Generic Diamond Promotion

GJEPC’s association with DPA



The Beginning - 2016

* DPA initiated ‘Real is Rare’ program during the JCK Las Vegas show in
June 2016. This Marketing Campaign aims to transform the diamond
experience by building an emotional connect between diamond
products and consumer and targeting towards occasions for
generating demand for diamond jewellery.

* The objective being to revive the sales of Diamond Jewellery in major
consuming markets, USA to begin with

* A MoU was signed between GJEPC & DPA during the Las Vegas Show
2016 to undertake Generic Diamond Promotion in the US

* GJEPC contribution in 2016 was to the tune of USD200,000



Terms of GJEPC-DPA MOU signed in 2017

* Scope : “promotion of diamonds and of the diamond industry in international
markets”

* Duration : “3 (three) years, which may be renewed every year based on DPA’s
performance and fulfilments of its obligations”

e Contribution : USD 2 million each year for 2017,2018,2019



2017 Contributions and Investments

* 2017 member contributions were $56.7M. Including GJEPC contribution,
total DPA budget was S58.6M

* S47M investment was split as follows :

e US & Central Functions and Projects S44 (of which US Media buying $34M)

* India $2.5M (strategy and creative development, December
media, 2018 planning)

* China S0.5M (strategy development, 2018 planning)





https://www.dropbox.com/s/r2z78rhklrua9ki/Real%20is%20Rare%202017%20Year%20in%20Review%20FINAL.mov?dl=0

US Paid Media Delivery : 1.1B Impressions A21-34
(8OOM in Q4)

— HHMH““HH'MH

TV & Video* : $16.3MM
. Impressions: 297MM
(screen agnostic) 44% P 48%
. . . 12.7MM
Digital** 84% Impressions: 619MM > o
37%
Pri : $3.9MM
rint 79% Impressions: 41MM 11%
OOH/Ci : $1.4MM
inema 37% Impressions: 1l6MM 65MM 4%
98 reach
Total Media***  21x Frequency Impressions: 1.1 Billion $34.3MM
\ J
|
Full Q4 deliveries can be found
on following slide
Target: A 21-34 / Heavy female skew.
*TV includes: Full episode players such as Hulu, OTT like Roku. Broadcast; Cable; TV viewing apps such as ABC.com, Freeform. Screen agnostic.
**Digital includes: Search, social boosting, programmatic, mobile, Glassview, digital display and video buys where films are played on sites like YouTube
*** Total media: $34.3MM is the gross media spend including all fees; $57MMiigituriently reserved for Q1 2018 opportunities 6

This will vary slightly from older chart versions as the flowchart is starting to be actualized



Having an impact already?

Jewelry Sales Change
% Change v°l 6

M Jewelry +5.1%
+0.9% +1.5% +20%
Ql Q2 Q3 Q4
Jewelry Sales Change by Subsector
+3.8% % Change v'l 6
*2.2% +1.7%
-1.5%

Independents Costume Mid Tier High Tier
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ANCHENﬁ"BEAUTWﬂ
BOLD FUTURE
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Major Advocacy Initiatives  Jsiisiamee saeom

Five major Q4 paid initiatives surrounded consumers and trade with positive, fact-based
diamond education and showcased positive industry news & narratives.

* New York Times: Diamond mining in Canada’s Northwest Territories as told through tr
lens of women working in the industry. Deliveries: 38.6MM+ impressions across
content and promotion, on NYT.com, social platforms and select digital content
distribution partners.

* National Geographic: “A Diamond’s Life” program took consumers on a visual journey
through the geological life of diamonds across Linear, Digital and Social channels.
Deliveries: 50.7MM+ impressions.

* Rapaport: Trade-focused editorial supplement exploring the beauty of natural
diamonds, the myths/realities of today’s diamond industry, and the societal
contributions of the industry. The industry’s “reset.” Supplement was poly-bagged with
the December issue and is posted on the Rapaport site. Also distributed through
personal mailings, the DPA newsletter & social accounts, AGS, and IDMA. Hard copies

were sent to brands, associations, and industry events.

