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OPERATIONAL & FINANCIAL 
MATTERS



Question 1: 

Padini group manages a total of 32 overseas stores, 6 in Cambodia, 7 in

Thailand, 12 in United Arab Emirates, 3 in Oman, 1 in Qatar, 2 in Bahrain and

1 in Brunei. (Source: page 14 of Integrated Annual Report (IAR) 2024).

a) How have these stores performed during the financial year 2024? Which

of these stores are profitable?

a) What are the expansion plans in terms of the number of retail stores to be

opened in the abovementioned countries in FY2025 and the near future?

Are there any plans to venture into other countries too?



Answer 1(a): 

Out of the 32 overseas stores, 19 are operated under franchise agreements,

while 13 are managed by Padini group. These 13 own-managed overseas

stores are located in Cambodia and Thailand, with total of 8 stores are

profitable in the financial year 2024. We are closely monitoring the

performance of the underperforming stores. Remaining tenure of the leasing

term is one of the considerations among many other factors to determine the

continuity of the store.

Answer 1(b): 

At present, there are no definitive plans to expand the number of stores in the 

mentioned countries for FY2025 or to venture into other countries. However, 

we remain open to explore opportunities as they arise especially in the 

neighbouring countries. 



Question 2: 

Padini is still very much centred on the brick-and-mortar business. The sales 

from e-commerce contributed approximately 1% (FY2023: 1%) of the total 

Group’s revenue in FY2024. (Source: page 43 & 46 of IAR 2024).

What is the impact of e-commerce on the group’s business given the stiff 

competition from fast fashion international players like SHEIN, UNIQLO and 

how is the group embracing e-commerce going forward?



Answer 2: 

The increasing competition from fast fashion international players presents 

both challenges and opportunities to the Group. To stay competitive, the 

Group has launched the Padini mobile application and keeps improving the 

customers’ experiences on the online portal. In addition, we had expanded 

online presence to Singapore through dedicated website. While the revenue 

contribution from these efforts is currently modest, we have learnt the 

business management aspect of the e-commerce. We believe in their 

potential to drive long-term growth as we continue to invest in digital 

platforms and refine our strategies.



Question 3: 

As shown on page 15 (Group Financial highlights) of IAR 2024, the group is in 

a net cash position as at the end of the last five financial years.

a) Has the board evaluated the capital structure of the group and determined 

its optimal capital structure?

b) Is management able to obtain cheaper sources of funding to fund the  

business?

RM’000 FY2024 FY2023 FY2022 FY2021 FY2020

Deposits, cash and bank
balances

791,040 605,315 808,853 523,758 441,474

Interest bearing
borrowings

13,495 3,994 379 653 2,546



Question 3 (continued): 

c) What is the amount of working capital required to support the group’s 

operations and its growth plans?

d) Would the board consider a review of how the group could balance the 

need to provide returns to its capital providers (dividends for 

shareholders) and the need to support its operations and growth?



Answer 3(a): 

The Board believes optimal capital structure is the ability to maintain 

flexibility for operations and investments while ensuring a decent and stable 

dividend yield. 

Answer 3(b): 

Management continuously explores opportunities to secure more cost-

effective funding to support the business. This involves balancing internally 

generated fund from operations with external financing options such as hire 

purchase arrangements which offer lower interest rates and credit facilities 

with favourable terms and lower costs. Furthermore, the Group’s strong 

financial position and creditworthiness enhances its ability to negotiate 

competitive rates, ensuring cost-effective funding solutions. 



Answer 3(c): 

Based on our current activity level, we estimate that the required working 

capital, excluding inventory purchases is more than RM500 million per year. 

To effectively manage these requirements, we need to monitor our cash flow 

consistently and make adjustments as and when necessary to align with 

market conditions and the evolving needs of the business.



Answer 3(d): 

The proposed quantum of dividends, if any, will be deliberated by the Board 

quarterly after reviewing the current and future expected financial 

performance of the Group.

