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Dear Member,
Every element of media is full of the detail, be it broad, limited,
meagre or downright inadequate regarding the re-opening of life
as we knew it, know it and want it to be. Regrettably, the future
and what it holds, appears to be strongly flavoured with Déjà Vu
or, as some prefer to correctly recognise and refer to it as, ‘the
same old’.
The term ‘rip-off’ has last week been utilised in terms
of new charges being introduced, old charges increased and
value for money not being, in any way, in or to, the consumer’s
interest or benefit. The treatment of patients and their rights
and entitlements to services, appointments and what is life
managing care have disgracefully been ignored. While driving
lanes have been reduced to facilitate cyclists, taxis, buses and
even scooters, the overpaying motorist is being ignored and
treated, in certain quarters, with disdain despite the reality of
the enormous contribution they make to the economy of this
small country. Pedestrians seem to have warranted little or no
consideration.
Insurance reform remains at a distance. While
challenged by many, including the CAI, Central Bank and
European Commission, across many years, we are no better
off. Back to school costs remain a cause of intense worry and
financial distress for many families; energy costs, fuel prices and
food prices have all increased making budgetary management a
serious challenge into 2022 and beyond.

Our Reports
Reports in Consumer Choice are based on
market research, laboratory tests or user
surveys, all of which are independently and
scientifically conducted. Free goods are
never accepted for testing – all samples
are purchased. Occasionally items may be
borrowed for review purposes only.
The reports are produced in the main
by our own Editorial staff. Some material
is occasionally drawn from other foreign
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Because Consumer Choice carries no
commercial advertising it is not swayed by
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Reports on any article relate only to the
articles or goods mentioned, and not to any
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taken as a reflection on it.
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These are just some of the issues that the CAI needs
to challenge but, to do so, we must be strengthened. We have
long been the independent voice of the average consumer - 55
years to be exact. But we lack resources and the ability to
carry out much-needed independent research to challenge
the comfortable and the unacceptable. We need to restore
our volunteer base and bring the real stories to the media and
the population that is so much in need of a balancing voice for
reason and responsibility.
We eagerly await detail of our submission for
exchequer funding that can make these citizen/consumer/
people needs a reality. Recognition of the fact that all is actually
not well and that ‘life’ has changed to the detriment of the
paying, taxed, ill, homeless, young, old, elderly, connected and
environmentally conscious average consumer, is essential.
Once that is heard then our voice can be elevated to
ensure that the alternatives are broadcast and
the ‘same old’ challenged –
along with those who promote their
continuity to our detriment.

Dermott Jewell
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News Briefs by Dermott Jewell

NEWS BRIEFS

Living From Day to Day
I am getting in early as we will be hearing very shortly of
preparations and offers for Black Friday, Cyber Monday and any
other ‘day’ that comes across the brainstorming, zoom meeting
table of marketers. By way of example, what was once a niche
event for Amazon to encourage consumers to spend during the
summer break, Prime Day has now morphed into an industry-wide
online shopping holiday across the US – and it is not a day as we
know it. All of the major retailers now engage in a discounting
spree to move stock. This year, as Covid restrictions relaxed,
Amazon Prime Day was expected to hit an $11 billion take online,
at the till as US shoppers spent an average of $594 during the
week of Prime Day sales events. When you add the global reach
of Amazon, and the great many other retailers now operating
their baskets online, it will be quite interesting to see what will be
the European sales figures across this summer, the ‘big’ events of
autumn and the expected Christmas splurge that is predicted by
most analysts. It does raise the alternative option to consider those
who have no ‘stuff’ and could do with a small proportion of this
money, simply to make ends meet, pay energy bills and put food
upon the table!

Fuelish Approach
In the UK, changes are currently being piloted for pay-atthe-pump services due to new rules and changes being
introduced by card companies including Mastercard, Visa
and American Express. Under the proposed rules, drivers
will have to make a £99 advance payment before they could
fill up at pumps provided by card providers at several major
supermarkets. Tesco, Sainsbury’s, Asda, Morrisons and any
fuel provider with pay-at-the-pump services are making these
changes following amendments to the rules by Visa and
Mastercard. Previously, all pay-at-the-pump transactions were
authorised by requesting a £1 transaction. It would then take
up to three days for the full sum to be charged. This caused
problems. The new plan is to request authorisation from the
consumer’s card issuer for up to £99. Once finished filling up,
the final transaction amount will be sent to the card company
and the remainder of any unused funds up to the maximum
filling amount will be released back. It is suggested that the
rules have been changed to help cardholders to keep control
of their budgets in real time. Put another way, you must have
enough money to buy the fuel. Which raises the question of
why do you need the ‘credit’ card at all!

EATIN’ AND DRINKIN’
It is all happening at Room 8 in Navan. There, edible coffee cups
are proving a huge hit and the responsible solution to sustainable
consumption. These are vegan cups that, if not eaten, begin the
composting process just thirty minutes after use. Alternately, you can
nibble on the cup as you drink your way through the coffee or wait and eat
the whole wafer-like cup when it is empty. They are sourced from a local
producer in Ashbourne and the quality is assured in the sense that the
cup withstands the hot liquid for the full thirty minutes. Value for money
is suggested in that the cost is for the coffee with one euro added for the
disposable, edible cup giving the consumer a hot drink and snack all-inone.
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Smoke and Mirrors
Many will have been surprised at the announcement, by
the CEO of Philip Morris International, the Swiss-American
multinational cigarette and tobacco manufacturing
company, with products sold in over 180 countries, whose
most recognised and best-selling product are Marlboro
cigarettes, that he was calling on the UK government to ban
cigarettes within a decade. His organisation is in the process
of transforming into a healthcare and wellness company. It
has gone to the point of tying executive pay to its mission
to “unsmoke the world”. CEO Jacek Olczak considers that
government action could be aligned with the banning of the
sale of petrol cars in 2030. By treating cigarettes in the same

context, he sees regulation, banning the sale of cigarettes
within the same timeframe, as having the potential to solve the
problem “once and forever”. Tobacco firms have been moving
into cigarette alternatives such as vapes and e-cigarettes. The
company has, understandably and correctly, come under fire
from anti-smoking campaigners who accused it of hypocrisy,
for example, having launched a £1 billion takeover bid for
a British pharmacy company that makes asthma inhalers.
The campaigners argue tobacco companies are positioning
themselves as part of the solution to a smoke-free world, while
continuing to aggressively sell and promote lethal cigarettes.

				
Overdone Potatoes
In New York and Manhattan's Upper East Side, specifically,
there is a restaurant called Serendipity3. Defined as “the
phenomenon of finding valuable or agreeable things not sought
for”, serendipity, in this restaurant, in this particular city of the
world, is well effected. The restaurant, which already claims world
records for the most expensive burger $295 (€250) and ice cream
sundae $1,000 (€850), has now entered the Guinness Book of
World Records for selling the most expensive plate of French fries
– anywhere. The Crème de la Crème Pommes Frites are made
using only Chipperbec potatoes. They are blanched in vinegar
and champagne and then fried, twice, in pure goose fat. For
serving they are sprinkled with edible gold, seasoned with truffle
salt and truffle oil and arranged on a crystal plate with an orchid,
thin-sliced truffles, and a Mornay cheese dip infused with truffles.
This plate of fries costs $200 (€175). This restaurant is unique, is
65 years in business and is very well supported. They used the
fries to announce their post-Covid reopening and it has proven to
be highly successful with a suggested eight- to ten-week waiting
list for the fries. The owner commented that "Serendipity is really
a happy place where people come to celebrate, to really escape
the reality of life sometimes". Never a truer word was spoken!

PS
Hungry for More?
New York City restaurant The Ainsworth offers the ultimate high-low menu item with their 24K gold chicken wings. The
wings are brined for 12 hours, coated with a house-made dry rub, baked, flash-fried and then coated in a layer of gold dust.
They cost $45 (€38) for ten. For those with more money than sense, you can avail of the special – 50 wings and a bottle of
Ace of Spades Champagne (brand owned by rapper Jay-Z (current net worth $1 billion)), for a mere $1,000 (€850).
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FOOD & HEALTH/News

by Clodagh O’Donoghue

Food & Health
News
Pharmacy role increased during pandemic
A recent study published by the Irish
Pharmacy Union (IPU) and carried out
by market research company Behaviour
& Attitudes has found that pharmacies
grew in importance during the pandemic
while overall visits to GPs fell. According
to the 2021 edition of the Irish Pharmacy
Index, the 15th annual study to quantitively
measure public attitudes to pharmacy
in Ireland, 39% of consumers now see
their pharmacist as their most important
healthcare professional - an increase of
almost a third. Among other findings,
the study revealed that 48% of the adult
population indicated that the pandemic
has affected their health, with the biggest
impact being on younger adults, while 54%
of people visited the GP less often during

the pandemic, with many consulting their
pharmacist instead. The study further
found that younger adults - those under the
age of 25 years - were four times more likely
to have been to the pharmacy in the previous
week than to the GP. The accessibility and
longer opening hours of pharmacies were
recognised, with 85% of participants finding
pharmacies accessible, compared to 51% for
GPs and just 13% for hospitals, while 75%
of those polled agreed that pharmacies are
available at a time that suits compared to
31% for GPs. Overall, 97% of patients trust
their pharmacies and public support for an
expanded role for pharmacies is very strong,
with 95% in favour of pharmacists being
allowed to prescribe medications for minor
ailments.

		
IPU President Dermot Twomey
has highlighted how the pharmacy
profession stepped up during the pandemic
by administering over 215,000 Covid-19
vaccines in just two months and by
extending and repeating prescriptions
for patients for up to nine months to help
manage their existing health conditions
when other healthcare providers were
unavailable. Mr Twomey notes that these
examples show how increasing the role of
pharmacies can rapidly lead to successful
results and has called for a concerted
government effort to maximise the value
of the pharmacy sector in post-pandemic
healthcare as being more efficient for
patients and more cost effective for the
State.

Coeliac Society launches Back to School Hub
As the country’s children return to
school this month, the Coeliac Society
has called for increased testing for
coeliac disease amid concerns that
as many as 12,500 children in Ireland
have the condition, with most going
undiagnosed. The association notes
that school can be a minefield for
children who have coeliac disease
or are gluten intolerant, with simple
sandwiches and tempting treats
leading to unnecessary pain and
suffering. To help parents and
children stay safe and eat well as
they return to education this autumn,
the association has launched a new
Back to School & College Hub on its
website, coeliac.ie, that provides
information and advice on recognising
the symptoms of coeliac disease and
gluten intolerance, making gluten-free
school lunches and snacks, and
managing play dates and birthday
parties. The hub also offers meal
ideas for busy teenagers and advice
for students on starting college as a
coeliac.
		
