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AMPLIFYING OUR MESSAGES WITH MASS MEDIA
On top of print media, we also amplify our messages
through broadcast media.
In 1975, we began collaboration with the then-Singapore
Broadcasting Corporation and appeared on numerous
TV and radio programmes. On these programmes,
we answered queries from consumers, discussed hot
button consumer issues and provided advice on how
consumers could safeguard their interests.
Fun Fact: CASE was featured on several news and current
affair programmes such as Talking Point and Good
Morning Singapore, as well as documentary drama (or
docudrama) Exposed and Beauty Gone Wrong.
HOT OFF THE PRESS

Consumer
Education
Through the Decades
Have you ever purchased a big-ticket item without doing
any research? What happens when you subsequently
find out that you got a bad deal?
Many would have heard of the Latin phrase caveat
emptor which means let the buyer beware. This concept
places responsibility on buyers to do the necessary
research before any purchase.
But how do buyers know what to look out for?
Here at CASE, we believe that knowledge is protection,
and we strive to continuously equip consumers with
knowledge of their rights and how they can better
protect themselves. Consumer education has been the
cornerstone of CASE’s consumer protection efforts since
our formation in 1971.
Yet, as much as consumer education remains important,
our approach has evolved over the years.

TAKING OUR FIRST STEPS

CASE also engages the media proactively so that our
messages can reach more consumers. We regularly warn
consumers about errant businesses and questionable
industry practices based on complaints we receive,
so that they can be on the lookout for such practices
when shopping.
In 2019, CASE issued an advisory against an online
retailer that misled customers into signing up for a
recurring subscription on its online store. Customers
found themselves caught in a “subscription trap”
where they were under the impression that they were
making a once-off purchase. In reality, it was a recurring
subscription. Through this, CASE raised consumer
awareness on the importance of paying attention to key
contractual terms and fine print.

2021 ISSUE 3 • 23

the top 10 most complained about industries from
2004 to 2014. CASE has successfully taken injunctions
against timeshare companies which employed hard
selling tactics as well as provided empty promises
to consumers.
Throughout the years, we have also issued many press
releases to alert consumers about the unethical sales
practices of timeshare companies. Over time, an increase
in consumer awareness about the industry, coupled with
the strengthening of the consumer protection regime,
“toppled” the timeshare industry from the top 10 most
complained about industries.
EXPANDING GROUND OUTREACH
To expand consumer education, CASE frequently holds
or participates in ground outreach events to raise
awareness on consumers rights.
A key aspect of consumer education is helping
consumers to understand consumer laws so that they are
equipped to protect their own interests. With the passing
of the Consumer Protection (Fair Trading) Act (CPFTA),
we increased outreach activities in schools, institutes of
higher learning and community centres to reach out to
vulnerable consumers such as the seniors and youth who
are more likely to fall prey to misleading and unethical
sales tactics.
In 2016, CASE partnered with the Community
Development Councils to conduct talks for their
residents. The talks educated consumers about their
rights under the Lemon Law and how they can approach
CASE for assistance to resolve their disputes.

In another example, CASE engaged the media
extensively to reduce consumer complaints in the
timeshare industry. The timeshare industry was among

One of our earliest moves was an in-house publication
Consumer Bulletin. Published twice a year, it was
devoted to providing consumers with easily accessible
information. In fact, it is the earliest predecessor of the
publication that you are holding now in your hands!
Consumer Bulletin featured comparative test reports of
widely used consumer products to ensure they fall within
safety limits. There were also letters from the public on
their unpleasant experiences with unfair trade practices.
Readers were also given tips on what to look out for
when they shop.
Subsequently, Consumer Bulletin went bilingual (English
and Chinese) and was published fortnightly. It was
rebranded The Consumer in 1985 and went full colour
in 1996.

