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Star Light, Star Bright
Everything that could have been said to describe my 

dear friend Andre, has already been said in this special 
issue of ArabAd’s Man of the Year, leaving me in a tight 
spot so to speak. 

However, if there is one matter I would like to reiterate, 
it’s how he has always chosen freedom over matter, and in 
so doing, allowed his creativity to reign supreme. 

The hardships that followed during the five decades in 
operation constituted a personal drive that, despite the 
odds, propelled him further and farther than anyone could 
have imagined. 

He never reacted to negatives, rather responded 
accordingly, and in so doing, grew wiser in the ways of a 
cut-throat industry that knows no mercy. 

As his immediate family grew, so did his love for 
everyone and everything he loves. 

His unwavering belief in everything Lebanese has driven 
some of the previously unheard of brands to stardom and 
with it his agency to become the leading entity in the local 
market. 

He has always banked on himself and, in all probability, 
will continue to as lessons learned have proven the beauty 
of being oneself.

In closing, I would like to say, Andre, I commend you 
and am thrilled to celebrate the man whose creative drive 
and love for the profession is, in every sense of the word, 
genuinely-inspirational. 

 
Walid Azzi
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The general misconception holds that an alchemist 
is the person capable of transforming any physical 
matter to gold. However, the reality is quite different.

An alchemist is the person who has the ability to 
convince anyone of anything!

This ability, which, after 51 years of practice, has 
proven to be one of the most valuable tools in Andre 
Rizk’s creative arsenal. Its origin came by way of a 
conversation many years earlier he had had with his 
father. 

Ever since, his journey has been one that reads more 
like a fantastic voyage rather than one based in reality.   

ANDRE RIZK
Creative

Native

The

By: Jad Haidar
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1994 – The first Christmas of RA&A building in Achrafieh

THE EARLY 
BEGINNING 

“My mother, aptly named 
Marie, was a saint of a woman.  
She and my father formed an 
admirable couple, in love until 
their last breath. Together, they 
raised me and my two sisters, 
Rosette and Arlette. Though I 
learned a lot from all of them, 
the biggest and only lesson my 
father ever taught me, is that my 
pillow is my judge and jury. This, 
in and of itself, is great wealth. 
I sleep with a clear conscience, 

because I have no fears to 
dispel,” he said casually sitting 
behind the desk of his father’s 
making.  

“As far back as I can 
remember, I have always 
depended on myself, which 
was another lesson learned, 
considering that my father, 
Ibrahim, was a go-getter who had 
to start working at the age of six 
as a porter after the death of his 
father, to support his mother and 
baby brother,” he recalled. 

By the age of 10, Ibrahim 
had taught himself the craft 
of rattan furniture making 

and by the time he celebrated 
his eighteenth birthday, he 
opened his own workshop. In 
1960, he had a labour force 
of over one-hundred working 
for him in a 1,000m2 factory 
on Mgr Ghofrael Street in the 
heart of Achrafieh. 

“Thirty years later, in 1990, 
RizkGroup moved into the very 
same building where my father’s 
three-storey workshop stood 
after adding additional floors to 
accommodate the agency’s entire 
staff,” Rizk said with the pride 
of a man who built his own 
empire. 

1951 – Andre Rizk with Dr. Noun, the Minister of Education, during the ceremony 
of awarding the Lebanese Merit to the director of College Protestant Louise Wegman 
at Starco 

During my school years, I was more 
interested in activities rather than 
my studies.
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By the time Rizk was old 
enough to go to school, his 
parents enrolled him at the 
Collège Protestant and later 
the International College 
(French section) located on 
the campus of the American 
University of Beirut.

“During my school years, I 
was more interested in activities 
rather than my studies. I 
founded the ‘SS’, whose function 
was to usher students of the 
school’s secondary section 
during all kinds of functions 
and activities. I was especially 

devoted to decorating the ‘local’, 
which was the official team’s 
meeting spot. I was awarded 
1st place for best ‘local’ among 
all competing Lebanese schools 
for three years running. During 
that period, one of the themes I 
had chosen was the ‘American 
West’. I had three months to 
prepare, so I spent an entire 
summer eating, every single day, 
a lamb’s head or ‘Ras Nifa’ as it’s 
known in Arabic! I then saved 
all the skulls and dried them 
in the backyard of our summer 
house in Bhamdoun. Prior to the 

beginning of the school year, I 
hung all the skulls I had collected 
on the walls of our ‘local’. The 
look and feel of that place, was, 
unforgettable!” Rizk explained 
as he held his right index 
finger and thumb up to mimic 
the shape of a gun. 

The other activity that 
gobbled up the rest of his time 
was spent as an avid member 
of the Scouts movement, 
which eventually saw him 
becoming the group’s leader 
at the 1ere Beyrouth des 
Eclaireurs du Liban. One 
of the responsibilities he 
took seriously and started 
developing a passion for 
was designing the weekly 
billboards intended to 
announce the schedule of the 
troop’s future meetings. 

“The billboards were displayed 
in the halls of my school and soon 
became such a hit that every 
Wednesday the entire student 
body would eagerly wait to see 
what I had in store for them that 
week! This was the beginning of 
my love story with graphic arts 
and advertising,” Rizk explained.  

As a result, he failed the 
5eme and the 3eme before 
also managing to fail the 
Baccalaureate. Fate as it were 
was not smiling down on 
him. However, his parents’ 
love, which had allowed him 
room to grow his passions, 
also played a very important 
role in convincing his father 
to send him to Paris to study 
interior decorating.  

1959 My Scout Group at IC – 1ère Beyrouth 

I spent an entire summer eating, 
every single day, a lamb’s head or 
‘Ras Nifa’…
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THE FRENCH 
CONNECTION

“His dream, like many 
fathers, was to have me take 
over his business. In 1960, I was 
on a plane to Paris. Barely 18 
years old, I signed up for daytime 
classes at the Ecole Supérieur de 
Publicité, and at L’Ecole Boulle 
for night courses in decoration. 
My father, of course, was not 
aware of my enrolment in 
advertising school. He would 
have never allowed it anyway 
considering I was his only son 
and had already committed to 
taking over the family business,” 
Rizk confessed. 

To cover the expenses of 
both schools, he took all the 
work that came his way.

He babysat after his 
night classes and got a job 
doing sanitary work at the 
advertising school he was 
enrolled in. This however, 
necessitated him to wake 
up at five every morning, 
which explains how he got in 

the habit of waking up very 
early and sleeping very little, 
something that he still does 
to this day. On the weekends, 
he and his friends would draw 
on the sidewalks of Boulevard 
St. Michel to make some extra 
money. More impressively, 
he managed to get a couple 
of internships at Publicis and 
Elle magazine.  

All these experiences, he 
then explained, shaped his life 
and contributed to the person 
he is today. 