The Board continuously evaluates the returns to shareholders, while 

ensuring the Group has sufficient resources to support its operations and 

growth initiatives. Experiencing from what had happened during the Covid-

19 pandemic, the Board had affirmed the importance of having sufficient 

cash flow to be able to get through any unpredicted circumstances, including 

circumstances of zero revenue was generated and at the same time 

incurring regular operating costs. 



SUSTAINABILITY MATTERS



Question 4

Sustainable Procurement

Padini focuses on long-lasting relationships with its external suppliers 

although each one of the Company’s suppliers is at a different stage of their 

sustainability journey. Padini has a set of code of conduct which most of its 

core suppliers have acknowledged and signed. For any areas of non-

compliance or areas for improvement, Padini works with its suppliers on 

improving their processes. (Source: Page 68, IAR 2024).

a) What are the sustainability considerations in the selection of the 

Company’s suppliers?

b) How many suppliers against the total number have not met Padini’s 

code of conduct?

c) Is climate risk a criterion in the selection of suppliers?



Answer 4(a): 

The Group prioritise suppliers who uphold anti-bribery and anti-corruption 

practices; social compliance standards such as ethical labour practices and 

safe working conditions, and environmental compliance. This includes 

ensuring that the hazardous waste is properly managed within their 

factories. 

Answer 4(b): 

Padini’s Supplier Code of Conduct includes guidelines on quality 

management, social compliance (such as labour laws, working hours, and 

health and safety), environmental standards, and anti-bribery and corruption 

practices. Currently, 99% of our suppliers adhere to these standards (refer 

to Page 56 of the IAR 2024).



Answer 4(c): 

At present, the Group does not include climate risk as a specific criterion in 

the selection of suppliers. However, the importance of sustainability, 

including climate related considerations, is recognised, and the Group is 

exploring ways to enhance its supplier selection processes.



Question 5

Customer Satisfaction

Below are the number of complaints on customer service:

(Source: Page 56 of IAR2024)

(a) What were the reasons for the significant increase in customer 

complaints over the last three (3) financial years? What were most of 

these complaints related to?

(b) What measures and efforts have been taken to reduce complaints? 

FY2022 FY2023 FY2024

Services 60 94 160



Answer 5(a): 

The increase in customer complaints has been primarily related to the 

service provided. We have received feedbacks indicating different level of 

expectations from customers, such as personalised staff assistance, security 

guards being too responsible, friendliness of staff and so on. 

Answer 5(b): 

We learn and keep on improving from the reasonable complaints. The 

Group has addressed these issues through training initiatives such as staff 

orientation and retail service training programs. In addition, the Group has 

also implemented a mystery shopper program to evaluate the customer 

experience and assess the quality of customer service provided. The Group 

remains committed to monitoring these matters closely and further improve 

customers’ shopping experience.



CORPORATE 
GOVERNANCE 
MATTERS



Question 6

The Company recognizes its non-adherence to Practice 4.4 of the 

Malaysian Code of Corporate Governance 2021, which mandates the 

assessment of Board and senior management performance evaluations, 

encompassing their handling of the Group's significant sustainability risks 

and opportunities (Source: Page 27 of Corporate Governance (CG) Report 

2024).

When does the Group intend to integrate relevant sustainability Key 

Performance Indicators into the performance evaluation framework?



Answer 6: 

Currently, the Group has not integrated sustainability Key Performance 

Indicators (KPIs) into performance evaluation framework for Board and 

Management. The Board and Management are mindful the importance of 

sustainability in driving long-term value. The sustainability initiatives that the 

Group has embarked on (refer to Pages 54 - 89 of IAR 2024) have indicated 

the Group’s thoughtfulness on environmental, social, and governance (ESG) 

matter. The Board and Management will take necessary steps to improve 

the evaluation structure relating to addressing the Group’s material 

sustainability risks and opportunities in 3 years’ time. 



Questions received from 
Shareholders



Question 1:

Please shed some light on the competitive landscape of the retail apparel 

market in Cambodia and Thailand. Thanks.

