Pricing Anomalies

By

Adam Goethe

The purpose of this paper is to answer one of the greatest questions of all time - why beer cans and beer bottles cost the same amount of money? Every aspect of beer bottles suggest that they should cost more, yet they don’t, defying the most basic and trusted principles of Economics and Finance. By examining data and statistics, I will attempt to shed light on this very important subject. 

I began my research by surveying 23 consumers, and 100 percent preferred bottles to cans. In contrast, I found that beer companies do not like them as much as consumers. Bottles are significantly heavier than cans, which causes shipping prices to increase. Additionally, bottles are very inefficient in shape and take up more room, which causes shipping and shelving costs to be higher than cans. 
Statistics also show that bottles are continuing to gain ground over cans. Industry statistics from the Beer Institute, which tracks industry trends, states, “About 40 percent of all beer consumed comes out of cans, 43 percent from bottles and 8 percent from the tap.” So, I have now shown that people prefer bottles, they demand more bottles, and bottles are more costly to ship and sell - obviously bottles should be more expensive than cans with the same beer, right? No! For some crazy reason they are the same exact price!  
I continued my research by going from store to store to compare the prices of six packs of bottles and cans with identical beer. I consistently found that they were priced the same. So, I asked managers at the stores I visited, and they were clueless. Next, I talked to employees at Green Beverage, who told me that Green Beverage sells wholesale bottles and cans to their clients at the same prices. 
Finally, I was directed me to a Green Beverage manager who was able to shed light on the subject. He said, “If we charged more for bottles then everybody would buy cans. We do not make as much money off of bottles, but we feel that it is necessary to supply our customers with what they want. People will get angry if we do not supply bottles and even angrier if we charge more for them.” Ah, finally, a break in the case.  
Based on my research, I have concluded that people are not willing to pay premiums for packaging when buying highly inelastic products like alcohol, so long as it is the same exact alcohol inside. Consumers are interested in the alcohol, not the packaging. This would be the exact opposite for highly elastic products such as perfume. Consumers are willing to pay more for nicer packaging. 
Is this the greatest breakthrough of all time or what! Well, maybe not, but in all of my studies of economics I have never ran across this theory. This research would probably be most useful for marketers of either highly inelastic or highly elastic products, helping them improve sales and profits by more effectively packaging and pricing their goods. Despite my findings, I do admit that there is probably more to this mystery, and perhaps we will never know the true answer. 