THE FIRST 
OFFICE

“Upon graduation, I 
returned to Beirut in 1965 
and started working with 
my father. I introduced to his 
business the colonial style 
of rattan furniture, which 
became extremely popular. I 
also decorated and executed 
several commercial projects 
like fashion design showrooms 
and hair salons. I then opened 

and ran a furniture gallery in 
Hamra while also working at 
my father’s initial store called 
Galerie Ibrahim & Nasrallah 
Rizk located at Damascus 
Street downtown Beirut,” he 
said.

At the end of 1965, 
without his father’s 
knowledge, he rented a three-
room office at Clemenceau 
Street in the Arayssi building. 
And the first thing he did, 
once he could afford it, was 
install a seven-meter wide sign 
at the entrance of the building 
that read, ‘Publirizk Advertising 
Agency’.

Despite the fact that the 
sign was now up, there still 
was plenty missing. “I did not 
have enough money to furnish 
the office so, I stole a large piece 
of plywood from my father’s 
workshop and a couple of trestles 
and made desks for myself and 
my sister Rosette who was part 
of my team from day one,” he 
confessed. 



1965 – Direct mail flyer to promote services provided by the new Publirizk

My father, of course, was not aware of my 
enrolment in advertising school.
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To introduce his agency 
to the general public, he 
created a flyer and took out 
an ad in all existing print 
publications. “TV did not yet 
exist yet in Lebanon, neither 
did commercial radio stations 
with the exception of 'Middle 
East' Radio station, which 
broadcasted from Cyprus at the 
time,” he said unbelievingly.

His first client was Antoun’s 
Music on Speers Street he 
explained with incredible 
verve. “I will never forget the 
day I took the ad I created to be 
published in L’Orient-Le Jour 
newspaper, which at that time 
was not yet called so. The lady 

who measured my ad told me, 
“Son, before you start an agency, 
the least you could do is know 
that in Lebanon, the column 
in newspapers is 4.5cm wide. 
We are not in France here. Fix 
your layout and come back.” I 
remember blushing. I of course, 
fixed it and went back,” he said 
with a baffled smile. 

Another one of his very 
first ads was for a Persian 
carpet store at Bab Idriss 
owned by an Iranian-Jewish 
man named ‘Ellyaho’. It was 
published on the front page a 
few newspapers and to make 
it stand out, he placed the 
text diagonally. “It was a never 

seen before innovation. The day 
the ad was printed, I get a call 
from my client. He first says 
that the ad is attractive and 
then asks whether or not he has 
to pay for the empty corners 
on the top and bottom of the 
page?!” he explains with a 
smile. 

Rizk, who was having 
difficulty taking the phone 
conversation seriously, 
humours the man before the 
unexpected happens. “He 
then asks me, André, I have a 
plot of land in the mountains. 
Could you add a for sale ad in 
that empty corner?” the client 
inquired.

Rizk, who was young and 
full of self-confidence, does 
the unthinkable when he 
dares to ask the client, “Mr. 
Ellyaho, do you have a daughter 
to marry off?” 
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Somewhat taken aback, the 
man replies, “Yes, I do, why?”

Mocking the man in a 
creative fashion, Rizk replies, 
“Because we could add her 
picture in the bottom right 
corner of the ad!”

Needless to say, he lost the 
client and never got paid for 
the ad.

However, business was 
going really well until the 
inevitable finally happened.

“One fine day, not sure how 
fine a day it was, my father, 
while driving, sees the Publirizk 
sign at Clemenceau Street. He 
stops and asks Mahmoud, the 
concierge of that building about 
who owns the Publirizk agency 
and who gave these people the 
right to use that family name?” 
The concierge replies, “I don’t 
know the young man’s first 
name but if you want to find out, 
the office is in the back of the 
building.” 

SUCCESS AND 
FAILURE

His father makes his way to 
the main office door, knocks, 
and to his surprise, his son 
opens. Before Rizk could 

speak, his father, not believing 
his eyes says, “IT’S YOU? How 
could you neglect the family 
business and stab me in the back 
this way? Is this how I raised 
you? What will people say? That 
my son is selling empty words?!  
If that’s how you want it, don’t 
come home anymore…”

The threat was very real, 
because the very next day, 
his sister, upon arriving to 
the office, brings him a pair 

of suitcases filled with his 
personal belongings. “I spent 
two months sleeping in the office 
and ate the food my mother 
would secretly send me. She also 
pleaded and begged my father 
to accept the fact, which he did 
on condition that I continue 
to help him with his business 
while running my own,” Rizk 
explained as he briefly raised 
both hands in the air. 

Business was growing 
and growing fast as were the 
agency’s team members. “In 
addition to my sister Rosette, 
to whom I owed and still owe so 
much, other initial members of 
my team included Gaby Hayek, 
Oscar Ara, and Alain Khoury 
who started out as art director. 

How could you neglect the family 
business and stab me in the back 
this way?

1965 – Receipt from Orient for Publirizk’s first ad
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It was at Publirizk that Alain 
Khoury met one of my clients, 
Razek Maabarbachi with whom 
he founded the advertising 
agency Publi-Graphis at 
Tallet Drouz in Verdun. Later, 
Moustapha Assaad and Gaby 
Hayek would join their team and 
Alain Khoury would leave Publi-
Graphics to create Impact at 
Phoenicia Street,” Rizk said. 

While remembering those 
events, Rizk went back in 
time to elaborate on how his 
own agency was created. “I 
had barely been in the business 
for two years when I bumped 
into Amine Kassouf, an old 
classmate and smooth talker. 
I learned that he was working 
for cigarette brand, Kent. He 
said that he had been thinking 
of opening his own agency and 
wondered if I would like to join 
him. I accepted and we agreed 
that I would receive a 350 L.L. 
monthly salary plus commission, 
which at that time was quite 
significant,” Rizk recalled.   

During that first year, 
business was really well, 
which, unknown to Rizk, had 
driven his partner to become 
unbelievably greedy. “One 
Saturday morning, which was 

half a work day, I was giving 
Amin the monthly commission, 
when out of the blue he says, 
André, we are very close friends. 
We work hard together, we go 
out together, but business is 
business… I’m leaving Publirizk 
today and taking all of your 
employees, except for your sister 
of course. I will also be taking 
all of your clients because I am 
starting my own agency with 
very well connected partners. 
I give you six months to go out 
of business and may the best 
man win,” Rizk recalled with 
unflinching eyes.

Kassouf took his 
commission and slammed the 
door behind him.

“To this day, the sound of this 
door slamming still resonates in 
my head. 

The following Monday, as 
expected, none of my employees, 
except for my sister, showed 
up to work. I sent Rosette 
home, locked the doors and 

started thinking. I remained 
at the office until Wednesday 
morning without eating, 
sleeping or answering the phone. 
Wednesday morning, I went 
home, took a bath, changed and 
left to implement the plan I had 
hatched in isolation,” Rizk said 
with a mysterious smile.  

