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ABOUT THIS REPORT
The Federal Trade Commission’s (FTC) Fiscal Year (FY) 2012 Performance and Accountability report (PAR) 
provides the results of  the agencyõs program and þnancial performance and demonstrates to the Congress, the 
President, and the public, the FTCõs commitment to its mission and accountability over the resources entrusted to it.

This report, available at the FTCõs website (www.ftc.gov/par), includes information that satisþes the reporting 
requirements contained in the following legislation:

Å Federal Managers’ Financial Integrity Act of  1982

Å Government Performance and Results Act of  1993

Å Government Management Reform Act of  1994

Å Reports Consolidation Act of  2000

Å Accountability of  Tax Dollars Act of  2002

Å Improper Payments Information Act of  2002 

Å GPRA Modernization Act of  2010

The performance and þnancial information contained in this report is summarized in a òSummary of  Financial and 
Performance Information” report available at www.ftc.gov/par by February 2013.

Certificates of Excellence

 
Robert F. Dacey, CGFM, CPA 
Chair, Certificate of Excellence  
in Accountability Reporting Board

http://www.whitehouse.gov/omb/financial_fmfia1982
http://www.whitehouse.gov/omb/mgmt-gpra/gplaw2m
http://govinfo.library.unt.edu/npr/library/misc/s2170.html
http://www.gpo.gov/fdsys/pkg/PLAW-106publ531/pdf/PLAW-106publ531.pdf
http://www.whitehouse.gov/sites/default/files/omb/assets/about_omb/107-2891.pdf
http://www.whitehouse.gov/omb/financial_fia_improper/
http://www.gpo.gov/fdsys/pkg/PLAW-111publ352/pdf/PLAW-111publ352.pdf
http://www.agacgfm.org/Advocacy---Accountability/Certification-of-Excellence-in-Accountability-Repo.aspx
http://www.ftc.gov/par
http://www.ftc.gov/par


IN
T

RO
D

U
C

T
IO

N

FEDERAL TRADE COMMISSION  |  �������������������������������
����� FISCAL YEAR  2012II

HOW THIS REPORT IS ORGANIZED
This report includes four major sections, plus supplemental information.

1. Management’s Discussion and Analysis Section  
The Managementõs Discussion and Analysis (MD&A) Section provides  
an overview of  the FTCõs mission and organization, an overview of  key 
performance measures and efþciency measures, mission challenges,  
þnancial highlights, and management assurances on internal controls,  
þnancial systems, and compliance with laws and regulations.

2. Performance Section  
The Performance Section explains the FTCõs performance relative to  
its strategic goals and objectives, and includes an overview of  how the  
performance data are veriþed and validated. 

3. Financial Section  
The Financial Section provides þnancial details, including the  
independent auditorõs report and audited þnancial statements with  
accompanying notes. 

4. Other Accompanying Information Section  
The Other Accompanying Information Section provides management and 
performance challenges identiþed by the Inspector General along with 
the Chairmanõs response and a summary of  þnancial statement audit and 
management assurances. 

5. Appendices  
Appendix A provides the data qu0An��
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THE FTC AT-A-GLANCE

History

http://www.ftc.gov/ogc/ftcact.shtm
http://www.ftc.gov/bcp/rulemaking/tsr/index.shtml
http://www.ftc.gov/bcp/rulemaking/tsr/index.shtml
http://www.ftc.gov/os/statutes/itada/itadact.htm
http://www.ftc.gov/os/statutes/031224fcra.pdf
http://www.law.cornell.edu/uscode/html/uscode15/usc_sec_15_00000012----000-.html
http://www.ftc.gov/ogc/stats.shtm


The Federal Trade Commission has a unique dual 
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companies to provide consumer refunds.  
The FTC also polices the internet for deceptive ads,  
and recently brought a slew of  cases against marketers 
that allegedly created fake news web sites touting acai 
berry supplements as effective weight-loss products.

outreaCh and PartnershiPs 

Consumers, industry, and our law enforcement 
partners keep us informed about real-world trends and 
challenges in the marketplace. Consumers can contact 
us online or via toll-free phone numbers. Our public 
outreach also includes online resources, such as www.
ftc.gov (much of  which is available in Spanish), as well 
as printed publications. We also provide updates on 
Facebook and Twitter, and host fun and educational 
videos on the FTCõs YouTube channel. The FTCõs 
online Business Center offers extensive guidance  
to businesses.

finanCial management

Of  course, being diligent and responsible stewards  
of  the public resources that the American taxpayers  
and the Congress provide to us is one of  our  
most important jobs. For the FY 2012 independent 
þnancial audit, we received our 16th consecutive 
unqualiþed opinion, the highest audit opinion available. 
The independent auditors did not identify any material 
weaknesses, signiþcant deþciencies, or instances of  
non-compliance with laws and regulations. I am pleased
to report that managementõs assessment of  risks and 
review of  controls disclosed no material weaknesses 
(see Statement of  Assurance, p. 26) and that the 
þnancial and performance data presented here is  
reliable and complete. 

 

 

future Challenges

In pursuing our strategic goals and objectives, the 
FTC continues to tackle challenges in important 
areas such as protecting consumer privacy and 
improving data security, stopping harmful uses of  
technology, protecting vulnerable Americans from 
fraud, and promoting competition in the health care, 
pharmaceutical, technology, and energy industries.  
For a more detailed description of  these and other 
mission challenges that have been identiþed by senior 
management, see p. 20.  

Additionally, the Reports Consolidation Act of  2000 
requires the Inspector General (IG) to determine 
key management and performance challenges facing 
the agency, and to assess our progress in addressing 
them. The IG noted that the agency continues to 
face challenges in protection of  data collected from 
businesses and individuals; securing the agency’s 
information systems and networks from destruction, 
data loss, or compromise; and enhancing case selection 
and management to maximize mission outcomes.  
Agency management agrees that these are critical 
challenges, and with the IGõs assessment of  our 
progress in addressing the challenges, as discussed in 
the Other Accompanying Information Section of  this 
report (see p. 135). 

All of  us at the FTC look forward to continuing our 
work to protect American consumers and promote 
competition along with our partners and colleagues in 
Congress, industry, and domestic and international law 
enforcement.

Jon Leibowitz
November 15, 2012
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MISSION AND 
ORGANIZATION
The work of  the Federal Trade Commission (FTC) 
is critical to protecting and strengthening free and 
open markets and promoting informed consumer 
choice, both in the United States (U.S.) and 
around the world. The FTC performs its mission 
through the use of  a variety of  tools, including 
law enforcement, rulemaking, research, studies on 
marketplace trends and legal developments, and 
consumer and business education.

The FTC’s Vision
A U.S. economy characterized by vigorous 
competition among producers and consumer 
access to accurate information, yielding high-
quality products at low prices and encouraging 
efficiency, innovation, and consumer choice.

The FTC’s Mission

To prevent business practices that are 
anticompetitive or deceptive or unfair to 
consumers; to enhance informed consumer  
choice and public understanding of  the 
competitive process; and to accomplish this 
without unduly burdening legitimate business 
activity.

make no little Plans: :00402044o06:]Tf040400324:scnv/G2y00f027

www.culturaltourismdc.org/sites/default/files/Fed-Tri-Booklet-lores.pdf
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The FTC: Our Purpose and History

Consumers and businesses are likely to be more 
familiar with the work of  the FTC than they think. 
In the consumer protection area, the product 
warranties, care labels in clothes, and labels 
showing the energy costs of  home appliances 
provide information that is required by the FTC. 
Likewise, businesses must be familiar with the laws 
requiring truthful advertising and protecting consumers’ 
personally identiþable and sensitive health information. 
These laws are enforced by the FTC.

Competition among independent businesses is good 
for consumers, the businesses themselves, and the 
economy. Competitive markets yield lower prices 

http://www.ftc.gov/bcp/rulemaking/tsr/index.shtml
http://www.ftc.gov/os/statutes/itada/itadact.htm
http://www.ftc.gov/bcp/edu/pubs/consumer/credit/cre15.shtm
http://www.ftc.gov/ogc/stats.shtm
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Our Organization

The FTC is an independent agency that reports to th
Congress on its actions. These actions include pursui
vigorous and effective law enforcement; advancing 
consumersõ interests by sharing its expertise with 
federal and state legislatures and U.S. and internationa
government agencies; developing policy and research 
tools through hearings, workshops, and conferences; 
and creating practical and plain-language educational 
programs for consumers and businesses in a global 
marketplace with constantly changing technologies. 

The FTC is headed by a Commission composed of  
þve commissioners, nominated by the President and 
conþrmed by the Senate, each serving a seven-year 
term. The President chooses one commissioner to 
act as Chairman. No more than three commissioners 

e 
ng 

l 

may be from the same political party. Chairman Jon 
Leibowitz was conþrmed for a second term by the U.S. 
Senate on March 29, 2012. Previously, he was designated 
to serve as Chairman of  the FTC on March 2, 2009, by 
President Barack H. Obama. Chairman Leibowitz was 
previously sworn in as a commissioner on September 
3, 2004, following his nomination by the President and 
conþrmation by the U.S. Senate. At the end of  the þscal 
year, the commissioners were J. Thomas Rosch, Edith 
Ramirez, Julie Brill, and Maureen Ohlhausen.

The FTCõs mission is carried out by three bureaus: 
the Bureau of  Consumer Protection, the Bureau of  
Competition, and the Bureau of  Economics. Work 
is aided by ofþces, including the Ofþce of  General 
Counsel, the Ofþce of  Inspector General, the Ofþce 
of  International Affairs, the Ofþce of  the Executive 
Director, and seven regions.

The FTC Commission, as of September 30, 2012: (back row, left to right) Maureen Ohlhausen, 
Commissioner; Julie Brill, Commissioner (front row, left to right) J. Thomas Rosch, Commissioner;  
Jon Leibowitz, Chairman; Edith Ramirez, Commissioner.



5

M
A

N
A

G
E

M
E

N
T

’S
 D

IS
C

U
S

S
IO

N
 &

 A
N

A
LY

S
IS

Fiscal yeaR  2012

Office of 
Administrative Law Judges*

D. Michael Chappell

Office of 
Inspector General*

Scott E. Wilson

Office of Equal
Employment Opportunity

Kevin Williams

Office of the 
Executive Director
Eileen Harrington

Chairman
Jon Leibowitz

-----------
Chief of Staff
Joni Lupovitz

Commissioner
Edith Ramirez

Commissioner
J. Thomas Rosch

Commissioner
Julie Brill

Bureau of
Economics

Howard Shelanski
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The agency is headquartered in Washington, DC, and operates with seven regions across the U.S. The graphic below 
illustrates the locations of  the FTC regions.

Our People

The FTCõs workforce is its greatest asset. The agencyõs workforce consists of  over 1,100 civil service employees 
dedicated to addressing the major concerns of  American consumers. The chart below shows workforce composition
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PERFORMANCE 
OVERVIEW
This section explains the FTC’s strategic and 
performance planning framework and summarizes  
the key performance measures and efþciency measures 
reported in the Performance Section. The Performance 
Section contains details of  program performance 
results, trend data by þscal year, resources, strategies, 
factors affecting performance, and the procedures  
used to verify and validate the performance data.  
The þnancial data and performance results described in 
this report enable the FTC to administer its programs, 
gauge their success, and make adjustments necessary to 
improve program quality for the public. The steps the 
FTC has taken to ensure the performance information 
it reports is complete, accurate, and consistent are 
described in the Performance Section under Veriþcation 
and Validation of  Performance Data, and in Appendix 
A: Data Quality Information.

Strategic and Performance 
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key Performance Measures and Efficiency Measures Overview
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����������†•”Ž����������������������	���������•������������“��‰��������‰����‡����
��	�‡�‰��������‡����•��������‰	�����
���������������������‡���������������
������•����������‰���������	�‡�����	����‰�����

key measure 1.5.1 Policy advice provided to foreign consumer protection and privacy agencies, directly and 

through international organizations, through substantive consultations, written submissions, or comments. 

(output measure)

2012

Š������ ‚—������ƒ�������
���…��
�•���‹��‹•��‹��
­���������������������Ž�������������ƒ����������	���
��� ��ƒ��
����
ƒ����������������������
ƒ������
����������
�����������������������†�������������������������������
��	�����������������������ƒ��� ������������������������
��������	��������ƒ�������������������•�Ž���¨�›—€›������
������� ����������ƒ��� �������� ���‚—��������������������
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STRATEGIC GOAL 2: MAINTAIN COMPETITION

����������Œ•†Ž���“������������������������‰������������������‡�‰����������•�������
��	��������–���������	�������	��

key measure 2.1.1 actions to maintain competition, including litigated victories, consent orders,  

abandoned transaction remedies, restructured transaction remedies, or fix-it-first transaction remedies  

in a significant percentage of substantial merger and nonmerger investigations. (outcome measure)

2012

������
„—•—©‚—•—¡�

�����
���������
�� �����������

���…��
�•���‹��‹•��‹��
���������
��������������� ������������›¤��������¤¥�
�����������	�������������	������š������	������ ��
���������œ��� ���������������������������������¨�›—€›•�
­���������������������	����������������������������������
�������������	������ƒ����������� ����������������� �����ƒ�
���	�������������� �����������������‹�����	�����������
���������������•���	����������	�������������ƒ�������
����������������������ƒ��	�����������������������ƒ•�

Ž������������������	������ ���������������������������������
��������������� ����������	������ ������������������	�
�����	����
ƒ���
���������	��������•������‘�	������������
�¨�›—€›�������������������������	���������������
������
…��������š����••••������������
�		������������������
������
����œ����	������������������������������������������
��������������ƒ�������������
����•�­����������ƒ����������
�����������ƒ����������������������������������“�����	��ŽŽ�
¢��•�š��ˆ�������•
������������������œ�����“�����	����
�����ƒ����
��������������������������
•�����������������	�

�������
����������������������������������� ���•

���	��
�„˜•€¡

��

2011 ���	��
�˜„•€¡ ª

��

2010 ���	��
„—•—¡

��

•������������������������������������������������	•�
‚���„•…•�
���������������������†�����������������‡��������••��������
����•ˆ•�����	•�
‚���„•…���������������������•����••��������
����
ˆ•
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����������Œ•ŒŽ�������������	�������	����•��	�•��‡	������

key measure 2.2.1 Competition resources accessed via the ftC’s website. (output measure)

2012
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key measure 2.3.2 reports and studies issued on key competition-related topics. (output measure)
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that deliver prerecorded messages and to halt other 
telemarketing calls that violate the National Do Not  
Call Registry.  Further, the FTC will work with 
consumer groups, legitimate industry, technologists, 
policymakers, and other stakeholders to develop 
solutions to the rise in illegal robocalls. (Objectives 1.1, 
1.2, 1.3, and 1.4)

PROMOTING COMPLIANCE IN NEW 
MEDIA:  
As new media open new avenues for companies to 
communicate with consumers, the FTC will promote 
compliance. The agency will conduct outreach to 
businesses that engage in viral, mobile, and afþliate 
marketing, stressing that existing advertising principles 
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PROTECTING CHILDREN IN THE 
MARKETPLACE:  
Children and teens are particularly vulnerable to 
deceptive, unfair, and age-inappropriate advertising. 
The agency is conducting a review of  the Childrenõs 
Online Privacy Protection Act (COPPA) Rule that 
requires websites to get veriþable parental consent 
before collecting information from children under 13

http://www.ftc.gov/opa/2012/08/johnbeck.shtm
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markets. The FTC also continuously examines price 
movements and other activity through its Gasoline and 
Diesel Price Monitoring Project to identify any conduct 
that may not reÿect purely competitive decisions based 
on the forces of  supply and demand. The FTC also 
monitors energy markets for anticompetitive nonmerger 
activity such as illegal agreements among competitors, 
agreements between manufacturers and product dealers, 
monopolization, and other anticompetitive activities. 
The FTC continues to investigate whether certain oil 
producers, reþners, transporters, marketers, physical or 
þnancial traders, or others (1) have engaged in practices, 
including manipulation, that have lessened or may lessen 
competition in the production, reþning, transportation, 
distribution, or who
petroleum products
misleading informat

lesale supply of  crude oil or 
; or (2) have provided false or 
ion related to the wholesale price of  

crude oil or petroleum products to a federal department 
or agency. Such actions could violate Section 5 of  the 
FTC Act, the Commissionõs Prohibition of  Energy 
Market Manipulation Rule, or Section 811 or Section 
812 of  the Energy Independence and Security Act 
of  2007. To prepare and support agency staff  in 
meeting these challenges, the FTC devotes considerable 
resources to monitoring and studying energy marketsñ
often in response to congressionally mandated 
requirementsñthus developing the professional 
expertise and body of  knowledge needed to address 
emerging concerns. The FTC has issued reports on 
the factors that inÿuence the prices that American 
consumers pay for gas. These reports, the most recent 
of  which was released in 2011, show that the price 
of  oil is still the most important factor in gas prices. 
(Objectives 2.1 and 2.3)

aCCountaBle Care 
organizations 
and antitrust
•���������­������
��������­����
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MANAGEMENT 
ASSURANCES
(On Internal Controls, Financial 
Systems, and Compliance with 
Laws and Regulations) 

IMPLEMENTATION OF THE FEDERAL 
MANAGERS’ FINANCIAL INTEGRITY 
ACT (FMFIA) AT THE FTC

The FTC considers internal controls to be an integral 
part of  all systems and processes that the agency utiliz
in managing its operations and carrying out activities 
toward achieving strategic goals and objectives. The 
FTC holds agency managers accountable for efþcientl
and effectively performing their duties in compliance 
with applicable laws and regulations and for maintaini
the integrity of  their activities through the use of  
controls. 

