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Iteration

The objective of this optimisation is not to change the campaign territory but
to ensure that the
audience leaves remembering the health message first:

e Recognise the signs.
e Act immediately.
e Time matters.

Executive Summary

Stroke awareness does not always fail because people do not recognise the
warning signs. More often, it fails because those signs are mistaken for
something harmless.

A facial droop becomes:
"He's just tired."

A weak arm becomes:
"He dropped something."

Slurred speech becomes:
"He's joking... or he forgot what he was going to say."

Delayed action becomes:
“Let's wait and see."
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This campaign is built on one of Egypt's strongest cultural memory devices:
popular proverbs.

Egyptians don't simply hear proverbs, they instinctively complete them,
correct them, laugh at them, and repeat them. The campaign uses this
familiar behaviour as a creative distraction to reflect what often happens in
real life: people notice the wrong detail while missing the warning

sign that matters most.

Each film opens with a familiar Egyptian moment, watching football, sharing
a family meal, attending a work meeting, or gathering at a local coffeehouse.
From the very first seconds, a subtle stroke symptom is already present.
Before anyone notices it, a familiar proverb shifts everyone's attention to the
words instead of the person.

As the scene unfolds, the symptom becomes more apparent, the humour
disappears, and the audience realises that the real mistake was never the
proverb, it was failing to recognise the signs of stroke.

The humour is never directed at the patient. It comes from the natural,
everyday reactions we witness around us, making the transition from
familiarity to urgency both authentic and emotionally impactful.

Ultimately, the campaign delivers a simple but life-saving behavioural
message:

Don't focus on correcting the proverb.
Recognise the warning sign.

Act immediately.

Because every minute matters.
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Campaign Objective

To help Egyptians, especially adults aged 45 and
older, recognise the FAST signs of stroke and act
immediately.

The campaign aims to shift behaviour away from the
following:

“He is joking / exhausted / confused.”

to:

“This could be a stroke. Act now.”
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Target Audience

Primary Audience

Egyptian men and women aged 45+.

Secondary Audience

Family members, friends, co-workers, neighbours and
anyone else who is likely to notice the first signs
before the patient does.

The patient rarely identifies the stroke alone. Often,
the people around them decide whether time is
saved or lost.
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Core Insight

Egyptians are quick to correct a proverb.

But in real life, they may be slow to notice the
person saying it.

When a proverb comes out wrong, people laugh
first.

This campaign asks:

What if the wrong proverb is not a joke?
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THE CREATIVE PRINCIPLE

Instead of: N%

Someone says a proverb incorrectly. Everyone focuses on correcting the proverb.
N N

People laugh. The symptom becomes worse.
N N2

Stroke appears. Silence.

The new storytelling becomes the following: d

A stroke symptom quietly appears. Recognition.

v 0

Nobody notices.

0 FAST.

A proverb is said incorrectly.
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BEHAVIOURAL OBJECTIVE

Every execution should leave audiences remembering only three Communication Framework: FAST

things:
The campaign is structured around FAST:

«” The FAST warning signs.
F — Face

« Immediate action saves lives. _
Is the face drooping?

« Time matters. A — Arm

5
The proverb simply serves as the trigger, not the destination. Is one arm weak:

S — Speech
Is speech slurred or confused?
T — Time

Time to act immediately.

™~ Boehringer
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Each film represents one letter of FAST through a familiar Egyptian
situation and a proverb that goes wrong.

proverb that goes wrong.

Creative Direction

The films should feel real, warm, Egyptian, and slightly humorous at the
beginning. The comedy
should come from recognition, not from exaggeration.

The viewer should feel the following:

“I know this situation.”

“I know this proverb.”

“I would have laughed too.”
Then suddenly:

“I should have noticed.”

The tone moves from light to silent, from familiar to urgent.

The power comes from the shift.

Boehringer
l
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Look & Feel
Natural Egyptian realism with cinematic framing.
Colour Palette

Warm tones in the beginning.
Slightly muted tones at the reveal.

Camera Style
Handheld or semi-documentary style to keep the scenes believable.
Sound Design

Real ambient sounds: football commentary, family chatter, office noise,
coffeehouse sounds.