Answer: 

Thailand's retail industry is relatively more mature and established compared to 

Cambodia’s. 

The Group recognises that these market conditions present both challenges and 

opportunities. The Group’s own brands create differentiation, which is crucial for 

remaining competitive among various other factors. 



Question 2:

Is there any change in market dynamics for the domestic retail apparel market 

before covid vs after covid (current) ?

Answer: 

Before and after the COVID-19 pandemic, the retail industry experienced stable 

growth, driven by disposable income, consumer spending and market sentiment, with 

brick-and-mortar stores dominating the retail landscape.

The Group believes that customers still value the touch-and-feel experience of the 

brick-and-mortar business model, which cannot be fully replicated in the digital world. 

Therefore, the Group strives to integrate brick-and-mortar and online retail models to 

complement each other, aiming to provide richer shopping experience for its 

customers. 



Thank you!
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Fashion Retail Industry Sales Growth

(Fashion Retail Source Data: MRA/Retail Group Malaysia/MRCA, The Edge/The Star/Oriental daily) 
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Financial Highlights

•Total Revenue: RM1.9 billion (+5% YoY).

•Same-Store Sales Growth: 1% (YoY) improvement, indicating steady in-store demand.

•Net Profit: RM147 million (-34% YoY).

•New Stores Opened: 13 stores across regions. 
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Group Revenue Overview
By Sales Channel:
• In-store: RM 1,870 mil 
                       (FY23: RM 1,783 mil)
• Consignment: RM 14 mil
                       (FY23: RM 16 mil)
• Franchise Sales: RM 18 mil 
                       (FY23: RM 15 mil)
• Ecommerce Sales: RM 9 mil  
                       (FY23: RM  8 mil)

Geographical Contribution:
• Domestic Market: 96.6% 
    (FY23: 96.8%)
• International Market: 3.4%
    (FY23: 3.2%)
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Domestic Market – Malaysia
FY2024 FY2023 % Change

Revenue derived from Malaysia (RM million) 1,854 1,764 5%

Revenue/sq ft  (approximate to) RM1,290/sq ft RM1,280/sq ft 1%

Floor area operated (sq ft) 1 ,412,000 1 ,362,000 4%

In-store
98.8%

Consignment
0.8%

Ecommerce
0.4%

FY2024
Revenue 
streams

Same-store sales growth improved by 1% (YoY) and the increased number of stores contributed to the 
overall revenue growth.

In-store
98.7%

Consignment
0.9%

Ecommerce
0.4%

FY2023
Revenue 
streams
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Brands Outlet Padini Concept Store

Free Standing Store Consignment counter

FY2024 FY2023

No. of stores as of 30 June 140 135

No. of stores opened 12 6

No. of stores closed 7 4

No. of stores temporarily 
closed for renovation and 
reopened during the 
respective financial year

11 5

No. of transactions 
(approximate to ‘000) 18,324 16,756

Average spending/transaction RM100 RM104

Domestic Market – Malaysia (Continued)       



                             

               

Contributions by Region (in %)

Domestic Market – Malaysia (Continued) 

East Malaysia, 11%
(FY23: 11%)

Eastern Region, 6%
(FY23: 7%)

Northern Region, 16%
(FY23: 17%)

Southern Region, 15%
(FY23: 13%)

Central Region, 52%
(FY23: 52%)

Region FY2024 FY2023

Revenue 
(%)

No. of 
stores

Revenue 
(%)

No. of 
stores

Eastern Region 6% 10 7% 9

Northern Region 16% 29 17% 26

Central Region 52% 60 52% 62

Southern Region 15% 18 13% 15

East Malaysia 11% 12 11% 12



In-store
(own-managed) 

71.5%

Franchise
27.4%

Ecommerce
1.1%

FY2024
Revenue 
streams

In-store
(own-managed)

73.5%

Franchise
25.6%

Ecommerce
0.9%

FY2023
Revenue 
streams

International Market

For overseas operations, our presence is established 
through:
1. Own-managed overseas stores: Cambodia, Thailand
2. Franchise: Brunei, UAE, Bahrain, Qatar, Oman
3. Ecommerce: Singapore 

