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CASE ISLANDWIDE PRICE SURVEY OF COFFEE & TEA & SOFT /CANNED DRINK 
319 coffee shops have displayed or are going to display the selling price as suggested by CASE. 

From February to March 2007, CASE conducted a price survey of coffee, tea and soft/canned drinks sold at major coffee shops. CASE requested for the price information from the members of three merchants’ associations and four major groups of companies: 

· Federation of Merchants’ Association, Singapore (18 Merchants’ Associations participated in the survey-see Appendix A) 

· Foo Chow Coffee Restaurant Bar Merchants’ Association 

· Kheng Keow Coffee Merchants Restaurant and Bar Owners Association 

· NTUC Foodfare Co-operative Ltd 

· Kim San Leng Group 

· Kopitiam Group of Companies 

· S11 F&B Holdings Pte Ltd 

2. CASE then conducted random spot checks to confirm the average prices (See Appendix B for the price list) and the prices sold by 320 coffee shops at 8 locations (see Appendix C for the price list) including: 

1. HDB heartlands 

2. Industrial estates 

3. Shopping malls (city) 

4. Shopping malls (suburban) 

5. Business parks 

6. Hospitals 

7. Institutions of higher learning 

8. Others 

3. The main finding of the survey are: 

· From 1989 to date, coffee and tea prices across the board have increased about 10-20 cents on average. From March 2006 to March 2007, 246 out of 320 surveyed coffee shops (76.88%) increased coffee and tea prices by ten cents, and 120 out of 320 surveyed coffee shops (37.50%) increased canned drinks prices by ten cents. 

· Prices are not uniform, even for outlets under the same group. For the same beverage, the greatest price variation found is 40 cents. The location of an outlet appears to be the greatest determinant of coffee and tea pricing. Outlets at shopping malls tend to charge higher prices than outlets located at heartland areas, even if the outlets belong to the same company. 

· Kopitiam Group of Companies provides 10%-20% discounts for members cross their outlets. S-11's Hope of God church provides 10% discounts for drinks and NTUC Foodfare will be implementing discounts soon. 

· 319 coffee shops have displayed or are going to display the selling price as suggested by CASE if they have not already done so. 

· 318 outlets issue receipt for every single purchase made or can issue receipt upon customer's request. 

4. CASE advises consumers to watch out for the price display panel or enquire about prices before purchasing their beverages. Consumers are also advised to compare prices before making purchase. Consumers can access the results of the coffee, tea and soft/canned drink price survey from the CASE website: www.case.org.sg 

5. CASE believes business transparency can enhance competition and benefit consumers. CASE will continue to monitor coffee, tea and soft/canned drink prices and will conduct regular surveys and display them on our website. We thank the above associations and four coffee shop groups who have participated in this round of price survey during and after the Chinese New Year period and encourage more retailers to participate in our future price surveys. 
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