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Abstract ; Prior research has provided few details on the relationship between statements of function
claims and consumer purchase intention. This article investigates the role of function claims by categorizing
function claims into two types from the motivational goal perspective-i.e., promotion-focused function
claims and prevention-focused function claims. Furthermore , it exploits the moderate influence of consumer
nutrition knowledge based on the elaboration likelihood model.

We used two studies to investigate how consumers respond to promotion-focused vs. prevention - focused
function claims. In particular, our study simulated shopping scenarios and measured each individual's
knowledge level on nutrition information. Study 1 tested the effect of function claims on consumer purchase
intention , while study 2 examined the effects of promotion-focused and prevention-focused function claims
on consumer purchase intention.

We found (D function claims have a positive influence on consumer purchase intention, () nutrition
knowledge can enhance the effect of function claims on purchase intention, (3)promotion-focused function
claims lead to higher purchase intention than prevention-focused function claims in food purchase , @) nutri-
tion knowledge consumer have increase higher purchase intention when they are towards promotion -focused
function claims than towards prevention-focused function claims.

Theoretical and managerial implications of the findings are also discussed. Manufacturers should pres-
ent more promotion-focused function claims to consumers. Moreover, the claims presented on a package
could reduce confusion and enhance purchase decisions that is more favorable. Furthermore, government
and companies should form a collaboration that actively promote nutrition knowledge information through so-
cial media to expand health education and convey nutrition knowledge to consumers.
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Introduction

As the materialistic, financial and social qualities of
life for Chinese consumers have become higher, their de-
mands in connection with healthy lifestyle are increasing
through the large purchases of food and beverages''!. To
offer more standardized information to consumers and de-
crease information asymmetry in the market, the Chinese
government enforced pre-packaged food nutrition labeling
regulations in 2013, which include a nutrition table and
statements on foodstuffs ' claims.

Statements relating to nutrition are becoming essential
for food and beverage product marketing”'. The U. S.
Food and Drug Administration ( FDA ) requires that claims
for nutritional benefits have the needs to follow strict rules .
some highlight nutrient contents while others stress a
healthy function. Nutritional claims”’ often use terms such

" »

as “free”, “low”, or “reduced”, to describe the a-

L

mount of fat, sugar, or sodium, whereas function claims
describe the role of a particular nutrient or dietary ingredi-

ent in the normal structure or function of the human body-

[4=5) " Consumers consider

»[6]

e.g., calcium builds strong bones
foods with claims as “ credence goods Claims influ-
ence dietary behaviors and food information process'”’ . Pri-
or studies suggest that nutrition information has had a mixed
influence on consumer purchases'®’ .

Given literatures’ divergent views on the effect of
claims on consumer choice decisions, it is important to i-
dentify and understand the conditions under which function
claims have beneficial or adverse consequences. The cur-
rent research aims to address these contrasting conclusions
by examining the issue from the motivational goal perspec-
tive. Specifically, function claims comprise two different
types of wording: claims that reflect a promotion-focused
message ( e.g., calcium can promote the development of
bones and teeth) to emphasize the achievement of a posi-
tive outcome. The other function claim reflects a preven-
tion-focused message (e.g.,an inadequate intake of calcium
will weaken the development of bones and teeth) that stres-
ses the avoidance of a negative outcome!® . In this re-
search , we explore the type of claim that is more persua-
sive to consumers. In doing so, we link the persuasiveness
of promotion-focused claim and prevention-focused function
claim of nutrient labeling to consumer purchase intention.

The research contributes to the literatures of regulatory
fit and nutrient labeling. We suggest that the fit effect is
persuasive when promotion-focused function claims are
used' '’ .
trition knowledge as a moderator that influences the rela-

Given consumer heterogeneity, we introduce nu-

tionship between claims and consumer purchase intention.
The researchers recommend that market regulators undertake
universal nutritional education to promote sound develop-
ment of the food industry. For food manufacturers, the in-

troduction of nutrition information can obtaining price premi-
um and market competitiveness. Therefore , function claims
are strong marketing incentives if consumers are willing to

purchase such products.

1 Literature Review

A great deal of marketing research has focused on con-
sumer responses to nutrition labeling'''’. Research on the
provision of additional product information has included the
impact on consumer beliefs concerning products , indicating
that nutrition labeling has a positive impact on consumer
beliefs on product quality''! .

mand levels into different types, and found that there is a

Literature divided the de-

positive relationship between nutrition labeling and high de-

[13]

mand levels of consumers Moreover, previous study in

nutrition labeling suggests that the internal mechanism of

4] The vari-

nutrition labeling affects consumer motivation
ation of consumer responses is from the consumer heteroge-
neity such as motivation'”®’ | level of education and product
types' ! .

