laste good, feel good:

the rise of tflavored milk

As parents and schools have learmed, kids are more likely to drink
their milk when it's flavored. That's sparked some debate about
balancing nutritional value and added sugars.
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in flavored milk make it an effective workout recovery drink* ®

All the taste, Cargill Reduced-Sugar Chocolate Milk
zero added Featuring ViaTech® Stevia Sweetener
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