THE SECOND 
VENTURE

On that day, he hired 
Elie Masboungi who was 
working as a writer at ‘Le Soir’ 
a nightly newspaper. He then 
hired Vartkess and Elie Rizk 
who would comprise the art 
department and Fouad Joujou 
for the media department. 
Next, he visited all his clients 
and informed them of what 
had happened. 

“Ironically, eight months 
later, Amine Kassouf filed for 
bankruptcy and closed his agency 
called RePublic. He later created a 
second agency called PROGRESS 
and went out of business, again, 
less than a year later. Upon 
hearing the news, I called and 
said, listen, if you need money, 
I am more than willing, but you 
have to come to me to collect. He 

I spent two months sleeping 
in the office…

I’m leaving Publirizk today and 
taking all of your employees…
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never came and we never spoke 
again,” Rizk clarified as his 
hands flew to his sides.  

In 1968, Publirizk moved to 
a 600m2 office in the Minkara 
Building on Clemenceau 
where the Al Madina Theatre 
used to be. The Publirizk 
team now included Elie Jabre 
and later Wagih Nakhlé as 
account directors. Nakhlé had 
previously worked at Advision, 
the agency in charge of all local 
TV advertising managed by 
Mounir Takchi, a great man 
to whom advertising in the 

Middle East owes a great deal. 
Nakhlé was doing excellent 
work and a few months after 
he joined the team, Rizk 
offered him a 45 percent stake 
in Publirizk.

A year prior to the 
beginning of the seventies, 
Rizk, while at the offices of 
Australian Airlines, which 
were one of his clients, met 
the secretary of the general 
manager Richard Melish. Her 
name was Jenny Ghaleb, a 
young Lebanese woman from 
Beit Chabab, born in Cairo, 

an American University of 
Cairo graduate, fluent in 
English, French, German and 
Arabic.

Recalling that day with a 
very fond tone, Rizk said, “She 
won my heart. 

It was love at first sight. A 
few months later, on November 
13th we were engaged and 
got married shortly after 
on February 15th, 1970 
(Valentine’s Day was not popular 
then.) Few years into this union, 
Jenny blessed us with a daughter 
whom we named Marie-Joëlle Mounir Takchi one of the media advertising pillars in the 

Middle East

1969 – During the Austrian Airlines dinner, love at first sight between Jenny and 
Andre.
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and a boy, Alain. To this day, we 
live a ‘happily ever after’ story.” 

A year later, at Christmas, 
Rizk offered Nakhlé an 
additional five percent of 
the agency making him an 
equal partner. Publirizk was 
becoming a leader in the 
market and was servicing 
some of the biggest brands 
in the country such as, 
Moulinex (Middle East), 
STC Tabbara, Tatra, Picon, 
Perlex, Bianco, Brinol, Pepsi 
Cola, Honda cars, Kassatly 
Chtoura, Bata, Ray-O-Vac, 
Junal, Laziza, Almaza, Amstel, 
Hom (underwear), Joseph Eid, 
Metni Bros, Newman, Clauda, 
Johnny Walker, Rowntree 
Makintosh, Nestlé chocolate, 
SNA, MS cigarettes, Dial Soap, 
Najjar Continental, Indevco 
(all Sanita products), IBM, 
Summerland, KFC, Nejem, 
Cafe Najjar, Antonio Amato, 
Philips, Zahar, Wella, Nakhal…

To continue servicing all 
these accounts, the agency 
relocated to bigger offices in 
the new Minkara Building 
across Bristol Hotel in 1972.  

A year later, and in keeping 
to his word, Rizk opened a 
Colonial rattan furniture 
gallery ‘Rotin Rizk’, for his 
father in the same building 
where the agency’s offices 
are located today. Due to 
time constraints, he had his 
mother-in law, Odette manage 
the gallery.  
THE EXPANSION 

1975 – My most beautiful flowers = Belle de nuit plant with Marie-Joelle and Alain Rizk

1971 – Baby Marie-Joelle, surrounded by Jenny and Andre, laying down on a Colonial Style bed designed 
by my father Ibrahim Rizk.

To this day, we live a ‘happily ever 
after’ story.
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His loyalty extended 
equally to all his clients, 
which due to the beginning 
of the Lebanese Civil War 
drove him to open a second 
agency branch in the Gulf 
to continue managing the 
Moulinex account. “Nakhlé 
and I drove to Damascus, then 
Amman to scout for the best 
location to setup an office. From 
Amman, we flew to Kuwait 
where we were supposed to get 
the visas sponsored by our client 
Moulinex. At the airport there, 
we found out that the Kuwaiti 
government had just canceled all 
visas for all Lebanese citizens. 
I got arrested by the Kuwaiti 
police for quarreling with a 
security employee who had 
insulted Lebanon. In handcuffs, 
I was escorted onto a plane to 
Abu Dhabi because I already 
had a visa for the Emirates. 
Nakhlé was walking silently at 
a distance behind me pretending 
not to know me for fear of being 
arrested as well,” Rizk said with 
hands interlocked.  

He spent the late seventies 
traveling back and forth to 
the new offices, which in 1976 
became the second Lebanese 
advertising agency to open in 
Dubai. Marwan Rizk ran the 
Emirati branch and in 1977, 
after the agency opened its 
third branch in Jeddah, Aboud 
Chami was hired as manager. 
A year later, Rizk established 
the Kuwaiti branch followed 
by an Egyptian one in 1979.  

At that time, the agency’s 

top clients in the Arab Gulf 
included, Al Habtour Motors, 
Kimberly Clark, Double 
Cola, Galaxy, Al Khjourafi, 
Klim milk, Estée Lauder, 
hotel chains Le Meridien, 
Intercontinental, Ramada Inn, 
Hilton, Hayat Regency, Al Sakr 
Club in Jeddah and the Dubai 
Duty Free (the logo of which 
was created by him and still 
used 40 years on.

During his stay in 
Dubai, Rizk acquired the 
account for marketing and 
communications consulting 
of the World Bank who was 
financing the construction of 
three large factories at Taez in 
Yemen. The first was designed 
for pasteurising milk, the 
second for producing juice 
and the third for making ice 
cream. The purpose of these 
factories was to encourage 
Yemenites to choose vitamin 
rich beverages with their ‘qat’, 
instead of polluted water or 
soft drinks.

“I had to travel to Yemen over 
a dozen times a year to service 
this account and eventually got 
to launch the brand Yamani 
for milk, juice and ice cream. 
Yamani remained the leader in 
Yemen until their most recent 
civil war. These trips to Yemen 
and other parts of the country 
saw me falling in love, which was 
also when I finally understood 
why it was aptly called, ‘Gardens 
of Aden’, ” Rizk said. 

