Subject Index

Aciphex, 231

ACNielsen, 40, 279; classification systems
and, 158-60

ACNielsen ScanTrack, 22; classification of
ice cream, 23; Geomean indexes for, 30;
Laspeyres indexes for, 30; number of
product characteristics in, 27-28

Acquisition theory, 151-52

Aggregation, 30-34, 49, 379-80; cost-of-
living index theory and, 153-54; scan-
ner data for formulas, 83-84

Amalgamation, scanner indexes and, 45

Annual Tornqvist index. See Térnqvist in-
dexes

Average prices, 49

Axid, 230-34, 246

Bar codes, 1

Branded products: advertising costs for,
180-81; consumer promotions for, 182—
83; empirical findings for markup ratios
of, 188-200; markups of, 166-67; phys-
ical quality of, vs. private labels, 174—
77; production methods, scale, factor
prices for, 177-79; research and devel-
opment for, 180; trade promotions for,
182. See also Prescription (Rx) drugs;
Private-label products

Breakfast cereals. See Cereals

Bureau of Economic Analysis (BEA), 4;
classification systems and, 158-60

Bureau of Labor Statistics (BLS), 3, 5, 7, 39;
missing prices and, 349-50

Canadian Consumer Price Index, 154; for
televisions, 89, 90-95. See also Con-
sumer Price Index (CPI, US); Retail
Price Index (RPI, UK)

Cereals: price indexes for, 366—74; scanner
data set for, 356-66; Tornqvist indexes
for, 36674

Chained matched indexes, 285-86

Chain-weighted indexes, 4

Churning, 51

Cimetidine, 246n26, 249-51

Classification of Individual Consumption
by Purpose (COICOP), 160

Classification systems, 158-60

COICOP (Classification of Individual Con-
sumption by Purpose), 160

COLI theory. See Cost-of-living index
(COLI) theory

Collection costs, 103

Consumer behavior, model of, 125-30

Consumer demand, model, 124

Consumer Expenditure Survey (CEX), 4

Consumer Price Index (CPI, US), 4, 19;
benefits of scanner data for, 40; calcula-
tion of, 41; classification systems and,
158-60; formula for, 52-53; producing,
39; quality adjustments and, 119-20;
using scanner data for improving, 19—

389
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Consumer Price Index (CPI, US) (cont.)
20, 25-28. See also Canadian Con-
sumer Price Index; Retail Price Index
(RPI, UK)

Consumer promotions, for private labels vs.
branded products, 182-83

Consumption behavior, 151-52

Continuous time data, scanner data and,
3-4

Cost-of-living index (COLI) theory: aggre-
gation and, 153-54; scanner data and,
151-53

Cost-of-living indexes, 147-48, 278; types of
households and, 157-58

Cost weights, 53

CPI. See Canadian Consumer Price Index;
Consumer Price Index (CPI, US)

Data cleaning, 46

Data records, electronic. See Scanner data
Direct adjustment procedures, 25
Dominick’s Finer Food (DFF), 183-84
Dummy variable hedonic regressions, 331-34
Durable goods, 151-52

Electronic data records. See Scanner data

Electronic point-of-sale (POS) systems, 17,
71

Eli Lilly, 230-34

Exact hedonic indexes, 282-84, 339-41;
scanner data for washing machines
and, 298-302; for washing machines,
293-96

Expenditure data, lag in, 4

Explicit imputation, of missing prices, 350

First-mover advantages, 233, 233n8

Fisher indexes, 21, 30

Formulas: for annual Térnqvist indexes, 54;
for Consumer Price Index, 52-53; for
Geomean indexes, 53-54; for Geomet-
ric indexes, 134; for Laseyres indexes, 4,
41, 54-55, 133-34; for monthly T6rn-
qvist indexes, 54; for price indexes, 133—
35; for Retail Price Index, 3-84; for
Sato-Vartia indexes, 55; for Tornqvist
indexes, 134-35

Generalized Axiom of Revealed Preference
(GARP), 380-81

Generic drugs, 254-60. See also Private-
label products

Generic firms, 235n13

Geomean indexes, 30, 124; advantages of,
32; formula for, 53-54; results for, 55—
62

Geometric indexes: calculation of, 135-38;
formula for, 134

GfK Marketing Services, 279

Glaxo, 230-34

Habit purchaser households, 155-56

Harmonized Indices of Consumer Prices
(HICP), 290-91

Hedonic adjustment procedures, 25-27, 120;
direct vs. exact, 289

Hedonic indexes: exact, 282-84, 293-96,
339-41; vs. matched indexes, 287-89

Hedonic regression, 278, 319-20; changing
tastes and, 341-46; dummy variable,
331-34; flexibility issues and, 329-31;
functional forms of, 326-29; problem
of package size and, 328-29; quantity
weights and, 337-39; theory, 321-26