Apart from the large literature that investigates the cor-
relation between nutritional labeling and consumer re-
sponse , tesearches have also assessed nutrition claims. Re-
searchers found that not all products were marked with
claims, and the claims vary for presenting position on prod-
ucts package'” ™™ . TANGARI et al.'™ indicated that
most of the literature has explored the influence of claims

20201 giated that

on consumer cognition. Many scholars
consumers believe that products with claims are healthier ,
and they are more likely to choose such products. In addi-
tion, some studies have shown that claims influence final
price of food, and established the potential price premium
associated with the format and wording of claims'® 2.
With regard to the influence of nutrition information on
consumer choice , it appears that consumer nutrition knowl-
edge can affect their decisions' >’ . Knowledge can improve

consumer' s understanding and attention and increase the
25-26]

quality of consumer purchase decision' Nutrition
knowledge influences the use of labels in three ways: first-
ly , it increases consumers’ attention on important informa-
tion; secondly, it enhances consumers’ understanding of
nutrition labels , and thirdly it enhances consumers’ memo-
ry of food efficacy'™! .

Although consumers are seem to favor the simplification
of claims, there is yet no conclusive evidences as to which
type of claim wordings will improve purchase intention. As

[92-2] e set the per-

the regulatory focus theory suggests
suasiveness of claims framework. Furthermore, as the in-
fluence of consumer nutrition knowledge has been an impor-
tant contributor to these findings, we introduce nutrition
knowledge as a moderator according to the elaboration like-

lihood model™* 3!,
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2 Theoretical Background and Hypotheses

2.1 Function Claims and Consumer Purchase Intention
Consumers try to collect information about food prod-

ucts in order to make an informed decision with lower pur-

chase risk. Such information includes odor, color, safety

[32]

certification , and retailer brand reputation Among

these, a product’s nutrition information has a significant
impact on their purchase decision!® ¥,

Multiple sources exist for consumers to gain nutrition
information , such as nutrition labels and advertisements ,
medical and nutrition experts. Among these options, nutri-
tion labels are the most direct source for consumers'™'.
According to the International Food Information Council
Foundation, over half of consumers will use the nutrition
facts panel , most commonly when purchasing a product for
the first time. Moreover, consumers perceive claims as be-
ing potentially useful and want to be informed about such
benefits'® . These findings indicate that claims can be use-
ful for improving consumers’ information level to make evi-
dence-based purchases.

In addition, signaling theory posits that a firm's ob-
servable attributes can serve as a signal of quality in the

3 ; ;
BT Consumers might

context of the information asymmetry
infer that sellers tend to use presentation of nutrition infor-
mation as a way to increase public awareness of product

qua.h'tybs} i

Function claims show the role of a nutrient or
dietary ingredient to consumers , which is useful for impro-
ving the information level. Therefore, the function claims
existence can imply superiority in the quality of food.
Thereafter, we predict

H, Function-claims existence has a positive impact
on consumer purchase intention.

2.2 Promotion-focused Versus Prevention-focused Func-
tion Claims and Consumer Purchase Intention
Regulatory focus theory®’ suggests that when making a

purchase decision, consumers will display one of two modes

of motivation and self-regulation: a promotion-focused or a

prevention-focused orientation. Individuals with a promo-

tion-focused inclination are likely to favor the positive out-
comes that improve the current quality of life. In contrast,
individuals with a prevention-focused inclination are likely
to emphasize vigilance and protection from negative out-

comes .

According to regulatory focus theory, researchers have
suggested that the messages delivered in advertisements can

#1 | Promotion-focused

vary in consumers’ regulatory focus!
messages use arguments about positive consequences, but
prevention-focused messages are those that feature argu-
ments about negative consequence for the individual™ . In
our study , the author examines the persuasiveness of claims
frames in the context of consumer food purchase.

Regulatory fit states that messages will be more persua-

sive when the regulatory focus of the message matches the
ongoing goal orientation of the person''. Individual is
more confident in message-based evaluative judgments when
there is a regulatory fit'"!. In other words, promotion-fo-
cused messages are more likely to persuade an individual
who is seeking gains to improve the life satisfaction. Con-
versely , prevention-focused messages will likely persuade
people who are motivated to avoid detriments. These propo-
sitions suggest that promotion-focused messages will be
more persuasive than prevention-focused messages when a
consumer faces an acquisition task.

