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Ladies and Gentlenen:

My name is Duovid Morganstein and I represent the Cen-
ter for Auto Safety, a non-profit public interest, research
and advocacy organization. The Center strongly urges the
Federal Trade Comaission to establish a trade regulation
rule governing the advertising and promotion of automobile
fuel economy, The Center supporis consumers in demanding
that accurate Information be readily availlable on basic
questions of safety and economy in the automotive industry.
Only an informed public can make informed decisions regard-
ing national priorities,

If the American public is given a realistic assessment
it may be able to force the automotive industry to do some=-
thing it obviously has been unwilling to do voluntarily:
provide a more efficient car., The average car owner can
not afford the skyrocketing costs of vehicle operation.

The public Ean riot economize if 1t does not know how to‘
be economical, By establishing reasonable and effective
trade regulations governing automotive fuel economy adver-

tising the Federal Trade Commission will permit an informed

evaluation by the consumer,
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The issue of fuel economy advertising has become too
important to ignore. The Center feels that certain posi-
tive action must be taken to halt the proliferation of
testing procedures and economy runs, In this maze of |
numbers almost every car.is an economy winner somewhere,
False and misleading advertising claims hinder rather than
help the promotion of energy-conserving vebicles, A uni-
form testing procedure must be adopted which is performed
by some organization outside of, and not funded by, the
industry being tested, The resuits of these tests must
be widely disseminated, includsd in all advertising and
at point of sale, so as to provide the public with digest=-

 able information.

Uniform Testing Procedure Performed Outside The Industry
Because of the wide range of variables impinging on
gas congumption, as discussed in the Federal Trade Com~
mission report, it is difficult to Inform the potential
buyer of an exact economy figure. This is not necessary
however, 1f the purpose of the regulation is to provide
unbiased, comparative information. What is required is
a controlled, supervised experiment which accurately sub-
mits all vehicles to the same conditions. A rellable
ranking of vehicles with their available engine/drive-train
combinations provides‘a reasonable and informed basis upon
which to choose for economy. While the Center.does not
have the extensive expertise necessary to evaluate varlous
testing procedures, it does seem more likely to us that a

laboratory test would provide for greater control of many
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factors sﬁch as weather and "road surface" conditions and
thus might ba preferable to track or highway teéting. The
crucilal point, though, is that the test procedure be per-
formed by an unbiased source concerned only with accuracy
and not by the industry being tested.

Regarding the design of a testing experimeant to obtain
the detalled 1nformatioﬁ needed, it is probably not necessary
to test all combinations of models and optldnal equipment to
arrive at the penalties Incurred by them, Since much of the
equipment, such as alr conditioning, is us2d across several
models, a good estimate can be determined from its effect
on just a few vehilcles., A prudently designed experiment
can sample a8 relatively small number of automobiles and
still arrive at roepresentative figures of the kind we recoﬁ-
mend, It is not the Center's purpose to present a suggested
testing procedure, We leave that to those more skilled in |
the art but we do wish to indicate the nature of the infor-
mation and a method by which we feel it should be made avail-
able, |

What Information is Needed and How to Disseminate It
Once automobiles have been tested, the paramount issue
is how to best make the results available to the consumer.
| The two obvious methods are the dealer showroom and the ad-
vertising madia. The Center urges that the necessary find-
ings be displayed to the prospective buyer in both cases,
Obviously, no single procedure willlguarantee that
the testing results reach the consumers hands updn enter-

-ing the showroom, The Center recommends that several
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formats bé adopted: . first, that the new car sticker con=
tain not only the comparative mileage figure, but the en-
gine and drive-train configuration employed to obtain that
figure; second, that a concise listing of 21l vehicles
tested, arranged in descending order of mileage results,
be displayed prominently Iin every dealer showroom; and,
third, that a compendium of all results arranged by manue~
facturer, crossed with various engine/drive-train cone
figurations and including mileage penalties expected for
various optional equipment be readily available in every
dealer showroom, The first suggestion prevents the manu-
facturer from providing the unsuspecting consumer with -
some 'typical" mileage estimate which may not be relevant
to the equipment selection of his choice. The two list-
ings should be supplied to the dealers in multiple copies;
however, penalties should be imposed for dealers failing
to comply with the display requirements., Probably market
forces will result in automotive advertising space dis-
playing the position of highest ranked vehicles, as was
the case with the Environmental Protection Agency's re~
sults, This, of céursa, is exactly the kind of competi-
tion which is required if more efficient automobileé are

to be encouraged,

Advertising
The Center recommends that the FIC require display
of the results of a federally adopted mileage test in all

new car advertising., Since gas consumption 1s a random

process, it is difficult to designate a uniquely accurate
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descriptidn of an automobile's gas consumption. If the
results of a wniform, unbiased test were Included in all
advertising campaigns, the public could mske Judicious

use of its buying power. The need to reduce national con-
sumption of petroleum products has become so important that
the Center feels that the gas economy of advertised auto-
mobiles must be communicated to the prospective buyer,

Advertising :claims must not be allowed to muddy the-
important issue‘of fuel consumption characteristiqs. To
simplify the presantation of the essential results would
best serve both thelindividual consumer and the Nation,
The Center asks that the FTC 1imit fuel economy statements
to only those of the "official" standardized test., At a
mininum, no manufacturer should.be permittad to state his
own private results without giving equal weight to the |
federally designated findings., These results must be dis-
played in equal size type in close proximity to the manu-
facturer's own test results and hot in mic:irzoscopic print
at the bottom of & page. If privately obtained results
are permitted, they must be accompanied By a description
of the full test conditions, such as vehicle weight, equip-
ment, driving cyclae, ete,, . _

The Center is deeply disturbed by recent allegations
of some automobile manufacturéfs that poor automotive fuel
economy is caused, not by the design and performance of
their vehicles, but by federal standards promulgated to
clean the alr and reduce highway casualties. These intim-

ations are no more accurate than most gas mileage advertising
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claims, iet us keep one thing clear] the manufacturer's
cholice of design to meét the standards is his own, 1If

he i1s unable or unwilling to find efficient solutions to
pollution control and casualty reduction he¢ must bear some
of the responsibility rather than denigrating the essential
premise, We can not be willing to save fuel by wasting

1lives.



