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APPENDIX: NEW PRODUCT BRIEFS

Aldi: Lunch Mate Premium Deli Slices

Carl Buddig: Premium Quality Oven Roasted Cured Chicken Breast
ConAgra: Healthy Choice Low Fat Smoked Sausage

ConAgra: Hebrew National Thin Sliced Lunch Meat Extensions
Farmer John: New Premium Bacon Packaging

Johnsonville Foods: Spicy Smoked Sausage

Oscar Mayer: Ready to Serve Bacon

Oscar Mayer Foods: Turkey Ham

Oscar Mayer Foods: XXL Hot Dogs
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