Individuals that focus on a positive end-state are less
likely to feel at risk in their environment and are more like-
ly to process disparate information for relational and creative
behavior. Following similar logic, consumers with promo-
tion focus will perceive less risk and be more willing to buy

#]  Research has shown that context can in-

products'?~
duce regulatory focus'?! . KARK et al.'**! found that manag-
ers could guide employees to focus on either promotion or
prevention , thus affecting subordinates’ cognitive strate-
gies, emotional experiences, and decisions.

Consumers buy and eat food to replenish energy and/
or obtain nourishment. Such activities, that are to improve
their physical state, are mainly acquisitive , which is differ-
ent from the purchase of drugs. Therefore, the promotion-
focused message is more relevant when consumers purchase

food produects.

may induce consumers to form a promotion focus, which re-

In addition, promotion-focused messages

duces their perception of risk during their purchase task.
Based on these two premises, we hypothesize ;

H, In food purchases, promotion-focused function
claims will lead to a higher purchase intention than preven-
tion-focused function claims.

2.3 Moderating Effect of Nutrition Knowledge

In 1986, POIESZ et al. “®'proposed their elaboration
likelihood model( ELM). This theory suggests that character-
istics of a message influence an individual’s formation of
attitude and thus his or her behavior. The ELM illustrates
that people process communication through two different
ways ; a central route and a peripheral route. Generally,
the central route refers to a controlled, deep, and system-
atic mode of reasoning, while the peripheral route refers to
an automatic , heuristic, and superficial way of thinking.

The ELM explains these two routes in an overarching
view , and it acknowledges that both routes could be affect-
ed by certain factors , with the most important being motiva-
tion and ability. Motivation have a significant impact on the
evaluation of the message. Subjects that displayed a higher
motivational level were also closer to the ELM central
route , while the peripheral route characterized subjects by a
lower motivational level. Similar to motivation, the trait of

ability generates different elaboration degrees when a mes-
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sage was processed in the same way. Research suggests
that a central ELM route is associated with higher involve-
ment and issue relevancy, while a lower degree of involve-
ment and issue relevancy are attributed to a peripheral ELM
route. There are numerous factors affecting motivation and
ability. For example, the level of consumer knowledge is a
very critical factor. Product-oriented knowledge will influ-
ence the collection of internal and external clues, and af-
fect a consumer’s information processing and decision mak-
ing®) . Thus, individual with abundant knowledge will
individual

without rich knowledge generates, thus tend to form an atti-

generate more ideas-related information than
tude for a central route. That is, knowledge may help con-
sumers to understand product information and form a posi-
tive consideration .

The level of consumer nutrition knowledge could affect
the motivation and ability to analyze information during in-
formation processing. Specifically, the more knowledge
consumers have regarding nutrition , the more inclined they
are to use the central route to process information. In addi-
tion, claims on product packaging that are important prod-
uct information also occupy a significant position. Consum-
ers following the central route will focus on claims and con-
sider product information more positively. This leads to the
following set of hypotheses :

H, Nutrition knowledge consumers have increase pur-
chase intention to products with function claims.

Researchers' "’

were concerned that the process by
which information formats affect consumer attitudes is regu-
lated by their own nutrition knowledge, and this causes
consumers to have a higher purchase intention. In the light
of fact that there is a match between claims and risk, we
suppose that claims are regarded as the dominant quality of
a product. What is more , the higher dominant quality con-
sumers perceive the lower risk they will perceive. Thus,

this will increase promotion focus in accordance with reduc-
8

ing prevention focus'*® .

Accordingly , consumers with more nutrition knowledge
have greater ability to develop a comprehensive understand-
ing of claims in comparison to others, which enhance the
dominant quality and reduces risk perception. Consequent-
ly, consumers will perceive a lower risk and form a promo-
tion focus. Therefore, individuals have more favorable atti-
tude towards promotion-focused function claims than towards
prevention -focused function claims. In line with previous
research , we predict

H, Nutrition knowledge consumer have increase high-
er purchase intention when they are towards promotion-fo-
cused function claims than towards prevention-focused func-
tion claims.

Figures 1 shows the theoretical model of function claim

existence and frames impacts on purchase intention.

