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The work investigates the possibilities of price discrimination employment for easing-off the negative impact of economic 
recession or crisis on a firm economic standing and on the entire society. The investigation is based on the well-known theoretical 
statement of price discrimination in combination with the main functions of price on the micro- and macro- levels. Under the 
condition of economic recession and especially crisis on the demand part, on the background of general downturn of purchasing 
power, there is substantial consumer stratification. From the supply part the economic glut aggravates the merchandising problem 
that results in the threat to the producers’ economic standing. Price discrimination is an efficient tool which lets the companies 
expand the profit by full or partial conversion of consumer surplus. Range extension of different pricing types under the condition of 
consumers’ substantial stratification keeps often an access to the goods (services) for many low-income consumers. 
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Introduction 
 

Price decisions adoption and, respectively, market members’ behaviour, both from the demand and 
supply parts, are determined by the existence, operation and registration of numerous factors being 
important for both sides. Besides the designated parts, the pricing process is under the external 
environment influence, the special part of which takes the general economic standing, defined by the 
economic cycle stages.   Quite often their role is a determinant of the company pricing policy. The goal of 
this work is the examination of the possibilities of price discrimination employment for easing-off the 
negative impact of economic recession or crisis on a company economic standing and on the entire 
society.  

To achieve the goal the work contains: 
− comparison of the role and the place of price on the micro- and macro- levels in different 

economic schools approaches; 
− price functions examination and the tools of their application under the condition of different 

market types and on different economic cycle stages; 
− demonstration of price discrimination theoretical basis and the application practice, as well as 

possible economic results on micro- and macro- levels 
 

1. Macroeconomic Aspects of Pricing 
 

Pricing processes are supposed to be the main in the Microeconomics, and money is perceived as a 
passive feature necessary for price measuring only. According to the classical political economy 
statement about the money neutrality, its amount in circulation changes the general price level only but 
does not change the volume of the National product. Nevertheless the majority of the modern economists 
consider this statement to be true only under the condition of the economy being in the equilibrium 
position in the long run. In the other cases money becomes the active tool of moving economy back to the 
equilibrium locus. Money circulation role in price level control and the price role in micro- and 
macroeconomic control are developed through the price functions and money functions. 

Serving the turnover of selling goods and services and consequently the interests of the members 
of this turnover, the price executes the measuring function. Due to the price existence, the amount of 
money, necessary for consuming goods, services or resources, is defined. Comparing prices of different 
object of selling and ideas about their utility and value, dividing them into high (expensive) and low 
(cheap), the function of commensurability is performed.  

Being the cash value, the price presents an accounting function. Using the accounting function, 
prices show all the value indicators on micro- and macro- levels. They show both quantitative indices 
(Gross Domestic Product, National Income, sales volume) and qualitative indicators (efficiency, 
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profitability, capital productivity) Performing an accounting function, price works as an important tool of 
money indicators analysis, forecasting and planning. These things define the price key position in 
controlling mechanism on any level – starting with enterprise and ending with the region, national 
economy and even global level in the contemporary world. Price behaviour analysis brings information 
about the national economics standing on the path of different economic cycles stages. The balance 
between the demand and the supply has the following impact on the price behaviour: prices increase in 
the beginning of economic upturn stage, the prices decrease with downturn coming; the prices are 
maximal in the upturn stage because of persistent demand excess over the supply. 

Being the implement of economic processes adjustment, the price performs the controlling 
function. The price balances the demand and the supply, correlating them with the money-payment ability 
of producer and consumer. In the perfect competition markets the equilibrium price is set as a result of 
market forces activities – interaction of the demand and the supply. On the market with the different 
degree of monopolization, both from the part of demand and supply, producers and consumers can have 
direct impact on price formation. Being the implement of state regulation of the economy, the price 
presents the motivation function and the redistribution function, performing the possibility of state 
interference for economic equilibrium recovery through the tools of both fiscal and monetary policies. 

It is known, under the condition of economic recession and especially crisis on the demand part, 
on the background of general downturn of purchasing power, there is a substantial consumer 
stratification. From the supply part the economic glut aggravates the merchandising problem which 
results in the threat to the producers’ economic standing. Price discrimination is an efficient tool which 
lets the companies expand the profit by full or partial conversion of consumer surplus, and the consumers 
continue having the access to the goods and services.  

