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THE COST OF NOTHING

As the cost of everything tends towards zero, the notion of value is undergoing a major
shift. Smart brands are re-valuating their business models — reconsidering the value of the
brand and recalculating how they should charge for it.

“Zero is an emotional hot — a source of irrational excitement,” argues Dan Anely, author of
Predictably Irrational. “When choosing between two products, we often overreact to the
free one.” And it is that purchasing reaction that is creating ever more innovative ways of
marketing products and uncovering new revenue streams.

The whole concept of ‘Freesumerism’ or ‘Radical Price’ can basically be divided into four
sub-categories:

1 Cross-subsidies (give away the razor and sell the blades)

2. Advertising Supported Services (free service on radio, TV, websites subsidized by
sponsors and advertising revenu)

3. Freemium (a small subset of users pay for a premium version of something)

4. Non-Monetary Markets (in which participants motivated by non-financial considerations
develop things like open-source software and Wikipedia

Of course, much of this does not sound particularly new especially when it comes to cross-
subsidies and sponsorship. In fact, King Gillette was already at it at the turn of the 19"
Century when he started with the concept of ‘inventing something people use and throw
away’.

So what's new now? One of the most ardent supporters of ‘radical price’ is Chris
Anderson, editor of Wired and author of The Long Tail and the new book Free: The Future
of a Radical Price. He argues that the differencetoday is that, while, last century, ‘free’ was
a powerful marketing method, this century, ‘free’ is an entirely new economic model. His
thinking is largely based on the growing power of the Internet and cheaper and cheaper
technology and commaodities.

READ THE PUBISHER’S VIEW IN TV 87 FOR MORE ON THIS SUBJECT
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The move to a blurring of codes, affected in a jovial and off-hand manner, deliberately borrowing
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It’s time to rethink our essential values, concerning our environment as well as ourselves. We need
to change current lifestyle choices; the old era of individualism is giving way to one, in which we
work together towards a united goal.