Using average European
prevalence rates, it is estimated that
one in every 100 people in Ireland is
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coeliac and seven in 100 are gluten
intolerant, which would suggest that
there are 12,500 coeliac and almost
88,000 gluten intolerant children
aged 18 years and under in Ireland
today, the vast majority of whom are
not diagnosed. Symptoms of coeliac
disease and gluten intolerance in
children include bloating, diarrhoea,
constipation, delayed growth or
puberty, dermatitis herpetiformis,
iron deficiency anaemia, lethargy,
irritability, and an inability to
concentrate. The Society notes that
coeliac disease is more than a food
allergy - it is an autoimmune disease in
which consumption of gluten damages
the lining of the small intestine,
reducing the ability to absorb the
nutrients from food. The only
treatment is a strict gluten-free diet.
According to the association’s CEO
Gill Brennan, the Coeliac Society is
working closely with GPs and medical
practitioners to ensure that there
is more routine testing of children
for the disease but more healthcare
professionals are needed to join the
campaign and to ‘Think Coeliac’.

September 2021

MONEY NEWS

Money News
Teens and parents
warned about the dangers
of money muling
In the first half of 2021, more than 700
‘money mule’ transations totalling €5
million moved through bank accounts,
with most incidents involving young
people aged 18 to 24 years. The
figures were released by FraudSMART,
the fraud awareness initiative led
by Banking & Payments Federation
Ireland (BPFI), which has renewed
its appeal to young people and their
parents to be aware of the risks and
potential lifelong consequences of
getting involved in money muling.
A money mule is someone who is
recruited by criminals to help in
transferring stolen or fraudulently
obtained money from bank accounts.
Essentially, money muling is the same
as money laundering and is a criminal
offence under the Criminal Justice
(Money Laundering and Terrorist
Financing) Act 2010, which can carry
up to 14 years imprisonment.
		
BPFI Chief Executive Brian
Hayes notes that “criminals are
deliberately targeting teens and young
adults when recruiting money mules
so it is critical that this age group as
well as their parents fully understand
how these crimes operate and how
they can avoid getting caught up in
it”. Moreover, criminals are seeking
to capitalise on the current pandemic,
which has seen fewer part-time or
summer employment opportunities
available to young people due to public
health restrictions, and money mules
are typically recruited though social
media and offered ‘easy’ money in
return for something that seems as
simple as opening a new bank account
or using their bank account to lodge or
transfer money, according to Mr Hayes.
Often, criminals pose as employers
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Money News by Clodagh O'Donoghue

“FraudSMART has renewed its appeal to
young people and their parents to be aware of
the risks and potential lifelong consequences
of getting involved in money muling.”

and contact prospective victims with
a ‘job vacancy’ advert online, on job
search websites or in newspapers.
Once the mule accepts the ‘job’, they
receive stolen funds into their account,
followed by a request to transfer
or forward the funds, minus their
commission, usually overseas, using
a money/wire transfer service. This
constitutes money laundering, which
is illegal, and the consequences can
have a lifelong impact. As Mr Hayes
outlines, teens and young people “who
are recruited as money mules can be
threatened with violence or physically
attacked if they do not continue to
allow their account to be used by
the criminals to transfer money”.
Money mules who are caught may be
prosecuted and have a criminal record.
In addition, their bank account will be
closed and they will likely experience
serious difficulty in opening another
account and accessing loans or other
credit facilities in the future.
		
As a result, young people
are strongly urged to familiarise
themselves with the red flags of
money muling and be aware of what
to look out for in order to avoid
becoming involved in criminal dealings.
FraudSMART offers the following
advice to young people:
• Beware if you receive an unsolicited
e-mail or social media message that
promises easy money for little or no
effort.
• Never agree to open a new bank
account in your own name in order to
receive a transfer or inbound payments
on behalf of the criminal.

• Do not accept any job offers that ask
you to use your own bank account to
transfer money – a real company will
not ask you to do this.
• Never give your financial details to
someone you don’t know and trust, in
particular if you have met them online.
• Be aware that acting as a money
mule is a criminal offence and it can
damage your credit and financial
standing.
		
For parents or guardians who
may be concerned about their child
becoming a victim, FraudSMART lists
a number of red flags that they should
watch for.
• Be on the lookout for signs of your
child suddenly having extra money
or becoming secretive, withdrawn or
stressed.
• Additional red flags include the
appearance of increased spending on
new clothes or technology with very
little explanation as to how they got
the money.
• Teens are particularly at risk because
they are often unaware of the true
nature of the activity that they are
undertaking. They are attracted by the
lure of money in return for the use of
their bank account to move money on
behalf of criminals.
• If you think your child may have
become a victim of money muling,
contact your local Garda station
and inform their bank immediately.
For more information, visit www.
fraudsmart.ie.
September
September 2021
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Catch-up bills causing problems for energy customers
Consumers are urged to carefully read and
review their energy bills, with billing issues
remaining the chief reason for complaints
to the Commission for Regulation of Utilities
(CRU). The CRU Customer Care Team Annual
Report 2020, which outlines the work
carried out by the CRU’s Customer Care
Team (CCT), was released in July 2021 and
reveals the impact of the Covid-19 pandemic.
The CCT provides an independent
complaints resolution service for customers
who have an unresolved dispute with their
energy supplier, energy network operator
or Irish Water. If customers complain to
their supplier or network operator and are
unhappy with the response they receive
after completing the complaints process,
they can log a formal complaint with the
CRU, which can investigate the matter and
issue a decision that is legally binding on
the energy company. The CRU notes that
the Covid-19 pandemic presented new
challenges for the regulator, suppliers,
and customers alike, and the customer
protection measures that were implemented
included increasing the value of emergency
credit on gas pay-as-you-go (PAYG) meters,
introducing a moratorium on domestic
disconnections, and greater monitoring and
reporting of customer arrears.
		
The 2020 report showed that the
CRU received 4,183 contacts from energy
customers during the year, of which 179
were ‘complex complaints’, which is when
a customer cannot resolve their complaint
with a supplier or network operator. This
figure represents a 37% decrease on
the number of energy-related complex
complaints opened in 2019, likely due to the

effects of the pandemic. Each year, billing
and account problems continue to generate
the most customer complaints and, during
2020, billing issues accounted for 46% or
almost half of complex energy complaints
to the CRU. Of the 179 complex energy
complaints investigated in 2020 by the CCT,
33% were upheld in favour of the customer.
		
A large proportion of complaints
to the CRU arise as a result of catch-up
bills or bill shock where an actual meter
reading is provided following a number of
estimated reads. These issues may have
been exacerbated in 2020 when pandemic
restrictions resulted in the suspension of
meter reading during certain periods of the
year, leading to estimated bills. With the
resumption of meter reading, customers
would have then received bills reflecting
their actual usage, which may have been
higher than anticipated due to the previous
estimated bills. As a result, the CRU is
highlighting the importance of customers

carefully checking their energy bills to
ensure that they are not currently
being billed on their estimated usage and
providing regular meter readings to their
supplier to help prevent any unexpected
catch-up bills.
		
CRU Chairperson Aoife MacEvilly
has noted that “catch-up bills continue to
dominate the complaints the CRU received,
which was heightened due to the Covid-19
restrictions on meter reading”. According to
Ms MacEvilly, the ongoing roll-out of smart
electricity meters should lead to a reduction
in estimated bills but, in the meantime,
customers are urged “to regularly submit
meter readings and carefully read their bills
in order to avoid this issue”. In addition,
energy or water customers who have an
unresolved complaint with their service
provider are encouraged to contact the
CRU Customer Care Team by visiting the
website, www.cru.ie, calling 1800 404 404
or emailing customercare@cru.ie.

Ban on ticket touting takes effect
Since 31st July 2021, the practice of reselling
tickets to events at above their face value has
been banned. The Sale of Tickets (Cultural,
Educational, Recreational and Sporting
Events) Act 2021 was signed into law on July
14th by President Higgins and has now taken
effect. The legislation has been four years in
the making and follows a public consultation
process that took place in 2017 in which
the Consumers’ Association of Ireland
participated. The goal is to give genuine fans
fairer access to tickets for popular live events,
such as concerts, music festivals and sporting
fixtures. In the past, all too often, event
tickets have sold out in minutes through
primary sources, leaving fans no option
but to turn to secondary sources and ticket
resellers, which may have used specialised
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computer programmes to buy tickets in bulk
and which then offer them for sale at often
hugely inflated prices. The new legislation
prevents this practice, however, by making it
illegal to resell tickets for designated events
and venues at more than their original value.
Enforcement powers have been assigned to
An Garda Síochána and those who break the
law face stiff penalties of up to two years in
prison or a fine of up to €100,000.
		
The legislation enables venues with
a capacity of over 1,000 people to opt in and
apply to the Minister for Enterprise, Trade
and Employment for designation. Once the
venue is designated under the legislation, it
will be illegal for people to sell tickets above
face value for any events held at the venue.
In addition, organisers of large events, such

as music festivals or football matches, that
believe the event will give rise to over-price
secondary selling will also be able to apply
for their event to be protected by the ticket
touting law.
		
Those who buy tickets to such
events must be given clear information that
tickets cannot be resold for a profit and
this information should be carried on the
ticket itself and through advertisements.
Consumers who need to sell their ticket on
can do so for face value or lower, but resellers
must also provide information on the original
sale price of the ticket and the location of
the seat or standing area for the ticket. An
exemption from the legislation applies to
charitable organisations and amateur sports
clubs for fundraising purposes.
September
September2021
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Product/Tech News
Product News by Clodagh O'Donoghue

Counterfeit goods are a growing concern
Consumers across the EU continue to find it hard to distinguish
between genuine and fake goods, according to a new study, while
the Covid-19 pandemic has exacerbated the level of counterfeiting
in the region. The growth in online shopping and in the consumption
of online content has generated new and extensive opportunities
that counterfeiters can exploit and that put consumers at risk. The
recent study, entitled European Citizens and Intellectual Property,
was carried out by the European Union Intellectual Property Office
(EUIPO) and found that almost one in ten Europeans (9%) say they
have been misled into buying counterfeit goods and that a third of
Europeans (33%) have wondered whether a product they had bought
was original.
		
