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PR Activity and results OVERVIEW

N/A
Media Coverage

(Includes only organic coverage)

N/A
Tier 1 Coverage

(Includes only organic coverage)

Activities

1. National Cancer Centre Building Expansion Newsjacking
• Consolidated and localised insights from selected health tech startups
• Identified and reached out to relevant media targets for newsjacking 

2. Cedar Sinai & SEEDS Capital Partnership Press Release
• Developed press release media list
• Disseminated a press release to approved media targets

3. Media Story Bank
• Developed media angles for outreach

N/A
Advertising Value
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Competitor Share of Voice (Singapore)

Observations

1. SEEDS Capital is leading in SOV so far in 2023, with key 
coverage drivers being mostly announcements or industry 
mentions.

2. SEEDS Capital has fairly consistent visibility in the media.

Source: Meltwater
Date Range: 1 Jan 2023 – 31 May 2023
Type: News Only
Languages: All
Geography: Singapore
Keywords: (Company Name) AND (startup OR start-up OR "start up")
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Insights and recommendations
• Having a pre-planned story bank has eased the planning process for us

• We are able to better prepare with materials and content ahead of the pitching date. It also allows us time to discuss and 
liaise with startups on the content we require from their end.

• Alongside newsjacking and rapid response stories, it might be worthwhile to consider byline opportunities for SEEDS and its 
portfolio to better demonstrate thought leadership in the space.
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LINKEDIN OVERVIEW

Metrics April 2023 May 2023 MoM

Total posts 6 6 -

Total Followers 1,375 1,634 +259

Total Reach 3,608 5,399 +1,791

Total Engagement 381 616 +235

Avg. Post Engagement 
Rate (ER) 10.54% 11.25% +0.71%

Total Link Clicks 217 379 +162

Avg. Post Click Through 
Rate (CTR) 6.30% 7.28% +0.98%

Unique Visitors 316 410 +29.7%
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TREND FOR 
engagement rate
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LINKEDIN OVERVIEW – Follower Demographics
Follower Demographic - Job Function
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LINKEDIN OVERVIEW – Follower Demographics
Follower Demographic - Industry
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LINKEDIN OVERVIEW – Follower Demographics
Follower Demographic - Location
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LINKEDIN OVERVIEW – Follower Demographics
Follower Demographic - Seniority
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TOP PERFORMING posts (by engagement rate)

GlobalTix – STA 2023 Awards

Total Reach 521

Total Engagement 87

Engagement Rate (ER) 16.7%

Total Clicks
(Post and photo clicks)

73

Cedars Sinai Partnership

Total Reach 1696

Total Engagement 221

Engagement Rate (ER) 13.03%

Total Clicks
(Post and photo clicks)

121
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Aevice HAS Approval

Total Reach 934

Total Engagement 119

Engagement Rate (ER) 12.75%

Total Clicks 
(Post and photo clicks)

74

Karana Feature

Total Reach 1696

Total Engagement 221

Engagement Rate (ER) 13.03%

Total Clicks
(Post and photo clicks)

121

TOP PERFORMING posts (by REACH)
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Insights and recommendations
• We continue to see a consistent growth in followers with an increase in overall performance metrics 

• A large factor of the increase could be related to the change in content. May had 2 original posts, CS partnership 
and Aevice Profile feature. 

• The increase in engagement likely due to the content format. Each post whether original or reshared content 
had a form of engagement either images, documents post or a link to click through.

• The top performing post for the month was a reshare of a document post which likely contributed to the 
engagement increase 

• Post content also played a part. Although CS Partnership post was a single image post, it had the highest reach 
indicating that such news are important for the audiences. 

• Good to note that Aevice profile feature was also second in reach and overall engagement – though the post 
should have been a Document post instead of a multi-image post. However it is still good indication that startup
profiling may be a content pillar that resonates with the audiences. 

• Moving into the upcoming months, we will continue to trial new content formats and topics. A poll will be 
developed to guide us in the content that audience are interested in.
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ACTIVITY of Recipients
Successful Deliveries

332 out of 353 recipients 210

81

5 6

30

114

51

2 3
13

0

50

100

150

200

250

Investees Investors – Appointed 
Partners

Board Members Investment Panel
Members

Others

Recipients Opened



X

ACTIVITY OVERVIEW
Unique Open Rate Bounce Clicks per Unique Open

55.1% (183) 21

7.7%

(14 recipients who clicked / 
183 unique opens)

Learnings and recommendations 

• The open rate of 55.1% is highest compared to average campaign performance (46.8%). To 
increase this open rate, we want to experiment with a catchier subject time or to use emoji to 
draw recipients’ attention.

• Suggest to trim copy down to fewer than 200 words to make sure audience's average reading 
time is reduced. Short and simple content is easier to skim and understand quickly, which could 
help increase audience’s intake and retention.

• Top locations by opens is USA (44.5%), followed by Singapore (29.4%) followed by Sweden (16.5%)., 
which may signal to why the higher clicks on Transcelestial content. We may want to look at 
expanding audience base to include more audience in Singapore given the localised content we 
share.

• Looking at the Click Summary, we see interest in biomedical/ biotech content, considering the 
most clicks on Aevice and Ampotech.
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