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Financial Performance

▪ The overall financial performance of the Group, in particular MLM 

and Retail segments, was affected by: 

❑ slower growth in discretionary lifestyle products

❑ challenging consumer environment 

▪ Reflecting strength, the Wholesale segment demonstrated its 

resilience

▪ Recent financial results have been challenging, but they do not 

reflect the Group's underlying long-term potential and remain 

resilient throughout different phases of the economic cycle
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Consistent Dividend Payment
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Segmental Specific Review  

3 major operating segments, namely Wholesale, MLM and Retail

Other businesses, manufacturing, credit & leasing, investment and property holding
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Wholesale

▪ Wholesale segment was the Group’s best performing business segment which recorded 

revenue of RM65.5 mil and PBT of RM4.4 mil

▪ Wholesale segment strategically delivered strong results in FY2026 was supported by 

the following initiatives:
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▪ MLM segment recorded a weaker financial performance, and recorded revenue of RM40.5 

mil and PBT of RM2.7 mil

▪ MLM segment’s turnaround efforts has been affected by: 

❑ cautious consumer spending on discretionary products; and 

❑ structural challenges due to rapid expansion and growing dominance of e-commerce 

platforms

▪ Various measures to address the challenging operating environment,  particularly 

“People” and “Products” to strengthen its business fundamentals and support 

sustainable growth

MLM

▪ Apart from People and Product, operationally, the MLM segment also implemented 

various initiatives to enhance efficiency and strengthen cost control
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▪ Retail segment recorded revenue of RM32.3 mil and posted a loss of RM1.3 mil

▪ Retail segment was persistently affected by subdued retail environment, consumers 

prioritising essential purchases over discretionary products, lower sales of higher-margins 

products and increasing value-conscious seeking behaviours 

▪ Retail segment implemented various strategies across both physical stores and e-commerce 

channels as follows:

Retail
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Sustainability

Creating Lasting Value for Stakeholders

To create lasting value for a broad range of stakeholders (shareholders and investors, employees, customers, 

distributors, supply chain partners and business associates, and the communities) and the natural 

environment.

Integrating Sustainability Across Our Operations

To integrate sustainability considerations across our value chain and business operations to create the greatest 

value and pride for our customers, business partners, employees and shareholders.

Regulatory Requirements, ESG Standards & Best Practices

Our operational processes and management practices are guided by applicable regulatory requirements, 

recognised environmental, social and governance (“ESG”) standards, and relevant international best practices.

Sustainability in Risk Management

We incorporate sustainability considerations into our risk management process to more effectively identify, 

assess and manage sustainability-related risks and opportunities across the Group.
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Looking Ahead

▪ BESHOM has built the business foundation over 5 decades 
and is well positioned with established assets, capabilities and 

experience across the Group that give us a unique competitive 

advantage

▪ We will continue to execute productivity initiatives and 

investments in technology to digitise operations to 

❑ ensure our product offering resonate with the customers and 

markets we serve

❑ deliver consistent quality and product availability; 

❑ continue to improve customer experience across our           

stores and online channels; and

❑ manage our cost base effectively



THANK YOU
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