In 1982, the unexpected 
happened. Due to terrible 

losses incurred by the 
agency in Dubai to the 
tune of $200,000 for work 
commissioned by the Dubai 
Duty-free shop, Rizk decided 
to close the agency down. He 
did the very same thing on 
the very same day due to the 
loss of an additional $200,000 
commissioned by The Saudi 
Ministry of Youth and Sport, 
who had a fallout with The 
Ministry of Al-Awkaf. Rizk’s 
frustration of working 
with anyone not Lebanese 
also drove him to close all 
the agency’s international 
branches. 

SHIFTING FOCUS
“Discouraged by these 

losses and hopeful about Bechir 
Gemayel’s election, Nakhlé and 
I decided to return to Beirut 
and shift our focus back to our 
office there, which during our 
international expansion had 
suffered quite a lot of neglect. A 
number of our clients like Bata 
and Almaza, were now working 
with Jean Claude Boulos who 
had created his own advertising 
agency. That same year, during 
the Israeli invasion, our offices 
at Minkara, mostly our archives, 
were destroyed by a bomb,” Rizk 
painfully recalled. 

In 1986, the agency 
opened a branch in 
Achrafieh in Rizk’s deceased 
father’s apartment to make 
it more convenient and 
safer for its East Beirut 
employees. During that 
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period, and until 1989, 
Publirizk was able to win 
back all its clients and even 
acquired new ones like 
Pampa, Al Rifai, Pharmabel 
(J&B, Dr. Scholl, Nana, 
Peaudouce, Vap, Alfa 
Oil), other KFF products, 
Fattal (Côte d’Or, Cadbury, 
Natacha perfume), STCI 
Tabbara (Fondel, Fromage 
Bel, Al Ghazal), Cortas, ABC 
Dbayeh and many more.

At the time, the agency’s 
client servicing team included 
Ramzi Najjar who managed 
the Wella account and later 
left to create, with Jacques 
Sarraf an agency called 
Leader, which went out of 
business a year later. 

Rizk’s business savvy 
strategy and creative flair saw 
him rubbing shoulders with 
some of the region’s most 
prominent personalities who 
taught him plenty of valuable 
lessons, which at times 
helped him overcome major 
obstacles. One of those, Rizk 
recalls was Antoine Choueiri. 
“He has shaped the world of 
advertising in many ways in the 
Middle East. I learned a great 
deal from Antoine but what 
sticks with me the most is that 
every problem has a solution. 
I will never forget his famous 
saying “I will solve the problem 
for you.” He always kept his 
word,” he said before tacking 
a drag from a Winston 
cigarette.   

THE BETRAYAL
In 1990, at the beginning 

of the “Ilgha'” war, Rizk’s home 
in Naccache was shelled and 
the situation deteriorated 
further still. Fearing their 
safety, both he and his wife 
left to Chicago where their 
children were living and 
attending university. Marie-
Joelle was in film school and 
Alain was working on his 
MBA. 

Two months into their 
stay, one of his clients and 
a dear friend called Abed 
Tabbara calls to say, “André, 
I’m with Publirizk because of 
you… If you are not around, 
I will have to work with a 
different agency.” Rizk felt 
that the reason was not very 
convincing and when he 
inquired further, his client 
said that there seemed to be 
some billing irregularities on 
behalf of the agency.

Rizk was enraged. 
Thinking back on the events 
that followed, he leaned 

forward and said, “I was on 
a flight back to Beirut within 
48 hours. I walked into the 
office and felt like a complete 
stranger. Everyone was 
wondering why I had returned. 
I went into the accounting 
department, took all the 
company’s books and headed 
to Batroun to go over them 
with my accountant Camille 
Aoun. A week later, I discovered 
that Wajih had overcharged 
numerous clients including 
Tabbara to the tune of $70,000, 
Pepsi for $60,000, and Bata 
for $40,000. Also, those 
amounts did not show-up in the 
company’s financial statement. 
So, on the 23rd of November 
1990, a date I will never forget, 
I went to the office with my 
head accountant and my lawyer 
Me. Bambino. There I met and 
talked, behind closed doors, 
with Wajih for four hours. At 
the end of that meeting, I had 
Wajih write me checks for all 
the amounts owed and sold my 
shares of Publirizk to him.”

Salim Zeenni (Clipp) & his daughter Maya with Walid Rasamny (Hyundai) and Jean 
Riachi (FFA Private Bank)
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With a calm, cool, and 
collected demeanour, he heads 
to his Achrafieh office and 
meets in private with Amal 
Samaha, Wajih’s sister, who 
had been part of the Publirizk 
team for years. He tells her 
what had happened and asks 
her to choose between her 
brother and himself. She 
replied, “I have two eyes, one is 
healthy and one is sick… I choose 
to keep the healthy eye and if 
you do not mind, I’m staying 
with you.” Amal remained on 
his team for 15 more years 
until she retired.  

THE NEW KID(S) 
ON THE BLOCK 

On that day, Rizk 
Advertising & Associates 
S.A.R.L. was born.  

Following that major 
event, Rizk calls Abed Tabbara 

in France to tell him that he 
had wired $70,000 to his STCI 
account… Tabbara replies, 
“Mabrouk, I’m staying with 
RA&A.”

Surprisingly, a week later, 
Rizk gets a call from Charles 
Zeeny, manager of Banque 
Saradar with whom he was 
working. The man asked 
whether Rizk was expecting a 
transfer of $250,000 from the 
Société Tab International in 
Geneva. A few seconds later, 
Rizk replied that he was not 
expecting any money and 
asked Zeeny to wire back the 
transfer.

Two days later Abed 
Tabbara calls Rizk and says, 

"You are an ass and will 
always be... Consider the money 
a down-payment... Consider it 
whatever you want, as I am sure 
you need the cash."

Rizk never took the money 
and Tabbara, till this day, 
remains a client and friend.

In 1995, Rizk’s two 
children Marie-Joelle and 
Alain returned to Lebanon. 

His daughter now held two 
diplomas, an MA from Peoria 
University and Columbia 
College with a specialisation 
in Direction of Photography. 
After settling down, she 
joins Rizk Advertising for a 
two-year period as the head 
of the agency’s creative and 
production department 
before resigning to fulfill her 
longtime dream of opening 
her own production house, 
which she called ‘Left Eye’. 

Pointing to a picture of her 
hanging on one of his walls, 
Rizk said, “She successfully 
produced more than a dozen 
TVCs for the agency. Four of 
those for Maccaw, which helped 
the brand to acquire a larger 
market share in record time to 
become a leader in the sector 
of juices in Lebanon. However, 
and due to her inability to 
fully reintegrate into Lebanese 
society as well as her decision to 
not limit herself to commercial 
ads, she moved permanently to 
Chicago.”

