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PART 9

PRICE SEGMENTA
DISCRIMINATION

Capturing Value Across the Willingness-to-Pay Distribution

Three-segment pricing showing 8% revenue improvement over single
price, first, second, and third-degree price discrimination with business
applications, third-degree discrimination profit optimization formula,
geographic tiering with arbitrage protection mechanisms, volume
discount architecture comparing block vs. incremental vs. two-part tariff,
versioning financial model showing 83% revenue premium over single
price, decoy effect in version design, student pricing financial model with
conversion tracking, Robinson-Patman Act compliance framework with
cost justification and meeting-competition defenses, and the complete
price segmentation metrics framework.
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FINANCIAL ARCHITECTURE OF DIFFERENT BUSINESS MODELS

SECTION 1

THE ECONOMICS OF PRICE SEGMENTATION

Price Segmentation and Discrimination:
Capturing Value Across the WTP Distribution

Every market contains customers with different willingness to pay for the same product or service. A single
price, however well-calibrated to the average customer, will overcharge some customers (who don't buy,
representing lost revenue) and undercharge others (who would have paid more, representing foregone
revenue). Price segmentation — the practice of charging different prices to different customer groups based
on their different WTP — is the financial strategy that allows a business to capture revenue from both ends
of the WTP distribution simultaneously. Done correctly, it expands market reach, improves contribution
margin, and increases total revenue beyond what any single price can achieve.

The academic literature calls this price discrimination — a term that carries negative connotations in
common usage but is economically neutral. Price discrimination simply means charging different prices for
the same (or similar) product to different buyers. The first-degree, second-degree, and third-degree
taxonomy that economists use is less useful for business practice than the practitioner's framework: how do
we identify segments with different WTP, how do we set different prices for each segment, and how do we
prevent high-WTP customers from accessing low-WTP prices through arbitrage?

This part covers the complete financial architecture of price segmentation: the three degrees of price
discrimination and their practical business applications, geographic pricing, volume discounts and non-linear
pricing, versioning and good-better-best as a segmentation tool, bundling as a discrimination mechanism,
student and nonprofit pricing, international price segmentation, B2B versus B2C segmentation tactics, and
the legal limits of price discrimination under the Robinson-Patman Act and state consumer protection
statutes.

1.1 The Value of Perfect Price Discrimination

Perfect price discrimination — charging every customer exactly their WTP — represents the theoretical
maximum revenue a seller could extract from a market. It eliminates all consumer surplus (the gap between
WTP and price paid) by capturing every dollar of value each customer would willingly pay. In practice,
perfect price discrimination is impossible — no seller knows every customer's WTP with precision, and
customers would resist providing that information. But the theoretical ideal is useful because it sets the
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benchmark against which any real pricing strategy can be measured: how much of the potential revenue
from the WTP distribution is the current pricing strategy capturing?

VALUE OF PRICE SEGMENTATION VS. SINGLE PRICE

Mar ket : 1,000 custoners; WP distributed $10-$110 (uniformdi stri buti on)
Variabl e cost: $8 per unit | Fixed costs: $20, 000

Single price optim zation:

At $60: 500 customers buy | Revenue: $30,000 | CM $26, 000
At $40: 700 custoners buy | Revenue: $28,000 | CM $22,400
At $80: 300 customers buy | Revenue: $24,000 | CM $21, 600

Revenue- maxi m zi ng single price: $55-$60 range

Two- segnent pricing (prem um $85 / standard $40):
Prem um buyers (WIP > $85): ~150 custoners x $85 = $12, 750
St andard buyers (WP $40-$85): ~450 custoners x $40 = $18, 000
Total revenue: $30,750 | Total CM $25, 950
Note: slightly Iess CMthan single price $60 but serves nore custoners

Three-segnent pricing ($90 / $55 / $25):
H gh ($90): ~100 x $90 = $9, 000
Md ($55): ~350 x $55 = $19, 250
Low ($25): ~170 x $25 = $4, 250
Total revenue: $32,500 (+8% vs. best single price)

SECTION 2

THE THREE DEGREES OF PRICE DISCRIMINATION

First, Second, and Third-Degree Price
Discrimination

The classic economic taxonomy of price discrimination — first, second, and third degree — provides a

useful framework for understanding the different mechanisms through which prices can be differentiated
across customers. Each degree corresponds to a different level of information about individual customer