The FTCõs Senior Assessment Team (SAT) provides 
strategic direction and oversight over the agency’s 
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CHAIRMAN’S FMFIA STATEMENT OF ASSURANCE
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SUMMARY OF MATERIAL WEAKNESSES 
AND NONCONFORMANCES
As noted in the Chairmanõs FMFIA Statement of  
Assurance, the FTC has no material weaknesses or 
nonconformances to report for FY 2012. No new 
material weaknesses or signiþcant nonconformances 
were identiþed for the past eight years, nor were there 
any existing unresolved weaknesses requiring corrective 
action.

FEDERAL INFORMATION SECURITY 
MANAGEMENT ACT (FISMA)
As mandated by FISMA, the agency continues to 
maintain an information security program to manage 
information technology in accordance with National 
Institute of  Standards and Technology (NIST) 
requirements. Continuous monitoring is one of  many 
approaches that the FTC employs to protect agency 
information systems and the data that is collected, 
stored, and transmitted during the course of  business. 
The Ofþce of  the Chief  Information Ofþcer (OCIO) 
continues to protect agency information  
and information assets by:

Å Participating in the Department of  Homeland 
Security (DHS) Cyber Assurance Program (CAP). 
The FTC participates in the DHS Cyber Hygiene 
program that assesses and validates the FTC’s 
external network for known vulnerabilities and 
conþguration errors. DHS provides the FTC with a
full report of  weaknesses and suggested mitigations

Å Deploying redundant networking capabilities at 
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FINANCIAL HIGHLIGHTS

Introduction 

The þnancial highlights presented below are an analysis 
of  the information that appears in the FTC’s FY 2012 
þnancial statements. The agencyõs þnancial statements, 
which appear in the Financial Section of  this report, are 
audited by an independent accounting þrm. The FTC 
management is responsible for the fair presentation 
of  information contained in the principal þnancial 
statements. The þnancial statements and þnancial data 
presented below have been prepared from the agencyõs 
accounting records in accordance with Generally 
Accepted Accounting Principles (GAAP). GAAP for 
federal agencies are the standards prescribed by the 

Federal Accounting Standards Advisory Board  
(FASA B). For the 16th straight year, the FTC is proud
to have received an unqualiþed (clean) opinion on our 
audited þnancial statements. The chart below presents 
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Financial Analysis 

assets. 

The FTCõs Balance Sheet shows total assets of  $271 
million at the end of  FY 2012, an increase of  $48 million 
or 22 percent compared to total assets of  $223 million in 
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net Position. 

Net position represents the FTC’s cumulative results 
of  operations. At the end of  FY 2012, the FTCõs net 
position is $129 million, increasing by $36 million or 
38 percent over the FY 2011 ending net position of  
$93 million.

Financing sources from appropriations used during the
year were $210 million and imputed þnancing sources 
totaled $10 million for a total of  $220 million. The 
imputed þnancing sources consisted of  $4 million 
in future retirement beneþts and $6 million in future 
health and life insurance beneþts accrued in FY 2012, 
which will be paid by entities other than the FTC.

The þnancing sources of  $220 million exceed the 
net cost of  operations totaling $184 million (gross 
costs of  $286 million less revenues from fees of  $102 
million), resulting in the $36 million increase in net 
position. 

 

results of oPerations. 

Total gross costs were $286 and $299 million for FYs 
2012 and 2011, respectively, representing a decrease 
of  $13 million, or four percent. The primary factors 
contributing to this decrease in expenses were decreased 
personnel and related costs of  $7 million from payroll 
and beneþts due to a reduction in full-time equivalents 
(FTEs) and from imputed þnancing (retirement) costs. 
Additionally, costs of  $2 million spent in FY 2011 for 
desktop hardware replacement did not recur in FY 
2012. Gross costs are inclusive of  all costs involved in 
FTCõs ongoing operations. 

Fees collected under the Do Not Call (DNC) Registry 
(related to the FTC’s Protect Consumers strategic goal) 
and under the Hart-Scott-Rodino (HSR) Act (related to 
the FTC’s Maintain Competition strategic goal) of  $102 
and $106 million in FYs 2012 and 2011, respectively, 
offset the gross costs in determining net costs. FY 
2012 net costs of  $184 million decreased by $8 million 
from the FY 2011 level of  $192 million. Though gross 
costs decreased by $13 million, the $8 million decrease 
in net costs was less due to the related decrease in fees 
collected.  The reduction in fees was primarily due to 
the decrease in merger activity and the related $4 million 
decrease in HSR (premerger) fees collected. 

FY 2012 NET COSTS BY STRATEGIC GOAL
(Dollars shown in thousands)
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Budgetary resourCes. 

The Statement of  Budgetary Resources (SBR) provides 
information on budgetary resources made available 
to the agency and the status of  these resources at the 
end of  the þscal year. New budgetary authority (total 
budgetary resources excluding unobligated balances 
brought forward and prior year recoveries) was $313 
million in FY 2012, an increase of  $21 million or seven 
percent from the $292 million received in FY 2011.  
The increase in the new budget authority was primarily 
for funding the planned relocation of  FTC ofþces.  

In FY 2012, spending authority derived from offsetting 
collections totaled $103 million ($88 million for HSR 
fees, $14 million for DNC Registry fees and $1 million 
from a federal agency receivable) and general fund 
appropriations totaled $210 million, comprising 33 and 
67 percent of  new budget authority, respectively.  
This compares to offsetting collections of  $106 million 

and general fund appropriations of  $186 million, 
comprising 36 and 64 percent of  new budget authority, 
respectively, in FY 2011.

The SBR includes distributed offsetting receipts, which 
are the non-entity and non-budgetary funds recorded in 
the FTCõs miscellaneous receipt account. These receipts 
are composed of  disgorgements to the Treasury from 
undistributed funds from the redress program and 
court-appointed receivers. Distributed offsetting receipts 
were $15 million in FY 2012, compared to $13 million 
in FY 2011.

NEW BUDGET AUTHORITY FOR FY 2011 (Dollars shown in millions)

General fund
appropriations, $210

Spending authority 
from ofsetting 
collections, $103

67 %

33%
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Limitations of Financial 
Statements

FTC management has prepared its FY 2012 þnancial 
statements from the books and records of  the agency 
in accordance with the requirements of  OMB Circular 
A-136, þnancial reporting requirements, as amended. 
The þnancial statements represent the þnancial position 
and results of  operations of  the agency pursuant 
to the requirements of  chapter 31 of  the U.S. Code 
Section 3515(b). While these statements have been 
prepared from the agencyõs books in accordance with 
the formats prescribed by the OMB, the statements are 
in addition to the þnancial reports used to monitor and 
control budgetary resources, which are prepared from 

the same books and records. These statements should 
be read with the understanding that they are for a 
component of  the U.S. government, a sovereign entity. 
One implication is that unfunded liabilities cannot be 
liquidated without legislation that provides resources to 
do so.
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The Performance Section presents, by goals and 
objectives, detailed information on the performance 
results of  the Federal Trade Commission’s (FTC) 
programs. This section also includes: a discussion of  
strategies and factors affecting performance, a summa
of  methods used to verify and validate performance 
data, trend data, performance targets, and resources 
utilized data for Goal 1 and Goal 2. Since Goal 3 appli
to overall performance across the agency, the resource
utilized for Goal 3 are distributed to Goal 1 and Goal 
21

http://www.ftc.gov/opp/gpra/spfy09fy14add.pdf
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Å The agency has developed policy and 
documented the procedures used to ensure 
timely reporting of  complete, accurate, 
and reliable actual results relative to the key 
performance measures.

Å The agency holds program managers 
accountable to set meaningful and realistic 
targets that also challenge the agency to lever
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workshops, and an internship/fellowship opportunity at 
the FTC.
 
Providing technical assistance to develop effective 
competition and consumer protection law and policy 
in less developed countries is important because 
competition and consumer protection law and policy 
can enhance consumer welfare by facilitating lower 
prices, market entry, consumer choice, and innovation. 
Sound competition enforcement also helps realize the 
goals of  trade agreements by helping deþne the òrules 
of  the game” for foreign investors and providing 
some assurance that competition law will not be used 
to punish successful businesses or protect domestic 
interests.

In addition to the high marks given to the Program  
by its recipient institutions, evidence of  beneþcial 
impact at the outcome level is provided by the World 
Economic Forumõs Global Competitiveness Index,  
in which Vietnam improved its rank for òEffectiveness 
of  Anti-Monopoly Policyó from 100th out of  131 
countries in 2007-2008 when the ACCP þrst began its 
focus there, to 58th out of  139 countries in the  
2010-2011 rankings.   However, other variables that 
effective competition policy is expected to affect, 
including scores for òintensity of  local competition,ó 
remained largely unchanged in Vietnam over that 
period.

•���•„�…���ƒ���
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�������������key measure 1.4.4���������������������������� ������ ž¤•—¡��������	������
­�	��������� ��…���������­���š­…­œ�����	��������
���������������ƒ�
ƒ������������	�������
�����������
	���������������������������		�������������������������
���…��������“���	�����• ���	�� �”­
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����������†•”Ž����������������������	���������•������������“��‰��������‰����‡����
��	�‡�‰��������‡����•��������‰	�����
���������������������‡���������������
������•����������‰���������	�‡�����	����‰�����

              key measure 1.5.1 …����ƒ��� ������� �������� ������ ‚—������ƒ�������

�������������	��������������������� ��ƒ�����������
�������ƒ���������������������������������†��������
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STRATEGIC GOAL 2: MAINTAIN COMPETITION

GNZTIBHDTS,rCwStU:TSUIBHEaSU UHaWBSUaBHIEMvTBHBHDTSMTO TOWSUa-SvOUIBHITWSByUBSMUmS
IUgWTSWH aH)IUaBSIEaWgMTOSHaZgOmSSSSSSSSSSSSSDrbSMrfuhirS-xlxlS3ZWHGMIUWGUgEHMWEHMU
ZGgSOWHWHGMsUHMZR1PHMaURHWHaEWOPUfHZWGNHOIsUZGMIOMWU
GNPONIsUE.EMPGMOPUWNEMIEZWHGMUNOgOPHOIsUNOIWN1ZW1NOPU
WNEMIEZWHGMUNOgOPHOIsUGNUck(HW(cNIWUWNEMIEZWHGMUNOgOPHOIU
HMUEUIHaMHcZEMWUSONZOMWEaOUGiUI1.IWEMWHERUgONaONUEMPU
MGMgONaONUHMfOIWHaEWHGMIdtUO TBpfidfiX4fidfizUGiUI1.IWEMWHERUHMfOIWHaEWHGMIsIBgUPp7dFzUGiUI1.IWEMWHERUHMfOIWHaEWHGMI�Sari:ci•f3krSMrfuhirS-xlx-S GMI1gONUIEfHMaIUGiUEWU
ROEIWU“”fifiUgHRRHGMUWBNG1aBUgONaONUEZWHGMIUWGUgEHMWEHMU
ZGgSOWHWHGMdtUO TB“”fifidfiUgHRRHGMsIBgUP“”fipd)UgHRRHGM�Sari:ci•f3krSMrfuhirS-xlxvS3ZWHGMIUEaEHMIWUgONaONIU
RHuORhUWGUBENgUZGgSOWHWHGMUHMUgENuOWIUnHWBUEUWGWERUGiUEWU
ROEIWU“$”U.HRRHGMUHMUIEROIdtUO TB“$”dfiU.HRRHGMsIBgUP“$fid$U.HRRHGMUU�Hari:ci•f3krSMrfuhirS-xlx5U GMI1gONUIEfHMaIUGiUEWUROEIWU
IHkUWHgOIUWBOUEgG1MWUGiUTA UNOIG1NZOIUERRGZEWOPUWGUWBOU
gONaONUSNGaNEgdU0VicZHOMZhULOEI1NOqtUO TBF7fifidfizsIBgUPFp)$dpzU�Sari:ci•f3krSMrfuhirS-xlx2U GMI1gONUIEfHMaIUGiUEWU
ROEIWU“—fiUgHRRHGMUWBNG1aBUMGMgONaONUEZWHGMIUWEuOMUWGU
gEHMWEHMUZGgSOWHWHGMdU
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����������Œ•’Ž����������������������	���������•������������“��‰��������‰����‡����
��	�‡�‰��������������‡���������‡����•�������‡��������
���������������������‡�
��������������������•����������‰���������	�‡����‰��������‰�����

 key measure 2.4.1 …����ƒ��� ������� �������� ������ ‚—������ƒ�������

����������	��������������������������ƒ�������������
��������������������†������������������
������ ��
���������������
���������
	��������������		����• ���	��

€„‚������ƒ�������

��

������
€—����������������������	�����������

�������������������
��������

Performance measure 2.4.2����������������������
��� ������������������	��������������������•

���	��
›ž����������������������	�����������

�������������������
����������

��

STRATEGIC GOAL 3: ADVANCE PERFORMANCE
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���������
�����	��	�����‡����	���������������
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STRATEGIC 
GOAL 1: PROTECT
CONSUMERS

 

Prevent fraud, deception, and unfair business practices 
in the marketplace.

