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ñClever Naschenò(clever snacking) 

From a WEB Platform For Parents to 360° a Health & Nutrition Campaign

Brussels, 27th May 2008
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Where We´re Coming From ï
Landscape Germany

Media and experts sound the alarm

ïbut who is going to 

provide the solution in 

everyday life?

66% of men and 51% of 

women are overweight

or obese!

Parents feel insecure

about snacking: Kids love

sweets and moms do not

want to forbid anything.
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Mars Takes Responsibility And 
Action

ñThe key objective for Mars is to become 

part of the solution.ò

Philippe Metzger, GM Snackfood Germany
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Mars Actions By Example
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2005: Clever Naschen ïThe Idea

ÁSupports parents in the Ăbalanced dietñ debate

Áwith other parents

Áwith their kids

ÁAnswers questions no one answered before: 

How much is a tolerable amount?

Á uncomplicated, easy

Á based on independent scientific research

ÁEnables dialogue with other parents

(anonymously), and with experts and Mars
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www.clever-naschen.de


