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(matched models method)
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ILO [6]1(7-14) " For
strategic reasons, firms may wish to dump old models, perhaps to make way for the
introduction of new models priced relatively high. Ignoring such “unmatched” models
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in measuring a consumer price index will bias the index downwards.”
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ILO [5]7-132 "Hedonic price indices are suitable

when the pace and scale of replacements of items are substantial because, first, an
extensive use of quality adjustments may lead to errors and, second, the sampling will
be from a matched/replacement universe likely to be biased.”
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