FY2024 FY2023 % 
Change

Revenue derived from 
Overseas (RM million)

65 58 +12%

Revenue/sq ft  
(approximate to)

(for own-managed 
overseas stores)

RM497/sq ft
(Cambodia)

RM1,276/sq ft
(Thailand)

RM500/sq ft
(Cambodia)

RM887/sq ft
(Thailand)

-0.6%

+43%

Floor area operated 
(sq ft)

(for own-managed 
overseas stores)

65,000
(Cambodia)

12,000
(Thailand)

65,000
(Cambodia)

12,000
(Thailand)
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International Market (continued)
FY2024 FY2023

No. of stores as of 30 June 32 39

No. of stores opened 1 4

No. of stores closed 8 1

No. of transactions 
(Rounded to thousand)

303,000
(Cambodia)

119,000
(Thailand)

260,000
(Cambodia)

88,000
(Thailand)

Average 
spending/transaction

USD 23
(Cambodia)

THB 928
(Thailand)

USD 28
(Cambodia)

THB 910
(Thailand)



International Market (continued)
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Singapore 1% 1%
Myanmar 0% 2%
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Brunei 1% 2%
UAE 25% 22%
Thailand 23% 17%
Cambodia 49% 55%
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Group Profitability Review
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• Gross Profit Margin: 36% 
   (-3% YoY)  

• Net Profit Margin: 8%
   (-5% YoY) 
   (a) salaries and incidental costs    
         over revenue increased by 2%
   (b) depreciation over revenue 
         increased by 1%
  



Group Cash Flow and Liquidity for FY2024
“Ensuring Strong Liquidity to 

support Growth“

• Operating Cash Flow:
• Net cash generated: RM428 million.

• Investing Activities:
• Store Expansion & Renovation : 

RM44 million.
• Warehouse Automation & RFID 

inventory management: RM7 
million.

• Financing Activities:
• Dividend Payout:   RM  76 million.
• Payment of lease: RM108 million.
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Current ratio = Current assets / current liabilities
Quick ratio     = (Current assets – Inventories) / current liabilities



Warehouse Automation

• Increased Efficiency and Productivity

• Cost Reduction

• Improved Accuracy and Reduced Errors



Future Outlook

• Domestic operations continue to be the main driver of revenue and profits.

• The Group is not expecting major contributions from overseas market for the near future. We will 
continue monitor the market condition and evaluate our business strategy on a regular basis. Our 
focus remains on improving sales per square feet in local market. 

• Growth Targets: Revenue: RM2 billion

Initiatives:

• Maintain the procurement of eco-friendly products

• Enhance logistics operations in East Malaysia (“EM”), as well as the southern and northern 
regions of Peninsular Malaysia by establishing logistics hubs in EM, Johor and Penang. 

• Addressing and adapting to climate change considerations by investing in energy-efficient 
technologies (such as LED lighting and solar installations) and continuing to explore sustainable 
sourcing options.



Sustainability 
Highlights 

2024
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3 Sustainability Strategic Pillar

Accountable to environmental, 
contributing to the preservation of 
natural resources and biodiversity 
while fostering a more sustainable and 
resilient fashion industry.

Aims to make a positive difference 
in the lives of people and the 

communities we serve.

Caring from the heart

Earth consciousness

Integrity in action

Responsible to ethical behavior, 
governance and compliance.

Governance

Environment

Social 



Governance

37

5 1
2%

Not 

applicable

86%

Applied

12%

Departure

Practice

4

1

80%

Adopted

20%

Not 

Adopted

Step Up Practice

Compliance to Malaysia Code of Governance (“MCCG”) in FY2024



Social 

Environment

Governance

Accountable to environmental, 
contributing to the preservation of 
natural resources and biodiversity 
while fostering a more sustainable and 
resilient fashion industry.

