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Parkson Retail Asia records net profit 
growth for 3Q FY2015 

 
For the quarter and nine months ended 31 March 2015 (“3QFY2015” and “9MFY2015” 

respectively): 

 Net profit of S$8.0 million for 3QFY2015 grew 5.5% year-on-year (“Y-o-Y”), on the 

back of higher Profit Before Tax (“PBT”) arising from Same-Store Sales Growth 

(“SSSG”) of 8.0% recorded by the Malaysia operations. 
 Malaysian sales were boosted by increased pre-GST (Goods & Services Tax) 

buying, even though consumer sentiment remained weak during 3QFY2015. 

 Overall, Gross Sales Proceeds (“GSP”) increased by 9.7% Y-o-Y due to sales 

contributions from 11 new stores and three renovated stores operating in FY2015, 

resulting in a 4.1% Y-o-Y growth in GSP for the 9MFY2015 period.  
 In line with the GSP increase, revenue increased 9.2% Y-o-Y, resulting in a 3.4% Y-

o-Y growth for 9MFY2015 period. 
 Generated net cash of S$12.5 million from operating activities for 3QFY2015, 

compared to net cash used in operating activities of S$23.8 million for the third 

quarter ended 31 March 2014 (“3QFY2014”). 

 
 

Three Months and Nine Months of Financial Year ended 31 March 
 

S$ million 
3Q 3Q Change 

(%) 

9M 9M Change 
(%) FY2015 FY2014 FY2015 FY2014 

GSP 295.9  269.7 9.7 866.2 831.8 4.1 

Revenue 116.6 106.7 9.2 344.1 332.9 3.4 

PBT 12.1 11.2 8.4 37.1 43.7 (15.2) 

Net Profit 8.0 7.6 5.5 25.1 31.4 (20.1) 

 
 
Singapore, 13 May 2015 – Parkson Retail Asia Limited (“Parkson” or the “Company”, 

and together with its subsidiaries, the “Group”), a leading and award-winning Asian 

department store operator listed on the Mainboard of the Singapore Exchange, announced 

today a net profit of S$8.0 million earned in 3QFY2015, representing a 5.5% Y-o-Y increase. 

This higher net profit was achieved on the back of higher PBT arising from SSSG of 8.0% 

recorded by the Malaysia operations, which was in turn driven by increased pre-GST buying. 
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GSP increased by 9.7% Y-o-Y due to sales contributions from 11 new stores and three 

renovated stores operating in FY2015, while revenue increased 9.2% Y-o-Y in line with the 

GSP increase. 

 

Commenting on the results, Parkson’s Group Chief Executive Officer Mr. Toh Peng Koon 

said: “Pre-GST consumer buying in Malaysia during the quarter ended 31 March 2015 

provided our operations there some respite and helped drive same store sales growth even 

though consumer sentiment remained weak during the period. We are pleased to see 

continued same store sales growth for our Indonesia operations and continued strong ramp-

up in sales for our Myanmar operations. And while our Vietnam operations recorded 

negative same store sales growth, we were encouraged by the positive growth registered by 

our stores in Ho Chi Minh City despite the increasingly competitive environment.” 

 

“We are also pleased by how our topline growth benefitted from our new and renovated 

stores operating in 2015, and we would look forward to further positive results from the 

different strategic measures we have implemented to improve the sales and profitability of 

these stores. Our financial position also remained healthy, with a working capital of S$68.2 

million and total equity of S$217.4 million, and we continued to generate healthy net cash 

from our operations in spite of the challenging market environments we faced.” 

 

Financial Review for 3QFY2015  

 

Recorded GSP increased 9.7% Y-o-Y to S$295.9 million for the quarter, attributable mainly 

to sales contribution from the 11 new stores and three renovated stores operating in the 

FY2015 period, as well as to positive SSSG for the Malaysia operations. Recorded revenue 

of S$116.6 million grew 9.2% Y-o-Y, which was in line with the increase in GSP. 

