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Supplemental Table 1. Store-type categorization and examples of food stores included in each category

Store-type categories

Definition*

Examples of food stores in categories

Convenience stores

Chained retail outlets with a selling area of
less than 400 m?, and with a primary focus on
selling food/beverages/tobacco and other
groceries.

7-eleven, Oxxo, Circulo K, Extra, etc.

Supermarkets

Usually chained, but also independent, retail
outlets with a selling space from 400 m? to
over 2500 m* and with a primary focus on
selling food/beverages/tobacco and other
groceries. Supermarkets also sell a range of
non-groceries.

Wal-Mart, H-E-B, Comercial Mexicana,
Chedraui, Soriana, Superama, City-Market, etc.

Wholesalers/price clubs

Retail outlets with an area larger than 4,500
m2 and sell groceries, perishables, clothing
and general merchandise (furniture, gifts,
personal care products, appliances, among
others), in bulk or large packages. They offer
additional services such as pharmacy, food
court, among others.

Costco, Sam's Club

Traditional retailers

Typically, family owned independent retail
outlets with a selling area of less than 400 m?
and with a primary focus on selling
food/beverages/tobacco and other groceries.
Food usually accounts for at least 50% of total
retail sales value. Includes non-chained
bakeries, tortilla shops, peddlers and kiosks
installed in permanent public markets.

Traditional shops, fixed markets or miscellany
usually attended by the owner, so no chain
names available.

Home water -delivery

Scheduled delivery, ranging from monthly to
weekly or bi weekly, of one or more 5-gallon
(20 liters) water jugs to households. This
service is provided by multiple manufacturers,
e.g. E-pura, Bonafont, Ciel, etc.

Delivery of 5-gallon water jugs

Others

Includes other types of stores that may sell
specific packaged foods (e.g. candy, soda or
water) but that combined account for <1% of
purchases of foods and beverages. These
stores main purpose is other than being a food
outlet. E.g. movie theaters, pet-shops, etc.

Cinepolis, Liverpool, Farmacia del Ahorro, etc.

*Store-type categories are based on the definitions provided by the Mexican National Association of Self-Service and
Departmental Stores (Asociacion Nacional de Tiendas de Autoservicio y Departamentales (ANTAD), in Spanish) and
Euromonitor International, which consider the size of the property where stores are located, the merchandise they sell and
the additional services they offer to consumers.
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Supplemental Table 2. Foods and beverages categories available in Nielsen CPS
Foods
Taxatlgn Categorization Products included
status
Salty snacks >275 Kcal/100g Pqtato chips, corn chips, flour chips, fried pork skin, ready-to-eat popcorn,
microwave popcorn, crackers, peanuts and seeds
Taxed Cereal based sweets Cookies, pre-packaged sweet bread and cakes, cereal bars
Ready-to-eat cereals Pre-prepared, ready-to-eat cereals
Ice-cream, ice-pops, sorbets, “dulce de leche” or “cajeta”, fruit preserves,
Sweets and desserts jellies, jam, miﬁ< fnodiﬁers with chocolate or other f{avors b
Salty snacks <275 kcal/100g Crackers, flour chips, fried pork skin
Cereals Unsweetened breads and rolls, ready-to-eat cereals, pasta, corn, rice, oats
Ice cream, sorbets, popsicles, “dulce de leche” or “cajeta”, fruit preserves,
Non-cereal based sweets Lo . .
Untaxed jellies, jam, gelatin, flan, pudding
Dairy Cheese, solid yogurt, cream, evaporated milk
Processed fruits & vegetables Canned vegetables, tomato puree, frozen fruit
Sugar & sugar substitutes Sugar, sugar substitutes or non-caloric sweeteners
Beverages
Taxation Categorization Products included
status*
Sugar sweetened sodas Sodas
Non-carbonated beverages with
added sugar Industrialized flavored waters with added sugar, tea, sports drinks
Taxed - —
Juices from concentrate Sweetened juices
Other sugary beverages Soy and non-dairy base beverages, coffee
Sugar sweetened milk and dairy | Sugar milk and dairy (yogurt), milk modifiers (e.g. coffee mate)
Artificially Sweetened Sodas Sodas
Sparkling, still, or plain water Plain and sparkling water
Non-carbonated beverages with
Untaxed non-caloric sweeteners Industrialized flavored water with non-caloric sweeteners, tea
100% Juices 100% fruit or vegetable juices
Unsweetened milk and dairy Plain milk and dairy (yogurt)
Other unsweetened or artificially
sweetened beverages Soy and non-dairy base beverages, atole, coffee, milk modifiers, beer
*Mexican legislation taxes with 1 peso/liter all beverages with added sugar; and with an 8% tax all non-essential foods with >
275kcal/100 g. A team of Mexican registered dieticians reviewed each product and assigned it into a tax and food/beverage
category following the law definitions. Because products within one food/beverage group can have different characteristics
under the Mexican legislation, food/beverages groups can appear under the tax and untaxed classifications. E.g. Salty snacks
with >275kcal/100 g are classified as taxed, while salty snacks with <275kcal/100 g are classified as untaxed.
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Supplemental Table 3. Nielsen Company’s Mexico Consumer Panel Services socioeconomic characteristics, sample sizes and
proportion of households purchasing foods, beverages or both at every store-type from 2012 to 2015.