Aims to make a positive difference 
in the lives of people and the 

communities we serve.

Caring from the heart

Earth consciousness

Integrity in action

Responsible to ethical behavior, 
governance and compliance.

Environment

Environmental



Environmental

Reduce greenhouse gas (GHG) emissions

Waste Reduction

Sustainable Products



Reduce greenhouse gas (GHG) emissions

Solar System Installation

Offset 3,276 tonnes 

equivalent of carbon dioxide 

(tCO2e) emissions

Produced 4.2gWh clean 

energy 



Reduce greenhouse gas (GHG) emissions

LED light  installation

Energy consumption 

saving of 49%wattage

60.5% of our stores in 

Malaysia equipped in 

LED lighting



Environmental

Reduce greenhouse gas (GHG) emissions

Waste Reduction

Sustainable Products



Sustainable Products

Source garment materials 

which are environment 

friendly

648,700 units of eco-friendly 

footwears and garments 

being procured



Environmental

Reduce greenhouse gas (GHG) emissions

Waste Reduction

Sustainable Products



Waste Reduction

Recycling Campaign at our 

outlets

Approximately 18,400kg of 

apparel and footwear has 

been collected



Waste Reduction

Eco-friendly packaging

Use of biodegradable plastic 

bags and recycled paper 

packaging at all stores



Sustainability Strategic Pillar

Social 

Environment

Governance

Accountable to environmental, 
contributing to the preservation of 
natural resources and biodiversity 
while fostering a more sustainable and 
resilient fashion industry.

Aims to make a positive difference 
in the lives of people and the 

communities we serve.

Caring from the heart

Earth consciousness

Integrity in action

Responsible to ethical behavior, 
governance and compliance.

Social Social 



Social

Employee Development

Community Programs



Community Programs

Volunteer Activities

Nearly 585 hours spent by 

employees on volunteering

Approximately RM221,000 (cash  

and in kind) has been donated



Social

Employee Development

Community Programs



Training and Diverse 

Engagement

Approximately RM500,000 

allocated for training 

programmes encompassing all 

employees

Employee Development



Business Updates 
and Highlights



Forbes Asia Best 
Under A Billion 2024

Padini being 1 of the 11 Malaysia 

Companies awarded as Top 200 

Small and Midsize Companies in 

Asia Pacific





Anugerah Majikan 
Prihatin (Swasta)

Recognition and appreciation for 

providing strong support in hiring 

Persons with Disabilities by 

Kementerian Pembangunan 

Wanita, Keluarga dan Masyarakat





Best In-Store 
Experience

Padini awarded by Sunway Malls 

as Best In-Store Experience and 

most supportive business partner





Newly opened outlets after FY2024, up to 
November 15, 2024

1. Vincci Imago KK Times Square

2. Vincci The Spring Bintulu

3. Vincci Aman Central

4. Vincci Sunway Velocity

5. Padini Concept Store The Spring Bintulu

6. Brands Outlet Batu Pahat Mall

7. Vincci Sunway Carnival Mall
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Questions raised by shareholders / proxies Board of Directors / Management’s response 

Mr Loo Yeo Ming (“Mr Loo”) enquired on the 
difference between ‘Group’ and ‘Company’ in the 
presentation of the financial performance. 

Ms Sung Fong Fui (“Ms Sung”) informed that 
‘Company’ refers to the results of Padini Holdings 
Berhad (‘the Company”) itself, whilst ‘Group’ refers 
to the Company and its subsidiaries. She informed 
that the slide presentation of the financial 
performance generally refers to the results of the 
Group. 

Mr Lew Tuck Wai (“Mr Lew TW”) noted that the 
Group had invested RM30 million in structured 
products (Note 10 of the Audited Financial 
Statements) and enquired on the nature of the said 
investment and their yield. 

Ms Sung informed that these were term deposits 
placed with OCBC Bank. It was moved from non-
current assets (FY2023) to current assets (FY2024) 
as the maturity date is March 2025. She added that 
the yield is about 3% to 4%. 