I. Strategic View

As the nationõs premier consumer protection agency, 
the FTC strives to protect consumers by preventing 
fraud, deception, and unfair business practices in the 
marketplace. The agency implements þve objectives to 
achieve this goal. 

oBJeCtive 1.1: identify fraud, deCePtion, 

and unfair PraCtiCes that Cause the 

greatest Consumer inJury.

The FTC identiþes practices that cause consumer injury
by analyzing consumer complaint data it collects and 
maintains in its Consumer Sentinel Network database, 
holding public discussions, and monitoring the 
marketplace.

oBJeCtive 1.2: stoP fraud, deCePtion, 

unfairness, and other unlawful 

PraCtiCes through law enforCement. 

The FTC uses information gathered under Objective 
1.1 to target its law enforcement efforts. Its law 
enforcement program aims to stop and deter fraud 
and deception, protect consumersõ privacy, increase 
compliance with its consumer protection statutes and 
rules, and return funds to harmed consumers.

oBJeCtive 1.3: Prevent Consumer inJury 

through eduCation.

The FTC targets its education efforts to give consumers
the information they need to protect themselves from 
injury and to explain to businesses how to comply with 
applicable laws. 

 

 

oBJeCtive 1.4: enhanCe Consumer 

ProteCtion through researCh, 

rePorts, rulemaking, and advoCaCy. 

The FTC complements its law enforcement and 
education efforts by gathering, analyzing, and making 
public certain information concerning the nature of  
business practices in the marketplace.

oBJeCtive 1.5: ProteCt ameriCan 

Consumers in the gloBal marketPlaCe 

By Providing sound PoliCy and 

teChniCal inPut to foreign 

governments and international 

organizations to Promote sound 

Consumer PoliCy.

The FTC works around the globe to address new and 
emerging consumer protection and privacy challenges 
and concerns with a broad-based international program 
that strives to develop a safe and thriving global 
marketplace that encourages growth and innovation  
and fosters consumer trust. 

II. Strategic Analysis

oBJeCtive 1.1: identify fraud, deCePtion, 

and unfair PraCtiCes that Cause the 

greatest Consumer inJury. 

Identifying the practices that cause the greatest 
consumer injury is the þrst step in preventing fraud, 
deception, and unfair business practices in the 
marketplace.

Our Strategy

To better protect consumers the FTC must identify 
consumer protection problems and trends in the  
fast-changing, increasingly global marketplace. The 
agency strives to understand the issues affecting 
consumers, including any newly emerging methods  
of  fraud or deceit, so that it can target its enforcement, 
education, and advocacy to those areas where 
consumers suffer the most harm. The FTC reports 
this information to other law enforcement authorities 
and encourages those authorities to assist in its efforts, 
either independently or jointly. In this way, the FTC 
can leverage its resources by ensuring there are multiple 
òcops on the beat.ó
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To fulþll this objective, the FTC is using new 
technologies creatively and building on its broad base of  
private and public sector partners. The agency continues 
to collect consumer complaint information directly 
through four principal sources: (1) a toll-free helpline 
(1-877-FTC-HELP); (2) an identity theft hotline 
(1-877-ID-THEFT); (3) the National Do Not Call 
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1 �‡��������•�
� ›ž–�€¤‚ €¤¡ �L������	�€–¡

2 „�������������� €¥—�–›¥ €—¡ �L������	�€€¡

3
���•��ˆ��•��‰���“�����‡�

•��������
€——�›—¥ ‚¡ �K������	�¤¡

4 �•�‰š��š‹������‡��������������� –¥�˜—‚� ¤¡ �K�����	�„¡

5 ­��“����‡�•��‡��� ¥–�˜„€� ¤¡ �K������	�›¡

6 ������������������ ¥€�¥—¤� ¤¡ �I�J

7 �	���������‡����‰������ žž�„˜¤� „¡ �K�����	�€¡

8 ��‰����������� ž˜�›¥€ „¡ �I�J

9 ����‰•������‡�
�������������� ž—�—›„ „¡ �K�����	�˜¡

10
�‡�����š…���•�������‡����‡���

����������›��‰���
„ž�„€„ ˜¡ �K�����	�›¡

toP Consumer 
ComPlaints in 
Calendar year 2011
���������������������	�����	������������� ���
ƒ�

�����������›—€€����
����������������€›���ƒ���������

��
���������ƒ�������
���������	
������������	���

��	��������������ƒ•�™��€�¥€˜�—¥—���	��������

����� ������›—€€��›ž–�€¤‚�©����€¤���������©�


����������������������ƒ������•���
�������������

��	��������
���������������������
����€¥—�–›¥�

��	�������•���������������� ����
����������������
�
��������
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2014 •������ �•‚

��������œ���„�„•�
Ž���¨�›—€›����������������¤•¥�	����������������������������
�����
�‘����������������������˜•—�	������•

����������������	
��������	������������¨�›—€›�
������ ���
ƒ���
�����������������������������	
�������‘������������������
������
���������	�������������������������������������� ��������������
��	
���•�
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2014 •������ Ž‚•‚ˆ

��������œ���„�„•�
Ž���¨�›—€›��–—•‚¡�����¤¥����‚„�����Š�…��������������������������
•����
��������	�����	������������������•�Š�������Š�…����	�����
����������������������������	���������
�����
�������������������������
������������������	���������¬�����������	�����������Ž���������������
������������������������	��� ���	����������� �������������������¬
������������ ��ƒ����	�ƒ�������ƒ���•

•�������������	•�
���	•�•� ��������������������������­�������������
�������������������������������	�€���	•�
‚�
�ƒ���������„����
•�������•

2013 •������ Ž‚•‚ˆ

2012
Š������ 70.0%

���	�� 90.6%

2011
������ 65.0%

���	�� 80.4%

2010
������ 65.0%

���	�� 95.9%

2009
������ 65.0%

���	�� 79.0%

2008
������ 65.0%

���	�� 71.0%

2007
������ 50.0%

���	�� 76.0%

2006
���	�� n/a

������ n/a

kEY MEASURE 1.1.2 

the PerCentage of the ftC’s Consumer ProteCtion law enforCement aCtions 

that target the suBJeCt of Consumer ComPlaints to the ftC. (outPut measure)
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oBJeCtive 1.2: stoP fraud, deCePtion, 

unfairness, and other unlawful 

PraCtiCes through law enforCement.

Once fraud, deception, and unfair business practices 
are identiþed in the marketplace, the FTC focuses its 
law enforcement efforts on areas where it can have the
greatest impact for consumers. 

Our Strategy

The FTC protects consumers by enforcing Section 5 
of  the FTC Act, which prohibits unfair or deceptive 
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PERFORMANCE MEASURE 1.2.2 

the ftC’s effeCtiveness in stoPPing ProhiBited Business PraCtiCes in three hig

Priority areas over the next five years. (outCome measure)

h 

2014 ������

ƒ�����������
������•�����
����������������

���†��������������
��������•

��������•������ˆ�•���˜���
��•
�����������	������������������	���������¤•ƒ�����������
���������
�������������
���
���
•��

����������������������ƒ��������������������������	����
������� ��‡�����‰�	�������������	�•����ƒ��������������
����������	��������������	�����‹��
�	
�����‘������������ƒ•
���������
����
�������‡†���•¦™�‰������•

�������������������ƒ�������������
��������������‘�	����
���������ƒ���������� �����������������������	����������
�� �������������	�•��������������ƒ��� �� ���
�
������
	�����������‘����������������ƒ�	�������	�
�	
��•�����
������ ��
���
�
�������������
�������
�����������������
	���������‡
�	
�����‘������‰����������������������
����
	����������������	���
����������������������������������ž¥�

��������������������	����������������������	������������
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PERFORMANCE MEASURE 1.2.3

the PerCentage of redress Cases in whiCh the ftC distriButes redress  

dollars designated for distriBution to Consumers within six months.  

(effiCienCy measure)
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PERFORMANCE MEASURE 1.2.4 

investigations or Cases in whiCh the ftC oBtains foreign-Based evidenCe 

or engages in mutual assistanCe that ContriButes to ftC law enforCement 

aCtions or in whiCh we CooPerate with foreign agenCies and/or multilateral 

organizations. (outPut measure)

2014 ������ �‚
��������œ���„�„•�
Ž���¨�›—€›���������������������
�������������������������������������	���
������������������ ��ƒ�	�����������
������ ��������������������������������

2013 ������ �‚

2012

������ 30

������������ ���������������������������
������	������•�����������������������
­������������������������“�����������	�������“���
�����•��	��ƒ��Ž��������Ž�������
��������•������®�����	•������������������������������������������ �����������
�������������� �������� ���������������������������
���������������������������
�
��������
������������	������������� �������� �������� �������	�����•���������

���	�� 56 �������� ���������������������	��������������������������������������������������
�����	�������������������� �������� ���������������� ��������������••••�•­�Ÿ�
•ŸŠ�­������›——‚•�Ž���� �������������������������	����������������� ������������

������ 30
�������������ƒ�������������������������������������������������������������������
���•��

2011

���	�� 53

������ 30

2010

���	�� 39

ftC targets ComPanies 
that misrePresent 
PrivaCy assuranCes
•������Ž��•�������������ƒ����������£››•¤�

	��������� ���������ƒ����­������›—€›�����������

��������������������	��������������������������

­�����Ž��•���•������Ž��������
��
������������
�����

�������������������‡�������‰������� �����������

�������������������� ����������������������� ��ƒ�

������	����
��
����������	���ƒ������������•�

����������	��������������������������������������������	�����������	��������� ��������������� ��ƒ�

���	��������ƒ�	������������	������������������������������ƒ����������ƒ������ ����
�������

������ ����������������		������������•�Ž�������������������� ���������ƒ��������������������������

•�������������
�������������������������������������� �����ƒ���������
�����������������������	�����

��	������•�����	���������	������� ����‹�


•���•�� ”���”›—€›”—¥”������•���	
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http://www.ftc.gov/bcp/edu/microsites/idtheft2012
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PERFORMANCE MEASURE 1.3.1 

Consumer ProteCtion messages aCCessed online or in Print. (outPut measure – 

numBers shown in millions)
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Phantom deBt 
ColleCtion Cases
����������������������������������
�������������

�������������ƒ�������������ƒ��ƒ������‡������	�

��
��‰�����������	�������������
�•�Ž����
����ƒ�

›—€›����������
����������������������­	�������

������������������¢¢����������­�����›—€›������

����
����������������������Š����
�ƒ�•��
���

ˆ������Ž��•�������������������������������������
��

��������������������•�Ž������­	��������������

�������������������������������������	����

����� ���	��������������������������������	�Ž���������������������’�����ƒ�›—€—���������������������

���	���������£¤�	����������	� ����	�•�Ž������Š����
�ƒ�•��
���ˆ���������������������������������

��������������	����	���������›•ž�	�������������������������‚——�———�������������������	
����

������
����������������ƒ������������	���������£¤•›�	����������	������	���•���������������� ��

��	�������ƒ������������������������������������†���
�����������������������
�������������	� ���

������
�����������������������������������������	���•�����	���������	������� ����‹� �

http://www.ftc.gov/opa/2012/02/acc.shtm
http://www.ftc.gov/opa/2012/04/broadway.shtm
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kEY MEASURE 1.3.2

Customer satisfaCtion rate with an ftC Consumer eduCation weBsite or miCrosit

(outCome measure) 

e. 

��������†����������’����������������
2014 ������ ������������������������� �������
��•�

����†��������ƒ������������“����
Ž���¨�›—€›������������������������ �������



•™�•����™�����•��  ����•���������������

2013 ������
��������†����������’����������������

�������������������������
�������������� ���	���������������������ƒ�
�������ƒ�����������	���������������	��������
ƒ�

����†��������ƒ������������“���� ������������������	��������������������������
Ž������������������������������	������������

exceed average citizen satisfaction ����������������������������	�����•������ ������

������
rate as published in the 

e-government satisfaction index 
����†����������������������������������������
���������� ���	����
�
������
���ž„����������

(a score of 74) ����������


•™�•����™�����•�� �
���¥€•�

2012 ��������������	������	�����������
�
�����
� �����	����������
�������������������������
����������
�
������	��� �	�������������	���
������������•���	��

exceeded 
(ftC score of 81)

exceed average citizen satisfaction 

������
rate as published in the 

e-government satisfaction index 
(a score of 74)

2011

���	��
exceeded 

(ftC score of 81)

exceed average citizen satisfaction 

������
rate as published in the 

e-government satisfaction index 
(a score of 74)

2010

���	��
exceeded 

(ftC score of 77)
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FISCAL YEAR  2012

PERFORMANCE 
MEASURE 1.4.2  

advoCaCy Comments 

and amiCus Briefs on 

Consumer ProteCtion 

issues filed with 

entities inCluding 

federal and state 

legislatures, agenCies,  

or Courts.  

(outPut measure)
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™
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STRATEGIC  
GOAL 2: MAINTAIN
COMPETITION

 

Prevent anticompetitive mergers and other 
anticompetitive business practices in the marketplace.  
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oBJeCtive 2.3: enhanCe Consumer 

Benefit through researCh, rePorts, 

and advoCaCy.

The FTC seeks to advance its mission to maintain 
competition and enhance consumer welfare by 
gathering, analyzing, and making public certain 
information concerning the nature of  competition  
as it affects U.S. commerce.

oBJeCtive 2.4: ProteCt ameriCan 

Consumers in the gloBal marketPlaCe 

By Providing sound PoliCy 

reCommendations and teChniCal 

adviCe to foreign governments and 

international organizations to 

Promote sound ComPetition PoliCy.

The FTC continues to build cooperative relationships 
with foreign antitrust agencies to ensure close 
collaboration on cross-border cases and convergence 
toward sound competition policies. 

II. Strategic Analysis

oBJeCtive 2.1: take aCtion against 

antiComPetitive mergers and PraCtiCes

that may Cause signifiCant Consumer 

inJury.

Taking action against anticompetitive mergers and 
anticompetitive business conduct is the þrst step in 
effective antitrust enforcement.

