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appendix: NEW PRODUCT BRIEFS

Mexican Original: Natural Pepper Jack Quesadillas Kit
Jardine's Texas Foods: D.L. Jardine's Salsas

Food For Life Baking: Ezekiel 4:9 Sprouted Grain Tortillas
Don Miguel Mexican Foods: Don Miguel New & Improved Steak Burrito
La Preferida: La Preferida Chipotle Sauce

La Familia Sanchez Foods: &iexcl;Orale! Salsa Sabrosa
Authentic Specialty Foods: Embasa Sliced Jalapenos in Escabeche
Herdez: Doé&ntilde;a Mar&iacute;a Nopalitos Tender Cactus
Continental Commerce: Rogelio Bueno Authentic Mexican Sauces
Luigino's: Michelina's Mexican Fiesta Entress
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