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B Y A U S T I N  R I P M A S T E R

A can of Spindrift carries three words on aluminum. They catch the way

good copy does, sideways, after the hundredth time of not seeing them.

Worth the squeeze. Three words doing more strategic work than most brands

manage in a fifty-page deck. It names the cost. It answers the price. It picks a

fight. And it finishes all three before you finish the can.

That can is the whole argument. Here it is.

T H E  D E A T H  O F  T H E  R I G H T  P R I C E

There is no longer a right number to guess. For a hundred years, price was a

proxy. You could reverse-engineer what a thing should cost from materials,

labor, and a fair margin, and a nation of shoppers ran that math on instinct.

The Price Is Right was the national literacy test for it. Guess the number.

Closest without going over takes the prize, because everyone in the studio

shared the same map of what things cost.

A  R E B E L . R E B E L  P A P E R

Worth the Squeeze
The premium is uncapped now. You just have to land the

jump.
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That map is gone. A burger is three dollars or nineteen. A bottle of water is a

quarter or seven dollars. Coffee crossed into luxury and nobody held a vote.

Price stopped tracking cost, and the old literacy stopped working, because

there is no longer a right number to guess.

This reads as chaos. It is not. It is a new order, and the order has a law.

T H E  L AW

Price sensitivity is inversely proportional to authored meaning. Where

meaning is absent, price rules absolutely. Where meaning is authored, price

floats.

The proof is in your own week. You watch the gas pump to the penny and

pay it without a story, because nobody has ever authored a single sentence of

meaning onto a gallon of regular unleaded. Then you hand over nine dollars

for a coffee and never check the math, because someone authored an entire

world onto that cup. Same wallet. Same day. Opposite behavior. The product

did not change. The meaning did.

This is also why the government's inflation figure feels like a lie told with a

straight face. The basket measures the commodity floor, the gas-and-milk

layer, the one shelf where price still equals cost. It is structurally blind to the

meaning premium, because meaning is not a line item you can weigh. The

official number describes a world we stopped shopping in around the time we

started paying seven dollars for water. Not dishonest exactly. Blind by

construction.

T H E  M O S T  VA L U A B L E  L I N E  O N  T H E  P A C K A G E

Why does this cost what it costs. Every product carries one unspoken

question. Why does this cost what it costs.



Most brands leave that line blank. They let the shopper fill it in, and now they

let the agent fill it in too, and an empty objection always gets filled with the

same word. Overpriced.

The brands winning right now do the opposite. They author the objection into

the product, so the price answers itself before anyone thinks to ask. Worth the

squeeze is a pre-emptive verdict. The fruit is real, the labor is real, the few

extra cents are the receipt for both. You arrived at the shelf with a doubt and

the can resolved it in three words. It even named its enemy without saying

the names: the tasteless seltzers that launder ordinary water through a

French-looking word and dare you to taste the difference. Spindrift hands

you the difference. The squeeze is the difference.

There are only about five ways to do this. Name them and the move stops

being a trick and starts being a tool.

T H E  F I V E  WAY S  T O  A U T H O R  A  P R I C E  O B J E C T I O N

An axis for every spine.

One. Buy it once. The premium amortizes to nothing over a lifetime, so the

price becomes a cost-per-year and the cost-per-year is small. Patagonia ran a

Black Friday ad telling you not to buy the jacket, then backed it with a repair

program and a guarantee that outlives the wearer. They answer three hundred

dollars by promising you will never spend it again. Filson, Red Wing, and Le

Creuset sit on the same axis. The objection is settled by time.

Two. Reverse the risk. The objection is not answered, it is removed, because

you cannot lose the money. Darn Tough sells a twenty-five dollar sock with

an unconditional lifetime guarantee. Wear a hole, any hole, ever, and a new

pair ships free. The warranty is the entire marketing. Vitamix's seven years

and the hundred-night mattress trial run the same play. When the downside is

zero, the price stops being a risk and becomes a formality.



Three. Show the engineering. The product performs its own premium in front

of you. Dyson answers the five-hundred-dollar vacuum by letting you watch

the cyclone work and putting the engineer's name on the box. You see where

the money went, so the doubt dies on the shelf instead of following you to the

register. Tech, appliances, anything with a mechanism worth witnessing.

