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1. I do not think it is possible for the big 4 to match their price to the discounters.

2. The prisoner’s dilemma shows that in a non-cooperative situation, even a more attractive strategy can lead to worse results. 
The big 4 is said to be in a prisoner’s dilemma because even if one of them do find an attractive strategy to gain more sales than the other big 4s, they will still lose to the discounters. For example Morrison’s ‘Match and More’ scheme that the other big 4s do not have, customers at Morisons might eventually prefer to save actual money buying from the discounters rather than gaining points on their Morrison loyalty card. Realizing how much money they can save, they might stop going to all the other big 4s.

3. I would advise Tesco to focus on marketing its own product first before they compete in the ‘price war’. For instance Tesco can give out free samples of their product, be it food or daily products. This can help attract existing Tesco customers to buy more Tesco products. When words get out that Tesco gives out free samples of their products, hopefully more people will be attracted to shop at Tesco and try out the free samples. A short online survey can be given out to get feedback on what the people think about their products. This helps Tesco adjust their products to public preference, which encourages more people to buy from Tesco.

4. The outcome will depend on who provides a better shopping experience if there is no significant difference in the price of their products. 

5. I do not think so. Even though the ‘Match and More’ scheme is to reduce uneasiness of customers when they feel like they have paid more for a product, they would realize that it is cheaper to buy that same product somewhere else. Instead of wanting to claim points for the price difference – which takes up time, they would rather just buy the product which is cheaper somewhere else and save actual money. 
6. It is difficult for them because Aldi and Lidl do not have an online website. Prices and discounts change constantly and therefore it would take a lot of effort to do a like for like comparison.

7. After Morrison’s strategy, people might realize that it is cheaper to just shop for their groceries in Aldi and Lidl. People are informed better now after the implementation of ‘Match and More’ that there are in fact, the same product out there that is sold at a cheaper price.
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