Function-Claims H

Existence
Hs
Nutrition Purchase
Knowledge Intention

Function-Claims Frames
(Promotion or
prevention-focused)

Figure 1 Theoretical Model
B1 HipER

3 Method
3.1 Overview of Studies

This paper reports two studies that are designed to test
the hypotheses. Study 1 examines H, and H;, while and
Study 2 examines H, and H,. Specifically, function claims
are in two classes: promotion-focused function claims and
prevention-focused function claims. Study 1 was conducted
between September and October 2016 and study 2 was con-
ducted between September and October 2016.

We conducted a preliminary test to modify the nutrition
knowledge scale. We have chosen milk powder as the ex-
perimental product because consumers were very concerned
about nutritional components when they made the purchase.
3.2 Study Design

We designed two scenarios in which function claim was
the only difference ; consumers went to a supermarket to
buy milk powder that was identical in prices, brand,
taste , production date, shelf life, origin, and supplemen-
tary properties. Two versions of milk powder were designed
for the experiment conditions: function claims: exist vs.
not exist.

Scenario A ; The milk powder is marked with a nutri-
tion facts panel but no function claims.

Scenario B; The milk powder is marked with a nutri-
tion facts panel and function claims, that is, vitamin A
helps to maintain healthy skin and mucous membranes.

To investigate how function claim frames influence con-
sumer purchase intention, the function claims stimuli vary
in regulatory focus; that is, promotion-focused function
claims and prevention-focused function claims.

Scenario C: The milk powder is marked with a nutri-
tion facts panel and promotion-focused function claims in

“

an obvious location. For example, “ calcium is the main
component in the development of bones and teeth, so make
sure you have enough calcium” .

Scenario D'; The milk powder is marked with a nutri-

tion facts panel and prevention-focused function claims in
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an obvious location. For example, “ calcium is the main
component of bones and teeth. An inadequate intake of cal-
cium will weaken the development of bones and teeth, so
you make sure you have enough calcium” .

Additionally , we used a scale developed by BERKOWI-
TZ et al.'*to assess participants’ purchase intention while
they were exploring the items using a seven-point scale, 1
=not at all, and 7 =a lot. Appendix 1. Moreover, based on

nutrition knowledge scale'™!

, we designed a new scale
( Appendix 2). Then we tested the reliability and validity
of the nutrition knowledge scale. The results from the Cron-
bach’s Alpha were significant, o =0. 871, indicating that
the reliability of the scale was significant.
3.3 Procedure
3.3.1 Study 1

Three hundred -thirty people were randomly selected
through online recruitment as the initial stage of the study.
We divided the experimental scenarios into two types( A and
B), and designed two questionnaires according to each sce-
nario. Participants were randomly assigned to two scenarios
( function claims ; exist vs. not exist ). They read the cor-
responding experiment scene carefully and completed ques-
tions. Finally, we collected the demographics information
of participants.
3.3.2 Study 2

The participants in scenarios B in Study 1 then contin-
ued to Study 2. We divided the experimental scenarios into
two types: C and D, in accordance with promotion-focused
function claims and prevention-focused function claims.
Participants were randomly assigned to one of the two
groups , they were asked to read the corresponding experi-

ment information carefully and complete questions.

4 Results
4.1 Study 1
4.1.1 Sample characterization
We obtained 315 results that are statistically meaning-
ful from 330 questionnaires in Study 1 ( the number of par-
ticipants for each scenario includes scenario A =160, sce-
nario B=155). According to the results of the sample de-
seription in Table 1, participants’ individual characteristics
were balanced.
4.1.2 The impact of function claims on purchase intention
In our experiment, groups A did not have function
claims while groups B did have function claims. Through
the variance analysis, we found that consumer purchase in-
tention( M =5.300) in the function claims groups(n =155)
was significantly higher than consumer purchase intention
(M =4.900) in the non-function claims groups(n =160, F
=6.513, p<0.010), indicating that the function claims
had a positive influence on consumer purchase intention,

thus verifying H, .

Table 1 Sample Characteristics ( Study 1)
®1 BERBECSXEL)

SCNR A/% SCNR B/%

Statistical Characters

Male 42.371 46.342
Gender

Female 57.629 53.658

Under 18 0 1.211

18 ~30 80.259 74.389
Age 31 ~40 18.411 18.285

4] ~50 1.330 3.655

51 above 0 2. 460

Junior school & below  7.795 7.692
Education College 48.055 48.332

Master & above 44150 43.976
. 1 000 & below 27.632 30.491
Consump-
tioh 1 000 ~2 500 40.798 30.491
(per 2 501 ~5 000 15.785 9.759
month )

