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Walk into any modern hawker cen-
tre today and there are a few things
youmight notice at first glance: big
fans; high, airy ceilings; and aMun-
chi Pancakes stall in the corner.
By now a fixture of the local

street food scene, the brand has
stalls in 11 of 16 socially conscious
enterprise hawker centres, or
SEHCs, as hawker centres built
after 2015 are called.
Joining it in this pantheon of

household names are the likes of
Eng Kee Chicken Wings, now 12-
outlet strong; Tong Fong Fatt Hai-
naneseBonelessChickenRice,with
over 15 stalls; as well as up-and-
comers like Berempah Bros, which
will have seven outlets across
Singapore by end-September.
What they have achieved is no

small feat: scalable success in an
industry beset bymanpower issues
and diner apathy.
The system, at first glance, does

not seem to encourage expansion
either.
According to the National Envi-

ronment Agency’s rules, each indi-
vidual can rent only a maximum of
two cooked food stalls across all
types of hawker centres.
So how have these hawkers

managed to build a sprawling busi-
ness from a single, sweaty stall?
And what does their growing pres-
ence mean for hawker culture?

A CALCULATED RISK

Success came as a surprise to
Kumiko Tan. After three failed
bids, the Singaporean founder of
fast-growing thunder tea rice
brand Hakka Leipopo finally
opened her first stall in Bukit
Merah in December 2021.
“We thought this location had

more seniors, so we put in quite a
high bid,” says the 45-year-old,
who started making thunder tea
rice in an attempt to recapture the
homely taste her husband, Khoo
HaoTing, 45, remembered fromhis
childhood in Johor Bahru.
“But we realised that seniors

prefer dishes with stronger flavour
like char kway teow. A lot of our
customers ended up being younger
people in their 30s.”
This gave her the confidence to

take her food to a younger neigh-
bourhood. “Just try lah,” she recalls
thinking when One Punggol
Hawker Centre was announced,
despite not knowing exactly what
the operators were looking for.
It worked: She was invited to a

taste test and, shortly after, in-
formed that the stall was hers.
Hakka Leipopo now has five

stalls across Singapore, four in
hawker centres – two stalls are
registered under her name and two
under her husband’s – and one in a
Plaza Singapura foodcourt. “But
we’re not just opening stalls for the
sake of it,” she says. “We settle
down in a new location, see if we
can handle it well, then consider
opening elsewhere.”
She has no fixed target in mind,

but hopes to cover a broad geo-
graphical spectrum so that more
Singaporeans can get a taste of
Hakka tradition. “We want people
to remember the food their grand-
mothers cooked for them, but we
also want to show that this kind of
food is not just for old people. If we
don’t attract younger customers,
this tradition might die out,” she
says.
Fellow hawker Derek Cheong

also wants to champion regional
heritage, and carefully selects
hawker centres in which his ayam
berempah brand, Berempah Bros,
is likely to thrive.
For instance, Bukit Canberra

Hawker Centre was picked for its
strong marketing presence and
because it lacked a signature offer-
ing. Woodleigh Village Hawker
Centre also piqued his interest due
to its young population.
“Hawker centres make the most

sense for us economics-wise. With
$25,000, you can open a stall,
whereas for restaurants, you’re
looking at a minimum of at least
$200,000 to $500,000 to start,”
says the 29-year-old of MasterChef
Singapore fame. The private chef
and Nanyang Technological Uni-
versity dropout triumphed on the
show’s second season in 2021.
“Hawker centres are also more

accessible for people compared
with coffee shops because they’re
usually built near MRT stations.”
He is cautious, however, about

the dip in quality that sometimes
comes with expanding too fast, too
soon and conducts random quality
checks at his outlets weekly.
“Food is subjective and it’s hard

to tailor our adjustments to suit
everyone’s palate. But as a general
guideline, if the food gets tastier, I
consider it a good job,” he says.
The family behind Eng Kee

Chicken Wings likewise runs a
tight ship, ensuring all newcomers
are thoroughly trained in the art of
deep-frying before they are sent
off to run their own outlet.
Nicholas Lim, for one, was

schooled by his uncle, who heads
the brand. The 28-year-old Nan-
yang Polytechnic graduate, who

previously worked in sales and
delivery, spent a month learning
how to marinate the brand’s
famous chickenwings before being
allowed to contribute to daily
operations.
Now that he runs his own stall at

Buangkok Hawker Centre, he
understands just how crucial that
month was. “Our biggest challenge
is maintaining consistency and
quality across the outlets,” he says.
Manpower is also an issue for the

37-year-old brand, which started
growing around 2022, after open-
ing its fourth outlet. With Lim and
some of his cousins now on board,
the team at last had enough hands
to power full steam ahead.
Having conquered the hawker

scene, they are now experimenting
with different concepts like cafes.
“But we definitely want to open

more hawker stalls,” says Lim.

