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Enacting Price Discrimination Scheme for the iTunes Company
	 The iTunes Company relies on flat-rate charges for the music catalog to generate revenue. However, integrating a price discrimination strategy provides fundamental opportunities for the company because it encourages surplus consumptions from the subscribers (Tovar, 2018). Price discrimination is a deliberate intention to charge varied prices to the customers for an identical product with an aim to capitalize on conditions that can sustain its implementation (Cabral, 2017). Implementing a price discrimination strategy utilizes several approaches that include first degree, second degree, or third-degree discrimination (ibid). The iTunes Company can maximize on the consumer surpluses by implementing a third-degree discrimination to charge different prices for the various clusters of consumers. 
Conditions to Sustain a Price Discrimination Scheme
The success of a price discrimination strategy is dependent on the existence of certain market conditions to sustain the positive outcomes. First, the seller should divide the current market into distinctive segments (Cabral, 2017). Second, the selected segments should exhibit varied price elasticity demand to enable discriminative pricing. Third, the seller should keep the sub-market categories separates using interventions that include price dynamism, geographical distance, and the nature of use (ibid). Lastly, the seller ought to discourage resale practices among the buyers to prevent a premium buyer from accessing the low-cost product (ibid). Therefore, adequate preparations including using technological, legal, and pricing initiatives to maintain the pertinent conditions are necessary. 
Business Opportunities
The business entities generate opportunities that surpass the challenge attributed to a price discrimination strategy in the short-run and long-term time dimensions. A notable opportunity for the business includes profit-maximization because of the ability to extract significant consumer surpluses as evident in figure 1 below. The sale of extra units from the surplus consumption translates into the additional profit margin.
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Figure 1: Consumer Surplus using Price Discrimination
	Evidently, the seller generates $700 revenue (7*100) when charging a flat rate of $7 for the merchandize. Conversely, the second seller generates total revenue $830 [(10*35)+(4*120)]. Therefore, seller B achieves a superior profit from the market by charging different prices to the consumers. 
	Secondly, price discrimination facilitates economies of scale because of the surge in output to cater for the expanded market. Charging small prices attracts more consumers for the products with normal elastic demand, which requires the business to enhance its production (Cabral, 2017). Third, price discrimination enables a business to understand the market because of it skims the entire market using various price to deduce the most profitable consumers. Equally, price discrimination boosts business survival because of the ability to maximize the consumer surplus that exists in the market. 
However, precaution should be taken to hedge the company against challenges that can hamper the efficiency of price discrimination. For example, exploitation of the certain consumers can generate resents from the consumers paying higher prices (Tovar, 2018). The consumers with an inelastic demand attributes become the captive of the sellers who charge exorbitant prices with minimal benefits for the buyers (Cabral, 2017). Another impediment that relates to implementing price discrimination regard is the limitations to sustain the pertinent conditions because of natural and logistical constraints. For examples, an online buyer can purchase an item at reduced prices and resale it to the conventional consumers. 
Proposed Price Discrimination Scheme
The iTunes should implement a third-degree price-discrimination scheme because the consumers have differentiated attributes and price elasticity. Notably, the high trench music from the major labels and new-hit singles can attract a premium price to the young buyers using online subscription channel (Tovar, 2018). On the other hand, the low-price music category relates to the classic and ‘old-school’ genres that attract the senior buyers who frequent the physical stores. Therefore, rated new songs and labels should attract a charge of $1.29 compared to a flat rate of $0.69 that the company uses across the store to capitalize the high demand for the former product. The high rated new songs have inelastic demand from the young consumers that create a surplus consumption.   
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