 
2. Price Discrimination Theoretical Basis 
 
2.1. Principles, reasons and possibilities of price discrimination application 

The reason for using the price discrimination system is in the striving of the company, having the 
market power, to maximize its profit. Setting the same price for all the consumers, the producer loses the 
potential profit because of existence of such consumers, whose maximal readiness to pay overcomes the 
set price. 

As under the condition of imperfect competition the company has some market power, the 
expansion of sales is possible only due to decreased price for the unit of goods. Demand function of 
separate company is not perfectly elastic. The additional revenue received from the additional unit of 
goods, reflects two effects: the growth of general revenue from the sales of additional unit of goods and 
decrease of average revenue of the previous output.  

If the company could manage to decrease the price of the additional unit only, without putting 
down the price of previous output, its profit would increase considerably. Price discrimination methods 
are to divide the existing output and additional sales having purpose to receive the additional profit, which 
usually belongs to the consumers as a part of consumer surplus. 

For price discrimination being efficient and contributing to the company’s profit growth the 
following conditions should be fulfilled: 

1. The company must be able to influence the price (existence of the market power). In case the 
company has no market power, all the consumers of the product will wish to pay the same price 
for the unit of goods. The best thing the company can do is to set the price for the goods the 
consumers wish to pay. If company has no definite degree of market influence – the market 
power – its decisions cannot have any impact on consumers’ activity, market price and profit. 
Therefore, the possibility to influence the demand by changing the output and the price of the 
goods is the first indispensable condition of efficient price discrimination existence.  

2. The company is to have possibility to separate one consumer group from another in 
accordance to the consumers’ different readiness to pay for the same goods. The 
homogeneity of company consumers means the identical price estimation of the utility of 
using goods. Such consumers will react in the same way on any company behaviour in the 
sphere of price, output (and the quality of the goods). Setting different prices for the same 
goods for such kind of consumers will not change the demand – all the consumers will buy 
the goods for low price, the company profit will fall and the price discrimination will be 
inefficient. That is why the profitable price discrimination demands the availability of 
different consumers estimating the price characteristics of the goods in different way. 
Moreover, their difference must be easily defined and controlled.  
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3. The company must not admit the arbitrage – reselling the goods by the consumers, buying the 
goods for low price to other consumers for high price. In this case the additional profit from 
the price discrimination will be taken not by the company but by the consumers, performing 
the arbitrage.  

 
Obviously, the most favourable terms for price discrimination are in the service sphere, 

considering that they practically cannot be resold. In material sphere price discrimination is 
comparatively easy to practice in case when the markets are separated from each other geographically or 
by some tariffs and reselling the goods from the “cheap” to the “expensive” market is connected with 
high expenses. 

Depending on the fact, how fully the above listed price discrimination conditions are performed 
and how successfully they are combined, it is possible to speak about different possibilities of running the 
discrimination policy as a constant company behaviour. The market uppermost control degree under the 
advantageous concatenation of circumstances brings a chance to set an individual price for every unit of 
goods for every consumer in accordance with the individual demand curves – the perfect price 
discrimination (the first degree price discrimination – Figure 1). 

 
Fig.1. Perfect price discrimination 

 
The profit of the company, performing the perfect price discrimination (the right graph) 

substantially higher compared to the profit of the company, working with the unified price (the left 
graph). The unified price is set on the assumption of the profit maximization rule – the equation of the 
marginal revenue (MR) and the marginal costs (MC). In the case of price discrimination both the 
consumer surplus (CS) and the dead-weight loss (DWL) are transformed in additional company profit. 

The most liberal form of discrimination is connected with setting the different prices for different 
consumer groups – the second degree price discrimination (Figure 2). There are three parts of output on 
the graph (q1, q2-q1, q3-q2), each of them being sold for its own price (relatively P1, P2, P3). The general 
rule is the following: the amount of goods can be whatever, but the marginal revenue from the i-part is to 
be equal (i+1) part of goods and the marginal revenue from selling the last part of goods equals the 
marginal costs. 

The 2nd type price discrimination peculiarity is consumers’ self-selection. The producer wishes but 
cannot define the consumers’ paying capacity (the demand elasticity). That is why the producer puts 
forward the same price structure to everybody, giving the opportunity to choose the amount of purchased 
goods and/or specific terms of buying to the consumer. Choosing one of the options offered by the 
company, (having self-selection), the consumer lets the company perform price discrimination. 