The experience among EU member states varies
significantly. For example, the countries with the highest proportion
of duped consumers are Bulgaria (19%), Romania (16%) and Hungary
(15%), whereas Sweden and Denmark have the lowest figures
in the EU, at 2% and 3%, respectively. Here in Ireland, we are
unfortunately well above the EU average, with 13% claiming to have
been tricked into purchasing counterfeit goods.
		
A joint study by the EUIPO and the OECD indicates that
counterfeits represent 6.8% of EU imports, totalling a value of €121
billion, and they feature in every sector, from cosmetics and toys
to alcoholic beverages, electronics, clothing and even pesticides.
These fake goods can present significant health and safety risks for
consumers as a result of exposure to hazardous chemicals, noncompliance with safety standards, and other dangers. The current
pandemic has served to increase concern over fake products, given
the proliferation of counterfeit medicines, such as antibiotics and
painkillers, and other medical products, such as personal protective
equipment and face masks, as fraudsters prey on consumers’
uncertainty about emerging treatment and vaccines. In total, €4
billion worth of counterfeit pharmaceuticals are traded worldwide
annually. As well as health and safety risks, counterfeits often lead
to security breaches and financial losses for consumers.
		
The EUIPO further notes that digital piracy of intellectual
property (IP) also represents a lucrative market for organised
crime groups and the losses for content creators and legitimate
businesses can be significant. For example, providers of illegal IPTV
– televised content acquired through an internet connection – earn

nearly €1 billion each year in the EU at the expense of the companies
that generate and distribute the content. In Ireland, 5.1 % of
consumers access unauthorised IPTV, compared to the EU average
of 3.6%, according to a 2019 EUIPO report.
		
Small and medium-sized enterprises (SMEs) can suffer
particular damage from counterfeiting, with one out of four SMEs
in Europe and 18% of firms in Ireland claiming to have experienced
IP infringement. Companies owning IP rights such as trademarks or
patents reported loss of turnover (33%), damage to their reputation
(27%) and loss of competitive edge (15%) due to infringement of their
rights.
		
When shopping online, consumers need to be aware of the
serious consequences of counterfeiting and recognise that, as well
as incurring health and safety risks, they may be helping to fund
organised crime and causing damage to the country’s economy. To
protect themselves from fakes and pirated content, consumers
should always use trusted websites, check for recent and authentic
reviews, look for reliable payments methods and be wary of anything
that looks suspicious. We have said it before, and we will say it
again: if it looks too good to be true, it probably is!

Think you have
ever bought
something fake?
1 in 10
Europeans

If you buy a

fake product
online or access
pirated digital
content:

have been tricked
into buying
counterfeit goods

€ 121 billion

You’re risking
your health and
safety

of fake goods are making
their way into the EU
every year

You’re funding
organised crime

COVID-19 has shown us

fakes and piracy
are everywhere

You’re putting your
money and personal
details at risk

Millions of fake face masks
and other personal protection
equipment have been
seized across the EU

Is it worth it?

Source: European Union Intellectual Property Office, euipo.europa.eu

When you buy online, remember to:
Look for http ‘s’ to check

Always use trusted
sites
The products featured on these pages have not been tested by the Consumers’
Association
of Ireland
and
the site
is secure
their inclusion here is not, in any way, an endorsement of them.
Look for reliable
payment methods
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?

Check for recent and
authentic reviews

Beware of anything that looks suspicious
If the price is too good to be true - it probably is

September 2021

Remember, genuine COVID-19 vaccines are not sold online

New technology makes food packaging information more accessible
Following a successful trial in the UK, cereal maker Kellogg’s has announced that it will add new world-first technology to all of its cereal boxes
on shop shelves in Ireland to make key product information accessible to blind and partially sighted consumers. Food packaging typically
features important information on the product, such as ingredients lists and allergen details, but the print can be small and difficult for those
with visual impairments to read. As a result, Kellogg’s is undertaking to change all of its cereal packaging to feature a unique code that can be
easily detected by a smartphone, which can then play back labelling information to the consumer.
		
Unlike other types of printed codes, the new technology, known as NaviLens, features high-contrasting coloured squares on a
black background and users do not need to know precisely where the code is located to scan it. According to Kellogg's, the technology lets
smartphones pick up the on-pack code from up to three metres away when a blind or partially sighted consumer points their device in the
direction of the cereal box. This then alerts the phone, and the consumer can choose to have the ingredients, allergen and recycling information
read aloud to them or they can read the information on their device using accessibility tools.
		
According to the head of Kellogg’s Ireland Sarah Ferguson, “over 50,000 in Ireland live with sight loss and are unable to simply read
the information on our cereal boxes”. The company believes that everyone should be able to access important and useful information about the
food it sells, which is why it is adding the new technology to its cereal boxes. The changes will be made beginning in 2022, with the first accessible
boxes of Special K appearing on shelves in January.
		
Moreover, Kellogg’s said it hopes that, by sharing its experience with other brands, supermarket shelves may be made more
accessible for consumers with sight loss so they can shop more independently and access information from a range of packaging. The NaviLens
technology is currently in use across the transport systems in a number of Spanish cities, making navigation easier for thousands of visually
impaired commuters.

Guinness without the alcohol
Originally scheduled to launch in Ireland in late 2020, the
alcohol-free Guinness 0.0 at last made its appearance on
the Irish market in summer 2021. The brewer claims that its
newest product boasts the same beautifully smooth taste,
perfectly balanced flavour and unique dark ruby colour of
Guinness, with the alcohol the only thing that is missing.
The same natural ingredients are used in the brewing
process - including water, barley, hops, and yeast - before
gently removing the alcohol through a cold filtration method.
According to the brewer, this cold filtration process allows the
alcohol to be filtered out without presenting thermal stress to
the beer, thereby protecting the integrity of its distinctive taste
and character.
		
Guinness 0.0 was briefly available on the UK market
towards the end of last year and our colleagues at Which
took the opportunity of doing a blind taste test to compare
a can of the non-alcoholic version with a can of Guinness
Draught. Two testers - one a regular Guinness drinker and
the other a Guinness newbie - assessed the appearance,
aroma, mouthfeel and taste of the two beverages. The testers
rated the appearance of both drinks highly and found that the
enjoyable mouthfeel was hard to separate between the two,
while the Guinness 0.0 had a slightly stronger aroma. In terms
of all-important taste, the testers were very impressed by the
flavours of both drinks, with coffee and dark chocolate tones
coming through stronger in the Guinness 0.0, whereas malt and
hops were found to be more present in the Guinness Draught.
The two testers enjoyed both drinks, and although Guinness
Draught came out on top, Guinness 0.0 was judged to be a very
pleasant alternative. From the results of the test, veteran
Guinness drinkers will probably be able to tell the difference,
but as alcohol-free alternatives go, Guinness 0.0 may be a very
satisfactory substitute. Not only that, at 80 calories per 500ml
can, you will be consuming less than half the calories drinking
Guinness 0.0 than you would drinking a 500ml can of Guinness
Draught, which contains 175 calories.
		
Last November, just two weeks after its launch, cans
of Guinness 0.0 were recalled from the UK market due to a
microbiological contamination that could have made affected
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cans unsafe to drink. Guinness referred to the recall as a
‘precautionary measure’ and has said that its teams have been
working to introduce a new filtration process and additional
quality assurance measures through the production process,
with consumers’ health and safety their number one priority.
Guinness 0.0 cans went on sale in supermarkets and offlicences in Ireland at the end of August 2021, so consumers
can enjoy the beverage at home, and since mid-July 2021, the
alcohol-free product has been available to Irish consumers to
purchase in pubs. Non-alcoholic beers such as Guinness 0.0
cannot be poured using traditional beer lines and keg systems
in pubs, but a new cutting-edge technology known as Guinness
MicroDraught finally makes it possible for those who prefer
their pint fresh from the beer tap.
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FOOD & HEALTH / Teeth-whitening products

Unsafe DIY Teeth-Whitening
Products On Sale Online
REPORT by Clodagh O'Donoghue

Do-it-yourself teeth
whitening can be a
risky business, with
recent research
revealing a high
number of potentially
dangerous products
available on online
marketplaces.
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Many of us long for a flawlessly white smile,
but consumers need to be careful about how
they approach teeth whitening and what
products they buy to help with the process.
Recent research by our UK colleagues at
Which examined a number of teeth-whitening
products on sale online and found that over half
of them contained unsafe and illegal levels of
dangerous chemicals. Teeth whiteners come
in a variety of forms, from gel-filled syringes,
to gel-coated whitening strips, to pens with
brush tips for painting on the whitening fluid.
The bleaching agent used for teeth whitening
is generally hydrogen peroxide, with higher
concentrations of hydrogen peroxide likely
to have a greater bleaching effect but also
likely to come with increased risk. Too high
a concentration of hydrogen peroxide will
cause burning and blistering of the gums and

other soft tissues in the mouth and can even
penetrate the tooth itself, with the potential for
eventual tooth loss. For this reason, hydrogen
peroxide levels in consumer products are
strictly regulated. Since 2012, the sale and use
of any product that contains more than 6% of
hydrogen peroxide has been banned in the EU.
Moreover, this maximum level of 6% can only be
administered by qualified registered dentists to
a client in the dentist’s office and, after the initial
test application, can only be procured through
a dentist’s prescription for home application.
In contrast, all over-the-counter products sold
to consumers are restricted to 0.1% or less of
hydrogen peroxide, minimising the possibility
of irritation to the gums and skin. Reputable
manufacturers, suppliers and retailers will
adhere stringently to EU regulations in this
regard but, as the recent Which research shows,
September 2021

there are ongoing instances in online channels
where these consumer safeguards are ignored.

Research findings
Which researchers bought 36 teethwhitening products through four well-known
online marketplaces: AliExpress, Amazon,
eBay and Wish. They tested how much
hydrogen peroxide each product contained
using a process called iodometric titration,
which determines the concentration of an
oxidising agent in solution. Any products
found to have over the permitted amount
of hydrogen peroxide were retested and an
average taken of the two results. A widely
available high-street whitener was also
tested for comparison - the Beverly Hills
Professional 2 in 1 Whitening Kit (£25), which
comprises a whitening pen and whitening
strips, both of which were found to contain
legal and safe amounts of hydrogen
peroxide. Of the 36 teeth whiteners bought
online, 21 of them – or 58% – contained more
than the legal 0.1% amount of the chemical
permitted for home use in teeth whitening
kits. In addition, 11 of the 36 products
contained more than 6% hydrogen peroxide,
which is the legal limit for use by dentists.
A staggering 20 products contained more
than ten times too much hydrogen peroxide,
while six whiteners contained over 100
times too much hydrogen peroxide to
be legally sold. The most worrying two
products tested – both teeth whitening
gel-filled syringes bought from sellers
on AliExpress – contained approximately
30% hydrogen peroxide or 300 times the
permissible limit for use-at-home products.
Researchers also noted that some of these
products came without any instructions for
use, further increasing the risk to 		
consumers.
		
