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5 i e Losing child brought
e couple closer together
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Elliot & Co. founder Jeremy Foo on

overcoming loss of baby and paying it forward [ises

to start-ups and SMEs e
o Sep 0, 2621 850 0000

He almost gave up hi
business after suffering the
stillbirth of his son

Jasmine Alimin
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and join our Telegzam channel for the latest updates.
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Itis hard dealing with the loss of a family member, especially one that never made it Semine et et " Teoldned 0
et Yor's e

into this world. For Jeremy Foo and his wife Quin Yeo, who lost their unborn son in the Commndineseriee

third trimester, the pain was even greater as they took a long time to conceive him. They
had planned to call him Elliot.
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“We married quite young at 26 and thought that conceiving would be very easy. So,
after trying for several months, we consulted a gynaecologist and discovered that Quin
has what is called polycystic ovary syndrome (PCOS). That basically means you can
never have a child without the help of medication, and even then, it's not a sure win but

Jeremy Foo feels that his ex
challenges that startup and SME found

ence of profound fos
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atleast it improves your chances, says 35-year-old Foo, founder of public relations (PR) el o
consultancy Elliot & Co. s 2 T et ingih ToUCH Carel e e

Instead, Jeremy Foo found courage to press on
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After five years, the couple received the best piece of news that they were finally
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Features of the Years
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A Glimpse of Our Clients
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https://sg.linkedin.com/company/movingbits

Communications Trends Going into 2024

* Measuring trust is your receipt to mastering trust

* Knowing your perfect blend of paid, earned, owned and shared media channels will help you create
great measurements for trust

FLLIOT « C&
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Communications Trends Going into 2024

* Measuring trust is your receipt to mastering trust

* Knowing your perfect blend of paid, earned, owned and shared media channels will help you create
great measurements for trust

* The media newsrooms are getting smaller and faster with speed of the essence - Al Tools can be your
ally

* Al’s role in the new digital era must do 2 things - safe cost and time while delivering close to industry
standard expertise

* The role of agencies/partners is to fuel a stronger strategy around your authentic brand while
harnessing Al tools

* TRUST is everything



*The

Trust Pyram
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Timeline of Trust
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Inversion of Trust
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The 3 Things That Matter

The Brand Credibility Stack

— o T Tt T S
Brand Identification Brand Conversation
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The 3 Things That Matter

The Brand Credibility Stack

Brand Identification Brand Conversation

“Who are they?”
L1LIOT & C&
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The 3 Things That Matter

The Brand Credibility Stack

Brand Identification Brand Conversation

“Who are they?” “l Know Them”

L1LIOT & C&



On top of
vour base plan.

FIND OUT MORE



The 3 Things That Matter

The Brand Credibility Stack

Brand Identification Brand Conversatio

“Who are they?” “l Know Them” “| Need Them”

L1LIOT & C&



FLLIOT « C&




“Currency of Trust

Will recommend Will give new
your brand products a chance

L1LIOT & C&



*5 Steps to
Become a
Media Darling







Know Your Audience
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Know Your Audience

Editors are King

We need YOU
Get To KnowMe B Monday Blues

| Buy a Journalist?

L1LIOT & C&



Know Their Desires

Industry
Disruption
SG's First or
Second

Global First
or Second

. Journalist

Jacking

FLLIOT « C&



Make An Impression

Prepare yourself
extensively

Be VERY
memorable

Ensure your key
messages are
shared

FLLIOT « C&
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8-STEP

MEDIA
ATTENTION
CHECKLIST

PIVOT YOUR BUSINESS ABOVE
THIS PANDEMIC

8 STEP CHECKLIST

Understand your brand’s value proposition and
articulate it clearly in 2 lines

Develop Killer Headlines to capture journalists’
attention

Werite a highly compelling First Paragraph to ‘Wow’
journalists

Let your pitch content show the HUGE value the
industry gets from your firm (No hard selling!)

Figure out the top 3 media titles relevant to your
target audience (besides The Star and the other ‘big
boys’)

Shortlist the most relevant journalists in your
industry to email

Ace your interview with journalists: get key stories
across and keeping it highly positive

Success! But... is a one-time effort powerful
enough to distinguish you as an authentic thought
leader in your industry?

FLLIOT &« C



5  Thank You!

Any questions ?

You can find me at

Email:
jeremy@elliotcommunications.com/jeremy@alphastory.co

WhatsApp: +65 9786 5584
LinkedIn: https://www.linkedin.com/in/jeremy-foo-jfz/



mailto:jeremy@elliotcommunications.com/jeremy@alphastory.co
https://www.linkedin.com/in/jeremy-foo-jfz/
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