There are the following types of price discrimination, according to the conditions under which 
different prices for the same goods are set: 

1) regional (selling in the city or in the countryside); 
2) time (tickets for night or day performance); 
3) on consumers’ income ( a doctor or a lawyer service to the rich and to the poor) 
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4) on the goods consumption volume (the minimal necessary amount and even over and above); 
5) on the social status of consumer (passage tickets for students and employed people). 

 
Fig.2. The second degree price discrimination 

 
The special place among the majority of in-between position – setting the different prices for 

different parts of goods – takes the individual approach to setting prices for separate groups of consumers 
only, which reflects the third degree price discrimination (or price discrimination by indicators – Figure 3).  

 
Fig.3. The third degree price discrimination 

 
The graph presents the subdivision of consumers for two markets, typified by demand lines DA and 

DB. Quite obvious, the marker A is less in the volume compared to the market B, but the demand is more 
elastic on it. The dashed line МRΣ is the line of the producer’s total marginal revenue line, which is the 
horizontal sum of marginal revenues on two markets (MRA and MRB). The total sales volume QΣ is 
defined by the intersection of МRΣ and МС (the marginal costs curve). The horizontal line EMR, passing 
through the intersection point E, is the line of equal marginal revenue, which allows defining the volumes 
QA and QB for every market and relatively the prices РА and РВ.  

The essential conditions, typology and possibilities of applying the different types of price 
discrimination [1, 2] allow spreading the practice discrimination pricing to the economic recession or 
crisis time. 
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Usually the price discrimination is observed in the frame of monopoly, but it is not the only market 
structure we can face it.  

Introducing the price discrimination in production sphere is indispensable to take into account the 
threat of reselling goods which can turn into the transformation of positive results – growth in consumers’ 
prosperity and growth in producers’ profit – into intermediaries’ revenue. The most serious problem for 
service market is the division of consumers by groups in dependence on their demand elasticity. 

 
2.2. Price discrimination repercussions for commonwealth 
 
2.2.1. The first degree price discrimination repercussions 

The company, applying the price discrimination, produces the output when the demand curve 
intersects the marginal costs curve and it is the efficient level of production. In other words, the profit 
maximizing company, using the price discrimination, produces the output working for maximizing the 
total surplus. 

Despite the fact this conclusion seems to be rather unexpected and can be explained in simple way. 
In case of using the perfect price discrimination the consumer surplus is away, and monopolist’s profit is 
equal to the total surplus. As they are equal, the company working for maximizing the own profit, at the 
same time maximizes the total surplus. 

The fact that the perfect price discrimination brings efficiency also emphasizes the contradiction 
between efficiency and equity problems. At first degree price discrimination the consumer surplus is 
smaller (it equals to zero) than without any discrimination. But it is worth noting the employment of this 
discrimination type makes the goods available to a greater number of consumers that maintains better 
satisfaction the market demand. The product availability is supplemented by increasing the demand and 
expanding the producers’ sales volume. 

These let come to the conclusion, from the efficiency point of view, the price discrimination 
employment is much more preferable than its absence. 

 
2.2.2. The second degree price discrimination impact on the welfare 

The employment of the second degree price discrimination in the cases when it is possible can 
increase the producer’s profit. Reviewing the aggregate surplus, including the consumer surplus and the 
profit, it is important to remember about two impacts. Firstly, it concerns the recourse distribution 
efficiency. The second degree price discrimination employment can influence the volume of produced 
and consumed goods, usually it increases. Using the chance of price discrimination employment, the 
company sells the goods (services) for the price higher than the marginal costs and it results in increasing 
the aggregate surplus. 

Secondly, using the consumer arrangement, the company sets different prices for goods and 
services. As a result, one group have to pay more for the same goods and their consumer surplus is 
smaller than the second group have, if they have the opportunity to pay less. This forced self-selection, 
from the point of view of clients, who pay more, is unfair, as they consume the same goods or service. 
This partially explains the usage of the word “discrimination”, having the definite negative hint.     
 
2.2.3. The third degree price discrimination impact on the welfare 

For comprehensive understanding how the fact of consumer differentiation and setting the 
different prices by the company-producer (the monopolist) influences the efficiency, it is necessary to 
discuss what influences the prices. 

