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Pricing and the brain 
 
 
EVERYONE loves a bargain. But retailers know that people will sometimes turn their noses 
up at a cheap version of a more expensive item, even if the two are essentially the same. 
Dr Rangel and his colleagues found that if people are told a wine is expensive while they are 
drinking it, they really do think it tastes nicer than a cheap one, rather than merely saying that 
they do. 
Dr Rangel gave his volunteers sips of what he said were five different wines made from 
cabernet sauvignon grapes, priced at between $5 and $90 a bottle. He told each of them the 
price of the wine in question as he did so. Except, of course, that he was fibbing. He actually 
used only three wines. He served up two of them twice at different prices. 
When the team carried out a follow-up blind tasting without price information they got 
different results. The volunteers reported differences between the three “real” wines but not 
between the same wines when served twice. 
Dr Rangel’s research has implications for retailers, marketing firms and luxury-goods 
producers. It suggests that a successful marketing campaign can not only make people more 
interested in a product, but also, truly, make them enjoy it more. 
 
 

From The Economist, Jan 17th 2008 
 
 
 
 
Fibbing: telling lies 
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Perte d’emplois aux Etats-Unis pour le deuxième moi s 
consécutif 
 
C’est une grosse déception pour les analystes qui 
tablaient sur 25 000 créations d’emplois : après le s 22 
000 suppressions d’emplois annoncées en janvier, 
l’économie américaine a perdu des emplois pour le d euxième 
mois de suite en février. C’est la première fois qu e 
l’économie enregistre deux mois de licenciements 
consécutifs depuis juin 2003. 
Le secteur de la construction a perdu 39 000 emploi s, 
l’industrie 52 000 et le commerce de détail 34 000.  La 
fonction publique en revanche a embauché 38 000 per sonnes, 
le secteur de l’éducation et de la santé 30 000. 
 
 
 
 
Alors que la crise immobilière se propage lentement  au 
reste de l’économie, les mauvais chiffres de vendre di 
devraient fortement inquiéter les économistes. En e ffet, 
une détérioration de l’emploi se traduit par une ba isse 
des revenus, alors que la consommation est le premi er 
moteur de la croissance. 
 
 
 
 

Le Monde, 7 mars 2008 
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