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FUTURE TRENDS

Migration from specific diets to whole health and wellness

Glycemic index potentially replaces low-carb
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Tree Top: Flat Fruit; Fruit Energy Bar

Lane Labs: My Sweet Revenge Weight Loss Bar
GeniSoy: Natural Choice Protein Bar

Unilever Foods: Slim Fast Optima Snack Bars
Unilever Foods: Slim Fast Optima Meal Bars
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