WTP and a different pricing mechanism for capturing it.

eFuturesCFO The Systems CFO | efuturescfo.com 3/ 15



FINANCIAL ARCHITECTURE OF DIFFERENT BUSINESS MODELS

2.1 First-Degree: Individualized Pricing

First-degree price discrimination charges each customer their individual WTP — the theoretical maximum
price they would pay before choosing not to buy. In practice, pure first-degree discrimination is rare because
sellers rarely know each customer's precise WTP. However, approximations exist in several commercial
contexts: salary negotiations (employers and employees negotiate individually, with information asymmetry
on both sides), B2B enterprise software pricing (where each enterprise deal is priced through a negotiation
that incorporates signals of the buyer's budget and value), real estate transactions, and increasingly through
personalized pricing algorithms that use behavioral data to infer individual WTP.

2.2 Second-Degree: Self-Selection Pricing

Second-degree price discrimination charges different prices based on the quantity consumed or the product
version selected — allowing customers to sort themselves into price tiers based on their own behavior. The
seller does not need to know individual customer WTP because the pricing structure causes customers to
reveal their WTP through their purchasing choices. Volume discounts (buy more, pay less per unit) are the
classic second-degree mechanism: high-volume buyers reveal their preference for larger quantities by
taking the volume discount, while low-volume buyers reveal their preference for smaller quantities by paying
the higher unit price.

Second-Degree

. How It Works Business Context Revenue Effect
Mechanism

Lower price per unit at

. . . B2B goods; raw Higher total revenue from volume
Volume Discounts higher quantity . L
materials; wholesale buyers; compensates for lower unit price
thresholds
. Different feature levels . .
Versioning . . Software, cars, airlines,  Each buyer reveals WTP by which
at different prices; . .
(Good/Better/Best) consumer electronics version they choose
buyers self-select
Pre-assembled
Bundiin combinations at lower Media (cable), software  Aggregates heterogeneous WTP across
g combined price than suites, travel packages multiple products
parts
. Utilities, clubs, printer
. Fixed access fee + . . Captures consumer surplus through the
Two-Part Tariff . cartridges, SaaS with
variable usage fee usage access fee
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Second-Degree

. How It Works Business Context Revenue Effect
Mechanism

. o Hotel minibar; .
Higher per-unit price . Captures urgency premium from
convenience stores;

for smaller quantities . low-volume buyers
premium formats

Quantity Premium

2.3 Third-Degree: Group-Based Pricing

Third-degree price discrimination charges different prices to different identifiable groups of customers, where
group membership is a proxy for WTP differences. The groups must be identifiable in advance (not revealed
through behavior like second-degree discrimination) and must have meaningfully different WTP
distributions. Senior citizen discounts, student pricing, military discounts, geographic pricing, and
professional association pricing are all third-degree mechanisms.

THIRD-DEGREE DISCRIMINATION PROFIT OPTIMIZATION

Two segnents: Business buyers (price-inelastic) and Consunmer buyers (price-elastic)

Busi ness segnent: Price elasticity ¢ = -0.4

Current price: $480 | Volune: 2,000 units/nonth

Revenue: $960,000 | VC $180 x 2,000 = $360,000 | CM $600, 000
Consuner segnent: Price elasticity € = -2.2

Current price: $480 | Volune: 800 units/nonth

Revenue: $384,000 | VC: $180 x 800 = $144,000 | CM $240,000

Optinmal pricing for each segnent (inverse elasticity rule):
Optimal markup = 1/ |¢g (as %of price)
Busi ness: markup = 1/0.4 = 2.5x -> P=MC/ (1 - 1/0.4) = not directly solvable
Sinplified: business price = $520; consuner price = $310

After segmented pricing:
Busi ness: $520 x 1,920 units = $998,400 | CM $652,800
Consuner: $310 x 1,100 units = $341,000 | CM $143,000
Total CM $795,800 vs. $840,000 at single $480 price
Not e: Segnent ati on hel ps when you correctly nodel vol ume response

eFuturesCFO The Systems CFO | efuturescfo.com 5/ 15



FINANCIAL ARCHITECTURE OF DIFFERENT BUSINESS MODELS

SECTION 3

GEOGRAPHIC PRICE SEGMENTATION

Geographic Pricing: Localizing Value Capture

Geographic price segmentation — charging different prices in different geographic markets — reflects the
reality that WTP varies by location, competitive landscape, purchasing power, and local market dynamics.
The same product may command a 30% premium in a high-cost urban market compared to a rural market,
not because the product is different but because the customer's budget, the competitive alternatives, and
the local cost of comparable substitutes all differ. Geographic segmentation is among the most widely
practiced and most legally accepted forms of price differentiation.

