can
complain to the Office of the Privacy Commissioner for Personal Data. Have
you ever asked those callers who used your personal data to stop calling you?

1. H (Q.l1A) Yes (Go to Q.11A)
2. 4 (Q.11B) No (Go to Q.11B)

Q.UA —fFI T » BTG AN NE? (TEEESIR)

Q.11B

Normally, how did the callers respond? (Multiple responses)

1. BIHFU R
Hung up immediately
2. BFEEFRITER - MIRMEREHERHERS
Promised not to call again, and you received no more calls from them
3. FIEEEITER  BIRZIRAEHER RS
Promised not to call again, but you still received calls from them
afterwards
4. EHEIRIVEDR - BEBERIRTEE &
Ignored your request and persuaded you to receive more information
5. HAM - 5FEEEH ¢
Others, please specify:

{After answered Q11A, skip to Q11C}

LAY

Why not?

1. Did not use

2. COEUIEIRER Hung up by caller

3. ARIEAEEEGR TR
Did not know the right conferred by the law
4. HMERA Other reasons
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Q.UIC  FFRRATT Y &8ss Ry AR {5 A A B B A e 2
Have you ever made a complaint about receiving unwanted direct marketing
calls involving the use of personal data?

1. A (Q11D) Yes (Go to Q.11D)
2. i (Q.12) No (Go to Q.12)

Q.1ID  IFTEHVES » MR E(EFHIETE 2 (AEEZIH)

If yes, who did you make the complaint to? (multiple responses)

HNEBE }E% OFCA

AENE H*AKE & PCPD
OHEERES Consumer Council
==EN=4=| Ombudsman

HAr (5EEH) Other (please specify)

}J}-bwl\):—*

Q.12 EfRUEIFTHREAE NG E S ERS - FRIRETEUEEOREE
EriF B ARR B EEIS e sE R ?

When you received direct marketing telephone calls that did not involve the
use of personal data, have you ever requested the caller to stop using your
telephone number for direct marketing?

Q.12A  FHEHIRATT G & F s RME TS ET T4 Ko (o M E A\ B LM 2
HJE :

Have you ever made a complaint about receiving unwanted direct marketing
calls (not involving the use of personal data)?

1. A (Q.12B) Yes (Go to Q.12B)
2. d# (Q.13) No (Go to Q.13)

Q.12B  WIARJEAVE: » SERIIRIAE(E (Ffsie 2  (FEE%IH)

If yes, who did you make the complaint to? (multiple responses)

1. Léﬂgf%%&@)gj OFCA
2. (A NERFLEER &N F PCPD
3. HEEREw Consumer Council
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4. HHETEHEE Ombudsman
5. Hth (355FH8H)  Other (please specify)

EPN—

Demographics

R ZE oA - FRItEr RS R R A B E AN BRI R - IRAT i A &kl A
EHIRE -

Please tell us more about yourself in order to facilitate our analysis. All information
collected will be kept strictly confidential.

Q.13 ECBRHE AL
Gender of respondent
1. 5B Male
2. & Female

Q.14  FREEZHRIE?
What is your age?
18-20
21-30
31-40
41-50
51-60
61-70
70 B LA Over 70
B4 Refuse to answer

© NN kWD =

Q15  FFEEEEEHEELA?
What is your highest educational attainment?

1. /NEELLITH Primary or below
2. HE / 1ER} Secondary / matriculation
3. HE/EgsblE Tertiary / degree or above
4. JEZE[OZFE Refuse to answer

Q.16 FEMIEIRIFIEERLEA?

What is your occupation?

1. {gE Employer
2. BB A A=EIIERT) Employee (mainly office work)
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3. BB GERAZTIEET) Employee (mainly non-office work)

4. (BE (—FERFEEIAE TIE R — R R A= TIE)
Employee (half time office work and half time non-office work)

5. H & Self-employed

6. B4 Student

7. FET Home-maker

8.  KFE/A % gy BIR Unemployed or retired

9.  HAth - FEEEEH - Others (Please specify )

9. fE#E[0[E Refuse to answer

BT  #HE TS H

Thank you for completing the questionnaire.
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