Year Overall 2012 2013 2014 2015

n 5,813 5,775 5,657 5,493
Socioeconomic strata £SES, % +SE

Low 21.0+0.1 18.3+0.2 209+0.2 225+03 22.3+0.3
Middle 533402 57.7+03 52.6+0.3 51.6+03 51.5+04
High 25.7+0.1 23.9+0.2 26.5+0.3 259+03 26.3+0.3
Household size (number of household members) mean +SE 6.0+0.01 5.7+0.06 5.9+0.06 6.1+0.07 6.1+0.08
Households that purchased any foods and beverages at each retailer, % +SE

Convenience stores 754405 739409 749+09 75.0+0.9 77.5+1.0
Supermarkets 98.7+0.1 98.6+0.2 98.5+0.2 984+0.3 99.0+0.2
Wholesaler/price clubs 382+0.5 36.5+09 36.8+1.0 40.1=+1.1 39.2+1.2
Traditional retailers 99.7+0.0 99.7+0.1 99.7+0.1 99.8+0.1 99.7+0.1
Home water-delivery 79.5+04 80.4+0.8 80.3+0.8 77.8+0.9 79.6+1.0
Other 89.5+0.3 92.1+0.5 89.1+0.7 88.1+0.7 88.9+0.7
Households that purchased beverages at each retailer, % +SE

Convenience stores 70.1+0.5 68.0+£0.9 69.9+09 69.7+1.0 72.9=I.1
Supermarkets 96.5+0.2 96.7+0.3 96.7+04 963104 964404
Wholesaler/price clubs 27.9+0.5 26.1+0.8 27.2+0.9 29.6+1.0 28.7+1.2
Traditional retailers 99.5+0.1 99.3+0.1 99.5+0.1 99.6+0.1 99.5+0.1
Home water-delivery 75.8+0.5 76.8+0.8 76.0+£0.9 745+09 758=*l.1
Other 80.3+0.4 84.0+0.7 80.0+0.8 78.1+0.9 79.2+£1.0
Households that purchased food at each retailer, % +SE

Convenience stores 51.5+0.5 49.8+1.0 50.6+1.0 513+1.1 54.0=%1.2
Supermarkets 98.1+0.1 98.0+0.3 98.1+0.3 975404 98.8+0.2
Wholesaler/price clubs 34.0+0.5 322409 32.8+1.0 356+1.1 355+1.2
Traditional retailers 99.2+£0.1 99.1+0.2 993+0.1 99.1+£0.2 99.1=+0.2
Other 78.2+04 83.0+0.8 764+0.9 758+09 77.7+1.0

