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NEW PRODUCT BRIEFS

Natural Organics/Nature's Plus: KetoSnax High Protein Gourmet Chips
Newman's Own: Newman's Own Organics Organic Pretzels

Snyder of Berlin: Snyder of Berlin Sea Salt & Cracked Pepper Potato Chips
American Natural & Specialty Brands: Simple Snacks Organic Butter Popcorn
Procter & Gamble: Pringles Singles Variety Pack

Trade Joe's: Trade Joe's Joe's Lows Soy Tortilla Chips

ConAgra: Orville Redenbacher's Gourmet Popcorn Clusters

Poore Brothers: Crunch Tooms Tweety Potato Snacks

PepsiCo/Frito-Lay: Cheetos Crunchy Finding Nemo Bucket

Nature's Popcorn: Rasta Pop Spicy Pre-popped Popcorn

Procter & Gamble: Pringles Fiery Hot Potato Crisps

PepsiCo/Frito-Lay: Doritos Edge Low Carb Chips

ConAgra Foods: Orville Redenbacher's Cinnabon Cinnamon Butter Popcorn
Albertson's: Albertson's Dry Roasted Sunflower Kernels

PepsiCo/Frito-Lay: Lay's Dill Pickle Potato Chips

Sackel: Tropical Gourmet Plaintain Chips

PepsiCo/Frito-Lay: Doritos Guacamole Tortilla Chips

Bimbo Bakeries U.S.A.: Barcel Churritos Thin N' Crispy Corn Snack Stix
PepsiCo/Frito-Lay: Doritos Rollitos Bite-size Tortilla Snacks
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