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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.
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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...