Source: Authors’ own analyses and calculations based on data from Nielsen through its Mexico Consumer Panel Service (CPS) for
the food and beverage categories for January 2012 — December 2015. The Nielsen Company, 2016. Nielsen is not responsible for
and had no role in preparing the results reported herein. SES classification is based on the socioeconomic index provided by Nielsen.
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Total population Low SES Medium SES High SES
2012 2013 2014 2015 Plor 012 2013 2014 2015 Pr oo 2013 2014 2015 Pr 010 2013 2014 2015 P for
trend trend trend trend
n=5813 1n=5775 n=5657 n=5493 n=959 n=1094 n=1087 n=1170 n=3133 n=2872 n=2815 n=2690 n=1721 n=1809 n=1755 n=1633
Taxed beverage
purchases (%=SE)
. 2.0 23+ 26+ 29+ 0.7+ 1.0 1.1 1.1 1.6 2.0 22 24 43 44 5.1 59
Convenience stores 02 0.2 0.2 02 0001 o, +0.2 +0.2 +02 0160 g5 +0.2 +0.2 02 001 g5 +0.5 +0.6 06 0019
216 219+ 203+ 194+ 113+ 127 12.1 11.4 19.7 20.5 19.1 17.7 36.5 338 32.1 32.1
Supermarkets £05 0.5 0.5 0.6 0.001 0.7 +0.8 +0.8 00 983 L6 £0.7 £0.7 07 005 i) +12 £12 14 0012
: 2.1 1.9+ 1.9+ 1.6+ 0.5 0.4 0.5 0.4 12+ 12 1.6 12 6.0 49 4.0 36
Wholesalers/price clubs ¢, 0.1 02 02 0019 Loq soa o1 zo1 %93 g 02 +03 02 O o6 104  x04  xos 0001
L . 708 708+ 719+ 725+ 85.6 83.6 84.4 85.2 74.6 73.8 74.1 75.0 46.9 51.8 53.6 533
Traditional retailers £0.6 0.6 0.7 o7 0031 yg 109 £l 1 99 o7 io08  xo0o  x10 %08 L4 14 zis oz17 0003
. 1.0 11+ 13+ 11+ 0.3 0.5 0.5 04 0.8 1.0 1.2 1.1 22 2.1 24 2.0
Home water-delivery +0.1 0.1 0.1 0.1 039 o1 o1 +0.1 02 OT* 4o +0.1 +02 02 OB o3 +£0.3 +0.4 s04 088
24 19+ 21+ 25+ 1.6 1.8 1.5 1.5 2.1 1.5+ 2.0 274+ 4.1 2.9 2.9 3.1
Others £02 02 0.2 03 079 Lo s06 03 x02 907 o3 0.2 £0.2 05 97 ios 103 03  +os 1%
Untaxed beverage
purchases (%=SE)
. 52 55 56 57 6.8 6.6 6.2 57 49 48 52 54 46 59 6.0 6.5
Convenience stores £02 £03 £03 04 0270 107 +06 06 <08 OBl 103 £03 +04  +o0s5 O3B o4 £0.6 £0.6 +0g 0068
11.0 11.4 11.7 11.6 72 8.3 8.6 9.0 10.6 11.2 11.7 10.9 153 14.9 14.9 15.8
Supermarkets +£0.4 +0.4 +£0.4 05 0208 o7 so7 +0.7 09 OIS igs +0.5 +£0.6 +07 OB Loy +£0.8 +0.8 11 07
. 0.7 0.8 0.9 1.1 0.2 0.3 03 0.3 04 0.5 0.7 0.7 2.0 22 2.1 2.8
Wholesalers/price clubs 0.1 £0.1 0.1 102 0.012 0.1 0.1 0.1 0.1 0.752 £0.1 0.1 £0.1 £02 0.014 £02 £03 02 0.6 0.176
. . 26.1 26.6 26.2 25.1 323 312 30.5 29.1 26.1 27.8 273 26.4 203 19.4 19.0 17.8
Traditional retailers £06 06 06 =07 OB iy3 113 14 ox1s5 %105 o7 ios xo09  xoo U8 Ly s si0 x12 0116
. 424 417 40.9 428 4.1 413 416 43.8 425 40.8 39.5 417 422 44.0 43.0 442
Home water-delivery +£0.7 +£0.7 £0.8 09 0866 s s +16 18 948 1oo +1.0 +1.1 13 O Ly +15 16 19 0305
14.6 14.1 14.6 13.7 11.4 12.4 12.6 12.1 15.4 15 15.5 14.8 15.6 13.6 14.9 12.9
Others £05 405  +06 +o06 937 o8 1o +10 +10 900 o7 108 +09  x10 973 12 110 +11 o+11 0192

