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How to win a campaign for a Soda Tax:
the Mexican Case

Medicus Mundi Switzerland

“No more bussines-as-usual. Changing Health Care
and Politics to Tackle Non-Communicable Diseases”
Basel, October 2017.




Deaths from diabetes in Mexico

The human drama

2000 2002 2004 2006 2008 2010 2012 2014 2015*%

Ministry of Health of Mexico, Mortality Database.

*Most recent data on deaths from diabetes
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Total costs of obesity in Mexico

(in millions of pesos)

for a Soda Tax in Mexico

2000 2008

Gutiérrez C. et al. (2012) in Obesidad en México:
Recomendaciones para una politica de Estado, (Chapter 11, 279-288).
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SSB consumption in Mexico

200
1
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150

Liters Per Person/Y ear
100

50

United Peru Colombia Brazl Chile Mexico
States

Calculation by Dr. Kelly Brownell, based on data from Datamonitor 2009,
Euromonitor 2009, and Andreyeva et al 2011.
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Primary source of added sugars

70% of added

sugars in the Mexican
diet come from SSBs

Sanchez-Pimienta et al. J. Nutr. (In press)
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Ultraprocessed food & beverage
sales in Latin America
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Ultraprocessed food & beverage
sales and mean BMI
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Changes in Mexican consumption

(1984-1998)
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The strategy to advocate
for a soda tax in Mexico




Create and raise a strong, collective voice

alianza por la salud alimentaria

O

./(@;:‘./" @ V UNDACION THE

COA NOT RICION EL PODER DEL CONSUMIDOR Ml DETE II;IIIiJCI)\}ICE;CE"}3 Y e OXFAM

NUTRIR ES PREVENIR Meéxico México

COALICION DE ORGANIZACIONES
MEXICANAS POR EL DERECHO AL AGUA G%@
:
O D A Grupo de Estudios
Ambientales A.C.

EL BARZON

SIN MAIZ NO HAY PAIS

ALINENTOS CAMPESINGS PARA MEXICO
iEL HAMBRE NO ESPERA!
ALCONSUMIDOR

MEXiCO
MEXI@ DE ACCION
R hos de la Infan,

POR EL AGUA
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Complementary partners advocating
for policy change

Civil
society

Public opinion -
Political pressure

Academia Lobbying

Engagement with
Congress & key
stakeholders

Evidence
generation and
analysis
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Three essential campaign steps

2. ldentify
the

1. Expose
the human

3. Present

solutions

drama culprits

People see: People see: People see:
THE VICTIM THE CULPRIT A SOLUTION
People feel: People feel: People feel:

INTERESTED ANGRY ENGAGED
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Campaigning in public spaces

“First Came Obesity, Then Diabetes” mass media campaign

1. Human drama

Y 6 )
J‘\}\ y \Y -
Pl ' @ Fue la obesidad,

Fue la obesidad,

después la diabetes... después la diabetes...

¢, Cuanto contribuyo
la publicidad de
refrescos?

¢ Cuanto contribuy6
que se ocultara el riesgo
de los refrescos?

: EXIJAMOS QUE LOS
EXIJAMOS SU REGULACION

inférmate y simate: ?'ﬂﬂ D ! Mermatey simate: o3
actuaporiasalud.org aim www.actuaporlasalud.org =i @ !

Campaign in Mexico City
November 2012 to February 2013
Subway, billboards and social media
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Campaigning in public spaces

“First Came Obesity, Then Diabetes” mass media campaign
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Public demonstrations

“500,000 deaths during the past administration” media stunt

1. Human drama

EL PODER DEL CONSUMIDOR

Otrenda
frenteals

Aprovechan la fecha para
protestar contra diabetes

kg easm e o

En la entrada principal del
edificiode la Secretaria de Sa
lud, Ia organtzacion civil E1
Poder del Consumidor colo-
0 una ofrenda de muertos
‘para recordar al medio millon

