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They  are  a  young  husband-and-
wife team operating in Singapore’s 
luxury goods space.

They live in a three-storey house 
in  Bukit  Timah,  own  a  fleet  of  
fancy cars and have a soft spot for 
brands  like  Rolex,  Chanel  and  
Christian Louboutin.

Meet  the  industry’s  rising  It  
couple who co-founded Lovelots-
luxury, a registered company spe-
cialising in buying, consigning and 
selling  authenticated  pre-owned  
luxury bags and accessories from 
brands  such  as  Chanel,  Hermes  
and Louis Vuitton.

Mr Peter Ang, 34, and Ms Zhen-
nie Tan, 32, acknowledge that on 
the  surface,  their  profile  may  
appear strikingly similar to that of 
the headline-making couple, who 
fled Singapore earlier this month 
after  allegedly  masterminding  a  
$32 million luxury goods scam via 
their registered business Tradena-
tion. Set up last year, it operated on 
online marketplace Carousell and 
also had a physical shop in Tanjong 
Pagar. 

More  than  180  police  reports  
have  been  filed  against  Singa-
porean Pi Jiapeng, 26, and his Thai 
wife Pansuk Siriwipa, 27, who are 
now on the run.

But Mr Ang and Ms Tan – who 
have two daughters aged six and 
seven – stress that they are the real 
deal.

Lovelotsluxury  had  its  official  
start on online platforms like eBay 
and Carousell before moving to its 

Jurong East office-cum-showroom 
in 2018.

A year later, the couple launched 
sister company Lovelotsdiamond, 
selling gemstone and diamond jew-
ellery.  Last  November,  Lovelots-
luxury  moved  to  a  swanky  bou-
tique  at  TripleOne  Somerset.  It  
also maintains a website and Face-
book and Instagram accounts.

Top deals  listed on  its  site  in-
clude  a  lightly  used,  pre-owned  
Chanel Classic Jumbo Single Flap 
Black  Caviar  SHW  (silver  hard-
ware) at $6,900, which retails for 
$14,200 in boutiques; and a lightly 
used,  pre-owned Dior  Lady Dior  
Mini  Black Patent  Leather GHW 
(gold hardware) at $3,999, which 
retails for $7,300.

On how unfair comparisons may 
crop up after the cheating scandal, 
Ms Tan  tells  The Sunday Times: 
“It’s  actually  quite  worrying,  be-
cause we are (married)  partners  
too, so people may associate us (as 
one and the same).

“But  we  have  established  our  
reputation since 2015, and people 
have trusted us more since we set 
up  a  physical  shop  and  are  not  
home-based anymore.” 

Flaunting a flashy lifestyle like Pi 
and Siriwipa is also not their cup of 
tea.

Mr Ang, a former pro golfer and 
golf  coach,  says:  “We  are  still  a  
young company and are working 
our  way  up,  so  we  shouldn’t  be  
flashing anything at the moment. 
That will  not bring any benefits,  
but  instead  more  danger  to  our  
kids,  as  some  people  might  be  
green-eyed.

“And if you fall, you’ll get more 
laughter than help.”

FROM REASSURING CUSTOMERS 
TO GETTING SCAMMED

To further boost their legitimacy 
and social media presence, Love-
lotsluxury inked an exclusive part-
nership with local  actor Terence 
Cao’s  live-streaming  company  

Sibay Shiok in May.

He  and  co-founder/actress  
Dawn  Yeoh  host  two  Facebook  
Live sessions a week. Over the past 
two months, the duo sold a $12,500 
Rolex watch in 16 seconds and a 
$29,900 Hermes Birkin bag in six 
seconds. These are extremely hard 
to purchase direct from retail and 
easily resold at premium prices.

