The Marketing Lunch, by Marilynn Deane Mendell             January 9, 2005

The dynamics of business etiquette with its subtleties and nuances affect the outcome of a marketing lunch.  From the moment the date is set, how one plays the social game of good manners ultimately determines a positive or negative end result.  Rule number one:  whoever makes the date pays the bill (unless, you’ve been invited by a client and in that case you still try and pay the bill.)  The client, or the person, or the company you want something from should never pay for the price of a meal. If you have done the inviting, then you also make the arrangements, obviously, but the subtleties of where you choose to go will impact your success. Do a little research. Find out likes and dislikes, hobbies, allergies, keep notes in your database so that when the moment arrives for you to make a reservation you can make the wisest choice.  If the guy’s a deep-sea fisherman, then The Oceanaire Seafood Room might jump-start a conversation like, “This place is great.  I just caught a yellow fin last week in the Keys and this menu is fabulous.”

Where you sit plays an important part if you are going to control your hour for lunch and make sure that all of your needs are looked after.  Choose a place where you look out into the restaurant and preferably not near the kitchen or restrooms. Call ahead to insure a strategic place and pre-pay the bill so there is no discussion over payment later.  Remember everyone works on a tight schedule and your chances of getting a project will be influenced by your ability to orchestrate the timing and complete the lunch in the allotted time.

Naturally dress is relative but in this instance we are discussing a business lunch in the District of Columbia, therefore business attire is essential and the psychology behind the suit’s color is just as important as the choice of venue.  Navy blue signals leadership, authority, professionalism, and brown night be the choice if you’re planning on listening.  It’s an interesting subject that can’t hurt one to review.  Tailored suits that fit perfectly tell a story about you.  If you’re planning on wearing a black cashmere turtleneck and blazer and you’ve been invited to a private club, then call ahead and ask about the dress code—there may be a tie regulation. (You might also ask about the house rules regarding cellular telephones. Of course if you practice good etiquette, then you would never have to call because you would already know that it is STILL rude to speak on the phone while at a business meal.) 

Don’t order: onion soup, spaghetti, chicken on the bone, drippy dressings, squid-ink pasta (turns teeth & tongue black), big sandwiches, --you get the idea.  Break your roll and only butter enough for ONE bite.  Your coffee cup is always on the right and napkins only return to the table after the meal is completed.  You can consult Letitia Baldrige for the details.

Finally, relax.  Don’t hard sell. Ask questions and learn about your guest. If the intention of the lunch is centered on you pitching your wares, then have your elevator speech perfected: two or three great reasons why you, and discuss your four greatest projects and how they would be applicable for this client, and please tell me you checked out their website beforehand.  When you leave and get back to your office, immediately go to your database and write down how many children they have, their college, and where they’re going on vacation this year.  Write a thank you note and call them for another appointment in a few weeks.  –30-