Source: Authors’ own analyses and calculations based on data from Nielsen through its Mexico Consumer Panel Service (CPS) for the food and beverage categories for January 2012 — December 2015. The Nielsen
Company, 2016. Nielsen is not responsible for and had no role in preparing the results reported herein. Multivariate linear regression models were used to predict unadjusted percentages of per capita daily
purchases of taxed and untaxed beverages according to store-type, SES and year of purchases. Percentages were weighted to be urban representative. Our statistical testing focused on the trends analysis.
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Supplemental Table 4. Unadjusted percentage mean of taxed and untaxed food purchases from 2012 to 2015 by store-type and socioeconomic status
Total population Low SES Medium SES High SES
2012 2013 2014 2015 Pr o0 2013 2014 2015 Por 5512 2013 2014 2015 Phor 5510 2013 2014 2015 Pfer
trend trend trend trend
n=5813  n=5775 n=5657 n=5493 n=959 n=1094 n=1087 n=1170 n=3133 n=2872 n=2815 n=2690 n=1721 1n=1809 n=1755 n=1633
Taxed food purchases
(%=SE)
. 23 2.5 2.7 2.5 1.5 2.0 22 1.8 22 23 2.5 2.5 3.5 37 39 3.5
Convenience stores £0.1 0.1 £02 0.1 0.170 102 £03 04 102 0.365 L0 £0.1 102 00 0.105 04 £04 05 £04 0.984
46 46 46.1 48.4 27.1 30.4 32.1 374 46.6 46.8 47.0 487 61.8 59.4 59.2 59.9
Supermarkets +£0.6 06  +07 =08 OO Ly iin i3 xps 0000 Lgg i 00 oxr1 010 L) +1.1 12 x15 033
A 4.4 48 54 58 1.5 14 1.7 1.6 3.0 3.5 45 49 10.9 11.0 112 12.1
Wholesalers/price clubs 02 +03  +03  +04 00 o4 s03  x03  x03 %0 oo So3 so4  xos 0001 o7 107 x07 1 0288
o . 43.1 439 4.4 39.7 65.6 63.7 61.0 55.7 441 447 426 40.1 19.5 228 219 213
Traditional retailers £0.6 £07 £07 £08 <0.001 12 £13 14 15 <0.001 08 £09 £09 11 0.001 £1.0 L £ 13 0.440
42 2.7 32 33 43 25 2.7 3.1 42 2.7 32 35 43 3.1 3.8 3.1
Others 02 01 +02  +03  90% o4 103 o3 ros 912 o3 102 +03  +06 O i3 s03 104 xo3 0033
Untaxed food purchases
(%+SE)
. 12 13 13 13 0.9 12 L. 12 1.1 1.0 1.1 13 1.7 1.8 2.0 1.8
Convenience stores £01 201 401 +o01 %27 o2 o3 2202 +03 %% Lo1 so1 x01 xo1 930 i3 102 xo03 o2 073
474 48.9 48.1 48.9 326 36.3 375 386 475 502 48.8 495 60.7 58.7 579 59.0
Supermarkets £06  +06  +06  +07 U1 i i1 x13 x14 092 g7 i :o08 w1 0204 Ly +1 w11 +14 0307
. 33 36 4.1 4.0 1.7 1.4 1.7 1.6 23 2.8 3.8 34 74 74 75 78
Wholesalers/price clubs £02 202 02  +03 %00 o4 103 203 x03  9P® Lon 0 s03 03 so04 %91 o5 ios  i06  xos 0%
o A 42.0 416 41.4 40.6 58.7 56.8 54.9 539 429 418 417 40.7 23.9 26.6 26.2 25.9
Traditional retailers £06  +06 06  +07 OO 1o 113 z13 0 x1s 008 g7 i08 09 1 000 oo i10 x11 ox12 020
6.2 46 5.0 52 6.1 43 46 48 6.1 43 46 52 6.3 55 6.4 5.6
Others £0.2 £0.2 £0.2 02 OO o4 o4 xo0s 05 0126 i3 £0.2 £03 +03 0040 o4 £0.4 £0.6 +0s5 0%