Mr Lew TW also enquired on the reason for the 
fluctuating inventory levels over the years and 
expected levels moving forward. 

Mr Benjamin Yong Tze Jet (“Mr Benjamin Yong”) 
informed that inventory levels were adjusted based 
on the market situation. However, the inventory 
levels have relatively stabilised since the end of the 
pandemic. He informed that inventories are 
expected to be maintained at the current levels 
moving forward. 

Mr Lew TW enquired on the management of the 
impact of the fluctuation in foreign exchange 
(“forex”) on the business operations. 

Ms Sung informed that forex fluctuations will have 
an impact on the Group’s exports, i.e. sales to 
franchisees. As for imports, the impact is minimised 
by pre-determined prices with the suppliers. 

Mr Lew TW enquired on the Group’s pricing 
strategy moving forward. 

Mr Benjamin Yong informed that in order to 
maintain competitiveness, the Group’s priority will 
be maintaining and increasing its market share 
rather than immediate profits by increasing the 
prices. Any price increase will be in tandem with 
improved product value. 

Mr Lew TW enquired on the Group’s plan on 
overseas expansion. 

Mr Benjamin Yong informed that the Management 
is open to overseas expansion, which is the next 
area for growth. Nevertheless, many factors need 
to be taken into consideration, such as logistics, 
costing, sourcing etc, before any decision is made 
to expand outside Malaysia. 
 
The Managing Director, Mr Yong Pang Chaun, 
added that the Group’s focus is to provide value 
products to its customers and he was of the view 
that there are still rooms for growth in the 
Malaysian market. He further added that the Group 
will consider moving beyond the Malaysia market 
once it is able to achieve an international standard. 
He informed that the Management is working very 
hard to achieve this target.  
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Questions raised by shareholders / proxies Board of Directors / Management’s response 

Mr Chua Song Yun (“Mr Chua”) noted that during 
the presentation of the financial performance, the 
drop in the Gross Profit (“GP”) margin was a result 
of inflationary pressure and clearing of old stocks. 
He enquired whether the drop in the profit margin 
resulting from the clearing of old stocks was due to 
the high cost of the stocks or due to discount given 
for the old stocks. He also enquired on the GP 
margin trend for next year. 

Ms Sung informed that this was due to the discount 
given.  

 
She added that the GP Margin depends on the 
sales mix and product cost. As such the expected 
GP Margin cannot be determined at the moment. 

Mr Chua noted that the number of employees had 
increased by 6% but there was a 25% increase in 
employee benefits. He enquired on the high 
increase in staff cost over the years. 

Ms Sung informed that the increase was due to the 
increase in the minimum wage (which came into 
effect in 2023) as well as higher commission and 
overtime resulting from the increase in sales. With 
the further revision of the minimum wage in 2025, 
the staff costs are expected to increase. 

Mr Leo Ann Puat (“Mr Leo”) noted the downward 
trend of the GP margin and enquired whether it will 
continue to go down and the Group’s strategy to 
maintain the GP margin. 

Mr Benjamin Yong informed that it would depend 
on the inventory control and product value. 
Improved products and lower mark down may 
maintain or improve the GP margin.  

Mr Leo enquired whether there was any intention to 
diversify into other business segment and also the 
plans to expand the overseas market. 

Mr Benjamin Yong informed that it is not the right 
time for diversification into other segments at the 
moment. The Management’s current priorities are 
on other issues such as improving logistics and 
implementation of the RFID tags. As informed 
earlier, the Management will consider overseas 
expansion at a later date. 

 
Mr Benjamin Yong commented that the Group does 
practice diversification of its fashion products by 
introducing functional products such as sportwear, 
dri-fit, etc, into its product range. 

Mr Loo enquired whether automation will result in a 
reduction in the number of staff  

Mr Andrew Yong Tze How (“Mr Andrew Yong”) 
informed that automation is mainly used in the 
warehouse and not throughout the operations. He 
informed that warehouse manpower requirement 
has reduced significantly with the use of 
automation. However, the use of automation will 
not have much impact to the number of outlet staff, 
due to the need for customer interaction. 

