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Many French teachers fi nd themselves 
masters of marketing, feverishly advo-
cating for their programs (and the topic 
of the May 2013 French Review).  Small 
struggling programs fi ght extinction in 
the face of penny-pinching administra-
tors or policy makers who might under-
stand internationalization as offering 
introductory Arabic or Chinese or simply 
Spanish as their sole world language.  
The luncheon program described below 
is only a piece of the multifaceted mar-
keting campaign a teacher can wage to 
keep her French program both visible 
and enticing to potential students (and 
parents) (see Meyer, 2004 and Meyer, 
2007). It proved surprisingly effective 
with the attending business faculty and 
was warmly received by all who at-
tended.  The content of the presentation 
itself marries common “understandings” 
of what is French and French culture with 
images from not only France but other 
French-speaking areas and hard cold 
facts that prove the utility of French for 
world business (and culture).  In order to 
help you recreate this successful mar-
keting event, this article fi rst addresses 
content (what should I include?) and 
then shares a basic how-to produce your 
own community French luncheon at your 
own institution.  While the presentation 
was marketed to the entire community, it 
would still be valuable as a more local-
ized university event for the campus 
community.

PowerPoint presentation
A twenty-minute presentation whets 

the appetites of your guests, not only 
for the French menu that follows, but for 
learning French and French-speaking 
culture.  Given the number of guests (in 
this case, almost 110) and the lack of 
knowledge of who will sign up for the 
presentation/lunch, a catchy, fun begin-
ning seems appropriate.  The presenta-
tion described below begins with the 
question:  “French—What is it?” accom-
panied by colorful images of the cliché 
views of what French means to many 
(fi rst food, in part to highlight the menu):  
cheese, wine, crème brûlée, a baguette, 
onion soup, coq au vin.  More images with 
accompanying text follow:  fashion, men 
in berets, celebrities, celebrity politicians, 
Chanel No. 5, and then a cheeky “that all 
smells good.”  The presentation goes on 
to ask what is traditional French culture?  
Slides with art (a student in front of a 
Monet painting), literature (images of 
famous novels), music clips (Carla Bruni, 
Victoria Vox, Youssou N’Dour) propose 

answers.  Then, due to the date of the 
luncheon (immediately preceding Mardi 
gras), a colorful explanation of what it 
is, when it falls, and what the three main 
colors represent helped the guests to 
“laisser les bons temps rouler!” and to 
smile.  

The next section of the presentation 
features student travels.  As I frequently 
lead a “January in Paris” course, images 
of smiling students in front of different 
monuments and in our Paris hotel help 
promote that course.  I then introduce 
some collages of some of my favorite 
spots that we visit in the fi rst two days (le 
Louvre, la Sainte Chapelle, Notre-Dame de 
Paris, le Monument des déportés, l’Institut 
du Monde arabe and, fi nally, a meal on 
the rue de la Harpe).  These images target 
more famous monuments with carefully 
chosen images that reveal the multicul-
tural composition of Paris.  Images of our 
students enjoying trips to Burkina Faso, 
to Senegal and to Quebec really solidify 
how French goes beyond the hexagon.

The next ten slides address the value 
of French for potential jobs, as an offi cial 
language of many important organiza-
tions, for the world economy, for invest-
ments both in France and in the U.S., and 
for science and technology.  While most 
of the attendees have no idea how im-
portant the French language and culture 
are to the world economy, it is not hard 
to come up with compelling statistics on 
how important French is as a language 
in the U.S. and in the world.  France is the 
second most frequently taught language 
in the world after English.  The Organisa-
tion Internationale de la Francophonie’s 
Web site discusses how many countries 
have French as an offi cial language and 
how French is spoken on fi ve continents.  
The [www.invest-in-france.org/us/why-
choose-france/a-country-with-a-global-
outlook.html] Web site provides evidence 
of France’s role in the global economy 
(fi fth-largest economy in the world with a 
GDP of $2,751 billion US in 2011), its role 
in the tourist industry and as a recipient 
of foreign direct investment, etc.  France’s 
global footprint reaches far indeed.   (See 
[www.invest-in-france.org/Medias/Pub-
lications/1585/Invest-In-France-13.pdf ] 
for more information).  French, along with 
English, is the offi cial working language 
of the United Nations, UNESCO, NATO, the 
European Community, the International 
Red Cross, and many other organiza-
tions (see Richard Shryock for a more 
complete list).  A recent listing of inter-
national jobs (12/01/09) distributed by 

