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Price Change from $45 to 
$200,000,000: The Value of a Brand 

It is important for pricers to never un-
derestimate the value of a brand. In 
cases in which products provide the 
same results or are, in essence, the same, 
the consumer’s perception of the value 
of each product becomes entirely de-
pendent on the brand, as the author 
explains. Tim Smith, PhD is the Man-
aging Principal of Wiglaf Pricing, Ad-
junct Professor of Marketing at DePaul 
University, Academic Advisor and Fa-
cilitator for the Certified Pricing Pro-
fessional (CPP) designation, and au-
thor of Pricing Strategy: Setting Price 
Levels, Managing Price Discounts, 
& Establishing Price Structures to 
Win the Market (South-Western Col-
lege Pub, 2011). He can be reached at 
tsmith@wiglafjournal.com.  

How much is a brand worth?  
For Rick Norsigian, a ga-
rage sale hunter and public 
school building painter, it 

represents the difference between a $45 
set of nice glass negative plates and a rare 
$200 MM find of Ansel Adams’ art.

While an expert group consisting of a 
photographer, art advisor, and handwrit-
ing analyst concluded that the glass neg-
ative plates were the work of Ansel Ad-
ams, Bill Turnage remains unconvinced 
of this pedigree.  

If the artist pedigree is sustained, Mr. 
Norsigian’s rummage purchase is con-

verted into a high-value trove.  If not, it 
remains a pile of pretty decorations.

The difference between a pile of glass 
and treasure trove is no more than a 
brand.  Does it get an Ansel Adams’ 
brand designation or not? If so, the value 
shoots up.  If not, it remains at garage 
sale levels.

It is important to realize that there is no 
difference in the imagery between the 
two brand designations.  In both cases, 
the glass plates are the same glass plates, 
the negatives are the same negatives, and 
the images that could be printed from 
the plates are the same images.  Hence, 
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PPS Happenings Serving the Pricing Community Since 1984

Upcoming Events
t PPS Online Courses – Available on Demand: 

• How to Plan, Price, and Deliver a Software as a Service Offering – Jim 
Geisman

• Retail Pricing Strategies and Tactics – John Hauptman
• Quantitative Methods in Discount Management – Tim Smith, Ph.D.
• The Sales Team and Pricing Success – George Cressman

Many more Online Courses are available. For a full list, please click on http://
pricingsociety.com/Page/5764/2009_Online_Pricing_Courses.aspx

For the most up-to-date information about PPS events and programs, please visit 
our website at www.pricingsociety.com frequently.
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the shadows, lines, emotions, and ability 
to communicate a concept between the 
artist and the viewer remain relatively 
consistent regardless of 
the brand designation.  
Therefore, the difference 
in the valuations should 
be attributed directly to 
the brand association 
and nothing more.

It is not uncommon for 
the valuation of a piece 
of art to be related to the 
name of the artist that 
made it, it is not uncom-
mon for prices on works 
of art to increase dra-
matically upon the death 
of an artist, and it is not 
uncommon for star art-
ist to sell similar items 
for far more than other 
artists.  

The valuation of Du-
champ’s Fountain has 
sealed our acceptance 
that the specific mak-
er’s hand influences the 
item’s value.  In fact, 
these truths define the 
current art market.  
Likewise, this instance 
of pricing a set of negatives does demon-
strate the value of a brand.

For Rick Norsigian, the ability to des-
ignate the Ansel Adams brand to glass 
negative plates represents the difference 
between $45 and $200 MM.  

For Whole Foods, a premium grocer, it 
represents the difference between a $3.49 
canister of Quaker Oats rolled oats and 
$2.99 canister of 365 store brand oats.

While many consumers of oats may con-
clude Quaker Oats are of superior con-
sistency, taste, texture, and nutrition, 

others are unconvinced.

It is important to realize that there is no 
discernable difference between the two 
brand designations prior to eating.  

In both cases, the canister contains 
rolled oats, and hence the same bowls of 
porridge, plates of cookies, or form of 
breading could be produced. Hence, the 
difference in the valuations should be at-
tributed directly to the brand association 

and nothing more.

It is not uncommon for the price of a 
consumable product to 
be related to the name 
associated with the prod-
uct.  Oats, like other 
consumables, are experi-
ence goods.  One does 
not know the quality of 
the food until one has 
consumed the food. 

