FTC POLICY STATEMENT REGARDING ADVERTISING SUBSTANTIATION
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Introduction

On March 11, 1983, the Commission published a notice requesting comments on its

advertising suhstantiatinn nrngram L Ta fagilitate analysienfihe nrooram_the notice .
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and costs, and solicited suggestions for making the ‘program more effective. Based on the
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about how the program is being implemented and how it might be refined to serve better
the objective of mamtammg a marketplace free of unfair and deceptlve acts or practlces
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makes, they should generally be aware of reasonable interpretations and will be expected
to have prior substantiation for such claims. The Commission will take care to assure that

it only challenges reasonable interpretations of advertising claims.?
Procedures for Obtaining Substantiation

In the past, the Commission has sought substantiation from firms in two different ways:
through industry-wide "rounds" that involved publicized inquiries with identical or
substantially similar demands to a number of firms within a targeted industry or to firms
in different industries making the same type of claim; and on a case-by-case basis, by
sending specific requests to individual companies under investigation. The Commission's
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2 Nor presumably would an advertiser have made such claims unless the advertiser thought they would be

3 Individual Commissioners have expressed differing views as to how claims should be interpreted so that

- Prm— h—%
xS " =




