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Parents feel insecure
66% of men and 51% of about snacking: Kids love

women are overweight sweets and moms do not
or obese! want to forbid anything.

Media and experts sound the alarm Lz | |
= . us ~ »
‘but who is going to =% J
prowde the solution in ==Ess
everyday life?
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ASupports parents inthe Ab a | a diet@dkbate

A with other parents
A with their kids

AAnswers questions no one answered before:
How much is atolerable amount?

A uncomplicated, easy
A based on independent scientific research

AEnables dialogue with other parents
(anonymously), and with experts and Mars
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