They are all now in Italy for a few 
weeks,  where  they  plan  to  live-
stream from several boutiques and 

luxury outlets. 
Lovelotsluxury  debuted  its  

Facebook  live-stream  
platform  Lovelotslive  
last Wednesday with a 
session  outside  the  

Prada store in Florence.
Mr  Ang  says:  “As  

there’s  a  lot  of  fraud  
around,  having  a  

celebrity  fronting  our  
company  does  give  

buyers more confi-
dence and assur-

ance.  A  mer-
chant might run, 
but  celebrities  
can’t run.”

Because the sec-
ondary luxe mar-

ket has become so 
lucrative,  Lovelots-

luxury  has  had  

brushes  with  impersonation  
scams,  which  makes  the  couple  
even more determined to cement 
its credibility.

Over  the  years,  Ms  Tan  says  
more than 10 Instagram accounts 
– typically originating from Indo-
nesia or the Middle East  – have 
stolen  Lovelotsluxury’s  trade-
marked name, product photos and 
customer reviews to scam buyers, 
who would transfer funds to those 
fake  accounts  without  receiving  
any goods.

Some scammers even used im-
ages of Cao and Yeoh live-selling as 
their profile pictures, which led to 
Mr Ang making a police report.

In 2019, a police officer also con-
tacted Ms Tan over a case of trian-
gulation fraud, which occurs when 
an unsuspecting customer makes a 
purchase on a third-party market-
place,  and  the  seller/middleman  
uses the money to  purchase  the 
product  from  a  legitimate  mer-
chant, but asks for it to be sent to 
an  alternative  address  or  collec-
tion  point.  The  scammer  then  
makes off with the product, which 
never reaches the customer.

In this case, the victim was a Sin-
gaporean who transferred money 
to the overseas seller/middleman, 
which  was  duly  passed  on  to  

Lovelotsluxury.  The  company  
then shipped the bag  to the  ad-
dress of the seller/middleman, as 
indicated,  in  Malaysia,  who  ab-
sconded with it.  The buyer here 
never got her bag. 

INDUSTRYWIDE RIPPLE EFFECT

Equally  eager  to  distance  them-

selves from the black sheep of the 
industry is Watch Capital, founded 
and  run  by  brothers  Joses  and  
Jarod Ng, who turned a 2018 side 
hustle on Carousell and Facebook 
Marketplace into a thriving luxury 
watch business.

They opened a retail showroom 
at TripleOne Somerset  early  last  
year and continue to make their 

online presence felt on Instagram, 
TikTok, Telegram and their  own 
website.

Dealing  mainly  with  Rolex,  
Patek  Philippe  and  Audemars  
Piguet, Watch Capital gets its stock 
from “trusted suppliers” in Singa-
pore, with about 20 per cent being 
pre-orders.

The company has sold more than 

1,000 watches – the most expen-
sive being a Richard Mille RM11-03 
Titanium  for  $458,000.  Its  rev-
enue last year was close to $29 mil-
lion.

The  Ngs  say  they  knew  about  
Tradenation before  the  cheating  
case came out in the news, as word 
was spreading that it  was selling 
high-end watches way below the 
grey-market price.

Mr Joses Ng, 23, says: “When we 
heard from various individuals late 
last year that it was taking 100 per 
cent deposits, we had suspicions 
which  eventually  proved  to  be  
right.”

Watch Capital does not take 100 
per cent deposits on pre-orders.

It advertises its watches online, 
but carries out viewings and trans-
actions in store because of insur-
ance  purposes,  thus  providing  a  
“safe environment” for clients.

On  top  of  garnering  positive  
reviews on Carousell and Google, 
the company has been featured in 
the media and received the Singa-
pore SME 500 Award in March.

Mr Jarod Ng, 25, says: “The big-
gest challenge is building trust and 
credibility, so we constantly strive 
to overdeliver in terms of profes-
sionalism  and  customer  service.  
Having a good reputation in busi-
ness is essential to grow and suc-
ceed in the long run.”

Even  though  the  brothers  be-
lieve Watch Capital’s standing or 
sales have not been dented by the 
cheating  scam,  there  is  still  an  
industrywide ripple effect.