Our Strategy

The FTC seeks to identify and take action against 
anticompetitive mergers and practices with as much 
accuracy as possible. While certain business conduct 
(such as price þxing among competitors) is clearly 
anticompetitive, mergers and many other forms of  
business conduct can beneþt, harm, or have no effect 
on consumers. Consequently, both under- and over 
enforcement can harm consumersõ interests. The  
agency seeks to take enforcement action against 
transactions or practices that harm, or are likely to 
harm, consumers. At the same time, the agency seeks 
to avoid taking actions that prevent businesses from 
completing transactions or engaging in practices 
that fundamentally beneþt consumers or have no 
competitive effect. The FTC also tries to identify 
enforcement targets as efþciently as possible so that 

 

Promoting 
ComPetition in high 
teChnology seCtors
����������	��������	������	�������������

��� ����������	������ ��
����������������������

	������������������������ƒ��������•������ƒ�����

�����‘�	���������������������������������� ��

��	���������������������������������� �����������

�����������	������•����������������������������������������
�����•���������������������������
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When a merger already has been consummated, the 
FTC generally relies on administrative litigation to 
restore competition lost as a result of  the merger.  
While the major HSR Act amendments in 2001 
reduced the number of  mergers subject to the 
advance reporting requirement, they did not change 
the standard of  legality for mergers. Whereas the vast 
majority of  potentially problematic mergers continue 
to be subject to the revised HSR þling requirements, 
smaller merger transactions may still be anticompetitive
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In nonmerger matters, the FTC seeks to take action 
against ongoing activity that harms competition. The 
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The FTC’s antitrust challenges are defended by highly 
competent and well-þnanced counsel. In addition, the 
FTCõs responsibilities include taking action to help 
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kEY MEASURE 2.1.1 

aCtions to maintain ComPetition, inCluding litigated viCtories, Consent orders, 

aBandoned transaCtion remedies, restruCtured transaCtion remedies, or fix-it-

first transaCtion remedies in a signifiCant PerCentage of suBstantial merger and

nonmerger investigations. (outCome measure)

 

2014 ������ •‚•‚œš‚•‚ˆ� �������
��•�
���������ƒ����������������	����������	������������›¤��������¤¥�
��
���������	�������������	�������� �����������������
�����������
����¨�›—€›•�������›¤��������������������€–������������ ��	������

2013 ������ •‚•‚œš‚•‚ˆ�
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PERFORMANCE MEASURE 2.1.2 

Consumer savings of at least $500 million through merger aCtions to maintain 

ComPetition.  (outCome measure – numBers shown in millions)

2014 ������ ‰‡‚‚•‚

��������œ���„�„•�
Ž���¨�›—€›���������������� ��������	�����������	�����
£¤—„•–�	��������������������������������� �����������	���
�� ���������������������������ƒ��������������� ����������
ƒ����•

•�������������������������������������������������	•�
‚����
„•…•����������������������†��������������������†������
���‰‡�
•
�Š�������‹•�����	•�
‚���„•…�����������†���������
‰‡��•‡�Š�������‹•

2013 ������ ‰‡‚‚•‚

2012
������ $500.0 

���	�� $504.9

2011
������ $500.0 

���	�� $532.2* 

2010
������ $500.0

���	�� $586.0

2009
������ $500.0

���	��
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PERFORMANCE MEASURE 2.1.3  

aCtions against mergers likely to harm ComPetition in markets with a total of 

at least $25 Billion in sales. (outCome measure - numBers shown in Billions)

2014 ������ ‰
‡•‚

�������•���
��•�
2013 ������ ‰
‡•‚ ���������������� ��	�����������������������	����������
������

 ���	�������		�����
��������‘�	����ƒ�£›—•›�
�����������¥—•¥
���������������������������������������� ��������������������������� $25.0
��		�����ƒ��������������� ����������ƒ����•���������¨�›—€›��

2012 ������ �������������›—�	������	���������������������€¤���������
���	�� $20.2 � ��������������������
������������
������������������������

��������������������������
ƒ���������������������������������� 
���������������������	������������������������
ƒ����������������� $25.0 
�������������	�����������	������������	��������
ƒ���������2011 ����������������������	�����������ƒ•

���	�� $22.7
Ž���������
�������������������
��������������������	�������� 

�����
��������� ���
����������������‘•��•��������������������

������ $25.0 ��������������
���
�����‘����������	������	�������
��������
2010 �� �� ���������������	������ƒ��������•

���	�� $22.5

������ $25.0

2009
���	�� $22.3

������ $25.0

2008
���	��

������

$25.0
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PERFORMANCE MEASURE 2.1.4 

Consumer savings of at least 13 times the amount of  
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PERFORMANCE MEASURE 2.1.5 

Consumer savings of at least $450 million through nonmerger aCtions taken to 

maintain ComPetition. (outCome measure – numBers shown in millions)

2014 •������ ‰•‡‚•‚

�������•���
��•�
Ž���¨�›—€›�����������
�����������	������� �������������	�������
�����‘�	����ƒ�£„˜–•¥�	��������������������������������� �����������	���
�� ��������������������������ƒ��������������� ����������ƒ����•�

Ž���¨�›—€€������¨�›—€—�����������ƒ��‘��������������������������	�������
ƒ�
	���������„¤¤¡������¤˜˜¡��������� ��ƒ•��������������������������ƒ��‘�������
�����������
ƒ��������������	��������������
���
���������������������������
�����
�� �� ���Ž����������������������
�����������������	�����������	������
���
���
��������
������������ƒ�������������	������	����������������������������������«��
��	����������������������������	������ƒ•������������������¨�›—€›����������¨�
›—€„�
����	�������������������������������ƒ�������ƒ��‘�������������������
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PERFORMANCE MEASURE 2.1.6 

aCtions against antiComPetitive ConduCt in markets with a total of at least $12 

Billion in annual sales. (outCome measure – numBers shown in Billions) 

2014 •������ ‰�
•‚

�������•���
��•�
���������������� �����	�����������������������	�������
���
�������������������	����� ���	�������		�����
���
�����‘�	����ƒ�£€€•ž�
������•���������¨�›—€›����������
�
������������� ���������������������	������	������•��

Ž���¨�›—€€������¨�›—€—�����������ƒ��‘���������������������
�����	�������
ƒ�	���������„¤¡������ƒ���•�­��	���������
������…�����	�����ˆ�������›•€•¤����������������������ƒ�
�����‘������������������
ƒ��������	�����������������������
�����
���
���������������������������
������� �� ���Ž�����
�����������•������������������¨�›—€›����������¨�›—€„�
����
	�������������������������������ƒ�������ƒ��‘������������
�����������������������•��������������
��������ƒ��������������
	�ƒ�����	��������������������������	������•�

­����������ƒ�����	������������ˆ�������›•€•¤�����	�����”
�������������������������ƒ���������������������������	��
�����	����������������� �������������
���������������
�������	����������•������‘�	�����
��������������ƒ��������
	������������������������������	������������
�������������
�������������¨�›—€›•

Ž��������	����ƒ��������������
�������������
�������������
�
��������
����������������ƒ����•
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PERFORMANCE 
MEASURE 2.1.7 

Consumer savings 

of at least 20 times 

the amount of ftC 

resourCes alloCated 

to the nonmerger 

Program. (effiCienCy 

measure)

$

1

6

qv

11

h

r

x

”

l
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Obj





























kEY MEASURE 2.2.1 

ComPetition resourCes aCCessed via the ftC’s weBsite. (outPut measure - 

numBers shown in millions)

2014 •������ 
••‚

�������•���
��•
��������¨�›—€›���������������������	�������������������
����������������ƒ�›˜•›�	�����������•�������������������������
������������������������� �������� ������������š��������
��	�������������������		������������������������œ�������ƒ�
������������������������������š����������������������ƒ�
�������������������������
����������������������
�
�������
�������������	����������������	��������
������� ����ƒ�
�������������	�����
�����œ������
�����������������	���
�5��/�3�2���	���
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oBJeCtive 2.3: enhanCe Consumer 

Benefit through researCh, rePorts, 

and advoCaCy.
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Performance Results

The key measures used to gauge the FTCõs 
success under this objective are the ones relating 
to conducting public hearings, conferences, and 
workshops (Performance Measure 2.3.1), issuing 
reports and studies on competition related issues 
(Performance Measure 2.3.2), and making advocacy 
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kEY MEASURE 2.3.2  

rePorts and studies 

issued on key 

ComPetition-related 

toPiCs. (outPut measure)
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kEY MEASURE 2.3.3  

advoCaCy Comments 

and amiCus Briefs on 

ComPetition issues filed 

with entities inCluding 

federal and state 

legislatures, agenCies or

2014 •������ �‚
��������œ���„�„•�

2013 •������ �‚
Ž���¨�›—€›����������������� ����ƒ�
��		����������	�����
���������
��	��������������������������ƒ•���•
����ƒ�����	����������������	������
������������������	��������������������

Š������ 10  ��������ƒ���������������������������������
�����	���������������������������������ƒ�

2012
��
������������ƒ���������������ƒ�����������
“���•

�����������������������	��������•
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the ftC BloCks 
antiComPetitive 
hosPital mergers
…����� ������	����������������������������

�������ƒ�����	������������������•�Ž��›—€›������

��		������������������…��ˆ�������������

•ƒ���	��Ž��•��������		���������������������� ���

•�•�¢������������������¢����������ƒ��™�����
���

������	������ ������
����������ƒ���������������������������������������������������	���ƒ���������

�	���ƒ���•�������		������������������������…��ˆ����������� ����•�•�¢������������������������•

����� ���
�ƒ��•

Ž����������������������������������������	����ƒ���•����������������������������������
��������

™•�������������•ƒ���	�������������������� ������������������ �����“���������������•ƒ���	•�����

���������������������	������
���������������������������������� ��������“���������Ž�������•�™•��
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PERFORMANCE 
MEASURE 2.3.5 

the volume of traffiC on 

www.ftC.gov relating to 

ComPetition researCh, 

rePorts, and advoCaCy. 

(outPut measure – 

numBers shown in 

millions)

2014 ������ �•Ž
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2012
������ 1.7
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2011
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kEY MEASURE 2.4.1  

PoliCy adviCe Provided 

to foreign ComPetition 

agenCies, direCtly and 

through international 

organizations, 

through suBstantive 

Consultations, 

written suBmissions, 

or Comments. (outPut 

measure) 

2014 •������ š‚ ��������œ���„�„•�
Ž���¨�›—€›������������� ����������ƒ�
�� �����������������	���������
������������� ���€——�������������������

2013 •������ š‚ ���������������
���������
	������������
��		����•����������������ƒ��� ����
��	����������ƒ���������������������
������
ƒ���
�����	�����‘����������

Š������ 60 ��	��������������������������������
������������������•

2012 •�������������	•�
���	•�•� ��������������

���	�� 146
������������­�������������������������
�������������������	�€���	•�
‚�
�
ƒ���������„����•�������•

������ 40

2011

���	�� 112

������ 40

2010

���	�� 76
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RESOURCES UTILIZED—ST

(DOLLARS SHOWN IN MILLIONS.)

RATEGIC GOAL 2
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GOAL 3: ADVANCE
PERFORMANCE 

 

Advance the FTC’s Performance Through 
Organizational, Individual, And Management 
Excellence.

I. Strategic View

The FTC recognizes that a strong foundation of  
organizational, individual, and management excellence 
is a driver of  mission success. The agency applies 
four objectives to achieve this goal. The objectives 
align with four key functional areas: human resources, 
infrastructure and security, information resources, and 
þnance and acquisition.

oBJeCtive 3.1: Provide effeCtive human 

resourCes management.

The FTC uses an integrated approach that ensures 
human capital programs and policies are linked to 
our mission, goals, and strategies, while providing for 
continuous improvement in efþciency and effectiveness.

oBJeCtive 3.2: Provide effeCtive 

infrastruCture and seCurity 

management.

Building, modernizing, and maintaining physical and 
information technology infrastructure ensures a safe 
and secure workplace to achieve mission goals, and to 
respond to and anticipate both routine and emergency 
agency requirements.

oBJeCtive 3.3: Provide effeCtive 

information resourCes management.

The FTC recognizes that sound management of  
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Our Strategy

The FTC recognizes that its employees are its 
greatest asset and places great emphasis on the 
importance of  human resources management to the 
successful accomplishment of  its mission. One of  
the key strategies used to achieve this objective entail
implementing programs and processes that will enabl
the agency to recruit quickly, develop, and retain a 
qualiþed, diverse workforce through an integrated 
workforce plan. The FTC also uses the integrated 
workforce plan to identify and fulþll current and futu
human resources needs to carry out its mission and 
creates an agency-wide performance culture focused 
on individual and organizational accountability towar
the achievement of  the FTC’s programmatic goals an
priorities. Finally, the agency achieves this objective b
providing human resources management training and
outreach to staff.

The agency continues to enhance its performance 
culture focused on accountability toward achieving th
FTCõs programmatic goals and priorities. In FY 2012,
we revised the employee performance management 
system and implemented new performance standards
agency-wide to help employees better understand ho
their work contributes to the organizationõs ability to 
achieve its goals and fulþll its mission. The revised 
system encourages rating ofþcials to select and focus 
on those Strategic Plan goals and objectives that are 
most relevant to an employee’s performance and 
formalize the connection in the performance plan.  
The employee performance plan and appraisal form  
was also updated to show how each employeeõs plan 
links to the agencyõs Strategic Plan, Chairmanõs goals 
and initiatives, Bureau or Ofþce objectives and 
initiatives, or other management or accountability 
initiatives in support of  the FTC mission.  
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PERFORMANCE MEASURE 3.1.1 

the extent emPloyees Believe their organizational Culture Promotes 

imProvement in ProCesses, ProduCts and serviCes, and organizational outComes. 

(outCome measure)

2014 ������

�������������†�������� ����
���������������	�������ž�����

€�������ƒ��†�
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kEY MEASURE 3.1.2 

the extent emPloyees think the organization has the talent neCessary to aChiev

organizational goals. (outCome measure)

e 

2014 ������
�������������†�������� ���������������

����	�������ž�����€�������ƒ��†�
����������
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Performance Results

Two performance measures are used to gauge 
achievement of  this objective. First, the FTC utilizes 
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oBJeCtive 3.3: Provide effeCtive 

information resourCes management.

The agency manages information to enable staff  to 
make thoughtful decisions and perform their work, 
to facilitate appropriate public access, and to protect 
sensitive information from inappropriate access and 
release.

Our Strategy

The FTC is undergoing a multiyear transition to 
managing information resources in electronic format  
as one of  the best means of  meeting this objective.  
As part of  this transition, the FTC conducted an 
agency-wide inventory of  records, including major 
electronic systems. Based on the inventory, the agency 
then developed, þnalized and submitted to the National
Archives and Records Administration (NARA) a 
comprehensive retention schedule that NARA approve
in FY 2012.  The schedule authorizes the FTC to create
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In addition, as part of  effective information resources 
management, the FTC is identifying and implementing 
business process improvements through effective use of
technology. For example, the FTC has developed and 
is using a web based e-þling system for public þlings in 
all administrative litigation proceedings under Part 3 of  
the FTC Rules of  Practice. Designed in the footprint 
of  systems used by the federal courts, the FTCõs e-þling 
system enables parties to the agency’s administrative 
proceedings to þle public documents electronically 
rather than in paper format. 

 

Performance Results

One performance measure, Performance Measure 3.3.1, 
is used to gauge success of  this objective. This key 
performance measure is the percentage of  Commission-
approved documents in the FTCõs ongoing and newly 
initiated proceedings available on www.ftc.gov within  
15 days of  becoming part of  the public record. The 
FTC selected this measure because timely availability  
of  public documents facilitates public awareness of  and 
participation in Commission activities. Examples of  
documents approved by the Commission are Federal 
Register notices in rulemakings and other proceedings 
that seek public comments, consent agreements, 
complaints and orders in administrative litigation,  
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PERFORMANCE  MEASURE 3.4.1

indePendent auditor’s finanCial statement audit results. (outCome measure)
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kEY MEASURE 3.4.2 

the PerCentage of 

Bureaus/offiCes that 

estaBlish and maintain 

an effeCtive, risk-

Based internal Control

environment. (outCome 

measure)

 

 

2013 ������ �‚‚•‚ˆ

�������
��•�
2012 ������ �‚‚•‚ˆ ���������ƒ�����	��������������	�

������	������������������������������
������� ��
��������������������������

������ 100.0% 
�����������������������������
����ƒ•�
������������	�����������������2011
‡•������������Ž���������������‰��������

���	�� 100.0% 
ƒ�����•� ���	����­�������
����ƒ�
™�����������������	�����•�����
����������ˆ�����	����™�����š�ˆ™œ�
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������������	�������������
�����	�������������������
����2010
���������������������•����	����

���	�� 100.0% ���­��������•�������������	�����
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	������
ƒ����������ƒ���	�•���
��	����������������
�����ˆ™����� ��
�

������ 100.0% ��� ��������
�������������	������	����
�������������� �����������������������•
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������������������������ ����	���•

���	�� 100.0%



FISCAL YEAR  2012

fi
n

a
n

c
ia

l 
SECT




ION




104

I am pleased to once again present the Financial section
of  this Performance and Accountability Report (PAR). 
This report serves as a snapshot of  the progress we 
made in Fiscal Year (FY) 2012 and as a roadmap to 
performance in the future. During this þscal year, the 
Federal Trade Commission (FTC) continued to protect 
consumers and promote competition while remaining 
þscally responsible; FY 2012 marks the 16th consecutiv
year that the FTC has received an unqualiþed (clean) 
opinion on our þnancial statements. 