Though her departure hit 
Rizk quite hard. However, the 
events that ensued saw her 
marrying Dennis Callahan. 
Pointing to another set of 
pictures, Rizk said, “A year or 
so later, I became a grandfather 
to two charming boys, Oliver, 
the sun prince and Julian, the 

2002 – Amal Samaha receiving her 25 years of service medal from Andre Rizk
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adorable genius. Though they 
are distant, we talk on the phone 
at 4:30 pm every day without 
exception. She and her family 
also visit us every Christmas 
and spend one month every 
summer at our place as well. I 
also travel to Chicago at least 
once a year.”

Rizk went on to explain 
that despite the competition, 
Marie-Joelle managed to 
secure an important position 
in the cinematic world, 

especially in TV programmes. 
Her website contains an 
impressive portfolio, one 
of which saw her as the 
designated DOP for Oprah’s 
Chicago based programme. 
She also had the opportunity 
to film in Japan, Far East, 
Europe, Africa, and South 
America.

Her sibling, Alain, after 
obtaining his MBA from 
Marquette University in 
Wisconsin, and a three-

year tenure at Y&R in 
New York, integrated his 
know-how in the client-
servicing department at Rizk 
Advertising. 

That partnership only 
lasted two years. “My dear 
friend Elias Murr, with whom 
I worked for a long time on 
his real estate projects such 
as Zaarour, Halat Sur Mer, 
Cap Sur Ville, and Toits de 
Beyrouth, had his brother-in-
law Emile Lahoud open his 

1997 – A rare occurrence where I wore a tie for Marie-Joelle’s diploma in Chicago.

1990 – The whole family at Priora (USA) where Marie-Joelle was completing her studies The next New Rizk Generation – Alain’s 
daughters & Marie-Joelle’s sons
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own advertising agency. One 
day I happened to introduce 
Alain to Mr. Murr who then 
convinced him to join Emile 
Emile Lahoud as an associate. 
I gave Alain my blessing after 
making him promise that one 
day he will return to Rizk 
Advertising and take over 
after I retire. L&R (Lahoud 
& Rizk) communication saw 
the light of day in 1997 to 
become a great success. After 
about 14 years of operation, 
Rizk Advertising acquired L&R 
and Alain became the CEO of 
RizkGroup, with Serge Dagher 
as General Manager, whom 
Alain and I consider a part of 
our family. Serge has been with 
the group for 10 years and is 
now a shareholder,” Rizk said 
while admiring the picture of 
himself embracing Alain. 

In 2010, Alain met a 
charming young girl, Cynthia 

Tambourgi, whom he 
married a year later. Their 
eldest daughter became the 
Lebanese tennis champion 
in her category, which had 
always been Alain’s dream. 
The youngest, Axelle, is a 
ballet fan and adores the 
theater, taking after her 
mother.

THE A-TEAM
With Alain on board, the 

agency was unstoppable. 
RA&A’s client list grew 
substantially to include, 
X-tra, Libbys, Danish Iceberg, 
Maccaw, Hyundai, Tamer 
Frères (Dali, Akira, Swatch…), 
JTI (Winston, Camel) who 
joined the agency in 2001 
and now are in over 15 
markets throughout the 
region. Through this fruitful 
collaboration, Rizk met people 
whom he has grown to admire 
and respect such as, Karim 
Raydan, Riad Sertin, Majd 
Abdo, Simon Matta, Fadi Hage 
and many more.

In line with this incredible 
client roster, the agency, to 
best service the MTN account,  
opened offices in Afghanistan, 
Yemen, Syria and Sudan. As a 
result, Rizk was able to acquire 
many new local clients. It also 
opened an office in Dar As 
Salam to attend to JTI.2010 – Serge Dagher and Andre Rizk on set of a Galaxy Chocolate TVC

Il n’est pas d’amour sans fierté
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The momentum that 
finally saw the agency 
expanding its reach 
externally, Rizk also turned 
internally. “We started working 
for Galaxy chocolates and FFA 
Private Bank, during which 
time we became affiliated with 
TBWA from 2001-2011. A 
decade later, we parted because 
I refused to sell. However, 
the former association was a 
very good experience. Ramzi 
Raad is a man I really love and 
respect. Our friendship dates 
back to the time we attended 
the International College. We 
were also in the same scout 
troop, which is partly why I was 
comforted when making the 
decision to join forces. Another 
reason that encouraged me to 
make that decision was because, 
at that time, everyone seemed 
to be doing it. You could say 
the subject was trending. The 
advantages of this unity brought 
in plenty of big clients such as 
MTN (mobile operator) and 
GTR (Winston). On the flipside, 

2000 –late Mohamed Zaher and Camille Aoun, both having collaborated 
for over 25 years at Publirizk and RA&A.

2001 – Signing of the partnership between RA&A and TBWA/Raad.
collaborated for over 25 years at Publirizk and RA&A.

Picture commented by Toufic Traboulsi taken in North Sudan during the shooting of 
MTN TVC 

2011 – JTI Lebanon and RizkGroup team at a Winston workshop
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Carlo Vincenti at the Macallan launching event

I was looking for my employees 
to receive a different kind of 
training and experience, which 
was missing. Nonetheless, some 
of the clients I had acquired 
during the merger, such as 
Standard Chartered Bank and 
Mars chocolate, remained my 
clients after Ramzi and I parted 
ways.”

RA&A continued growing 
and took on a giant of a 
client, G. Vincenti & Sons (led 
by a great man called Carlo 
Vincenti) with products like; 
Barilla, Maxim’s, Lesieur, 
Label 5, Jim Beam, Teachers, 
Famous Grouse, Macumba 
coffee and more.

IN A NUTSHELL 
Fifty-one years later, 

RizkGroup, which remains 
the number one 100 percent 
Lebanese agency, also includes 
Gate Communications, L&R 
Communications, BDigital and 
RPR (Rizk Public Relations), as 
well as Rizk Advertising Sudan 
with representations in Cairo 
and Tanzania.

Reflecting on this 
astonishing success Rizk 
says, “Our Philosophy has 
always been   (it’s 
only creative if it sells). Loyalty 
goes a long way and proof to 
that effect is that some of our 
clients have been with us for 35 
years. We have created great 
success stories of the brands and 
products we service, which as a 
result have lived in the hearts 
and minds of generations. We 
took the time to help our clients 
to grow and change with the 
changes in the market. We also 
carefully studied the consumers’ 
habits and helped those same 
clients’ products to become 
and remain leaders in their 
respective categories.”  

More to the point, another 
reason that further enforces 
those facts are the agency’s 
innovative ideas, such the 
first comparative commercial 
for Brinol opposing Perlex 
and Ariel, as well as the first 

“risqué” newspaper ads for 
Hom underwear and Bijama 
(with a B) to name a few. 