The tests also highlighted
the huge differences in the amounts of
hydrogen peroxide found in teeth-whitening
products bought cheaply online, as
whereas 21 products in the test contained
illegal and sometimes dangerous levels
of hydrogen peroxide, 12 products did not
contain any hydrogen peroxide at all. This
was despite the fact that some of these
products had hydrogen peroxide included
in their online ingredients list. Just three
of the 36 products on test had hydrogen
peroxide levels within legally permitted
limits and so would likely do a safe job
of whitening teeth, though their actual
effectiveness is uncertain. When notified of
the Which findings, each of the four online
marketplaces took steps to remove the
highlighted unsafe products.
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Expert advice
Given that attending a dentist for supervised
teeth whitening can be expensive, it is not
surprising that consumers are tempted by
cheap online solutions, especially as they
may be heavily hyped on social media
channels. But the high number of unsafe
products available online should put
consumers on their guard and ensure that
they seek out reputable retailers where
serious matters of health and safety are
involved. According to experts, by using
high levels of hydrogen peroxide, you risk
burning your gums, which as well as causing
severe pain can lead to gum recession.
In addition, prolonged contact with high
concentrations of the chemical can weaken
the structure of the tooth or affect the tooth
enamel, causing permanent damage.
		
We can prevent tooth staining to
some extent by avoiding smoking and steering
clear of tea, coffee, cola, and red wine or, if these
beverages prove too irresistible, by making
sure to drink lots of water during and after
consumption. A professional clean by a dentist
can remove surface staining but although this
will return teeth to their natural colour, it does
not necessarily mean that your teeth will be

whiter and you may w.ant to consider other
whitening options.
		
Thanks to EU regulations, the vast
majority of teeth whitening products on shop
shelves that contain peroxide will do so at
sufficiently low levels that they are unlikely
to cause any major damage, though careless
application may cause irritation to the gums
and lining of the mouth and increased tooth
sensitivity is not uncommon, even when the
treatment is done under dentist supervision.
Before putting chemicals into your mouth, it
is advisable to be checked out by a dentist to
ensure you have no underlying issues that
would be of potential concern, such as cracked
enamel, cavities and exposed root surfaces.
Moreover, teeth whitening is not appropriate in
all cases, as bleach will not whiten caps, crowns
or fillings. Even if your teeth are theoretically
suitable for whitening, it is important to only
use products from regulated sources and not
to try to sidestep EU legal limits by accessing
products with potentially harmful ingredients or
high concentrations of chemical agents. At the
end of the day, we should keep our expectations
realistic and focus on the health of our teeth and
mouth first and foremost.
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Lifestyle / Eco Rating

New Eco Rating for
Sustainable Smartphones
A new Eco Rating aims
to help consumers
make more informed
and sustainable
choices when buying a
smartphone.
REPORT by Clodagh O’Donoghue
At a glance
• Environmental impact of smartphones
• Sustainability rating
• Disposal options

For such small devices, smartphones
have a significant environmental impact,
much of which comes from manufacturing
the phone and getting it into consumers’
hands. It is estimated that the processes
of mining, refining, constructing and
transporting a smartphone can represent
between 80% and 95% of the device’s
total CO2 emissions over a two-year
period. And with many consumers
changing their phones every two years
- often because a contract has come
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to an end and there is a newer and more
exciting upgrade on the market - each
new smartphone purchase places further
demands on scarce resources and adds
to the disastrous environmental footprint
generated by these devices. Consumers
are increasingly aware of the need to do
the right thing by our shared planet and,
beyond hanging on to their smartphone for
as long as possible, they may also seek out
better information on the sustainability
credentials of any new device they are
about to buy. It is with this in mind that
a new pan-industry Eco Rating labelling
scheme has been launched that is aimed at
helping consumers identify and compare
the most sustainable mobile phones and
at encouraging suppliers to reduce the
environmental impact of their devices.
The Eco Rating initiative has been created
jointly by five of Europe’s major mobile
operators - Deutsche Telekom, Orange,
Telefónica (operating under the O2 and
Movistar brands), Telia Company and
Vodafone - to provide consistent, accurate
information at retail on the environmental
impact of producing, using, transporting
and disposing of smartphones and feature
phones. A range of new consumer phones
from 12 mobile phone brands - including
Samsung, Nokia, Motorola, Huawei,
Doro, OPPO, OnePlus and Xiaomi - will
be assessed by the Eco Rating initiative,

with others expected to join in the future.
Since June 2021, the Eco Rating labelling
has been available for certain phones at
the point of sale in 24 countries across
Europe, including Ireland, where the
mobile operators are present. A detailed
assessment is carried out to produce the
Eco Rating score from one to 100, indicating
the environmental impact of the device
across its entire lifecycle - the closer the
score is to 100, the better the sustainability
performance of the device.

Eco Rating methodology
To assess the environmental performance
of a mobile phone, the Eco Rating looks
at each stage of the life cycle - from the
use of raw materials, the manufacturing
process, and transportation to consumer
usage and disposal at the end of the
device’s life.

Raw materials: The raw materials used
in the production of mobile phones and
their components can include gold needed
for connectors, lithium for the battery,
minerals for the cover, silicon for the
integrated circuit and rare metals for
the display. The more that a device uses
recycled materials, rather than scarce and
depleting natural resources, the higher the
Eco Rating score.
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Manufacturing: The manufacturing process
involves producing and assembling the
components of the mobile phone - including
the electronic circuit board, battery,
display, touch-panel and cameras - to
become the finished product, along with
the packaging and the inclusion of
accessories such as a charger or cable.
The Eco Rating assesses the impact of this
stage in terms of carbon emissions, energy
consumption and other environmental
categories.

Transport: Once the device is assembled,
the finished product then must be
shipped from the manufacturing location
to the country of sale, and the Eco
Rating considers the distance plus the
transportation method - whether by ship
or airplane - and the associated carbon
footprint.
Usage: In terms of consumer usage,
the useful life of the device depends
on a number of factors, including how
durable it is, if upgrades are possible and
its repairability and the availability of
spare parts. The Eco Rating takes these
factors into account along with the energy
consumption of the device from charging.

End of life: The final stage considers the
environmental impact of disposing of the
device, including an assessment of how
easy it is to refurbish it or if the metals and
plastics can be easily recycled.
		
Using information supplied by
the devices’ manufacturers, the Eco Rating
uses a consistent evaluation methodology
across 19 different criteria to produce a
single score that covers the following five
key areas:

Durability: assessing how robust the device
is, its battery life, and the guarantee period
for the device and its components.

Repairability: looking at the ease with
which the device can be repaired, including
the design of the mobile phone and aspects
that can increase its reusability and
upgradability potential.

Recyclability: assessing how easily the
device components can be disassembled
and recovered, the information provided
on this and how well the device can be
recycled.

Climate efficiency: calculating the
greenhouse gas emissions generated by the
device throughout its entire life cycle, with
a high score here indicating a low climate
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impact.

Resource efficiency: evaluating the impact
caused by the amount of raw scarce
materials used in the device (such as gold
needed for electronic components) on the
resource’s depletion. Again, the higher the
score here, the lower the impact on the
availability of materials.

Eco Rating at work
At this early stage, it is difficult to say if the
Eco Rating system will have a meaningful
impact. In Ireland currently, only Vodafone
presents this information and only for a
handful of phones. Arguably, the system
will need to be more widespread and enjoy
a higher level of consumer awareness for
it to make a real difference to purchasing
decisions. In addition, the information
will need to be properly presented at
point of sale so that consumers can make
comparisons between devices in terms of
the most sustainable and environmentally
friendly options.

Disposal options
Smartphones appear to be seen as
disposable devices despite their high
purchase price. From an environmental
perspective, the kindest thing for the
planet is to hold on to your smartphone for
as long as possible, ignoring any tempting
upgrades with their shiny new bells and
whistles. And when it does come time to
part company with your old smartphone,
there are a number of ways that you
can dispose of it responsibly and avoid
simply adding to the growing mountain of
electronic waste. It may even be possible
to make money from your old smartphone
by putting it up for sale on a suitable
website, such as eBay or Gumtree, or
selling it to a company that buys used
handsets to refurbish and sell on. An even
simpler solution may be to trade in your old
handset when buying a replacement one
and putting the trade-in price towards the
cost of the new handset or accessories.
Those who are happy to forego any cash
they might make can choose to donate
their old phone to a charity, which can then
make money by selling it on to a company
for recycling. You may need to check in
advance that the charity can accept your
device. Alternatively, you can go the green
route by recycling your device, either with
a mobile operator or by taking it to a Civic
Amenity Site or WEEE recycling point,
where each component will either be
disposed of safely or reused. Importantly,
proper recycling will mean that your device
will not end up in landfill.
		
