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Nestlé USA
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COOKIES

Country Choice Naturals: Certified Organic Sandwich Cremes

Betsy's Place: Cookies

B. Manischewitz: Chocolate Chip Cappuccino Biscotti for Passover

Atkins Nutritionals: Joseph's Crispy Bite-Size Sugar-Free Cookies

CHOCOLATE CONFECTIONERY

Campbell Soup: Godiva Traditional Gift Box

Endangered Species Chocolate: Organic Belgian Chocolate Truffle Bar

Pegasus: Equal Perfect Pleasures Sugar Free Chocolate

B. Manischewitz: Dark Chocolate Coins

S&S Candies: Collision Milk Chocolate Pretzel Bar

SALTY SNACKS

Tumaro's: Krispy Crunchy Puffs

Glenn Foods: Popcorn Chips

CRACKERS

Walkers Shortbread: Cheese Shortbread

B. Manischewitz: Egg Matzo Crackers

Galilee Splendor Ltd.: Bible Bread
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Trader Joe's: Venus de Minto Mints
APPENDIX: RESEARCH METHODOLOGY
CONSUMER RESEARCH

Sampling & Weighting

Presentation & Definition

Further Analysis

TRADE RESEARCH

Informal trade research

Formal trade research

DESK & INTERNET RESEARCH
SOURCES

DEFINITIONS

FORECASTS

APPENDIX: WHAT IS Mintel?

Mintel PUBLICATIONS

Mintel Servic e s

Product retrieval

Retail audits

Tailored research

Global New Products Database
comperemedia

RESEARCH SUPPORT/CONSULTANCY/MIC
The Mintel Information Centre (MiC)

PR Research

This report contains U.S. IRl InfoScan data.

US, UF February 2003



