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One of the great things about the Bureau of Consumer Protection is the tremendous job it 
does in communicating its message to the public.  This is of course completely necessary 
for the Bureau to fulfill its mission.  Often, the most cost-effective way to protect 
consumers is to make consumers themselves aware of the threats they face.  I know Jeff 
shares my admiration for how BCP can get the message out.  One of his initiatives has 
been to generate similarly engaging materials about competition.  
 
With all of this marketing going on, it occurred to me that the Bureau of Economics had 
better get into the marketing game.  Toward that end, I thought it would be a good idea to 



http://www.northcountrygazette.org/articles/110705GeneratorGouging.html


 

is simple than if it is complicated.  This is not to suggest that you can do without theory 
or that statistical analysis does not sometimes have to be complicated.  Still, I think 
economists are most valuable to the process when they are able to organize and present 
large amounts of data in a way that is understandable and that sheds light on the key 
antitrust issues.  
 
One of the things we have done in BE is to offer statistics courses for the attorneys.  At 
the beginning of one of the sessions, we give the participants a page of raw data and say, 
“What would you do with this to try to understand it?”  We do so to make the point that 
you generally cannot learn anything from raw large amounts of raw data just by looking 
at it.  The role of statistical analysis is to organize and synthesize the data into something 
that you can understand.  If it is not simple enough to understand, it does not do any 
good.   
 
If you can make large amounts of data understandable, then it can be extremely useful in 
helping the Commission decide what it should do.  Typically, we have three types of 
evidence in antitrust cases – depositions, documents, and data.  The first two are clearly 
essential and in some cases we might have to rely on them alone.  But there are often 
issues of whether testimony and documents reflect facts or mere opinion; and even when 
they plainly do contain facts, there can be issues of how representative the facts are.  
Good statistical analysis can demonstrate systematic effects in ways that documents often 
cannot.  I would make the same point about the role of economic analysis in consumer 
protection.  The most important work we do in consumer protection is to organize and 
make understandable large amounts of data.  So again, I come back to my theme of 
economics supporting the twin missions of the FTC. 
 
Let me assure you that I am not seriously proposing to have a logo for the Bureau of 
Economics, but I am completely serious about the message “Heavy Lifter” is intended to 
convey.  It is precisely because I think the Bureau of Economics provides essential 
support for the twin missions of the FTC that I enjoy this job so much.  That said, the job 
is not without its frustrations.  One in particular is that I always end up speaking after 
Lydia, and she is an awfully tough act to follow.  Last year, as if the rest of her 
presentation at “Breakfast with the Bureau Directors” was not good enough, she 
concluded with this showing of support from our boss.  [SLIDE 2]  And so, to show you 
that it is not just my opinion that economics is a tower of strength in supporting the twin 
missions of the FTC, I will leave you with this.  [SLIDE 3] 
 
Thank you. 
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