When the symptom is revealed, the background noise fades. The silence has
a strong emotional impact.
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CAMPAIGN STRUCTURE

Four 40-second films:

1. Football Scene — F / Face

2. Family Scene — A/ Arm

3. Work Scene — S / Speech

4. Coffeehouse Scene — T / Time

Each film follows the same rhythm:

1. Normal situation.

The proverb goes wrong.
People laugh.
2. A symptom appears.

Someone corrects it.
Silence.
FAST message.
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Creative Platform
s !
Supporting Behavioural Line
"doMe)| La>Y ... dali] e cloiai lo LS "

Campaign Flow

Stage One

Everything feels normal.

A subtle stroke symptom appears almost immediately.
Just enough for attentive viewers to notice.

Stage Two

Someone says a familiar proverb incorrectly.

Everyone reacts instinctively.

They laugh.

They correct it.

Their attention shifts away from the person.
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Stage Three

The stroke symptom becomes clearer.
One character starts noticing.

The atmosphere changes.

Humour disappears.

Stage Four

Silence.

Recognition.

FAST appears.

The audience realises that correcting the proverb was
never the important part.
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FILM ONE- FACE

Direction

The face becomes the hero in the opening shot.
Before anyone speaks...

The audience notices that something feels slightly
wrong.

One side of the smile doesn't fully move.

One eye appears heavier.

The man casually drinks tea while watching football.

Nobody around him notices.
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Then...

He says the proverb incorrectly.

Everyone immediately corrects him.

They continue laughing...

while the facial droop becomes more obvious.
The audience now experiences exactly what
happens in real life.

Everyone saw the wrong words.

Nobody saw the wrong face.

End Frame
JAAJ‘ |3.'£W
Sddg opo @b 19503
gl § terlae Juo
Aoy S dadle HgSs UB
Oy Il
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FILM TWO - ARM

Direction End Frame

The arm weakness begins before the proverb. e Jhad! | giloeseso
While enjoying the beach .. Sodal oo UL 95U e
The father struggles slightly to lift the bottle. LEDA G lae cans
He reaches for the water. Aatlod S dodle (60
It slips. Gy cd4l

Everyone jokes.

Nobody worries.

Then he confidently says the proverb...
incorrectly.

The family laughs.

They correct him.

Moments later...

He tries clapping.

Only one hand moves.

Now the room becomes silent.

“N Boehringer
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FILM THREE — SPEECH

Direction

Remove the joke.

Keep the proverb complete.
The manager begins naturally.

LMeledn Lo (65"
LGRS e eI
Everyone automatically waits for him to finish.
Nothing comes out.
He struggles.
One employee smiles...
assuming he forgot.
Another quietly completes it for him.
Sed e WSy
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FILM THREE — SPEECH

-~

The manager tries again.

Words don't come.

His speech deteriorates.

Now everyone realises that something is
seriously wrong.

The proverb now reinforces the medical
message instead of competing with it.

Boehringer
Ingelheim

Final VO

End Frame
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FILM FOUR — TIME

Direction

No speech confusion.

No additional symptom.

The story is about delay.

The men already notice that something feels wrong.
One friend says

"Cllo ditg"
Another replies
"aple (gl
A third says
"Olad oSas.”
Another says
"dadlw d>> 4l "
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Nobody calls.

Nobody moves.

The clock continues ticking.

The seconds become louder.

The audience watches precious time
disappear.

Finally...

Someone reaches for the phone.

But valuable minutes have already passed.

16
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FILM FOUR — TIME

Final VO
e lodd! &SN 3
Byin 43> S
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End Frame
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SYMPTOM INTEGRATION, TONE & TIMING

Earlier Symptom Integration

Across all four films...

Stroke signs now appear within the first 5-7
seconds.

This allows viewers to begin processing the
warning sign before the creative distraction
appears.

This significantly improves learning and long-
term recall.
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Tone of Humour

Humour remains observational.
Natural.

Egyptian.

Never exaggerated.

The joke never comes from the patient.
The joke comes from everyone else's
misunderstanding.

This creates empathy rather than ridicule.

18
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BEHAVIOURAL SHIFT & FINAL CAMPIAGN ARCHITECTURE

The campaign now deliberately recreates the Behavioural Line

exact mistake people make every day. Dl dals S e
Instead of asking:

"Can you correct the proverb?”

