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The National Advertising Review Board ("NARB") plays an 

important role in ensuring that advertising is truthful, accurate 

and substantiated. For more than twenty nears now, the 

seriousness and determination demonstrated by the NARB has stood 

as an important complement to the FTC in protecting consumers. 

Your success, as reported in the NAD Case Reports. helps to 

instill public confidence in the truthfulness and accuracy of 

advertising. This helps assure a competitive marketplace with 

informed and educated consumers and contributes to the FTC's 

ability to focus its resources to priority consumer protection 

matters. At the same time, I believe that a vigorous FTC 

enforcement program makes your job easier. 

When I arrived at the Commission as Chairman, I set three 

initial goals. The first was to secure public confidence in the 

Commission as an active law enforcement agency by increasing our 

scrutiny of national advertising and finding ways to strengthen 

our effectiveness in the important battle against deceptive 

practices generally. The second goal was to eliminate the 

appearance of a confrontational attitude towards the Congress, 

the states, and other entities, and to ensure a spirit of 

cooperation and a real working relationship with these and other 

groups. The third goal was to stop the steady decrease in 

Commission resources that occurred throughout the previous 

decade. 



Today I would like to discuss how far we have come in 

reaching these goals and describe that journey as it applies to 

the Commission's consumer protection mission. Of course, the 

views I express here are my own and do not necessarily reflect 

those of the Commission or any other Commissioner. 

I am quite proud of the Commission's record during the past 

three years. As you know, our responsibilities are far-reaching. 

In the first instance, the Commission enforces the Federal Trade 

Commission Act, which provides the Commission with broad law 

enforcement authority over almost every sector in our economy. 

The Commission has responsibilities under approximately 30 

additional statutes, and enforces dozens of trade regulation 

rules and trade practice rules governing specific industries and 

practices. 

The Commission has a solid list of accomplishments to stand 

upon. From October 1, 1989 through September 30, 1992, the 

Commission brought or resolved more than 387 law enforcement 

actions as part of its consumer protection mission. During that 

same period, the agency obtained consumer redress orders totaling 

more than $216 million and civil penalty judgments totaling more 

than $5.8 million. Unfortunately, such court ordered redress is 

not always fully recoverable because scam artists often spend 

defrauded consumers' money as soon as they receive it. 

Numbers alone do not tell the whole story. It is important 

to distinguish between the amount of activity and the quality of 

that activity. During the past three years we worked to fashion 
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a law enforcement program that shows strong national consumer 

protection in a changing environment, without unduly interfering 

with the dynamic and competitive marketplace. We endeavored to 

create a consumer protection program that was balanced and 

reasonable both for consumers and legitimate competitors alike. 

Let me use the agency's advertising program to illustrate 

our efforts. When I joined the Commission as Chairman in 1989, 

the agency -- rightly or wrongly -- was widely perceived to have 

abandoned its leadership role in the regulation of national 

advertising. The American Bar Association's "Kirkpatrick Report" 

on the FTC, published in 1989, probably best summarized the 

situation. Although the Report noted that its committee members 

' were "divided" as to whether the FTC was sufficiently active, it 

was "united" in the belief that the FTC could, and should, do 

more to articulate its advertising law enforcement agenda. "Too 

rarely," the Report concluded, "has the public received the 

message that the FTC believes it is important to move 

aggressively against false and deceptive advertising." Other 

' characterizations were much harsher than the ABA's. Because of 

l this perception, I made a commitment to increase the agency's 
l f . . . i ocus on nat1.onal advert1.s1.ng. 

I 
I 

During the past three years, the Commission brought or 

' settled more than 85 cases as part of our advertising program. 

These matters included strong but, I believe, sensible orders 

against leading national advertisers -- including companies whose 

names~are recognizable in most u.s households and who sell 
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products as diverse as disposable diapers and ice cream bars and 

toys and over-the-counter drugs -- as well as the more garden 

variety "back of the book" scam artists. We have achieved our 

presence with orders that provide guidance to the public at large 

as well as respondents about the high standards of truthfulness 

that consumers expect and we demand. 

One of the major areas of emphasis for our advertising 

program over the past three years has been health and safety 

claims. The Commission strengthened its food advertising program 

during this period and demonstrated the importance of working 

with other federal agencies, such as the FDA, in harmonizing food 

labelling and advertising approaches. Since early 1991, the 

Commission has brought or finalized 13 food or food supplement 

cases. These cases address significant health issues such as 

important nutrient content information regarding fat, 

cholesterol, fiber, sodium and percentage fat-free claims and the 

entire spectrum of health claims. 

Similarly, given the health concerns raised by excess weight 

and the failure to maintain weight loss despite repeated dieting, 

we have challenged allegedly deceptive claims for various weight 

loss products and services. our cases have run the gamut from 

nationally advertised programs and very low calorie diet plans to 

pills and gadgets that promise magical results overnight. 

Another major emphasis of our advertising program has been 

environmental -- or "green" claims. As the chief federal 

agency charged with ensuring truthful and non-deceptive 
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advertising, the FTC has met its responsibility to assert a 

leadership role in articulating a national advertising policy 

that can form the basis for a consistent and harmonious 

regulatory approach among the various state and federal agencies 

involved in the regulation of advertising. 

Last July, the Commission issued its Green Marketing Guides. 

In formulating the Guides, we built upon the track record of 

case-by-case enforcement, which provided context and basis. We 

also relied heavily upon the solid record established through the 

Commission hearings and the more than 100 written comments. 

The Commission's Guides provide a good roadmap for reducing 

consumer confusion and preventing the deceptive use of 

environmental terms such as "recyclable," "degradable," and 

"environmentally friendly" in the advertising and labelling of 

products in the marketplace. 

Overwhelming support for the Guides has come from diverse 

parties. We have heard from sister federal agencies, state 

officials, industry groups and consumer and environmental groups. 

Of course, each of these groups may differ on specific features 

of the Guides, but the fact that all of them were more than 

willing to give the Commission's efforts a try is a clear signal 

that the FTC can fill the role of national leader that the ABA 

, urged. 

I
. This success was no accident. In large part, acceptance of 

the Guides stems from the basic principles that underlie the 
I I process used in formulating them~ We listened to businesses and 



          

          

        

          

           

        

     

           

         

          

          

        

          

  

           

           

           

        

        

         

         

        

           

        

          

         

 



           

          

         

        

  

           

         

           

        

         

          

             

         

         

       

              

            

         

        

          

          

           

     

        

 

        

 



       

         

  

           

           

             

          

    

           

          

           

        

          

       

     

         

         

          

         

 

        

            

            

         

        

        

 



           

         

         

         

             

       

           

          

          

            

         

          

         

        

        

        

       

           

       

         

          

        

            

           

        

           

 



         

         

           

          

         

         

             

          

         

         

         

       

         

          

          

          

          

         

            

     

       

         

        

           

          

 



         

         

   

         

      

          

         

            

         

    

           

            

          

          

          

           

           

           

         

   

 
          

         

        

   

         

           

 



        

          

           

           

         

        

         

       

 

            

            

             

          

          

          

            

          

            

           

         

            

  

          

            

           

           

 



             

           

           

        

            

            

          

             

        

 

        

          

           

         

          

            

            

           

 