3.1 Geographic Segmentation Design

Geographic price segmentation requires a consistent analytical framework: measure the WTP in each
geographic market, assess the competitive pricing landscape in each market, calculate the profit-maximizing
price for each market, and design the delivery and channel architecture that prevents arbitrage between
high-price and low-price markets. For digital products, geographic segmentation faces the additional
challenge of IP address spoofing and VPN use, which allows customers in high-price regions to appear to
be in low-price regions and access lower prices.

Geographic Tier Market Characteristics Pricing Approach Arbitrage Protection

Tier 1: Major High income; high cost of Premium pricing: ) .
L ” i Delivery address verification;
metros (NYC, SF, living; competitive but 15%—-25% above national .
. e . . local inventory only
Chicago) price-inelastic professionals average

. Moderate income; competitive . . . .
Tier 2: Secondary . . National average pricing; No special protection needed;
alternatives exist;

cities . standard rate card price differential too small
value-conscious

Tier 3: Rural / Lower income; fewer . . .

) . ) . Value pricing: 10%—-20% Supply allocation; local delivery
lower-income alternatives; price-sensitive; . .

below national average restriction
markets smaller total spend
International: Premium to US:
High-income High PPP; strong brand o Import restriction; warranty void
- . o 10%-20% if brand

markets affinity; low price sensitivity for gray market

supports it
(Germany, Japan) uPp !
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Geographic Tier Market Characteristics Pricing Approach Arbitrage Protection

International: S . . .
Emeraing markets Low PPP; large addressable Significantly discounted Regional product variants;

. ging . volume; high price sensitivity vs. developed markets country locks; watermarks
(India, Brazil)

3.2 Dynamic Local Pricing

Beyond static geographic tiers, dynamic local pricing adjusts prices at a hyper-local level based on real-time
local demand signals. Ride-sharing platforms price differently in different neighborhoods at different times.
Grocery delivery apps price differently in high-income versus low-income neighborhoods. Food delivery
apps charge higher delivery fees in neighborhoods with fewer driver-to-restaurant matches. These
hyper-local dynamic pricing systems generate significant revenue improvement but require both
sophisticated data infrastructure and careful ethical governance to prevent patterns that could be
characterized as discriminatory or predatory.

SECTION 4

VOLUME DISCOUNTS AND NON-LINEAR PRICING

Volume Discounts: The Two-Part Tariff and
Non-Linear Pricing

Volume discounts — lower prices per unit for larger purchases — are the most widely practiced form of price
segmentation in B2B commerce. They simultaneously capture the higher consumer surplus of large buyers
(who receive a lower unit price but pay more in total) and maintain higher unit prices for small buyers (who
pay more per unit but buy less in total). Designed correctly, volume discount structures maximize total
revenue across the entire customer portfolio by pricing each customer close to their WTP for each volume
level they purchase.

4.1 Volume Discount Architecture
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NON-LINEAR PRICING DESIGN

Three vol une di scount approaches:

1

BLOCK PRI CING (all-units discount):

0-100 units: $45/unit

101-500 units: $38/unit (entire purchase at $38 if buying 101+)
501+ units: $31/unit (entire purchase at $31 if buying 501+)

Ri sk: Custoner buys exactly 500 to stay at $38; cliff effect

I NCREMENTAL PRI CI NG (mar gi nal -units di scount):

First 100 units: $45/unit

Next 400 units (101-500): $38/unit

Units above 500: $31/unit

No cliff: Custoner pays $45 for first 100, $38 for next 400, etc.