According to the 2020 Mobile

Phone E-Waste Index, commissioned by
German used-electronics online shop
reBuy, Ireland generates 155 tonnes
of smartphone e-waste annually and
has 4.9 million ‘shelved’ phones, which
are discarded but not defunct devices
gathering dust in our homes. On the
plus side, Ireland does well in terms of
recycling and reusing mobile phones with
a rate of 84%, putting it fifth out of the
27 countries analysed in the research.
The Index presents a country-by-country
comparison of estimated mobile
phone e-waste and of the potential
environmental and economic value of old
models if recycled. It found that the total
e-waste generated by the 27 countries is
23,964 tonnes, while the total number of
shelved phones equates to a sales value
of €1.9 billion in precious metals such
as gold, silver, palladium, platinum and
copper. Chief Executive of reBuy Philipp
Gattner urges consumers to make sure
that they properly recycle their old items
instead of throwing them into landfill,
noting that “almost all e-waste contains
some type of recyclable material such as
plastic, glass and metal, and by correctly
recycling electronics, you reduce the
amount of dangerous toxic chemicals
such as lead and chromium leaking into
our soil, resulting in a healthier, safer
world”. Moreover, by properly reusing or
recycling your old phone instead of letting
it languish at the bottom of a drawer, you
can free up the precious minerals and
metals inside and reduce the further
depletion of scarce resources. Another
planet-friendly option is to consider
purchasing a refurbished phone from a
reputable retailer.
Table: Eco Rating scores for smartphones
currently on sale
Model

Eco Rating

Nokia 2.3

81/100

OPPO Reno 4 Pro 5G

81/100

Samsung Galaxy A12

81/100

Samsung Galaxy S20 FE

83/100

Samsung Galaxy S21

85/100

Information obtained online at n.vodafone.ie in August 2021.
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MONEY / Insurance reforms

Driving Change Home - Efforts to reform
the motor and home insurance sectors
Irish consumers have
long been subjected to
high insurance premiums
but recent months
have seen a number of
developments that could
mean positive change at
last.
REPORT by Clodagh O'Donoghue
At a glance
• Action Plan on Insurance Reform
• Differential pricing and the loyalty penalty
• Anti-competitive practices

Insurance premiums can represent a
major portion of a consumer’s monthly
or yearly financial commitments
as they seek to protect themselves
and their property against risk. In
particular, motor insurance and home
insurance are significant costs out
of the household budget for many
consumers and it is important that
these markets operate fairly. Whereas
motor insurance is legally required,
home insurance is an optional extra
that seeks to provide peace of mind in
relation to our property and belongings.
But consumers have long been paying
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dearly for these insurance products,
while the link between the expected cost
of policies and the pricing of products
is not always clear. For example, in
November 2020, the Central Bank
published the findings of its second
annual Private Motor Insurance Report
of the National Claims Information
Database, which revealed that premiums
paid by motorists increased by 35%
in the last decade, from 2009 to 2019,
despite the cost of claims falling by 9%.
The Consumers’ Association of Ireland
(CAI) and others have long campaigned
for lower premiums and more
transparent pricing, especially in terms
of legally-required motor insurance,
which consumers have no option of
foregoing. A number of developments in
recent months, however, should at last
see some positive change and help to set
the stage for a reduction in insurance
premiums for consumers in the near
future.

Action Plan for Insurance Reform
In December 2020, the government
launched its Action Plan for Insurance
Reform and, in July 2021, the first
implementation report was published.
The Action Plan outlines 66 actions for
reform aimed at bringing down the costs
for consumers and businesses and
introducing more competition into the

market. The July report indicates that 50%
of these actions have been implemented in
the first six months of the plan.
		
A key element of the Action Plan
is the introduction of new Personal Injuries
Guidelines, which set out the level of
damages that may be awarded in respect
of personal injuries claims. Award levels in
Ireland have been found to be higher than
in other jurisdictions and this, together
with the high legal costs of claims,
have been linked to elevated insurance
premiums. Taking effect in April 2021, the
revised guidelines are designed to reduce
overall compensation levels awarded by
both the Personal Injuries Assessment
Board (PIAB) and the courts and to offer
greater certainty and consistency to
awards. The July implementation report
notes that the new Personal Injuries
Guidelines are having an impact, with
preliminary data from PIAB showing that
the average award has decreased by
approximately 50% and that 78% of PIAB
awards are now €15,000 or less, compared
to 30% in 2020. The hope and expectation
are that insurers will pass the savings
achieved on to consumers in the form of
reduced premiums. For a detailed outline
of the new guidelines, see the June 2021
issue of Consumer Choice.
		
As well as bringing down
compensation levels, progress has been
made towards tackling the problem of
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fraudulent claims with the passing of the
Criminal Justice (Perjury and Related
Offences) Act 2021, which introduces
penalties for perjury-related offences
and strengthens the law in this area. In
addition, the implementation report
points to the development of legislative
proposals to enhance and reform PIAB
and the establishment of an office within
government to promote competition in the
insurance market. In all, the report finds
that 34 actions of the insurance reform
plan have already been completed and a
further 21 actions are due to be concluded
this year, suggesting that the plan is on
track to meet its goals.

Differential pricing and the
loyalty penalty
The Action Plan on Insurance Reform
includes an undertaking to examine
the impact of dual pricing on the Irish
insurance market. The Central Bank of
Ireland has now reached the final phase of
its review of differential pricing focussed
on the motor and home insurance sectors.
Differential pricing in insurance services is
defined by the Central Bank as customers
being charged different premiums for
reasons other than risk and cost of service.
Some have used the terms ‘differential
pricing’ and ‘dual pricing’ interchangeably,
whereas others suggest that dual pricing is
a subset of differential pricing, in which the
differentiation comes into play at renewal
time with new and existing customers
quoted different prices.
		
The Central Bank notes that its
role is to deliver effective supervision that
safeguards the interests of consumers and
supports a robust insurance sector and
that it will intervene where it believes that
unfair practices are occurring that take
advantage of consumer behaviours and
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habits. In this context, the Central Bank
has conducted its Review of Differential
Pricing in the Private Car and Home
Insurance Markets. Differential pricing is
widely used across a range of markets and
can bring benefits for consumers by, for
example, providing discounts in certain
circumstances and promoting competition
and innovation, encouraging consumers
to shop around. However, differential
pricing can also cause harm to consumers,
particularly if it is used to increase the
prices of policyholders by stealth or if it
affects vulnerable groups or those who
may not be able to search for better offers
due to differing abilities.
		
The Central Bank’s examination
of the pricing practices used by providers
in the Irish private car and home insurance
markets found that customers with similar
risk and cost of service profiles were
paying different premiums and for reasons
other than risk and cost of service. In
particular, it was found that loyalty does
not pay, with renewing customers paying
a higher amount relative to the expected
costs of their policy when compared to new
customers. Moreover, the findings indicate
that, on average, the longer a customer
remains with their insurance provider,
the higher the amount they pay in excess
of that required to cover the expected
costs of the policy, with those customers
who had been with the same insurer for
the longest time shown to be paying the
most. Thus, many customers are paying
a ‘loyalty penalty’ for staying with the
same insurer and renewing their policy
rather than switching to another provider
and taking out a new policy. The insurers’
differential pricing strategy is aided by
advances in data analytics and modelling
techniques that incorporate information
about expected claims experience and
customer behaviour - for example, the
tendency of the customer to renew or shop
around. Overall, the analysis showed that
the pricing practices used could result in
unfair outcomes for some consumers.
		
Following similar findings in the
UK, the Financial Conduct Authority (FCA)
there has introduced a ban on dual pricing
in the motor and home insurance markets,
ensuring an end to the practice of offering
existing customers quotes that are higher
than those offered to new customers. The
UK regulator had found that millions of
existing customers were being unfairly
overcharged, while, at the same time,
many insurers were offering below-cost
prices to attract new customers. As a
result of the new ban, introduced in May
2021, UK insurers will have to offer

renewing customers a price that is no
higher than they would pay as a new
customer. The FCA acknowledges that
the changes are likely to mean the end of
low-priced deals to some customers but
notes that, in the long term, consumers
will save money, with estimates indicating
consumer savings of £3.7 billion (€4 billion)
over ten years.

Central Bank findings
In conducting its review of differential
pricing in the Irish motor and home
insurance markets, the Central Bank
carried out a market analysis of the 11
insurance providers along with analysis
of almost 11 million individual policies.
Consumer insights were gathered through
a survey of 5,466 policyholders - 2,969
private car insurance policyholders and
2,497 home insurance policyholders
- most of whom were found to have a
limited knowledge of how insurance
pricing operates, which can discourage
more active engagement. The survey also
highlighted a tendency on the part of some
consumers to feel it is better and easier to
stay with their current insurance provider
than to switch. In addition, customers
preferred to compare prices with other
insurers in order to negotiate a lower
premium from their existing insurer rather
than to change providers.
		
The market analysis concluded
that the majority of firms apply some
form of differential pricing and that some
of the practices used could result in
unfair outcomes for some consumers. In
particular, there was significant evidence
of price walking, where customers are
charged higher premiums relative to the
expected costs of the policy the longer they
remain with an insurance provider, and
of the closely related practice of treating
the pricing of new business and renewal
customers differently for reasons other

September 2021

than risk and cost of service. The findings
indicated that long-term customers
who have stayed with the same insurer
for nine years or more pay, on average,
14% more on private car insurance and a
whopping 32% more on home insurance
than the equivalent customer renewing
for the first time. This essentially means
that customers who remain loyal to their
insurer are paying the highest premiums
relative to the expected costs of the policy.
Moreover, the review found evidence of the
widespread practice of offering discounts
to new customers in order to attract and
secure new business. This may mean a
cheaper quotation for customers who
shop around for such discounts but the
practice can work to the disadvantage of
consumers who are less able to search for
better offers.
		
The analysis also found that
oversight of pricing practices is inadequate
and that the automatic renewal process,
which is a common feature of the
insurance market, lacks transparency.

Central Bank proposals
As a result of its findings, the Central
Bank is proposing a series of measures to
strengthen consumer protection in this
area and, specifically, to end the loyalty
penalty for private car and home insurance
customers. Its three core proposals are as
follows:
• Ban price walking in the motor and
home insurance markets for personal
consumers.
• Require providers of motor and home
insurance to personal consumers to
review their pricing policies and processes
annually. This would ensure that insurers
adhere to new pricing provisions and the
fair treatment of consumers.
• Introduce new consumer consent and
disclosure requirements to ensure the
automatic renewal process is more
transparent for all personal non-life
insurance products.
		
Automatic renewal is the practice
whereby an insurance contract allows for a
policy to be automatically renewed, unless
the customer tells the insurance provider
otherwise before the renewal date. The
Central Bank’s third proposal would ensure
that consumer consent was required for
the renewal of their insurance contract on
an automatic basis and enable consumers
to make more informed decisions.
		
The policy proposals are set
out in a public consultation process
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that will run until 22nd October 2021.
Submissions may be emailed to
consumerprotectionpolicy@centralbank.
ie by this date. The views of stakeholders
in response to this consultation will be
taken into account and the Central Bank
will finalise the measures early in 2022.
The measures adopted will then apply to
insurance providers from 1st July 2022.
		
Moreover, in February 2021, the
CAI voiced its support for the Insurance
(Restriction on Differential Pricing and
Profiling) Bill 2021, which seeks to prohibit
the discriminatory practice of certain
insurance providers pricing premiums at
increased cost based on the fact that this
is a pre-existing or loyal customer. The
Bill would also prohibit the use of profiling
techniques in the calculation of insurance
premiums to determine that consumer’s
likelihood to renew. This Bill has yet to be
adopted.

that this does not prejudge the outcome
of an investigation. Companies that are
found guilty of breaching EU antitrust
rules can incur fines of up to 10% of
their global turnover and are required
to change their business practices. In
response, Insurance Ireland noted that
the statement of objections sets out the
European Commission's preliminary views
only and is not its final decision but that
the organisation will continue to cooperate
with the investigation and will assess the
points outlined. Notwithstanding the
preliminary nature of the Commission’s
finding, it undoubtedly raises serious
and significant questions for the motor
insurance sector in Ireland that must be
urgently addressed.