“We’re an old brand, sowe bring an
old-school style of cooking to the
neighbourhood, and that’s some-
thing quite unique.”

DOES SUCCESS BEGET MORE
SUCCESS?

NEA is aware that some hawkers
take on more stalls at hawker
centres by roping in family mem-
bers and registering those stalls un-
der their names. That is fine, pro-
vided those relatives personally
operate their respective stalls.
A spokesman adds: “NEA does

not restrict franchising arrange-
ments for hawker brands, nor does
it place limits on the number of
stalls a particular brand may
operate, as long as the registered
stallholders fulfil the tenancy
requirements by personally operat-
ing their stalls.”

Still, there is some unease
surrounding the topic of hawker
expansion.
One prominent brand pulled out

of an interview with The Sunday
Times when conversation turned
to the technicalities of how it grew
its business. The spokesman
declined, saying the brand did not
wish to “create the impression that
we have a backdoor to these things
(tendering for hawker stalls),
which we don’t”.
Their skittishness raises an inter-

esting question: Do more popular
brands get a leg up in the tendering
process for SEHCs, where the
allocation of stalls is decided, not
by qualifying bids, but by the
operators, whose job it is to ensure
quality and variety?
In Cheong’s view, it is “100 per

cent” easier to secure another stall
once you have already set up shop

in a hawker centre run by the same
operator.
“The more people you know, the

more doors you’ll open,” adds his
business partner Ong Zhen Ning,
28. “Once people knowyou, they’re
more likely to take a chance on
you.”
It makes better business sense

too. Cheong says: “Operators will
want to find people to take over an
outlet as soon as possible so they
can have rental income. But not
everyone might be keen. So they
might look for brands with
decently strong branding that al-
ready have an outlet in one of their
other hawker centres.”
While established brands are

sometimes informally invited to
participate in an upcoming tender,
operators say that all applicants re-
ceive fair consideration.
According to Joe Sng, associate

director of Fei Siong Social Enter-
prise, hawkers who are invited un-
dergo evaluation, where they are
assessed on aspects such as food
quality, consistency and operation-
al viability. He adds that “those
with a proven track record would
also have a competitive advantage”.
Not that this guarantees success.

“If we have goodworking relations,
operators might keep us in mind.
But competition is pretty stiff so
it’s not necessarily easier,” says
Jaslynn Puah, 44, who oversees
operations across Eng Kee Chicken
Wings’ outlets.
For example, the chain unsuc-

cessfully applied for a stall in Pung-
gol Coast Hawker Centre, despite
its presence at Anchorvale Village
Hawker Centre, also run by Fair-
Price Group. Lim says: “We don’t
really know what the selection
criteria are, but we try our best to

maintain a good relationship.”
King Grouper Fish Soup, with

over 30 outlets including stalls in
Sengkang Square and Punggol Cen-
tral, also lost out on a stall in Pung-
gol Coast. “Maybe the operator was
worried it would seem like we’re
monopolising the area,” muses
Jennifer Chew, 51, head of oper-
ations at King Grouper Fish Soup.

WHEN BOUNTIFUL BECOMES
BORING

It is not an unfounded concern.
Industry watchers like K.F. Seetoh
havemade the sameobservation. “I
can easily name you six to eight
brands that I keep seeing around,
off the top of my head,” says the
veteran food critic andMakansutra
founder.
So has Ong. By his estimates, in

hawker centres operated by the
same company, around a third of
stalls are made up of repeat brands
found in other SEHCS.
Sure enough, ST found that

across the seven FairPrice-run
SEHCs, between 21per cent and 38
per cent of stalls overlap.
At three out of four SEHCs run by