Total at 500 units: (100 x $45) + (400 x $38) = $4,500 + $15,200 = $19, 700
Total at 500 with block: 500 x $38 = $19,000 ($700 |ess per bl ock nethod)

TWO- PART TARI FF (access fee + per-unit):

Mont hl'y access fee: $500 (regardl ess of usage)

Per unit: $35 (bel ow standard $45; discount for conmmitting to the platform
At 100 units: $500 + 100 x $35 = $4,000 vs. $4,500 at unit rate

At 500 units: $500 + 500 x $35 $18, 000 vs. $19, 000 at standard

Pl at form captures subscription revenue regardl ess of vol une

4.2 B2B Volume Discount Governance

B2B volume discount schedules — published price lists that show the discount percentage at each volume

tier — are one of the most important tools in B2B pricing governance and one of the most commonly

mismanaged. When volume discount schedules are set without financial modeling, companies frequently

offer discounts that eliminate all margin at the high-volume end of the schedule, create buyer gaming

behavior (splitting orders across subsidiaries to stay in lower tiers or consolidating to jump to higher tiers),

and fail to reflect the true cost economics of serving different volume levels.

The correct approach to B2B volume discount schedule design begins with the cost-to-serve analysis: what

does it actually cost to process, produce, and deliver different order volumes? Large orders typically have

lower per-unit cost (lower setup/changeover cost amortized over more units, lower packaging and

administrative cost per unit). The volume discount schedule should reflect these genuine cost savings and

then add the WTP premium that large-volume buyers would pay for priority service, inventory commitment,
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and supply certainty.

SECTION 5

VERSIONING AND GOOD-BETTER-BEST SEGMENTATION

Versioning: Designing Versions That Segment
Themselves

Versioning — offering multiple versions of a product at different price points, designed so that customers
with different WTP self-select into the appropriate version — is perhaps the most elegant form of price
segmentation because it requires no customer identification, no group classification, and no knowledge of
individual WTP. The product versions create the segmentation through their design: high-WTP customers
choose the premium version because they value the premium features; low-WTP customers choose the
basic version because the incremental features don't justify the price premium for them.

5.1 Designing Effective Version Architecture

Effective versioning requires that each version provides a genuinely differentiated value proposition to its
target segment — not just a feature reduction that makes the basic version seem arbitrarily crippled. The
most effective versioning is based on the customer's use case intensity: power users who use the product
extensively for high-stakes purposes value the premium features that occasional users don't need. The
basic version must be valuable enough that customers with lower WTP genuinely prefer it to not buying —
not so stripped-down that it fails to demonstrate product value.
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VERSION ARCHITECTURE FINANCIAL MODEL

Three versions: Basic ($49/nmp), Professional ($149/np), Enterprise ($399/no)

WIP Distribution (1,000 potential buyers):
WP > $399: 80 custoners -> buys Enterprise: 80 x $399 = $31, 920
WP $149-$399: 220 custoners -> buys Professional: 220 x $149 = $32, 780
WP $49-$149: 350 custoners -> buys Basic: 350 x $49 = $17, 150
WP < $49: 350 custoners -> doesn't buy
Total Monthly Revenue: $81, 850

Single-price alternative (at $149 to nmaxi m ze revenue):
Buyers with WIP >= $149: 300 custoners x $149 = $44, 700
80 Enterprise-WP custoners pay only $149 (Il eaving $200 on the tabl e each)
350 Basi c- WP custoners don't buy ($17, 150 revenue | ost)

Ver si oni ng revenue prem um $81,850 - $44, 700 = $37, 150 (83% nore)
Ver si oni ng captures revenue from both high-WP and | ow- WP segnent s
Single price serves only the mddle; versioning serves all three

5.2 The Decoy Effect in Version Design

The decoy effect — a behavioral economics phenomenon where adding a third, asymmetrically inferior
option to a choice set increases the selection rate of the target option — is one of the most powerful tools in
version pricing design. When the middle tier of a good-better-best structure is designed to look like a bargain
relative to the premium tier (offering 80% of the premium tier's features at 60% of the price), customers who
would otherwise buy the basic tier are nudged toward the middle tier. The premium tier anchors the
perception of the middle tier's value — without the premium anchor, the middle tier seems expensive; with it,
the middle tier seems like the smart choice.

SECTION 6

STUDENT, NONPROFIT, AND SPECIAL SEGMENT PRICING

Special Segment Pricing: Students, Nonprofits,
and Institutional Buyers
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Student pricing, nonprofit pricing, military pricing, and similar special segment discounts are third-degree
price discrimination mechanisms that serve dual financial and strategic purposes. Financially, they allow the
company to sell to price-sensitive segments that would not buy at the full price — capturing contribution
margin at prices above variable cost. Strategically, they build brand affinity and user habits among segments
that may become full-price customers as their financial situations change (students who become
professionals; nonprofits that receive funding increases) and generate positive publicity that supports the
brand's reputation.

