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Deaths from diabetes in Mexico
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The human drama

Ministry of Health of Mexico, Mortality Database.

*Most recent data on deaths from diabetes



Total costs of obesity in Mexico
(in millions of pesos)

Gutiérrez C. et al. (2012) in Obesidad en México: 

Recomendaciones para una política de Estado, (Chapter 11, 279-288).
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SSB consumption in Mexico

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

Sánchez-Pimienta et al. J. Nutr. (In press)

70% of added 

sugars in the Mexican

diet come from SSBs
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Ultraprocessed food & beverage

sales in Latin America

PAHO 

2015

Mexico
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Ultraprocessed food & beverage

sales and mean BMI

PAHO 

2015

Mexico
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Changes in Mexican consumption

(1984-1998)

Rivera JA et al. (2002) Public 

Health Nutrition, 5:113-122.
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The strategy to advocate 

for a soda tax in Mexico



Create and raise a strong, collective voice
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Complementary partners advocating 

for policy change 

Civil 

society
Public opinion -

Political pressure

Academia

Evidence

generation and

analysis

Lobbying

Engagement with

Congress & key

stakeholders
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Three essential campaign steps

People see: 

THE VICTIM

People feel: 

INTERESTED

1. Expose

the human

drama

People see: 

THE CULPRIT

People feel: 

ANGRY

2. Identify

the

culprits

People see: 

A SOLUTION

People feel: 

ENGAGED

3. Present

solutions
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Campaigning in public spaces
“First Came Obesity, Then Diabetes” mass media campaign

1. Human drama

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

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

Campaign in Mexico City 

May to August 2013

Subway, billboards, buses, radio and social media

2. Culprits
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2. Culprits
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“12 Spoonfuls of Sugar” mass media campaign



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

2. Culprits
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Multiactor support soda tax
PAHO/WHO, legislator, academia and civil society

3. Solutions
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Campaigning in public spaces
“For a Healthier Mexico” mass media campaign

Campaign in Mexico City 

September to October 2013

Subway, buses, billboards, paid TV, radio, magazines and social media

3. Solutions

“With the soda tax drinking fountains in schools and public spaces”
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Campaigning in public spaces
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The industry playbook

• 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

• Attack the messanger not the message: 

“No to the Bloomberg tax,” “We’ll all pay,” “Get active” and no 

health merit to tax

• Media strategy:

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

Campaign Strategy for a Soda Tax in Mexico



Aliance of Convenience

•
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“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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Engagement of a “National
Association of local store owners” 

supported by Coca Cola with a 
poster campaign in 1 million
places against soda tax and 

recollection of 1 million signatures. 

Creation of Different Fronts
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Public-Private Partnerships

•Formal engagement in the

National Cruzade on Hunger: 

PepsiCo & Nestlé

•Industry participation in the

Observatory of the National

Strategy to Prevent and Combat

Obesity and Diabetes (OMENT)
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PAID MEDIA

“No health merit,” “It won’t fix the problem,” “7 of 10 Mexicans don’t agree,” “We’ll 

all pay,” “No more taxes,” “No to the Bloomberg tax”, among others

Industry hype: denial of science & facts



Industry resistance to regulation

Fiscal 

policy
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Industry resistance to regulation
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Responses to the soda industry

“The soda tax comes from 

the experts: It’s for health”

“IOTF supports the soda 

tax”
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Responses to the soda industry

“Soda industry lobbyists 

transmit the obesity 

epidemic”

“It’s time for a change… 

Senators, you have the 

floor”
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“
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• 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.

Mexico’s national tax on sugar-sweetened beverages



The debate attracted international media

THE WALL STREET 

JOURNAL

US national newspaper

Daily circulation:2,378,827

Another soda tax squabble

THE NEW YORK TIMES 

US national newspaper

Daily circulation:1,865,318

Mexico: Junk food tax 

is approved

BBC WORLD

Weekly audience of 192 

million

Would a tax on sugary drinks 

make Mexico healthier?
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OCT NOV DEC JAN FEB MAR APR MAY JUNE JULY AUG SEPT OCT NOV

NEW PRESIDENT TOOK 
OFFICE

“12 SPOONFULS OF 
SUGAR”

CAMPAIGNS

“FIRST CAME OBESITY, THEN 
DIABETES”

“A HEALTHIER MEXICO”“SUGARY DRINKS” “WATER IS 
LIFE”

EARNED MEDIA

ALLIANCE 
BORN

COALITION BUILDING

PEÑA NIETO 
ANNOUNCED SODA TAX 

IN FISCAL REFORM

SSB TAX BILL 
INTRODUCED IN SENATE 

– “TABLED” TIL FISCAL 
REFORM 

KEY DIALOGUE WITH 
MINISTRY OF FINANCE

CONGRESS IN 
SESSION

COLLECT 
SIGNATORIE

S TO SSB 
TAX BILL

INDUSTRY
CAMPAIGNS

INTENSE 
LOBBYING

SSB TAX PASSED

CONGRESS IN SESSIONCONGRESS IN SESSION

ACADEMIA LAUNCHED 
POLICY RECOM’S

PRINT AD BATTLE 
IN THE PRESS

EXPERT FORUMS

The Mexican SSB tax timeline
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The tax is working
Post-tax reduction in purchases
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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
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Post-tax reduction in purchases
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Chile overtake Mexico on SSBs consumption

Euromonitor, carbonated drinks.



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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Public activity at the Senate to oposse tax 

reduction Oct 2015

Tax reduction 

would affect children

Oct 2015
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1. Affects the poorest families 2. Does not have health beneffits 3. Cause job loss

Buying scientists, creating doubts
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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 México, Kellogg´s de

México, Kraft Foods de México, Mars México, Nestlé México, Monsanto

Comercial y PepsiCo, entre otros.

ILSI M[exico director: Raúl 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 conclusión 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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Response from ILSI INternational



Three actors targeted by Pegasus espionage 

AcademiaCivil society Lobbying
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Dr. Simon Barquera
National Institute of Public Health

Alejandro Calvillo
Director El poder del Consumidor

Luis Manuel Encarnación
Coordinator of Contrapeso
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Technical report about the spyware from Citizen Lab, University of Toronto

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



CHILE

“High in sugar/calories/

saturated fats/sodium”

ECUADOR

“Traffic light” label

The need for comprehensive policy
Exemplary front of pack warning labels
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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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Thank you!

El Poder del Consumidor

www.elpoderdelconsumidor.org

Facebook: /elpoderdelc
Twitter: @elpoderdelc


