1. Would it be possible for the big four to price match the deep discounters?
Generally, it is not possible for the big four to do such a price match. This is due to the big four need more profit from the products to cover its huge operation costs. However, the big four still can go on with the price match strategy if they are willing to take some risk in business such as loss or decrease in profit. 
There is an actual example that can see from Tesco’s strategy. Tesco will launch the lunch meal deal every day by offering people with different choices of food at the lowest price. People can get one main course, one beverage and a snack in the deals with only 3 pounds. This offer had shown that Tesco is able to provide a low-cost product to customers. Although the profit from the meals will decrease compare to its original product cost, it can help Tesco to attain new customers and also retain their loyal customers. 
In short, we can say it can be possible or not possible for the big four to price match the deep discounters. It is depending on the big four itself future planning whether to focus on various product lines or customer groups.

2. What is meant by the prisoners’ dilemma? In what ways are the big four in a prisoners’ dilemma situation?
The prisoner's dilemma is a decision in which two individuals acting in their own self-interests do not produce the optimal outcome. This theory can be used in the big four situations when they are trying to compete with each other without any consideration of profit or loss in business. As an example, pricing competition. 


3. Assume that you had to advise Tesco on it strategy? What advice would you give it and why?
Tesco should always focus on and improve its business strategy to be better according to the market situation. First of all, Tesco should equip with the ability to adapt to the environment changes. For example, customer preference and seasonal demand. This is due to the faster the Company understands customer’s needs, the more and faster the suitable products can offer to customers. 
As a result, the customer will choose to visit Tesco as it provides the products that customers need earlier than other competitors. This action can help Tesco to gain more customers' satisfactory and attain more profit from it. To conclude, the ability to adapt to environmental change can help Tesco gain more advantages compare to other competitors.
4. 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?
It might lead to the price war occurs between two firms. Yet, the winner of the price war is the consumers as two firms are competing to provide low prices in order to attract more customers.
5. Is Morrison’s wise to adopt its ‘Match & More’ strategy?
It might be wise to adopt it in the short term period. During the period, Morrison might gain new customers and the profit will slightly increase. The reasons are most people, who are old customers and new customers will feel interesting, have the motivation to search for the differences in prices and then shop in Morrison in order to get the discount. 
However, as time passes, consumers might realize they can straight away get cheaper prices on the same thing from other places instead to get a discount from Morrison. This will lead to the loss of Morrison and help other competitors gain new customers.  
In short, the ‘Match & More’ strategy might also wise to use in the short term period as a special activity to all customers but not suitable use in the long term period.

6. Why it is difficult for Morrison’s to make a like-for-like comparison with Aldi and Lidl in its ‘Match & More’ strategy?
This is due to the differences in the orientation of the company. Morrison’s strategy aims to retain its customer’s loyalty while Lidl aims to provide the lowest cost to customers. Also, Morrison needs to consider their company’s financial situation when they decided on the prices of products. This is because Morrison is a big size company and it needs to take care of its huge company operation cost such as employee’s wages and transportation costs.
While Lidl had positioned itself as low cost provided to customers at the beginning of the establishment of the company. So, the low cost that provides to customers still can help Lidl to gain profit and it will no negative effect on Lidl itself. Instead, this low-cost strategy is able to help Lidl gain more customer sources such as middle-income groups and students.

7. Why may Aldi and Lidl benefit from Morrison’s’ strategy?
Morrison’s strategy had helped Aldi and Lidl to promote their products. Aldi and Lidl as the low cost provided do not really care about the advertising or marketing aspects. Since Morison had adapted its strategy, more people will slowly know about Aldi and Lidl. Some groups such as international student or tourist also can know about these two company since there is no stores in their country.
[bookmark: _GoBack]To be honest, Morrison’s strategy had impaired their own customer sources and also help their opponents to get more customers and profits with free publicity.
