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etrina Goh and 1 are sitting opposite of each

Poihcr in one of Nuren Group’s meeting rooms.

The co-founder and CEO — who wears a classy

black dress, chic heels and just the right amount of accesso-

ries — portrays a sophisticated vet casual disposition, and a

willingness to ease into things with her all - even if it is just
a casual chat about how Nuren Group came about.

“Nuren Group is a female-centric content, community and
commerce platform that follows the important journey of
a couple, from getting married to entering motherhood,”
Petrina tells me, grinning amiably. “We manage a series of
platforms that target female audiences across South East Asia.
Our products include Motherhood.com.my, Motherhood.
co.th, Mamahood.com.sg, Wedding.com.my and Kelabmama.
com.” Their mission, she explains, is to be a marketplace and
media platform for people to review and shop for maternity,
babies, children, as well as wedding products. “We essentially
want to help couples through certain significant milestones
in life,” points out Petrina, who is a new mother herself.

She goes on to tell me that Nuren's core offering at the moment
are the platforms under the Motherhood umbrella, with the
primary target audience being, of course, mothers. “Our
social commerce platforms make it possible for them to access
useful and informative content, as well as find and shop for
products and services — things that would help the mod-
ern woman, and make their lives easier.” With presence in
Malaysia, Singapore as well as Thailand. the Group has a
community of 2.5 million mothers in Southeast Asia, with
1.2 million monthly active users, and eight million monthly
page views,

To understand how they are able to amass such an impres-
sive communily is to take a step back and look at the origins
of the Group. “We started off with Wedding.com.my, which
was influenced by my personal experience of getting mar-
ried,” smiles Petrina. The ex-banker shares that just like
most brides-to-be, she was clueless about planning a
wedding; “so me and my then fiancé, Kevin Leow
—who is also the co-founder of Nuren— did our
research the traditional way; travelling around
bridal streets in Kuala Lumpur and Petaling
Jaya, and spending all our weekends look-
ing for the right wedding vendors.” Petrina
pauses briefly to chuckle, and admits that
even with all the information and recom-
mendations attained, she still felt confused,
perhaps even more overwhelmed than
before. “The easier way would be to
engage a wedding planner, but that
would cost a bit, and actually, many
people would like to plan their own
big day." She soon got the hand of it
and the wedding was a success, and
a few months later, an idea came to
her: ‘why not use all this informa-
tion and recommendations 1 gath-
ered from organising my wedding
to help others?’

GROWING NUREN

Wedding.com.my was
launched in September
2013 asa platform that
aggregates wedding-
related content and
serves as a bridge
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between wedding vendors and couples getting married. -
Examples of how they help curb the frustrations of the bride
and groom include a visual search engine for users to look
for wedding ideas by colours, themes, categories as well as
ethnicity, and offering a list of wedding vendors that offer
fair prices via their online shop. These wedding vendors -
have gone through rigorous screening and are only engaged
with if they have a good track record. Even
wedding photographers are required
to be registered under a company
inorder to be listed on the site.
All these are because that is the
whole idea of Wedding.com.my
- toenable you to plan your
own wedding with ease and -
peace of mind.

Tt was one of the first few
social commerce platforms
for weddings in the coun-
try,” Petrina says with a |
proud grin. Today, wed-
ding.com.my is Malaysia's -
largest one-stop web-
site for wedding
planning. The site
lists as many as
2000 wedding

shops and vendors from Malaysia, Singapore and Thailand,

- providing services which include wedding gowns, makeup,
- photography, venues, catering services, cakes, wedding invi-

tations and emcee services, as well as a variety of wedding

- planning concepts for customers to choose from.

- Relating Wedding.com.my to how their Motherhood.com.my
| community is a 2.5 million strong community, Petrina points
. out that it's merely a progression - her users who got mar-

ried would be naturally progressing to the next stage, which
is to start a family. “I've had brands that specialise in baby

- and children products asking for something like a Wedding.
- com.my database,” —it's simply a practical and resourceful
. way of gelting new clients, when you think about it.

The conversation starts to take on a more serious tone, with

-~ the 36-year old transitioning into full-blown entrepreneur
- mode as she talks about this aspect of the company’s evolu-
- tion. “Motherhood.com.my has the largest pool of new moth-

ers in the region, making it a perfect platform and digital
enabler for brands to market their products and services to

- our region-wide female community.”

The Group also works with brand owners and agencies, offer-
ing them a range of advertising services on top of connecting
them with their desired audience. "It is not just impressions

. and clicks, but also targeted recommendations, leads and

sales —we are able to provide all of that,” she says, her voice

- and eyes filled with conviction. This is basically what makes

them unique — the ability to help brands launch campaigns
that track the entire conversion funnel, “We now have over
5000 baby brands in our platform, and normally can reach

- out to eight out of ten new parents,” she continues. “It's very
 satisfying. Being able to bring Motherhood to the point of
~ being one of the leading digital platforms, and a recognised

brand among the Southeast Asian female community — this

 is one of my proudest achievements.”

- But they don't intend to stop just there. The CEO points

out that their next step is to continue to grow their regional

. footprints, especially their presence in Thailand. “We are

also going to focus on helping good emerging local brands
toexpand outside of their single dominant country, and just
generally want to make great products more accessible for
all mums.” There are big plans in store for the Nuren Group

- —all of which stay true in helping others through significant
| stages in life —and rest assured that Petrina is determined
© to make them happen.
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WITH PETRINA GOH,
CO-FOUNDER &
CEO OF NUREN GROUP
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DO'YOU HAVE A FAVOURITE TRAVEL DESTINATION?

WHAT ABOUT A DREAM TRAVEL DESTINATION?

In Asia, I particularly love Japan, Taiwan and Malaysia
of course. But | also like many of the cities in the |

Europe — for instance Paris, as well as Oslo. As for

a destination that T would like to visit one day, it is

South Africa. Hopefully soon.

WHATDO'YOU DO IN YOUR FREE TIME? DOYOU
HAVE A HOBBY?

and read a book or two.

WHAT CARS DO YOU CURRENTLY OWN, OR HOPETO

- in general.

OWN IN THE FUTURE?

I currently drive a seven-seater Toyota Estima.

WHAT ARE YOUR EXISTING AND FAVOURITE

ELECTRONIC GADGETS? WHY ARE THOSE GADGETS

YOUR FAVOURITE?

To be honest, | am not a hardcore fan of any par-
ticular brand or model —all I need is my ever-ready |

laptop and a smart phone.

WHAT MOTIVATES YOU?

Seeing positive notes and hearing encouraging words

from customers, partners and peers, Those really
motivate me.

WHAT MUSIC DO YOU ENJOY?

Thave a preference for R&B as well as pop music.

HOW DO YOU SPEND YOUR TIME WITH YOUR
FAMILY AND FRIENDS?

Having a good meal together, and just having chats

| over coffee with friends and family.
I'would say that my free time is usually the precious
time I gel to spend with my two kids. And once in |
a while, | try to take time off to declutter my mind |

WHATIS YOUR FAVOURITE FINE-DINING
RESTAURANT?

None in particular, but 1 do enjoy Japanese cuisine

DO YOU HAVE A FAVOURITE DRINK?

. I need my morning coffee and evening tea,

WHAT IS ONE THING YOU WISH OTHERS WOULD
KNOW ABOUT RUNNING A COMPANY?

Building a brand is tough, especially when you are
up against many big players in the industry. Plus,

| coming from a management consulting and invest-
| ment banking background, it was not easy for me to

manage a digital community-driven company. [ am
lucky to be supported by a diversified team of 70 peo-
ple with strong domain knowledge and capabilities.
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