 Once consumed, the 
eater can evaluate the 
value.  Prior to con-
sumption, the eater 
must infer value from 
the brand.  After con-
sumption, the eater will 
rely upon prior experi-
ence to anticipate the 
value of future experi-
ences.  Likewise, this 
instance of pricing a 
canister of oats does 
demonstrate the value of 
a brand.

For Whole Foods, the 
ability to designate a 
canister of rolled oats 
depresses their price 
from $3.49 for Quak-

er Oats brand to $2.99 for 365 brand.  
Simply put, brands have real value.

Reference
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One drawback of fMRI is that it takes about  
4 to 5 seconds until the local blood overshoot 
peaks. That means immediate reactions of 
the brain cannot yet be identified reliably 
using this method. 

It is not uncommon for the valuation of a piece 
of art to be related to the name of the artist that 
made it, it is not uncommon for prices on works 
of art to increase dramatically upon the death of 
an artist...
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Different customer groups 
influence each other’s 
demand 

In two-sided markets a platform 
enables interactions between dif-
ferent customer 
groups. These 

different customer 
groups have interre-
lated demands, i.e., 
demand depends not 
only on marketing 
mix instruments like 
price, but also on the 
number of custom-
ers on the other side 
of the market. For 
instance, for a news-
paper, the demand 
for advertising space 
will be higher if the 
newspaper has more 
readers. And for 
readers, the newspa-

per will become more or less attractive 
with the amount of advertising, depend-
ing on the type of advertising. 

Two-sided markets are relevant for all 
advertising-supported media like print, 
radio, and TV, but also for many other 
product categories. With payment card 
systems for example, more sellers accept 
a credit card when more buyers are will-
ing to hold it, and nightclubs face a de-
mand interrelation of male and female 
guests. 

Price structure varies strongly between 
different types of two-sided markets and 
even within the same type. One or both 
market sides are charged for access and / 
or transactions by the platform owner. 

Four types of two-sided 
markets exist

1 Exchanges, e.g. auction houses, agen-
cies, trade shows. A group of buyers 
and a group of sellers are involved in 
various matchmaking activities, e.g. 
trade shows, agencies, dating platforms, 
auction houses, and stock exchanges. A 
trade show company charges entrance 
fees from visitors and booth space fees 
from exhibitors. At auction houses 
sellers pay a price to list their products 
while buyers pay either nothing or a 

commission. At Ebay, only sellers pay 
the platform, and dating platforms / 
nightclubs often charge men (high) en-
trance fees while women have to pay low 
fees or even get their drinks for free.

2 Media, e.g. newspaper, TV, web portals. 
Magazines, newspapers, free television, 
web portals etc. create content to attract 
viewers who themselves are used to attract 
advertisers. While advertisers value more 

readers, readers might not value advertis-
ers. That is why content to readers is often 
provided close to or even below cost while 
companies have to pay high price for their 
advertisements published in the media.

3 Transaction systems, e.g. Mastercard, 
AMEX. In transaction systems dealers 
pay a fee both for the card reader and 

Optimal Pricing in Two-Sided Markets 
Media companies as well as software 
providers, online marketplaces and oth-
er two-sided markets face two big chal-
lenges in their pricing. First, they have 
to optimize prices on both sides of their 
market simultaneously. They run into a 
vicious circle if they neglect the feedback 
loop between the demand of different 
customer groups. Second, their custom-
ers’ demand depends strongly on price, 
as marginal utility usually decreases. So 
they can strongly benefit from nonlinear 
pricing. In this article, the author ex-
plains the benefits of price optimization 
in tackling these two challenges. Frauke 
Becker is a Senior Consultant in the 
Cologne, Germany office of Simon 
- Kucher & Partners (frauke.becker@
simon-kucher.com).

Relationships in two-sided markets

2010-11-22 Charts_Pricing Two-Sided Markets - 0 -

Platform
(e.g., trade show)

Market side A
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Market side B
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prices
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Chart 1

Figure 1: Relationships in Two-sided Markets

Two-sided markets 
are relevant for all 
advertising-supported 
media like print, radio, 
and TV, but also for 
many other product 
categories.
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per transaction, while cardholders pay 
an annual fee for the credit card usage. 
More merchants accept a credit card if 
more buyers are willing to hold it. 

