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That you should have invited the Chairman of the

Federal Trade Commission to address you on the eve of the

Washington Birthday Sale here in Washington showed real

audacity.

For most certainly scores of firms are advertising

sensational bargains to be had tomorrow. And, as you well

know, that word, "sensational," is to the FTC what the

smell of smoke is to a fire insurance adjuster; we both want

to make sure that any claim is supported by the facts.

However, George Washington was truthful about having

cut down the cherry tree, and his birthday tomorrow doubt-

lessly will inspire this city's merchants to the same kind

of veracity, so I suspect the FTC won't have too much to

worry about. We will assume that the dealer who offers a
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Tomorrow will be the one day in the year when

Washington shoppers and merchants can tackle each other

with unrestrained enthusiasm. The bargain hunters who

queue up for an all night vigil—with blankets and sandwiches—

are under no illusion that the bargains they want are in

adequate supply.

In short, may the Washington Birthday sale tomorrow

be a festive occasion with the word "sensational" flown

from every store and shop. And may the real bargains bring

satisfaction to their buyers.

What the Commission has been fighting is not the eye-

twinkling "sensational" merchandising that has become

traditional on Washington's birthday but the slick selling

methods used by an unscrupulous few during the other 364

days in the year. Here tolerance drains away, and the

advertised sensational bargains had better be more than

spurious "come-ons." They had better be bona fide, not

only because the Commission forbids bait advertising, but

because reputable merchants don't want to lose customers

to sucker bait. Nor do reputable merchants want their

advertising dollars devaluated by consumer skepticism

brought on by the shyster tricks of others.

Here in Washington, we have both a solemn challenge

and a real opportunity to clean up false advertising. In

fact, the District of Columbia offers a proving ground for
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most organizations of businessmen instinctively shy away

froir too close an association with the FTC or any other

agency of government. The business attitude, I suspect,

is that if the partner is too big and too powerful and too

headstrong, the partnership will get out of hand—like the

rooster that was locked in a stall with a horse and said:

"Let's be partners and not step on each other." So, I can

appreciate that any single business group is reluctant to

get in the same stall with the government.

Nevertheless, common goals are possible and certainly

desirable. Just as Washington businessmen need the help

of legal authority to restrain misrepresentations by

cut-throat competitors, so does the Federal Trade Commission

need a very large measure of cooperation from business in

the matter of self policing. There is an apt parallel to

what I'm saying in the policing of traffic: were it not

for the fact that virtually all motorists obey the traffic

laws out of respect for the law (and their own fenders),

traffic would become hopelessly snarled—even without one

of our snowstorms. On the other hand, only traffic cops

are able to chase down and deal effectively with defiant

and reckless drivers. Carrying the analogy further,

motorists quite rightly would resent the expense and

annoyance of having motorcycle policemen dictate their every

move.
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and the sooner and the more vigorously the job is completed,

the better.

What we've been doing at the Federal Trade Commission

is a good start—but only a start. Here are some of the

highlights:

During the past year and a half, my tenure as

Chairman of the Federal Trade Commission, the Commission

has made an unprecedented effort to make the Federal City

a showplace of fair business competition. During this

period the Commission has initiated more than 50 investiga-

tions or formal actions involving deceptive trade practices

in the metropolitan area. The matters covered range the

whole gamut of deception condemned by the Commission in the

past, including fictitious pricing, bait advertising, not-so-

unconditional guarantees, misrepresentations of quality and

unfair disparagement of competitors.

These actions cover virtually the whole range of

products offered to consumers. The Commission has given

particular emphasis to abuses in sales of used cars and

to deceptive practices employed by home improvement

contractors. All of you remember the outstanding used car

expose in the Washington Star written by Miss Miriam

Ottenberg. The Commission's recognition of the rank

atmosphere which pervaded this segment of the local economy

is evidenced by its 12 investigations and formal actions
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involving Washington used car dealers. Recently the

Commission has also moved vigorously against deceptive

claims mad



in appropriate instances attempted to secure industry-

wide compliance with the law quickly and cheaply
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With the whole country to police, it might seem that

the nation's capital has been given more than its fair share

of attention. If so, I'm glad to acknowledge a large share

of the responsibility as Chairman of the Commission. It

was last October in an address to the Advertising Club and

the Better Business Bureau of Metropolitan Washington that

I declared myself on this point. My speech was entitled:

"Business Racketeering Must Be Eliminated from the Nation's

Capitol."

I did not mean to imply then—nor do I now—that
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Thus, to them, Washington illustrates our free

enterprise system not as we preach it but as we practice it.

We Americans know that any business chicanery in Washington

is the rare exception, but to foreign eyes, any such instance

is a revelation of national corruption—to think that even

in the capital of the United States are shameful practices

tolerated'. You may smile at this lack of logic, yet

Americans are guilty of the same shallow judgments. What

American tourist, swindled in a foreign capital, would not

grind his teeth and damn that country as a nation of

swindlers?

The Federal Trade Commission cannot afford to spend

an undue amount of its resources in policing business

practices in Washington. Instead it must combat business

evils vested with the greatest public interest, regardless

of geography. On the other hand the commercial morality of

Washington is very much a public concern for this is the

political capital of our free competitive system.

As Chairman of the Commission, I have been able to

call for investigations looking to the correction of

business abuses here, but the days when I can direct the

Commission's staff are nearly at an end. Soon, my efforts

must be only those of a private citizen, but the efforts

will continue. A writer for a national magazine
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