HICP (Harmonized Indices of Consumer
Prices), 290-91

Histamine,-receptor antagonists (H,s): his-
tory of, 230-34; marketing intensity
near patent expiration of, 244-46; pre-
scription markets for, 240-42; price in-
dex implementation procedures, 234—
40; pricing of, near patent expiration,
246-49. See also Zantac

Households, types of shopping behaviors of,
155-57

Household scanner data, 111

Ice cream: ACNielsen’s classification of, 23;
Bureau of Labor Statistic’s classifica-
tion of, 23; category item characteris-
tics, 35-37; as item stratum in CPI, 28—
30; price measurement of, 7

Ideal markups, 226-28

Implicit imputation, of missing prices, 350

Imputation of missing prices, 350; Bureau
of Labor Statistics method of, 351-52;
carry-forward approach to, 352-53;
economic approach to, 353-56, 374-80;
unit values method of, 351

Indexes. See Price Indexes

Information Resources, 40

Interspatial price comparisons, 33

Inventory behavior, for canned tuna, 138-44

Inventory shoppers, 157
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Lag, in availability of expenditure data, 4-5

Laspeyres formula, 4, 41

Laspeyres indexes, 30, 124; calculation of,
135-38; formula for, 54-55, 133-34; re-
sults for, 55-62

Linear model, of hedonic regression, 327

Log-log model, of hedonic regression, 326

Manufacturer’s cost adjustment procedures,
25

Marginal costs, 165; inferring, from private
labels, 168-73; of private-label vs.
branded products, 16667

Markups, 165; empirical findings of, for
branded vs. private-label products, 188—
200; estimating, 166; ideal, 226-28; in-
ferring, from private labels, 168-73; of
private-label vs. branded products, 166—
67; ratios for, with scanner data, 186

Matched indexes: chained, 285-86; vs. exact
hedonic indexes, 287-89

Matching process, 284-87; scanner data for
washing machines and, 298-302; for
washing machines, 296-97

Merck, 230-34

Missing data, 381

Missing prices: imputation of, 350; scanner
data and, 349-50

Monthly T6rnqvist index. See Térnqvist in-
dexes

Nash equilibrium, 169

National Income and Product Accounts
(NIPA), 4

New York Cereal Index, 356

Office for National Statistics (UK), 8, 67

Organizational-level indexes, 51-52

Over-the-counter drugs: constructing price
indexes with, 254-60; effect of sales of,
on sales of prescription drugs, 251-54;
markets for, 242-44. See also Prescrip-
tion (Rx) drugs; Private-label products

Package changes, 51

Package size, and hedonic regression, 328-29

Patent expiration: marketing intensity near,
244-46; prescription drugs and, 234-35

Pepcid, 230-34, 246

Point-of-sale (POS) systems, electronic, 17,
71

PPIs (proton pump inhibitors), 231

Prescription (Rx) drugs, 229-30; economic
theory and prices of, 234-35; effect of
sales of over-the-counter drugs on sales
of, 251-54; markets for, 240-42; patent
expiration and, 234-35; pricing of, and
patent expiration, 246-49. See also
Branded products; Histamine,-receptor
antagonists (H,s); Over-the-counter
drugs; Zantac

Prevacid, 231

Price elasticity, within-stratum, 24

Price indexes: aggregation and, 30-34; alter-
native procedures for incorporating
new drugs into, 235-40; calculation of,
135-38; for cereals, 366—74; construct-
ing, with generic and over-the-counter
“new good” entries, 254—60; formulas
for, 52-55, 133-35; high-frequency data
and, 124; interspatial price compar-
isons and, 33; organizational-level, 51—
52; scanner data and, 116; traditional
calculation method for, 4. See also
Canadian Consumer Price Index; Con-
sumer Price Index (CPI, US); Fisher in-
dexes; Geomean indexes; Geometric
indexes; Hedonic indexes; Laspeyres
indexes; Matched indexes; Quality-
adjusted price indexes; Retail Price In-
dex (RPI, UK); Térnqvist indexes

Price measurement, of ice cream, 7

Price reference day, for RPI, 70

Prilosec, 231, 232n4

Private-label products: advertising costs for,
180-81; consumer promotions for, 182—
83; empirical findings for markup ratios
of, 188-200; inferring marginal costs
and markups from, 168-73; markups
of, 166-67; physical quality of, vs.
branded products, 174-77; production
methods, scale, factor prices for, 177-
79; research and development for, 180;
trade promotions for, 182; types of
manufacturers of, 178. See also
Branded products; Generic drugs;
Over-the-counter drugs

