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Foreword  

During the past year, the CMA has risen to the significant challenges arising from the 

need to assume substantial additional responsibilities as a result of the UK’s 

departure from the European Union (EU), while responding quickly and effectively to 

protect consumers and assist businesses by tackling issues arising from the 

coronavirus (COVID-19) pandemic. We have also launched the shadow Digital 

Markets Unit (DMU), set up and launched the Office for the Internal Market (OIM), 

and recommenced our work on the UK’s future subsidy control regime by preparing 

for the creation of the Subsidy Advice Unit (SAU), each of which brings a new set of 

powers, functions and responsibilities. At the same time, the volume of complex, 

multinational merger and antitrust1 cases, often with a digital focus, continues to 

grow. 

In the coming year, as the UK continues to emerge from the coronavirus pandemic, 

promoting competition will be more important than ever before. Competitive markets 

are essential to creating the conditions for investment and sustainable long-term 

growth in the UK. They drive innovation and make our economy more productive, 

allowing businesses to grow and consumers to feel the benefits.  

By contrast, when competition is weak, the cost is borne by consumers in the form of 

higher prices and lower quality goods and services. This raises the cost of living, at a 

time when it is already increasing, and it can hit the poorest households hardest. 

With fewer suppliers to choose from, and less innovation, consumers also suffer 

from reduced choice.  

That is why we will continue to be ambitious in our plans, delivering benefits for 

consumers and businesses in all parts of the UK. We will work relentlessly to protect 

consumers from unfair business behaviour. We will respond quickly and effectively to 

significant problems identified in markets, promoting competition with a focus on 

supporting the UK’s path to sustainable economic recovery and future growth.  

The CMA has an important role to play in building trust and confidence when people 

buy goods and services, which will be critical to the economic recovery. We will 

continue to focus on high impact enforcement of competition and 

consumer law. We will remain alert to the risk of anti-competitive 

collusion, to mergers seeking to reduce competition and capitalise 

on the financial distress of businesses, and to attempts to exploit 

 

 
1 Legislation prohibiting businesses from agreeing to restrict competition (for example by fixing prices or sharing 

markets), or abusing their market power by using it to dampen competition or exploit customers. 



 

2 

 

consumers, small and medium-sized enterprises (SMEs) and microbusinesses. 

In 2021/22, we secured hundreds of millions of pounds of refunds for consumers 

affected by the impact of the pandemic and related restrictions. We will 

continue to progress our extensive portfolio of consumer protection 

cases to ensure consumers have confidence in markets, knowing 

their rights will be upheld, when they buy goods and services. We 

will raise awareness of potential misleading practices to protect 

consumers and encourage compliance amongst businesses, as we are doing with 

our recently launched ‘The Online Rip-off Tip-off’ campaign. 

We are making strong progress with our substantial portfolio of mergers and antitrust 

cases, including those that would previously have been dealt with by the European 

Commission. For example, we recently secured  improved commitments from 

Google on its proposals to remove third party cookies and other functionalities from 

its Chrome browser. We are investigating the merger between Cargotec Corporation 

and Konecranes plc in parallel with other authorities, including the European 

Commission, the US Department of Justice and the Australian Competition and 

Consumer Commission. We will take on more such cases in the coming year.  

We recognise the vital importance of the UK’s commitment to net zero. We will 

continue to prioritise cases to ensure that businesses’ practices do not  impede the 

successful transition to a low carbon economy, building on work such as our electric 

vehicle charging market study, our investigation into long-term 

exclusive arrangements in the supply of chargepoints and our 

Green Claims Code, which is part of wider awareness campaign 

for both businesses and consumers on the claims businesses 

make about their ‘green credentials’. In early 2022, we delivered 

our advice to government on how the competition and consumer 

regimes can better support the UK’s net zero and sustainability goals.  

The DMU has been established in shadow form. Once operational, it will oversee a 

new regulatory regime for the most powerful digital firms, promoting greater 

competition and innovation in these markets and protecting consumers and 

businesses from unfair practices. In the meantime, we will continue to progress 

cases in the digital sphere.  

We have made strong progress delivering the goals set out in our 2020/21 Annual 

Plan despite the restrictions in place due to the pandemic. We are in the process of 

restarting some activities such as inspections and site visits. These are important 

tools in support of much of our casework.  

We are committed to continuing our work to better understand the issues facing 

consumers, including the vulnerable; to explain our decision-making and how it helps 

https://www.gov.uk/government/news/cma-secures-improved-commitments-on-google-s-privacy-sandbox
https://www.gov.uk/cma-cases/cargotec-corporation-slash-konecranes-plc-merger-inquiry
https://www.gov.uk/cma-cases/cargotec-corporation-slash-konecranes-plc-merger-inquiry
https://www.gov.uk/cma-cases/electric-vehicle-charging-market-study
https://www.gov.uk/cma-cases/electric-vehicle-charging-market-study
https://www.gov.uk/cma-cases/investigation-into-the-supply-of-electric-vehicle-chargepoints-on-or-near-motorways
https://www.gov.uk/cma-cases/investigation-into-the-supply-of-electric-vehicle-chargepoints-on-or-near-motorways
https://eur02.safelinks.protection.outlook.com/?url=https%3A%2F%2Fwww.gov.uk%2Fgovernment%2Fnews%2Fgreenwashing-cma-puts-businesses-on-notice&data=04%7C01%7CSarah.Fox%40cma.gov.uk%7Cb5959371b7fa40873a3e08d998872b09%7C1948f2d40bc24c5e8c34caac9d736834%7C1%7C0%7C637708528569158433%7CUnknown%7CTWFpbGZsb3d8eyJWIjoiMC4wLjAwMDAiLCJQIjoiV2luMzIiLCJBTiI6Ik1haWwiLCJXVCI6Mn0%3D%7C1000&sdata=pl9Aafbg3Q71Fi7JqK7e614D9GphqesfeG%2BfXft%2BzzE%3D&reserved=0
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consumers; and to be a more visible, vocal advocate for consumers. Through our 

work under the CMA 2020s initiative, we have been engaging with a wider and more 

diverse range of stakeholders than ever before, including more direct engagement 

with consumers, businesses, local authorities and charities across the nations and 

regions of the UK.  

We will continue to grow the CMA’s presence across the nations and regions of the 

UK in order to be closer to consumers and to improve our understanding of, and 

ability to tackle, the distinct issues faced by people across the UK. We will grow our 

existing presence in Cardiff, Belfast and Edinburgh; and we will set up a new 

Microeconomics Unit in Darlington, as recommended in the independent report by 

John Penrose MP.2 This unit will expand the CMA’s existing economic research and 

evaluation function, produce the annual State of Competition report and carry out 

research into supply-side reforms to improve productivity. We are also opening an 

office in Manchester, which will be the home of the new DMU.   

We will continue to strengthen our relationships with national and international 

partners and agencies, leading the thinking on cutting-edge developments in 

competition and consumer policy across the world. In a first for digital regulators in 

any country, we will build greater clarity and consistency in digital regulation through 

the newly established Digital Regulation Cooperation Forum (DRCF). Working with 

our counterparts in the Financial Conduct Authority, the Information Commissioner’s 

Office and Ofcom, we will enable coherent, informed and responsive regulation of 

the UK digital economy which serves citizens, consumers and businesses and 

enhances the global impact and position of the UK.  

