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By Robert Danhi
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Gillinology! -‘"%cvolvmg as the professionals who practice it continue to
nplify what it'really means to be a practitioner of this discipline. Under this

mation of marketing, culinary arts, food science, process technology and
uality assurafice. Disciplines interweave to formulate a product and take

guts.

Combining market research, culinary arts, food science and process
technology, Fishery Products International (FP1), Danvers, MA, recent-
ly developed the UpperCrust™ line of six distinet flavor profiles for
their center-of-the-plate encrusted fish: Sesame Crusted Salmon with
soy and ginger, Mediterranean Style Crusted Salmon with sun-dried
tomatoes and pine nuts, Coconut Crusted Tilapia with mango and
papaya, Tortilla Crusted Tilapia with chipotle and lime, Summer Herb
Crusted Cod with roasted garlic and lemon. and Potato Crusted Cod
with chives and Cheddar. This line — as well as the process the company

underwent to develop it — truly embodies Culinology in action.

THE FPI APPROACH
FPI uses a three-pronged approach to product development: culinary,
technical R&D and process development. Jim LaBelle, director of market-

ing, feels the company can reach its mission through those steps. “Fishery
Products International’s goal is to be a culinary leader in sealood and to bring
our customers sophisticated, advanced, premium-quality foodservice products,”

he says. The company uses premium ingredients and replicates how a chef would
work in order to serve consistent, quality products to the masses.
LaBelle notes that he builds FPI's reputation as “a seafood innovator from a culinary
standpoint. Our foodservice customers rely on us as a resource because of our insight into
the marketplace. We have invested aggressively in market research in order to bring the lat-
est to our partners.”
In recent months, through the practice of Culinology, the company raised the culinary bar and
developed the UpperCrust product line. “The evolution of a product from gold-standard samples through
a commercially viable product takes a great amount of collaboration between the culinary and technical R&D
teams,” says Michael E. Sirois, vice president, technical services. and a member of the Research Chefs Association
(RCA). Process technology gets involved in the beginning to offer guidance and suggestions that help enable the
ability to run these products in the plant later in the process.
“As with any manufacturer,” says Sirois, “it’s all about speed — how quickly can you get to market and still hit
your concept.” In this case, it took about 11 months for FPI to launch the UpperCrust line.
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