It is known, the prices cannot be increased for all groups of consumers. If it were possible, the 
monopolist would set the higher price without employing the price discrimination. The same way, the 
prices cannot decrease. If they went down, the company, which did not use the price discrimination, 
would set the lower price. Hence, we can come to the conclusion: if the company does not use the price 
discrimination and sells its product to the different consumers’ groups, using the price 
discrimination of the third degree it will increase some prices and decrease the others. 

Price changes, when some consumers’ groups gain and others suffer from losses, give possibility to 
observe the problem of so called altruistic pricing ( such as discounts for elderly people) from the fresh 
angle. After analysing it comes clear the third degree price discrimination differentiates people according to 
their age and provides elderly people with some discounts, it maintains the additional financial load to the 
younger people. Hardly can we say this scheme is altruistic but it serves for producer’s profit increasing. 

Obviously, as a result of price discrimination policy the company has profit; otherwise it would set 
the equal price for all consumers. The question about the change of the total surplus has no answer. Using 
the price discrimination, different prices are set for different consumers. Accordingly, the consumers have 
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different marginal rate of substitution in equilibrium. Hence, we can have a conclusion the third degree price 
discrimination has a negative impact on efficiency from the consuming point of view, as the goods are 
inefficiently distributed among the consumers. Consequently, at the definite output the third degree price 
discrimination results in decreasing the total surplus. The usual monopolist, who does not use the price 
discrimination, produces less than efficient output. If the price discrimination results in production 
reduction, the inefficiency deepens. But in case the price discrimination increases the output, the total 
surplus grows. 

It is possible to draw the conclusion about the aggregate impact on total surplus and the price 
discrimination has compared to the equilibrium when the monopoly does not use the price discrimination: if 
the total output decreases under the third degree price discrimination, the total surplus also decreases 
– the produced product is inefficiently distributed among the consumers, and its total amount 
decreases. In case the total output increases, the welfare analysis gives unclear result - the produced 
product is inefficiently distributed but its total amount increases. Therefore, in this case the total surplus 
can either increase or decrease depending on the specific peculiarities of the market under consideration.  

But we can definitely assert, the total amount of output at the third degree price discrimination is less 
than efficient, regardless the fact of increasing or decreasing compared to the situation when the price 
discrimination is not used. 

It is connected with the fact – the output volume of the firm is monopolistically restricted on every 
market segment. 

 
3. Capabilities and Repercussions of Practical Price Discrimination Employment 
 
3.1. Price discrimination employment in service sphere 

As an illustration of price discrimination employment we can discuss the company «Baltic 
Cinema» ltd., performing on the competitive market. The complex Forum Cinemas Rīga started working 
in 2003. It consists of 14 halls under one roof and it can take up 3200 people. Annually Forum 
demonstrates 120-150 pictures (it is twice more than has been demonstrated in Riga before) [3; 4]. 

The company uses the possibility not only to segregate the consumers according to some definite 
features but also provoke them for self-selection. Therefore, the company has everything for employing 
the efficient price discrimination.  

The company keeps to two different business-strategies, aimed to setting different prices for 
different consumers – the second and the third degree price discrimination strategies are used. The cinema 
sets the lower prices for the morning and day performances. The prices depend on the week day also – at 
weekends the price is much higher (Figure 4). There are also different prices set for seats in the stalls and 
on the balcony of Parex Forums. Audience, having bought the tickets for the balcony seats, can visit the 
bar of Parex Forums with an eye to Old Riga. This price differentiation is necessary for consumers’ self-
selection. They will choose the time and the seats in accordance to their readiness to pay for this service. 

 
Fig.4. Setting prices depending on the time of performance and the seat in the hall 

 
This price distinction allows using the service by different social classes depending on their 

income level. As a result, the morning performances on week days are usually attended by children, as 

Ls 1,00

Ls 2,00

Ls 3,00

Ls 4,00

Ls 5,00

Working days Weekends Working days
(balcony)

Weekends
(balcony)

Morning performances Night performances



Session 4. Transport and Business Logistics 

 246

they have possibility to attend cinema in the morning and cannot afford great spending. People of high 
and middle income go to night performances or on weekends and only people with high income buy the 
tickets for the balcony. 

Additional number of customers for some performances is attracted by the employment of the 
third degree price discrimination. In this case the company segregates their consumers according to some 
features, which can serve as the indicators of their readiness to pay – children and others. Children cannot 
afford buying the expensive tickets, but employing such kind of price policy allows adding children to 
consumers with high and middle income and, as a result, increasing company profit. It also can increase 
the number of adults who wish to go to the performance with their families. The company sets the lower 
prices for children for performances from 6 p.m. till 12 p.m. (Figure 5). 

