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in 2009 and then picked up in 2011. Given the disproportionately large market share of auto
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estimated welfare gains attributable to new product introductions in other industries that are 
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to decompose the overall impact 





7 

 

 To
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market m during period 
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generalized method of moments (GMM).17 
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Table 2: Demand Estimates 
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experience has the greatest positive marginal utility in year 2012, and the smallest in year 2008. 
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Elasticities of Demand Estimates 

Table 3 reports the average own-price elasticities for the auto-drip and single-cup brew 

coffee products in each sample year. Our demand model yields average own-price elasticity 
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substitution characteristics among the two coffee types as well as with the outside option.30 Though 

diversion ratios are known to be extensively examined in antitrust analyses,31 more broadly, they 

provide an alternative perspective for understand
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Last, we compute money-metric 
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Table A6
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Appendix C ± 
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