
F&B development directions: environmental sustainability, climate and fashions  

Eating, which has been inextricably linked with the development of mankind, is experiencing a 
renaissance. Changing habits, willingness to discover new tastes and to embrace innovations are a 
catalyst for change in the F&B sector, whose growth opportunities are practically unlimited with the 
steady deployment of new technologies and the growing product availability globally. The development 
of the F&B sector is largely being driven by the needs and lifestyles of new generations.   
 
Climate and environmental sustainability 
Climate change is an important issue. Disrupted seasonal cycles, unforeseeable weather conditions, 
floods, droughts, monsoons or temperature surges have a huge effect on food production - changing 
weather patterns are already leading to some agricultural changes. For example, last year’s 
exceptionally long spell of warm and sunny weather in France caused increased sugar levels in grapes, 
leading to lower wine acidity. As a result, a reassessment of grape varieties and cultivation places seems 
very likely. The entire winemaking industry may soon be affected - there will be both losers and winners, 
the latter enjoying new growth opportunities. Winemaking is likely to see a further increase in the quality 
and number of wine brands from Central and Eastern Europe, including Poland, where this sector began 
to develop slowly about a decade ago and is now gaining momentum. 
 
Development of laboratory cultivation is also associated with climate change. In addition to pest- and 
weather-resistant crops, there is now cultured meat produced by in vitro cultivation. This is still an area 
of scientific experiments rather than a brand new method of meat production on an industrial scale, but 
looking ahead this technology may have to be deployed in a few decades due to the growing consumer 
demand and changing weather conditions. Climate change may also lead to an emergence of a whole 
range of new crops that will certainly have an effect on our eating and nutritional patterns, thereby 
impacting on the entire F&B sector. 
 
The increasingly well-educated, savvy and responsible society pays ever more attention to 
environmental protection. Biodegradable packaging, organic food farming, zero waste and plastic-out 
are gaining significance in the F&B industry. There is clear evidence for a growing consumer interest 
not only in food taste and price, but also in the quality and origin of ingredients. The policy on recycling 
of single-use packaging and cutlery is also of significant importance. The European Commission is 
currently working on reducing and ultimately banning the use of single-use plastics. This combination of 
legal regulations and a policy of conscious, sustainable growth will also have a huge impact on the 
development of the F&B sector. The development direction appears to be clearly-defined: enjoyment of 
delicious foods with no adverse impact on the world and natural environment. 
 
Trends and fashions 
What restaurateurs and F&B investors need most of all is an insight into consumer needs, habits and 
evolving interests. Ability to respond to new and changing trends and fashions in tastes, foods, fit-out, 
climate or location is critical to success on the F&B market. Plastic interior fit-out and gaudy colours are 
giving way to wood and subdued pastels; lavish and richly decorated premises have been turned into 
industrial and street-food venues; alongside the unwavering love for the Italian cuisine, the market is 
seeing a growing popularity of Balkan, Scandinavian, South American and Asian cuisines. Sushi and 
burgers are out, while steakhouses and vegetarian cuisine are in. Hot-dogs may soon be rediscovered 
with a countless variety of rolls, condiments, sauces, sausages and frankfurters, including vegetarian 
options. Food on a stick is another notable culinary trend on the other side of the Atlantic: simple, tasty 
and convenient. However, all changes and concepts are being introduced in line with global trends: 
ingredients must be local and organic, contain no flavour enhancers, and dishes made from them must 
look good enough to show them off on Instagram. 
 
Going forward, dishes are very likely to be made solely from fresh, healthy and wholesome ingredients, 
and their nutritional values will be tailored to one’s physical and mental state and current needs 
monitored using a dedicated smartphone app or a smartwatch chip. Drone-based food deliveries will 
become common, packaging will be suitable for reuse at home and you will be able to share your culinary 
enjoyment with friends using holograms and transmitting flavours. Restaurants will enable us to 
experience new flavours and - thanks to Virtual Reality - to visually experience any place in the world. 
Enjoying food in myriad restaurants, food halls or street-food venues will become a daily experience. 
But one thing will not change: passionate and talented cooks and chefs will remain the key success 
factor as no technology can replace love for cooking. 
 



Epilogue 
The exponential growth of technology, the ongoing automation and robotization of industrial and 
analytical processes, and rising life expectancy are bound to transform the labour market. Some firms, 
albeit few for the time being, are already switching to five five-hour working days or four-day working 
weeks. Once these concepts have gained traction, massive numbers of people will have more time for 
themselves, which will give a strong boost to the F&B and entertainment industry. The correlation 
between these variables is evident as the Sunday trading ban has, among other things, led to a 
considerable increase in capital spending on F&B, Entertainment & Leisure. Entertainment and dining 
are becoming an equally important market segment as retail on the whole. Within the next ten years, 
F&B and entertainment options may account for up to 30% of space in shopping centres and, in a 
favourable macroeconomic environment, the dynamics of change will certainly accelerate in this sector. 
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