Our work embedding our new functions and responsibilities is well underway. We 

remain alive to the ongoing difficulties faced by businesses and markets, as we 

emerge from the pandemic. At the time of writing, the volatile international situation 

reinforces the need to be able to respond quickly and flexibly to unpredictable 

events. We will continue to be ambitious in our drive to promote competition and 

protect consumers, prioritising the areas of work that will deliver the greatest impact 

for consumers, business and the economy.  

  

 

 
2 “Power to the People: stronger consumer choice and competition so markets work for people, not the other way 

round” John Penrose (February 2021), page 15. 

https://www.gov.uk/government/publications/power-to-the-people-independent-report-on-competition-policy
https://www.gov.uk/government/publications/power-to-the-people-independent-report-on-competition-policy
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The CMA will continue to fulfil its duty to promote competition, protect consumers, 

and help businesses thrive across the UK, as well as embedding its new functions. 

We propose to do so with a focus on the following themes:  

 

The UK government has identified a package of legislative reform proposals and 

areas for further consideration in its consultation, ‘Reforming Competition and 

Consumer Policy: Driving growth and delivering competitive markets that work 

for consumers’3. Taken together, the CMA considers that these 

proposals would promote fair, open and competitive markets and 

protect the interests of consumers, as well as helping fair-dealing 

businesses to grow, enter new markets, and compete with large 

incumbents.  

Our achievements in the past year and the delivery of our far-reaching plans for the 

coming year rely on the hard work, commitment and dedication of our colleagues. 

We would like to thank all of the staff at the CMA for their efforts, including those who 

work on the delivery of our statutory functions, those who provide expert legal and 

economic advice and those who perform essential supporting roles, in areas from 

facilities management to information technology systems, during these exceptional 

times. 

 

 
3 Reforming competition and consumer policy - GOV.UK (www.gov.uk) 

https://www.gov.uk/government/consultations/reforming-competition-and-consumer-policy
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Chief Executive 
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1. About the CMA 

1.1 The CMA is an independent non-ministerial UK government department and 

is the UK’s principal competition and consumer protection authority. We work 

to ensure that consumers get a good deal when buying goods and services, 

and that businesses operate within the law. Our statutory duty is to promote 

competition, both within and outside the UK, for the benefit of consumers, and 

our mission is to make markets work well in the interests of consumers, 

businesses and the economy. 

 

1.2 We derive our powers from the Enterprise and Regulatory Reform Act 20134 

and our work is overseen by a Board and led by the Chief Executive and 

senior team. Decisions in some investigations are made by independent 

members of the CMA Panel. 

 

1.3 Our functions include: 

 

• Investigating mergers that have the potential to lead to a substantial 

lessening of competition. If a merger stands to reduces competition, the 

CMA can block it or impose remedies to address such concerns; 

• Conducting studies, investigations or other pieces of work into particular 

markets where there are suspected competition and consumer problems. 

The CMA can take action – and recommend action be taken by others – in 

markets where competition may not be working well; 

• Investigating businesses to determine whether they have breached UK 

competition law and, if so, to end and deter such breaches, including by 

fining businesses and seeking the disqualification of directors of the 

companies involved, as well as pursuing individuals who commit the 

criminal cartel offence; 

• Enforcing a range of consumer protection legislation, tackling issues 

which suggest a systemic market problem, or which affect consumers’ 

ability to make choices; 

 

 
4 We also have new powers for the OIM, which officially launched on 21 September 2021, which are set out in 

the UK Internal Market Act 2020. The CMA will have further powers linked to the SAU which will be established 

by the Subsidy Control Bill which is currently going through Parliament. 
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• Promoting stronger competition in the regulated industries (gas, electricity, 

water, aviation, rail, communications and health), working with the sector 

regulators; 

• Conducting regulatory appeals and references in relation to price controls, 

terms of licences or other regulatory arrangements under sector-specific 

legislation; 

• Giving information or advice in respect of matters relating to any of the 

CMA’s functions to the public, policy makers and to Ministers about how 

they can design and implement policy in a way that harnesses the benefits 

of competition, and protects and promotes the interests of consumers;  

• Providing technical advice, reporting and monitoring in relation to the 

effective operation of the UK internal market; and 

• From Autumn 2022, providing advice, reporting and monitoring in relation 

to specific subsidies, and the effective operation of the domestic subsidy 

regime, and its impact on competition and investment. 

1.4 We adopt an integrated approach to our work, selecting those tools we 

believe will achieve maximum positive impact for consumers and the UK 

economy. 

 

1.5 We have a UK-wide remit. As well as our London office, where most of our 

staff are based, we have a significant presence in Edinburgh as well as offices 

in Belfast and Cardiff. We are also opening an office in Manchester which will 

be the home of the new DMU, and will be setting up a new Microeconomics 

Unit in HM Treasury’s Darlington campus.  

 

1.6 The CMA is committed to being a great place to work. We want our staff to 

work in an organisation that is continually learning and improving, providing 

them with an excellent work life experience and career development 

opportunities. Our People Strategy ensures delivery of that ambition, with 

priorities under Culture, Capability, Commitment and Capacity. 

 

1.7 Under our hybrid operating model, we want everyone to feel a strong sense of 

belonging and connectivity with a CMA that is modern, resilient and 

forward-thinking. We are embedding a culture and ways of working that reflect 

our UK-wide presence, enable us to do our best work and lead balanced and 

healthy lives, all built on a foundation of inclusivity and respect. This will 

enable us to continue to attract and retain talented people in a competitive 

labour market. 
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1.8 Building a diverse and inclusive workforce, including at senior levels, that 

reflects and understands the public we serve remains a priority for us. We 

have made good progress in delivering our four-year diversity and inclusion 

strategy which goes significantly beyond the minimum requirements of 

equality legislation. In 2022 we will press ahead with our two-year focused 

action plan that enables the delivery of the strategy. We have published our 

first Disability Action Plan, aligned with the National Disability Strategy, to 

support the career progression and opportunities for disabled colleagues.   

 

1.9 As part of our Race Action Plan, we have made some progress in supporting 

career progression for under-represented groups, but there is more we must 

do. In the coming year we will embed the operation of our Advisory 

Committee to lend a more diverse perspective to Executive- and Board-level 

decision making and actively seek to improve our diversity at senior levels 

within the organisation, with a particular focus on ethnic minority 

representation. 

Overview of the CMA’s recent and ongoing activity 

1.10 We will enter 2022/23 with a substantial volume of ongoing work – more so 

than in previous years. At the time of writing, we have 12 competition 

enforcement cases, 10 consumer protection cases, 32 merger investigations 

(including 5 Phase 2 reviews), 3 market studies and a market investigation 

under way. So far in the year 2021/22, since April 2021, we have issued 3 

infringement decisions, imposing £406.2m in fines. In addition, 5 of our 

decisions have been appealed to the Competition Appeal Tribunal. All our 

cases can be found at www.gov.uk/cma-cases.  

 

1.11 The charts below illustrate how CMA staff time has been split across different 

types of work over the past two years.  