4 Software platforms, e.g. Microsoft, 
Sony PlayStation. Software plat-
forms include personal computers 
(e.g. Apple, Microsoft) as well as 
game consoles (e. g. Sony PlayStation, 
Xbox). On the one market side, users 
can run applications only if they use 
the same platform as that relied on by 
the developers. On the other market 
side, developers can sell their apps 
only to users with the same software 
platform they have relied on in writing 
their app. The platform sells consoles 
to consumers and earns license fees 
from the software developers. Nearly 
all software platforms make most 
of their revenue from the user side, 
while developers get free access to 
the platform. However, video game 
console manufacturers receive most 
of their revenue from charging game 
developers for access to their software 
platforms. On the other hand, they 
sell videogame consoles at close to or 
below manufacturing cost.

Price optimization differs 
strongly from regular 
markets due to demand 
interrelation
Platform owners want to maximize 
their profit. In two-sided markets, they 
are challenged to determine the profit 
maximizing price-demand-combina-
tion over all customers on both market 
sides. Therefore, 1) demand interrela-
tion as well as 2) decreasing utility with 
increasing quantity has to be taken into 
account. 

1) For instance, for a trade show a price 
increase in the visitor market leads to 
a reduction in visitors, which in turn 
makes the trade show less attractive for 
exhibitors. This leads to a reduction 
in exhibitors, which causes a further 
decrease in visitor demand, and so on. 
The platform risks running into a vi-
cious circle. 

2) Additionally, decreasing marginal utility 
results in decreasing willingness-to-pay 
for additional units of booth space 
as well as entrance tickets. Nonlinear 
pricing, i.e., the use of price structures 
where the price per unit depends on 
purchase quantity, is an attractive price 

discrimination mechanism for products 
that are used in flexible quantities. For 
instance, customers use more or less 
electricity, buy more or fewer issues of 
a newspaper, or go to the gym more or 
less often. A two-part tariff is a nonlinear 
price structure that consists of a base 
fee and a price per unit. The average 
price per unit decreases with increasing 
quantity. Companies can substantially 
increase their profits through nonlinear 
pricing, as they can not only exploit 
(higher) willingness to pay for few units 
but also (lower) willingness to pay for 
additional units.

Opportunities and risks of 
price optimization in two-
sided markets
In two-sided markets, cross-subsidiza-
tion from one market side to the other 
can be reasonable. In print media mar-
kets, for example, the reader market is 
subsidized by the advertising market to 
increase advertising revenues. 

Publishers could increase their profit by 
setting very low journal prices or even 
giving a refund, e.g. a subscription pre-
mium, to increase circulation and thus 
claim higher advertising fees. Also trade 

show companies reach 
their profit maximum 
sometimes only if they of-
fer entrance tickets below 
marginal cost. In two-
sided markets marginal 
cost does not restrict 
prices, in either the short 
or the long run. 

If you optimize prices in 
two-sided markets the 
same way you do it in 
regular “one-sided” mar-
kets (i.e. you ignore the 
demand interrelation) 
a profit increase on one 
side may lead to profit 
decrease in total. For ex-
ample, for trade shows 
the visitors’ decision to 
participate strongly in-
fluences the exhibitors’ 
willingness to pay and 
consequently the profit 

Figure 2: Summary: Optimizing Prices Increases Profit Contribution Substantially
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contribution generated in the exhibitor 
market. 

However, the ratio of profit contribution 
generated in the visitor market itself is 
only about 5 to 10 percent. If the trade 
show organizer sets visitor prices too 
high or the publisher sets journal 
prices too high, a feedback loop be-
tween the demand of both market 
sides occurs, which in newspaper 
markets is known as “advertising 
circulation spiral.”

Optimization reveals 
potential to increase 
profit contribution up to 
53% 
Certain decision support systems 
have been developed to help com-
panies in two-sided markets to real-
ize profit potentials through smart 
(nonlinear) pricing. 

First, these systems measure will-
ingness to pay and second, they op-
timize prices while taking price de-
pendency and interrelation of their 
demand into account. For optimi-
zation, different tariff options (e.g. 
linear tariffs, two-part tariffs, op-
tional tariffs) as well as the fact that 
one market side will be subsidized 
to increase profits on the other mar-
ket side are included in the decision 
making processes.

