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A NOTE FROM OUR CEO

 On the 1st of September, I pulled out my New Year’s resolutions to see whether anything I had planned was even 
partially fulfilled. The initial feeling was one of disappointment – I realized I hadn’t even achieved 20% of my 2020 
vision. Like everyone else, I hadn’t anticipated COVID-19 or its impact.
 
I could, justifiably, be left feeling bitter and dejected. But I could also allow myself to feel justifiably content and 
accomplished. I chose the latter. I may not have ticked off all the goals on that January 2 list - so important at the 
time - but had gone on to achieve things that were not even on my radar at the start of this year.
 
This year has seen East River evolve into an organization that can work completely remotely. We curated an 
improvement in structure and information flow at a time when in-person meetings were impossible. We have 
connected with and sold services to clients on different continents without ever having met them. We as an 
organization discovered the true meaning of work-from-home. And I personally would never say no to more 
quality time with my kids or the opportunity to catch some exercise and fresh air around the neighborhood.
 
The sum of how 2020 has turned out so far isn’t looking too bad, actually.
 
Then I realized, we still have more than three months left to the end of the year. With COVID cases seemingly 
contained and businesses resuming normal operations, we might just be able to check off a lot of our New Year's 
resolutions. Even better, we have some previously unconsidered achievements to add to that list.
 
2020 vision truly is all about perception.

EASTRIVER

WELCOMING ON-BOARD OUR NEW CLIENT

TUC: HALKI PHULKI KAHANI!
East River PR

WHAT WE DID:
Fawad and Mahira, the TUCtastic duo, came back together after years and the audience was over the moon 
about this comeback! To amplify this incredible digital entertainment event, we got on board 20 influencers 
to promote the TVC on their Instagram feeds, including publications like Fuchsia and Mashion. 

WHY IT WORKED:

WHAT WE DID:

WHY IT WORKED:

Seeing Fawad and Mahira everywhere on their feeds made people fall even more in love with the duo and 
TUC’s importance as a ‘bewaqt bhook’ partner went viral!

CHECK OUT CAMPAIGN HIGHLIGHTS HERE

https://www.instagram.com/stories/highlights/17894364877576545/

CHECK OUT CAMPAIGN HIGHLIGHTS HERE

https://www.instagram.com/stories/highlights/17894364877576545/
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INTRODUCING 
OREO CRISPY

Oreo has recently launched their new variant Oreo 
Crispy and to highlight this new SKU, we took on board 
30+ influencers along with Mashion to make unboxing 

videos of the PR package with the help of their kids. We 
also hosted a Domino Challenge competition on Karachi 
Chefs At Home, where the audience had to stack up the 

Oreos one by one. The one with most Oreos standing 
still won the competition. 

Oreo is loved by kids as well as adults, and with a fun 
box which included not only Oreo but a puzzle and 

popsocket, it became quite interesting for the 
audience. Everyone loved the Oreo Domino Challenge 
and we chose 5 lucky winners to receive a special gift!
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Best Regards,

Faizan S. Syed 

August was an exciting month for East River! 
Check out the fun activities we collaborated on with our 
client partners, the newest addition to the East River client 
family, and go through interesting DigiBits to stay on top 
of digital trends.

#PayDi�erent with DailyPay, a compliant, cost-saving, 
on-demand pay solution.

DAILYPAY, 
NEW YORK, USA

NATIONAL 
FOODS 

DIY BBQ KIT

WHAT WE DID:

WHY IT WORKED:

NFL had come up with an exciting 
stay-at-home DIY BBQ Kit to make it easier 
for everyone to have a BBQ this Eid-Ul-Adha. 
In order to amplify this DIY Kit on NFL’s social 
platforms, we sent it over to 150+ Influencers 
including some famous faces like Sarwat 
Gilani, Abdullah Qureshi and Faiza Saleem to 
put up unboxing videos/pictures on their 
Instagram profiles. The entire stock of 
National foods DIY kits was sold within 2-3 
hours of the influencers posting about them 
along with many others wanting to get their 
hands on it! 