 

1.12 The distribution of staff time for the period January – December 2021 includes 

resources allocated to our newly established functions, namely the DMU, the 

OIM and preparatory work for the SAU (which will be established by the 

Subsidy Control Bill, currently going through Parliament). The ‘Other’ category 

includes the following areas of activity: Policy and International; Strategy, 

Communications and Advocacy; and Pipeline, as well as our work on the 

Digital Markets Taskforce and State of Competition projects.5 

 

 
5 In early 2020, the CMA was asked by the UK government to assess the state of competition in the UK. Our first 

report was published in November 2020 and provided insights into the level and nature of competition across the 

 

https://www.gov.uk/government/publications/cma-diversity-and-inclusion-strategy-2020-to-2024
https://www.gov.uk/government/publications/cma-diversity-and-inclusion-strategy-2020-to-2024
http://www.gov.uk/cma-cases.
https://eur02.safelinks.protection.outlook.com/?url=https%3A%2F%2Fwww.gov.uk%2Fgovernment%2Fnews%2Fcma-reports-on-the-state-of-competition-in-the-uk&data=04%7C01%7CSarah.Fox%40cma.gov.uk%7Cc4b1f196955148d1121708d9994f4a78%7C1948f2d40bc24c5e8c34caac9d736834%7C1%7C0%7C637709388104415178%7CUnknown%7CTWFpbGZsb3d8eyJWIjoiMC4wLjAwMDAiLCJQIjoiV2luMzIiLCJBTiI6Ik1haWwiLCJXVCI6Mn0%3D%7C1000&sdata=F%2BisBi27XTjRFZ1cbG%2FnQ7H%2FQa3WFiizNRBm%2FBuCW94%3D&reserved=0
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1.13 The share of total staff time as well as the absolute number of staff allocated 

to mergers work has increased. The CMA has recruited successfully, 

expanding to fulfil its new functions and responsibilities, enabling us to 

increase the numbers undertaking our important work in enforcement, 

mergers, markets and regulatory appeals. 

 

1.14 Our work responding to COVID-19 is not presented separately for the 

period January  – December 2021. Much of this work is now embedded in our 

day-to-day activity and carried out within teams across the CMA (for example 

in our consumer function we have been successful in obtaining refunds for 

people adversely impacted by cancellations relating to the pandemic and 

have secured fairer terms from some providers of PCR tests) 

 

 
 

 

 

 

 
economy and within a number of sectors. We are continuing to monitor the state of competition in the UK and will 

produce further reports. 
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Note: ‘Other’ incorporates the following areas of activity - Policy, Advocacy, Pipeline and Litigation 
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2. Our main themes for 2022/23 

2.1. Competition is good for consumers and good for business, and it also brings 

wider economic benefits. It helps ensure that people get a greater choice of 

better products and services at lower prices. It rewards those businesses 

which invest in the development of new and improved products to meet 

people’s needs. It spurs businesses to seek more cost-effective ways of 

making and selling those products, so boosting productivity, innovation and 

sustainable economic growth.  

 

2.2. It is also important that consumers are well-informed, active and able to shop 

around to find the best deals. This drives companies to seek to win business 

by competing on range, quality, price and innovation.  

 

2.3. However, it can be confusing and time-intensive for consumers to shop 

around; and the practices of some suppliers can exacerbate these problems 

in some markets. The most vulnerable in our society, such as those on low 

incomes; people without access to online services or those who struggle to 

use them; or people with poor mental health who may avoid or fear change, 

can face even greater challenges engaging in markets.  

 

2.4. We want to ensure that as consumers, we all get more of what we want at the 

best possible price, while improving productivity and facilitating sustainable 

growth, job creation and better living standards in the economy as a whole.  

 

2.5. The CMA intervenes where necessary to promote competition and protect 

consumers or when it believes it can improve the way in which markets work. 

The CMA’s interventions therefore seek to promote open competition and to 

encourage greater availability of products and services. The provision of 

accurate, non-deceptive information between businesses and customers is 

crucial to underpinning consumer trust. Where that is not possible or 

sufficient, our experience shows that different interventions may be 

necessary, for instance remedies which actively help consumers to interact in 

markets or shop around.  

 

2.6. We remain committed to ensuring that we deliver significant positive 

outcomes for consumers, businesses and the economy using the full range of 

our existing toolkit. We will continue to enforce competition and consumer law; 

and carry out merger investigations and our markets work. We will also 

continue our work of advising governments and public authorities across the 

UK in designing and implementing policy for economic recovery in a way that 

harnesses and improves competition between businesses and protects the 
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interests of consumers. This is crucial at a time when governments will be 

very active, intervening in more markets in new or more in-depth ways, often 

at pace, seeking to address the ongoing impact of the pandemic and stimulate 

post-pandemic growth across different sectors.  

 

2.7. Effective consumer and competition enforcement is important to the many 

businesses that comply with the legislation. We will maintain our work in 

relation to medium and smaller businesses, which play an essential role in 

economic growth and many of which have been particularly affected by the 

pandemic, as they can also be the victims of anti-competitive practices.  

 

2.8. Some of the CMA’s work, such as merger control, is ‘non-discretionary’: and it 

must be carried out irrespective of the wider context in which the CMA 

operates; and there are statutory deadlines which apply. We have more 

discretion with much of our other work and the CMA must decide how to 

prioritise this in a way that best delivers on its statutory duty to promote 

competition for the benefit of consumers.  

 

2.9. We prepared well to take on our new responsibilities after the UK exited the 

EU, planning for new functions, recruiting many new staff, including recruiting 

in Edinburgh, Cardiff and Belfast to help equip us with greater knowledge of 

priorities in the constituent nations of the UK. However, this is a period of 

considerable change for the CMA, as for many others. The number and 

complexity of the mergers and antitrust cases we are reviewing is continuing 

to increase; we are expanding our work in digital markets ahead of the launch 

of the DMU; we have launched the OIM and are planning for the 

establishment of the SAU.  Although these challenges will continue to limit our 

flexibility in what we can deliver this year, we will continue to be ambitious in 

our plans to focus on issues that really matter to UK consumers. We will 

ensure that our work is directly relevant to people’s everyday lives and that we 

further cement the CMA’s place at the heart of UK economic life.   

 

2.10. In this context, we will continue to promote competition and protect 

consumers, as well as embedding our new functions. When exercising our 

functions, we will focus on the following themes:  

 

• Protecting consumers from unfair behaviour by businesses, during and 

beyond the COVID-19 pandemic 

• Fostering competition to promote innovation, productivity and long term 

growth right across the UK 

• Promoting effective competition in digital markets 
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• Supporting the transition to low carbon growth, including through the 

development of healthy competitive markets in sustainable products and 

services  

• Delivering our new responsibilities and strengthening our position as a 

global competition and consumer protection authority  

  

Protecting consumers from unfair behaviour by businesses, 

during and beyond the COVID-19 pandemic  

 

 

2.11. We continue to take tough action to protect consumers from anti-competitive 

and unfair trading practices by businesses, during and beyond the pandemic.  

 

2.12. In 2020/21 we secured commitments to refund consumers for package 

holidays that were cancelled due to the restrictions imposed, as a result of the 

COVID-19 pandemic. We also wrote to over 100 package travel firms 

reminding them of their obligations under consumer law. We will continue to 

follow up with those companies that previously provided undertakings 

agreeing to refunds for services disrupted by the restrictions as a result of 

COVID-19, then failed to pay them. 

 

2.13. We secured changes from two PCR testing providers, Randox and Dante 

Labs. Both firms made changes to their terms and conditions to improve their 

practices. We have also provided advice to the government on ways to make 

the PCR testing market work better. We will consider taking further action in 

this area where necessary. We will continue our work to rebuild consumer 

trust in areas affected by the pandemic, including where appropriate, through 

enforcement action, but also working with businesses and sectors, to help 

them demonstrate that they are treating customers fairly. 