Astmismo, criticaron la fal
ta de acciones por parte del
[

foderal para frenar
€l consumo de productos
“chatarra™
Integrantes de esta
zacion colocaron 1a tradicio-
nal ofrenda de Dia de Muer
103, con flores de o

por diabetes asociada a la

chil velacoras,
ras, pero o que ms destacd

chatarra y refrescoc 500 mil
muertes”
Mrhn&ncﬂ\ﬂk\dlmnm
deestac
m«)q.rhuunuﬂm.x re
frescos en la ofrenda de
muertos es como un simbolo
de que 5000 de o produc

de refrescos y comida chata
7a que provocan diabetes,

te de 500 mil diabiéticos que}

se han registrado en esta ad \

epidemia de cbesidad y que
conlfleva a enfermedades co-

entre
prom sttt it
se ha podido atender por los

‘También, considerd que 1)
Secretaria de Salud no ha

Ouminte o scario . faston unad filsas tambes o dlbetes intereses que hay alrededor  cumpiido con o de 108 ob
de Pelipe Caidercn soste de la gran industria de bebl-  jetivos del Acuerdo Nack
Los activistas afirmaron  nidas por X s una protesta contra 1as su ahuyahymim $ quees
que en este sexenio no se 10~ Ademds, hubo una repre por 1o tm ,nosehan  tablece el desarrolio de eti
£ detener I velocidad con  sentacin que hickoron cuatro piblicas ade-  pucsto en marcha programas  quetado para orfentar 4 lo:
que aumentan los e a:- mu]mn vestidas de negro  cuadas, apesardequeespal:  para regular los Al
o ™ chatarra y s6lo se han limita-  dfjo, se ha permitido que
T coavertido en wma eplde- 12 leyenda: -La Secretaria G iy el sobrepeso, doala falla supro
i en fuestro pais Sﬂhx!ﬂuw\cbdtlamnkh gue of consumo G plo engafoso.
-
S "

Event in front of the
Ministry of Health in Mexico City, 2012
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Campaigning in public spaces

“12 Spoonfuls of Sugar” mass media campaign

2. Culprits

éLes darias 12 cucharadas de aziicar?

¢POR QUE
DA

e ¢Te

comerias

cucharadas ge

azucar?

stienen 12cucharadas | \NFORMATE: WWW.actl

¢, Por qué
tomas refresco?

bl

INFORMATE: Www.actuaporlasalud.org n

Campaign in Mexico City
May to August 2013

Subway, billboards, buses, radio and social media
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“12 Spoonfuls of Sugar” mass media campaign

2. Culprits

5
beggn'as

cucharadas de

azucar? g

El refresco
esdulce,
|a diabetes¥.}

no ;
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Public demonstrations

“500,000 deaths during the past administration” media stunt

2. Culprits

EN EL SEXENIO

599 006 MUERT A8
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Multiactor support soda tax
PAHO/WHO, legislator, academia and civil society

3. Solutions

UNA POLITICA nscAl.
SALUDABLE...
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Campaigning in public spaces
“For a Healthier Mexico” mass media campaign
“With the soda tax drinking fountains in schools and public spaces”

3. Solutions - : Con el impuesto
| al refresco:
Bebederos de
agua en escuelas
y espacios

pu iblicos  rerresco

ES DULCE,
LA DIABETES
NO.

a\a.r.ua
www.actuaporlasalud.org S & ¥

Campaign in Mexico City
September to October 2013
Subway, buses, billboards, paid TV, radio, magazines and social media
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Campaigning in public spaces
“For a Healthier Mexico” mass media campaign
“With the soda tax drinking fountains in schools and public spaces”

3. Solutions J+i 4

!
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Campaign in Mexico City ATROERTE

September to October 2013
Subway, buses, billboards, paid TV, radio, magazines and social media
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The industry playbook .

POR CUCHARADA

- Industry media control.

Pressure on media companies to close airways and advertising to
the Alliance: All open TV stations, radio stations of a national
network and 2 publishing houses

JUEGA MAS
POR MUCHOS ANOS.

» Attack the messanger not the message:

“No to the Bloomberg tax,” “We’ll all pay,” “Get active” and no },ﬁ T 20 GLINTS
. )
health merit to tax RS
A ?tap.. la felicidad
' | , ;.\v\\;i 1l
* Medla Strategy: B AL REFRESCO

ool

P p——

The most powerfull public relation agencies produce the narrative
against soda tax through finantial columnists and reporters
OpEds and paid ads in national dailies
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The industry playbook

* Industry campaigns:

Soda industry includes the sugar cane industry and a national
association of local store owners in their campaign against soda
tax .