Educational Line
It asks: el Zoual b S8
Can you recognise the person? dodladl Jasy

Campaign Platform

551 Call to Action
' A lol LSl Oledhe Loys!

D99 B pall
Gy Cdgll
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TVC 01 — FACE

Campaign Platform
Film Title

FAST Letter
F — Face

Duration
40 Seconds

Location
31 AoV oge adle g
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— dopae Sl 89g8
( : * e H

Communication Objective

To demonstrate that facial drooping is often present
before people recognise it because they become
distracted by correcting a harmless mistake.

The audience should feel:

ML aSusle ddlg> (W1 el o L. Aedal caas BT
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TVC 01 — MASTER A/V SCRIPT
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TVC 01 — MASTER A/V SCRIPT
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TVC 01 END FRAME

FACE
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TVC 02 — ARM

Campaign Platform
Film Title

Duration

40 46

Location

“N Boehringer
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& ol

i Lo Bl gll Yl

Communication Objective

To demonstrate that sudden weakness in
one arm is often mistaken for fatigue,
dehydration, or heat exhaustion, causing
families to overlook one of the earliest
warning signs of stroke.
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TVC 02 — MASTER A/V SCRIPT
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00:00 — 00:04

00:04 — 00:08
00:08 — 00:12
00:12 - 00:15
00:15 - 00:18

00:18 — 00:22
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TVC 02 — MASTER A/V SCRIPT
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TVC 02 END FRAME

A] ARM
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TVC 03 — SPEECH

Campaign Platform
Film Title

FAST Letter

S — SPEECH

Duration
40 Seconds

Location

“N Boehringer
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WA :x] Y VIN]

duad (po I

S8 oo — Olelais dcls

Communication Objective

To demonstrate that sudden slurred speech
or difficulty speaking is one of the earliest
warning signs of stroke and that delaying
action by assuming the person is distracted
or tired can have serious consequences

29
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TVC 03 END FRAME

[S1 SPEECH
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TVC 04 — TIME

Campaign Platform
Film Title

FAST Letter
T-TIME

Duration
40 Seconds

Location

“N Boehringer
I" IV Ingelheim

WRY-¥] I VN

¢ dd | ginunl
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Communication Objective

To demonstrate that recognising the signs of
stroke is not enough.

The greatest danger is waiting.

Every minute lost means brain cells lost.
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TVC 04 — MASTER A/V SCRIPT
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TVC 04 — MASTER A/V SCRIPT
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TVC 04 —END FRAME

TIME

“N Boehringer
I" IV Ingelheim

e gl clasy o)
liud b

D9 Blawu hail
(Bydiy ddds 5

36



~\ Boehringer
I"ll Ingelheim

Campaign Copy Lines
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COPY LINES & DIGITAL STRATEGY

Campaign Copy Lines
Main Copy

Aedly A ... 3! Jeall
Supporting Copy

By gl Lauslil o3I of ccaiimgs LY ol el gl o)

Social Copy
A Jiedl road By L)
A g Ada! 25D @Yl
Short Line
e dale (S e
CTA

Gy Cdgll. Ll asY
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DIGITAL ROLLOUT (V2)

Social media users decide within the first 2-3 seconds whether to continue
watching. To

maximise message retention, the digital rollout has been redesigned to
introduce the health

relevance immediately, while preserving the campaign's distinctive creative
platform.

Rather than positioning the proverb as the opening hook, each asset begins
with an early visual

cue that something is wrong. The proverb then becomes the behavioural
distraction, mirroring

the real-life mistake the campaign aims to change.

This ensures that viewers immediately recognise the content as a health
awareness message
rather than a comedy sketch.
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PHASE 1 — AWARENESS TEASERS

Instead of teasing the wrong proverb... Text.
We tease the symptom. NG ag"
Example 1
Beat.

A close-up of a man's smile.

. S dodle Vg
One side doesn't move.
Text appears. Example 3

"yt Al Ll Manager saying

2 seconds later
Campaign logo.
Example 2

A hand trying to lift a spoon.

It slips.

™~ Boehringer
I" IV Ingelheim
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AWARENESS TEASERS & FILM RELEASE

Freeze.

Text.

Beat.

Example 4

Friend looking at someone.

Another replies

Screen cuts.

“N Boehringer
I" IV Ingelheim

Ml lue.l 0"

"o ddig"

_"4.{\19 oo ‘II

Phase 2

Release one film every week.