Fei Siong, the rate of recurrence is
over 33 per cent. The one outlier is
Ci Yuan Hawker Centre, which
shares only roughly 11 per cent of
brands with other hawker centres
under Fei Siong.
Typically, SEHCs have around 30

to 40 stalls in total.
In comparison, the rate of over-

lap is lower at the NEA-run hawker
centres ST surveyed.
At Golden Mile Food Centre, for

instance, 15.7 per cent of its 100 or
so stalls have outlets elsewhere in
Singapore. Similar figures were
observed at Chomp Chomp Food
Centre (18.5 per cent) and ABC
Brickworks (16 per cent).
Such ubiquity is not always a bad

thing. For one, it might incentivise

younger hawkers to get into the
trade.
“One younger hawker was telling

me that because he saw that some-
one’s chain had been successful in
making money, it did make him
more interested in becoming a
hawker. He seemed to realise, ‘Oh,
this is actually a viablemodel’,” says
China-born American chef, food
writer and researcher Jenny
Dorsey, who spent two years re-
searching hawker policies in Singa-
pore under the Fulbright and Na-
tional Geographic research grant.
And to patrons, a recognisable

brand namemight signal reliability
– in theory at least.
In any case, some Singapore

diners are unbothered. “I’m not ve-
ry brand-conscious,” says J.J. Lui, a
38-year-old teacher who works
near Senja Hawker Centre and was
having lunch there on a Friday
afternoon. “I care more about
whether the quality is good.”
Others have stronger views. “A

bit boring lah, seeing the same
brands all the time,” says a 50-year-
old Senja resident who wanted to
be known only as Mr Tan.
At a broader level, Seetohworries

what homogenisation might signal
for Singapore’s hawker culture,
which has traditionally thrived on
diversity and accessibility.
“Seeing the same thing over and

over again doesn’t move the sym-
phony of our hawker stalls,” he
says.
“New hawkers with unconven-

tional ideas might fear opening a
stall because theymight think they
can’t survive with their type of
food, and this stems evolution.”
Dorsey, too, cautions that the

proliferation of too many big
names risks diluting the intimate
nature of hawker dining. “It
changes the ambience of the
hawker centre. It feels more sterile.
The businesses feel like they aren’t

as integrated into the neighbour-
hood because the uncle or auntie
running the stall isn’t always selling
their own recipe.”
Is that just the nostalgia talking?

Maybe, but there is a sense of ec-
centricity and familiarity that the
franchise model, often sustained
by a revolving door of short-term
workers, cuts out.

NO SINGLE ROUTE TO SUCCESS

Besides, expansion comes with its
fair share of risk.
Tommy Pang, the 29-year-old

Nanyang Polytechnic alumnus be-
hind hawker chains Shi Nian Pig
Leg Rice and Bai Nian Yong Tau
Foo, learnt this the hard way.
At its peak in 2021, Shi Nian

opened over 30 outlets islandwide
in under a year. But the crash came
just as suddenly. After losing half a
million dollars in six months, he
had to shut nearly 20 outlets in
quick succession.
The problem, he surmises, is that

the brand expanded prematurely,
without a system or strategy. “At
one point, we even had multiple
stalls in the same GrabFood radius,
so they were all eating into the
same piece of the pie,” he says.
Some of his outlets were also run

by franchisees, which made it har-
der to maintain consistent quality.
“They didn’t put in the same
amount of effort as I did because
their main goal was to get a return
on their investment, whereas for
me, this brand is my baby.”
So instead of approaching ran-

dom strangers on the street, which
was how he sometimes used to
source for franchisees, he now re-
lies on family and friends to run Shi
Nian and Bai Nian’s over 10 outlets.
He is exploring newconcepts like

Dudu Cantonese Cuisine, an eatery
in Marsiling Industrial Estate
specialising in claypot dishes. But
he has no plans to depart the
hawker centre track, which he con-
siders a good stepping stone for a
career in F&B.
Therein lies the crux of the issue

for Dorsey: What primary purpose
are hawker centres supposed to
serve? Are they meant to be
timeless bastions of Singapore’s
culinary heritage or low entry-
barrier incubators for aspiring F&B
entrepreneurs?
The two-stall rule seems to fa-

vour the former intent. She says: “I
guess itmakes sense in that hawker
centres aren’t supposed to be
breeding grounds for the next Star-
bucks. You’re supposed to cultivate
a good business for yourself and
put a roof over your family’s heads.
“But then you allow this fran-