European Commission
preliminary ruling
The Central Bank’s review of differential
pricing is not the only ongoing investigation
into unfair or anti-competitive practices in
the Irish insurance market. In May 2019,
the European Commission commenced
an in-depth examination of the datasharing system of Insurance Ireland - an
association of insurers active across the
country, covering over 90% of the Irish
motor vehicle insurance market. After a
two-year investigation, in June 2021, the
EU competition regulators announced
that they have formed the preliminary
view that Insurance Ireland had breached
competition rules in the motor insurance
market by restricting access to its
data-sharing platform Insurance Link.
Insurance Ireland sets the conditions of
access to Insurance Link, which compiles
non-life insurance claims information
and enables companies offering motor
insurance to better assess risk, detect
potential fraud and offer competitive
contract conditions to customers. In its
preliminary findings, the Commission
said that a lack of access to Insurance
Link placed companies with a legitimate
interest in joining the Irish insurance
market at a competitive disadvantage
compared with companies that have
access to the database. The lack of access
acted as a barrier to entry and reduced
the possibility of more competitive prices
for consumers and a greater choice of
suppliers, according to the Commission.
		
The Commission announced that
it had sent a ‘statement of objections’ to
Insurance Ireland outlining the charges
of anti-competitive practices but noted

CCPC investigation
Even more recently, in August 2021,
following an investigation by the
Competition and Consumer Protection
Commission (CCPC) into allegations
of ‘price signalling’ among firms in the
insurance industry, a number of motor
insurers have pledged to reform their
internal competition compliance practices.
Price signalling is where firms make their
competitors aware that they intend to
increase their prices and it is a breach of
competition law as it allows businesses to
follow each other’s examples when setting
charges. The practice impacts competition
in the industry and can lead to price hikes
across the market, with consumers losing
out. Following the five-year investigation
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by the CCPC, six motor insurers have now
signed legal agreements to implement
a range of reforms in their compliance
procedures, and the CCPC will be able
to take legal proceedings to enforce the
agreements if any of the parties fail to
comply. The legal commitments are aimed
at boosting competition among motor
insurance providers, potentially leading to
reductions in premiums for consumers.

The road ahead
The recent developments outlined above
all represent moves in the right direction,
with the potential to ultimately remove
barriers to entry in the insurance market,
enhance competition and give consumers
greater choice of providers. The very
concrete efforts to tackle high claims
costs are hoped to have the effect of
generating savings for insurers that are

passed directly on to consumers. It will be
disappointing in the extreme if consumers
do not see the benefit of these promising
developments in the coming months and
years in terms of reduced premiums and
more competitive and transparent pricing.
Beyond disappointment, it will be a cause
for justifiable consumer frustration if,
despite all efforts, insurance premiums
remain stubbornly and unacceptably high.

Choice Comment
For the CAI, insurance and its costs, oversight and provision has been a focus of our written, reported and debated
activity, notably in regard to motor insurance, since 1984. In that year the Department of Enterprise established the Motor
Insurance Advisory Board (MIAB). The functions of the MIAB – upon which Dermott Jewell represented the Association included:
1. to advise the minister in relation to any power which he may exercise ….. in relation to the charges made for rendering
available the service of motor insurance and, in particular, to enquire into and to report to the Minister annually upon:
- the premiums charged, or other charges made, under or in connection with motor insurance and
- the methods of providing such motor insurance, and for those purposes:
(i) to require every person providing motor insurance to provide such information as may be in his possession as the Board
may reasonably require to enable it to perform its functions,
(ii) to examine the system operated by persons providing motor insurance whereby different premiums are charged to
different categories and classes of drivers and owners of mechanically propelled vehicles and the relationship between the
amounts of the premiums charged in each such category and the numbers of claims for payment on foot of such contracts
in each such category, and to make recommendations to the Minister on the appropriate relationship between the different
categories of premiums
The MIAB presented its final report in April 2002 with some 67 recommendations, many of which have been implemented
and have positively changed the means through which motor insurance cover is provided to consumers in Ireland.
In 2015, in light of the exceptionally high increases in the cost of motor insurance and problems of affordability that
followed, we requested, in our submission to a Joint Oireachtas Committee reviewing the cost of motor insurance in 2015,
that consideration be given to the formation of a review body similar to that of the MIAB with a limited period of six months
for a root and branch review of the full causes for any and all increases.
A key facilitation that gave validity to the MIAB’s investigations and recommendations was the provision, by all of the
providers, to access, by a competent expert in the strictest of confidence, to anonymised data. The expert utilised by the
MIAB would remain available to revisit his work and could bring reliable and expert analysis without undue delay. This, we
respectfully submitted, would assist in bringing full transparency to the market and assist in providing an understanding
and restoration of some trust in that market to the then 1.98 million private car and motorcycle owner consumers who
pay for their motor insurance as required under law. A response from the Department at that time outlined the statutory
remit of the Competition and Consumer Protection Commission (CCPC) in this area. We were reminded how the CCPC 2015
Motor Insurance Comparison Research highlighted the “significant variations that exist in motor premiums”. Shopping
around was viewed as the answer.
As outlined above, there has since been action and investigation by the European Commission, the Central Bank and the
CCPC. All reports reflect varying degrees of ‘inadequacies’ from providers in our market.
The CAI has met with and supported the work and efforts of deputies Pearse Doherty and Sean Fleming to bring change
where needed in terms of dual pricing and other, much-needed reforms.
Despite best efforts, today, 37 years on, we still lack transparency in pricing, clarity on the cost of claims and openness to
competitive entry for new providers. Why is that?
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Product Tests/Robot Vacuum Cleaners

Robot
Vacuum
Cleaners

Sick of the tedium of
regular vacuuming? A
robot vacuum cleaner
could be the ideal
solution for those who
have the budget.
REPORT by Clodagh O’Donoghue
At a glance
• Pros and cons
• Two Choice Buys
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Getting someone else to do your dirty
work always sounds appealing and
those who particularly hate vacuuming
or who find difficulty manoeuvring a
traditional vacuum cleaner around
the home might be tempted by a robot
vacuum cleaner. These machines are
not new but manufacturers have been
working hard to iron out early bugs
and deficiencies. For example, some
earlier robot vacuum cleaners might
have been able to do a fantastic job of
navigating your floor space efficiently
but struggled to produce impressive
cleaning results, whereas some devices
that excelled at dirt and dust removal
found negotiating their way around
a home more problematic. The key
for manufacturers was to create a
machine that is sufficiently powerful

to deliver a thorough clean and that is
sufficiently smart to ensure that all the
floor area is covered, with a mapping
system that allows for swerving around
obstacles and planning a reliable
route back to the recharging unit when
power is running low. A machine that
is constantly getting stuck behind
obstacles or entangled in power cords
and that requires regular rescuing and
liberating rather defeats the purpose of
investing in an automated device that
will allow you to put your feet up. Not
only that, but the device needs to be
able to get to the edges of rooms and
into corners or else the job will be left
only half done. Happily, manufacturers
have made huge strides in recent years
and some of the newest models on the
market turn in an impressive cleaning
September 2021

performance along with nifty navigation
and comprehensive floor coverage. For
those with the budget, Consumer Choice
can recommend two Choice Buys that
will take vacuuming off your to-do list.

Pros and cons
The main advantage of a robot vacuum
is obviously that they can take care of
the vacuuming for you, freeing you up
for other household tasks that do not
have a robot option. They can also be
invaluable for those who may struggle
with pushing around a traditional
vacuum due to injury or disability.
Running on rechargeable batteries,
robot vacuums use a combination of
cameras and sensors to scan your
home, plan out a route and get the
cleaning underway. A key benefit is
the ability of robot vacuums to tackle
hard-to-reach places, like under the
bed or sofa, which they can easily
access due to their very low profile.
Thus, automated machines can ensure
more thorough and frequent cleaning
of these awkward areas, which the less
meticulous of us may be tempted to
ignore in the weekly cleaning routine.
		
Most basic robot vacuums are
smart-home enabled and will connect
to your wireless router and work with a
dedicated smartphone app to help you
control your cleaning schedule. Using
the app, you will be able to programme
your preferred cleaning time and
frequency. Thus, you can programme
cleaning times for when you are out but
you will be able to keep an eye on the
machine’s progress by viewing a virtual
map. The app typically lets you set up
cleaning zones and create 'virtual walls'
to bar the machine from certain areas
in the home. Depending on the level of
sophistication, the app may allow you
to see the robot vacuum’s cleaning log/
history and its battery status or you may
be able to set the machine to do some
spot cleaning or give it more detailed
cleaning instructions for different areas.
Along with these advanced capabilities,
it can be handy to also be able to turn
the machine on or off and operate
basic settings either via controls
on the unit itself or using a remote
control. However, increasingly,
robot vacuums have limited onboard
physical buttons and are mainly
operated via wi-fi connectivity and
the associated app, so you will need
a reliable internet connection. To get
the most out of all the features and
functionality of your new machine, you
will need to familiarise yourself with the
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accompanying app, with some easier
to navigate than others. The newest
devices can also be controlled by voice
commands through smart speakers with
Alexa or Google Assistant. Some highend robot vacuums have an attached
webcam enabling them to double as a
security camera - so you will be able to
log on and monitor your home remotely
and even see how your pets are faring.
		
There may be different power
settings to choose from, such as quiet
or silent modes for gentler cleaning or
strong or high modes for increasing the
suction level. Pet owners whose furry
companions are prodigious shedders
could benefit from a schedule of regular
cleaning via a robot vacuum, but some
machines are more adept than others
at dealing with pet hair. It also may
depend on the temperament of your pet
if they are entertained by an automated
machine roaming the home or perturbed
by it. The amount of noise the machine
makes could be a factor here, with some
robot vacuums emitting louder or more
irritating sounds than others.
		
The biggest drawback with
robot vacuums traditionally has been
that, although they may achieve very
good cleaning results on hard flooring,
they have often been pretty useless on
carpet with insufficient suction to pull
dust and grime from out of the fibres.
Moreover, our rigorous lab tests have
found that robot vacuums frequently do
not clean as well as traditional vacuum
cleaners. As a result, robot vacuums
have tended to be recommended for
those with mostly hard flooring in their
homes or for those who are happy to
use them to give their floors a surface
clean that will make the place look
spick and span, but who are prepared to
periodically get out their conventional
vacuum cleaner to penetrate deep into
carpet pile and really pick up engrained
dirt. However, our two current Choice
Buys impressed both in our carpet and
hard flooring tests, so you may not need
to revert to your conventional vacuum
cleaner too often.
		