Source: Authors’ own analyses and calculations based on data from Nielsen through its Mexico Consumer Panel Service (CPS) for the food and beverage categories for January 2012 — December 2015. The Nielsen

Company, 2016. Nielsen is not responsible for and had no role in preparing the results reported herein. Multivariate linear regression models were used to predict unadjusted percentages of per capita daily

purchases of taxed and untaxed foods according to store-type, SES and year of purchases. Percentages were weighted to be urban representative. Our statistical testing focused on the trends analysis.
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Supplemental Table 5. Unadjusted mean daily beverage purchases per capita from 2012 to 2015 by store-type and socioeconomic status

Total population Low SES Medium SES High SES
2012 2013 2014 2015 P for 2012 2013 2014 2015 P for 2012 2013 2014 2015 P for 2012 2013 2014 2015 P for
trend trend trend trend
n=5813 n=5775 n=5657 n=5493 n=959 1n=1094 n=1087 n=1170 n=3133 1n=2872 n=2815  n=2690 n=1721 n=1809 n=1755 n=1633
Total beverage purchases
(mL/capita/day) (mean + SE)
. 34.9 40.1 412 40.6 36.9 39.9 352 31.7 33.1 354 383 387 37.8 50.8 541 545
Convenience stores £16 £19 £22 £2.7 0.064 £3 £3.1 £28 £32 0.237 £2.1 £2.1 £3.1 £33 0.103 £36 £58 £59  £79 0.061
86.4 96.6 90.4 79.3 45.8 56.0 50.7 477 81.0 92.5 88.2 75.0 138.3 145.3 1380 1235
Supermarkets +2 +2.4 +£2.6 2.7 0.01 £33 £37 +3.6 +4.1 0.709 +25 +3.1 +33 £35 012 L5 +6 +68  £69 0.052
Wholesalers/price 77 9.0 8.3 75 1.6 25 23 2.0 4.1 5.6+ 6.9 52 232 229 181 183
clubs £06  +08 108  x07 012 o4 L07  xo0s 05 O L5 1.1 13 <08 U120 ins £22 17 £25 0.081
o A 350.8 356.3 338.6 3277 3738 3740 355.0 345.0 3674+ 3812 359.3 355.7 285.1 284.2 2753 2467
Traditional retailers "7 ¢ £8.3 78  xo1 0021 yss ti63 174 x175 027 10.4 122 +105 +138 939 iy77 fi4e 153 +14e 0077
Home water- 466.9 476.1 486.0 485 0093 4408 4387 461.4 469.4 0437 478. 468.8 476.6 4915 o0 4610 528.7 533.0  487.6 0517
delivery £117 121 =143 %151 : £247  £239  £285  £273 : 24166 174  £19.6  +228 : £206  +£228  £304 +286 :
152 158.7 169.9 146.3 1205 133.0 127.6 110.0 156.5 168.0 188.6 161.3 169.3 163.4 1745 1528