Our commitment to effective þnancial management and
to upholding high standards of  accountability in FY 
2012 included the following key accomplishments: 

Å Returning more than $36 million directly to 
consumers who were victims of  fraud, following 
successful prosecution of  defendants resulting in 
court-ordered judgments or settlements. 

Å Receiving, for the þfth consecutive year, the 
association of  Government Accountants’ 
Certiþcate of  Excellence in Accountability 
Reporting, given to agencies with the most 
transparent, innovative, and user-friendly PARs.  
In 2012 the agency also received a òBest in Classó 
award for the most informative Performance 
Section. 

Å Substantially exceeding the Small Business 
Administrationõs Government-wide goal to ensure 
that small businesses get their fair share of  work 
with the federal government by awarding over 57 
percent of  òeligible dollarsó to small businesses. 

 

e 

 

 
 
 
 
 
 
 
 

Å Continuing our record of  no material 
weaknesses, signiþcant control deþciencies, or 
nonconformances with the Federal Managersõ 
Financial Integ



105

F
IN

A
N

C
IA

L S
E

C
T

IO
N

FISCAL YEAR  2012



106



107

F
IN

A
N

C
IA

L S
E

C
T

IO
N

FISCAL YEAR  2012



108



109

F
IN

A
N

C
IA

L S
E

C
T

IO
N

FISCAL YEAR  2012



110



111

F
IN

A
N

C
IA

L S
E

C
T

IO
N

FISCAL YEAR  2012

PRINCIPAL FINANCIAL STATEMENTS
FINANCIAL STATEMENT DESCRIPTIONS

A brief  description of  the þve principal þnancial statements presented on the following pages is provided:

Å  Balance Sheet ð Presents the combined amounts the agency had to use or distribute (assets) versus the 
amounts the agency owed (liabilities), and the difference between the two (net position).

Å  Statement of  Net Cost ð Presents the annual cost of  agency operations. The gross cost less any offsetting 
revenue is used to determine the net cost.

Å  Statement of  Changes in Net Position ð Reports the accounting activities that caused the change in net 
position during the reporting period.

Å  Statement of  Budgetary Resources ð Reports how budgetary resources were made available and the status 
of  those resources at þscal year-end.

Å  Statement of  Custodial Activity ð Reports collections and their disposition by the agency on behalf  of  the 
Treasury General Fund and one other federal agency.  The FTC acts as custodian and does not have use of  
these funds. 

The accompanying notes to the þnancial statements describe signiþcant accounting policies as well as detailed 
information on select statement lines.
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FEDERAL TRADE COMMISSION

STATEMENT OF NET COST 
FOR THE YEARS ENDED SEPTEMBER 30, 2012 AND 2011
(Dollars shown in thousands)

2012 2011

Costs by Strategic Goal:

 protect consumers (pc) strategic goal:

  gross costs (note 12)  $  164,767                  $  169,334
  less: earned revenue (note 13)  (13,794)  (14,233)    
 net pc strategic goal costs  150,973                    155,101 

 maintain competition (mc) strategic goal:

  gross costs (note 12)  121,287                    129,315
  less: earned revenue (note 13)  (87,825)  (91,984)  
 net mc strategic goal costs  33,462                      37,331 
Net Cost of Operations  $  184,435                    $  192,432

The accompanying notes are an integral part of these statements.
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FEDERAL TRADE COMMISSION

STATEMENT OF CHANGES IN NET POSITION
FOR THE YEARS ENDED SEPTEMBER 30, 2012 AND 2011
(Dollars shown in thousands)
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The accompanying notes are an integral part of these statements.
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FEDERAL TRADE COMMISSION

STATEMENT OF CUSTODIAL ACTIVITY
FOR THE YEARS ENDED SEPTEMBER 30, 2012 AND 2011 
(Dollars shown in thousands)

          

          

                                             

PC MC 2012 2011

Revenue Activity (Note 17):

 sources of collections

  premerger filing fees (net of refunds)  $  -    $  87,544  $   87,544  $  91,424 
  civil penalties and fines  6,602 
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NOTES TO THE FINANCIAL 
STATEMENTS
Note 1—Summary of Significant 
Accounting Policies             

(a) REPORTING ENTITY 

The Federal Trade Commission (FTC) is an 
independent United States Government agency, 
established by the Federal Trade Commission Act of  
1914. The FTC enforces a variety of  federal antitrust 
and consumer protection laws. The agency is headed 
by þve Commissioners, nominated by the President 
and conþrmed by the Senate, each serving a seven-year 
term. The President chooses one Commissioner to act 
as Chairman. No more than three Commissioners can 
be of  the same political party. 

The FTC has three major bureaus: The Bureau of  
Consumer Protection (BCP), which supports the 
strategic goal of  protecting consumers, the Bureau of  
Competition (BC), which supports the strategic goal of  
maintaining competition, and the Bureau of  Economics 
(BE), which supports both bureaus and strategic goals. 
Additionally, various Ofþces provide mission support 
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(c) BASIS OF ACCOUNTING AND 
PRESENTATION

The accompanying þnancial statements present the 
þnancial position, net cost of  operations, changes in net
position, budgetary resources, and custodial activities of
the FTC. They have been prepared from the accounting
records of  the FTC. These þnancial statements may 
differ from other þnancial reports submitted pursuant 
to the Ofþce of  Management and Budget (OMB) 
directives for the purpose of  monitoring and controllin
the use of  the FTCõs budgetary resources.  

As noted above, the FTC maintains a single fund to 
account for salaries and all necessary expenses. Further, 
there are no intra-entity transactions with any other 
fund (e.g., deposit fund) that would require eliminating 
entries to present consolidated statements. Accordingly, 
the statements are not labeled consolidated nor is the 
Statement of  Budgetary Resources (SBR) presented as 
combined. 

Transactions are recorded on both an accrual accountin
basis and a budgetary accounting basis. Under the 
accrual method, revenues are recognized when earned, 
and expenses are recognized when a liability is incurred,
without regard to receipt or payment of  cash. Budgetar
accounting facilitates compliance with legal constraints 
and controls on the use of  Federal funds.

Assets, liabilities, revenues and costs are classiþed  
in these þnancial statements according to the  
type of  entity associated with the transactions. 
Intragovernmental assets and liabilities are those due 
from or to other Federal entities. Intragovernmental 
revenues are earned from other Federal entities. 
Intragovernmental costs are payments or accruals due 
to other Federal entities. Transactions and balances not 
associated with Federal entities are classiþed as with the 
public.

The þnancial statements have been prepared in 
conformity with generally accepted accounting 
principles (GAAP) of  the United States of  America 
for federal entities and with the form and content of  
þnancial statements speciþed by the OMB Circular 
A-136, Financial Reporting Requirements (as revised 
August 2012). GAAP for federal entities incorporate 
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(h) CASH AND OTHER MONETARY ASSET
 
The FTC’s consumer redress agents process claims  
and disburse redress proceeds to approved claimants.  
Upon approval of  the redress ofþce, amounts necessar
to cover current disbursement schedules are held as 
cash in interest bearing accounts. These funds are 
considered non-entity assets and are reported on the 
Balance Sheet along with an offsetting non-entity 
liability. 

(i) INVESTMENTS 

In protecting consumers, the FTC collects proceeds 
from defendants in accordance with court ordered 
judgments and settlement agreements for consumer 
redress and holds these proceeds in the deposit  
fund (TAS 29X6013) established with the Treasury.  
Under an agreement with the Treasury, the portion 
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In addition to exchange revenue, the FTC receives 
funding through a direct appropriation from the  
general fund of  the Treasury to support its operations. 
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Note 3—Fund Balance with Treasury 

Fund balance includes appropriated funds, which are 

 $



123

F
IN

A
N

C
IA

L S
E

C
T

IO
N

FISCAL YEAR  2012

Note 4—Cash  
and Other  
Monetary Assets

In connection with the consumer 
redress program, cash amounts 
necessary to cover current disbursement 
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Note 6—Accounts Receivable, Net

Accounts receivable, net balances reÿect the FASAB 
standard for the recognition of  losses using the 
collection criterion of  òmore likely than not.ó  
This criterion results in receivable balances that are 
more conservatively stated than those valued by 
the private sector under GAAP. FASAB states that 
it is appropriate to recognize the nature of  federal 
receivables, which, unlike trade accounts of  private 
þrms or loans made by banks, are not created through 
credit screening procedures. Rather, these receivables 
arise because of  the assessment of  þnes from 
regulatory violations. In these circumstances, historical 
experience and economic realities indicate that these 
types of  claims are frequently not fully collectible.

The method used to estimate the allowance for 
uncollectible receivables consists of  individual case 
analysis by the attorney case manager with respect to the 
debtorõs ability and willingness to pay, the defendantõs 
payment record, and the probable recovery amount 
including the value of  the sale of  assets. Based on the 
aforementioned, cases are referred to the Treasury 
Offset Program for collection activities after the 
receivable becomes six months delinquent in payment.

Accounts receivable, net consisted of  the following as of  September 30, 2012 and 2011 (in thousands):

 Allowance for  Gross  Uncollectible  2012 Net Receivables Accounts 
 2011 Net 

 entity accounts receivable: 

     Intragovernmental  $        995  $  -   $     995  $  26 
     With the public  47 -   47  53 

               

           total entity acounts receivable, net  $     1,042  $  -   $  1,042  $       79 

 non-entity accounts receivable: 

     consumer redress  $  983,278  $956,059  $ 27,219  $11,229 
     civil penalties  33,719  29,994  3,725  92 
 total non-entity accounts receivable, net  $1,016,997  $986,053  $ 30,944  $11,321 
 Total accounts receivable, net  $1,018,039  $986,053  $ 31,986  $11,400 
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Note 7—General Property and 
Equipment, Net

FTC capitalizes property and equipment with an 
initial cost of  $100 thousand or greater and a useful 
life over two years. Such assets are depreciated using 
the straight-line method of  depreciation with service 
lives ranging from þve to twenty years. Leasehold 
improvements that cost $100 thousand or greater are 
capitalized and amortized over the remaining life of  the 
lease. Additionally, internal use software development 
and acquisition costs of  $100 thousand or greater are 
capitalized as software development-in-progress until the 
development stage has been completed and the software 
successfully tested. Upon completion and testing, 
software development-in-progress costs are reclassiþed 
as internal use software costs and amortized using the 
straight-line method over the estimated useful life of  
three to þve years. Purchased commercial software that 
does not meet the capitalization criteria is expensed.

Amounts reported as equipment are comprised  
mostly of  computer hardware and other building 
equipment. The FTC does not own buildings,  
but rather, in partnership with General Services 
Administration (GSA) leases both federally owned  
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Note 9—Other Liabilities
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Note 10—Leases 

Leases of  commercial property are made through 
and managed by GSA. The FTC has leases on four 
government-owned properties and nine commercial 
properties. The FTCõs current leases expire at 
various dates through 2023. Certain leases provide 
for tenant improvement allowances and that these 
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Note 13—Exchange Revenues

Exchange revenues are earned through the collection of  
fees under the HSR Act. This Act, in part, requires the 
þling of  premerger notiþcations with the FTC and the 
Antitrust Division of  the DOJ and establishes a waiting 
period before certain acquisitions may be consummated. 
Mergers with transaction valuation above $68.2 million 
require the acquiring party to pay a þling fee. The þling 
fees are based on the transaction amount and follow 
a three-tiered structure: $45, $125 and $280 thousand. 
The FTC collects all HSR premerger fees, retains 
one-half, and remits 50 percent to the DOJ Antitrust 
Division pursuant to public law. Revenue is recognized 
upon collection of  the appropriate fee and veriþcation 
of  proper documentation. 

Exchange revenues are also earned through the 
collection of  fees for the National DNC Registry. 
This Registry operates under Section 5 of  the FTC 
Act, which enforces the Telemarketing Sales Rule. 
Public Law (P.L.) No. 110-188, the Do- Not-Call 
Extension Act of  2007, amended the Do-Not-Call 
Implementation Act (P.L. No. 108-010) and established 
a permanent fee structure.  Fees are reviewed annually 
and adjusted for inÿation as appropriate in accordance 
with P.L. 110-188. Telemarketers are required to pay 
an annual subscription fee and download from the 
DNC Registry database a list of  telephone numbers of  
consumers who do not wish to receive calls. Fees are 
based on the number of  area codes downloaded. On 
October 1, 2011, the minimum charge was raised from 
$55 to $56 to download one area code. The maximum 
charge was raised from $15,058 to $15,503 for all area 
codes within the United States. Revenue is recognized 
when collected and the telemarketer is given accR to $
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Note 14—Apportionment 
Categories of Obligations 
Incurred: Direct vs. Reimbursable 
Obligations

aPPortionment Categories of 

oBligations inCurred 

Note 15—Explanation of 
Differences between the 
Statement of Budgetary 
Resources and the Budget of the 
United States Government 

There are no material differences between amounts 
reported in the FY 2011 Statement of  Budgetary 
Resources and the FY 2011 actual amounts as 
reported in the FY 2013 Budget of  the United States 
Government. The FY 2014 Budget of  the United 
States is not available to compare FY 2012 actual 
amounts to the FY 2012 Statement of  Budgetary 
Resources.  