 

2.14. We will continue to engage with consumers across the nations and regions of 

the UK, to seek to understand their needs. Increases in the cost of living, 

particularly for essential products and services, and the consequences for real 

disposable income will limit the choices available to some consumers, leaving 

them more exposed to less scrupulous traders. These effects can be more 

pronounced for the lowest income households and vulnerable consumers, 

who may be less able to afford the higher prices and less able to go to a 

different shop, or to go online, to get a better deal. We can all experience 

vulnerability in certain contexts, such as making a purchase at a particularly 

stressful time, or due to a particularly difficult period in our lives such as 

unemployment or bereavement. Indeed, many more people are likely to have 

https://www.gov.uk/government/news/cma-secures-changes-from-major-pcr-testing-provider
https://www.gov.uk/government/news/cma-action-secures-improvements-from-leading-pcr-testing-provider
https://www.gov.uk/government/news/cma-action-secures-improvements-from-leading-pcr-testing-provider
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experienced vulnerability, as a result of the pandemic, and there could be a 

rise in the number of consumers vulnerable to some form of exploitation. We 

will tackle unfair practices that people can ill afford to tolerate, particularly 

when money is tight. 

 

2.15. In addition to our work directly linked to the impact of the pandemic, we will 

also continue to progress enforcement in other areas of consumer protection 

law. We will focus on supporting the economy as it emerges from the 

pandemic, by protecting consumers through targeted enforcement action and 

awareness campaigns and by supporting businesses with guidance on what 

they need to do to comply with the law. We will continue to take action in a 

variety of markets where consumers suffer detriment on issues such as 

leasehold housing, misleading green claims, fake and misleading online 

reviews, and social media endorsements.  

 

2.16. We will ensure our actions tackle problems affecting consumers right across 

the nations and regions of the UK. We recently wrote to Danske Bank, one of 

the largest banks operating in Northern Ireland, regarding a second breach of 

the SME Banking Undertakings, after they failed to refund all customers 

affected by their first breach. 

 

2.17. We will investigate areas where poorly functioning markets are affecting 

members of society who may be particularly vulnerable due to their 

circumstances. As a direct result of CMA action, there are now legal 

obligations in place to assist funeral directors and crematorium operators to 

better support their customers in arranging a funeral that meets their needs 

and budget. The new legal obligations are set out in the Funerals Market 

Investigation Order 2021. The legal requirements for funeral directors include 

displaying a Standardised Price List in their window at their premises and on 

their website.  

 

2.18. We have published the final report of our market study into children’s social 

care provision, including children’s homes and fostering, setting out our 

significant concerns about the availability of placements and the profits of 

private providers. We  found a shortage of appropriate places in children’s 

homes and with foster carers meaning that some children are not getting the 

right care from their placement. We have made a set of recommendations to 

the UK, Scottish and Welsh governments to address these issues and will 

continue working with them to support implementation, should they decide to 

take them forward. 

 

https://www.gov.uk/cma-cases/funerals-market-study#the-funerals-market-investigation-order-2021
https://www.gov.uk/cma-cases/funerals-market-study#the-funerals-market-investigation-order-2021
https://www.gov.uk/government/news/cma-action-makes-funeral-prices-clear-for-grieving-families
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2.19. We published guidance on IVF fertility services to ensure patients are treated 

fairly, and in line with their consumer rights. We will be closely monitoring the 

sector and will consider enforcement action if we believe businesses are not 

complying. 

 

2.20. In competition enforcement, we will continue to prioritise cases where 

customers are unable to buy products at the best price. In the musical 

instrument sector, we issued 2 musical instrument makers a total of £5.5 

million in fines for preventing retailers from offering discounts, a practice 

known as resale price maintenance. We are also investigating suspected 

breaches of competition law in  the supply of domestic lighting products by 

Dar Lighting Ltd, relating to suspected resale price maintenance. We 

provisionally found that Dar restricted retailers’ freedom to set their own 

prices. We are now considering representations from Dar before reaching a 

final decision.  

 

2.21. We will continue to progress our ongoing investigations into anticompetitive 

conduct in the pharmaceutical sector, with a view to ensuring that the NHS, 

and ultimately the taxpayer, does not pay more than they should for essential 

medicines and treatments, and that consumers who depend upon these drugs 

and treatments do not lose out. In the past year, we concluded three of our  

Competition Act investigations in this sector, resulting in just under £400 

million in fines being imposed. We found that the pharmaceutical company 

Advanz charged excessive and unfair prices for supplying liothyronine tables 

which are used to treat thyroid hormone deficiency. In another case, we found 

that Auden Mckenzie and Actavis UK charged the NHS excessively high 

prices lasting almost a decade for hydrocortisone tablets. Both decisions are 

currently under appeal to the Competition Appeal Tribunal (CAT). We have 

also fined Alliance, Medreich, Advanz, Cinven and Lexon, in relation to an 

arrangement under which a competitor was paid not to launch a drug used to 

treat nausea, dizziness and migraines, which enabled the price to increase.  

 

2.22. We will continue to investigate mergers to ensure that consumers across the 

UK do not lose out as a result of more concentrated market structures, which 

can lead to poorer outcomes. For example, we accepted undertakings for the 

completed acquisition by Bellis Acquisition Company 3 Limited of Asda Group 

Limited after competition concerns were raised. We were concerned that the 

purchase could lead to higher petrol prices in some parts of the UK. 

 

https://www.gov.uk/cma-cases/domestic-lighting-suspected-anti-competitive-practices-concerning-resale-price-maintenance
https://www.gov.uk/government/news/cma-provisionally-finds-lighting-firm-illegally-banned-discounts
https://www.gov.uk/cma-cases/bellis-acquisition-company-3-limited-slash-asda-group-limited-merger-inquiry
https://www.gov.uk/cma-cases/bellis-acquisition-company-3-limited-slash-asda-group-limited-merger-inquiry
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2.23. Our Behavioural Hub6 provides crucial underlying analysis and support for 

consumer enforcement cases, including against McAfee and Norton, who 

recently settled with the CMA, offering pro-rated refunds to customers who 

had been auto-renewed, when those customers did not want to renew their 

subscriptions. These behavioural insight specialists will continue to work 

closely with our consumer, markets, and remedies teams; including with the 

aim of furthering our knowledge of consumer vulnerability, and potential 

measures to alleviate it.  

 

2.24. We have continued to work with other regulators, international and domestic 

partners, such as Trading Standards, Which? and Citizens Advice in each of 

the nations, to help get the best possible understanding of the challenges 

facing consumers during the pandemic. We will continue this outreach, 

including plans for a rolling programme of visits to Citizens Advice, and look to 

embed the activities into the core of how we go about our day to day work 

across the organisation. Going forward, we will also embed the practices we 

initiated through our ‘Getting closer to the third sector’ work (see paragraph 

3.6), which helped us to develop our understanding of the changing needs of 

consumers and how they experience markets. We are expanding our regional 

engagement with business communities beyond the North West pilot. We will 

continue to engage with these organisations on a longer-term basis and use 

the intelligence gained from these interactions to help inform our work.   