Week One
FACE

Week Two
ARM

Week Three
SPEECH

.u"l ¢ I .9‘(;93"
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PHASE 3 — EDUCATIONAL CONTENT

Week Four ¢lgals

TIME
Slide 2

Each film begins with a visible symptom within the first five seconds. Circle highlights facial droop.

The audience und.erstands immediately that this is a stroke 3Lyl dedls e (6
awareness campaign.

Instead of explaining the proverb...
Explain the symptom.
Carousel Example

Slide 1

Image
Man smiling.
One side doesn't move.

Text

™~ Boehringer
I" IV Ingelheim
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EDUCATIONAL CAROUSEL EXAMPLES

Slide 3

FAST

Slide 4

Another example

Slide One

Picture of father dropping bread.

Text

“N Boehringer
I" IV Ingelheim

Autlos S By 0555 oSan (§3

Llgsy )

.L):-h‘.-. “LO

Dgd Blawb el

Slide Two
Zoom.

Arm weak.

Slide Three

FAST

ARM

¢l 2By

CW Odel }{9
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SOCIAL MEDIA FORMATS

Slide Four

6-Second Bumper Ads

Designed specifically for YouTube and Meta.
Only show:

Symptom.

Pause.

Text.

Logo.

Instagram

10-Second Reels

“N Boehringer
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Gyki 4835 S

A los B8 0955 Sas ($3

Symptom first.

Then one line.

Example

Face drooping.

Friend laughs.

Text

43
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REELS & STATIC POSTS

Cut.

15-Second Reels
Symptom

NG

Proverb

N

Recognition

N

FAST

“N Boehringer
I" IV Ingelheim

il IgkasY gl

Aadadl Lasy a9 Vg

CTA

Rather than crossing out proverbs...

Use visual diagnosis.

Example

Photo of smiling man.
One side highlighted.

Headline

44
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STATIC POSTS & INTERACTIVE STORIES

a2 "¢ ANl Clas)"
Small copy Story One
Photo
Sl dig Vg
Face slightly drooping.
Another Poll
0
Picture of hand.
Cial> Casld
Headline .
. A)
Gdie p89
Sale
Body .
STond b B)
§8lxd a0l Vg
s dodle 48
Replace
IIM‘ n
with

45
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INTERACTIVE STORIES

Reveal

Story Two

Video.

Manager struggling.
Poll

“N Boehringer
I" IV Ingelheim

dxgll § tzlae Juo

L2 les &S dodle (1550 U3

B)
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¢ A (o

ol

e S

dsrlaall M) Al

Aade Jgl 05558 San
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Story Three

Photo.

Hand doesn't move.

Poll

Reveal.

“N Boehringer
I" IV Ingelheim

FACEBOOK STRATEGY

Objective

Reach families and adults (35+) through highly shareable
educational content and
community conversations.

Content Pillars

Hero Films
Release the full 40-second FAST films.

Educational Carousels
Example

Slide 1

Tdb dig

47
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FACEBOOK CONTENT PILLARS

Slide 2
S ddle e (83
Slide 3
Alos TS Ll 0555 (S ($3
Slide 4
FAST

Community Posts
Real-life scenarios.
Questions.

Example

Bl sl dedS > s o
) Jomin
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Shareable Graphics
Simple visuals.
High contrast.

One symptom.

One action.

Facebook Live

Stroke specialists answer questions about:

FAST
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INTERACTIVE CHALLENGE & COMMUNITY

eGolden Hours
eCommon misconceptions
*What to do first

Create

The audience watches a 5-second clip.

Question appears.

Options

“N Boehringer
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Reveal
Al cdasy )
Community Engagement
dadlall LLi&3S] Launch a social campaign under:
dodlatl_clasli
Slgidasy &> Jsl 4
Jiole
Sislle
Wle
f)’&ﬂ.
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OOH DIRECTION — FACE

People upload short videos showing the FAST signs with family or colleagues
and encouraging others to recognise them.

Small copy:

Each video ends with:

S dly... Aadlall o) U

Rather than making the wrong proverb the visual hero, each billboard should
lead with the symptom, while the proverb becomes the secondary hook.

The audience should first think the following:
"Something is wrong."

Only then should they notice the proverb.
Billboard 1 — FACE

Visual
A close-up of a man's face.
One side of his smile is noticeably lower.

