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A - The serving size is the first thing
stated on a Nutrition Facts Table. This
is the recommended amount to be
eaten to gain the nutrition indicated on
the label. Do not be confused into
thinking that by eating the entire
contents of the box that you will only be
consuming 160 calories. The nutrition
breakdown on a label is based upon a
single serving, not the entire package.

C - This shows how many calories are
provided in one serving of the food.
Note that the calories differ if you eat
the cereal alone and when you have it
with milk. Pay attention to the fact that
the package suggests that in order to
consume only 160 calories, the cereal
must be consumed with fat-free milk.
The calories and nutrient content
would change if you were to have it
with whole milk or 2% milk.

F - This indicates a breakdown of the
nutrients that's contained in each
serving of the food. Manufactures are
required by law to provide information
on certain nutrients, those that are
mandatory, and others that the
manufacturers may choose to include.
The nutrients must appear in a specific
order and nutrients that are required
to be on a label were selected because
they addréss the chronic nutrition-
related non-communicable diseases
like heart disease, hypertension, and
certain types of cancers

H - This is a breakdown of what the
product is made up of, including
additives. Remember | explained last
week that the ingredients are in
descending order according to weight.
This label tells us that there is more
corn in the cereal than whole grain
wheat. It is always important to read
the list of ingredients particularly if you
suffer from allergies or intolerances.

| Nutrition Facts

*== Serving Size % cup (30g) A ___;‘_‘ﬁ___i

| Servings Per Container about 14 B =y,

e ——————— |
Cereal Cereal |

With % cup Fat |

Free Milk i

| Amount Per Serving

% Daily Value**

Saturated Fat BE
Ty - -
Polyunsaturated Fat Og
Monounsaturated Fat 1z . ___—-
 Cholesterol Omg F
Sodium 150 mg F
Potassium 60mg F

“Total Carbohydrate 25gF

_ Sugars 6g

VITAMINS & MINERALSF
| Vitamin A
|

| Caldum R

| Iron

| Vitamin D_
| Thiamin

| Riboflavin
| Niacin

60%

Values are based on a 2,000 -calorie die !
INGREDIENTS: corn, whole grain wheat, sugar, whole grain
rolled oats, brown sugar, vegetable oil, rice flour, wh eat flour:
malted barley flour, salt, rice, corn syrup, honey, corn syrup,
caramel colour, artifical flavour, annatto extract (colour), BHT

Bisstiaterial to preserve freshness, H

B - This suggests how many servin gs are
in the container. This information is
helpful in making decisions when
shopping and planning your me

you eat two servings at one sitting, you
will need to multiply the nutrients twice
to know how many calories you are
consuming.

D - This shows that of the 160 calories
we will consume, 15 of those calories
will be from fat. You may ask how come,
given that we are having the cereal with
fatfree milk... well fat free milk is not free
ofall fat (discussion in column).

E — The information found under this
heading - percentage daily value - tell
how much (%) of the key nutrients we
will be consuming in one ser ing
compared to the total amount of said
nutrients that is recommended we get
each day from foods eaten. An easy way
to understand it is like this - think of the
percentage daily value of nutrients as
appearing on a scale of 0% to 100%,.
According to this label, the percentage of
fat we would consume from one serving
of this cereal with fat free milk will be
2%, it means we still have 98% of the
recommended daily fat allowance to
consume from other foods.

G - The percentage daily value for most
labels is based on a 2-thousand calorie
diet is used only as a reference. Each
person's dietary needs is different

on a variety of factors, as such, all label:
must include a statement that cautions
the consumer that the daily values may
be higher or lower than 2-thousand
calories depending on individual calorie
needs.
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i © moisturiser

iy urises without
- peasiness and
. helps prevent pimples




even better

$Kin tone correcting moisturizer

broad spectrum SPF20




| BIATY

PRODUCTS.

PoOS

MPKEUP PRODUTS SHNPOS,
LOTIONS, CONDITIONERS 't
HAIRSTYLING, PRODUCTS,

OR ANY PRODUCTS FOR SELF

CE/
GROOMING OR T ENHANCE

OR. ALTER THE APPEARANCE |
OR FRARANCE OF THE BOD: %

LIZ EARLE

SKIN REPAIR MOISTURISER™
DRY/SENSITIVE

NATURALLY ACTIVE INGREDIENTS

BORAGE AND AVOCADO OIL, ECHINACEA,
BETA-CAROTENE AND NATURAL VITAMIN E

Intensely moisturises, smoothes and protects

50mIE1.6 floz
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