Before ending on that high 
note, Rizk got to his feet and 
said, “Last year, we became 
active member of the Taan 
network, the largest network 
of independent agencies in 
the world, which was founded 
in 1936 and comprised of 51 
agencies from 32 countries. 
This will give the RizkGroup 
unprecedented international 
exposure and experience, while 
simultaneously allowing us to 
maintain our independence. 

How wonderful is that!”  
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Meptico (Domo and Darina), Spinneys, Target Food with Fresh n’ Soft, 
Virginias chocolates, Sakr Group with Admir, Maccaw and Danway Iceberg 
(who have been working with us for over 21 years), Hallab (with us for 23 
years), Somfy, STCI Tabbara (Fondel, Nabil Food and Al Ghazal, La Regie 
Libanaise des Tabacs, Jalloul and Kazouza, LG Electronics, Wooden Bakery, 
Ogero, Ste Jabra (Aquablue), Babel Restaurants (in Lebanon and Kuwait), 
Sushiko, Etihad Airways, Clipp (for more than 30 years.)

1993 – Giant signage weighing 6 tons 
with 100.000 bulbs over Antelias  
north highway (Guinness book)

CLIENTS
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The modest seven-storey building quietly nestled in the 

heart of Ashrafieh houses the headquarters of Lebanon’s 

leading local ad agency, RIZKGROUP. 

At the helm, resides a man, who for the past 51 years 

has made it his mission to build brands that today are 

dominating the market. In testament to the success stories 

behind their making, are shelves in his office adorned with 

written testimonials beaming with genuine praise and 

gratitude capable of making grown men cry. 

Even the space itself has a warm and homely feel, which 

silently reflects the special kind of care he extends to 

all his clients, who eventually become close friends. The 

inherent loyalty that ensues has become one of his distinct 

trademarks fueling the powerhouse his agency has grown 

into. 

Sitting behind a huge black wooden square desk with 

chairs on all sides, Andre Rizk, casually clad in blue jeans 

and a long-sleeved shirt lights a Winston cigarette and 

launches into answering a series of questions covering a 

variety of subjects related to the communications world.  

RIZK ON ADVERTISING

It is very important for a man to be 
very clear about who he is as a person.
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Why don’t you participate 
in award ceremonies?

I decreed we not do so, 
because I know exactly what 
happens, considering that I once 
was elected as jury member. The 
process that followed was literally 
ridiculous, not to mention, rigged. 
It was based on the ‘I’ll vote for 
you, if you vote for me’ system. 

On that day, we started 
early and by 11 in the evening, 
I just could not take it 
anymore, so I got up and made 
my thoughts very clear before 
storming out. They followed me 
home begging for my return.

Due to this shameful 
reality, it became apparent 
that the entire reason for 
taking part in such events is 
purely for selfish reasons that 

have absolutely nothing to 
do with the client. As a result, 
I wanted to do something 
about it, which was when an 
idea came to mind. I intend to 
create an award dedicated to 
what I will be calling, ‘The Best 
Selling Campaign’, which will be 
held every other year based on 
government-issued tax figures to 
guarantee accuracy rather than 
promote lies. 

Hopefully, this will bring an 
end to widespread hypocrisy!

So, what then are the 
motivations that drive 
your employees to push 
themselves? 

If any of them happen to 
be in a supermarket and see a 
consumer choosing a brand they 

worked on, I would say that is 
the greatest motivation of all. 

Though this may be so in your 
mind, is it really so in theirs?

I feel they are not fully 
satisfied, because they love to 
be celebrated and applauded. 
This also applies to my son. 
What I also know, is that 
there is no point in fighting it, 
because at the end of the day, 
they will emerge triumphant. 
However, I am of a different 
mind that does not believe 
in all this hype. Nonetheless, 
when one of my clients, 
namely Maxim’s, increases 
its marketing budget from 
$300,000-800,000 in a two-
year period, after its market 
share grew from 28 percent to 
41 percent, that is the biggest 
testament a man in my position 
could hope for. On top of 
that, they have been using the 
same slogan I created six years 
running! 

How do you explain that?
In communication, the 

best slogan ever, is the one 
where you draw the words 
from the consumers’ mouths 
without them noticing and 
then feed it back to them. I’ll 
give you another example, 
the mere question, “Hamuda 
kief ” immediately conjures 
the Junal lemon-seasoning 
brand, which has been top of 
mind for generations. Rizk Ad which appeared in An-Nahar the day of the announcement of Phoenix  results in 2004 on which we didn’t 

participate of course
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1999 – Andre Rizk on set with Marie-Joelle Rizk

-  Najjar… والحب عالنار

-  Picon

-  Tatra Tatra حليب بقر صايف

-   Junal حامضها كيف..

 ,Ray O Vac ...شو بطاريتك  -

-  Kasatly Chtoura

-  Almaza Plait

-  Bata--- La mode c’est ca,

-  Cap sur ville Construit moi 

le Bonheur

-  Il y a du Maccaw dans tous 

les fruits

-  Carioca الحبّة برازيلية والنكهة 

نية  لبنا

-  Hyundai… نيالك

-  Fakra من تراثنا

-  Maxim’s عندو يايك بالّدين

-   Label 5… Live your way

-  Danway Iceberg… the taste 

of love, the taste you love, 

-  Rifai هالحبّة حبّتنا  

-  Clipp تعا دّس شوف شو ناعم 

SLOGANS

One of my favourite ad that was banned by the General Security

In communication, the best slogan ever, is the one where 
you draw the words from the consumers’ mouths without 
them noticing and then feed it back to them.
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Isn’t this a type of 
hypnosis?

I would say it’s raising 
awareness.

Is it raising awareness or 
unconsciously steering the 
consumer?

This is advertising. It’s not 
enough to get the consumer 
to pay attention to a product. 
At the end of the day, what 
seals the deal when it comes 
to making a choice, is the 
shock factor. What I mean by 
that is, when consumers are 
examining a certain item on 
the shelf that has a very high 
positioning, unconsciously, 
they believe that item to be 
expensive. However, and 
here’s the kicker, when those 
very same consumers find out 
that the item in question is 
acceptably-priced, it, in most 
cases is a guaranteed sell. 

That is the wow factor. 
That is, ‘shelf shock’ rather 
than ‘shell shock’!

Another example is Maccaw, 
which according to the latest 
Ipsos-Stat report, 78 percent 
of the local population believes 
that brand to be foreign when 
in reality it is made in Hadeth, 
Lebanon! However, achieving 
this was not easy. Before I 
got the brand to achieve such 
status, I spent six months trying 
to convince the owner of the 
strategy I had in mind. He, 
throughout that entire period, 

was not buying it. He also insisted 
that I find another slogan to 
which I always replied that there 
is no other slogan. Eventually, he 
gave in and the slogan became, 
‘There is Maccaw in all fruits’. 
Ironically, in the first three 
months, no one got it. Not only 
that, but, and understandably so, 
he kept complaining about it. 