the U.S. State Department noted that 92 
specifi cally required or preferred French, 
36 Spanish, 7 Arabic, and 1 Chinese.  My 
Business School colleagues were stunned 
by some of these statistics.  The Bureau of 
International Organization Affairs of the 
U.S. Department of State (October 2011) 
also required more French than Span-
ish and Arabic combined when hiring 
employees.  The presentation slides then 
transition into the economics of French 
and France, and in particular, our trading 
relationship with the province of Quebec 
and exports to Canada and other French-
speaking countries.  In 2008, notes 
Shyrock, France’s economy ranked fi fth in 
the world after the U.S., Japan, China, and 
Germany.  The trade between France and 
the U.S. and investments in France has in-
creased over the last decade as well. And, 
fi nally, France’s role in Science and Tech-
nology (research, exports, high tech pro-
duction, nuclear fusion, etc.) is impressive 
and provides good reason for students 
to consider the essential combination of 
French and science (“French:  The Most 
Practical Foreign Language.”  (Shryock, 
[www.fl l.vt.edu/french/whyfrench.html]; 
and “Speaking to Le Monde”).   The fi nal 
two slides return to the visual.  The fi rst 
displays a clipping from the Aubusson lo-
cal newspaper describing a luxury hotel 
(from a personal e-mail) and featuring 
a photo of its staff including  a former 
student who worked there after teaching 
English through the French Government 
English Teaching Assistant program (we 
send 1-2 graduates per year).  The second 
shows the colorful image of many Fran-
cophone fl ags [http://anglesqueville-eco.
spip.ac-rouen.fr/spip.php?article231].  
Their large number leaves a lasting 
impression on the audience.  In short, this 
presentation connects French language 
study to global success and provides the 
audience with  what Alexander calls “a 
more globalized perspective” created by 
“building bridges between disciplines,” 
and between the university and the com-
munity (Alexander 36).

Luncheon Logistics
The University Union hosted the 

French Luncheon.  The menu and price 
breakdown as well as ticket sales are 
handled through their staff.   The date 
must work with their staff and the largest 
set of rooms must be available to accom-
modate the many large tables needed 
for the guests.  February 17, 2013 was an 
excellent choice as it closely followed Val-
entine’s Day (and for some, their idea of 
French is the language of love) and pre-
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ceded Mardi Gras.  For the French menu, 
I requested soupe à l’oignon, coq au vin, 
green beans, and mousse au chocolat.  
The chef added baked haddock with a 
béarnaise sauce as an alternate to the coq 
au vin.    Coordinating the menu with the 
chef takes time—the chef enjoys show-
ing off his culinary skills and has his own 
idea on what French food should be, but 
our combined menu was well-received.  
Reservations are required for the meal 
with special rates for students, faculty 
and staff, and the community/learning 
in retirement.  Tables for 6-10 can be 
reserved for special groups which added 
to a convivial atmosphere.

Marketing the luncheon combines 
many efforts.  Graphic design students 
propose images for the poster, and the 
graphics department produces the ac-
tual posters and invitations.  Faculty, staff, 
and students receive invitations in their 
mailbox as well as via e-mail.  A weekly 
e-mail listing events that goes to every 
campus e-mail repeats the invitation 
several times.  Meanwhile, we send out 
invitations to the Learning in Retirement 
program, Green Bay Homemakers Club 
and, in this case, the local French group, 
the Amicale française.  We also promote 
the luncheon through Web announce-
ments and posters placed throughout 
campus and student housing.

The luncheon itself is quite a produc-
tion.  In addition to the PowerPoint pre-
sentation and carefully selected menu, 
the presenter can play French music 
before the presentation, during lunch 
and after.  The University Union staff 
decorated the tables with fl owers and 
with French-themed decorations.  French 
program and study abroad brochures 
decorated each table as well.  Through-
out the event there were door prizes 
(from basketball tickets to fl owers and 
small tokens from the bookstore) which 
were announced by the emcee, a student 
specializing in communications.

The French luncheon served to con-
nect our French program with both the 
university and the wider community.  
More importantly, using vibrant im-
ages to challenge stereotypes of French 
culture along with personal photos of 
French program activities, and concrete 
statistics about the economic and tech-
nological vitality of France, the luncheon 
improved perceptions of the role and 
value of French and French studies at our 
institution and attracted a far-reaching 
audience to spread the word.

E. Nicole Meyer
University of Wisconsin-Green Bay
E-mail: [meyern@uwgb.edu]
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