 

2.25. We welcome the proposals laid out in the UK government’s consultation on 

reforms to competition and consumer policy.7 Taken together, these proposals 

will promote fair, open and competitive markets and protect the interests of 

consumers. We remain of the view that stronger consumer protection law and 

stronger powers for the CMA – including the introduction of administrative 

decision-making and fining powers for civil infringements – would help to 

prevent and address more effectively some of the harmful practices that might 

arise as the economy recovers and adapts. 

 

 

Fostering competition to promote innovation, productivity and 

long term growth right across the UK 

 

 

 
6 The BH was launched to improve our understanding of consumers’ needs as well as how businesses design 

and target their products and services 

7 Reforming Competition and Consumer Policy: Driving growth and delivering competitive markets that work for 

consumers – CMA Response to Consultation - GOV.UK (www.gov.uk) 

https://www.gov.uk/government/publications/reforming-competition-and-consumer-policy-driving-growth-and-delivering-competitive-markets-that-work-for-consumers-cma-response-to-consultation
https://www.gov.uk/government/publications/reforming-competition-and-consumer-policy-driving-growth-and-delivering-competitive-markets-that-work-for-consumers-cma-response-to-consultation
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2.26. We have a duty to promote competition for the benefit of consumers, and we 

aim to make markets work effectively in the interest of consumers, business 

and the UK economy. The CMA’s work will focus on promoting competition 

and protecting consumers to encourage innovation, productivity, and 

sustainable economic growth, as the UK continues to deal with the ongoing 

impact of the pandemic. The CMA will secure this by:  

 

• blocking or remedying anti-competitive mergers, and by punishing and 

deterring businesses which agree to restrict competition (for example by 

fixing prices or sharing markets), or abuse their market power by using it 

to dampen competition or exploit customers;  

• taking tough action in enforcing consumer protection law, to protect 

consumers and ensure they are not treated unfairly by businesses, and to 

help them get redress when problems occur;  

• taking action – and recommending action be taken by others – in markets 

where competition may not be working well;  

• engaging with business and consumers to raise awareness of consumer 

protection and competition law to improve compliance; and 

• advising governments across the UK in designing and implementing policy 

in a way that harnesses competition and protects and promotes 

consumers interests.  

2.27. As we emerge from the pandemic, there are a number of risks to competition. 

Businesses may fail at a higher rate as the economy recovers and adjusts to a 

new normal in which consumer preferences have changed eg an increased 

preference for and willingness to shop online. These same pressures have 

prompted new businesses to merge, or to be acquired by stronger 

competitors. Meanwhile, trade has been impacted by a number of factors, 

including restrictions on travel and increases in shipping costs. All of these 

factors tend to reduce competitive pressure on businesses within the 

economy, with potentially adverse consequences for consumers, businesses 

and the wider economy.  

 

2.28. We will remain vigilant, using our powers against conduct that would harm 

consumers. The CMA will carefully assess mergers which could weaken 

competition, raising prices and reducing quality, innovation and choice, and 

address possible breaches of competition and consumer law. We will clamp 

down on cartels and other collusive behaviour which seek to keep prices up, 

imposing fines on businesses that break the law. To this end, we are currently 

investigating suspected anti-competitive arrangements in the financial 
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services sector, and also in the supply of construction services in Great 

Britain.  

 

2.29. We will continue to use our director disqualification powers in competition 

enforcement cases to ensure individual accountability for wrongdoing. Since 

the power was first used in 2016, we have secured 25 director 

disqualifications, covering directors involved in a range of sectors, including 

construction, pharmaceutical and estate agency. In January, we disqualified a 

director for his involvement in an information exchange infringement arising 

out of the CMA’s Nortriptyline investigation8.  

 

2.30. We will promote growth across all of the nations and regions of the UK by 

remaining alive to issues that threaten competition in the Devolved Nations. 

We are currently investigating CHC’s completed purchase of Babcock’s 

Aberdeen-based oil and gas offshore helicopter business. We are concerned 

that the loss of one of only four suppliers could lead to higher prices and lower 

quality services for customers. 

 

2.31. We will not hesitate to take legal action when businesses fail to comply with 

legal requirements imposed during an investigation, such as a requirement to 

provide requested information or a requirement to comply with an initial 

enforcement order.9 We recently took Norton, a leading anti-virus software 

supplier, to Court for failing to provide the information we requested to 

investigate auto-renewing contracts.10 We  imposed a fine of £50.5 million on 

Facebook for breaching orders we imposed during our merger  investigation 

into their purchase of Giphy. We also imposed fines of almost £5 million on JD 

Sports and Footasylum for breaching the rules during an investigation that 

blocked a merger. 

 

2.32. We will examine markets that are not working well. In October we confirmed 

our decision to launch a market investigation into Motorola’s Airwave network 

- the mobile radio network used by all emergency services in Great Britain. 

We are investigating concerns that the supply of the Airwave network in Great 

Britain is not working well, resulting in significant detriment to consumers and 

the taxpayer. In January 2022, we successfully defended a challenge from 

Motorola on the decision to launch a market investigation. It remains our view 

 

 
8 Nortriptyline investigation: director disqualification - GOV.UK (www.gov.uk) 
9 This ensures that companies continue to compete with each other as they would have without the merger, and 

prevents the companies involved from integrating further while a merger investigation is ongoing.  
10 Following our application to Court the company provided undertakings which brought our investigation to a 

close. Given we no longer required the information, we withdrew the court application.  

https://www.gov.uk/government/news/cma-takes-norton-to-court-for-withholding-information
https://www.gov.uk/government/news/cma-fines-facebook-over-enforcement-order-breach
https://www.gov.uk/government/news/cma-consults-on-market-investigation-into-emergency-services-mobile-radio-network
https://www.gov.uk/cma-cases/suppliers-of-antidepressants-director-disqualification
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that there are concerns in this market, which we will continue to examine 

thoroughly as part of our investigation. 

 

2.33. As we continue to deal with the economic impacts of the pandemic, the CMA 

will continue to provide robust and independent advice to governments across 

the UK. Supporting and challenging them to design policy, regulation and 

legislation that helps to ensure that the interests of consumers are protected, 

and competition between businesses is supported, given its critical role in 

fostering sustainable recovery and growth. 

 

2.34. Our response to the issues caused by the pandemic has demonstrated our 

ability to be agile and flexible as an organisation, by getting close to emerging 

issues and reacting quickly to deal with them. We have learnt lessons from 

the experience and have adopted much of this learning as best practice, 

which we can continue to rely on to respond as future issues arise. We will 

remain agile, engaging closely with consumers and businesses across the UK 

to understand potential problems in markets as they arise, responding swiftly, 

where we can, to tackle the issue and ensure markets work well for 

consumers, businesses and the economy.  

 

Promoting effective competition in digital markets 

 

2.35. Competition encourages businesses to offer better value and innovative 

products and services, which is crucial in driving improvements in productivity 

and growth. This process benefits consumers, businesses and the wider 

economy. The dynamic and innovative nature of digital markets means there 

is huge potential for value creation. It is imperative that we ensure the many 

benefits of digitalisation for consumers are secured, whilst making sure that 

concerns are properly addressed and encouraging these markets to operate 

in a way that fosters innovation and growth. 

 

2.36. The use of digital has been growing across all sectors of the economy, with 

consumers and businesses increasingly shifting their trading online. This has 

been accelerated over the last two years by the pandemic, with more 

consumers across the UK relying on digital alternatives. With the end of the 

COVID-19 restrictions, many consumers may maintain their online habits, 

meaning more consumers could encounter problems in digital markets. 