 

Malaysia operations recorded SSSG of 8.0%, boosted by increased pre-GST buying even 

though consumer sentiment remained weak, with the Consumer Sentiment Index (“CSI”) for 

the period remaining below the 100-point confidence threshold at 72.6 points. Indonesia 

operations recorded SSSG of 6.9%, with consumer sentiment remaining strong and the 

country’s consumer confidence index remaining above the 100-point confidence threshold at 

119.1 points. Myanmar operations achieved SSSG of 12.7%, with the store in FMI Centre, 

Yangon recording strong ramp-up in sales after its first year of operations. Recovery in 

Vietnam’s SSSG remained patchy with positive SSSG recorded by the southern stores (in 

Ho Chi Minh City) off-set by the negative SSSG recorded by the northern stores (in Hanoi 

and Hai Phong). 

Recorded 3QFY2015 PBT increased 8.4% Y-o-Y to S$12.1 million due to the positive 

leverage impact from the SSSG recorded by the Malaysia operations. 

 

Financial Review for 9MFY2015  

 

For the 9MFY2015 period, recorded GSP increased 4.1% Y-o-Y to S$866.2 million, driven 

by sales contribution from the 11 new stores and three renovated stores operating in the 

FY2015 period. In line with the GSP increase, recorded revenue grew 3.4% Y-o-Y. On a 

same store basis, GSP and revenue declined 1.2% and 1.1% Y-o-Y due primarily to 

negative SSSG recorded by the Malaysia and Vietnam operations and local currency 
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weakness of the Indonesia Rupiah. GSP and revenue remained comparable with the same 

period in FY2014 on a same store and same currency basis. 

 

Recorded PBT for the 9MFY2015 period declined 15.2% Y-o-Y to S$37.1 million, resulting 

from the deleveraging impact from the negative SSSG of the Malaysia and Vietnam 

operations, the initial loss-making periods of new stores undergoing gestation, and the 

closure costs of S$2.6 million for a store in Hanoi, Vietnam partially offset by the gain on 

disposal of an associate. 

 

Healthy balance sheet and cash flow 

 

The Group’s financial position remains healthy as at 31 March 2015, with a working capital 

of S$68.2 million and total equity of S$217.4 million as at 31 March 2015. Despite facing 

challenging environments in 9MFY2015, the Group generated healthy net cash from 

operations of S$70.2 million during the period and maintained a strong cash balance of 

$171.5 million as at 31 March 2015. 

 

Outlook 

 

Commenting on the Group’s outlook for the rest of FY2015, Mr. Toh Peng Koon said:  

“While our Malaysia operations will encounter some decline in consumer buying following 

the implementation of the GST on 1 April 2015, this decline will be buffered by the start of 

the pre-Hari Raya festive buying towards the end of June. And while our Vietnam operations 

are likely to continue facing a tough retail environment, our Indonesia and Myanmar 

operations for the next quarter are expected to continue delivering encouraging results, 

backed by the robust domestic demand and middle class population growth in these 

countries.” 

 

 

-END- 

 

 

About Parkson Retail Asia Limited 

Parkson Retail Asia Limited (“Parkson” or the “Company”) is a Southeast Asia-based department store operator 

with an extensive network of 66 stores (including one supermarket) as at 31 March 2015, spanning 

approximately 685,000 sqm of retail space across cities in Malaysia, Vietnam, Indonesia, and Myanmar. 

Collaborating with numerous international brands such as Polo Ralph Lauren Children, Burberry Kids, Etro, 

Lacoste, Timberland, La Mer, Chanel, Christian Dior and Swarovski, Parkson offers consumers in the middle and 

upper-middle income segment a wide range of merchandise.  

Established in 1987, Parkson operates an efficient and competitive business model through a blend of 

concessionaire sales model, anchor tenant, customised product mix and state-of-the-art management tools.  

 