Note 16—Undelivered Orders at 
the End of the Period

The amount of  budgetary resources obligated for 
undelivered orders as of  September 30, 2012 and 
2011, is $66,697 and $66,895 thousand respectively.  
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2012 2011

Redress:

 Fund Balance with Treasury

  Beginning balance  $     3,803  $      5,471 
  collections 53,442 41,596 
  disbursements to claimants, net 1 (48)
  disgorgements to treasury (15,261) (13,177)
  transfers, expenses, refunds 14,590 (30,039)
 Total fund balance with Treasury, ending  $   56,575  $      3,803 

 Cash and Other Monetary Assets

  Beginning balance  $   44,944  $     21,473 
  disbursements to claimants, net (36,231) (116,089)
  transfers, expenses, interest income 19,647 139,560 
 Total cash and other monetary assets, ending  $   28,360  $    44,944 

 Investments

  Beginning balance  $   35,443  $   153,582 
                                transfers, expenses, interest income (14,269) (118,139)
  return to deposit fund (21,174) - 
 Total investments, ending       $             -    $    35,443 

 Accounts receivable, net

  Beginning balance  $   11,229  $     38,170 
  net activity 15,990 (26,941)
 Total accounts receivable, ending  $    27,219  $     11,229 

Divestiture Fund:

 Investments

  Beginning balance  $             -    $     45,523 
  Interest, net of (expenses)  -    (4)
  return of funds  -   (45,519)
 Total investments, ending  $             -  $              - 

Redress and divestiture fund activities consisted of  the following for September 30, 2012 and 2011 (in thousands):
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Note 19 — Reconciliation of Net Cost of Operations to Budget
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insPeCtor general-identified management and 
PerformanCe Challenges
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INSPECTOR GENERAL-IDENTIFIED MANAGEMENT AND PERFORMANCE 
CHALLENGES (CONTINUED)
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INSPECTOR GENERAL-IDENTIFIED MANAGEMENT AND PERFORMANCE 
CHALLENGES (CONTINUED)
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INSPECTOR GENERAL-IDENTIFIED MANAGEMENT AND PERFORMANCE 
CHALLENGES (CONTINUED)
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INSPECTOR GENERAL-IDENTIFIED MANAGEMENT AND PERFORMANCE 
CHALLENGES (CONTINUED)
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INSPECTOR GENERAL-IDENTIFIED MANAGEMENT AND PERFORMANCE 
CHALLENGES (CONTINUED)
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INSPECTOR GENERAL-IDENTIFIED MANAGEMENT AND PERFORMANCE 
CHALLENGES (CONTINUED)
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Chairman’s resPonse to ig Challenges
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Summary of Financial Statement Audit and Management Assurances

audit oPinion •���������

restatement ��

material weaknesses

Beginning 
Balance

new resolved Consolidated
ending 
Balance

— — — — —

total material 
weaknesses

— — — — —
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IMPROPER PAYMENTS ELIMINATION 
AND RECOVERY ACT 
The Improper Payments Elimination and Recovery 
Act (IPERA) (Public Law No. 111-204) deþnes 
requirements to reduce improper and erroneous 
payments made by the federal government. In addition, 
the Ofþce of  Management and Budget (OMB) issued 
guidance (Memorandum M-11-16) which deþnes 
òsigniþcant improper paymentsó and prescribes the 
reporting requirements for agencies with programs 
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STRATEGIC GOAL 1: PROTECT 
CONSUMERS

OBJECTIVE 1.1: IDENTIFY FRAUD, 
DECEPTION, AND UNFAIR PRACTICES 
THAT CAUSE THE GREATEST 
CONSUMER INJURY.

Performance Measure 1.1.1: Complaints collected an
entered into the Consumer Sentinel Network Database.
�'�H�À�Q�L�W�L�R�Q���D�Q�G���E�D�F�N�J�U�R�X�Q�G�� This measure tracks 
complaints entered into the FTCõs Consumer Sentinel 
Network (CSN) Database. Consumer Sentinel is an 
investigative tool that provides access to millions of  
consumer complaints to member law enforcement 
agencies. More information about CSN can be found  
at www.ftc.gov/sentinel/index.shtm. 
�'�D�W�D���V�R�X�U�F�H�V�� The FTCõs CSN database.
�9�H�U�L�À�F�D�W�L�R�Q���D�Q�G���Y�D�O�L�G�D�W�L�R�Q�� Reports are run at least 
quarterly to determine the number of  complaints that 
are entered into the CSN database.
�'�D�W�D���O�L�P�L�W�D�W�L�R�Q�V�� The data in the CSN database is 
dependent on the complainant providing accurate and 
complete information. CSN data may be underreporte
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managers on a quarterly basis to verify the accuracy of  
the report and ensure all resolutions are included in the 
report.
�'�D�W�D���O�L�P�L�W�D�W�L�R�Q�V�� The spreadsheet may not capture a 
case if  it is missed during the internal review process. 

Performance Measure 1.2.2: The FTC’s effectiveness 
in stopping prohibited business practices in three high 
priority areas over the next þve years. 
�'�H�À�Q�L�W�L�R�Q���D�Q�G���E�D�F�N�J�U�R�X�Q�G�� This measure gauges the 
FTC’s success in changing business practices related to 
misleading advertising claims within priority areas and 
demonstrates the change through research methods.
�'�D�W�D���V�R�X�U�F�H�V�� Evaluations of  the prevalence of  
prohibited business practices in targeted areas. The 
Internet is used to examine advertising claims.
�9�H�U�L�À�F�D�W�L�R�Q���D�Q�G���Y�D�O�L�G�D�W�L�R�Q�� Attorneys assigned to the 
subject area work with FTC economists to validate the 
methodology and quality control.
�'�D�W�D���O�L�P�L�W�D�W�L�R�Q�V�� Advertising claims in other types of  
media are not captured.

Performance Measure 1.2.3: The percentage of  
redress cases in which the FTC distributes redress 
dollars designated for distribution to consumers within 
six months. 
�'�H�À�Q�L�W�L�R�Q���D�Q�G���E�D�F�N�J�U�R�X�Q�G�� This measure ensures 
that the FTC returns redress dollars to consumers as 
quickly as possible.
�'�D�W�D���V�R�X�U�F�H�V�� Bureaus’ open redress case status 
reports.
�9�H�U�L�À�F�D�W�L�R�Q���D�Q�G���Y�D�O�L�G�D�W�L�R�Q�� When a redress 
distribution occurs, the date of  the distribution is 
checked and veriþed to determine whether or not the 
redress occurred within six months. 
�'�D�W�D���O�L�P�L�W�D�W�L�R�Q�V�� There are no signiþcant data 
limitations. 

Performance Measure 1.2.4: Investigations or cases 
in which the FTC obtains foreign-based evidence or 
engages in mutual assistance that contributes to FTC 
law enforcement actions or in which we cooperate with 
foreign agencies and/or multilateral organizations.
�'�H�À�Q�L�W�L�R�Q���D�Q�G���E�D�F�N�J�U�R�X�Q�G�� This measure tracks 
investigations or cases in which the FTC obtains 
foreign-based evidence or engages in mutual assistance 
that contributes to FTC law enforcement actions or 
in which we cooperate with foreign agencies and/or 
multilateral organizations.

�'�D�W�D���V�R�X�U�F�H�V�� Ofþce of  International Affairs (OIA) 
weekly reports and internal tracking sheets.
�9�H�U�L�À�F�D�W�L�R�Q���D�Q�G���Y�D�O�L�G�D�W�L�R�Q�� Consumer Protection 
team members report matters they worked on in which 
information was shared. Staff  review and compile the 
matters reported. Managers review these matters to 
ensure that they qualify as part of  the measure and have 
not been previously counted.
�'�D�W�D���O�L�P�L�W�D�W�L�R�Q�V�� Review is necessary to avoid double 
counting of  particular matters.

OBJECTIVE 1.3: PREVENT CONSUMER 
INJURY THROUGH EDUCATION.

Performance Measure 1.3.1:  Consumer protection 
messages accessed online or in print. 
�'�H�À�Q�L�W�L�R�Q���D�Q�G���E�D�F�N�J�U�R�X�Q�G��

https://ftcintranet.ftc.gov/cfportal/bcp-news/uploads/DistributionFY12.pdf
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by an outside source based on industry standard 
practices.
�'�D�W�D���O�L�P�L�W�D�W�L�R�Q�V�� There are no signiþcant data 
limitations. 

Performance Measure 1.3.3: Organizations requesting 
consumer education publications.
�'�H�À�Q�L�W�L�R�Q���D�Q�G���E�D�F�N�J�U�R�X�Q�G�� This measure helps the 
FTC ensure that it is publicizing its activities in the best 
way possible, and that the agency has a wide array of  
partners to leverage resources.
�'�D�W�D���V�R�X�U�F�H�V�� The measure is derived from the 
agencyõs database of  online customer orders, maintained 
by the Division of  Consumer and Business Education.
�9�H�U�L�À�F�D�W�L�R�Q���D�Q�G���Y�D�O�L�G�D�W�L�R�Q�� The data includes 
customers who have ordered materials during the þscal 
year and provided a valid organization. Orders from 
individuals and duplicate organizations are not included.
�'�D�W�D���O�L�P�L�W�D�W�L�R�Q�V�� The accuracy of  the calculations 
depends in part on customers entering their 
organization name into the order form with consistent 
spelling and formatting; otherwise data may be slightly 
over-reported.

OBJECTIVE 1.4: ENHANCE CONSUMER 
PROTECTION THROUGH RESEARCH, 
REPORTS, RULEMAKING, AND 
ADVOCACY.

Performance Measure 1.4.1: Workshops and 
conferences convened or cosponsored that address 
consumer protection problems.
�'�H�À�Q�L�W�L�R�Q���D�Q�G���E�D�F�N�J�U�R�X�Q�G�� This measure helps the 
FTC ensure that enforcement and education efforts 
are augmented by encouraging discussions among 
all interested parties, through careful study of  and 
empirical research on novel or challenging consumer 
protection problems.
�'�D�W�D���V�R�X�U�F�H�V�� The FTC website and reports from the 
agency, Bureau Directorõs Ofþce, division, and regional 
ofþces.
�9�H�U�L�À�F�D�W�L�R�Q���D�Q�G���Y�D�O�L�G�D�W�L�R�Q�� A list of  all workshops 
and conferences is maintained in a spreadsheet. The 
spreadsheet is reviewed quarterly by headquarters and 
regional ofþce management to verify the accuracy 
of  the report and to ensure that all conferences and 
workshops are included in the report.
�'�D�W�D���O�L�P�L�W�D�W�L�R�Q�V�� Review is necessary to avoid under-
reporting any workshops or conferences.
Performance Measure 1.4.2: Advocacy comments and 

amicus briefs on consumer protection issues þled with 
entities including federal and state legislatures, agencies, 
or courts.
�'�H�À�Q�L�W�L�R�Q���D�Q�G���E�D�F�N�J�U�R�X�Q�G�� The measure tracks 
the number of  advocacy comments and amicus briefs 
on consumer protection matters þled with entities 
including federal and state legislatures, agencies, and 
courts to measure the output of  the FTC’s advocacy 
activities relating to consumer protection matters.
�'�D�W�D���V�R�X�U�F�H�V�� Internal matter records of  advocacy 
comments and amicus briefs þled (e.g., records available 
in the FTCõs document management system).
�9�H�U�L�À�F�D�W�L�R�Q���D�Q�G���Y�D�O�L�G�D�W�L�R�Q�� Review of  internal matter 
records of  advocacy comments and amicus briefs 
þled (e.g., records available in the FTCõs document 
management system) and conþrmation of  data with 
staff  having responsibilities for advocacy matters.
�'�D�W�D���O�L�P�L�W�D�W�L�R�Q�V�� There are no signiþcant data 
limitations.

Performance Measure 1.4.3: The percentage of  
respondents þnding the FTCõs advocacy comments and 
amicus briefs òuseful.ó
�'�H�À�Q�L�W�L�R�Q���D�Q�G���E�D�F�N�J�U�R�X�Q�G�� This measure tracks the 
percentage of  respondents þnding the FTCõs advocacy 
comments and amicus briefs to be òuseful,ó in order 
to assess the effect of  consumer protection advocacy 
comments.
�'�D�W�D���V�R�X�U�F�H�V�� Responses to a written survey, sent by 
agency staff  to advocacy recipients (except courts), to 
evaluate the usefulness of  an advocacy.
�9�H�U�L�À�F�D�W�L�R�Q���D�Q�G���Y�D�O�L�G�D�W�L�R�Q�� Agency staff  review 
written responses in order to determine percentage of  
respondents describing the FTC’s advocacy comments 
as òuseful.ó
�'�D�W�D���O�L�P�L�W�D�W�L�R�Q�V�� There are no signiþcant data 
limitations.

Performance Measure 1.4.4: The percentage of  
proposed Administrative Procedure Act (APA) 
rulemakings, conducted solely by the FTC, completed 
within nine months of  receipt of  þnal comments in the 
Final Notice of  Proposed Rulemaking.
�'�H�À�Q�L�W�L�R�Q���D�Q�G���E�D�F�N�J�U�R�X�Q�G�� This measure helps the 
FTC ensure that the agency augments its enforcement 
and education efforts by conducting appropriate 
rulemakings.
�'�D�W�D���V�R�X�U�F�H�V�� The Federal Register and the FTC 
website.
�9�H�U�L�À�F�D�W�L�R�Q���D�Q�G���Y�D�O�L�G�D�W�L�R�Q�� A list of  all rulemakings, 
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the comment period close date, and the completion date 
of  APA rulemakings is maintained in a spreadsheet. 
The spreadsheet is reviewed quarterly by headquarters 
and regional ofþce management to verify the accuracy 
of  the report and to ensure that all rulemakings are 
included in the report. 
�'�D�W�D���O�L�P�L�W�D�W�L�R�Q�V�� Review is necessary to avoid under-
reporting any rulemakings.

 
OBJECTIVE 1.5: PROTECT AMERICAN 
CONSUMERS IN THE GLOBAL 
MARKETPLACE BY PROVIDING SOUND 
POLICY AND TECHNICAL INPUT 
TO FOREIGN GOVERNMENTS AND 
INTERNATIONAL ORGANIZATIONS TO 
PROMOTE SOUND CONSUMER POLICY.

Performance Measure 1.5.1: Policy advice provided 
to foreign consumer protection and privacy agencies, 
directly and through international organizations, 
through substantive consultations, written submissions, 
or comments. 
�'�H�À�Q�L�W�L�R�Q���D�Q�G���E�D�F�N�J�U�R�X�Q�G�� This measure tracks 
policy advice provided to foreign consumer protection 
and privacy agencies, directly and through international 
organizations. Policy advice is deþned as substantive 
consultations, written submissions, or comments.
�'�D�W�D���V�R�X�U�F�H�V�� Ofþce of  International Affairs (OIA) 
weekly reports and internal tracking sheets.
�9�H�U�L�À�F�D�W�L�R�Q���D�Q�G���Y�D�O�L�G�D�W�L�R�Q�� OIA staff  report 
policy advice provided in weekly reports and internal 
logs. Staff  review and compile the matters reported. 
Managers review these matters to ensure that they are 
sufþciently substantive to qualify for the measure and 
have not previously been counted. 
�'�D�W�D���O�L�P�L�W�D�W�L�R�Q�V�� Review is necessary to avoid double 
counting of  particular matters and to ensure the 
instances of  policy advice reported are sufþciently 
substantive.

Performance Measure 1.5.2: Technical assistance to 
foreign consumer protection and privacy authorities.
�'�H�À�Q�L�W�L�R�Q���D�Q�G���E�D�F�N�J�U�R�X�Q�G�� This measure tracks 
technical assistance provided to foreign consumer 
protection and privacy authorities.
�'�D�W�D���V�R�X�U�F�H�V�� Ofþce of  International Affairs weekly 
reports and Technical Assistance calendar.
�9�H�U�L�À�F�D�W�L�R�Q���D�Q�G���Y�D�O�L�G�D�W�L�R�Q�� OIA staff  report technical 
assistance workshops, conferences, and other missions 

conducted. Staff  review and compile the matters 
reported, and managers review these reports.
�'�D�W�D���O�L�P�L�W�D�W�L�R�Q�V�� Review is necessary to ensure that 
reported items qualify as technical assistance missions.

STRATEGIC GOAL 2: MAINTAIN 
COMPETITION

OBJECTIVE 2.1: TAKE ACTION AGAINST 
ANTICOMPETITIVE MERGERS 
AND PRACTICES THAT MAY CAUSE 
SIGNIFICANT CONSUMER INJURY.