Although the aim of robot
vacuums is that they are ‘set and forget’
devices, owners of these machines
report that they frequently get stuck
under furniture, straddled across door
thresholds or entangled in items left
on the floor such as discarded clothes,
shoelaces or toys - stopping them in
their tracks, halting their cleaning
schedule and requiring some potentially
tricky disentangling. The better the
sensors on these devices, the better

able the machine will be to by-pass such
hazards, but a bit of work clearing the
floor before setting your robot vacuum
to run is never a bad idea.
		
Another downside can be the
small capacity of the dust container
on these compact machines, which
can translate into having to empty your
robot vacuum cleaner pretty regularly.
One of our current Choice Buys, the
Roomba S9+, has solved this problem
with an innovative self-emptying
feature, whereby the machine returns
to its charging unit when it detects its
dust container is getting full and there it
automatically deposits all the contents
into a large attached dustbin. This
dustbin will hold up to 30 containers of
dust and debris before the disposable
bag inside will need replacing. Although
the disposable bags will represent an
ongoing expense, the manufacturer
suggests that the bags will only require
replacing around once a month, making
its robot vacuum a fairly maintenance
free and very convenient option.
		 Depending on the size and
layout of your home - and how much
you detest vacuuming - a robot
vacuum cleaner may seem like a good
outsourcing option. However, these
machines generally do not come cheap
and buying a budget device may be a
false economy if it proves to be worse
than useless. For those willing to pay
big bucks to rid themselves (more or
less) of routine vacuuming, our two
Choice Buys impressed our testers
across the board.
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Carpets

Hard flooring

Coverage

Obstacles

Ease of use


1. iRobot Roomba S9+ €1,500
The Choice Buy iRobot Roomba S9+ works hard to justify its
eyewatering price tag by delivering outstanding cleaning on all floor
types along with an appealing self-emptying feature. This stylish
black and bronze-coloured device navigates around your home
brilliantly, covering all areas meticulously thanks to the advanced
mapping system and effective sensors, and eliminating dust, debris
and pet hair from hard floors and carpets for spotless results. It
deftly negotiates its way around obstacles and gets impressively
close to walls and into corners for a close and thorough clean. As
well as using three physical buttons on board this machine, you
have the option of controlling this robot vacuum via voice commands
through an Alexa or Google Assistant smart speaker or via the iRobot
Home app. This clever machine can remember up to ten layouts and
different rooms can be named and cleaned individually, while the
app also lets you set up virtual barriers for areas you want to be left
alone. Once its on-board dust container is full, this Roomba model
will head back to the charging unit where is will empty all of the
contents into a large dustbin, which can hold up to 30 containers’
worth. The app will let you know when it is time to replace the
disposable bags that line the dustbin, and these will represent an
ongoing cost, with prices currently set at €20 for a pack of three
bags. This Roomba model will run for around a half an hour before
requiring a recharge, and while noise levels are a little louder than
other models, they should not represent too much of a problem.

Useful websites
Dyson
dyson.ie
iRobot
irobot.ie
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Carpets

Hard flooring

Coverage

Obstacles

Ease of use


2. Dyson 360 Heurist €899
The Choice Buy Dyson 360 Heurist will expertly navigate around
your home, delivering outstanding cleaning for a spotless finish.
Representing a major upgrade from its predecessor, the Dyson 360
Eye, the new model incorporates a more powerful V2 motor, a fastermoving brush bar and eight sensors for detecting walls, objects and
drops from as far as two metres away. This all combines to deliver
highly effective and comprehensive cleaning, with particularly
flawless results on hard flooring though carpets are also tackled
very well. With a striking blue and rose-gold exterior, the Dyson
360 Heurist retains the tank-style tracks of the earlier model and
its wide suction channel runs almost the width of the machine.
The fish-eye camera aids navigation and, with 10GB of memory,
this robot vacuum can learn as it goes, taking note of objects and
obstacles for constantly improving coverage. You can choose from
three power settings: Quiet Mode for gentle cleaning and longer
running time, High Mode for more intense cleaning, and Max Mode
for the highest power level. You can control this user-friendly
machine via the Dyson Link smartphone app, which can be used to
finetune and customise cleaning instructions, or through Alexa for
voice commands. On board the machine itself is a pause button
and indicators for programme stage, wi-fi connection status,
battery level and fault status. This Dyson model will zoom speedily
around for about half an hour before heading back to the recharging
unit for a top-up. One drawback is the small dust container, which
holds just 0.31 litres, so this will require regular emptying. That
aside, this machine represents a convenient, straightforward way
of keeping your flooring reliably dust free.
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PRODUCT TESTS / Printers

Printers
Printers with refillable tank systems come out
on top in our current tests with a combination of
low ink costs and high print quality.
Working from home looks like it is here to
stay - at least for some of us, for at least
some of the time - and an industrious new
printer may be just what your home office
needs. Or maybe the household is just
looking for a printer that will come in handy
for the occasional school project, college
assignment, or even the odd boarding pass
or concert ticket when the world gets back
into full swing. Whatever uses your new
machine will be put to, along with the ability
to deliver superb print quality, you will need a
printer that does not cost a small fortune in
ink. You may be able to find a printer with a
very attractive purchase price but once it is in
situ on your desk, your bargain machine can
turn into a pricey ongoing expense, guzzling
ink at a fierce rate and requiring frequent
replacement of costly ink cartridges. Total
ink costs are a key criterion in our tests and
all of our Choice Buys have garnered five-star
ratings in this area, often due to innovative
tank systems that are far more cost-effective
than traditional ink cartridges. Networking
plays an important role in how you will use
your printer and a full range of connectivity
options, both wired and wireless, will provide
plenty of choices for printing from PCs,
mobile devices, digital cameras, and through
apps. Our independent labs also make sure
that all recommended models are nicely
straightforward to use but the bulk of the
testing is dedicated to gauging the quality
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and speed of the printing function, and also
of the scanning and copying functions of
all-in-one machines. For the results for 22
printer models currently available, see our
table below.

What to consider
Particularly for those looking for a hardworking machine that will deliver large
quantities of business materials, a printer
that can spew out high-quality prints costeffectively and at speed will be the ideal. The
main choice is between a laser printer and
an inkjet printer, both of which have their own
pros and cons.
		
Inkjet printers use droplets of ink
to form letters, graphics and images on the
page and these models are very popular for
home use thanks to their ability to produce
high-quality colour photos as well as
excellent black-and-white text. Inkjets are
typically slower to deliver prints than laser
printers, though they are often more compact
and quieter when in operation. Some inkjet
machines are extremely modestly priced but,
due to the common practice of using ink in
the maintenance cycle as a way of cleaning
the printheads, overall ink consumption can
be very high with only a percentage of the
ink ever reaching the page. Such machines
can be costly to run, offsetting the initial low
purchase price and potentially making them
poor value in the long term. The availability

REPORT by Clodagh O’Donoghue
At a glance
• 22 printers on test
• What to consider
• Five Choice Buys
of cheaper compatible cartridges from
third-party manufacturers has helped to
bring ink costs down in recent years but the
introduction of ink tank systems into printers
has really transformed this aspect of inkjet
printing. The technology was pioneered
initially by Japanese manufacturer Epson,
which introduced its EcoTank printers
that replace ink cartridges with built-in
large tanks that can be refilled from ink
bottles when they run low. Canon and HP
have followed Epson with their own tank
systems, titled MegaTank and Smart Tank,
respectively. The ultra-low ink costs on
these new printers surpass even thrifty
laser printers, though these machines are
typically expensive to purchase initially and
it will take you a while to realise any actual
savings in overall print costs. In our current
batch, our three inkjet printer Choice Buys
all incorporate tank systems, indicating that
they have managed to achieve high-quality
performance combined with low ink costs.
		
In contrast to inkjet printers, laser
printers form text and images by transferring
toner, or powdered ink, to paper passing
over an electrically charged drum. Laser
printers have long been known for their
impressive speed and they generally excel
in producing high-quality black-and-white
text. Many lasers printer on the market now
offer the option to also print in colour but
although they can produce good graphics
September 2021

and images, they tend not to shine when it
comes to printing photos, so inkjets may be
the better option for this task. Not all laser
printers offer scanning or copying functions
and these machines are often bulkier and
noisier than their inkjet counterparts. Laser
printers’ per-copy ink costs have traditionally
been very low, especially as they do not use
up ink in cleaning tasks within the machine as
inkjet printers do, so they are a cost-effective
choice for those looking to print in bulk.
Moreover, one current Choice Buy, the HP
Neverstop Laser 1001nw, has taken ink
consumption to an even lower level, with the
manufacturer touting it as the world’s first
reloadable, cartridge-free laser printer. This
system makes for minimal running costs
that are so low that our testers found them

difficult to calculate accurately.
		
Having decided on whether you are
in the market for an inkjet or a laser printer
and whether you are happy to splash out
on a costly tank system to save on future
running costs, you will also need to consider
if you will require the scanning and copying
functions of an all-in-one machine, some of
which additionally provide a fax function. In
an environmentally conscious world, the
inclusion of an auto-duplexing feature can
help to save paper by automatically printing
on both sides of the page. Alternatively, you
can just put the time in yourself, standing
beside the printer and manually turning
the pages. An automatic document feeder
can be handy if you are scanning or copying
multiple pages and want to avoid the tedious

task of feeding pages in manually. Those
with big ideas might like to look out for one of
the small number of printers on the market
that can print in the A3 format, though these
devices are inevitably bulky machines that
could, nonetheless, be worth it if you need
to occasionally print posters or other large
materials. One current Choice Buy, the pricey
Epson EcoTank ET-15000, can print in A3 as
needed.
		
All printers on test have built-in
wi-fi and most additionally offer other
connectivity options such as USB and
ethernet ports along with wireless printing
via Apple AirPrint, Google Cloud Print and
free compatible apps from the printer’s
manufacturer that can be downloaded onto a
smartphone or tablet.