Created “consumer associations” with campaigns against the soda
tax

*Messages from the soda industry
The soda tax:
1. Affects the poorest families

2. Does not have health beneffits

3. Cause job losses

EL PODER DEL CONSUMIDOR

1" CADA DIA

$00 19 CALORIAS
POR CUCHARADA

JUEGA MAS
POR MUCHOS ANOS.

<" ESTA TIENDA
\ Y SUS CLIENTES

i DECIMOS

AL REFRESCO

‘Coca-Cola habriarepartido entre las

una leyenda en contra del aumento de los
comosi

A Destapg la felicidad
bl 'V N

]1’ \ﬁ»@ “

Ve =

omo.

fueran firmados por los duefios y sus dlientes.
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Allance of Convenience

G AT

5010 19 cALORiRS
POR CUCHARADA

42°30ar

de Cana

ES NATURAL

mate .

hab\emosdeazucar

( 1 &
v "[_—f

e

A

“A little bit of joy every day - Only 15 calories per
spoon - Sugar is natural”

W/ SUGAR CANE PRODUCERS

Competing messages: “Sugar is
good for you”

The “Let’s Talk About Sugar”
mass media campaign has
appeared yearly in Mexico City
and other main cities since the
summer of 2012, weeks after the
Alliance’s “12 Spoonfuls of Sugar”
ended. This campaign was
renned untl 2015 with great
Investments.
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Creation of Different Fronts

=" 'ESTA TIENDA
N Y 5US CLIENTES
i

DECIMOS

Engagement of a “National
Association of local store owners”
supported by Coca Cola with a *
poster campaign in 1 million . A OTRO
places against soda tax and

. o ; AL REFRESCO
recollection of 1 million signatures.

Coca-Cola habriarepartido entre las
tienditas de la Ciudad de México carteles con
una leyenda en contra del aumento de los
impuestos en bebidas azucaradas, como si
fueran firmados por los duefios y sus clientes.

Propietarios dijeron a Reporte Indigo que
también les hicieron firmar un formato para
manifestarse en contra de la medida, incluida
en la propuesta de reforma hacendaria de EPN.
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Formal engagement in the
National Cruzade on Hunger:
PepsiCo & Nestle

Industry participation in the
Observatory of the National
Strategy to Prevent and Combat
Obesity and Diabetes (OMENT)

Public-Private Partnerships

COMEXICO, Asociacion Nacional de Productores conmexdico

Refrescos vy Aguas Carbonatadas A.C., FEMSA, ¥
UNILEVER, NESTLE, Asociacién Nacional de las industrias m %

P . 5 Unillowe
Azucarera y Alcoholera, Asociacién Mexicana de la
. . . . e A
industria Salinera y de McDonald’s, ONG’s vy % A
académicos entre otros para su sensibilizacién. T e

Campaign Strategy for a Soda Tax in Mexico
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Industry hype: denial of science & facts

PAID MEDIA
" “7 of 10 Mexicans don’t agree,” “We'll

“No health merit,” “It won't fix the problem,
" “No to the Bloomberg tax”, among others

all pay,” “No more taxes,

. ™
Negocios

| (UNIMPUESTO ADICIONAL AL REERESCO?. |

RAZONES ISENGRESIDIEUTADGS?
iLO PAGAMOS TODOS!

iNO

Lhieablicsioze EL RECHAZO AL IMPUESTO BLOOMBERG
CONTRA LAS BEBIDAS AZUCARADAS El refresco que consumes
ES GENERALIZADO. ya paga 16% de IVA
o z o - De aprobarse un nuevo impuesto
A »@”@Q A LAS
\I
| @ de cada peso que gastes en refrescos
' 35c son de impuest: BEB'DAS!
7 DE CADA 10 MEXICANOS 3
O ESTANDE ACUERDD NO mAs impuesTos :
aciaden APROB‘fCIéN. AL REFRESCO MICHAEL BLOOMBERG, ALCALDE DE NUEVA YORK,
HA FINANCIADO_ CON10 MJLLON'Eg DE DOLARES*
i i i UNA CAMPANA DE SATANIZACION CONTRA il
Lq justificacion fie salud para este R SELAS ASICASACAS: (NETE A NOSOTROS.
DIG AN NO impuesto no tiene fundamento e AR N MEI00 1 Gk o e MENCANOSPROEMPLEDS MX
EN ESTADOS UNIDOS.
INDUSTRIA REFRESQUERA MEXICANA -

SENORES DIPUTADOS: ALIANZA POR
% PROTECCION

O EMPLEDS

A UN IMPUESTO PROMOVIDO DESDE EL EXTRANJERO

iNO LO PERMITAN!