 
Fig.5. The third type discrimination according to the consumers’ differential characteristics 

 
The second type price discrimination and also selling the so-called “client’s cards” for attracting 

the regular customers are used (Figure 6). The company segregates the consumers group, whose 
individual demand for buying the exact service is higher, that means these consumers are ready to pay for 
the service (to go to the cinema) more often even if the prices are the same and maximal. The company is 
interested to allocate the high initial fee for the right to have some discount for this service. 

The cinema offers the clients to register and pay the initial fee of 6.99.lats and after that they get 
the status of “cinema club member” and also some advantages. The client’s card is given for two years 
and for prolongation of it the client will pay only 3.50 LVL. The price advantage is the discount for two 
tickets for 0.30 LVL for night performance at week days and for all performances at weekends. 

 
Fig.6. Price discrimination with accord fee applying 
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In this way the consumers’ self-selection takes place. The clients who are planning to purchase 
more often, are segregated. Certainly it is profitable for the company to segregate such clients’ category 
for profit increasing. To get the real discount the client must attend the cinema at least 24 times (6,99 : 
0,30 = 23), and only the 24th ticket will bring the discount. Firstly, the client will hardly manage to go to 
the cinema so often. Secondly, even taking into consideration this discount, the company will have no 
losses, considering that even the regular customers won’t be served at cost price or lower than the cost 
price (this statement refers directly to the company Forum Cinema). From the above-said we can draw the 
conclusion – the price discrimination of the second type not only helps the company increase its profit but 
also segregate such category as “regular clients”.   

 
3.2. Employment of price discrimination at the e-commerce market 

E-commerce market is torrentially developing. The world annual revenue from the Internet 
transactions exceeds 8 billion. The explosive rate of growth turns the Internet, according to the experts’ 
research, into one of the most profitable markets [5]. 

The technologies used in the Internet, allow the producers to employ the discrimination strategies 
in their pricing strategies. These pricing strategies can be of primary importance at the Internet markets 
because of two reasons. First of all, while the consumers can easily adopt the sellers’ information about 
the prices using the Internet recourses, the same resources let the retail sellers have the best information 
about consumers’ features [6]. Theoretically, the electronic outlets can keep records about everything the 
client has bought. Moreover, it is possible to keep records about everything the client has only looked 
through: any subject the client asked the information about, any topic he has searched for the data on, 
how long he has studied every request, and not only what he has bought, but also what he has been 
looking at but has not bought  [7; 8; 9]. 

Secondly, the low cost of reappraisal makes the dynamic on-line change in prices more efficient 
for retail sellers. 

One of the incentives for price discrimination employment in e-commerce can be the fact that 
price-conscious consumers are usually less time conscious compared to others. In this situation the sellers 
can prepare the menu of prices and convenience levels for consumers being able to choose the price 
corresponding to their readiness to pay. To get the lower price, the client has to use uncomfortable or 
time-consuming process, while less time consuming way will be more expensive [6]. 

Beneath there are three possible variants of using the Internet “conveniences” as price 
discrimination facilities by the retail sellers. 

1. First of all, the retail sellers can create the different shop interfaces, differentiated by the 
convenience level. The recourse [6] gives the example of tourist agencies belonging to the 
same company. The cheap agency had the interface which was very complicated for usage, 
while the exclusive up market agency was a real contemporary masterpiece having a very 
handy interface. They conclude that the more difficult in usage interface, belonging to the 
cheaper agency, and works as a special screen for preventing the service of more time 
conscious travellers and contribute to the price discrimination this way.  
This strategy is applicable not only for tourist agencies but for any interactive shops. The 
sellers, who facilitate the process of searching and assessing the goods, can introduce the extra 
charge for time conscious consumers. The sources of convenience can presuppose the best 
means of searching, the general instrumental means of providing the offer, samples of goods 
(e.g. chapters from the books and passages from CD) 
 