Early issues of The Consumer

A CASE volunteer giving a talk at the Nanyang
Technological University
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In response to consumer complaints against the
beauty industry, we educated consumers about
how to avoid pressure selling tactics. We also
engaged experts to talk about skincare products
and clarified misconceptions on frequently
sold products.
For consumers moving into new homes, we ran
a seminar titled Smart Consumer Smart Homes in
2017 to educate consumers on the pitfalls to look
out for when engaging renovation contractors and
shopping for furniture and electrical appliances.
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OUTREACH CAMPAIGN ON MRT TRAINS
In 2015, CASE extended its outreach efforts to public
transportation networks. We ran a paid campaign on
MRT trains to reach out to commuters.
The campaign covered the East-West, North-South and
Circle lines and educated consumers on issues such as
how to say no to unfair practices and tips to look out for
when making purchases.
INTO THE DIGITAL AGE
With greater use of digital technology, we see how
technology has changed the way we communicate and
share information. Information is easily accessible at the
click of a button. Consumers are no longer bound to realtime broadcast media for information.
But to empower consumers now and in the future, we
are expanding and refining our strategies.
We tapped on digital online platforms such as Google
and Facebook to reach more consumers. To ensure our
messages reach the right audience, we targeted paid
campaigns at the relevant profiles. We personalised ads
based on the top 100 search terms on YouTube to
better reach out to our target audiences and connect
with them.

A guest speaker teaching consumers what to look out
for when purchasing beauty products

Beyond paid digital campaigns, we also stepped up our
efforts on reaching out to consumers by pushing out
relevant and engaging content.
Leveraging technology to make information more
accessible to consumers, we pioneered tools, Price Kaki
and Fuel Kaki to help consumers compare prices and
make informed purchasing decisions.
Price Kaki is the first mobile application in Singapore
which allows consumers to have easy access to in-store
retail prices and promotions of common household items,
groceries, and hawker food through a single platform.
With the increase in mobile adoption in Singapore, CASE
explored the use of new methods to help consumers
compare prices.

Comic strips on how to say no to aggressive
sales tactics; prepayment protection; encouraging
consumers to use progressive payment when
renovating their homes

The response from consumers has been encouraging,
with more than 76,000 downloads
since it was launched in
September 2019.

To empower consumers,

we are expanding and
refining our strategies.
Fuel Kaki is a retail fuel price comparison website
that helps consumers to compare the effective
prices of retail fuel after factoring instant discounts
from loyalty programmes and promotions. The
premise for Fuel Kaki is that it is challenging for
consumers to make effective comparison due
to the different discounts and promotions. With
Fuel Kaki, consumers can have a good estimate of
the effective prices they will pay. Since its launch
in January 2020, the retail fuel price comparison
website has seen an average of more than 25,000
visitors every month.

Education campaign ran on Facebook to educate consumers
on how to make informed purchasing decisions

Through these platforms, consumers can compare
prices and have alternatives to stretch their dollar
when they shop for daily necessities or fuel. This
is especially helpful for those with less time and
awareness of market prices and promotions. With
Price Kaki and Fuel Kaki, consumers now have
access to the pricing information that will help them
make a more informed choice.
WHAT’S NEXT?
Moving forward, we will continue working towards
a consumer-friendly Singapore by monitoring the
ever-changing consumer landscape, adapt our
strategies to consumer education and work closely
with our industry partners to venture into new areas
where we can better protect consumers’ interests.

Scan for
Price Kaki app
Price Kaki: The first mobile application in Singapore which
helps consumers compare prices of groceries, household
essentials and hawker food. With Price Kaki, you can compare
retail prices and promotions, track price changes, and share
price changes and promotions with other consumers.

L: A meme to educate consumers on the risks of prepayment
R: A meme to educate consumers on the importance of
documenting all the agreed upon terms in writing especially
during home renovation discussions to ensure that it is not just
lip service

Scan for
Fuel Kaki website
Fuel Kaki: A one-stop retail fuel comparison website to help
consumers compare effective prices of retail fuel after factoring
in instant discounts.
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Our Vice-Chairperson of the Consumer Education Committee shares her thoughts below.

