In this paper we provide new evidence on the impact on the U.S. CPI of the appearance and growth of new types of product outlets.  We find that the changing mix of outlet types between 2002 and 2007 had a statistically significantly negative impact on average prices in most of the 14 item food categories we study.  Our approach allows us to examine the effects of changes in outlet mix both across outlet types (such as between large groceries and discount department stores) and within those outlet categories.   We also adjust for numerous differences in item characteristics such as brand name and organic certification.  In our sample we find that the upward impact on price from increased item quality has offset most of the downward impact of lower-priced outlets.
