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Price Discrimination
Price discrimination refers to a pricing strategy employed by certain firms whereby the customers are charged different prices for identical goods and/or services according to a certain predetermined criterion. In the purest form of this pricing strategy, the service or goods provider will charge each consumer the maximum price that they are willing to pay. As its ideals suggest, it is a pricing strategy that is employed by firms in an attempt to capture the market’s consumer surplus (McCormick, 2016). By way of according each consumer a bargaining power in the amount of money that they can use to purchase an item way out of their price range, these firms ensures that all customers, regardless of their purchasing powers, feel welcomed and enjoy the notion of buying not just the goods or services being offered but buying value: something that they stand to benefit from. 
The other reason why firms use price discrimination is so that they can be able to generate the most revenue possible for a product or service (McCormick, 2016). This is by way of applying different price limits to an identical item for the different socio-economic groups, for example. The amount paid in surplus by the highest paying customer will help them in recovering for any losses that might have been accrued in selling the same item to the lowest paying customer and hence help to maintain their profit margins regardless of the damage they are doing to the consumers. 
[bookmark: _GoBack]From an ethical perspective, price discrimination is not inherently wrong. It has been argued by various economists that it is through the application of price discrimination in many various situations that the provision of products and/or services is made possible (Luke, Brian, Mikhael & Michael, 2018). It is a form of spreading the cost of producing and distributing certain products that enable the seller to at least avail of these products and services at a cost that will allow them to at least obtain the above-average rate of return.
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