IAS CARBONATAD!

QUE NO RESUELVE EL PROBLEMA DE LA OBESIDAD,
GENERA DESEMPLEO Y AFECTA A LOS QUE MENOS TIENEN. BIENESTAR, VALOR, SUSTENTABILIDAD
Y RESPONSABILIDAD SOCIAL
ASOCIACION NACIONAL DE PRODUCTORES DE REFRESCOS
¥ AGU RS AC. BUSQUEMOS JUNTOS LA MEJOR ALTERNATIVA PARA MEXICO =

et
Refrocquer
Mexicana

BUSQUEMOS JUNTOS LA MEJOR ALTERNATIVA PARA MEXICO
Q Bt QOB | [0 2t Qovvco B
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Industry resistance to regulation

Public policy risk matrix & lobby focus

i s e taxes in Member States
Advertising restrictions - - .
Restrictions on use Disruptive/unfair
for HFSS foods i EBR e &

Discriminatory nutrient @
profiles for claims

f BP
@ EUbanofe A. No or delayed

Allulose approval

' of plastics packaging

]

£

5]

_ EUinitiatives on ?.,

EU restricti “health taxes” o
restrictions Advertising restrictions Health-related i 4

on caffeine @ ,,sweets’ beverages VAT systemn New or increased product ;
| =4

il

=

=

Fiscal
policy

. . Discriminatory nutrition
@ F'ain packaging for @ iabelling schemes

‘unhealthy” products 2
Misleading nano Mandatory
® Ban of advertising @ labelling provisions @ sra labelling EU scheme for

i s d
to children >12y ® Restrictive novel ® Restrictive health eposit systems

Increased collection
and recycling targets ©

£
(=]
o
3
g
ﬁ SRR, foods regulation plan packages Refillable quotas ¢ » i
1nici » e
2 @ 5t Children” >12y ® Natmfr}a[ restrictions >
Restrictions on on carfeine  EU initiatives on _ . -~
g 7 bottled water gorporate taxes P'°te“'?3ésa'?;§\g§$?ts§ [ 2
vy National restrictions Restrictive data Restrictive su 3
g gar =
b4 O tr(;:liiipA ® @ proteciion rules Market management @ =
= provisions (UTP% [ @ EU initiatives on “product
wv @ Mandatory provisions quality” (sugar vs. HFS)
8 on packaging sizes EU definiti f @ Manda'tFLy ﬁnviron- inbrodact £
XFH L efinition o mental labellin ntroduction of new
@ 'fqoﬁa;;tuht;{i?;}%g::::\g:t . Carbon pricing (%] portion sizes g PET trade remedies [
Mandatory water , Introduction of Introduction of new
Mandatory criteria foe W efficiency provisions *" ecolabel on food sweetener trade remedies @
green public procurement Manda_tor\{ CO, emission
% reduction targets
Disruptive country of Mandatory ener Restrictive Eco-
@ origin labelling provisions rgﬁcavzgabtiﬁz « & efficiencv%rovis%yns Design for coolers ©

Mandatory country-by-
country financial reporting

EU ban of advertisin
@ g

to children 512y @ Mandatory provisions

for lobbying activities

\4

@ Health & consumers ) Environment |

Likelihood to materialize

= -
Classified - Internal use é@% E UrOpe
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Industry resistance to regulation

New or increased product
taxes in Member States

isrugtive/unfair
EPR schemes *

wtrient
rclaims ‘

ed collection _
yeling targets ©

U scheme for _
posit systems ©

able quotas (

nism against P+
ugar imports

ugar
nent @

Taxation @ Trade & competition & CSR and othe
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esponses to the soda industry

e Ao &4 s S8 mamo s 17
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FRA
EL IMPUESTO AL | : .
REFR ESCO VI ENE DE International Obesity TaskForce

LOS EXPERTOS Respalda el impuesto
ES POR LA SALUD a bebidas azucaradas en México

Felicitamos y apayames al preskieme Enrique Pefia Mieto per presentar [ propuesta de establecer un