chise model which, yes, is techni-
cally in line with the rules, but
doesn’t follow the spirit of the rule.
So what’s the point of having the
two-stall rule in the first place?”
The way Seetoh sees it, if the

two-stall rule is going to exist, then
it should apply to the brand as a
whole. “Once hawkers have hit two
or three successful hawker stalls,
they should go into the private
sector or expand overseas.”
Some brands might find that

other operating models would
better serve their needs anyway.
With King Grouper Fish Soup’s

premium produce – fresh giant
groupers reared on the company’s
fish farm and priced upwards of
$6.50 for a bowl of sliced fish soup
– Chew says it intends to position
itself as more of a foodcourt brand,
gradually moving away from
hawker centres.
“And in foodcourts, you have

more of a crowd,” she adds.
At the end of the day, popular

hawkers are still hawkers – men
and women trying to make an
honest living with whatever means
they have, and Seetoh says he does
not begrudge them their success.
What he wants, though, is a way

to better make room for both new
and established players.
Fei Siong Social Enterprise, for

instance, allocates stalls with sub-
sidised rentals to young hawkers
who serve heritage dishes like lor
mee and char kway teow. This is
part of an entrepreneurship
programme that also equips parti-
cipants with mentorship opportu-
nities, as well as marketing skills to
build brand visibility.
Canopy Hawkers Group, which

runs hawker centres in Bukit Can-
berra and Yishun Park, pays extra
attention to first-timers. “This
group will be assisted with regula-
tion application and other neces-
sary assistance to set up a hawker
stall,” says a spokesman.
On NEA’s part, it says it “dis-

allows corporations from directly
bidding for and operating hawker
stalls to prevent aspiring indepen-
dent hawkers from getting crowd-
ed out”.
Seetoh has another suggestion to

keep the hawker scene thriving:
Establish an academy to equip
hawkers with the skills to run their
own stalls. Teach them the ways to
build an enduring business, be it
running a single outlet or 20.

New hawker centres
serve up the same stalls

A brand opening
stalls across multiple
locations can signal
consistency, but
observers say it
might also dampen
diversity

Kumiko Tan’s Hakka
Leipopo has five
outlets across
Singapore. ST PHOTO:
KUA CHEE SIONG

cherielok@sph.com.sg

King Grouper Fish Soup
plans to move away from
hawker centres and
position itself as a
foodcourt brand,
says its head of
operations Jennifer Chew.
ST PHOTO: JASEL POH

Derek Cheong
(right) and Ong
Zhen Ning (far
right) run
Berempah Bros.
ST PHOTO: CHERIE
LOK

Cherie Lok

In SEHCs like Bukit Panjang Hawker Centre, diners
might find brands that recur at other hawker centres
run by the same operator. ST PHOTO: CHERIE LOK

MOVING AHEAD

In foodcourts, you have more of a
crowd.

”JENNIFER CHEW, head of operationsat King Grouper Fish Soup.

EXPANDING WITH CAUTION

We’re not just opening stalls for the
sake of it. We settle down in a new
location, see if we can handle it well,
then consider opening elsewhere.

”KUMIKO TAN, founder offast-growing thunder tea rice
brand Hakka Leipopo.

LOWER-COST START-UP

Hawker centres make the most sense for us
economics-wise. With $25,000, you can open a stall,
whereas for restaurants, you’re looking at a minimum
of at least $200,000 to $500,000 to start.

”DEREK CHEONG, BerempahBros co-founder.

Once vilified for their cholesterol
content, eggs are now touted on
social media as the cornerstone of
a healthy diet and building blocks
for the brain.
In an Aug 10 Instagram post,

American physician and health
content creator Paul Saladino
(@paulsaladinomd) urged his
three million followers to “eat
more eggs and your brain will
thank you”.
Chiropractor and health content

creator Eric Berg,whohas 2.8mil-
lion followers for his @drericberg
account, has garnered more than
328,000 views for a Sept 10 post
recommending four eggs a day.He
says eggs are rich in choline,
which the body uses to make ace-
tylcholine, a neurotransmitter in-
volved in memory.
The Sunday Times asks dieti-

tians andneurologists for their ex-
pert views on the changing repu-
tation of eggs, the role of eggs in a
healthy diet and if there is a “safe”
number of eggs to eat.