6.1 Financial Modeling of Special Segment Discounts

STUDENT DISCOUNT FINANCIAL MODEL

SaaS product: $120/nobnth standard; student price: $25/nonth

St udent Segnment Economi cs:
Annual student signups: 5,000
Vari abl e cost per student user: $4/nonth
Student contribution margin: $25 - $4 = $21/nonth
Annual student segment contribution: 5,000 x $21 x 12 = $1, 260, 000

Woul d any of these students buy at $1207?
Estimated WIP > $120 in student segnent: ~3%
Students who woul d have paid full price: 5 000 x 3% = 150
Revenue sacrifice fromgiving those 150 students discount:
150 x ($120 - $25) x 12 = $171, 000

Net financial benefit of student program
St udent contribution: $1, 260, 000
Revenue sacrifice: ($171,000)
Net financial value: $1,089, 000 per year

Pl us strategi c val ue: graduates who continue as paid custoners

5% of students convert to professional tier after graduation:
250 x $120 x 12 x (LTV factor) = significant |ong-termrevenue
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Student and nonprofit discounts are excellent financial investments when properly designed and gated, but
they are regularly exploited when the verification process is weak. A SaaS company that offers student
pricing at 80% off without email domain verification or institutional enrollment confirmation will find that a
significant fraction of its 'student’ accounts are adults who simply claim student status to access the discount.
Invest in verification: require a .edu email address, use a third-party student verification service (SheerID or
UNIDAYS), or require proof of enrollment documentation. The cost of verification is trivial compared to the
revenue leakage from unverified discounts.

SECTION 7

LEGAL LIMITS OF PRICE DISCRIMINATION

Legal Limits: The Robinson-Patman Act and State
Consumer Protection Law

Price discrimination is not merely an economic concept — it is a legal category with specific statutory
constraints in the United States and in many other jurisdictions. The CFO who designs a price segmentation
strategy must understand the legal framework that governs differential pricing to avoid creating liability while
maximizing the financial benefits of segmentation.

7.1 The Robinson-Patman Act

The Robinson-Patman Act (1936) prohibits sellers engaged in interstate commerce from selling the same or
similar goods to competing buyers at different prices where the effect may be to substantially lessen
competition or tend to create a monopoly. The Act applies to tangible goods sold to competing resellers —
not to services, not to sales to end users, and not to transactions that do not cross state lines. It requires that
price differences be either justified by cost differences (a cost justification defense) or made in good faith to
meet a competitor's price (the meeting competition defense).

. . . Robinson-Patman . .
Price Differential Type Defense Available CFO Guidance

N High risk if cost Cost justification: show .
Quantity discounts to . Document cost-to-serve analysis before
difference not lower cost to serve "
large vs. small resellers publishing volume schedule
documented large buyers
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Price Differential Type

Robinson-Patman
Risk

Defense Available

CFO Guidance

Lower prices to one
retailer vs. competing
retailer

Geographic price
differences to competing
resellers

Different prices to end
consumers (not resellers)

Different prices for
services (not goods)

Promotional allowances
to some retailers but not
all

High risk; core RP
violation target

Moderate risk;
depends on
competitive
effects

Not covered by
RP; governed by
state law only

Not covered by
RP; services
exempted

High risk under
RP Sections 2(d)
and 2(e)

Meeting competition:
must be in response to
competitor price

Cost justification or
meeting competition

State-specific analysis
required

No RP defense
needed; services are
exempt

Must offer same
allowances to all
competing resellers

7.2 State Consumer Protection Law

Competitive intelligence documented;
legal review before execution

Ensure cost differences justify
geographic differential

Consumer price discrimination not RP
risk; assess state law

Services segmentation has no RP
exposure

Any promotional program must be
offered proportionally to all

For pricing to end consumers (not covered by Robinson-Patman), state consumer protection laws —
particularly statutes prohibiting unfair or deceptive practices — create a different legal framework.
California's Consumer Legal Remedies Act, for example, prohibits 'advertising goods or services with intent
not to sell them as advertised' and 'representing that a transaction confers or involves rights, remedies, or
obligations which it does not have.' For dynamic pricing and personalized pricing to consumers, the key
legal risks are: showing a consumer a 'was' or 'original' price that was never actually charged to anyone;
using protected characteristics (race, gender, national origin) directly or through proxies to set prices; and

dynamic pricing that creates deceptive urgency signals.

