
Alcohol and Sugary 
Drink Taxation

Frank J. Chaloupka, University of Illinois at Chicago
Latin American Network on Tobacco Tax Policy for Tobacco Control
7 February 2018, Washington, DC

1



"Sugar, rum, and 
tobacco, are 

commodities which are 
no where necessaries 

of life, which are 
become objects of 
almost universal 

consumption, and which 
are therefore extremely 

proper subjects of 
taxation.

www.tobacconomics.org



Taxes, Prices &
Excessive Drinking



• Economic research from HICs finds that higher prices 
for alcoholic beverages significantly reduce drinking:
• 10 percent price increase would reduce:

• Beer consumption by 4.6 to 5.0 percent 

• Wine consumption by 6.4 to 6.9 percent

• Spirits consumption by 7.9 to 8.0 percent

• Overall consumption by 5.1 to 7.7 percent

• Heavy drinking by 2.8 percent

• Generally larger effects on youth and young adults

• Little evidence of substitution across beverage types

Sources: Wagenaar et al., 2009; Elder, et al, 2010

Alcohol Taxes, Prices & Drinking



Beer Tax and Binge Drinking Prevalence  
US States, 2010

Source: Xuan et al., 2013



• Limited research from LMICs produces generally 
consistent findings
• 10 percent price increase would reduce:

• Beer consumption by 5.0 percent 

• Wine and spirits consumption by 7.9 percent

• Overall consumption by 6.4 percent

Sources: Sornpaisarn et al., 2013

Alcohol Taxes, Prices & Drinking



Alcohol Taxes, Prices & Consequences

• Economic research from HICs shows that higher 
prices for alcoholic beverages significantly reduce:
• Drinking and driving, traffic crashes, and motor-vehicle accident 

fatalities
• Deaths from liver cirrhosis, acute alcohol poisoning, alcohol-related 

cancers, cardiovascular diseases, and other health consequences of 
excessive drinking

• Violence (including spouse abuse, child abuse, and suicide) and 
other crime

• Other consequences of drinking, including work-place accidents, 
teenage pregnancy, and incidence of sexually transmitted diseases

– Source: Xin & Chaloupka, 20129; Wagenaar et al., 2010



• Systematic review concluded:
• Doubling of alcohol taxes would reduce:

• Alcohol-related mortality by 35%
• Traffic crash deaths by 11%
• Sexually transmitted disease by 6%
• Violence by 2%
• Crime by 1.4%

Source: Wagenaar et al., 2010

Alcohol Taxes, Prices & Consequences
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Impact of Taxes & Prices
on Diet & Weight



Sweet & Savory Snack Prices & Consumption
Percentage Change, 2000-2014, Selected Countries

Source: Euromonitor, 2015, and author’s calculations
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Soft Drink Prices & Consumption
Percentage Change, 2000-2014, Selected Countries

Source: Euromonitor, 2015, and author’s calculations
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Our recent review concludes that a 10% increase 
in own-price reduces:

• Sugar-sweetened beverage consumption by 12.1%
• Fruit consumption by 4.9%
• Vegetable consumption by 4.8%
• Fast food consumption by 5.2%

Source: Powell, et al., 2013

Prices and Food & 
Beverage Consumption



Selected Food Price & Adult Weight Trends
United States, 1961-2009, Inflation Adjusted

Source: BLS; NHES-I 1960-62; NHANES, 1971-74, 1976-80, 1988-94, 1999-2000, 2001-02, 2003-04, 2005-06 , 2007-08
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Selected Food Price & Adult Weight Trends
United States,1961-2009, Inflation Adjusted

Source: BLS; NHES-I 1960-62; NHANES, 1971-74, 1976-80, 1988-94, 1999-2000, 2001-02, 2003-04, 2005-06 , 2007-08
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While mixed, the weight of the evidence 
increasingly indicates that changes in relative 
prices for healthier and less healthy foods will 
affect weight outcomes, with greater impact on:

• Lower income, less educated populations
• Younger populations
• Populations at greater risk for obesity

Prices and Weight Outcomes

Source: Powell, et al., 2013

@tobacconomics



Subsidies alone likely to be counter-
productive:

• Increase consumption of subsidized 
products

• Income effect leads to increased 
consumption of other products

• Net increase in caloric intake

Prices and Weight Outcomes

www.tobacconomics.org



Sugary Drink Taxes



• Link to obesity
• Several meta-analyses conclude that increased sugary 

beverage consumption causes increased weight, obesity
• Increased calories from sugary drinks not offset by 

reductions in calories from other sources

• Other health consequences
• Type 2 diabetes, lower bone density, dental problems, 

headaches, anxiety and sleep disorders

Rationale for Sugary Drink Taxes

@tobacconomics



Soda Consumption & Obesity
Selected Countries

Source: Soda consumption from Euromonitor, 2011; Obesity prevalence from OECD Health Data, 2005
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Change in Soft Drink Affordability
2000-2013, Selected Countries

Source: Euromonitor, 2015, and author’s calculations
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Evidence from Mexico’s peso per liter 
sugary drink tax:

• Increased prices for taxed relative to non-
taxed beverages

• about 10% price increase

• pass through varies by type, size, location

Sugary Drink Tax in Mexico

Sources: Colchero, et al., 2015

@tobacconomics



Changes in sales of sugar-sweetened beverages in Mexico before (2007-2013) and after the tax (2014-2016): https://www.insp.mx/epppo/blog/4278-changes-sales-
beverages.html

Impact on SSB sales 
consistent with 
reductions in 
purchases:
• 6% drop in 2014 
• 8% drop in 2015
• 11% drop in first 

half of 2016

5.2% increases in 
bottled water sales

OLS- Adjusted for seasonality, the global indicator of the economic activity

Colchero MA, Guerrero Lopez C, Molina M, Rivera J . Beverage sales in Mexico before and after implementation of a sugar sweetened beverages tax. 2016. PLoS
ONE. 11(9).

