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As the real estate sector seeks 
significant expansion in 
the past years, the demand-

supply balance is constantly on the 
brink of putting a strain on real estate 
transactions. “Sourcing for quotations 
is highly repetitive and tedious, 
and could take up to three to four 
weeks,” shares Ted Poh Chen Wei, 
chief executive officer and founder of 
Pegaxis, a Singaporean online property 
management platform. “There is 
also a lack of transparency over the 
procurement process, as much of the 
process is done manually,” he adds. 

Pegaxis, which claims to be 

Pegaxis: An integrated solution 
for Singapore’s realtors

startups

Singapore’s first and only B2B property 
management marketplace, was founded 
by a relatively young team consisting 
of Poh (28), Lim Jun Roong (29), and 
Jacky Chong Foh Wooi (41). Starting 
out as a listing directory of local 
contractors called sgFixIt.com, the 
business then adopted a marketplace 
model, using the name Pegaxis in 2016. 

Pegaxis helps property managers 
obtain quotations for property-related 
services in a structured and transparent 
manner, and the entire procurement 
process is trackable. Pegaxis also 
provides management tools to boost 
efficiency. “With our procurement 
tools, property managers also minimise 
the amount of paperwork they have to 
create to document the procurement 
activities,” notes Poh.

The company is now able to get three 
to seven quotations in under a week. 
With current funding of S$260,000, 
Pegaxis is hopeful to further grow in 
the next few years. Amongst its newest 
clients is SGX-listed LHN Group. Poh 
says their plan is to expand the platform 
offering by implementing new features 
and expand to more countries.

Kobe Global Technologies pairs 
influencers and advertisers

The advertising and marketing industries have 
relied on the expertise and prowess of so-called 
influencers to represent products and services. 
These influencers are responsible for dictating 
and promoting the values of the advertised items. 
Although these preferences may be subjective. 

The advertising trend is now shifting. 
Businesses are now looking to adopt a more 
democratic approach, such as the one adopted 
by Kobe Global Technologies, an advertising 
marketplace that pairs advertisers with relevant 
everyday influencers. With this method, Kobe 
Global leverages on its ability to broadcast 
messages to millions of users so that businesses 
can get represented in front of their target 
audience in a credible manner. “By democratising 
influencer marketing with aggregation and pricing 
algorithms, we’ve successfully made influencer 
marketing accessible to more businesses. Hence, 
our client base includes companies such as local 
food outlets and startup mobile apps, which 
are atypical to the usual companies that used 
influencers such as fashion and cosmetic brands,” 
shares Evangeline Leong, chief executive officer 
and founder of Kobe Global. 

Higher engagement with users
Leong says a lack of digital advertising and 
marketing know-how has stymied growth 
amongst small businesses. “Being in the digital 
marketing industry focussing on small and 
medium enterprises for almost 10 years, we’ve 
seen how slow small businesses’ adoption of 
digital solutions had been due to unfamiliarity of 
digital marketing solution. Our self-serve, easy-
to-use platform cracks the slow moving long-tail 
market,” she explains. “What sets us uniquely 
apart is also the usage of artificial intelligence 
technologies for influencer profiling instead 
of a traditional way of one-sided submission of 
interests by influencers,” Leong emphasises. 

Under Kobe Global, everyday influencers 
replace celebrity bloggers in delivering better 
credibility and higher engagement with users. 
Further, influencers’ interest and psychographics 
are paired to advertisers on top of demographics, 
resulting in precisely-targetted audiences. Leong 
launched Kobe Global by joining accelerator 
programmes and securing a government grant.

Singapore’s rapid economic 
growth in recent years has led to 
robust demand for various wealth 
management services, particularly 
in the financial technology (fintech) 
sphere. However, most of these 
services were still not at par with 
the demands of customers and were 
not time-efficient, cost-efficient, 
universally accessible, or simple.

Bambu – a B2B digital wealth 

Bambu eyes making wealth manageable
management service firm providing 
automated, technology-augmented, 
and algorithm-based portfolio 
management services – was 
established just last year to address 
these issues, “offering financial and 
non-financial firms the ability to 
integrate and benefit from the shift in 
digital wealth.” Services include digital 
strategy and backend integration. 

“Bambu provides an innovative, 
cost-effective, and efficient entry 
point into the world of investing 
and wealth management,” says Ned 
Phillips, Bambu’s founder and chief 
executive officer. “Based in Singapore 
and Hong Kong, we market our 
services Asia-wide,” he adds.

With Phillips, Aki Ranin forms 
Bambu’s main leadership team as 
chief operating officer. They plan to 
aggressively build Bambu’s presence 
in Asia and invest in research and 
development. As of August 2016, 
Bambu has raised US$400,000 in 
funding from a seed round.