SECTION 8

METRICS FRAMEWORK AND CFO CHECKLIST

Price Segmentation Metrics and CFO Checklist

eFuturesCFO
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8.1 Price Segmentation Metrics

Formula / Definition Benchmark / Target

Revenue Lift from (Segmented Revenue - Single Price
Segmentation Revenue) / Single Price Revenue

Average Selling Price by

Net Revenue / Units Sold by segment
Segment

Segment Price

o Actual ASP / Target ASP for segment
Realization

Premium buyers who downgraded to

Cannibalization Rate . .
lower tier / Total premium buyers

Upgrade Rate Customers who upgraded from lower to
(versioning) higher tier / Base

Special Segment Special segment (student/nonprofit) to
Conversion Rate full-price conversion over time

Cross-segment purchases identified

Arbitrage Incidence Rate
g (high-WTP buying at low-WTP price)

Local market price / National reference

Geographic Price Index .
price

Volume Discount Capture =~ Revenue from volume-discounted tiers /
Rate Total discount-eligible revenue

8.2 CFO Operating Checklist

Track; positive confirms segmentation is
financially justified

Track vs. WTP research; declining = segment
pricing erosion

>92% target; below 85% = discount creep in
segment

<5% healthy; rising = premium version not
differentiated enough

Track trend; rising = value of premium tier
being recognized

Track 12-month and 24-month conversion;
validates segment strategy

Target: <1%; rising = fencing mechanisms
need strengthening

Track by market; divergence beyond +25%
warrants review

Track; low capture rate may mean schedule
is not reaching target buyers

« WTP distribution estimated for all major customer segments: research method documented; segment
boundaries defined by observable, verifiable criteria rather than self-reported characteristics.

* Version architecture designed with financial model: revenue at single price vs. multi-version modeled;
cannibalization rate estimated; version feature differentiation sufficient to minimize arbitrage.

* Volume discount schedule financially modeled: cost-to-serve analysis at each volume tier documented;
Robinson-Patman cost justification defense prepared for published schedule; discount cliff effects

identified and smoothed.

» Geographic pricing architecture documented: price by region or country set using PPP-adjusted WTP
data; arbitrage risk assessed for each market pair with price differential >20%.

* Special segment discount programs formally governed: verification process documented; estimated
revenue sacrifice vs. contribution margin modeled; conversion-to-full-price tracking established.
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» Robinson-Patman compliance reviewed annually: any differential pricing to competing resellers
reviewed against cost justification and meeting-competition defenses; outside counsel opinion obtained
for material pricing differentials.

* Personalized pricing audit completed semi-annually: pricing data analyzed for use of protected
characteristics (directly or through proxies); state consumer protection law compliance confirmed.

» Promotional allowance parity confirmed: any promotional program offered to one competing reseller
confirmed as available on proportionally equal terms to all competing resellers per RP Sections 2(d)/(e).

Closing Perspective: Segmentation as Value
Architecture

Price segmentation is not the art of finding ways to charge different people different amounts for the same
thing — though it is sometimes characterized that way. It is the financial discipline of recognizing that value
is heterogeneous, that different customers receive genuinely different value from the same product, and that
a pricing structure that ignores this heterogeneity fails to serve anyone well. The customer who receives
enormous value and pays a price set for the average customer is getting a windfall subsidy. The customer
who receives modest value and is priced out by a price set for high-value customers is denied access to
something they would benefit from. Segmented pricing addresses both failures simultaneously.

The legal constraints — Robinson-Patman for B2B goods, state consumer protection law for consumer
pricing, international competition law for global operations — are not obstacles to segmentation but
guardrails that prevent it from being used as an instrument of anti-competitive manipulation. The CFO who
understands both the financial logic and the legal framework of price segmentation can design and
implement pricing structures that are financially optimal, legally sound, and commercially durable.

Part 10 covers Psychological Pricing and Behavioral Economics — charm pricing and the 9-ending effect,
anchoring and the decoy pricing mechanism, the paradox of choice in tier design, price framing and
payment timing psychology, free trial and loss aversion mechanics, reference price management, and
peak-end rule applications to pricing experience design.

End of Part 9: Price Segmentation and Discrimination | Pricing Strategy — A 14-Part Series
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