Over 5 000 15.785 29.259

4.1.3 The moderating effect of nutrition knowledge
As nutrition knowledge is a continuous variable, we
therefore performed a hierarchical regression as Function
(1) in the following equation ;
Y=aX+BM+nAM+ye+ g (1)
The dependent variables are consumer purchase inten-
tion(Y), and in study 1, X, is dummy variable for the ex-
istence of function claims ( when no function claims, X, =
0, otherwise X, =1). In study 2, X, is dummy variable for
claim frames ( when function claim is promotion - focused ex-
pression, X, = 0, otherwise X, = 1). The moderator varia-
ble( M) is nutrition knowledge the subjects have, the con-
trol variables are gender ( Gender), age (Age), education
(Edu), and monthly consumption( Con), & is error term.
The results( Table 2 ) suggest that models have a favor-
able fit with a highly significant likelihood ration (p <
0.010) and adjusted R* value (0. 316 and 0.332), moreo-
ver , no multicollinearity exists within variables. To explore
H,, we examined the R® changes in the models. Compared
with that of Model 1, the R* of Model 2 was significantly
improved ( Sig. F Change = 0) , which indicated that interac-
tive variables had a certain rationality and explanatory pow-
er. Specifically, the interaction effect of nutrition knowl-
edge and the existence of function claims on purchase in-
tention( M +X, ) is significant(p<0. 050), which can change
the influence of function claims on purchase intention. In
addition, nutrition knowledge can enhance the effect of
function claims on the purchase intention(n = 0.048 >0),

thus indicating the validity of H,.
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Table 2 Results for Regression Analysis (1)
®R2 @AZMER1)

Milk Powder

Independent variable ;

consumer purchase intention

Model 1 Model 2
Constant 5.453°*"  4.417°°"
X, 0.430°""  0.380°"""
Gender 0.178 0. 155
Age -0.078 - 0. 065
Edu -0.059 -0.040
Con 0.086" 0.077°
M - 0.055 -0.022
M-X, 0.048°
R’ 0.335 0. 357
Adjusted-R* 0.316 0.332
F 5. 789 6. 328
Sig. 0 0

Note: *p<0.050, ***p <0.001, the same below.

4.2 Study 2
4.2.1 The influence of function claim frames on purchase
intention

As shown in Table 3, we obtained 152 validated ques-
tionnaires out of 155 in Study 2 ( the number of participants
for each scenario includes scenario C = 76, scenario D =
76). The variance analysis in purchase intention with the
two types of claims shows that consumer purchase intention
(M = 5.290) in the promotion-focused function claims
groups (n=76) was significantly higher than consumer pur-
chase intention( M =4, 120) in the prevention-focused func-
tion claims groups(n=76, F=7.107, p< 0.010). Specif-
ically, promotion-focused function claims would lead to
higher purchase intention than prevention-focused function
claims in food purchases, thus indicating the validity of
H, .
4.2.2 The moderating effect of nutrition knowledge

As in Study 1, we performed hierarchical regression to
analyze the moderator effect of nutrition knowledge. The re-
sults in Table 4 showed that models have a favorable fit
with a highly significant likelihood ration(p < 0.010) and
adjusted R value (0. 401 and 0. 419) , moreover, there is
no multicollinearity within variables. To explore H,, we
examined the R® changes in the models. Compared with
that of Model 3, the R* of Model 4 was significantly im-
proved ( Sig. F Change=0) , which indicated that interactive
variables had a certain rationality and explanatory power.

Specifically , the interaction effect between nutrition knowl-

edge and claim frames on purchase intention(M-X,) is sig-
nificant (p < 0.001). Specifically, changes in nutrition
knowledge will influence the effect of claim frames on pur-
chase intention. In addition, nutrition knowledge plays a
positive role that is same as the moderator(5=0.202>0),
thus indicating the validity of H,.

Table 3 Sample Characteristics ( Study 2)
R3I BARE(SE2)

SCNR C/% SCNR D/%

Statistical Characters

Male 46,342 41,254
Gender
Female 53.658 58.746
Under 18 1.225 1.257
18 ~30 74.386 72.511
Age 31 ~40 18.285 18.754
41 ~50 3.659 5.000
51 above 2.445 2.478
Junior and below 7.693 5.133
Education College 47.429 52.556
Master & ahove 44, 878 42,311
1 000 & below 30.492 30. 486
Consump-
Heitt 1 000 ~2 500 24,388 24,386
(per 2 501 ~5 000 30.485  30.492
month )
Over 5 000 14. 635 14. 636

Table 4 Results for Regression Analysis (2)
R4 DABHER(2)