HOW EGGS GOT A BAD NAME

In 1968, the AmericanHeart Asso-
ciation (AHA) advised limiting
egg yolks to no more than three a
week. At the time, high blood cho-
lesterol was linked to heart dis-
ease, and cholesterol-rich foods
were assumed to raise cholesterol
in the blood.
Chaitra Jagdish, 56, a lecturer at

Republic Polytechnic’s School of
Applied Science with 25 years of
experience in nutrition and die-
tetics, says eggs became a target
because a large egg contains
about 185mg to 200mg of choles-
terol, almost all of it in the yolk.
But dietary cholesterol and

blood cholesterol are not the same
thing. The body producesmuch of
its own cholesterol, while genet-
ics, saturated-fat intake and over-
all diet also affect blood choleste-
rol levels.
“Eggs can increase LDL choles-

terol, but the effect is usually
modest and varies between indi-
viduals,” says Jagdish. Low-densi-
ty lipoprotein (LDL) cholesterol is
often viewed as “bad” cholesterol
as a high LDL level can lead to a
build-up of cholesterol in the ar-
teries.
She adds that while egg yolk is

high in cholesterol, it is relatively
low in saturated fat. A whole egg
contains only around 1.5g saturat-
ed fat, whereas foods such as but-
ter, fattymeat and coconut fat can
provide substantially more sat-
urated fat.
Saturated fat generally has a

greater effect on LDL cholesterol
than dietary cholesterol, although
individual responses to both can
vary.
In 2002, the AHA dropped its

specific egg restriction of three to
four a week. More than a decade
later, in 2015, the United States
Dietary Guidelines Advisory
Committee removed its previous
daily limit of 300mg of dietary
cholesterol.
Shalene Tan Yien, 25, a dietitian

at National University Hospital,
says while modern research
shows dietary cholesterol in eggs
has little effect on blood choleste-
rol for most people, the impact of
dietary cholesterol on blood cho-
lesterol levels varies among indi-
viduals due to the differences in
how the body processes choleste-
rol.
Some people, known as “hyper-

responders”, may experience a
rise in blood cholesterol when
consuming eggs, while others,
known as “hypo-responders”,may
not see a significant change, she
explains.
Saturated and trans fats influen-

ce cholesterol far
more, and eggs are
low in saturated
fat and contain
no trans fat.
Still, the re-

moval of the lim-
it for daily cho-
lesterol con-
sumption does
not equate to eat-
ing unlimited eggs
as overall diet quali-
ty remains para-
mount, she says.
Angel Tey, 30, a senior

dietitian at Woodlands Hospi-
tal, says individuals who are “hyp-
er absorbers” may tend to absorb
more dietary cholesterol thanoth-
ers. She adds: “However, there are
currently no routine tests to iden-
tify these people and we know
that dietary cholesterol from
foods such as eggs has a smaller
impact on our blood LDL choles-
terol levels.”

ARE EGGS REALLY ‘BRAIN
FOOD’?

Jennifer Hung, 36, a consultant at
National University Hospital’s Di-
vision of Neurology and assistant
professor at NUS Yong Loo Lin
School of Medicine, says from a
clinical neurology and nutritional
neuroscience perspective, the so-
cial media claim that eggs are
“brain food” is plausible and sup-
ported by moderate scientific evi-
dence, but socialmedia trends fre-
quently overstate what the data
actually proves.
Eggs are one of the most con-

centrated dietary sources of cho-
line and also contain lutein, zeax-
anthin and vitamin B12, which
play roles in neural membrane
health.
Most research linking eggs with

cognitive health is observational,
she says. Such studies can show
an association, but cannot prove
that eating eggs improves memo-
ry or prevents dementia.
For someone who already gets

enough choline, eating more eggs
is unlikely to work like a “smart
drug” or supercharge memory.
“Brain health and memory are

not an on-off switch and require a
holistic approach,” she says.
Neurologist Zhao Yi Jing, 40, of