Evolving tests
Our independent tests are constantly evolving as we try to
reflect advances in the technology together with the changing
usage patterns and priorities of consumers. Tests are regularly
reviewed, adapted and modified as they seek to keep pace with
all the latest developments and, as specifications become ever
more sophisticated, tested models need to achieve ever-higher
standards to impress our testers. To reflect shifting usage and
take account of areas that have become more or less important to
users, the weighting of test criteria is reassessed from year to year
and changes are made as needed. For example, our current printer

test has been tweaked to give greater weight to the ease of use of
operating these machines, with testers looking at all aspects of the
printer - including scanning, copying and faxing functions where
available as well as the networking options - to check that they are
straightforward, intuitive and generally user-friendly. Due to this
adjusted testing, direct comparisons of products are best made
within batches rather than from year to year. Moreover, with some
of last year’s printer models still readily available in shops, we have
included them on our table with slightly readjusted ratings under
the new testing regime.

1. HP Colour LaserJet Pro M255dw €320
(Laser printer)

2. HP Neverstop Laser 1001nw €280
(Laser printer)

If you do lots of black text printing and are looking for speed, convenience and
low running costs, the Choice Buy HP Colour LaserJet Pro M255dw could be an
excellent option. This standard wireless laser printer does not offer scanning
or copying functions but print quality for text documents is exceptionally clear
and sharp. This colour printer also does a decent job of office graphics like
spreadsheets and graphs but image print quality is somewhat disappointing, with
photos looking rather grainy, though they will print in an ultra-speedy 25 seconds.
Overall, speed is a strongpoint of this HP model, which offers a wide range of
connectivity options, with integrated wi-fi and the ability to print directly from a
mobile device or email, along with an ethernet connection and USB. As with most
laser printers, the LaserJet Pro M255dw is extremely economical to run, though
with the manufacturer’s inbuilt Dynamic Security, this machine detects and blocks
third-party cartridges so you will need to buy HP products when replacing the
toner. This printer lets you print on both sides of the page and a colour touchscreen
allows you to preview photos prior to printing.

The Choice Buy HP Neverstop Laser 1001nw is an ambitiously named standard
monochrome laser printer that is exceptionally economical to run and will spew
out black text prints very speedily indeed. Unlike most laser printers, this HP
model does not use toner cartridges and instead the manufacturer touts it as the
world’s first reloadable, cartridge-free laser printer, claiming that you will be able
to print up to 5,000 pages before having to reload the toner using the HP Toner
Reload Kit. This system makes for minimal running costs that are so low that our
testers found them hard to calculate. This printer has no scanning and copying
functions and can only print in black and white, but print quality for text documents
is excellently sharp and clear. This machine struggles with image quality, however,
so graphics or magazine pages will be disappointing. There is no auto-duplexing,
so you will need to manually turn pages for double-sided prints. There are plenty of
connectivity options, both wireless and wired, with Wi-Fi Direct, USB and ethernet
ports and support for printing from anywhere via the HP Smart app, Apple AirPrint
and Google Cloud Print.
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6. Epson EcoTank ET-15000 €744
(Inkjet printer)

Undoubtedly very expensive, the Choice Buy Epson EcoTank ET-15000 is
a feature-laden, high-spec inkjet printer that can do it all. With a refillable
tank in place of ink cartridges, this Epson model keeps ink costs to a
minimum, making printing tasks extremely economical and helping to
offset somewhat the hefty purchase price. Importantly, print quality is
great all round, with very decent black text and even better office graphics,
magazine-style pages and photos up to A4 size. This printer is very
straightforward to use and those who think big have the option of printing
in A3 size. Although neither the scanning or copying functions are overly
impressive, they are very speedy and produce reasonable results. This is
not a swift machine, either when producing photos or text, and it makes
quite a racket as it works. A full range of connectivity options gives you
plenty of printing choices, either wireless or wired, such as wi-fi, ethernet,
USB, Apple AirPrint or Google Cloud Print. This multitasking machine
can also be used for faxing, even without a linked PC, and it offers autoduplexing to save on paper and an automatic document feeder for copying
and scanning multiple pages.

7. Canon Pixma G7050 €360
(Inkjet printer)

The Choice Buy Canon Pixma G7050 is a hard-working all-in-one colour
inkjet printer that is very economical to run with plenty of useful features on
hand. Instead of ink cartridges, this Canon printer uses the manufacturer’s
MegaTank refillable ink system and comes supplied with black, yellow,
cyan and magenta ink bottles for delivering cost-effective colour prints.
All-important print quality is very good for black text documents and even
better for pages with a mix of text, graphics and images. Photo results
are not quite as good, however, with testers noting some issues with
sharpness and colour vibrancy, though they are comparatively fast to
print. In other areas, this machine is not quite as speedy, with documents
that combine text and images taking over three minutes to print out while
text-only documents take a slightly slower than average 37 seconds. This
Canon model does a good job of scanning and copying documents with
very decent speeds and results. Connectivity options include inbuilt wi-fi,
ethernet and a free downloadable Canon app and you can print directly
from a digital camera, connecting either via a USB cable or wirelessly, while
Apple device owners can print via Apple AirPrint.

Useful contacts
Canon
tel 086 0335049
canon.ie
Epson
tel 01 436 7742
epson.ie

8. Canon Pixma GM4050 €329
(Inkjet printer)

HP Ireland
tel 01 533 9808
hp.com/ie

The Choice Buy Canon Pixma GM4050 is a multi-tasking all-in-one
monochrome inkjet printer that will deliver very speedy prints at a minimal
cost. In place of typically pricey ink cartridges, this Canon model uses
the manufacturer’s MegaTank technology in which ink tanks are refilled
as needed from supplied ink bottles. This has the advantage of keeping
running costs extremely low and a fraction of the cost of printing with
traditional ink cartridge models. Print quality is decent rather than
outstanding as text and graphics could be a little sharper and cleaner. You
will not be left hanging around waiting on your prints, however, as speeds
are very good. The scanner on this printer came in for particular praise from
our testers both for accuracy and ease of use along with speed, while the
copier is also fast to work but the quality of the results is less impressive.
Handy features include an automatic document feeder for up to 35 sheets
and auto-duplexing for printing on both sides of the page to reduce paper
use. Although this is primarily a monochrome printer, those who are looking
for colour prints can buy a compatible colour cartridge separately.
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MODEL

SPECIFICATIONS

TEST PERFORMANCE

SCORE

Printer performance (55%)
Price (€)

Monochrome or
colour (M or C)

Auto
duplexing

✓

Automatic
document
feeder

Star ratings are out of five.

Ease of use (20%)
Total ink costs
(20%)

Networking (5%)

Power
consumption
(0%)









71











70













65















65

Capacity of
main tray

Max/min paper
size

Wi-fi

Overall
performance
score

Printing quality
and speed

Scanning
quality and
speed

Copying
quality and
speed

Overall ease
of use score

Printing
convenience

Printing
versatility

250

A4/A6

✓





na

na





150

A4/A6

✓





na

na



150

A4/A6

✓









150

A4/A6

✓







Laser printers
1

HP Colour LaserJet Pro M255dw

320

C

2

HP Neverstop Laser 1001nw

280

M

3

HP Colour Laser 179fnw

310

C

4

HP Colour Laser MFP 178nw

250

C

5

HP Colour LaserJet Pro
M283fdw

440

C

✓

✓

250

A4/A6

✓
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744 online

C

✓

✓

270

A3+/A6

✓





















75

✓

Inkjet printers
6

Epson EcoTank ET-15000

7

Canon Pixma G7050

360

C

✓

✓

250

A4/A6

✓
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8

Canon Pixma GM4050

329

M

✓

✓

250

A4/A6

✓





















71

9

HP Smart Tank Plus 559

239

C

100

A4/A6

✓





















69

10

Canon Pixma TS6351

120

C

✓

100

A4/A6

✓
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11

Canon Pixma TS6350

119

C

✓

100

A4/A6

✓





















61

12

Canon Pixma TS5350

80

C

✓

100

A4/A6

✓





















59

13

Canon Pixma TS5351

85

C

✓

100

A4/A6

✓





















59

14

Canon Pixma TS8351

180

C

✓

100

A4/A6

✓





















58

15

Canon Pixma TS8350

150

C

✓

100

A4/A6

✓





















58

16

Epson Expression Photo XP8600

119

C

✓

100

A4/A6

✓
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17

HP Envy 6010

70

C

✓

100

A4/A6

✓





















56

18

Canon TS7450

95

C

✓

✓

100

A4/A6

✓
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19

Canon TS7451

100

C

✓

✓

100

A4/A6

✓
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20 HP Envy Pro 6430

110

C

✓

✓

80

A4/A6

✓





















55

21

HP Envy 6020

90

C

✓

100

A4/A6

✓
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22

Canon Pixma TR150

280

C

50

A4/A6

✓





na

na
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USING THE TABLE

SPECIFICATIONS
Price: Typical retailer’s price if you shop
around. Products found online only are
indicated.
Auto duplexing: The printer can be set
to automatically print on both sides of a
page.
Automatic document feeder: The printer
has an automatic document feeder for
copying, scanning and faxing multi-page
documents.
Monochrome or colour: Monochrome
printers can only print black-and-white
pages.
TEST PERFORMANCE
Printing quality and speed: Rating for the
print quality and timing for one A4-page
black-and-white letter, an 8x10-inch
photo, a spreadsheet with graphs and
charts, and a page with colour graphics
and images. Ratings are given for clarity,
sharpness, colour accuracy and the
smudge and moisture resistance of the
printed material.
Scanning quality and speed: Rating
includes the quality, speed and versatility
of the scanning function when scanning
magazine pages, photos, text documents
and 3D objects.
Copying quality and speed: Rating includes
the quality, speed and versatility of the
copying function when copying both in
colour and in black and white.
Overall ease of use: Rating includes the
ease of use of all aspects of the printer,
including scanning, copying and faxing
functions where available as well as the
networking options.
Printing convenience: Rating includes
ease of installation, printing different
types of documents, and maintenance as
well as start-up time and noise.
Printing versatility: Rating for the range of
features provided by the printer, including
printing options, auto duplexing, the
presence of a preview screen, and the
ability to print from memory cards.
Total ink costs: Rating for the amount
of additional ink used during periodic
maintenance cycles, including the ink
used when the cartridge is initially
inserted into the printer, as well as
the ink consumption measured during
continuous-use and intermittent-use
tests.
Networking: Rating includes network
sharing and the ability to print from
mobile devices over wi-fi, through Apple
AirPrint and Google Cloud Print, from
email over the internet and using NFC
(near-field communication).
Power consumption: Rating for the energy
used when the printer is idle, in stand-by
mode and switched off.

www.thecai.ie
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Visit our website
www.thecai.ie

Follow
Followus
uson
onTwitter
Facebook & Twitter
www.twitter.com/The_CAI
www.twitter.com/The_CAI
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