Impact of Tax on Sales
Mexico, 2007-2016

https://www.insp.mx/epppo/blog/4278-changes-sales-beverages.html


• Purchases of taxed 
beverages reduced 
in all SES groups

• Reductions in 
purchases 
greatest among 
lowest SES 
households 

• 9% decline in 
2014

Colchero MA, Popkin BM, Rivera JA, Ng SW. Beverage purchases from stores in Mexico under the excise tax on sugar sweetened beverages: 
observational study . BMJ 2015;352

Impact of Tax on Purchases
Year One (2014)



• Greatest impact on heaviest consumers
– Highest purchasers:

• 31% of households, purchased average of 157 liters of SSB/capita/yr

– 10% reduction in purchases following tax

– Middle purchasers: 
• 40% of households, purchased average of 60 liters of SSB/capita/yr

– 8% reduction of taxed beverages post-tax

– Light and non purchasers:
• Remaining households; small impact on light purchasers

Ng SW, Rivera J, Popkin B, Colchero MA. Did high purchasers respond differently to the excise tax on sugar-sweetened beverages in Mexico? 

Impact of Tax on Purchases
Year One (2014)



Current Status of Alcohol & 
Sugary Drink Taxes



Alcoholic Beverage Excise Taxes

WHO alcohol report, 2017



• Most governments levy excise taxes on alcoholic 
beverages
• Beer – 155 countries
• Wine – 138 countries
• Distilled Spirits – 141 countries
• Account for 17.3% of price on average

• 0.3% in Kyrgyzstan to 44.9% in Norway

• Variety of tax structures
• Often vary by beverage type

• Specific taxes based on ethanol content in some countries

Alcoholic Beverage Taxes

Sources: Chaloupka & Powell 2018
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Sugary Drink Taxes

http://library.crossfit.com/free/pdf/CFJ_SipBecomes_Drag_Cecil_Map.jpg



• Few governments levy excise taxes on sugary 
drinks
• Denmark first taxed soft drinks in 1930s

• Repealed in 2014
• Hungary taxed sugary drinks starting in 2011

• Part of broader public health product tax
• France taxed SSBs and ASBs starting in 2012
• Mexico imposed first significant SSB tax in 2014
• Variety of tax structures

• Volume-based specific taxes
• Taxes based on sugar content

• UK’s tiered tax
• South Africa’s tax per gram

Sugary Drink Taxes

Sources: Chaloupka & Powell 2018
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Oppositional Arguments



• Industries and allies use several common 
arguments in opposition to tax increases:

• Won’t have the intended impact in terms of 
reducing use and consequences

• Will lead to extensive tax avoidance and tax 
evasion

• Will harm poor and working class consumers

• Will lead to massive job losses

Common Oppositional Arguments

www.tobacconomics.org





Thousands of employees, Mexico, 2007-2016; Guerrero-Lopez, et al., 2017



Thousands of employees, Mexico, 2007-2016; Guerrero-Lopez, et al., 2017











Summary 



Conclusions

• Higher alcoholic beverage taxes and new 
sugary drink taxes significantly reduce 
consumption

• Higher alcohol taxes reduce the harms 
caused by excessive drinking

• Mixed but growing evidence that sugary drink 
taxes improve weight outcomes

• No evidence of negative economic impact

www.tobacconomics.org



For more information:

Bridging the Gap
http://www.bridgingthegapresearch.org

Tobacconomics
http://www.tobacconomics.org

@BTGResearch

@tobacconomics

fjc@uic.edu

http://www.tobacconomics.org/

	Alcohol and Sugary Drink Taxation
	Slide Number 2
	Taxes, Prices &�Excessive Drinking
	Alcohol Taxes, Prices & Drinking
	Beer Tax and Binge Drinking Prevalence  US States, 2010
	Alcohol Taxes, Prices & Drinking
	Alcohol Taxes, Prices & Consequences
	Alcohol Taxes, Prices & Consequences
	Impact of Taxes & Prices�on Diet & Weight
	Slide Number 10
	Slide Number 11
	Slide Number 12
	Slide Number 13
	Slide Number 14
	Slide Number 15
	Slide Number 16
	Sugary Drink Taxes
	Rationale for Sugary Drink Taxes
	Slide Number 19
	Slide Number 20
	Slide Number 21
	Slide Number 22
	Impact of Tax on Purchases�Year One (2014)
	Slide Number 24
	Current Status of Alcohol & Sugary Drink Taxes
	Alcoholic Beverage Excise Taxes
	Slide Number 27
	Sugary Drink Taxes
	Slide Number 29
	Oppositional Arguments
	Slide Number 31
	Slide Number 32
	Slide Number 33
	Slide Number 34
	Slide Number 35
	Slide Number 36
	Slide Number 37
	Slide Number 38
	Summary �
	Conclusions
	Slide Number 41

