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Figure 9.3  The set of a good's characteristics, J, and the subset of those,K, 
that are valued.
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Figure 9.4 Two strategies for decreasing the difference between a product's valued	(K) 
and non-valued (J – K) characteristics.
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Figure 9.6  The producer-seller's and the buyer-consumer's opposing desires in the space of 
product quality and price.

Figure 9.5  The correlation, r, of Price to Quality:  9.5a, r ≈ 0; 9.5b, r ≈ 0.5; 9.5c, r ≈ 1.



C
  O

  N
  S

  U
  M

  P
  T

  I
  O

  N

P
  R

  O
  D

  U
  C

  T
  I

  O
  N

Space and Time

Complexity-and-
organizationΩ

factor inputs

waste waste

goods

increase or decrease
in Ω of producer
in  the process 

increase in Ω of
consumer (decrease
also possible) = V(good)

display of happiness

Figure 9.2 How both production and consumption produce value, i.e., change 
in complexity-and-organization, Ω

speculative goods

capital goodsinvestment goods

goods with resale value

street food food

clothing

automobiles buildings

educationmachinery

companies

farmlandfisheries

land

entertainment jewelry

securitiesfactories

money

homes patents

pu
re

 c
on

su
m

pt
io

n

pure trade

land

Figure 9.1  The spectrum of resellability (typical; particular goods
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