* Captivate: Displaying intriguing diamond facts (e.g., “The diamond industry supports
the livelihood of more than 10 million people globally) to a totally captive millennial
audience via elevator & lobby screens. 51.7MM+ impressions. Two month flight in NYC,
Chicago, SF.

* Cinema: Faces + Facets video franchise created to tell the “why” behind why diamonds
are a unique, rare, precious, story via a real, independent jeweler during holiday period. §
4MM+ impressions. B
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https://paidpost.nytimes.com/real-is-a-diamond/diamond-mining-comes-of-age.html
https://www.dropbox.com/s/mtz3wfflybarhi9/NGC_DiamondCut1_FINAL.mp4?dl=0
https://drive.google.com/file/d/1vn9_xUq6qJfud1CraQXYO9BY2jY9uUcJ/view
https://youtu.be/LvrOmZaK0-Y

Messages about real vs synthetic diamonds gain traction

Coverage of our core synthetics message is breaking through in top influential outlets. Two key learnings:

* Shorter letters to the editor are better and are more likely be printed

* Reputable news outlets with high journalistic standards are more likely to publish

T FINANCIAL
TIMES
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Jean-Mare Licherherr

Chief Executive, Digmond Producers Association, Antwerp, Belgium

Ehe New ork Eimes

Re “Atelier Swarovski Turns to Man-Made Gems” (A Cut Above, Jewelry, Nov. 22):

Diamonds have fascinated generations with their natural origin, beauty,
durability and value: finite, billion-year old gemstones. More than just
chemicals, diamonds involve preciousness, authenticity and heritage. Just
as one cannot compare an original painting to a reproduction, one cannot
compare a diamond to a manufactured replica.

The International Organization for Standardization (1SO) has specified
that “diamond” should always imply “natural diamond” and that synthetics
cannot be called “diamonds™ nor “gemstones.” The diamond industry is
subject to strict environmental scrutiny and governmental regulations,
whereas synthetics are manufactured in factories using large amounts

of fossil-fuel generated power.

Also, the diamond industry prioritizes transparency, with many mining
companies including De Beers, Alrosa, Rio Tinto, and Dominion Diamonds
featuring responsible provenance as a core trait. Synthetic manufacturers
provide scant information about product origins or supply chain.

Times and technology certainly change, but the inherent allure of a

diamond does not.

Jean-Marc Lieberherr, Antwerp, Belgium
The author is the C.E.O. of the Diamond Producers Association.

The Washington Post

August 4 2017, Letters to the Editor, Opinion

In an increasingly
artificial world,
stick with the
original diamonds

The July 23 Business article “Same luster — from a lab” failed to note the
significant difference between diamonds and synthetics. Synthetics are
mass-produced in factories, made in a matter of weeks and primarily used
for industrial purposes. None of these qualities is commonly associated
with the rarity, beauty and luxury that embody a diamond. As the article
acknowledged, many have raised concerns about the long-term value of
synthetics because, as a manufactured product, their potential supply is
unlimited. Furthermore, synthetics are not eco-friendly, as they require
enormous amounts of energy to produce, often in regions where clean
energy is rare.

Diamonds are of the earth, made billions of years ago, as old as the stars.
They are an authentic, scarce product in an increasingly artificial world.
Just as you cannot compare an original painting to a reproduction, you
cannot compare a diamond to a synthetic. In fact, according to the Federal
Trade Commission, “it is unfair or deceptive” to use the word “gemstone™
to describe a laboratory-grown stone.