Mr Joses Ng says: “I believe it has 
affected  actual  sales  only  to  a  
limited extent, as those who pur-
chased  from  Tradenation  were  
likely doing so to resell for a profit. 

“On the other hand, there were 
also  individuals  purchasing  for  
their  own  use,  and  this  has  af-
fected the watch market in Singa-
pore to a certain extent, since mil-
lions  of  dollars  that  were  to  be  
spent on luxury watches and bags 
have been taken out of the econ-
omy.”

STAYING HOME-BASED

Even though customer confidence 
may be shaken and public scepti-
cism is at an all-time high, positive 
word of mouth goes a long way in 
keeping some home-based, online-
only luxury resellers alive.

Two registered businesses The 
Sunday Times spoke to say they 
will  continue  with  their  website  
and Instagram business model and 
are unlikely to require a storefront.

Ms Joelyn Khong, 36, founder of 
SgDreamycollection and a mother 

of four children aged three to 12, 
says operating from home allows 
her the flexibility to focus on her 
family.

She has resold thousands of Her-
mes bags  –  mostly  consignment 
pieces – for the last 12 years, the 
most expensive being a Himalaya 
Kelly  25  worth  more  than  
$200,000. 

“For Hermes, you can’t just order 
a specific bag from the store and 
get it immediately. Whatever bags 
I list are bags I know I can get,” she 
says.

For bags that are not on hand, a 
10 per cent deposit is required to 
confirm the deal, and the balance 
is  paid  upon  delivery  after  the  
buyer checks the merchandise. 

She says: “Singapore luxury re-
selling is a small market and every-
one knows everyone. I am confi-
dent in my reputation of 12 years, 
of being legit and responsible.

“There will always be scams, so 
this one case isn’t going to impact 
my business on a large scale. 

“I may lose a few new clients who 
may have become more wary and 
apprehensive, but generally, if my 
reputation is there and my price is 
good, the bags will still move.”

Ms Carol Hiu, who started Peppy-
purse in early 2020, also feels that 
having  a  physical  retail  space  –  
which Tradenation had – is not the 
only way to build trust.

She  holds  a  full-time  job  as  a  
process engineer and resells vin-
tage Chanel bags – sourced mainly 
from Japan – two to three times a 
week,  depending  on  her  work  
schedule.

Ms Hiu, who is in her 30s, says: “I 
believe  I’ve  created  a  positive  
image as a legit seller and most of 
my buyers are either regulars or in-
troduced through word of mouth.”

Even  though  she  kicked  off  
Peppypurse with  pre-orders  two  
years ago, she shifted to in-stock 
six months later “for more respon-
sible selling”.

She says: “This allows me to pro-
vide more information, like photos 
and videos immediately if a buyer 
requests for it,  and there are no 
issues on delayed shipment. It defi-
nitely requires more capital invest-
ment, but I feel it makes me more 
accountable.

“I also still practise personal de-
livery within Singapore, so I can do 
a proper handover and meet my 
buyers so they feel more at ease.

“Being or appearing legit doesn’t 
just happen in one day. It involves 
hard work and sincerity over the 
years.”
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Four resellers of 
luxury bags, watches 
and accessories 
share about scams, 
gaining trust and 
establishing a 
reputation

LUXE
1 WHEN THE PRICE IS 

(NOT) RIGHT
An unbelievably big discount is 
usually a big red flag.

Mr Peter Ang of 
Lovelotsluxury says: “If a deal is 
too good to be true, please have 
some doubts. Top luxury 
watches are so hard to get hold 
of, so I don’t think people will sell 
any lower than the market value 
– which is why 10 to 20 per cent 
below market is quite unreal.”

He recalls how his friend was 
approached by scammer couple 
Pi Jiapeng and Pansuk Siriwipa 
with a Richard Mille Tourbillon 
timepiece, which had a market 
value of $5 million.

The couple’s offer price was 
$3.5 million, and they asked for a 
$2 million deposit. He 
immediately said no.

