
F&B development directions: eating as part of culture 

Eating has been critical to human survival since the dawn of time. Over centuries of societal 
development, this activity has assumed new meanings, and food, culinary and eating practices have 
become a starting point for analyses of the complexity of contemporary social and cultural processes. 

This has led to an emergence of anthropology of food, a rapidly developing sub-discipline of science.  
 
In primeval times the ability to obtain food was fundamental to human existence: a successful hunt 

meant survival, a failure - hunger and death. Today, eating is not only about satisfying existential 
needs – its impact on various spheres of life is now being recognized. The form, style and symbolism 
of dishes, and a table setting, reflect traditions and customs, and can also be a subtle communication 

technique. 
 
In the world of politics, table manners, ingredients of a dish, ways of preparing and serving and even 

the place of eating it communicate an informal meaning, albeit understood by most participants and 
commentators. This issue is a focal point in diplomatic protocol and any departures from it – intentional 
or otherwise – are always thoroughly scrutinised and commented on. 

 
Decision-makers and local communities are increasingly becoming aware of the enormous impact of 
food in marketing, particularly in promotion of a region or city.  The Champagne province in France is 

unequivocally associated a unique sparkling wine, Parmigiano-Reggiano or Grana Padano - with 
Italian regions, but there’s more. Through advertising, associations and brand protection (also at an 
international level), many products coming from less famous regions are likely to become their 

ambassadors with examples such as the Polish oscypek  cheese, Koryciński cheese, Złotnicka pork or 
regional fruit liqueurs. 
 

Ways and places of eating meals have changed radically over centuries: from caves of primitive 
people through peasant cottages, urban inns, manor houses and castles of the Polish nobility, to 
rooftops, mixed-use and street food concepts. Today’s society (particularly the younger generation) is 

willing to embrace all novelties and is thirsty for new experiences and sensations.  Therefore, to 
provide a more diverse offer, old customs and ways of eating are frequently used as a source of 
inspiration. All sorts of unorthodox or even extreme concepts attract strong interest: eating in the dark, 

up in a tree, on a suspended platform, in a village barn or an old or even run-down venue but offering 
a tasty, original, local cuisine. In the past, a joint feast after a hunt was an opportunity to rejoice at the 
prey, today it serves as an opportunity to bring employees together, meet friends, celebrate family 

occasions or have fun. 
 
Recently, there has been a rapid growth in F&B offers and concepts which cater for a variety of tastes 

and needs, particularly in large cities. In addition, relatively inexpensive and easy travelling enables 
consumers to discover new, exotic tastes and dishes, experiment with ingredients and forms. 
Vegetarian, vegan or molecular cuisine, food deconstruction, combining contrasting flavours and 

organic products are all the norm today about, though unheard of about a decade ago.  
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