In this example, we will apply this 
type of system to a trade show. 
Optimization shows that the trade 
show organizer in question can 
increase profit contribution by 5% 
simply by using higher prices with-
in a linear tariff and taking the de-
mand interrelation into account. 

The system also tested which tariffs 
and prices the trade show company 

should use if it pursues the further objec-
tive of having a large number of attend-
ees at a show. This is relevant because 
many trade show companies are pub-
licly owned, and generate indirect profits 
from exhibitors and visitors using hotels, 
restaurants and other services in the area 

where the show is held. Thus they pro-
vide tax revenues. 

If the trade show organizer wants to as-
sure that all prospective customers at-
tend the show, and thus increase indirect 
profit contribution, the use of optimal 

two-part-tariffs can still increase 
direct profit contribution by 24%. 
However, further profit potential 
can be exploited when no such “sec-
ondary” targets have to be fulfilled, 
i.e. in this case serving all prospec-
tive exhibitors. Then an increase of 
profit contribution up to 53 percent 
compared to the current situation is 
possible. 

Differences in demand 
interrelations and price 
elasticities prevent too 
generalized results 
Note that the optimal tariffs and 
prices are different for different 
markets due to differences in de-
mand interrelation and price elas-
ticities. For example, price elastici-
ties and demand interrelation are 
likely to differ across trade shows 
for different industries as well as for 
B2B versus B2C shows, resulting in 
different pricing systems. 

Also, differences across coun-
tries may play a role. For example, 
magazine subscriptions are much 
cheaper in the US than in Europe, 
and a much larger percentage of 
the publisher’s revenues is gener-
ated through advertising in the US. 
Thus it is important for each plat-
form to find the optimal tariffs and 
prices for its particular situation. 
However, a decision support system 
like the one described above offers 
a tool to support such a decision for 
most two-sided markets.

Optimization shows that 
the trade show organizer in 
question can increase profit 
contribution by 5% simply by 
using higher prices within a 
linear tariff and taking the 
demand interrelation into 
account. 
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If you haven’t walked away from 
a piece of business in the past six 
months, then it is very likely that 
your company doesn’t have a pric-

ing strategy.

In other words, you are trying to be all 
things to all people, and that is not a 
strategy. In fact, it could have a detri-
mental impact on your business because 
it means that highly price-sensitive cus-
tomers will infiltrate your company and 
obtain pricing that is well below what 
your loyal customers who value your of-
fering pay.

I’ve learned that it’s not the best cus-
tomers who get the best price; it’s the 
best negotiators. We call them “system 
beaters.” They know where the holes are 
in your pricing — how to get premium 
products at discount prices, or secure 
special discounts by making your sales-
people feel guilty or afraid of losing their 
business. They might also negotiate free 
delivery, demand an unusually high level 
of technical support, pay bills late — the 
list goes on.

So how do you deal with customers who 
have champagne tastes but want to pay 
beer prices? If you want to ensure that 
your company’s pricing integrity is not 
compromised, you must walk away from 
them. By doing so, it energizes your 
company to focus on the opportuni-
ties that will grow your business — and, 
most importantly, increase your profits.

Before you fire an account, it’s a good 
idea to do a customer-profitability anal-
ysis. That will enable you to identify 
which accounts are unprofitable, so you 
can re-price or fire them.

Recently, I was talking to the president 
of a successful company that had lost an 
account that represented 25% of its sales 
volume. Sounds like a disaster, right? 
Wrong! Even though sales went down, 
profits went up! 

This is not an unusual story. Most com-
panies have many customers that are 
unprofitable, and the best gift you 
could give the business is to fire these 
accounts. Some of them may be will-
ing to pay the higher price, but don’t fret 
over those that won’t; let them take their 
unprofitable business to your competi-
tors. Be prepared, however, for resistance 
from the sales force, particularly if they 
are paid commission on volume. 

I recently spoke to a company that was 
selling a seasonal product to a large 
chain retailer; while the volume was out-
standing, the profits were unsustainable. 
They had a negative margin on the prod-
uct, meaning that the more they sold, 
the more money they lost. The retailer 
had convinced them that no other sup-
pliers had taken a price increase.

Looking at the data, it became obvious 
that the rest of the category had been in-
creasing prices while the aforementioned 
company had been offering more and 
more, effectively decreasing their prices. 
I worked with the company to put to-
gether a sound business case to support 

a double-digit price increase and worked 
to bring the account team on-side. The 
manufacturer felt they deserved the in-
crease and their conviction to the busi-
ness case resulted in a successful presen-
tation to the retailer.

