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Welcome everyone, to the Federal Trade Commission.  I am delighted to see so many 

representatives from our sister departments and agencies.  We’re particularly privileged to be here 

with my good friend, U.S. Ambassador to the OECD, Karen Kornbluh, and Andy Wyckoff, who is the 

Director for Science, Technology, and Industry at the OECD. We at the FTC have worked very 

closely with the Ambassador and the U.S. Mission, as well as with the OECD Secretariat, on many 

important issues concerning consumer protection and privacy.  We are delighted to participate with 

you in this roundtable discussion on the just-published Consumer Policy Toolkit. 

 

We work closely with many of you in the room on issues that affect consumers.  For those of 

you who aren’t familiar with the FTC, our agency is the only federal agency with both consumer 

protection and competition jurisdiction across broad sectors of the economy. We enforce the 

Federal Trade Commission Act, which prohibits anticompetitive, deceptive, or unfair business 

practices, as well as more than 60 other laws covering a broad range of topics.  We use a wide 

range of enforcement and policy tools from studies, workshops, and consumer education to 

rulemaking and administrative and federal court litigation recognizing, as the Toolkit does, that when 

consumers don’t have complete or accurate information, they do not make optimal choices. 

 

We hope that the Toolkit, which you’ll hear more about in a few minutes, is an important 

resource for all policy makers whose portfolios involving issues that affect consumers’ pocketbooks 

– and their privacy.  The methodology and examples set out in the Toolkit are highly relevant to 

almost all of the issues we deal with at the FTC, especially two we been grappling with in the past 

year – helping consumers cope with the economic downturn and helping them navigate an 

increasingly complex online world. 

 

With the economic situation in the United States, we have increased our emphasis on fraud 

targeting financially distressed consumers. We’ve brought more than 40 cases in this area in the 
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past 18 months.  We’re also working on finishing up some rulemakings to stop the most abusive 

debt settlement practices1 and purported mortgage modifications.2  Just last week, we released a 

report concluding that the system for resolving consumer debt collection disputes is broken, and 

recommending significant reforms to improve efficiency and fairness to consumers.3 

 

We also devote significant resources to protecting consumers in a high-tech world by 

promoting data security, preventing identity theft, and protecting online privacy.  In addition to our 

active enforcement docket against companies that fail to protect consumers’ personal information 

and companies that seek to take advantage of consumers on the Internet, we are also exploring 

policy responses to the challenge of protecting consumers’ privacy in our networked world.  We’ve 

just wrapped up a series of three public roundtables that explored concerns about consumer 

privacy.4  Participants discussed developments in areas such as social networking, cloud 

computing, online behavioral advertising, mobile marketing, health privacy, and the collection and 

use of information by data brokers and other businesses. We plan to release recommendations for 

public comment later this year. 

 

Everything we do here is run through something very much like the Toolkit’s six-step 

process, which is really almost universal.  The value of the Toolkit’s six-step approach lies in its 

simplicity, logic, and values.  Let me take just one example from the FTC’s own work on mortgage 

disclosures – we have copies of our own report for you here today too.5 That work, consistent with 

the Toolkit, is based on the simple notion that consumers can benefit from reducing “search costs” 

and reducing the amount of time they have to spend to make informed decisions.  Time is valuable, 

and we all have a limited supply.  Policymakers can help consumers spend less of that valuable time 

                                                 
1
See http://www.ftc.gov/opa/2010/07/tsr.shtm.   

2
See http://www.ftc.gov/opa/2010/02/mars.shtm.   

3
See Repairing A Broken System: Protecting Consumers in Debt Collection Litigation and Arbitration (July              

    2010), http://www.ftc.gov/opa/2010/07/debtcollect.shtm.   

4
See http://www.ftc.gov/bcp/workshops/privacyroundtables/index.shtml.    

5
See Improving Consumer Mortgage Disclosures: An Empirical Assessment of Current and Prototype Disclosure 

Forms: A Bureau of Economics Staff Report (June 2007), http://www.ftc.gov/opa/2007/06/mortgage.shtm. 

 
 
 



 

 3 

to notice and understand the key information they need about costs and terms for what’s likely to be 

the biggest purchase they will ever make. And the ways policymakers can do that are what the 

Toolkit is all about. 

 

We also are pleased that the Toolkit emphasizes the value of economic analysis in policy 

making, and provides clear, understandable explanations of how informational and behavioral 

economics can play an important part in good decision making.  Indeed, we have focused on the 

role that accessibility of information plays in consumer decisionmaking.  One of our principal 

operating units is our Bureau of Economics, which provides economic analysis and support to our 

investigations and rulemakings.  It also analyzes the economic impact of government regulation, and 

provides Congress, the Executive Branch, and the public with policy recommendations.  

 

Let me now invite Ambassador Kornbluh to offer her insights.  As most of you know, Karen 

has a luminous resume. She was sworn in as Ambassador to the OECD in August 2009. Before 

that, she served as Policy Director for then-Senator Barack Obama. She’s also held a number of 

important positions in the United State Government – she was Deputy Chief of Staff at the U.S. 

Treasury Department, Assistant Chief of the Federal Communications International Bureau, and 

economic policy advsior to Senator John Kerry.  Ambassador Kornbluh has published articles on 

economic policy in numerous publications and founded the Work and Family Program and the new 

America Foundation, where she was also a Markle Technology Policy Fellow.  But what we really 

love about Karen is her commitment to improving the lives of people and her deep grounding in 

policy – both of which have made her, as I’m sure many of you know, an extraordinary advocate for 

the U.S. and for consumers. 

 