Others +7.1 £85  +92 x84 OO iyso iz x127 w133 0612 £87 =127 =151 =127 040 L08 1139 1158  £169 0.609
Taxed beverage purchases
(mL/capita/day) (mean £ SE)
) 44 48 45 45 1.8 2.1 22 25 39 45 4.0 44 8.1 8.0 8.2 7.1
Convenience stores 5 £0.6 04 £04 0.925 £04 04 £0.8 £0.9 0.486 £0.7 £0.9 04 06 070 L0, £12 £13 £09 0.538
36.6 36.7 289 242 20.6 223 16.9 16.1 34.6 36.0 29.2 240 <000 568 522 413 33.7
Supermarkets £ 11 +1 +1 <0001 hs f1e x17 +2 0.022 13 16 +15  £13 1 24 £26 £22 21 0001
Wholesalers/price 39 36 2.6 1.7 0.9 0.8 1.0 0.6 2.1 2.5 24 1.5 114 8.5 47 3.5
clubs £04 £04 +0.3 £02 0001 o3 +£0.3 +0.3 0.2 0.473 £0.3 +£0.6 +0.4 s0p 0106 g £12 £05 05 <0001
. . 173.7 166.9 151.3 141.7 2062 1882 168.9 160.8 186.9 177.3 159.0 1514 <000 1085 1233 115.2 99.1
Traditional retailers 37y +34 +3.4 £3g 0001 g £7.1 £73 +79  ~0001 +45 +47 +45 £53 1 +£54 £7.0 +£73 £72 0.175
Home water- 1.9 1.9 2.1 2 0.7 0.8 0.5 0.9 1.8+ 1.8 22 2.1 3.1 35 33
delivery £03 £02 £03 £04 0619 o4 £0.1 £0.1 £03 0.713 04 £03 £04 +07 063 T +1.1 0.771
3.8 3.1 3.0 35 2.9 2.6 24 1.9 35+ 2.8 3.1 4.7 53 4.4 35 2.7
Others £02 £03  +03 07 908 o5 107 £0.5 +03 0071 03 04  +04 13 937 L0606 +05 +03 0001
Untaxed beverage purchases
(mL/capita/day) (mean £ SE)
) 30.5 353 36.7 36.1 35.1 37.9 33.0 292 292 30.8 343 343 29.6 428 45.8 474
Convenience stores 14 17 a1 126 0.054 £3 131 127 31 0.078 19 18 +3 39 0.106 129 £53 +54 77 0.037
49.8 59.9 61.5 55.1 252 33.7 338 31.6 46.4 56.5 59.1 51.0 81.5 93.1 96.7 89.9
Supermarkets 14 £17 £2 £22 0042 155 £24 +£26 £29 0.135 +1.8 22 +24 128 0103 +38 +45 +£55 +57 0.218
Wholesalers/price 39 5.4 5.8 5.7 0.7 1.7 1.2 1.5 2.0 3.1 45 3.8 11.9 14.3 13.4 14.8
clubs £04 £05 £0.7 +£0.7 0017 o2 £0.6 +04 +04 031 +0.3 +0.6 +1.1 s07 0008 iy +15 +14 +24 0.363
. ) 177.1 189.4 187.3 186.1 167.6 1858 186.1 184.1 180.5 203.9 200.3 2043 176.6 160.9 160.1 147.6
Traditional retailers ¢y L ¢g +63 77 90 Ly w131 x141 x152 9% ik ii06 +86 <118 12 Lis3 i 12 ox117 Ol
Home water- 465 4742 483.8 483.0 0097 401 4379 460.9 468.5 0344 476.4 467.0 4744 489.4 oo 4579 5258 529.5 484 4 0501

delivery +11.7 +12.1 +14.3 +15.1 +24.7 +23.9 +284 +272 +16.5 +17.4 +19.6 +22.7 +20.5 +22.7 +30.1 +28.4