In the luxury watch resale 
industry, the standard deposit a 
reputable dealer will ask from 
individuals is in the range of 10 to 
20 per cent, with the remaining 
amount to be paid upon 
collecting the watch. 

Mr Joses Ng of Watch Capital 
says: “This way, it will be fair not 
only to customers, but also to 
dealers, as it shows the 
customer’s sincerity to 
purchase the watch.”

At the end of the day, it is 
greed that does many in, says 
Ms Joelyn Khong of 
SgDreamycollection.

“Beware if a seller tells you she 
can order you a bag at, say, 
$2,000 cheaper, because the 
Hermes Birkin, Kelly, Constance 

and Lindy are not something you 
can buy instantly from a store,” 
she adds.

2 PERILS OF 
PRE-ORDERS

Ms Carol Hiu of Peppypurse 
encourages buyers to purchase 
from endpoint sellers with real 
stocks, instead of those who sell 
just via limited, generic photos 
typical of pre-orders.

Common issues with 
pre-orders include the condition 
not being as described, delayed 
shipment without proper 
explanations, and problems with 
refunds, as buyers are not 
dealing with the “source”.

She says: “All this hassle and 
headache isn’t worth it for a 
purchase costing a few thousand 
dollars.”

And when buying from 
Instagram, choose sellers who 
use regular and consistent 
signature backgrounds in their 
photos, as that is proof they have 
the bags in their possession, 
adds Ms Khong.

3 DO YOUR 
HOMEWORK

Ms Hiu often encounters buyers 
who feel embarrassed to ask 
more about an item, or apologise 
for their so-called stupid 
questions. 

She says: “I always put myself 
in their shoes, as every one of us 
started not knowing, so there is 
no such thing as a stupid 
question and I’m happy to share 
my knowledge. 

“If any seller is impatient with 
your request or makes you feel 
uncomfortable to inquire more, 
you are better off spending your 
hard-earned money elsewhere.” 

She also urges buyers not to 
make hasty purchases, no matter 
how much of a “unicorn” a bag 
may be. 

She says: “I strongly believe in 
bag fate for vintage bags. Think 
about it – a bag that is 20 to 30 
years old, travelling all over the 
world and ending up with you. If 
it’s meant to be, it’s meant to be.” 

4 TRACK DOWN 
TRACK RECORD

Unfortunately, positive online 
reviews and the seller’s number 
of social media followers are not 
a foolproof gauge of legitimacy, 
as reviews can be faked and 
followers can be purchased.

Ms Hiu advises buyers to take 
that extra step of reaching out to 
non-seller collectors of the 
particular luxury brand – 
especially if they are on social 
media – for advice and reference 
checks, or Facebook forums to 
search for real reviews from 
personal users.

Ms Zhennie Tan from 
Lovelotsluxury, which started 
operating online in 2015, says: 
“People are still able to check the 
Internet for our company’s 
reviews from many years ago 
until today. Unfortunately, for a 
company that is fairly new and 
has been around for only a short 
duration like Tradenation, you 
can only check that much.”

How to avoid 
being scammed

FOUR
PRO TIPS

LEGIT

Ms Carol Hiu, 
founder of 
Peppypurse, 
is a part-time 
online reseller 
of vintage 
Chanel bags
and a full-time 
engineer. 
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(From far left) 
Brothers Joses 
and Jarod Ng of 
Watch Capital 
deal mainly with 
Rolex, Patek 
Philippe and 
Audemars Piguet 
watches and 
started their 
shop as a side 
hustle in 2018. 
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SgDreamycollection’s bags. Its founder Joelyn Khong has resold thousands of Hermes bags, 
mostly consignment pieces, for 12 years. PHOTO: SGDREAMYCOLLECTION

Husband-and-wife team Peter Ang and Zhennie Tan of Lovelotsluxury have been buying, consigning and selling authenticated pre-owned 
luxury bags and accessories from brands such as Chanel, Hermes and Louis Vuitton since 2015. PHOTO: LOVELOTSLUXURY

&

featuresfeatures