If you are not prepared to fire custom-
ers, an alternative is to offer versions of 
your product or service offering. Take, 
for example, a company that specialized 
in storage. It had premium clients in the 
pharmaceutical industry that used its 
storage facilities because of the high level 
of security, temperature control and 24/7 
access it provided. 

However, it also had low-priced ac-
counts that appreciated the superior of-
fering, but were not willing to pay for 
it. Consequently, the pharmaceutical 
customers asked for the same prices as 
the lower-priced accounts. A potential 
disaster!

In order to do business with both types 
of customers, the company built a sepa-
rate storage facility for low-value prod-
ucts. By doing so, it reduced its cost to 
serve and was able to offer lower prices 
profitably. The pharmaceutical compa-
nies were not interested in this option 
because they valued the superior security 
and other benefits, and so the problem 
was resolved.

Whether you choose to walk away from 
your unprofitable customers, or provide 
versions of your offering, don’t let them 
sip on champagne when they paid for 
beer.

Need a Pricing Strategy? Fire a Customer
One of the biggest pricing mistakes a 
company can make is hanging on to 
clients and customers who consistent-
ly negotiate their way into discounts, 
concessions and below average pricing 
levels. These customers (“system beat-
ers”) know how to identify and exploit 
holes in companies’ pricing strategies, as 
the author explains. Paul Hunt is the 
president of Pricing Solutions, a global 
pricing consultancy, and a regular pre-
senter at PPS events and workshops. He 
can be reached at phunt@pricingsolu-
tions.com. His pricing column appears 
monthly in the Financial Post (www.
financialpost.com).

If you are not prepared 
to fire customers, an 
alternative is to offer 
versions of your product 
or service offering.
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There was recently an interest-
ing piece in the Wall Street 
Journal on airline bonus mile 
programs that allow custom-

ers to purchase additional frequent flier 
miles directly from the airline.  We’ve all 
seen this. When you check in at a kiosk, 
there is invariably an offer to buy addi-
tional bonus miles for your flight at what 
seems to be an attractive price.  

But there is a catch; there’s always a 
catch.  The typical cost per mile is about 
3 cents.  But when those miles are re-
deemed, the typical passenger can expect 
to get a rate of around 1.5 cents.

Two things stuck me about this appar-
ently illogical transaction.  The first is 
that this is a growing revenue stream for 

airlines – meaning offering a bad deal to 
many customers is paying off.  The sec-
ond is why this appears to be working.  

There are two elements to this – one ra-
tional, one not-so-much.  The rational 
play is that some frequent fliers buy the 
bonus miles to top off their accounts and 
get to an award level that enables them 
to redeem miles earned the hard way 
– flying.  From an economic standpoint 
this one makes sense, it may enable me 
to spend $100 in order to redeem miles 
for a $500 ticket – a pretty good deal.

The not so rational play owes to the 
faulty ways that we humans often pro-
cess pricing information.  We see what 
appears to be a relatively small out of 
pocket expense – particularly when com-
pared against the cost of the ticket – in 
order to get something that we place a 
high value on: frequent flier miles.  

While I’m sure that there is an official 
behavioral economics term for this, let’s 
call it the Law of Small Numbers.  It 
applies when customers have a strong 
psychological reaction to what they are 
buying or when the price difference is 
small enough that it is not noticed.  We 
don’t feel that it is necessary to do the 
math.  These effects are why airline pas-
sengers will pay 3 cents per mile for 
something that is worth half that.

The Law of Small Numbers is a very 
important tool for pricers, as even small 
increases in prices can have a dramat-
ic impact of profits.  Think about it, 
what would be the impact on your bot-
tom line of an increase of 0.25% or even 
0.5%?  

Given the minimal effort to implement 
and the fact that most customers won’t 
even notice, it’s a no-brainer.

The Law of Small Numbers
The “Law of Small Numbers” can be a 

very important tool for pricers. It ap-

plies when customers have a strong 

psychological reaction to what they are 

buying or when the price difference is 

small enough that it is not noticed.  In 

this article, author Mark Burton uses 

an example from the airline industry 

to demonstrate how this strategy can 

influence customer buying behaviors. 