Nutrients 2018, 7, 1044; doi:10.3390/nu10081044 S7 of S8
148.2 155.6 166.9 142.8 117.6 130.4 125.2 108.2 153.0 165.2 185.4 156.6 164 159.0 171 150.2 0.691
Others £70  +85 492  +83 U85 459 aynn w7 w33 M g w7 sisa w124 Y 70 4138 +156 +169
Source: Authors’ own analyses and calculations based on data from Nielsen through its Mexico Consumer Panel Service (CPS) for the food and beverage categories for January 2012 — December 2015. The Nielsen
Company, 2016. Nielsen is not responsible for and had no role in preparing the results reported herein. Multivariate linear regression models were used to predict unadjusted means of per capita daily purchases of
taxed and untaxed beverages according to store-type, SES and year of purchases. Means were weighted to be urban representative. Our statistical testing focused on the trends analysis.
Supplemental Table 6. Unadjusted mean daily food purchases per capita from 2012 to 2015 by store-type and socioeconomic status
Total population Low SES Medium SES High SES
2012 2013 2014 2015 Plor 2012 2013 2014 2015 Plor 2012 2013 2014 2015 Plor 2012 2013 2014 2015 P for
trend trend trend trend
n=5813 n=5775 n=5657 n=5493 n=959 n=1094 n=1087 n=1170 =3133 =2872 =2815  n=2690 n=1721 n=1809 n=1755 n=1633
Total food purchases
(g/capita/day) (mean + SE)
Convenience stores 0.9 1.0 1.0 0.9 0.5 0.7 0.6 0.6 0.8 0.9 0.9 0.9 1.5 1.5 1.6 1.3
+0.1 +0.1 +0.1 +0.1 0.682 +0.1 +0.1 +0.1 +0.1 0.982 +0.1 +0.1 +0.1 +0.1 0.627 +0.2 +0.2 +0.2 +0.1 0.262
Supermarkets 325 336 325 29.3 17.3 19.5 19.8 18.8 312 336 32,6 29.2 502 472 459 410
+0.6 +0.7 +0.7 +0.7 <0.001 +0.9 +1 +1.1 +1.3 0.429 +0.8 +1 +1 +1 0.087 +1.5 +14 +1.5 +1.6 <0.001
Wholesalers/price clubs 28 31 35 3.0 0.8 0.9 0.9 08 18 22 3.0 25 75 72 7.4 6.4
+0.2 +0.2 +0.2 +0.2 0.406 +0.2 +0.2 +0.2 +0.1 0.88 +0.2 +0.3 +0.3 +0.3 0.006 +0.6 +0.5 +0.6 +0.8 0.311
Traditional retailers 234 23 217 19.0 29.6 27.8 257 225 242 237 24 19.6 15.6 16.7 15.8 13.6
+0.4 +0.4 +0.4 +0.4 <0.001 +0.9 +0.9 +0.9 +0.9 <0.001 +0.5 +0.6 +0.6 +0.6 <0.001 +0.6 +0.7 +0.7 +0.7 0.019
Others 33 25 27 23 2.8 1.9 1.9 1.7 32 22 24 23 43 3.6 42 3.0
+0.1 +0.1 +0.2 +0.1 <0.001 +0.3 +0.2 +0.2 +0.2 0.001 +0.2 +0.1 +0.2 +0.1 <0.001 +0.3 +0.3 +0.5 +0.3 0.02
Taxed food purchases
(g/capita/day) (mean + SE)
Convenience stores 0.3 0.4 0.4 0.3 0.2 0.3 0.2 0.2 0.3 0.4 0.4 0.3 0.6 + 0.6 + 0.6 + 0.5+
