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TRADE

The Truth of Advertising Compliance

‘ B hen creating your

next ad campaign, consider the
average consumer's infelligence
- better yet, consider the dumb-
est consumer’s intelligence to
avoid the wrath of the Federal
Trade Commission's (FTC)
.advertising regulations.
According to the FTC, an ad
should be viewed from the
“point of view of the ‘reason-
able consumer’ — the typical
persan looking at the ad.”

Know the Rules

The FTC cites three major
rules in fruth-in-advertising.

+  Advertising must be truthful
and non-deceptive.

*  Advertisers must have
evidence to back up their
claims.

«  Adverfisements cannot be
unfair.

If you play by these thres
rules, your dealership should ba
safe from nasty FTC compliance
issues,

It sounds fairly simple,
right? Unfortunately, in reality,
it's not that simple. The prob-
lem is deciphering how the FTC

- defines thase rules and applies

them to your odvertisements.
Be Truthful and Mon-Deceptive

Defining the truth in the
first rule is not the difficult task.
The truth is cut and dry. Make
sure you tell the whale truth, nat
a half-truth or a slighted version
to make an ad loak mare
appealing. For example, don't
include in your ad in big, bald
letters, “Financing Gudranteed”
if you think 99 percanf of the

custorners that walk through
your doors will qualify tor
financing — unless, of course,
you plan on financing every
deal your finance sources deny.

What's considered decep-
tive, however, is the gray area.
In the late 90s, certain fine print
in advertisernents was ruled
deceptive. All information that
iz equally important to the con-
sumet's buying or leasing deci-
sicn must be given equal
prominence in any ad.

An exarmple of decaptive
advertising would be offering
customers an amazing deal on
a 24 month lease with "Mao
money down” in 18-point font,
while below in “mouse” print the
ad reads, "$500 security deposit
required the day of signing.” All
disclosures need fo be legible
and comprehendible, and fine
print should be avaided if possi-

ts, the FTC cites particular
red trigger terms to help
nh This list includes:

= --"No- own payment"
“Easy mnnthly payments
“L oans available at 5% below our standard APR”
“Low down payment accepted”

“Pay weekly”

“Terms to fit your budget”
“Financing available”

ble. In this particular example
the FTC requires a down
payment amount and the tofal
amount due af lease signing
to be disclosed with equal
praminence in an ad.

It doesn't matter if it's your
weekly Sunday od or o direct
mail piece advertising a
one-time sale; don't leave out
details that are important fo o
customer’s buying decision.

A great resource an FTC
advertising compliance for
dealers to have on hand is the
NADA bulletin entitled
"Advertising Update: The Rules
Hove Chonged”. It is available
online and is free to MNADA
members at NADA org.

When an adverfisement
invalves leasing, leaving key
information out can be seen
as deceptive according to Truth
in Leasing laws. If your ad
includes what the FTC calls
“frigger terms,” there are
other disclosures that must be
included and presented with
egual prominence. Consumer
lease trigger terms include
the amount of payment, the
number of required payments
and the mention of any down
payment amount. According
ta the FTC, the disclosures
required in a consumer lease
ad when a trigger term is
used include:

+  Define the transaction as a
lease.
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