Burton is Co-Founder and Vice Presi-

dent of Holden Advisors, Co-author 

Pricing with Confidence: 10 Ways to 

Stop Leaving Money on the Table, 

frequent PPS Speaker, and Presenter 

of the “Pricing Certainty in Uncer-

tain Times” online workshop, currently 

available at www.PricingSociety.com. 

He can be reached at mburton@hold-

enadvisors.com. 

The rational play is that some frequent fliers buy the 
bonus miles to top off their accounts and get to an 
award level that enables them to redeem miles earned 
the hard way – flying.
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Back in October I read a great 
book, Red Plenty, by Francis 
Spufford, British Fellow of the 
Royal Society and teacher of 

writing at Goldsmiths College.

The book is all about how the post-Sta-
lin USSR was going to usher in era of 
prosperity, under the leadership of Ni-
kita Khrushchev, with the magic of the 
“planned economy” run by apparatchiks, 
whom Stalin referred to as “The engi-
neers of human souls.” But how?

Austrian economist Ludwig von Mises 
argued that a centrally planned econo-
my would never be able to replace mar-
ket prices since the calculations involved 
would outstrip the capacity of even su-
percomputers, let alone fallible human 
beings.

But there was a group of Soviet econo-
mists who argued that a market was 

nothing more than a mathematical de-
vice for allocating goods and services 
to the highest bidder, which you could 
reduce entirely into equations—the ma-
terialist fallacy, or even, the McKinsey 
fallacy: what you can measure you can 
manage.

Karl Marx concurred, arguing that mar-
kets were not very important, since they 
merely reflected the labor that was em-
bedded in commodities. Oskar Lange, 
an economist from Warsaw, even argued 
that the marketplace was a “primitive 
pre-electronic calculator” that, in the 
age of the vacuum, was an anachronism 
moving at the speed of “a babushka in a 
headscarf.”

The problem of capitalism is that it can-
not calculate optimum prices for an en-
tire economy at once. Soviet economists 
believed they could. But how?

Shadow prices: an idea developed 
by Leonid Vitalevich Kantorovich (1912-
1986), mathematician and economist, 
who was the USSR’s nearest equivalent 
to John von Neumann, and the only 
Soviet economist to win the Nobel Prize 
for Economics.

Here is how Francis Spufford explains 
what replaces the subjective value of con-
sumers (pages 164-65):
 
 What we need is a planning system that 

counts the value of production rather than 
the quantity. But that, in turn, requires 
prices that express the value of what’s pro-
duced. 

The value to whom?
Not just the value to the producer, or 
even to the consumer, because that only 
gives you capitalism again, surging to 
and fro, doing everything by trial and er-
ror. It’s got to be the value to the whole 
system; the amount it helps with what 
the whole economy is trying to do in the 
present plan period. 

And it turns out that a set of prices ex-

ist which will do that. But—in order to 
work, they have to be active. They have 
to keep changing along with the chang-
ing possibilities of the economy. So, in 
order to get them we need one big con-
nected cybernetic system with software 
written by great minds. 

So how are these “shadow 
prices” computed?
Here is how Spufford explains Kantorov-
ich’s concept (page 380):

 [Shadow prices]: The multipliers on which 
Kantorovich’s solution to optimization 
problems depended.

Essentially, they were opportuni-
ty costs: they represented the cost of 
choosing one particular arrangement of 
production in terms of the amount of 
production foregone by choosing it.

Their ideological significance lay in the 
way that, without making any reference 
to demand or to markets, Kantorovich 
had discovered a demand-like logic in 
the structure of production itself. In his 
scheme, it was the volume of planned 
output that was to be maximized, not 
the customer’s satisfaction; but he had 
still introduced the idea that utility of 
the output to somebody should be the 
guide to how production was configured. 
Sound familiar?

This is the billable hour!
I can’t count how many times I’ve heard 
that the billable hour is a “market price” 
since it represents the “opportunity cost” 
to the firm, as well as being within a 
band of competitive hourly rates among 
the competition. Neither of which has 
anything whatsoever to do with value to 
the customer! 

Spufford doesn’t refer to his book as a 
novel, but rather as a Russian fairytale. 
One could say the same about the bill-
able hour. It simply has no correlation 
with value to the customer. It’s the Tra-
bant of our times, no different than the 
now-defunct USSR’s shadow prices.
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