Probability sampling, 3

Protonix, 231

Proton pump inhibitors (PPIs), 231

Quality-adjusted price indexes, 277-78; ap-
proaches to, using scanner data, 280
89
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Quality adjustment: consumer price index
practice and, 302-10; scanner data and,
115, 119-20

Quality changes, CPI and, 119

Quantity weights, hedonic regressions and,
337-39

Quotes, price: definition of, 40; eligibility of,
44; migrating, 45-46; scanner data re-
placing, 111-13; timing of, 42-43

Ranitidine, 249-51

Regression analysis, with scanner data for
televisions, 100-103

Replicates, scanner indexes and, 48

Retail Price Index (RPI, UK), 8, 67-68; cal-
culating, with scanner data for explicit
weights for aggregation formulas, 83—
84; coverage of, 70-71; data collection
system for, 68-71; matching scanner
price levels and changes to field price
levels and changes, 75-82; research de-
sign for, 73-75; scanner data character-
istics of, 71-72; store types and, 82-83.
See also Canadian Consumer Price In-
dex; Consumer Price Index (CPI, US)

Rx drugs. See Prescription (Rx) drugs

Sales taxes, scanner indexes and, 44-45

Sample representativeness, scanner data
and, 114-15

Sampling, 2-3

Sampling error, 3

Sato-Vartia index: formula for, 55; results
for, 55-62

ScanData, 41-42

Scanner data, 279; ability to link product at-
tributes with, 5-6; advantages of, 89—
90; approaches to quality-adjusted
price indexes using, 280-89; benefits of,
113; for census of transactions, 2-3; for
cereals, 356-66; challenges of, 6; char-
acteristics of, and RPI, 71-72; as con-
tinuous-time data, 3-4; cost of acquir-
ing, 118-19; cost-of-living index theory
and, 151-53; cost savings with, 103;
definition of, 1; explicit weights for ag-
gregation formulas and, 83-84; future
of, 117; household, 111; improving con-
sumer price information with, 18-19;
improving measurement of product
quality in CPI, 25-28; improving qual-
ity of CPI measurements with, 19-25;

imputating missing and suspect prices
for, 47-48; index calculations for televi-
sions with, 95-103; limitations of, 116—
17; missing prices and, 349-50; observ-
ing price and quantity simultaneously
with, 4-5; opportunities for economic
measurement and, 2; quality adjust-
ment and, 115; replacing price quotes
with, 111-13; sample representativeness
and, 114-15; for surveillance of new
goods, 3; vs. survey sampling, 123;
United States expenditures measured
with, 17-18; for washing machines,
289-92, 298-302

Scanner indexes: amalgamation and, 45;
sales taxes and, 44-45; technical issues
of, 42-49; variances and replicates in, 48

ScanTrack. See ACNielsen ScanTrack

Semilog model, of hedonic regression, 327

Shopper households, 15657

Shopping behaviors, of households, 155-57

SmithKline, 230

Statistics Canada, 8-9; price index construc-
tion at, 89. See also Canadian Con-
sumer Price Index

Stock outs, 12

Stretch-link method, 92, 93-94

Superlative hedonic indexes, 282-84

Surveys, 2-3

Survey sampling, vs. scanner data, 123

Tagamet, 230, 244—45; effect of sales of
over-the-counter drugs on sales of,
253-54; pricing of, near patent expira-
tion, 246-49; sales of, before and after
patent expiration, 249-51

Televisions, 89; consumer price index con-
struction for, 90-95; index calculations
with scanner data for, 95-103

Time dummy variable hedonic method, 278,
280-81; results of, for scanner data for
washing machines, 298-302; for wash-
ing machines, 292-93

Tornqvist indexes, 21, 30; annual, formula
for, 54; calculation of, 135-38; for cere-
als, 366-74; chained, 125; fixed-based,
125; formula for, 134-35; monthly, for-
mula for, 54; results for, 55-62

Trade promotions, for private labels vs.
branded products, 182

Tuna, canned, 124, 130-33; inventory be-
havior of, 138-44
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Unit values: definition of, 49; weekly, 50-51 and scanner data, 83-84; hedonic re-
Universal Product Codes (UPCs), 17; pack- gressions and, 337-39
age changes and, 51 Within-stratum price elasticity, 24
Variances, scanner indexes and, 48 Zantac, 230-34, 245-46; effect of sales of
over-the-counter drugs on sales of,
Washing machines, 317-18; scanner data 253-54; pricing of, near patent expira-
for, 289-92, 298-302 tion, 246-49; sales of, before and after
Waxman-Hatch Act, 232-33 patent expiration, 249-51. See also His-

Weights: explicit, for aggregation formulas tamine,-receptor antagonists (H,s)





