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Misleading Statistics
The United States (U.S.) government preserves numerous statistics for its citizens ranging from economy-related to population-related statistics (Semega et al., 2017). The authorities use this information to make decisions on several occasions. However, some of the data prove to be misleading by lacking the practicality and realism aspects. The U.S. Census Bureau asserted that about 30percent of Black American households under the poverty line lacked several plumbing tools such as flush toilets in 1970. In 1999, the Bureau's stats showed the figure to have reduced to 3 percent. Surprisingly, the Bureau's statistics indicated that the dimension of poverty-level for African American families with mobile phones and garments dryers increased by over 30 percent from 1985 to 1999. Again, the median per capita floor area for impoverished black households jumped by around 25 percent. It is confusing to have two opposing sides of a statistic that is presumed to be evidence-based. If this statistic is anything to go by, then the flaws in other stored statistics may be catastrophic. 
Intense competition between products that offer related services characterizes the business world (Luca & Zervas, 2016). An example is the Tread Master and the Climber that help in weight reduction. Hidden facts may come to light due to competition. However, competing firms may use fake statistics to promote market dominance or counter a competing brand. The Climber's commercial claimed only one out of ten people reduced weight by using the Tread Master weight loss services. The statistics could be correct if the Tread Master designers did a shoddy job and its marketers mislead the public to increase its profitability. The Tread Master could be ineffective in weight management with a manipulated statistical outcome to lure potential customers. However, the unethical competition approach by the owners to seek a forceful entry into the market might have influenced Climber's commercial. In desperation to earn profits, firms could design the commercial to ignore competition ethics to bring down the competitor.
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