Here, I have to say that I 
did understand his concerns. 
However, I also knew that even 
the biggest companies such as 
P&G spent years to do what we 
did in a few months. 

2007 – Andre Rizk discussing with Mickey Gharios on set of a Maccaw shooting ad

2000 – On set of the 1st Maccaw ad in the Bekaa directed by Marie-Joelle Rizk

We are the only agency that does a 
monthly survey related to whether 
a client’s products are available in 
various shopping outlets.
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How effective would you say 
this ‘obstinate’ approach is 
today?

Fashions change, but the 
consumers remain the same. 
People used to eat raw meat, 
today they eat sushi. In other 
words, the form has changed 
and will keep changing, but the 
function will always remain the 
same. 

The same applies to the 
media. Back when I first 
started out, there weren’t even 
local radio stations. The only 
communication vehicles that 
existed were the newspapers. 
There was no TV either. Instead, 
there were cinemas. When 
TV emerged, people began 
to speculate when cinema 
would die. Today you have 

the Internet and people have 
been speculating when TV 
would die. In other words, all 
these mediums sustain certain 
frequencies, which define 
their ability to communicate a 
message. 

The trick is to find the way.

Picon TVC shooting in the Egyptian desert (200 km from Cairo) with J.P Sikias.

1978 – Promotional photo for Zahar with Alain Rizk (left)

1997 – Doug, Marie-Joelle Rizk and Andre on set of an Almaza ad 
shooting in the United States directed by Marie-Joelle.Ma belle de jour de tous les jours…
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Considering all those 
changes, how have you 
evolved?

My personal evolution 
came by way of an event 
the likes of which I could 
never have imagined. I 
speak of the day I became a 

grandfather. That was when 
I discovered how motivating 
to a human it is. The event 
guaranteed succession. 
Even the way I behave with 
people completely changed. 
Today, I am considered the 
grandfather of my entire 

staff. Before, these very same 
people used to secretly loath 
me for being very difficult to 
work with. However, they now 
greet me with genuine love 
and some even approach and 
kiss me. 

2007 – On set of a Picon ad in Laklouk

If a day passes 
without one learning 
something new, I 
consider this to be a 
day wasted.

Results of Arab Ad's Man of the Year in 1995 
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2008 – On set with Nicole Srougi, Marc Daou and Andre Rizk2008 – Alain Rizk, Andre Rizk and Serge Dagher with Jean-Marie 
Dru CEO of  TBWA/Int’l during his visit to RA&A offices.

2007 – Carlos Ghosn, Georges Najjar (Café Najjar) and Andre Rizk 
at the TBWA lunch at Phoenicia Hotel honouring the visit of Carlos 
Ghosn, CEO of Nissan International.

2008 – RA&A team with Ramzi Raad and Jean-Marie Dru (TBWA/RAAD and TBWA/Int’l)

2009 – Toufic Traboulsi and Andre Rizk in North of Sudan during 
the shooting of MTN’s  TVC "Irfa' Rassak'

2009 – Majd Abdo (JTI) and Andre Rizk during the reception held by RizkGroup honouring 
Majd’s departure to Dar Es Salam for his new post as JTI CEO in Tanzania.
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 2012 Carlo Vincenti, Mohamad  , Ramzi Modad (Havas), Walid  
Rasamny (Hyundai) and Andre Rizk during the visit of Havas’ CEO 
to Beirut.

What has been your biggest 
advantage in the 51 years 
spent in business? 

The ability to grow 
relationships with the clients, 
some of whom have been 
with us for 43 years. Tabbara 
is such a client. Hyundai has 
been our client ever since 

it opened the first branch 
in Lebanon 23 years ago. 
Maccaw and Dunway have 
been my clients for 28 years. 
Al-Hallab became my client 25 
years ago. Back then, he had 
33 employees, which today 
has grown to 700. I developed 
his business and in so doing, 
I developed as a person. I am 
proud to say that I was able 
to create a long-term strategy 
that allowed for such an 
evolution. 

What is the key to being 
able to see that far ahead?

It is very important for a 
man to be very clear about 
who he is as a person. Also, 
what plays an equally if 
not more important role, 
is conscience be it on the 

2012 – Safari in the Tanzanian jungle with Andre Rizk, Theresa El Hachem (RA&A) and 
Majd Abdo CEO of JTI Tanzania.

2012 – Photo Andre Rizk during the Safari in the Tanzanian jungle 

 I am addicted to advertising 
and so long as I can practice that 
profession, I will.

personal or professional level. 
You could say it is the base. 
It’s like the North Star, a 
kind of guiding light. Every 
morning when I wake up, 
I wonder whether or not I 
taught something valuable 
to someone. Yet best of all, is 
when, during that process, I 
myself learned something too. 
It’s a beautiful reciprocity. 
If a day passes without one 
learning something new, 
I consider this to be a day 
wasted. This is how a person 
evolves and grows.

You created some of the 
most memorable slogans 
and jingles that still live in 
the minds of generations. 
So, what are the memories 
that live in you?

Plenty of small things. 
Things that were of great 
importance. ‘Hamudah 
keef ’, ‘Shou bataritac’, ‘Asatli 
Shtoura liquor, liquor, liquor 
moi’. 
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2012 – Edmond Gharios, Managing Director of Liban Jus with Andre Rizk and Carlo Vincenti2012 – Edmond Gharios, CEO of Liban Jus with Andre Rizk and 
Carlo Vincenti

2012 – Alain Rizk, RizkGroup CEO, welcoming invitees during the 
lunch of Havas Group

P54 - Winston hostesses team of the one to one promotion at the Horecas 

Mr. Ralph Kai Chief Marketing Officer | Spinneys Group with Joyce 
& Elly from RizkGroup

12/10/2003 – Departure of the stands for the Lebanese Apple Day under the patronage of 
H.E President Emile Lahoud organised by Rizk Advertising.
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What of the personal side?
Not sure how to respond 

to that except to say I am 
addicted to advertising and 
so long as I can practice that 
profession, I will. However, 
the amount of time I used to 
spend at work has decreased. 
As a result, I now work till 
two in the afternoon and 
delegate the rest. Though it 
took me 51 years to accept 
the notion that I cannot 
continue to control every 
single aspect of the work, I 
am proud to say that I have 
made peace with the idea and 
am gradually taking comfort 
in the thought. 

After 51 years in advertising, 
what are the things your 
employees learned?

Never give up. 
Another thing, is that the 

best school for an ad man, 
is the market. For that very 
reason, I spend a couple of hours 
every Saturday morning in a 
supermarket observing and even 
directly engaging consumers. I 
also am pushing my people to 
do the same, because this keeps 
them grounded and brings 
them as close to the consumer 
as possible. It also is how we 
maintain the relevance of the 
brand while helping the client 
grow. 