. ” (13 F 2 Pt " 3 Er
L e e i s The soda tax comes from ot 1 s w1 o o a1 et St e o s,

s gue eile iMpuesto s mamente di 1 pess el litre (equivalinte & un 10% del précin) a 2

para la de ob d y por los principales y ’ psos por Lo [sguivalents & 20% del precis) o oomadenc idn de que un incemente de S0 e
or i internacionales y ional y ha sido promaovide por . mucho mas efective pars reducr = consuma os bebidas arucaradas.
organizaciones de s sociedad civil en México desde hace mas de 6 adios.
o lo el i to al ref y e ex e s . s o r ea Recomentdacinnes y sxperienciss intemecicn ses hun demmtrads que L medides pees o
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ierer arcese universal 4 agua potzble sequio, empezando con Las v los nifies en ks escuslas. También
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T stran qas debe tar de 2 MAnOS 30 POr CHNO pors Teree Gadt y Les sntarredades oo la atendidn de Lo danos que estas epidemim jerseran
cardesascolares”, Doclaracidn pobica. 100 .m w0l
Es de la oézumnuén pars la Cooparacién y ol Desarrolle Econdmice Consideramos fundamental gue el impuesto & las bebidas azucaradas fonme parte de una esirabegia
Los estudion de La OUDE ingicar que on MEce s secesite sdogler metifes fscales con Sase o L colbdad mes ampiea gue Sambién comprenda les 3 gelenies medidae: pq:l.ll.t-:sem..t:tlrwr:ﬂ:l:l:scﬂ omoa
@e lza almennas pars coviralar las el de obesikdad y ddetes. (O00E. Midcs. Majoces pollticss
alimevites y bebides sladables en Lag estuead parm que b nifde eprendsn Buencs hibins &

pocn wiuyerte. Segpliembre 20021

B ok RGtAOr o Ml sl (D R X alimentacian; ol disaralls de stigustaedes dn alimenies y belbdes qod pamitan & Lo consumidionss
s del Relator de Naciones Usidas por ol Derecho a la Alimentacidn - o 0 o

e’ Sl Forhssacimrrnirgrv gl S hiis Sqrenfisasiciy reallzar phectiones bien infarmadas i saludab les; v regulaciones para la peoteccion efectha 3 los nifas
reprensntads par Conredaica, ol ra lefludr o0 ol carsportarmiento de (e o la publicidad de alimentos v belides no saludables Sigulendo ks recomendaciones imernadonabes

o5, Como ol Jervens rescos y los alimantos ricas on orasas ¥ de expertos nacionsles, £ importame que extas politicss == establencan sin conflicte de inberds,

1s Ingesta tstal parmiculaners e sin La isbereenciln de Las em Dresa s gue se lecrsrn ok |8 werits o s bediidas anucaraddas
0. I0lorme de Mo ¥ Gt 5 i DS [EENTTENENGHMENDE & B5las paliticas
2 Owruchee ¥
Huroase, Oficias ¢ tl\hl l'nh(-l t
Bdrrtamente,
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Responses to the soda industry

500,000 muertes por diabetes La epide.mia de Obe,Sidad
o iinos 6 o la transmiten los cabilderos
Llegd el momento de las refresqueras

d bi
€ Cambiar “Soda industry lobbyists

Impuesto a bebidas

azucaradas. transmit the obesity

Bebederos

en escuelas y epidemic”

espacios publicos.

~ Senadores,
tienen a palabra.

“It’s time for a change...
Senators, you have the , ‘
Proteja nuestra salud con el impuesto

floor” a las bebidas azucaradas.
Vote por 2 pesos por litro

Senadora, Senador: ;Ya se dejo picar?

En el sexenio 2006 - 2012, murieron 500,000
personas por diabetes. ;Cuando vamos a actuar?

"

alianza por la salud alimentaria

>
alianza por la salud alimentaria
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Mexico’s national tax on sugar-sweetened beverages

« Passed by Mexican Congress: October 29, 2013
« Went into effect: January 1, 2014

 Type of tax: Specific excise tax (called an IEPS in
Spanish)

« Amount of the tax: 1 peso (0.07 USD)* per liter.
Approximately 10%.