Performance Measure 2.1.1: Actions to maintain 
competition, including litigated victories, consent 
orders, abandoned transaction remedies, restructured 
transaction remedies, or þx-it-þrst transaction remedies 
in a signiþcant percentage of  substantial merger and 
nonmerger investigations.
�'�H�À�Q�L�W�L�R�Q���D�Q�G���E�D�F�N�J�U�R�X�Q�G����This measure ensures 
that FTC actions promote vigorous competition by 
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anticompetitive conduct in markets with a total of  at 
least $8 billion in annual sales.
�'�H�À�Q�L�W�L�R�Q���D�Q�G���E�D�F�N�J�U�R�X�Q�G�� This measure ensures 
that the Commission’s nonmerger actions are in part 
guided by the size of  the relevant product markets 
involved. The measure is calculated by taking the sum 
of  the estimated volume of  commerce for the current 
þscal year plus the previous four þscal years and 
dividing the sum by þve.
�'�D�W�D���V�R�X�U�F�H�V����The lead attorney who worked on the 
investigation estimates the volume of  commerce using 
the appropriate applicable estimation formula and 
submits the information to the Bureau of  Economics 
for concurrence.
�9�H�U�L�À�F�D�W�L�R�Q���D�Q�G���Y�D�O�L�G�D�W�L�R�Q�� See measure 2.1.1.
�'�D�W�D���O�L�P�L�W�D�W�L�R�Q�V�� See measure 2.1.3.

Performance Measure 2.1.7: Consumer savings of  
at least twenty times the amount of  FTC resources 
allocated to the nonmerger program.
�'�H�À�Q�L�W�L�R�Q���D�Q�G���E�D�F�N�J�U�R�X�Q�G����This measure ensures 
that the Commission’s actions are in part guided by the 
requirement that estimated consumer savings exceed 
how much is spent on the nonmerger program. This 
measure is calculated by taking the estimated consumer 
savings generated under measure 2.1.5 divided by the 
amount of  resources spent on the nonmerger program. 
�'�D�W�D���V�R�X�U�F�H�V�� The lead attorney estimates consumer 
savings for a particular case using the appropriate 
applicable estimation formula.) The FTCõs þnancial 
system provides the amount of  resources expended on 
the nonmerger program.
�9�H�U�L�À�F�D�W�L�R�Q���D�Q�G���Y�D�O�L�G�D�W�L�R�Q�� See measure 2.1.1. 
�'�D�W�D���O�L�P�L�W�D�W�L�R�Q�V�� See measure 2.1.2.

Performance Measure 2.1.8: The percentage of  
cases in which the FTC had at least one substantive 
contact with a foreign antitrust authority in which the 
agencies followed the analytical approach and reached 
compatible outcomes.
�'�H�À�Q�L�W�L�R�Q���D�Q�G���E�D�F�N�J�U�R�X�Q�G�� This measure tracks the 
cases in which the Bureau of  Competition or foreign 
agency staff  notify OIA that a substantial contact 
has taken place, compared with cases where, in the 
judgment of  OIA management, no consistent analytical 
approaches were observed. The phrase òreached 
compatible outcomesó means that the reviewing 
agencies do not impose inconsistent obligations on 
parties; professional judgment from OIA senior 
management is used to make a þnal decision on 

compatibility for FTC measurement purposes. 
�'�D�W�D���V�R�X�U�F�H�V�� Ofþce of  International Affairs (OIA) 
weekly reports and internal logs.
�9�H�U�L�À�F�D�W�L�R�Q���D�Q�G���Y�D�O�L�G�D�W�L�R�Q�� International Antitrust 
team members report matters they worked on in which
substantial contact took place. Staff  review and compil
the matters reported, overseen by an International 
Antitrust team member. Managers review and ensure 
that the matters reported qualify for the measure.
�'�D�W�D���O�L�P�L�W�D�W�L�R�Q�V�� Review is necessary to ensure that 
the matters reported included sufþciently substantial 
contact with a foreign antitrust authority.

OBJECTIVE 2.2: PREVENT CONSUMER 
INJURY THROUGH EDUCATION.

Performance Measure 2.2.1: Competition resources 
accessed via the FTCõs website.
�'�H�À�Q�L�W�L�R�Q���D�Q�G���E�D�F�N�J�U�R�X�Q�G�� This measure ensures 
that consumer injury is prevented by educating antitrus
practitioners and consumers. This measure is calculate
by taking the sum of  the views recorded on antitrust 
related web pages on the Commissionõs external 
website.
�'�D�W�D���V�R�X�U�F�H�V�� The primary data source is software tha
monitors trafþc on the FTCõs external website.
�9�H�U�L�À�F�D�W�L�R�Q���D�Q�G���Y�D�O�L�G�D�W�L�R�Q�� Bureau staff  identify 
relevant FTC web-based resources to track. Internet 
trafþc data is received and entered into a bureau 
database by staff, and reviewed monthly by analysts, 
attorneys, and senior management.
�'�D�W�D���O�L�P�L�W�D�W�L�R�Q�V�� The analysis is dependent on the 
accuracy of  measurements made by the web tracking 
software and the presence of  internal and external 
trafþc þlters. The data is also dependent on the accurat
identiþcation of  relevant FTC web-based materials.

OBJECTIVE 2.3: ENHANCE CONSUMER 
BENEFIT THROUGH RESEARCH, 
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of  competition-related workshops, hearings and 
conferences hosted by the FTC.
�'�D�W�D���V�R�X�U�F�H�V�� Information on conferences involving 
signiþcant competition related issues is taken from the 
FTCõs website (www.ftc.gov/ftc/workshops.shtm) and 
from press releases.
�9�H�U�L�À�F�D�W�L�R�Q���D�Q�G���Y�D�O�L�G�D�W�L�R�Q�� Data is received from 
staff  attorneys, internal databases and press releases. 
The data is entered into a bureau database by staff, and 
reviewed monthly by analysts, attorneys, economists, 
and senior management.
�'�D�W�D���O�L�P�L�W�D�W�L�R�Q�V�� Review is necessary to ensure 
that all competition-related workshops, hearings and 
conferences are identiþed.

Performance Measure 2.3.2: Reports and studies 
issued on key competition-related topics.
�'�H�À�Q�L�W�L�R�Q���D�Q�G���E�D�F�N�J�U�R�X�Q�G�� The measure tracks 
competition policy related activities such as research, 
reports, and studies that enhance consumersõ knowledge
of  competition issues. The measure is calculated by 
counting the number of  the reports and studies issued 
by the FTC.
�'�D�W�D���V�R�X�U�F�H�V�� Information on studies and reports on 
signiþcant competition-related issues is taken from the 
FTCõs website (www.ftc.gov/be/research.shtm and 
www.ftc.gov/reports/index.shtm).
�9�H�U�L�À�F�D�W�L�R�Q���D�Q�G���Y�D�O�L�G�D�W�L�R�Q�� See measure 2.3.1.
�'�D�W�D���O�L�P�L�W�D�W�L�R�Q�V�� See measure 2.3.1.

Performance Measure 2.3.3: Advocacy comments and
amicus briefs on competition issues þled with entities 
including federal and state legislatures, agencies or 
courts.
�'�H�À�Q�L�W�L�R�Q���D�Q�G���E�D�F�N�J�U�R�X�Q�G�� This measure tracks the 
number of  advocacy comments and amicus briefs on 
competition matters þled with entities including federal 
and state legislatures, agencies, or courts to measure 
the output of  the FTC’s advocacy activities relating to 
competition matters.
�'�D�W�D���V�R�X�U�F�H�V�� Internal matter records of  advocacy 
comments and amicus briefs þled (e.g., records available
in the FTCõs document management system).
�9�H�U�L�À�F�D�W�L�R�Q���D�Q�G���Y�D�O�L�G�D�W�L�R�Q�� Review internal matter 
records of  advocacy comments and amicus briefs 
þled (e.g., records available in the FTCõs document 
management system) and conþrm data with staff  
having responsibilities for advocacy matters.
�'�D�W�D���O�L�P�L�W�D�W�L�R�Q�V����There are no signiþcant data 
limitations.  

 

 

 

Performance Measure 2.3.4: The percentage of  
respondents þnding the FTCõs advocacy comments and 
amicus briefs òuseful.ó
�'�H�À�Q�L�W�L�R�Q���D�Q�G���E�D�F�N�J�U�R�X�Q�G�� This measure tracks the 
percentage of  respondents þnding the FTCõs advocacy 
comments and amicus briefs to be òuseful,ó in order to 
assess the effect of  competition advocacy comments.
�'�D�W�D���V�R�X�U�F�H�V�� Responses to a written survey, sent by 
agency staff  to advocacy recipients (except courts), to 
evaluate the usefulness of  an advocacy.
�9�H�U�L�À�F�D�W�L�R�Q���D�Q�G���Y�D�O�L�G�D�W�L�R�Q�� Agency staff  review 
written responses in order to determine percentage of  
respondents describing the FTC’s advocacy comments 
as òuseful.ó
�'�D�W�D���O�L�P�L�W�D�W�L�R�Q�V�� There are no signiþcant data 
limitations.

Performance Measure 2.3.5: The volume of  trafþc on 
www.ftc.gov relating to competition research, reports, 
and advocacy.
�'�H�À�Q�L�W�L�R�Q���D�Q�G���E�D�F�N�J�U�R�X�Q�G�� This measure ensures 
the agency’s policy related activities enhance consumer 
beneþt by providing practitioners and consumers with 
opportunities to interact with the staff  and to learn 
about the agencyõs enforcement and policy priorities. 
The measure is calculated by summing the views 
registered on the website of  a subset of  the competition 
related pages that pertain to advocacy, research, and 
international activities.
�'�D�W�D���V�R�X�U�F�H�V�� The agencyõs software that monitors 
trafþc on the FTCõs external website, the Ofþce of  
International Affairs, and the Ofþce of  Policy Planning.
�9�H�U�L�À�F�D�W�L�R�Q���D�Q�G���Y�D�O�L�G�D�W�L�R�Q�� See measure 2.3.1.
�'�D�W�D���O�L�P�L�W�D�W�L�R�Q�V�� The analysis is dependent on the 
accuracy of  the measurements made by the web 
tracking software, and the presence of  internal and 
external trafþc þlters. The data is also dependent on 
the accurate identiþcation of  relevant FTC web-based 
materials.

http://www.ftc.gov/ftc/workshops.shtm
http://www.ftc.gov/be/research.shtm
http://www.ftc.gov/reports/index.shtm
http://www.ftc.gov
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OBJECTIVE 2.4: PROTECT AMERICAN 
CONSUMERS IN THE GLOBAL 
MARKETPLACE BY PROVIDING SOUND 
POLICY RECOMMENDATIONS AND 
TECHNICAL ADVICE TO FOREIGN 
GOVERNMENTS AND INTERNATIONAL
ORGANIZATIONS TO PROMOTE SOUND
COMPETITION POLICY.

Performance Measure 2.4.1: Policy advice provided 
to foreign competition agencies, directly and through 
international organizations, through substantive 
consultations, written submissions, or comments.
�'�H�À�Q�L�W�L�R�Q���D�Q�G���E�D�F�N�J�U�R�X�Q�G�� This measure tracks the 
policy advice provided to foreign competition agencies, 
directly and through international organizations, 
through substantive consultations, written submissions, 
or comments excluding casual contacts.
�'�D�W�D���V�R�X�U�F�H�V�� OIA weekly reports. 
�9�H�U�L�À�F�D�W�L�R�Q���D�Q�G���Y�D�O�L�G�D�W�L�R�Q�� Agency staff  create a 
draft list of  events that fall within the scope of  the 
measure, which is then submitted to attorneys for 
review. Managers review and ensure that the matters 
reported qualify as substantive policy advice.
�'�D�W�D���O�L�P�L�W�D�W�L�R�Q�V�� Review is necessary to ensure that 
instances of  policy advice reported are sufþciently 
substantive.

Performance Measure 2.4.2: Technical assistance 
provided to foreign competition authorities.
�'�H�À�Q�L�W�L�R�Q���D�Q�G���E�D�F�N�J�U�R�X�Q�G����This measure tracks 
the number of  long term and short term technical 
assist is > ҟּכ round: This measure tracks 
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�'�D�W�D���V�R�X�U�F�H�V�� See measure 3.1.1.
�9�H�U�L�À�F�D�W�L�R�Q���D�Q�G���Y�D�O�L�G�D�W�L�R�Q�� See measure 3.1.1.
�'�D�W�D���O�L�P�L�W�D�W�L�R�Q�V�� See measure 3.1.1.

OBJECTIVE 3.2: PROVIDE EFFECTIVE 
INFRASTRUCTURE AND SECURITY 
MANAGEMENT.

Performance Measure 3.2.1: A favorable Continuit
of  Operations (COOP) rating.
�'�H�À�Q�L�W�L�R�Q���D�Q�G���E�D�F�N�J�U�R�X�Q�G�� The FTC ensures a sa
and secure workplace through the development and 
implementation of  the FTC COOP. The FTC COO
deþnes the necessary planning and actions that are 
required to ensure the preservation and performance 
of  the FTC Mission Essential Functions (MEFs). 
Continuity planning facilitates the performance of  
FTC MEFs during all-hazards emergencies or other 
situations that may disrupt or potentially disrupt nor
operations. The FTC participated in the government-
wide Eagle Horizon Exercise to test and verify the 
effectiveness of  the FTC COOP. An analysis of  the 
plan and exercise is conducted with a combination of
Federal Emergency Management Agency (FEMA), 
self  and peer review. An overall score is derived for 
the exercise using the average numeric rating for each
element of  the review.
�'�D�W�D���V�R�X�U�F�H�V�� The data on performance of  the CO
exercise is generated using standard evaluation protoc
developed by FEMA.
�9�H�U�L�À�F�D�W�L�R�Q���D�Q�G���Y�D�O�L�G�D�W�L�R�Q�� The review of  the FTC
COOP was conducted independently by a FEMA 
representative and the evaluation of  the Eagle Horiz
Exercise was conducted by an internal FTC team, wh
then submitted the data to FEMA. The FTC Health 
and Safety Ofþcer provided an overall review to mak
sure that the data is complete and accurate.
�'�D�W�D���O�L�P�L�W�D�W�L�R�Q�V�� The overall score is based on 
subjective analysis of  the COOP and performance of
the exercise designed to give an overall evaluation of  
the COOP and identify improvement opportunities. 
The subjective nature of  the data limits its usefulness
trend or comparative analysis.

