Would it be possible for the big four to price match the deep discounters

 I think it is possible,but the Big Four don’t have to compete with deep discounters on product prices.Because for the Big Four, they have their own independent product line, which means that they not only have their own brand products, but also provide customers with many different brands. At the same time, their store location is market-oriented rather than cost-oriented, which means consumers can buy the products they want in a more convenient way. The above advantages are all deep discounters can not be compared, but this also means high costs, if the Big Four and deep discounters hit the price war, the Big Four will face huge losses.

What is meant by the prisoners’ dilemma? In what ways are the big four in a prisoners’ dilemma situation?

A prisoners’ dilemma refers to a type of economic game in which two individuals or more than two individuals acting in their own self-interests do not produce the optimal outcome.
Assume that you had to advise Tesco on its strategy? What advice would you give it and why?

I recommend that Tesco focus on improving the consumer experience to improve customer satisfaction to preserve customer loyalty, while Tesco should set higher product quality standards to provide consumers with better products.Because of the cost, Tesco is not destined to win with low prices. And the quality of service and product quality can also be favored by consumers.

Assume that two firms, M and A, are playing the following ‘game’: firm M pledges to match firm A’s prices, and firm A pledges to sell at 2% below M’s price. What will be the outcome of this game?

I think this will lead to vicious price competition between the two companies, and this competition is likely to be terminated by the bankruptcy of one of the parties.

Is Morrisons wise to adopt its ‘Match & More’ strategy?

No, it isn’t.Because for consumers, they can go directly to buy cheaper products instead of buying more expensive products in Morrisons and ask it to refund the difference. If not, it will increase the time cost of consumer shopping.

Why is it difficult for Morrisons to make a like-for-like comparison with Aldi and Lidl in its ‘Match & More’ strategy?

Because Morrisons differs from Aldi and Lidl in their target consumer groups, the same strategy does not necessarily apply to different groups.

 Why may Aldi and Lidl benefit from Morrisons’ strategy?
Since Aldi and Lidl's target customer base is different from Morrisons, when Aldi and Lidl adopt a strategy similar to Morrisons, they will attract the attention of mid-market customers based on the original target customer base of Aldi and Lidl.