Mount Elizabeth Hospital, whose
main areas of clinical practice and
research are brain health and neu-
rology, says there are no rando-
mised controlled studies to pro-
vide evidence strong enough to
recommend eggs specifically to
prevent dementia.
Studies suggesting possible

benefits generally involve moder-
ate intake – about half to one egg a
day, or even one to three eggs a
week – “not several daily”, she
says.
For protecting the brain, Zhao

says there is stronger evidence for
regular physical activity, good
sleep, social engagement and life-
long learning, along with limiting
ultra-processed foods and eating a
Mediterranean diet. The diet fo-
cuses on quality proteins, carbo-
hydrates, fats and dietary fibre, all
beneficial for overall good cardio-
vascular and brain health.
While eggs have been labelled

“brain food” for their choline con-
tent, Jennifer Shim, 39, a senior
dietitian at Parkway East Hospi-
tal, calls it “an oversimplifiedmar-
keting term”.
There is a scientific rationale

because eggs contain choline, as
well as vitamin B12 and folate,
which support nervous system
health and cognitive function, she
says, but these nutrients should
be consumed as part of a balanced
diet.
Egg whites are not necessarily

healthier. The yolk holds most of
the egg’s choline; vitamins A, B12,
D, E and K; folate; lutein; zeaxan-
thin; and selenium.
An average egg provides about

6g to 7g of high-quality protein,
but Shim points out that similar
amounts can also be obtained
from milk, yogurt, tofu, fish,
chicken or lean meat.
Hung cautions that framing any

single food as a “brain food” risks
creating a false sense of security,
encouraging overconsumption
while distracting from interven-
tions with stronger clinical evi-
dence.
She observes that nutrients in

eggs – such as lutein and choline,

which are associated with brain
health – can also be obtained from
foods such as dark leafy greens
and soya beans.
Tey ofWoodlands Hospital says:

“Egg whites are no healthier than
yolks or whole eggs and vice ver-
sa. However, they play a different
role depending on every individu-
al’s health or diet goals.”
Family physician Desmond Lee,

32, of Crawfurd Medical Centre,
who is also a medical content cre-
ator, has observed that social
media content creators promote
eating eggs as part of the protein
and “brain food” trend.
Some of their posts feature peo-

ple eating six, eight or even a doz-
en eggs a day and then showing
off their physique, or a set of clean
blood test results, creating the im-
pression that it is advisable for
everyone else to follow suit.
“How eggs affect your body, for

better or worse, varies a great deal
with your genetics, your age and
any health conditions you already
have,” he says.
A person’s diet, sleep and exer-

cise regimens and genetics may
have far more to do with those re-
sults than eggs alone, he adds.

HOW MANY EGGS TO EAT?

Three dietitians and one nutri-
tionist interviewed say there is no
universally agreed upper limit for
egg consumption for healthy
adults.
Most say one to two eggs a day

can fit into a balanced diet, al-
though peoplewith high LDL cho-
lesterol, diabetes, cardiovascular
disease or inherited cholesterol
disorders may need individual ad-
vice.
Jagdish says current evidence

supports about one whole egg a
day, or seven a week, for healthy
adults. The AHA allows up to two
eggs daily for healthy older adults
with normal cholesterol levels.
The national health portal,

HealthHub, also debunks the food
myth that eggs are bad for the
heart. Its website states that most
healthy people can eat an egg a
day as the body compensates for
the cholesterol intake by manu-
facturing less cholesterol.
For older adults, protein is an-

other consideration. Lee says his
older patients are “far more likely
to be eating too little protein than
too many eggs”.
Most experts also say what is

consumed together with the eggs
may have a greater impact on
health than the eggs themselves.
Tey notes that bacon, sausages

and buttered toast are more likely
to push up LDL cholesterol be-
cause of their saturated fat con-
tent, while vegetables and whole-
grain bread make for a more bal-
anced meal.
Lee says a boiled or poached egg

with nothing added has about 60
to 80 calories, while frying the
egg adds oil or butter. He observes
that locally, fried eggs are also of-
ten eaten with bacon, luncheon
meat or prata – adding saturated
fat or sodium – while half-boiled
eggs get a generous splash of soya
sauce.
He recommends boiled,

poached or steamed eggs as the
default. If frying eggs, use a mod-
est amount of oil and paymore at-
tention to the rest of theplate than
to the egg itself.

hedykhoo@sph.com.sg

•Now Stirring is a series on food
topics that get diners talking.

Eggs may be healthy but that is not
a licence to eat as many as you like.
PHOTO: ADOBE STOCK
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Eggs are rich in
nutrients, but
dietitians advise
against overeating
them

Eggs: Brain food
or viral fad?