Performance Measure 3.2.2: Availability of  
information technology systems.
�'�H�À�Q�L�W�L�R�Q���D�Q�G���E�D�F�N�J�U�R�X�Q�G�� This measure 
tracks unplanned service outages and monitors the 
reliability of  31 critical information technology 
services including: email, FTC-speciþc applications 
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and systems, BlackBerry servers, Internet/Intranet, 
telecommunications (includes phone and voicemail 
services), Wide Area Network, the agencyõs primary 
public website (www.ftc.gov), remote employee access, 
printing, and enterprise-wide applications.
�'�D�W�D���V�R�X�U�F�H�V�� System and network engineers record 
system or component outage data as part of  the 
OCIOõs Change Management procedure.
�9�H�U�L�À�F�D�W�L�R�Q���D�Q�G���Y�D�O�L�G�D�W�L�R�Q�� Outage timeframes are 
veriþed by correlating outages to system alerts and data 
recorded in the change management database.
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APPENDIX B: ACRONYMS

ACO      Accountable Care Organization 

APA      Administrative Procedure Act 

APEC       Asia Paci�c Economic Cooperation

ACSI      American Customer Satisfaction Index 

BC      Bureau of Competition 

BCP     Bureau of Consumer Protection 

BE     Bureau of Economics 

COOP     Continuity of Operations Plan 

COPPA     Children’s Online Privacy Protection Act 

CRSS     Consumer Response Systems and Services 

CSN     Consumer Sentinel Network 

CSRS     Civil Service Retirement System 

DNC     Do Not Call 

DOJ     Department of Justice 

DOL     Department of Labor 

ERCR     Electronic Recordkeeping Certi�cation Review 

FASAB     Federal Accounting Standards Advisory Board 

FBWT     Fund Balance with Treasury 

FECA     Federal Employee’s Compensation Act 

FEGLIP     Federal Employees Group Life Insurance Program 

FEHBP     Federal Employees Health Bene�t Program 

FEMA     Federal Emergency Management Agency 

FERS     Federal Employees Retirement System 

FICA     Federal Insurance Contributions Act 

FISMA     Federal Information Security Management Act 

FMFIA     Federal Managers’ Financial Integrity Act 

FTC     Federal Trade Commission 

FTE     Full-Time Equivalent 

FY     Fiscal Year 

GAAP     Generally Accepted Accounting Principles 

GAO     Government Accountability O�ce 

GPRA     Government Performance and Results Act 

GSA     General Services Administration 

HSR     Hart-Scott-Rodino Act 

IG     Inspector General 

IPERA     Improper Payments Elimination and Recovery Act
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MC     Maintain Competition 

MD&A     Management’s Discussion and Analysis 

N/A     Not Applicable or Not Available 

NIST     National Institute of Standards and Technology 

OCIO      O�ce of the Chief Information O�cer 

OIG     O�ce of Inspector General 

OMB     O�ce of Management and Budget 

OPM     O�ce of Personnel Management 

ORB     Other Retirement Bene�ts 

PAR     Performance and Accountability Report 

PC     Protect Consumers 

SBR     Statement of Budgetary Resources 

SOA     Statement of Assurance 

TAS     Treasury Account Symbol 

TSP     �rift Savings Plan 

TTY     Text Telephone or Telephone Typewriter 

U.S.     United States 

U.S. SAFE WEB Act   Undertaking Spam, Spyware, And Fraud Enforcement with Enforcers beyon

     Borders Act of 2006

d
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APPENDIX C: OTHER USEFUL LINkS 
INTRODUCTION:

Å Accountability of  Tax Dollars Act of  2002:  
http://www.whitehouse.gov/sites/default/þles/omb/assets/about_omb/107-2891.pdf

Å Association for Government Accountantõs Certiþcate of  Excellence in Accountability Reporting (CEAR): 
http://www.agacgfm.org/Advocacy---Accountability/Certiþcation-of-Excellence-in-Accountability-Repo.
aspx 

Å Clayton Act: http://www.law.cornell.edu/uscode/html/uscode15/usc_sec_15_00000012----000-.html
Å Fair Credit Reporting Act: http://www.ftc.gov/os/statutes/031224fcra.pdf
Å Federal Managersõ Financial Integrity Act of  1982 (FMFIA):  

http://www.whitehouse.gov/omb/þnancial_fmþa1982
Å Federal Trade Commission Act: http://www.ftc.gov/ogc/ftcact.shtm
Å Government Management Reform Act of  1994:  

http://govinfo.library.unt.edu/npr/library/misc/s2170.html
Å Government Performance and Results Act of  1993 (GPRA):  

http://www.whitehouse.gov/omb/mgmt-gpra/gplaw2m
Å GPRA Modernization Act of  2010:  

http://www.gpo.gov/fdsys/pkg/PLAW-111publ352/pdf/PLAW-111publ352.pdf
Å Identity Theft Act: http://www.ftc.gov/os/statutes/itada/itadact.htm
Å Improper Payments Information Act of  2002: http://www.whitehouse.gov/omb/þnancial_þa_improper/
Å Reports Consolidation Act of  2000:  

http://www.gpo.gov/fdsys/pkg/PLAW-106publ531/pdf/PLAW-106publ531.pdf
Å Telemarketing Sales Rule: http://www.ftc.gov/bcp/rulemaking/tsr/index.shtml

MD&A:
Å Accountable Care Organizations (ACOs) overview: https://www.cms.gov/ACO
Å Affordable Care Act: http://www.gpo.gov/fdsys/pkg/PLAW-111publ148/pdf/PLAW-111publ148.pdf
Å American Customer Satisfaction Index (ACSI): http://www.theacsi.org
Å Childrenõs Online Privacy Protection Act (COPPA) Rule:  

http://business.ftc.gov/privacy-and-security/children%E2%80%99s-online-privacy
Å Circular A-123, òManagementõs Responsibility for Internal Controló:  

http://www.whitehouse.gov/omb/circulars_a123_rev/
Å Commissionõs Prohibition of  Energy Market Manipulation Rule:  

http://www.ftc.gov/os/2009/08/P082900mmr_þnalrule.pdf
Å Debt Collection Improvement Act of  1996: http://www.dol.gov/ocfo/media/regs/DCIA.pdf

http://www.whitehouse.gov/sites/default/files/omb/assets/about_omb/107-2891.pdf
http://www.agacgfm.org/Advocacy---Accountability/Cert27]/Sn[106.yt/84e7cA9618yxcellc6.52783iny/Cert27]/Sn[10-<cs/default/files/omb/assets/about_omb/107-237]/S7070707070707070707070707070707070707070707070707070a9ellc6.%2052783iny/Cert27]/Sn[10-<cs/default/filelaw.aoe_A707.edu/uscode/html/uscode15/usc_sec_15_00000012b/1-000-.html2783iny/Cert27]/Sn[10-<cs/default/filelftcpe/Paos/statuern>031Recfcra44]/PatternType 2/Shading 2492 0 R/Type/Pat492 0 R/Type/Pa 70.financial_fmfiaW 022783iny/Cert27]/Sn[10-<cs/default/filelftcpe/Paogc/ftcact.shtm2783iny/Cert27]/Sn[10-<cs/default/fe/Pinfo.library.070.edu/npr/library/misc/s 0>0.html2783iny/Cert27]/Sn[10-<cs/default/filel492 0 R/Type/Pa 70.mgmt-gpra/gpaw.2m2783iny/Cert27]/Sn[10-<cs/default/filelgelle/Pafdsys/pkg/PLAW-derpubl352/4]//PLAW-derpubl35244]/PatternType 2/Shading 2492 0 R/Type/Patftcpe/Paos/statuern>itada>itadact.htm2783iny/Cert27]/Sn[10-<cs/default/f/Pat492 0 R/Type/Pa 70.financial_fia_improp2062783iny/Cert27]/Sn[10-<cs/default/filelgelle/Pafdsys/pkg/PLAW-d06publ531/4]//PLAW-d06publ53144]/PatternType 2/Shading 2492 0 R/Type/Patftcpe/Pabcp/rulemakx[4/tsr/index.shtml2783iny/Cert27]/Sn[10-<cs/defaulsype/Patcmspe/PaACO2783iny/Cert27]/Sn[10-<cs/default/filelgelle/Pafdsys/pkg/PLAW-derpubl148/4]//PLAW-derpubl14844]/PatternType 2/Shading 2492 0205fault/fileltheacsisets2783iny/Cert27]/Sn[10-<cs/default/fileltheacsisets2783iny/Cert27]/Sn[10-<cs/default/fbusinesstftcpe/Papriv_omband-secur7070children%25E2%2580%2599s-online-priv_om2783iny/Cert27]/Sn[10-<cs/default/f/Pat492 0 R/Type/Pa 70.circulars_a123_rev/PatternType 2/Shading 2492 0 R/Type/Patftcpe/Paos/ 0 R/08/P082900mmr_finalrule44]/PatternType 2/Shading 2492 0 R/Type/Patdolpe/Paocfo/media/regs/DCIA44]/PatternType 2/Shading 2492 0 R/Type/Patdolpe/Paocfo/media/regs/DCIA44]/2052783iny/Cert27]/Sn[10-<cs/default/filelftcpe/Pabcp/edu/pubs/consum206credit6cre15.shtm2052783iny/Cert27]/Sn[10-<cs/default/filelfedview.opmpe/P2783iny/Cert27]/Sn[10-<cs/default/filelfedview.opmpe/P2052783iny/Cert27]/Sn[10-<cs/default/fcsrc.nistpe/Padrivern>>ocum2n.0 FISMA-final44]/PatternType 2/Shading 2492 0 R/Type/Patftcpe/Pabcp/edu/microttern>energy -493.5guides.shtml2783iny/Cert27]/Sn[10-<cs/defaulype/Patftcpe/Paftc/oilgas/gas_price.htm2783iny/Cert27]/Sn[10-<cs/default/f/Patgalle/Paaac.html2783iny/Cert27]/Sn[10-<cs/default/filelgalle/Paaac.html2783iny/Cert27]/Sn[10-<cs/default/filelgalle/Paaac.html2052783iny/Cert27]/Sn[10-<cs/default/filelin5 7070707alcompeti0707networksets2783iny/Cert27]/Sn[10-<cs/default/filelin5 7070707alcompeti0707networksets2052783iny/Cert27]/Sn[10-<cs/default/filelgsape/Paportal/cont2n..2842132783iny/Cert27]/Sn[10-<cs/default/filelgsape/Paportal/cont2n..2842132052783iny/Cert27]/Sn[10-<cs/default/fbusinesstftcpe/Pa>ocum2n.0 sin6cum2n.0 sin6cum2n.0 sin6cum2n.0 sin6cum2n.5S605defSage- 64k5d1t27]/Sn[10-<cs/default/fbusinesstftcpe5ine8elief/f/rv0-<s-ternn.0 siCS 205R 19954603ranspaypecy[493.5Group>>
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Å Ofþce of  Inspector General (OIG): http://www.ftc.gov/oig/
Å Prompt Payment Act: http://www.fms.treas.gov/prompt/regulations.html 
Å Trusted Internet Connection: http://www.dhs.gov/þles/programs/gc_1268754123028.shtm  
Å We Donõt Serve Teens: http://www.dontserveteens.gov

PERFORMANCE:
Å Asia Paciþc Economic Cooperation: http://www.apec.org/ 
Å Complaint Assistant: https://www.ftccomplaintassistant.gov
Å Consumer Sentinel: http://www.ftc.gov/sentinel/ 
Å Hart-Scott-Rodino (HSR) Act: http://www.ftc.gov/bc/hsr
Å Home Mortgage Disclosure Act: http://www.fdic.gov/regulations/laws/rules/6500-3030.html
Å Human Capital Assessment and Accountability Framework:  

http://www.opm.gov/hcaaf_resource_center/2-1.asp
Å National Do Not Call Registry: www.donotcall.gov 
Å Net Cetera: Chatting with Kids about Being Online:  

http://onguardonline.gov/features/feature-0004-featured-net-cetera-toolkit
Å Undertaking Spam, Spyware, And Fraud Enforcement With Enforcers beyond Borders Act of  2006 

SAFE WEB Act): http://www.gpo.gov/fdsys/pkg/PLAW-109publ455/pdf/PLAW-109publ455.pdf
(U.S

OTHER ACCOMPANYING INFORMATION:
Å Improper Payments Elimination and Recovery Act (IPERA):  

http://www.gpo.gov/fdsys/pkg/BILLS-111s1508enr/pdf/BILLS-111s1508enr.pdf  

. 

http://www.ftc.gov/oig/%20
http://www.fms.treas.gov/prompt/regulations.html
%20http://www.fms.treas.gov/prompt/regulations.html%20
http://www.dhs.gov/files/programs/gc_1268754123028.shtm
http://www.dhs.gov/files/programs/gc_1268754123028.shtm%20
http://www.dontserveteens.gov
http://www.dontserveteens.gov%20
http://www.apec.org/
https://www.ftccomplaintassistant.gov
http://www.ftc.gov/sentinel/
http://www.ftc.gov/bc/hsr%20
http://www.fdic.gov/regulations/laws/rules/6500-3030.html
http://www.fdic.gov/regulations/laws/rules/6500-3030.html%20
http://www.opm.gov/hcaaf_resource_center/2-1.asp
www.donotcall.gov
http://www.donotcall.gov%20%20
http://onguardonline.gov/features/feature-0004-featured-net-cetera-toolkit%20
http://www.gpo.gov/fdsys/pkg/PLAW-109publ455/pdf/PLAW-109publ455.pdf
http://www.gpo.gov/fdsys/pkg/PLAW-109publ455/pdf/PLAW-109publ455.pdf%20
http://www.gpo.gov/fdsys/pkg/BILLS-111s1508enr/pdf/BILLS-111s1508enr.pdf
http://www.gpo.gov/fdsys/pkg/BILLS-111s1508enr/pdf/BILLS-111s1508enr.pdf%20%20
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PERFORMANCE AND ACCOUNTABILITY REPORT (PAR) SPECIFIC

The FTC welcomes comments or suggestions for improvement of  its PAR. Please contact the 
agency to provide feedback or to request additional copies.

PAR Internet Site    www.ftc.gov/par
PAR Contact     Valerie Green
PAR Telephone     202-326-2901
PAR Email Address    gpra@ftc.gov
PAR Fax Number     202-326-2329
PAR Mailing Address    Federal Trade Commission
      attn: PAR, M/D H-774
      600 Pennsylvania Avenue, NW
      Washington, DC 20580

REGIONS

East Central (Cleveland, OH)   216-263-3455
Midwest (Chicago, IL)    312-960-5634
Northeast (New York, NY)   212-607-2829
Northwest (Seattle, WA)     206-220-6350
Southeast (Atlanta, GA)     404-656-1390
Southwest (Dallas, TX)     214-979-9350
Western (San Francisco, CA)   415-848-5100
Western (Los Angeles, CA)    310-824-4343

CONSUMER RESPONSE CENTER

General Complaints     877-FTC-HELP (877-382-4357)
Identity Theft Complaints    877-ID-THEFT (877-438-4338)
Online General Complaints    www.ftc.gov/complaint
Identity Theft Education    www.ftc.gov/idtheft
and Complaints
National Do Not Call Registry    www.donotcall.gov

APPENDIX D: CONTACT INFORMATION
AND ACkNOWLEDGEMENTS
FEDERAL TRADE COMMISSION 600 Pennsylvania Avenue, NW

Washington, DC 20580

General Information Number    202-326-2222
Internet Home Page     www.ftc.gov
FTC Spanish Home Page    www.ftc.gov/espanol
Strategic Plan Internet Site    www.ftc.gov/strategicplan
FTC Press Releases     www.ftc.gov/opa/pressold.shtm 

http://www.ftc.gov
http://www.ftc.gov/espanol
http://www.ftc.gov/strategicplan
http://www.ftc.gov/opa/pressold.shtm
http://www.ftc.gov/par
http://www.ftc.gov/complaint
http://www.ftc.gov/idtheft
http://www.donotcall.gov
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COMMISSION
IS CRITICAL TO PROTECTINg AND STRENgTHENIN g

FREE & OPEN MARKETS
AND PROMOTINg INFORMED

CONSUMER CHOICE,
BOTH IN THE UNITED STATES

AND AROUND THE WORLD
WWW.FTC.gOV

/federaltradecommission

@FTC

ftc.gov

FEDERAL TRADE
THE WORK OF THE

http://www.ftc.gov
http://www.facebook.com/federaltradecommission
https://twitter.com/FTC



