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Dear Sir or Madam: 

The staff of the Federal Trade Commission (FTC) has concerns about some of the claims 
that Cardinal Glass Industries has made about its glass used to manufacture windows. 
Five manufacturers and retailers of replacement windows recently settled ",ith the FTC 
for allegedly making unsubstantiated energy savings claims. See 
http://'lNvvw.fic.gov/opa/2012/02/v .. indows.shtm. The FTC brought these cases under 
Section 5 of the FTC Act, 15 U.S.C. § 45, which prohibits deceptive marketing, including 
unsubstantiated advertising claims about replacement windows and their components 
(e.g., glass). Energy savings claims (such as claims that installing replacement windows 
made from a particular type of glass reduces heating and cooling costs by more than 
30%) that are not substantiated by competent and reliable scientific evidence violate the 
FTC Act. 

We reviewed your website at www.cardinalcorp.com and found claims siruilar tc those 
challenged in the recent FTC lawsuits .. For example, the page for your LoE3 

-366 glass 
states, "[E]nergy-efficient windows can help save a bundle. In fact, you can reduce your 
energy bills by one-third by simply using low-emissivity glass." We also found that a 
number of window marketers who use LoE3 -366 glass link tc or repeat this claim. 

The FTC hasn't decided that your claims violate the law. However, we urge you to 
review your marketing materials, both on your website and in any other medium 
(including sales presentations or materials you givc to window manufacturers), viith the 
follov.ing points in mind: 

• Energy-Savings Claims Must Be Backed bv Scientific Evidence. Any claim 
about the efficiency, energy savings, fuel consumption, operation cost, cost 
recovery, or "payback" of an energy-saving product must be truthfi2ou violat 



• Be Specific AboyUhe Type of Savings Conswners Can Ex;pect. Note the 
difference between total home energy savings and heating and cooling savings. 
Heating and cooling expenses may account for less than half of a home energy 
bilL Thus, a 15% reduction in a home's heating and cooling costs 



claims on to their customers. For example, don't make a false or unsubstantiated 
claim in a product brochure that window manufacturers may give to consumers. 

Once you have reviewed your marketing materials, please advise FTC staff if you 
intend to remove or revise any claims, identify the claims you intend to remove or 
revise, and tell us when you'll make those changes. You 