Headline:

™~ Boehringer
I" IV Ingelheim

Tl ding

A

A8 I dsde iyl
. Blmd pisl dig glg
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OOH DIRECTION — ARM & SPEECH

CTA

Billboard 2 — ARM

Visual
Father trying to clap.
Only one arm moves.

Headline

Copy

“N Boehringer
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A los B 095 San (63

(Ga 3]l

Dgd Blawb Lol

CTA

Billboard 3 — SPEECH

Visual

Close-up of a manager speaking.

The sentence fades away.

A

inddud Lo 8u1gdl w|

. Blxd Caaas oug) of I

ooldd Lo
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OOH DIRECTION — SPEECH & TIME

Headline

Copy

CTA
Billboard 4 — TIME
Visual

“N Boehringer
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G Lol dodS

I

duad e oMU OF O

Bl o oS

23 (10 0550 Lo 050 ¢Sl

Dgd 3 al

A large ticking clock.
Foreground:
Someone holding a phone without dialling.

Headline

Copy

CTA

G U3 siwin

A Lol Sl (3

Gy 325> 5

Dgd Blawb Lol
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RADIO DIRECTION

Rather than making the radio spot about correcting a proverb, make
it about missing the
warning sign.

RADIO SPOT (30")

SFX
ERI
i (il
- 9093
J=

"Calla divg g0

36 d=
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SFX
Tick...
Tick...

@Ry oS ade gl

.n)s#' ZUL«S wmn
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RADIO SPOT

Tick...
VO

™~ Boehringer
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ke oo 448 0] 193l 0gS™

Wyl o oS

wedle ddig ol

.L):'b‘.-. . LQ
Dsd Gla¥ly ool

,"é‘).b*..’ L:\-.éjj‘

Or alternatively, if you want to retain the proverb territory:

Man
AP
ks e oS OF )
Silence.
Friend
"l
Another
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DIGITAL ACTIVATION

Mde il 2yl cad) dxl> Jol 4l

VO Options
o AiSd) e JioJle
Sislle
Jedd 10 0950 b oyas oSl LYle
eMlle
New Name cdglle

¢ dodal Claxd Reveal

The interaction becomes

Discover the symptom.

Mall Screen

A five-second scene plays.

Question appears.

“N Boehringer
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INTERACTIVE WALL & SOCIAL CHALLENGE

Ay AaDl 22y o) FAST.
o 45 o Sos dadladl_las

Instead of asking people to complete proverbs, consider asking

Large LED screen. )
them to create their own.

Visitors stand in front of it.

Ask them to identify FAST signs.
The camera analyses the scene. >Ktnem to laentity >I8ns

A video starts. Doctors.
Someone smiles. Families.
Influencers.

Someone speaks.
Someone lifts an arm.

The visitor taps the screen.

G daMall a0y

The correct answer unlocks

“N Boehringer
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SOCIAL INTERACTIVE STORIES

Employees. Question

Everyone records fale

MMl cdasd BT
e
Story One v
Image. Reveal
Half smile. Aelos S Aadle JoT 095 S (63
Poll

Slgiasy dxl> Jof 4
Jiolle
oeglle
Story Two

Video.

Someone struggles to raise one arm.

“N Boehringer o
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Story Three

Manager speaking.

Question
FASIl (gl
or
¢ ylas dodle 4
Reveal
FAST.

"CJdasl JiadI" is a culturally grounded stroke awareness campaign that uses
familiar Egyptian

sayings not as the hero of the story, but as a reflection of a common
behavioural mistake:

focusing on the wrong detail while missing the warning sign.

~\ Boehringer
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FINAL SUMMARY

The second iteration has been refined to strengthen the connection between
the creative

territory and the campaign's public health objective. Stroke symptoms are
now introduced in the

opening moments of every film, allowing audiences to recognise their health
relevance before

the narrative unfolds. The proverb no longer competes with the message; it
serves as the

distraction, while the FAST warning signs become the true focus.

Across television, digital, radio, outdoor, and interactive experiences, every
touchpoint
reinforces a single behavioural shift:

Don't correct the proverb.
Recognise the sign.

The campaign ultimately guides audiences through a simple but life-saving
journey:

® Recognise the signs.
e Act immediately.
® Because every minute matters.
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FINAL CAMPAIGN LINE & REFINEMENTS

SN Y-X{ Iy N[

ouslg GO dadladl
Olodadl Byel
Dgd 8 a0l

By Cdgll
Additional Strategic Refinements

Responding to Stakeholder Feedback

™~ Boehringer
I" IV Ingelheim

This second iteration has been developed in direct response to stakeholder
feedback, with the objective of strengthening the relationship between the
creative platform and the campaign's public health purpose.

