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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 of the new product on specific market outcome variables
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market m during period ݐ, assumed common to all consumers; and ߙ௜ is the consumer-
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generalized method of moments (GMM).17 
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Table 2: Demand Estimates 
 Standard Logit Model (࢐࢏ࣆ ൌ ૙
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experience has the greatest positive marginal utility in year 2012, and the smallest in year 2008. 

This finding 
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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 for 

auto-drip brew coffee products within a given year ranging from 
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17
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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 understanding the 
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product. 
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effects, we undertake
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time. 
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Last, we compute money-metric 
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Table A6: Mean Predicted Outside Good Quantity Demand Percent Changes, by Year-Month (all counties)
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Appendix C ± Formally Implementing the Counterfactual Experiments 



40 



41 

 

References 



42 

 

https://ideas.repec.org/a/bpj/bejtec/v10y2010i1n9.html
https://ideas.repec.org/a/bpj/bejtec/v10y2010i1n9.html
https://www.supermarketnews.com/center-store/brands-should-spend-less-promotions-more-innovation
https://www.supermarketnews.com/center-store/brands-should-spend-less-promotions-more-innovation


43 

 

https://ideas.repec.org/h/nbr/nberch/6068.html


44 

 

Prendergast, G.P. and Marr, N.E., 1997. “Generic products: who buys them and how do they 

perform relative to each other?” European Journal of Marketing, 31(2), pp.94-109. 

Shapiro, C., 1995. Mergers with differentiated products. Antitrust, 10, p.23. 

Shapiro, C., 2010. “The 2010 horizontal merger guidelines: From hedgehog to fox in forty 

years.” Antitrust LJ