 

2.37. The emergence of tech giants has presented competition authorities around 

the world with new challenges that require a new approach. That is why the 

CMA is taking a leading role in tackling these challenges to promote 
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competition and innovation, to the benefit of consumers, as well as the many 

businesses who rely on these important services.  

 

2.38. The Digital Markets Unit (DMU) was established in shadow form in April 2021. 

The DMU will oversee a new regulatory regime for the most powerful digital 

firms, promoting greater competition and innovation in the markets in which 

these firms operate, and protecting consumers and businesses from unfair 

practices. The DMU will look closely at the practices of the most powerful 

digital firms, taking action against harmful practices as well as proactively 

opening-up markets to promote greater opportunities for new and innovative 

competitors.  

 

2.39. The CMA is working closely with the UK government, following the 

consultation on proposals for the new pro-competition regime. Powers for the 

DMU and for the new regulatory regime will require legislation. The UK 

government has committed to legislating when parliamentary time allows. In 

the interim, the DMU has been established within the CMA on a non-statutory 

basis to focus on operationalising and preparing for the new regime.  

 

2.40. We will continue to use our existing tools to address problems in digital 

markets. This includes our work investigating mergers that have the potential 

to lead to a substantial lessening of competition in digital markets, such as the 

review of the Facebook (now Meta)/Giphy, and Adevinta/eBay mergers.  

 

2.41. We will continue to progress our portfolio of competition enforcement cases 

investigating issues in digital markets, including our investigation into Apple 

following complaints that its terms and conditions for app developers are 

unfair and anti-competitive. We are also investigating whether Facebook (now 

Meta) might be abusing a dominant position in the social media or digital 

advertising markets through its collection and use of advertising data. We 

have progressed our investigation into Google’s proposals to replace third 

party cookies functionality with a range of ‘privacy sandbox’ tools. We worked 

with the Information Commissioner’s Office and the CMA’s international 

counterparts to secure an outcome in this case that, if accepted, promotes 

competition in digital markets, helping to protect the ability of online publishers 

to raise money through advertising and safeguarding users’ privacy.   

 

2.42. In January, we launched a market study into music streaming to build a view 

as to whether competition in this sector is working well or whether further 

action needs to be taken. We are also carrying out a market study into Apple’s 

and Google’s mobile ecosystems. Our interim report found that Apple and 

Google have been able to leverage their market power to create largely self-

https://www.gov.uk/government/news/cma-investigates-apple-over-suspected-anti-competitive-behaviour
https://www.gov.uk/government/news/cma-investigates-facebook-s-use-of-ad-data
https://www.gov.uk/government/news/cma-investigates-facebook-s-use-of-ad-data
https://www.gov.uk/government/news/cma-plans-probe-into-music-streaming-market
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contained ecosystems making it extremely difficult for any other firms to enter 

and compete meaningfully with a new system. Our report set out a range of 

actions that could be taken to address these issues.  

 

2.43. We will also continue with our focus on consumer enforcement in digital 

markets, building on our work in areas such as fake reviews, social media 

endorsements, online gambling, and secondary ticket platforms. We will 

continue to monitor those companies that have provided commitments to 

change their behaviour and will not hesitate to act where we identify breaches.  

 

2.44. The Data, Technology and Analytics (DaTA) unit provide the important 

technical skills needed for our work on digital markets. The unit has built and 

is building several bespoke tools to scrape data and monitor markets. Its 

engineers and data scientists already collect and analyse large, complex and 

rich datasets for cases (eg on search or digital advertising). Its Behavioural 

Hub applies an understanding of consumers and their interactions with the 

interfaces of digital firms. It contributes to the creation of technological 

remedies, such as interoperability or techniques for anonymous data sharing, 

and the creation of new techniques, such as analysing and understanding 

firms’ algorithms. Overall, the DaTA unit’s technological expertise allows us to 

challenge companies more robustly on technical grounds. It is also helping us 

to understand the powers and develop the data and analytical skills that are 

needed for the CMA and DMU.  

 

2.45. We will continue to work with our counterparts in the Financial Conduct 

Authority, the Information Commissioner’s Office and Ofcom through the 

Digital Regulation Cooperation Forum (DRCF). This cooperation provides 

greater clarity for people and businesses on digital regulation, enables us to 

build a comprehensive view of industry trends and technological 

developments with regulatory implications, and build skills and capability more 

efficiently.  

 

2.46. Given the global nature of the issues related to digital markets, we will 

continue our efforts towards international cooperation and collaboration, with a 

view to fostering coherence and consistency in approaches, to prevent a 

fragmented regulatory landscape. In November, we hosted an Enforcement 

Summit for competition authorities from the other G7 members, plus guest 

countries, where we discussed our policy priorities in digital markets, 

culminating in a joint statement recognising the similar challenges we face, 

the close relationship among our agencies, and how this is a critical element 

of our respective enforcement programs, as well as affirming our intent to 

strengthening collaboration and coordination with one another.  
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Supporting the transition to low carbon growth, including through 

the development of healthy competitive markets in sustainable 

products and services  

 

2.47. Supporting a wider effort to make our economy cleaner and greener is one of 

the CMA’s top priorities. Concerns about climate change are changing market 

dynamics and consumer behaviours across the UK. The UK committed to a 

legally binding target of net zero emissions by 2050;11 and sustainable growth 

is crucial to achieving this goal. More than ever, it is important that public 

bodies, businesses, non-governmental organisations and consumers consider 

their contribution to the achievement of the UK’s Net Zero and environmental 

sustainability goals. We want to make sure that the competition and consumer 

enforcement regimes are able to play their part too where possible. We are 

continuing to expand our capability to ensure that when delivering our 

functions, we act in a way which supports the transition to a low carbon 

economy. At the same time, we will continue to take steps towards further 

reducing the CMA’s own carbon footprint as an organisation.  

 

2.48. In early 2022, we delivered our advice to the Secretary of State for Business, 

Energy and Industrial Strategy (BEIS) on how the tools available under 

competition and consumer law can better support Net Zero and sustainability 

goals, including preparing for climate change.12   

 

2.49. We will ensure that businesses engaged in sustainability initiatives know how 

to comply with competition law and do not unnecessarily shy away from those 

initiatives on the basis of unfounded fears of being in breach of competition 

law. We have produced an information sheet to help businesses and trade 

associations better understand how competition law applies to sustainability 

agreements and where issues may arise. 

 

2.50. We will encourage healthy markets in sustainable products and services, 

where businesses can innovate to produce sustainable products and services 

and consumers can trust the information provided to them and make an 

informed choice. Working alongside other global authorities, we found that 

 

 
11 UK becomes first major economy to pass net zero emissions law - GOV.UK (www.gov.uk). Scotland set a 

target for net-zero emissions of all greenhouse gases by 2045, Climate change - gov.scot (www.gov.scot) 
12 CMA consults on environmental sustainability advice - GOV.UK (www.gov.uk) 

https://www.gov.uk/government/publications/environmental-sustainability-agreements-and-competition-law/sustainability-agreements-and-competition-law
https://www.gov.uk/government/news/uk-becomes-first-major-economy-to-pass-net-zero-emissions-law
https://www.gov.scot/policies/climate-change/
https://www.gov.uk/government/news/cma-consults-on-environmental-sustainability-advice
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40% of green claims made online could be misleading.13 We published a 

“Green Claims Code”, to help businesses comply with the law and prevent 

people being misled by environmental claims, which could erode consumers’ 

trust. The CMA warned businesses  that we  will carry out a review of 

misleading green claims early in 2022, starting with the fashion sector, and be 

ready to take action against offending firms, if their environmental claims do 

not comply with the law.  