MS ELEANOR LIN YOUSHAN
VOLUNTEER SINCE 2012

Special CASE50

Award Recipients
Special CASE50 Meritorious Award
MR LIM BIOW CHUAN

What do you do as Vice-Chairperson for the
Consumer Education Committee?
As the Vice-Chairperson for the Consumer Education
Committee, I speak at seminars and radio shows to
educate consumers on how they can better protect
themselves when making purchasing decisions. At
the beginning of every year, the committee will meet
to discuss the strategic direction for the educational
initiatives. During consumer education events, I listened
to situations consumers face on the ground. I identified
their concerns and discuss with the committee on how
we can better focus our education efforts in these areas.
What are some consumer education initiatives you
have been involved in since joining CASE?
Shortly after I joined CASE in 2012, the Lemon Law
was introduced. Retailers and consumers had many
questions about the law. I spoke at educational seminars
for retailers and consumers to address their questions.
Currently, we educate consumers through seminars,
radio, and TV shows. Most recently, we commissioned
popular digital content creator SGAG to produce a
video to educate consumers on the risks of
making prepayments.
How do you see consumer education progressing in
the future?
Consumers also include consumers who are digitally
savvy and may not primarily obtain information from
traditional sources such as print, television or radio.
In the future, we will be looking into expanding our
education efforts in the digital sphere to reach out to
more consumers.

How do you think we can better help consumers
to address the issue of misinformation when
purchasing products?
I find it helpful for consumers to know which type of
questions to ask before making a purchasing decision. To
help them with this, we organise talks where we educate
consumers on laws and provide them with tips on what
to look out for when making certain purchases. We share
this information on our website and social media as well.
What would be the most important takeaway message
you would want consumers to remember?
Always ask the questions you need to make your
decision as information empowers you.
hopes for CASE in the future?
We are on a continuing journey to provide consumer
education in this ever-changing consumer landscape
to help our consumers become more aware. Let us
continue to provide information on consumer laws to
the public to equip them to make well-informed
purchase decisions.

Immediate Past President (2021 – 2024)
President (2012 – 2021)
Vice-President (2006 – 2012)
Consumers Association of Singapore (CASE)
Our Immediate Past President, Mr Lim Biow Chuan served as CASE’s Vice President from
2006 to 2012 and subsequently as CASE’s President from 23 June 2012 to 11 June 2021.
Under Mr Lim’s leadership, CASE took firm and decisive steps to protect consumers by flagging out errant businesses
and unfair practices to alert consumers. Since 2012, CASE issued several advisories against industries where consumers
tend to purchase big-ticket items. CASE also went after recalcitrant businesses and signed Voluntary Compliance
Agreements (VCAs) provided for under the Consumer Protection (Fair Trading) Act (CPFTA) with 22 errant businesses
who then undertake to cease their unfair practices and compensate affected consumers.
During Mr Lim’s tenure, CASE successfully obtained injunctions against a timeshare firm in 2013 and a furniture trader
in 2015 for engaging in unfair practices. Following the amendment of the CPFTA in September 2016 to strengthen
existing measures against errant businesses that persist in unfair practices, CASE worked closely with the Competition
and Consumer Commission of Singapore (CCCS) to protect consumers. As a result, injunctions were obtained against
a motorcar importer and dealer in 2019 and an e-commerce fashion retailer in 2020.
Mr Lim also spearheaded CASE’s efforts to promote fair trading and ethical business practices among businesses to
boost consumer confidence. CASE, under its accreditation arm, CaseTrust, developed and launched joint accreditation
schemes with industry associations. Businesses accredited under these schemes adhere to a stringent set of criteria
to give consumers confidence when they shop. Over the years, CaseTrust has been recognised by the industry and
regulators as the benchmark for good business practices.
Mr Lim played an instrumental role in advocating for additional protection for consumers. Arising from the high
volume of complaints received against timeshare companies for pressure sales tactics, he advocated for legislation
to prevent timeshare companies from collecting deposits during the cooling-off period. In April 2014, the Consumer
Protection (Fair Trading) (Cancellation of Contracts) Regulations was amended to prohibit timeshare companies from
collecting deposits during the cooling-off period. Due to CASE’s efforts, the number of complaints against timeshare
companies fell significantly.
Today, Mr Lim continues to share his experience and support to CASE through his representation in various external
committees, namely the Financial Industry Disputes Resolution Centre Ltd (FIDReC), the Motor Industry Disputes
Resolution Centre Pte Ltd (MIDReC), the Personal Data Protection Commission (PDPC) and the Multilateral Healthcare
Insurance Committee (MHIC).

