1. It is hard for the big four to price match the deep discounters, but it does not meaning is impossible. For the big four, they adopt the product strategy, that provides a new product line with customers like lower price product or pushes out discount area, meanwhile other products maintain the same price. It can help big four attract more customers who expect to gain the discount product and retain the original customer.

2. Prisoner’s dilemma indicates a special game that it is difficult to stay cooperate situation when there is a benefit in both sides. As for this case, refers each of the big four prefers to select the choice which is only good for them, refusing to work with together, thus leading the price war and a situation of both losses.

3. As mentioned in the Q1, Tesco may be able to take product strategy, optimizing product mix. While extending the downward product line, it also makes the exiting products more distinctive, such as launching more attractive packaging or publishing co - branded products.

4. Price war.

5. [bookmark: _GoBack]It is a good way for Morrisons to catch the exist consumer because it can comfort loyal customers from the psychological feeling of the price gap, but it is difficult to attract new customers since there are might be a thought ‘why don’t I just go shopping in the discounter supermarket instead of comparing prices one by one at Morrisons’ which is a hassle for new consumers. As a result, the wisdom of the strategy depends on the response of competitors and whether the response strategy Morrisons can improve and do better in the face of competitors.

6. Primarily, Aldi and Lidl can also act quickly based on the match & more strategy, and discounter supermarket already has the foundation of economies of scale, resulting it is easier for a deep discounter to drop the price. Besides, generally, supermarkets sell durable goods, which are what people need on a daily basis. As a result, it is difficult to change once consumer habits are formed, and they tend to be loyal to where they can gain more profit.

7. The Match & More strategy actual sends a piece of information to consumers that the products of Aldi and Lidl are cheaper than Morrisons and endorsed them as the price leaders (Graham, 2014). And price compare means consumer need to go to the deep discounter to seek cheaper product so that they can gain the points, it is difficult to guarantee that consumers will not switch their loyalty options in the process of price comparison.