 

2.51. We will continue to prioritise cases where practices could impede the 

transition to a low carbon economy, building on work such as the electric 

vehicle charging market study. The report highlighted our concerns that 

access to chargepoints can be a ‘postcode lottery’ across the UK, with 

significant variation between the nations and regions of the UK, with some 

areas at risk of getting left behind. For example, compared to the UK (and 

England) average of 39 public chargepoints per 100,000 population, Scotland 

has 49, Wales 31 and Northern Ireland 18. There is also variation within 

regions: Yorkshire and the Humber has less than a third of the number of 

public chargepoints per head compared to London, and variations can be 

found across Local Authorities in all four nations.14 The market study report 

set out a package of recommendations to UK governments designed to help 

meet the scale of the overall challenge, unlock competition along motorways, 

target rural gaps, boost investment in on-street charging and develop a 

charging sector that people can trust, and which is as easy to use as filling up 

with petrol/diesel, both now and in the future.  

 

2.52. Following on from the market study, we have been investigating long-term 

exclusive arrangements between a chargepoint provider and motorway 

service operators. The CMA is concerned that these arrangements make it 

difficult for other operators to provide competing chargepoints at motorway 

service stations. We are now consulting on commitments to improve 

competition. 15  By getting involved early, when these markets are still 

developing, the CMA can work to ensure that consumers are treated fairly, 

now and in the future. Our work improving markets such as this will increase 

consumer confidence and encourage public take-up of sustainable 

alternatives.  

 

 

 
13 Global sweep finds 40% of firms’ green claims could be misleading  
14 These figures were updated in October 2021 and can be found by following this link Official statistics overview: 

Electric vehicle charging device statistics: October 2021 - GOV.UK (www.gov.uk) 
15 Further action needed on EV charging to meet Net Zero - GOV.UK (www.gov.uk) 

https://greenclaims.campaign.gov.uk/
https://www.gov.uk/cma-cases/electric-vehicle-charging-market-study
https://www.gov.uk/cma-cases/electric-vehicle-charging-market-study
https://www.gov.uk/government/news/global-sweep-finds-40-of-firms-green-claims-could-be-misleading
https://www.gov.uk/government/statistics/electric-vehicle-charging-device-statistics-october-2021
https://www.gov.uk/government/statistics/electric-vehicle-charging-device-statistics-october-2021
https://www.gov.uk/government/news/further-action-needed-on-ev-charging-to-meet-net-zero
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2.53. We recognise the importance of cooperating with stakeholders within the UK 

and internationally on climate change, as with other matters. Following our 

successful regional pilot engaging with business communities in the North 

West of England, we are looking to expand this work (see paragraph 3.7). In 

addition, the CMA’s outreach programme to the third sector has engaged 

successfully with third sector organisations gathering input on areas such as 

our work on misleading green claims (see paragraph 2.50) and electric 

vehicles charging (see paragraphs 2.51 and 2.52). We will build on these 

relationships to continue facilitating a dialogue on the relationship between 

competition policy and sustainability.  

Delivering our new responsibilities and strengthening our 

position as a global competition and consumer protection 

authority  

2.54. Our extensive preparations have ensured that we have the necessary people, 

skills and infrastructure in place to carry out our expanded role outside the 

EU. As a result, we have progressed cases that would have previously been 

reserved to the EC; we have launched the OIM; started to operate the shadow 

DMU (see paragraph 2.38 above); and recommenced our work on the UK’s 

future subsidy control regime by preparing for the creation of the SAU.  

 

2.55. The OIM officially launched on 21 September 2021. It has been tasked with 

supporting the effective operation of the UK internal market using its economic 

and technical expertise, following the UK’s departure from the EU. It will 

provide reports to the Scottish government, the Welsh government, the 

Northern Ireland Executive and UK government. The OIM will shine a light on 

how effectively companies are able to sell their products and services to 

people across the four nations, post-Brexit. The OIM will listen to concerns 

and report to all governments on barriers faced by businesses. In order to 

facilitate this, we have designed and implemented an online reporting form,  

through which businesses and other stakeholders can share their experience 

of how the UK internal market is working, and have undertaken a programme 

of outreach to businesses and other stakeholders to understand how the UK 

internal market is functioning. We also committed to publish our ‘Overview of 

the UK Internal Market’ report which will set out what we have found out so far 

from research and information-gathering activities. 

 

2.56. The Subsidy Control Bill, which was introduced to Parliament in June 2021, 

will, if enacted, establish the Subsidy Advice Unit (SAU) within the CMA. The 

SAU will have a role in monitoring and reporting on the overall functioning of 

the new subsidy control regime, as well as providing non-binding advice to 

public authorities on a small number of individual subsidies and schemes that 

https://www.gov.uk/guidance/report-a-uk-internal-market-issue
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are most likely to have distortive or harmful effects. Referral to the SAU will be 

voluntary for “Subsidies of Interest” and mandatory for “Subsidies of Particular 

Interest” (which will be defined in regulations to be made by BEIS before the 

commencement of the new regime). It will allow public authorities to obtain an 

objective view on their assessments before granting a subsidy, while ensuring 

they can act swiftly and do not suffer unnecessary delays. We are following 

the progress of the Subsidy Control Bill through Parliament and liaising closely 

with BEIS to prepare for the setting up of the SAU (likely to be launched, 

subject to timing of Royal Assent, in Autumn 2022).  

 

2.57. We have also made a recommendation to the UK government on new UK 

legislation to exempt pro-competitive ‘vertical’ agreements between 

companies (replacing existing EU regulation currently retained in UK law), 

which will provide businesses with certainty about the compatibility of their 

distribution arrangements with competition law and protect consumers from 

harmful agreements. We will be reviewing the other EU regulations retained in 

UK law in due course, in order to make further recommendations to the UK 

government, including in relation to regulations relating to R&D agreements, 

motor vehicle distribution, and container shipping.    

 

2.58. We will continue to publish any relevant guidance as our functions and powers 

develop. We also remain open and ready to speak to businesses, consumers 

and consumer groups and other interested parties who may have more 

specific queries or concerns regarding the CMA’s new functions or the 

exercise of our current ones. 

 

2.59. In mergers and antitrust, we will continue to pursue those larger and more 

complex cases with a global dimension. We have already investigated  cases 

that would have previously been reserved to the EC. This includes our 

recently concluded investigations into Google’s proposals to remove third 

party cookies and other functionalities from its Chrome browser (see 

paragraph 2.41), the anticipated acquisition by Facebook (now Meta) of 

Kustomer and the merger of NVIDIA/Arm, which was investigated in parallel 

with the European Commission and the US Federal Trade Commission, and 

was abandoned in early February.   

 

2.60. As the CMA embraces its expanded role, it is even more important for us to 

forge strong relationships across the world, and work with partners both closer 

to home and further afield in order to protect consumers within and outside the 

UK. With markets becoming increasingly global and the growth of digital 

markets mentioned above, different jurisdictions face many of the same 

challenges. It is imperative that we have strong inter-agency co-operation to 

https://www.gov.uk/cma-cases/investigation-into-googles-privacy-sandbox-browser-changes
https://www.gov.uk/cma-cases/investigation-into-googles-privacy-sandbox-browser-changes
https://www.gov.uk/cma-cases/facebook-inc-dot-slash-kustomer-inc
https://www.gov.uk/cma-cases/facebook-inc-dot-slash-kustomer-inc
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address cross-border anti-competitive activity and consumer protection issues 

in an increasingly global world.  

