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04 Consumer news 
■ Npower agent targets vulnerable people 
■ Unlawful debt is tackled again
■ The high cost of hospital parking

09 Saving you money 
Do we pay too much to download music and
buy CDs? Plus ways to save this New Year

10 Product news 
A first look at Microsoft’s new Zune and
Nintendo’s Wii – plus a flying alarm clock

28 Money makeover 
Save money on insurance cover

38 Food and health news 
Tips on venison and lowering cholesterol

40 Money monitor 
Best Buys for borrowing, plus a call to
Norwich Union policyholders to speak up

News&regulars Features
76 Ask the experts 

Our special ‘green’ edition includes wind
turbines, water butts and recycling

78 Your letters 
Shopping at PC World, hospital food, car
insurance – plus a case of mistaken identity

79 Campaigns
New legislation on estate agents and the
legal profession is announced

80 Brief cases 
An offer to sell that turned into an offer to
exhange and a disappointing wedding meal

82 The way we were
From Goblin Teasmades to the ZX80

84 Question time
John Clare, Chief Executive of Dixons.co.uk
and PC World, answers your questions

Help & advice
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04 Action to get holiday club money back 24 Katy and Amy Toth now exercise more 80 Graham Brown’s timeshare wasn’t sold

It’s estimated that by 2010, 33 per 
cent of men and 28 per cent of women
in England will be obese PAGE 24

Our promise
Which? aims to help you choose

the best goods and services –

and avoid the worst. We’re

entirely independent – we

take no ads, no freebies

and everything we test 

is paid for at full price. Since

1957 we’ve informed, influenced

and campaigned on behalf 

of all consumers in the UK. 

Best Buys
These are products that

achieve high total test scores.  

Don’t Buys
These are products that have

performed extremely

poorly in at least one 

of our key tests or that

have achieved very low

total test scores.
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DON’T
BUY

Expert advice when you need it

Exceptional Value
Our coveted

award is

given on

those rare occasions to

products that are of both superb

quality and outstandingly priced.

12 Postal services
You tell us what bothers you about the
postal service; we tell you what to do about it

16 Free money
25 ways to get free money from banks, 
the government, bosses and businesses

19 Car safety
We compare safety with how it was in 1983

24 Getting fitter
Squeeze exercise into your daily routine  

29 Best ways to borrow
Advice on borrowing and paying off debt

32 Product reliability
Which brands of white goods can you trust?

42 House insurance 
You could save £200 with our Best Buys
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Comment

On test

44 Washing machines 
An updated test and the latest results

52 Locks 
How to keep your house safe and sound

56 Personal shredders 
How to avoid falling victim to ID fraud

60 Bin bags 
Discover which bin bags aren’t rubbish 

62 Toasters 
Best Buys from £15 

66 Dishcloths 
Simple is best when it comes to cleaning

68 Kettles
Which make the perfect brew

72 Disposable razors
The best shave a man or woman can get

IN-DEPTH TESTS

W
hy have the Royal Mail and the Post Office so few really
satisfied customers? Even banks and their current
accounts gain greater favour with Which? members

– arguably placing postal services on a par with estate agents. 
Now we have, of course, encouraged our members to be as

discerning as possible over the past 50 years but they remain a
barometer of opinion that cannot be ignored.

Postal managers claim the number of first-class letters arriving
on time is increasing but that is just part of the story – and it is
clearly not having a major impact on the  perception of what is
actually happening. Too many closures (with more coming, as
we went to press); too much junk mail and lost post; too long
queues – our members are clear about their concerns.

Can the Royal Mail and the Post Office regain the public trust
they seem to have lost? For this to happen, much has to 
be achieved quickly – and reconnecting with their customers’
needs might be a good start. 

Just one route for Norwich Union
It’s not often that financial institutions are faced with such a
morally easy question as the one that Norwich Union is currently
seeking to answer. It’s found itself with a tidy nest egg of £4
billion of orphan assets (p41) – wealth that technically belongs
to no single individual but that has been created by the cash of
thousands of its investors over the years.

The company is now seeking to decide who benefits. Under
the current rules we believe there is no argument – 90 per cent
should go to policyholders and 10 per cent to shareholders. But
Norwich Union is looking to see whether it can change that
balance by buying out the policyholders’ rights. 

If you are affected, ensure Clare Spottiswoode hears your
views. Her decision should be simple. The majority of benefits
should be for policyholders and no one else. Any other route for
these funds would be a moral travesty.

No satisfaction

18,221
The number of

seconds spent

waiting for our

20 kettles to boil

a litre of water.

Enjoy a relaxing

cup of tea (or

coffee) as you

pore over our

report on p68.

150,000
The number 

of times we

operated the

mechanisms 

of our 19 locks 

to check

durability. For

lots of other

facts on locks,

turn to p52.

48
The number of

pence a pack 

of six Best Buy

Lidl AquaPur

sponge scourers

costs. At 8p a

sponge, this may

be our cheapest

Best Buy ever.

See p66.
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56 Counting sheets. We feed 1,000 A4 bits of paper into each personal shredder
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Which?’s expertise in car safety testing helped
establish Euro NCAP. This renowned crash-test
programme is now a major force for change PAGE 19