Mr Loo enquired on succession planning for the 
Board of Directors. 

Ms Sung informed that currently all the 
Independent Directors (“IDs) are serving for less 
than 9 years and there will be a change after they 
have served for 9 years. 

Mr Loo enquired on the treatment of old stocks 
which cannot be sold. 

Ms Sung informed that those inventories would be 
written off and the costs would be expensed off in 
the accounts. She informed that a continuous 
inventory monitoring process is carried out every 
quarter to determine the need for any write offs. 
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Questions raised by shareholders / proxies Board of Directors / Management’s response 

Mr Lam Yue Choong (“Mr Lam”) enquired on the 
Management’s strategy in balancing the GP margin 
and the increase in market share. 

Mr Benjamin Yong informed that the Management’s 
strategy is to offer high value products at an 
affordable price with the view of retaining existing 
customers and attracting new ones. A faster stock 
turnover and higher value products will have an 
impact on the GP margins. He informed that this is 
a dynamic process and is monitored and reviewed 
closely by the Management. 

Mr Lam enquired on the branding that is projected 
for the Group’s brand. 

Mr Benjamin Yong informed that the Group offers 
value for its customers; offering high quality 
products at an affordable price. 

Mr Lam enquired on the Group’s strategy in 
incorporating the use of generative AI. 

Mr Andrew Yong informed that the Group is still 
exploring the adoption of generative AI in its 
operations. He informed that AI is not used in the 
creative designs for the Group’s products as yet. 
The Management is constantly monitoring the 
advances in AI. 

Mr Lam enquired on the Group’s outlook for the 
next couple of years. 

Mr Benjamin Yong informed that the outlook will 
continue to be very challenging, with factors such 
as competition, increased online stores and 
inflationary issues to be considered. 

Mr Ng Fu Zin enquired on the evolution of the 
product and branding over the years and the 
Management’s strategy in enhancing the level of 
branding achieved. 

Mr Benjamin Yong informed that Padini’s strategy 
over the years has been to understand and adapt 
to the market trend and continue to consistently 
offer value products at an affordable price. 
 
He informed that the perception of branding has 
evolved over the years as customers no longer just 
focus on a brand but more on the product value. As 
such, continuous product development will be 
essential for continued success. 

Mr Chong Shen Wei (“Mr Chong”) enquired on the 
differentiating elements between Padini Concept 
Store (“PCS”) and Brands Outlet (“BO”). 

Mr Benjamin Yong informed that there is a pricing 
difference of about 20% to 30% between PCS and 
BO’s products. BO also serves a different segment 
offering more product variety at affordable prices. 

Mr Chong enquired on the Group’s preparation for 
the implementation of e-invoicing. 

Ms Sung informed that the Group had already 
commenced with e-invoicing. 

Mr Ng Kok Kiong (“Mr Ng”) enquired on the 
Group’s strategy in increasing the number of its 
environmentally friendly products and the target 
set. 

Mr Benjamin Yong informed that the Management 
did not set a specific target / increment for its 
environmentally friendly products. It will be 
dependent on the products that they can source 
and the market situation. He informed that many 
factors need to be considered in producing these 
products such as material costs and product 
pricing. The Management is exploring products 
such as recycled polyester and other recycled 
materials for its products.  
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Questions raised by shareholders / proxies Board of Directors / Management’s response 

Mr Ng noted the Group’s current efforts in reducing 
energy consumption and enquired on the Group’s 
strategy to further reduce the energy consumption. 
He also enquired on the data for water usage, 
which was not reported in the Company’s Annual 
Report. 

Mr Benjamin Yong informed that eventually it will 
be 100% as all new outlets / newly renovated 
outlets will be fitted with LED lights.  

Ms Sung informed that the Management do not 
have any data on water usage. She informed that 
the Group does not manufacture its own products, 
as such impact of the water usage on production is 
very minimal. 
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