Example of commentary on a TV advertisement
Frédéric Lagrange

The Concord «Ziyara» spot (https://www.youtube.com/watch?v=ACbzDB1J WKk), directed

by André Chammas from Wonderful Productions (Middle East Marketing and Advertising
Company (Memac)-Ogilvy) was produced in Beirut in 2011. Ogilvy is one of the top five
agency groups in the MENA area, and has been operating in the Middle-East since 1986,
where they presently have 12 bureaux.

The announcer, Concord, is one the main home appliances company in Lebanon, and
manufactures its products locally. According to their website (http://www.concord.com.lb/
who-we-are), they are part of the international group Lematic and have several factories
located in Lebanon, Syria and Saudi Arabia, totalizing more than 2500 employees. The
company distributes its products in the same area, including Irak, Jordan, and Turkey.

There is no explanation on the website for the choice of the brand’s name, and the selection
of an English version of this word instead of the French one (Concorde), and of a non-Arabic
name (compare with Al Hafedh home appliances in Saudi/lrak). The name might allude to its
plain signification (agreement, tawafuq) or to Place de la Concorde in Paris, or to the famous
Franco-British aircraft. At any rate, the choice of a non-Arabic name makes Concord appear
as an international brand, which is probably thought of as giving more credibility. The
website is entirely in English and has no Arabic version. The company’s logo exists in latin
script only, and does not have an Arabic declension.

The film is 40 seconds long, and can be divided into 3 sequences :

1- a narrative comedy section, in which a Lebanese housewive (30-35 years old, pretty
without being too stunning, modern, taking good care of herself) shows around her (upper
middle-class) apartment to a friend of hers (face hardly visible, apparently same size and
age), who came to visit. Shots are centered on the housewive, colors are bright, saturated,
with a slight pinkish dominant (culturally designed to signify a feminine atmosphere),
suggesting the house is hers (she is also dressed in pink). This traditional part of the visit
takes approx. 10 seconds before it turns to home appliances : refrigerator, washing machine,
stove, AC device, large flat-screen television. Each appliance is described and advocated for
in a short sentence (see script). The viewer notices fast editing, and sentences are pasted
together to leave no blanks between elements.

2- Corporate voice (masculine) stating the brand’s name, and the brand’s baseline/tagline.
On the screen appears first the brand in latin script, address of showrooms in Beirut,
catering to different confessional areas (Hamra, Dahyeh, etc), then replaced by the tagline in
Lebanese Arabic, Arabic script.

- Return to a comedy scene for 3 seconds « Ah, and this is my husband Salim» (seen before
in the previous sequence, shot from the back, while sitting on a couch in front of the


https://www.youtube.com/watch?v=ACbzDB1J_Wk

television, wearing a generic white tanktop of the « wifebeater» sort). This end sequence is a
humorous conclusion to the marital issues that have been repeatedly alluded to in the first
section.
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Translation of the script :

Housewive: [Lebanese colloquial Arabic/Talking to a female friend she is welcoming home]
And at last, this is the living room [fr. salon]. And this is the children’s room : Rim, Halim,
Fahim. The dining room. Our room, Salim and | [said with tone of clear dissatisfaction]. The
cellar. The corridor [fr/eng. corridor].

This is a Concord refrigerator, two-doors, No-Frost, you have no idea how much it cools, it's
colder than my husband!

And this is a Concord laundry washer, full automatic, better than the nicest symphony, its
sound brings me to sleep.

Look at the stove, five burners [in Arabic « eyes »], may God repell the evil eye, each burner/
eye nicer than the next.

And this is the AC, just switch it on it makes you feel well, in the sumer it cools you, in the
winter, you feel you're in the summer !

What can | tell you about the TV ? You feel like the star of the movie, it's amazing how thin it
makes you look.

Corporate voice-over [male, Lebanese Arabic]. Concord, home appliances
betshafr halik fiha =

-> litt. in which you see yourself

-> in which you recognize yourself

-> that make you feel proud

Housewive: Ah, and this is my husband, Salim.

Elements for analysis

The offer consists of 5 different home appliances of the high-end type (double-door
refrigerator, big flat-screen TV, etc). It is probably a challenge to present so many items in a
unique TV spot, since, unlike many campaigns in Lebanon and Egypt that decline a
recurring script in a series of spots, the budget allowed was obviously limited to a unique
advertisement for all these products. The «apartment visit» scenario therefore seems the
best solution. But in order to limit the «hard-selling» approach this traditional script
supposes (each appliance is praised with its qualities, the objective «reasons why» the
customer should acquire the offer are clearly stated: efficiency and silence), the copy
includes humor, artistic choices on the directing level, and various textual rhetorical devices
are deployed.

The appliances are modern and efficient. We can notice some code-switching while the
housewife states the refrigerator is of the «no frost» type, since the Arabic translation would
be either paraphrastic in Lebanese Arabic or pedantic in Standard Arabic, and the Lebanese
market is reputed to accept high levels of code-mixing. Some ironic distance is taken with
the «reasons why» : the washing machine’s purr is compared as a symphony (other



instance of code-switching) that helps the housewife sleeping (i.e. unlike her husband’s
snoring, which seems to be implied) while the TV screen is used as a huge thinning mirror,
while the actual TV is confiscated by the husband, watching sports as expected while not
moving from his couch (as opposed to the woman’s energy). The old «testimonial»
technique is used, both seriously (she is a mother of three, she needs quality appliances),
but with a twist.

Who is the target: both women and men (husbands) who actually buy the appliances. The
gendered distribution of roles is highly conventional, although ironic at the same time. The
man is supposed to buy appliances and therefore «satisfy» his wife, who influences the
buyer. Notice the necessary choice of unmarked names for the family (Rim, Halim, Fahim,
Salim), with no possible confessional association for the viewer, and the wink made to this
Lebanese social convention in advertisement through the selection of rhyming names, a
«gag» that adds to humor.

The viewer understands that those appliances have been chosen by the wife and ultimately
replace the lymphatic husband: each one of them is described in sentimental and intimate
terms, with plays on words (the «eyes» / burners of the stove). Those appliances «please »
the wife (tukayyifuha), note the various sexual innuendos throughout the ad, as opposed to
useless husband (except probably for buying them). Of course, the «pleasing the wife »
motif is highly traditional, but humor is supposed to render it acceptable to all viewers. She
literally « sees herself» in all these appliances: the director has subtly multiplied the shots in
which the woman is looking at herself in a mirror or is seen in a reflection. The average
viewer might not consciously notice this, but it is part of applying the baseline’s idea and
turning it into images. The pun is quite brilliant, since the baseline can be understood on
three different levels (see translation).

Concord being a small company probably does not have a brand idea, but the campaign
idea is obviously about self-confident, strong women who know what to choose for their
comfort, including the submissive husband, although he proves not as satisfying as what she
«sees herself» in (not him). And since those appliances ressemble you and make you
proud, comedy (necessarily in colloquial Arabic) is an efficient way to give a lighter tone to
the testimonial, where as the virile masculine corporate voice offers the needed credibility by
contrast, and replaces the absent husband.
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With JWT on the Arab Market Research Bureau
Concord :
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