Four. Recategorize. Leave the category that would cap the price. This is the

home shelf of the whole thesis. Spindrift is not flavored seltzer, it is squeezed

fruit that happens to fizz. Liquid Death is not water, it is a tallboy you buy

cold from the cooler and price against a Monster, not an Aquafina. Coffee

pulled the same move when Death Wish stopped selling a darker roast and

started selling the strongest coffee in the world, shifting the comparison from

the cup beside it to the buzz beside it. Yeti turned a cooler into field

equipment that survives a grizzly, priced it against gear instead of against

Igloo. Note who validates the premium in every one of these: anglers and

hunters for Yeti, mechanics for Snap-on, never a rented face. The insider is

evidence. The celebrity is rent.

$1.95B $1.85B 57% Poppi, acquired by Olipop valuation the Yeti gross

margin. A PepsiCo, 2025. A five- same year. The category software number

on a year-old soda priced as it left could never have box that holds ice.

wellness. held it.

Five. Make the price the point. The cost is the meaning. Erewhon turned a

smoothie near twenty dollars into the entire product. You are not buying

nutrition, you are buying the receipt and the photograph of the receipt.

Jacques Marie Mage does it with numbered eyewear, Hermes with the

waitlist. This is the most dangerous axis on the board, because it only works

after status is already authored. Run it cold and you are not aspirational. You

are just expensive.

O N E  N O T E  A C R O S S  A L L  F I V E



Values can ride any axis, but they rarely carry one alone. Patagonia's

environmentalism amplifies buy-it-once. Tony's Chocolonely's mission

amplifies a bar of chocolate. But a cause is an accelerant on a premium that

already stands. It is not a substitute for one.

P I C K  T H E  A X I S  O F F  T H E  S P I N E ,  N O T  T H E  M O O D

The single failure mode. Here is the single failure mode. A brand picks its

axis off the mood it wants to project instead of the truth of what it already is.

You cannot run buy-it-once if your product is built to be thrown away. You

cannot run reverse-the-risk if you would go broke honoring the guarantee.

You cannot run the-price-is-the-point if you are trying to be everywhere. The

axis has to be drawn from the spine of the thing, its product, its mechanism,

its history. Pick the wrong one and the premium reads as exactly what it is. A

markup. And a markup with no authored meaning behind it is the worst

position on any shelf, because both the shopper and the agent read a markup

as a reason to leave.

A premium without authored meaning is not a premium. It is a number you

are hoping nobody questions. Somebody always questions it.

E A R N  Y O U R  P R E M I U M

Land the jump and the ceiling lifts. The ceiling used to be set by the category.

A water cost what water cost. A cooler cost what coolers cost. You could

charge a little more for a little better, and the category drew the line you

could not cross.

That line is gone. The ceiling is now set by the meaning you author, and

meaning has no fixed height. Author enough of it and the comparison set

dissolves. You stop being priced against your category and start being priced



against the category you authored yourself into. Liquid Death prices against

beer. Poppi prices against wellness. Yeti prices against gear. The premium

goes uncapped the moment the thing that capped it no longer applies to you.

But it is binary. Land-or-die. Author the meaning and the ceiling lifts off the

floor. Fail to author it and the price becomes the objection that kills you, a

six-dollar water that tastes like water, an expensive version of a thing nobody

needed to be expensive.

And the law has a border, which is the proof it is a law and not a wish.

Costco, Shein, Amazon Basics, the gas pump. Those live outside it, on the

unauthored shelves where price still equals cost and authorship buys you

nothing. Where margin depends on meaning, the premium is uncapped.

Where it does not, the penny still rules. Know which shelf you are standing

on before you raise the price.

T H E  R E C E I P T

The cheapest sentence on the package. I threw the can in the recycling and

the slogan was still doing its work on the way down. Worth the squeeze. It is

the cheapest sentence on the package and it is carrying the entire price.

That is the whole move. Find the objection. Answer it in the product, in a line

a shopper believes and an agent can retrieve. Do it on the axis your spine can

actually defend.

Earn the premium and it is uncapped now. You only have to land the jump.
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