2. The policy of price comparison first seems to be the evidence of strong competition, can also 
serve as the second means of price discrimination for retailer in the Net.  
The system of price comparison the on-line retailer Books.com presents is the example of this 
method. The Books.com shows the price and has the key “price comparison”. If the consumer 
presses this key, Books.com automatically enquires the main competitors’ prices. In case 
Books.com has the lowest price (and it is the usual situation), it keeps the price. But in the 
situation this price is not the lowest; Books.com automatically sets the price to underbid the 
competitors. While the situation seems to be the evidence of strong price competition in the 
Internet, three factors testify the fact Books.com uses the consumers’ heterogeneity for price 
discrimination. Firstly, this rice change is not constant, the lowered price is offered only in case 
when the consumer asks about it pressing the corresponding keys. Secondly, the lowered price 
is urgent for only one transaction, and if the consumer returns to the site later, he will ask for 
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lower price again. Thirdly, the process is rather long, taking about a minute for executing. The 
excerpt of 20 books shows the expecting advantage for the consumer is only $0.15. It is 
possible to assume, only price conscious consumers wish to wait up for a minute for the 
expected advantage of $0.15, so there is practically the consumers’ self-selection, it means, we 
speak about the price discrimination of the second type.  

3. Interactive auctions can serve as the third example of using facilities for consumers’ 
segregation according to their readiness to pay.  

 
The auctions are not only the facilities for consumers’ segregation according to their readiness to 

pay, but also one of the most efficient tools for estimating the demand for company product and defining 
the optimal price of the goods. The company can sell its product employing rather rare type of the price 
discrimination of the first degree. The work of any auction is a market-based bargain: the seller strives to 
get the maximum profit with his product, and competing purchasers strive to pay minimum. In 
contradiction of parts interests the optimal price is worked out and the owner of the goods is defined. The 
basic difference between the auction and the majority of others trade types: the rules of realization 
process are set by the retailer but final value is set by the purchaser. The facilitators are to put the 
participants together, reconcile their relationship and provide facilities for preparation, holding and 
summing up in on-line interactive mode. 

The internet-auctions set two main aims: 
− providing company goods and services realization – the on-line auctions can be a very 

efficient way of product selling 
− Having diagnostic sales for defining the initial demand and the marketable product price – 

many companies use the internet auction as a tool for marketing estimation of new products 
demand and marketable price. 

 
Sometimes the different scheme of reselling is used. The retailer buys the goods at a bulk auctions 

aiming reselling it on retail auctions, such as e-Bay. While the bargains are taking place, the goods are 
kept in the local warehouses, and the retailer can be on the other uttermost point of the earth! 

Certainly, this reselling of non-merchantable goods gives advantage to everybody. The producer 
rids off the out-of-date collections, the auction gets the commission fee, and the retailer gets profit from 
selling goods on the local market or retail auction. 

The second condition of efficient price discrimination is also fulfilled. It tells about the possibility 
to segregate the consumers by groups. From one hand, if the auction serves as an additional commodity 
market for the producer, we speak about self-selection. For example, the same product can be sold in 
exclusive elite shop and at the auction. But the elite shops clients, first of all, may not know that the same 
product is sold somewhere else and for lower price, or have no time for searching for cheap markets, and 
that’s why they purchase in the common places. Secondly, the ideas of prestige and recognition of 
personal elitism prevent from purchasing in a cheap shop. They usually have very low price elasticity. 
And vice versa, the consumers with low income are ready to spend time for purchasing by low price, even 
if they have to wait for a month. 

From the other side, there is no necessity to segregate the consumers using the auction facilities, as 
the goods are sold by the demand price. There are such conditions when different consumers’ categories 
have no possibilities to buy the goods at the same price. The product is bought by the price corresponding 
to the maximal consumer’s assessment. This pricing is an ideal one as the producer receives not only the 
profit but consumer surplus as well. 

 
Conclusions 

 
Pricing types range extension under the conditions of consumers’ stratification keeps the access to 

the goods (services) for a low-income consumer. From the supply side the differentiated exemption of 
consumer surplus from consumers’ groups with different incomes takes place. This reduces the waste of 
profit or decreases the company’s losses. Increasing the producer’s revenue and low-income consumers’ 
access to the goods is shown on Figure 7. 

The dark rectangle is interpreted as producer’s revenue and consumer’s expenditures, if the price is 
the same. The light fragments show the revenue increment. The ones, situated over the dark rectangle are 
due to consumer surplus conversion, and ones on the right – due to the consumers with low income. 
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Fig.7. Price discrimination repercussions 
 

As a whole, price discrimination comprises the possibilities to absorb the crisis occurrence impact. 
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