v +0 +0 +0 +0 0.237 +0 +0 +0 +0 0.407 +0 +0 +0 +0 0.652 0.1 0.1 0.1 0.1 0.096
Supermarkets 73 72 6.8 6.0 36 4.1 39 39 7.1 72 6.8 59 113+ 105+ 97+ 8.5+
+0.2 +0.2 +0.2 +0.2 <0.001 +0.2 +0.2 +0.2 +0.3 0.590 +0.2 +0.2 +0.2 +0.2 <0.001 0.4 0.4 0.4 0.4 <0.001
Wholesalers/price clubs 0.8 0.9+ 1.0 0.8 0.2 0.2 0.2 0.2 0.5 0.7 0.9 0.7 22+ 21+ 22+ 1.9+
+0 0.1 +0.1 +0.1 0.491 +0 +0.1 +0 +0 0.717 +0 +0.1 +0.1 +0.1 0.028 0.2 0.1 0.2 0.2 0.335
Traditional retailers 6.1 6.1 53 43 8.6 8.0 6.8+ 53 6.4 6.3 55 46 31+ 37+ 33+ 26+
+0.1 +0.1 +0.1 +0.1 <0.001 +0.3 +0.3 0.3 +0.3 <0.001 +0.2 +0.2 +0.2 +0.2 <0.001 0.2 0.3 0.2 0.2 0.033
Others 0.5 04 04 0.3 0.5 0.3 0.2 0.2 0.5 0.3 04 0.3 0.7+ 0.5+
+0 +0 +0 +0 <0.001 +0.1 +0.1 +0 +0 <0.001 +0 +0 +0 +0 0.001 0.1 04+0 0.1 04+0 <0.001
Untaxed food purchases
(g/capita/day) (mean + SE)
Convenience stores 0.6 0.6 0.6 0.6 0.4 0.4 0.4 0.4 0.5+ 0.5 0.5 0.5 0.9 1.0 1.0 0.8
+0 +0 +0 +0 0.942 +0.1 +0.1 +0.1 +0.1 0.775 0.1 +0 +0.1 +0.1 0.665 +0.1 +0.1 +0.1 +0.1 0.548
Supermarkets 252 26.3 25.7 233 13.7 154+ 15.9 14.8 241+ 265 25.8 233 38.8 368 363+ 325
+0.5 +0.6 +0.6 +0.6 0.007 +0.7 0.8 +0.9 +1.0 0.425 0.6 +0.8 +0.8 +0.8 0.365 +1.2 +1.1 1.3 +1.3 0.001
Wholesalers/price clubs 2.0 2.2 2.5 2.1 0.6 0.6 0.7 0.6 1.3+ 1.5 2.1 1.8 53 5.1 5.2 4.5
+0.1 +0.1 +0.2 +0.2 0.424 +0.1 +0.1 +0.2 +0.1 0.95 0.1 +0.2 +0.2 +0.2 0.008 +0.5 +04 +04 +0.7 0.346
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Traditional retailers 173 16.9 16.4 147 21.0 19.8 18.9 172 178+ 174 16.9 15 125 13.0 125 11.0
+£03  £03  +£03  £03 <0001  +07 £07  £07  +£07 <0001 04 £0.5 £0.5 +£04 <0001 £05  +05  £05  +06

Others 2.8 2.1 23 2.0 23 16 17 15 26+ 1.9 2.0 19 3.6 3.1 3.7 27
£01  +01  +01  +0.1  <0.001 0.2 £02 402 £02  0.007 0.1 +0.1 +0.1 0.1 0001  £02  £03  £05  +03

0.038

0.075

Source: Authors’ own analyses and calculations based on data from Nielsen through its Mexico Consumer Panel Service (CPS) for the food and beverage categories for January 2012 — December 2015. The Nielsen
Company, 2016. Nielsen is not responsible for and had no role in preparing the results reported herein. Multivariate linear regression models were used to predict unadjusted means of per capita daily purchases of
taxed and untaxed foods according to store-type, SES and year of purchases. Means were weighted to be urban representative. Our statistical testing focused on the trends analysis.