National Foods is known for its recipe mixes 
and wanted to enable consumers to enjoy a 
special, socially-distant Eid BBQ with their 
virtual family. The convenience of the 
compact angeethi along with coals, recipe 
mixes and even marinated meat made it 
easier for everyone to accommodate the kit in 
their kitchens and have a fun Eid!
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JAFFERJEES: 
14TH AUGUST CAMPAIGN

East River PR

WHAT WE DID:
Styled By Jafferjees featured videos by famous celebrity stylists like Sumbul Tabani, Mehek Saeed and Amal 
Qadri carrying various Jafferjees bags to promote their 14th August Discount Campaign. Along with these, 
Mashion published an article which allowed readers to click straight through to the product page. 

WHY IT WORKED:
Sometimes showing an audience how a product can look, be utilized, or enhance their lives goes a long way 
to convert them. Fashion and style campaign need to highlight why the items being promoted are worth the 
investment, and this campaign served to do just that. 

CHECK OUT CAMPAIGN HIGHLIGHTS HERE

https://www.instagram.com/stories/highlights/17864984710973486/
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MAKING CREATIVE IMPACT ON 
FACEBOOK PLATFORMS WITH TEXT, 
TIMING AND FORMAT

Facebook Insight of the Month:

Through testing and analysis, Facebook’s Creative Research team investigated which creative approaches 
tend to be successful on Facebook’s platforms in engaging audiences and sparking action. Some of these 
include:

Small considerations—such as the phrasing of a title or the aspect ratio of a video—can have a big 
impact, driving increased engagement and stronger business results. 

- Adding captions to the video ads increase view duration by average of 12%.
- Asking questions in the text copy is associated with higher conversion lift. 
- Experiment with ways to make text copy engaging for audiences.
- Maintain a focal point to provide additional context or highlight key features. 
- Text overlays deliver varying results so test which methods works best for creative.
- Brand association in the first 3 seconds is positively correlated with conversion lift. 
- Show recognizable brand elements early.
- Ads that deliver message within 5 seconds have significantly higher recall lift.
- In News Feed, use the aspect ratio of 1:1 or 4:5 and allow the CTA button to appear direct response results.
- Telling your story through multiple formats to capture attention and drive conversions.
- Use multiple short scenes in story ads.
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CHECK OUT THE NEW OREO CRISPY HERE:

https://www.instagram.com/oreopakistan/

DAWLANCE: 
14TH AUGUST 
CAMPAIGN

We proposed a strong message from the brand: 
#TaraqiSochKi through a viral video featuring 5 

celebrities: Junaid Khan, Yashma Gill, Amna Ilyas, 
Abdullah Qureshi & Gohar Rasheed. 

This video was shared on Instagram by each celebrity 
and by Dawlance on their social media platforms. 

The video had more than 250K views and around 
300+ shares. The strong content and the way it 

was delivered by each of the celebrities worked 
magic for the brand.

CHECK OUT THE VIDEO HERE:

https://www.facebook.com/DawlancePakistan/videos/768660303962352/

East River PRWHAT WE DID:

WHY IT WORKED:

FROM PLAYING TO 
PAYING: THE ART OF 
MONETIZING GAMES 

IN ASIA
With so many different gamers to reach, market 
nuances to consider, and ways to drive revenue, 

choosing the right monetization model to succeed 
in Asia is challenging but crucial —  especially in 

the wake of COVID-19.

Read all about how monetization models are 
evolving to serve Asia’s diverse, growing

 user bases. Discover where certain models 
are thriving and why more developers 

are embracing a hybrid solution.

Google Insight
Of The Month

READ MORE

https://www.thinkwithgoogle.com/intl/en-apac/trends-and-insights/playing-paying-art-monetizing-games-asia/

READ MORE

https://www.facebook.com/business/news/insights/making-creative-impact-on-facebook-platforms-with-text-timing-and-format
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Stay tuned for more
East River updates

You can find us on:

https://www.facebook.com/eastriverpk

https://www.instagram.com/east_riverpk/

https://www.youtube.com/channel/UC-u6qP9HtcjIYH8YUvA0fqQ

https://www.linkedin.com/company/eastriverpk/

https://www.eastriver.pk/ 