 

2.61. We will continue our close engagement and cooperation with a range of 

international partners on a wide variety of issues. This includes our fellow 

participants in the Multilateral Mutual Assistance Cooperation Framework 

(MMAC), as well as the European Commission and national competition and 

consumer agencies within the EU and worldwide. We believe this kind of 

collaboration can amplify our impact. For example, in April we joined forces 

with our counterparts in Australia and Germany to set out the need for robust 

merger enforcement to drive post-pandemic economic growth.16 We will seek 

to build on these international relationships and remain active and committed 

participants in important forums like the Organisation for Economic Co-

operation and Development, the International Competition Network, the 

International Consumer Protection and Enforcement Network and the United 

Nations Conference on Trade and Development. 

 

2.62. It is also important that we work closely with our partners closer to home. 

Alongside the Information Commissioner’s Office, we recently highlighted the 

strong overlap between promoting and protecting competition in digital 

markets and safeguarding people’s data. The statement was the first of its 

kind globally, and we will continue to set a positive example for our 

international counterparts, demonstrating our position as a world leading 

competition authority. 

 

2.63. Strong, independent competition and consumer protection law enforcement 

also has an important part to play in international trade agreements that the 

UK may enter into, ensuring that businesses from both parties can compete 

fairly to the benefit of consumers. We will continue to work closely with the UK 

government as they put strong new trade relationships in place with key 

partners. 

 

 

 

 

 

 

 

 

 
16 UK, Australia and Germany issue statement on merger control 

https://www.gov.uk/government/news/uk-australia-and-germany-issue-statement-on-merger-control
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3. CMA 2020s 

3.1. At the beginning of 2020, the CMA set out our ambition to bring the CMA 

closer to consumers and their needs. Much progress has already been made 

as we find new ways to build a deeper understanding of consumers and their 

needs; to do more to explain the CMA’s work; and to be stronger advocates 

for the interests of consumers.  

 

3.2. We have been engaging with a wider and more diverse range of stakeholders 

than ever before, including more engagement with consumers, small 

businesses and charities across the nations and regions of the UK. We will 

continue this outreach and look to embed the activities into the core of how we 

go about our day-to-day work across the organisation. 

 

3.3. In addition to our London, Edinburgh, Cardiff and Belfast offices, we are 

opening an office in Manchester which will be the home of the new DMU and 

setting up a new Microeconomics Unit in HM Treasury’s Darlington campus. 

By growing our presence outside of London, we hope to get closer to 

consumers across the nations and regions of the UK. 

 

3.4. With more engagement with stakeholders across the UK, including in the 

Devolved Nations, we will continue to improve awareness and compliance 

with competition and consumer law; to build understanding of the CMA's role; 

and to obtain input into how our work can serve society better. We have also 

held a range of virtual meetings and events to seek input into our Annual Plan.  

 

Understand markets and consumers better 

3.5. We will continue to develop our understanding of the changing needs of 

consumers and how they experience markets, wherever they are in the UK. 

This will include monitoring the state of competition and how markets are 

changing as a result of the ongoing impact of COVID-19, as well as on the 

functioning of the UK Internal Market. The Behavioural Hub (see paragraph 

2.23) and Data and Technology Insight team in our DaTA unit (see paragraph 

2.44) will continue to build deeper insights, including into how online choice 

architecture (OCA) can impact consumers.  

 

3.6. We will continue our ongoing engagement with third sector organisations to 

gain better insight and views on areas of our work, including the effects on 

vulnerable consumers, so that we can consider how that insight might 

continue to inform our work. This outreach will include plans for a rolling 
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programme of visits to Citizens Advice as we look to embed the activities into 

the core of how we go about our day-to-day work across the organisation. 

 

3.7. Following our successful regional pilot engaging with businesses and others in 

the North West of England, we are currently evaluating the pilot and are 

looking to expand this work, including do more on digital markets and with 

SMEs.  

Explain why competition matters, and the CMA’s work and 

priorities 

3.8. We will work to improve awareness across the UK of how well-functioning, 

competitive markets serve consumers, businesses and the wider economy.  

 

3.9. From ongoing Board engagement across the nations and official-led outreach 

with government and stakeholders, we will continue to explain how the CMA’s 

work supports this objective, and the rationale for our priorities, plans, and 

selection of projects, for example through greater use of videos and social 

media posts that help to explain our work in a user-friendly way, showing the 

detail behind the announcements. We will continue our work to ensure the 

information we produce is accessible to all, complying with all relevant 

accessibility legislation. And we will continue to work with the business 

community to explain the importance of competition and consumer law, and 

how to comply with it. 

 

3.10. The CMA’s first consumer campaign, The Online Rip-Off Tip-Off, successfully 

launched on February 9th. The campaign, fronted by TV presenter and 

consumer champion Angelica Bell, aims to tackle misleading online practices, 

such as subscription traps and hidden charges, by raising awareness and 

giving consumers the tools they need to avoid these sales tactics. With almost 

one-third of all retail purchases now taking place online, after the pandemic 

fuelled a surge in internet shopping, the Competition and Markets Authority 

(CMA) has become increasingly concerned about the impact of these tactics 

on consumers.  

 

Advocate for consumers’ interests 

3.11. We advocate to promote competition in the consumer interest on regulatory, 

policy and legislative matters, through our recommendations and advice to 

government and public authorities.  
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3.12. We will continue to provide robust and independent advice to governments 

across the UK. We will support and challenge them to design policy, 

regulation and legislation that helps to ensure that the interests of consumers 

are protected, and competition between businesses is supported, given its 

critical role in fostering sustainable recovery and growth. 
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4. Resources 

4.1. The Spending Review 2021 (SR21) allocated the CMA’s budget for 2022/23 

as a Resource Departmental Expenditure Limit (RDEL) budget (excluding 

depreciation) of £112.5 million and a Capital budget of £9.5 million. 

 

4.2. This settlement continues to include funding in support of the CMA’s existing 

functions as well as funding for the newly formed SAU and OIM.  Funding 

provided for 2022/23 ensures the CMA can continue its vital work promoting 

competition for the benefit of consumers, across the nations and regions of 

the UK, keeping prices low for consumers and driving innovation and 

productivity, which will be crucial in supporting the post-coronavirus pandemic 

economic recovery.  

 

4.3. The CMA has also received ongoing RDEL financial support for a dedicated 

DMU and an additional £1.1 million in 2022/23 to further support its continued 

expansion in anticipation of the introduction of a Digital Competition Bill. 

Additional RDEL funding of £1.0 million, to fund the CMA’s growth across the 

nations and regions of the UK, and £2.4 million for emerging pressures (eg 

inflationary and increases to National Insurance Contributions) has also been 

provided to the CMA in 2022/23.  

 

4.4. As Accounting Officer, the CMA’s Chief Executive is personally responsible 

for safeguarding the public funds for which he has charge, for ensuring 

propriety and regularity in the handling of public funds and the day-to-day 

operations and management of the CMA. The Accounting Officer is supported 

in discharging these duties by an additional Accounting Officer, the Chief 

Operating Officer. 
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