How relevant are statistics 
in pushing the brand 
further? 

We are the only agency 
that does a monthly survey 
related to whether a client’s 
products are available in 
various shopping outlets. We 
have a dedicated team that 
chooses different areas and 
goes to scope the availability 
of the products, visibility, 
placement and so on. Not 
only that, but we go deep 
into the heart of some eras 
that some ad men have not 
even heard of. The goal is to 
control the presence of the 
products we are promoting 
so as to optimise the flow. 
This becomes more relevant 
when we also note the other 
competing brands in the 
category being studied, which 
gives us a fairly accurate idea 
on how to alter our approach 
before moving forward more 
efficiently. We then use this 
data to write a report, which 
we freely offer to our clients. 

This drives them insane!

MTN team - Seminar in South Africa

My personal evolution came by way of an 
event the likes of which I could never have 
imagined.

Another thing, 
is that the best 
school for an 
ad man, is the 
market.
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Control is clearly part of 
your DNA, but is that the 
case for your son as well?

In that respect, ironically 
enough, my son is a bigger 
control freak than I am. 

He created a board of 
directors, which I am not part 
of, by choice. They hold a 
weekly meeting and send me a 
report detailing the issues that 
were discussed. Usually, I agree 
to most of the decisions made. 
I would also like to report that 
they are doing very well and 
I can feel that there is a very 
healthy and dynamic energy 
between them, which never 
existed when I was running 
the entire show. In addition, 

Christmas and New Year close 
for the holidays.

Do such amenities prevent 
your employees from 
migrating?

No, and this has always been 
a problem we cannot eliminate, 
so we deal with it as best we 
can. The advantage however, is 
that while agencies are laying-
off some of their staff, I am 
constantly recruiting, especially 
in this market!

Are there any specific 
characteristics that you 
look for when hiring?

The potential candidates 
should, first and foremost, be 
Lebanese.

What is your agency’s 
placement in the market?

We are number one among 
all local ad agencies in terms 
of billing. Sadly however, 
the present market is a mere 
shadow of its former self. 

Why is that?
Till this day, the Lebanese 

client is not convinced that 
advertising is an investment. 
Also, there is no passion for 
advertising. If you look at the 
Arab countries, only a small 
portion of the ads are created 
to promote local products. On 
the one hand, it is an issue of 
mentality. On the other, it is 
because the agencies in the 
Gulf are primarily managed 
by foreigners who inherently 

We are number one among 
all local ad agencies in 
terms of billing.

2015 – Alain Rizk during his speech for the 50 Years’ Anniversary of RizkGroup

and this is something we 
take great pride in, we make 
it a point to listen to the 
problems our employees have 
and work to resolve them in 
the best possible way. This is 
part of the agency’s culture.

We do this wholeheartedly 
to ensure optimal efficiency 
during working hours. I 
mean how can someone be 
productive when his/her 
mind is contemplating all 
sorts of horrible scenarios? 

Furthermore, we also offer 
private medical insurance 
to all employees and their 
immediate family members. 
On top of that, my son Alain 
instituted a new rule that 
allows all employees the 
possibility of taking their 
annual leave at the time of 
their choosing. Though I am 
not for that, I allow it. To top 
it all off, our offices between 
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want to promote their clients’ 
international brands and 
products. 

What kinds of trends are 
currently in vogue and what 
are your thoughts on that?

There is a growing trend 
in advertising based on jokes. 
The problem, is that the things 
that make you laugh, don’t live 
very long. Also, a joke loses 
momentum with frequency. In 
other words, sometimes the ad 
itself, if not properly crafted, 
transgresses the product, 
meaning you remember the 
ad but forget the product. A 

Another reason why production companies are 
experiencing a serious slump is greed.

2015 – Andre, Jenny and Alain at the 50 Years Anniversary of RizkGroup

very good example is the Paul 
Jardin ad. Everyone was taken 
by it, but no one actually 
bought into it, which is why 
the store eventually closed.

On the other hand, the ad I 
created for Joseph Eid during 
the sale season did wonders 
for the brand. The slogan read, 
‘There is nothing to say, only 
something to announce’. As 
a result, people would cue in-
front of the store just to get 
their foot through the door. In 
that regard, I would also like to 
say that it is not the product 
that guarantees success, rather 
the people behind the product 

itself. When I say people, I mean 
the ad agency. After all, it is the 
agency that creates the product, 
not the other way around. Keep 
in mind that the consumers are 
smarter than we take them to 
be, but dumber than they think 
they are. That is why, if the 
communication is balanced and 
maintained over a long-enough 
period, the brand automatically 
becomes synonymous. 

What are the characteristics 
that make a brand?

Many factors play a role, 
however, the product itself 
has to be a good one, the price 
has to be affordable, and the 
distribution has to be smooth. If, 
for instance, I walk into a store 
and am thirsting for a Pepsi and 
don’t find it, I’ll grab the next 
best thing without hesitation. 
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when business was going 
really well, these companies 
became hungry for more. 
I’ll give you an example. 
I once discovered, that a 
commercial that I was billed 
$125,000 for, cost the 
production house $53,000. 
This came by way of a 
mistake on their part when 
someone on their staff sent 
me the receipt by accident!

What role does compromise 
play and do you have a rule 
who to work with?

I don’t like to work with 
people who do not listen to 
what I have to say. 

Does this mean that, unless 
they go with what you are 
suggesting, you will not be 
willing to work with them?

No. It’s simply a matter of 
either I convince them, or they 
convince me. There are no two 
ways around it. Case in point 
is the problem I have with 
Hallab regarding the oversized 
signage they want to install 
over their stores, which in my 
mind devalues the brand. So, I 
halted negotiations regarding 
that matter. 

What I am saying is, I am 
ready to hear my clients and 
it is only fair they do the same 
in return even if we were to 
sit for days on end discussing 
the matter. But in the end, 
one has to convince the other, 
otherwise, the matter becomes 
futile, and that is unacceptable 
on all levels. 

with newer ones. There are 
ads created by agencies that 
literally mock the viewers with 
their stupidity. In parallel, 
those same agencies are 
also mocking the client who 
commissioned them in the 
first place. Another example 
is an ad that recently aired 
where a woman, in the middle 
of the night, is heard whining 
from hunger to her husband. 
In the next shot, we see that 
same woman in the kitchen, 
only this time, she is wearing 
something entirely different!

These are incredible 
production blunders, which 
clients are paying for with a big 
smile on their faces. 

Another reason why 
production companies 
are experiencing a serious 
slump is greed. You see, 

Clients used to hire 
production companies to 
shoot ‘colourful’ ads in 
foreign countries. Today, 
these clients are hiring 
smaller agencies to create 
simpler ads, why?

Today’s trend is based on 
simple ads that run for 2-3 
months and are then replaced 
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