 Definition of SSBs: non-alcoholic and nondairy
beverages with added sugar, including sodas, energy
drinks, bottled teas and coffees, and fruit drinks.
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The debate attracted international media

THE WALL STREET

e [ Tooavsmase | viced | wosTRGRUAR | U

JOURNAL

3

Americas

WORLD.

THE NEW YORK TIMES
US national newspaper
Another soda tax squabble Daily circulation:1,865,318

N¥./REGION | BUSDESS | TECE:

LoGY | SCIENCE | HEALTH | SPORTS

Ehe New JJork Times
= US national newspaper
e Soda-Tax Saadti Daily circulation:2,378,827

£ in Deb:

J0BS | REALESTATE

Umoes

Mexico: Junk food tax i oo st omssenp s e

Congress on Thursday approved new taxes on sugary

H drinks and junk food. Lawmakers appreved a tax of one peso

is approved e, o st 5 o o s g o & prent
sales tax on high-calorie foods, including potato chips,

i sweets and cereal. President Enrique Pefia Nieto is expected

3 to sign the taxes inte law in January. The soft drink and

food industries lobbied heavily to defeat the plan, but

el st lawmakers said it was necessary te reduce rising rates of
ey T e T T T e T T N 4 obesity and diabetes, as well as to raise revenue. Almost 7o
wu'Fop EE News  Spost Weather Capital Culture /Shop TV Radio Moge-. percent of Mexicans are overweight, and about a third are
obese, according to the World Health Organization. The

N EWS HEALTH L foundation of New York City’s mayor, Michael R.

exico’s

PO oW

Warlem

S

w

Bloomberg, financed an ad campaign to support the so-

Home UK Africa Asia Europe Latin America Mid-East US&Canada Business ] Sci/Environment Tech Entertainment Video called soda tax. The taxes were among several revenue-raising measures
approved by lawmakers, including higher taxes on the wealthy and the
elimination of some breaks for industrial plants on the border with the United
Related video / audio States, known as maquiladoras.

-

Connect
Wi o3

h Us on
w
Follow wosT EMsLED RECOMMENDED FOR TOU
Mexican wrestlers Mexican dog owners  Village gets mobiles
esity protest petfood tax for first time

ALEJANDRO CALVLLO
Directer, Consumer Power; Mexico

Would a tax on sugary drinks
make Mexico healthier?

BBC WORLD

Europe's highest 8001t fall cimber lucky  Crossing the scariest .
26 October 2013 Lastupdated at 03:03 BST Sispensonbidge t0:09 alve Didoc ol W kI d 192
s o 2 ee auaience o

A controversial tax on soft drinks is currently being debated in Mexico's

Congress o g N

million

But can atax really recuce the nation's waistlines?

Over a third of Mexican adults are overwieight, putting them way up the )h-
global league tables for obese nations.

Friend hitchhikes on  Prince Wilian'selfi’  DiCaprio on his Wall W H
o i gy ould a tax on suga s
A possible cause is found in anothe- of Mexico's dubious honours - being o e or asa i Tac wol r rl n

9 014 uary 2014 1 hour ago
the worlds biggest consumer of sot drinks. Y e

9 January
Now the government is proposing a controversia new step: atax of eight Show More make M6X|CO healthler?

US cents on every ltre of sugary drnk

Juan Carlos Perez Salezar reports fom Mexico City. Top stories

Share this story -
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The Mexican SSB tax timeline

por la salud

ALLIANCE T e ._

B@RN INDUSTRY ! PRINT AD BATTLE f_____>
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: 79
: LR 1=
“FIRST CAME OBESITY, THEN “12 SPOONFULS OF “WATER IS
DIARETES” SUGAR” | LIFE”

8

' w1 " v 5 I — :
= CONGRESS IN . . -
= SESSION - **..  CONGRESS IN SESSION : : CONGRESS IN SESSION
: SSB TAX BILL KEY DIALOGUE WITH L ' )1
COLLECT INTRODUCED IN SENATE MINISTRY OF FINANCE I I
SIGNATORIE — “TABLED” TIL FISCAL I INTENSE |
STO SSB REFORM . LOBBYING i
PENA NIETO I
TAXBILL - ANNOUNCED SODA TAX SSB TAX PASSED
NEW PRESIDENT TOOK ACADEMIA LAUNCHED IN FISCAL REFORM
OFFICE POLICY RECOM’S
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The tax Is working