Independent variable; Milk Powder
consumer purchase intention Model 3 Model 4
Constant 3.553"""  3.430°"
X, - 1.354"" —1.225***
Gender -0.018 -0.015
Age -0.027 -0.017
Edu 0.019 0.010
Con 0. 089 0. 067
M 0.092*** 0.085"**
M-X, 0.202°*"
R 0.432 0.453
Adjusted-R* 0. 401 0. 419
F 12. 872 13.410
Sig. 0 0
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5 Discussion and Conclusions

This paper examines the persuasiveness of funetion
claims in the context of the regulatory focus theory. Using
different frames of function claims, two studies examine the
effects of claims on consumer purchase intention. The re-
sults of Study 1 indicate that function claims have a positive
influence on consumer purchase intention and that function
claims are important means for consumers to gain informa-
tion about products and reduce information asymmetry.
Study 2 included two frames of function claims, which have
a different effect on consumer purchase intention. Consum-
ers respond more positively to promotion-focused function
claims than to prevention-focused claims. The authors also
found that the more knowledge consumers have regarding
nutrition , the more positive the effect of claims on purchase
intention. Compared with prevention-focused function
claims , consumers with more nutrition knowledge have a
higher intention to purchase products with promotion-fo-
cused function claims.

Although prior research has indicated a mixed influ-
ence of nutrition information on consumer purchase inten-
tion, none of them has considered the frames of claims
and , as such, this research bridges the regulatory fit and
nutrient claims literature. Specifically, it advances knowl-
edge and simultaneously provides important insights on the
relationship between consumer nutrient knowledge and the
effect of claims on purchase intention. Nutrient knowledge
impacts not only how consumer process claim content but
also how they perceive the risk from claim presentation.

The current research took a step in evaluating how
claims potentially influence consumer purchase intention.
The question of how favorably consumers perceive a claim
depends on the frames of the function claims information,
as well as on consumer characteristics. Food manufacturers
could design claim frame that elicit positive attitudes, and
thus, desired consumer behavior. This requires that food
manufacturers show promotion -focused claims to consumers.
Moreover, claims information presented on a package could
reduce confusion and enhance more favorable purchase deci-
sions. Results suggest that policy makers need to take into
account the consumer knowledge. Furthermore, government
and companies should actively promote nutrition knowledge
information through television, radio, the intemet, and
other media to expand health education and convey nutrition
knowledge to consumers.

Consumers ' comprehension of nutrition information may
be different when choosing between healthy and unhealthy
food , thus their healthy food purchases might be more con-
cerned with the content of nutrients, while in purchasing
unhealthy food , the taste might be more important. Another
interesting future direction could be of online nutrition infor-

mation , because online shopping provides with consumers

more external cues, such as online reviews. Differences in
the environment of online and offline shopping may lead to
a different degree of concern regarding nutrition informa-

tion.
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Appendix 1 Purchase Intention Scale
ikl METEAER

Question

Source

Are you willing to buy the product?

BERKOWITZ et al, [#'

Will I buy product at this price?

I will consider buying the product at this price.

If T want to buy this product, I will consider buying it at this price.

Will I consider buying product at this price?

1'd like to buy the product at this price.

DODDS et al. [32]

Appendix 2 Nutrition Knowledge Scale
M2 EFRAORER

Question

Option

Calcium is an important component in the development of bones and teeth

Caleium can maintain bone density

Iron is an essential element in the formation of red blood cells

Zinc is an essential element for the growth and development of children

Dietary fiber can promote intestinal peristalsis and promote fecal excretion

Dietary fiber reduces blood sugar and blood cholesterol
Dietary fiber can increase the intestinal bacteria
Carbohydrates are the main source of human energy
Carbohydrates can liver detoxification

Fat provides energy

Fat increases satiety, moisten the intestines and reduce laxative

J ¥

Fat can maintain body temperature and protect organs

Vitamin A helps maintain healthy skin and mucous membranes

1 =know, 2 =don't know
1 =know, 2 =don't know
1 =know, 2 =don't know
1 =know, 2 =don't know
1 =know, 2 =don't know
1 =know, 2 =don't know
1 =know, 2 =don't know
1 =know, 2 =don't know
1 =know, 2 =don't know
1 =know, 2 =don't know
1 =know, 2 =don't know
1 =know, 2 =don’t know

1 =know, 2 =don't know

Vitamin C improves the body's ability to detoxify the sterilization and long-

term lack of VC will get scurvy

1 =know, 2 =don't know
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