While the original concept successfully established a distinctive cultural
territory through Egyptian proverbs, the revised version places greater
emphasis on the behavioural objective of stroke awareness. The FAST
warning signs are now introduced earlier, the proverb has been
repositioned as a behavioural distraction rather than the central creative
device, and every communication touchpoint has been redesigned to
reinforce immediate recognition and action.

The refinement preserves the originality and memorability of the campaign
while ensuring that audiences leave remembering:

e Recognise the signs.
¢ Act immediately.
e Time matters.
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STRATEGIC REFINEMENTS

Behavioural Communication Rationale

The revised campaign has been developed using a behaviour-first
communication approach,

ensuring that creativity supports learning rather than competing with it.
e Earlier Symptom Recognition: Stroke warning signs appear within the
opening seconds of

every execution.

e Reduced Cognitive Competition: The proverb now acts as a behavioural
distraction instead of

becoming the primary takeaway.

e Consistent Reinforcement: FAST warning signs are repeated across TV,
digital, radio, OOH

and activations.

e Behavioural Shift: The campaign moves audience thinking from “What's
wrong with the

proverb?” to “Could this be a stroke?”

Alternative Proverb Exploration

Several alternative Egyptian expressions were explored to ensure each
execution relied on sayings that are universally recognised and naturally
associated with the relevant symptom..

~\ Boehringer
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FACE
Alternatives: ade b dig

Qo ol

<3 OlS dzg

Final: 48 M1 Jgie o)l
ARM

Alternatives: diw 4

drl julend Lo lausg) bl

Final: jidiws o saslgl )l

SPEECH

Alternative approach: Use the complete proverb.
Final: 3 oo 0 gl dad o0 oDSUI OF 0

TIME

Alternatives: 4 dule (iwl

GBg)s psid

Final approach: Behavioural dialogue replacing the proverb to reinforce urgency.

Why the Final Proverb Selection Was Retained?

The final selections were retained because they achieved the strongest
balance between cultural familiarity and behavioural relevance. Rather than
replacing well-known sayings, the executions were redesigned so that stroke
recognition—not the proverb—became the primary audience takeaway.
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CAMPAIGN JOURNEY & FINAL ALIGNMENT

NOTICE Campaign Structure
Something doesn't feel right. . )
¢ Normal situation
RECOGNISE El/ | . .
Identify the FAST warning sign. \fr y warning sign appears
/\-\l/CT A familiar proverb distracts everyone
Do not wait. Call emergency services immediately. v
¢ The symptom becomes clearer
SAVE TIME F\{l/ "
Every minute matters. \l/ecogmtlon
Final Alignhment Updates FAST

N2
Executive Summary Alignment Immediate action

The second iteration has been restructured so that every execution opens
with an early warning sign before the creative device appears. A subtle
stroke symptom is introduced within the opening seconds, while a familiar
Egyptian proverb naturally shifts everyone's attention away from the person.
As the symptom becomes clearer, audiences realise that the real mistake
was never the proverb—it was missing the warning sign. This evolution
ensures that viewers leave remembering the FAST signs, the urgency of
acting immediately, and that every minute matters.
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FINAL FRAMEWORK & CLOSING

FAST Communication Framework Refined Closing Statement

Each film represents one FAST letter through a familiar Egyptian situation The campaign no longer asks audiences to remember a clever twist on a
where an early stroke warning sign appears before a culturally familiar proverb. Instead, it asks them to recognise a life-threatening warning sign
proverb shifts attention. The proverb becomes the behavioural distraction, hidden within an everyday moment.

while the stroke symptom becomes the true story, leading audiences

towards immediate recognition and action. et sl

i Lo cdgll oS

Recognise the signs.

Act immediately.

Alternative Egyptian sayings were explored during the refinement process. Because every minute matters.
The final selections were retained because they provide the strongest

balance between universal cultural recognition, visual relevance to the

associated FAST symptom, and immediate recall. Rather than replacing

familiar proverbs, the executions themselves were redesigned so that stroke

recognition—not proverb correction—became the primary audience

takeaway.

Strategic Justification for Final Proverb Selection

™~ Boehringer
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