Post-tax reduction in purchases

RESEARCH

W& OPEN ACCESS

ICenter for Health Systems
Research, Instituto Nacional de
Salud Piblica, Universidad No
655 Colonia Santa Marfa
Ahuacatitldn, Cuemnavaca,
Morelos, Mexico

Department of Nutrition and
Carolina Population Center,
University of North Carolina at
Chapel Hill, Chapel Hill, NC
7516, USA

*Nutrition and Health Research
Center, Instituto Nacional de
Salud Plblica, Mexico
Correspondence to: SW Ng
shuweng@unc.edudoi: 101136/
bmj.h6704

Accepted: 24 November 2015

Beverage purchases from stores in Mexico under the excise tax
on sugar sweetened beverages: observational study
M Arantxa Colchero,! Barry M Popkin, Juan A Rivera,? Shu Wen Ng?

ABSTRACT

STUDY QUESTION

What has been the effect on purchases of beverages
from stores in Mexico one year after implementation of
the excise tax on sugar sweetened beverages?

METHODS

In this observational study the authors used data on
the purchase of beverages in Mexico from January 2012
to December 2014 from an unbalanced panel of 6253
households providing 205 112 obsevations in 53 cities
with more than 50 000 inhabitants. To testwhether the
post-tax trend in purchases was significantly different
from the pretax trend, the authors used a difference in
difference fixed effects model, which adjusts for both
macroeconomic variables that can affect the purchase
of beverages over time, and pre-existing trends. The
variables used in the analysis included demographic
information on household composition (age and sex of
household members) and socioeconomic status (low,
middle, and high). The authors compared the
predicted volumes (mL/capita/day) of taxed and
untaxed beverages purchased in 2014—the obseved

WHAT THIS STUDY ADDS

The tax on sugar sweetened beverages was associated
with reductions in purchases of taxed beverages and
increases in purchases of untaxed beverages.
Continued monitoring is needed to understand
purchases longer term, potential substitutions, and
health implications.

FUNDING, COMPETING INTERESTS, DATA SHARING
This work was supported by grants from Bloomberg
Philanthropies and the Robert Wood Johnson
Foundation and by the Instituto Nacional de Salud
Piiblica and the Carolina Population Center. The
authors have no competing interests. No additional
data are available.

Introduction

Myriad studies suggest that added sugar in beverages is
linked with obesity and many cardiometabolic prob-
lems and have recommended that efforts to reduce con-
sumption of sugar sweetened beverages to obtain
meaningful improvement to health would require a tax
that leads to price increases.”” Aside from industry

B PLOS | one

RESEARCH ARTICLE

Beverages Sales in Mexico before and after
Implementation of a Sugar Sweetened
Beverage Tax

M. AColchero' =, Carlos Manuel Guerrero-Lopez', Mariana Molina', Juan Angel Rivera®

1 Center for Health Systems Rese arch, Instituto Nacional de Salud Piblica, Cuemavaca, Mexico, 2 Center
for Research on Nutrition and Health, Instituto Nacionalde Salud Piblica, Cuemawacs, Mexco

acolchero@insp mx
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SSB purchases are declining: In 2014, the first year of tax implementation, on average
household purchases of taxed beverages dropped by 6% during 2014 compared to pre-tax trends.
By December 2014, this reduction reached 12%. Studies indicate that the tax continued to reduce
consumption by 8% in 2015.

Mexicans are drinking healthier options: Purchases of non-taxed beverages, mainly bottled
water, increased on average by 4% In 2014, demonstrating an initial substitution effect.

Revenue is being raised: Over 2.6 billion dollars have been raised in revenue during two years
time (2014-2015). Initial allocations to obesity prevention have been made. Advocates and
champion legislators are working to dedicate the revenue exclusively to obesity and NCD
prevention.

Prevention efforts are being financed: The Mexican legislature has made water fountains in

schools obligatory and the Mexican educational authority is rolling-out a national drinking fountain
program over the current and upcoming school years, using partial revenue allocation from the tax.
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The tax Is working

Post-tax reduction in purchases

135

130

Pre-tax Slope

125

140 -

Per capita consumption (liters)

2011- 201
138.5 139.9 139. 4
I I I )
2011 2012 2013 2014 2015

-

Post-tax Slope

Euromonitor Data (article in press)

123456789101112131415161718192021222324252627282930313233343536

2012 2013 2014
Colchero et al. BMJ (2015)

Campaign Strategy for a Soda Tax in Mexico




Chile overtake Mexico on SSBs consumption

Litros per capita en México y Chile, 2010-2015
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The battle continues

*October 2015. Deputies tried to reduce
the soda tax from 10% to 5% for
beverages with 5 grams of sugar per
100 mililiters or less (An industry
proposal).

*After a two week battle, Senators
mantained the soda tax at 10%.

Demostration in front the Congress
against the new epidemic: Big Soda
mosquito lobbyist.
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Expose conflicts of interest
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Tax reduction
would affect children
Oct 2015

Public activity at the Senate to oposse tax
reduction Oct 2015
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Buying scientists, creating doubts

1. Affects the poorest families 2. Does not have health beneffits 3. Cause job loss

mam @uww

Tllh | B A wl T

El COLEGIO
DI MEXICO

Estudios de los efectos sobre &l bieneskar

T : . -
de la politica de impuestos sobre alimentos raxing {:E‘_Eﬁ n eee El impuesto en las bebidas "I";:”'.:I:“
con alle enahasdels saliske . : y ¢l consumo de refrescos en Meaxico

(2014). 2016).

Todos muestran una reduccion en el consumo de bebidas azucaradas

pero desvian la atencion con argumentos a favor de la industria
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One example The ILSI case against the soda tax

International Life Sciences Institute (ILSI) of México,

Associated members: Coca Cola, Bimbo, Danone de Meéxico, Kellogg’'s de
México, Kraft Foods de Meéxico, Mars México, Nestle Meéxico, Monsanto
Comercial y PepsiCo, entre otros.

ILSI M[exico director: Raul Portillo A. director of science from Coca Cola
Mexico.

2015 ILSI Mexico organized an international academic event together with
the Rippe Institut. Months before the proposal to reduce the soda tax.

Main speaker invited James Rippe. Academic event conclusions> SSB not
have relation with obesity and diabetes, soda tax disdn’t work and non caloric
sweteeners are safe.
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ILSI and Rippe Institute

James Rippe and his Rippe Institute recieved 10 million dollars from the Corns Refginery
Association to develop a resarch about the relation between High Fructuose Corn Syrup
consumption and cardiovascular diseases. The conclusion was not relation.

The Rippe Institue had been recibing resources from Kraft Foods, ConAgra Foods, Coca
Cola, Dr. Pepper, Snapple Group, McDonald’s, Kellog's and Genral Mills

The action from ILSI against the public health policy promoted by the Mexican government
was so obvious
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Three actors targeted by Pegasus espionage

Civil society Academia Welelo)Y[gle

Alejandro Calvillo Dr. Simon Barquera Luis Manuel Encarnacion
Director El poder del Consumidor National Institute of Public Health Coordinator of Contrapeso
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Technical report about the spyware from Citizen Lab, University of Toronto

THECITIZENLAB RESEARCH NEWS ABOUT Q

Research [ Targeted Threats

BITTER SWEET

Supporters of Mexico’s Soda Tax Targeted With NSO Exploit Links

By John Scott-Railton, Bill Marczak, Claudio Guarnieri, and Masashi Crete-Nishihata February 11, 2017

Spyware case published in the front page of the New York Times

SECTIONS HOME SEARCH Che New Nork Times

" bs Ml Tuwitter Users Split on 2 =
Tech Giants, Once Seen as B Bovcott Over Platform’s D Sheryl Sandberg Blitzes Kitchen of the Future:
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as Threats b McGowan 3 for Facebook B Much Fun

@ X
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NOCTURNA e liverpool.com.mx

*
L . . * Consulta restricciones.

TECHNOLOGY

Spyware’s Odd Targets: Backers of Mexico's Soda Tax

Leer en espafiol

By NICOLE PERLROTH  FEB. 11, 2017
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The need for comprehensive policy

Exemplary front of pack warning labels
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“High in sugar/calories/ “Traffic light” label
saturated fats/sodium”
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The need for comprehensive policy

Exemplary regulation of marketing to children
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Our children’s
health Is not
negotiable
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