Jean-Marc Lieberherr, Antwerp, Belgium
The writer is chief executive of the Diamond Producers Association.
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Forbes

The Diamond Marketer Leading The
Fight Against Lab-Grown Stones

Lieberberr has witnessed many of these changes finsthand. In the time since he
eatered the industry as a marketer for Rio Tinto, the Kimberley Process had alrendy
been in place for five yeams, De Beers had already divested its monopaly, pivoting to »

new business model that lnvolved prosmoting its own retail brands, Forevermsark and

Do Boers Jewellors, This left s void (s th wrdahip of diamond categaory

p to fill. But before that,

marketing, ooe that the DPA woukd ubtimately oo
Lieberbery had to figure out how to bring diamond marketing to Rio Tinto, He had
worked at LVMH and Unilever, and from a branding perspective, the name of o

mining company didn’t come with the same cachet

“People thought | was craxy for Jeaving & successful career In marketing and sabes,

with very blue chip companies that people want to work with, to go to s mining

company as n marketer,” he remembers. But Licherherr was looking foe a change. He
moved to Antwerp, Belgium, and got to know the mining business by visiting major
diamond produding tecritories in Africa, Australia and Canada. In 2000, be initisted

the International Dismoex! Board, a marketiog organization that would ultimately

bocome the peototype for the DPA, Unlike the producas be'd promoted earlier in bis
career, diamonds developed into a passéon, *1've gooe froms making a living from the
dinmand industry to making it nsy life. That's really the journey ['ve boen an for the

past 12 years.”



2018 Investment grew from $47.0M to S71.5M

e 2018 contributions from members increased from $56.7M to S60M —
Including GJEPC contribution and 2017 roll-over, available budget will be
S73.6M

e S71.5M was allocated as follows :

» Center/Strategic projects/Europe S4.3M
* US Marketing S48.0M (of which $S38M of media)
* China Marketing $10.0M (of which $6.5M of media)

* India $9.2M (of which $7.4M of media)



USA Update-2018

2018 Spend 2017 Ma
% Spend % Spend y

$15.0MM

TV* 13% 48% Total Est. Impressions: 350MM
Print $41'12”<:£M 11% ‘ Total Est. Impressions: 21MM

gril-rlng SZ'SO(Q/IM 4% Total Est. Impressions: 123MM

I\II:::IaiL sy 100% Total Est. Impressions: 1.2 Billion (+12%)

100%

* % %



China Update-2018

e OTV & Cinema Pre-roll

e 30-sec video was on-air on 4 online TV platforms (Youku, iQiy, Mango and Tencent) from
20 July to 17 August. Targeting tactics were Shanghai & Beijing, 20-35-year-old with
interest label of fashion, travel, beauty, entertainment and jewellery, 50% male & 50%
female; retargeting whose exposed to jewellery brands’ ads.

* 108.9M+ impression contributes 2.9M clicks, result in 2.7% CTR. Over achievement of
5.9M+ impression and

30sec video was also launched in over 80 cinemas, 574 halls in Beijing & Shanghai from
20 July to 15 Aug.
* Social Media
* DPA official wechat & weibo account pushed 60 posts since the launch on July 6.

* As of 30 September, there were 15,653 total followers on both platforms, generate 20K+
impression and 788 engagements.

* Chinese hashtag for #RIR RIAD# on weibo reached 13.6M+ readership and
5,219 discussion



* China PR
* DPA China released 5 press releases till end of September with 103 clippings

in total.
» Total PR value reached RMB 4.9 million+ and impressions achieved 2.9

billion+

Content Total Clippings Total PR Value

(RMB)

Campaign launch 1,531K 466,980,792
Chinese V-Day & Reality Show 23 1,105K 654,329,362

DPA statement regarding FTCnew 19 950K 337,869,812

diamond guideline

4 diamond facts 9 450K 316,702,341

HK Jewelry Show 19 910K 156,268,580



India Update- 2018

Q1 Paid media Impressions & Reach

L7.5 NMn
13.5 Mn, 39@3+
1.21 Min
0.57 Mn
17.8 Mn
YT/FB

F
* |
owned media

54.7 Mn

12.6 Mn, 36@3+

0.67 Mn

TV on Mobile
0.4 Mn

37.88 Mn

8.1 Mn

17WH

Total Spends

$1.9 Mn
$0.07 Mn

$0.08 Mn



Q1 Public Relations

Consumer PR Objective: - Corporate PR Objective:

Increase conversations around diamonds and create buzz around the launchof | Position Diamond Producers Association as a repository of information for the

the TVC . diamond sector in India

Outcome ~ Outcome

* Dialed up diamonds around diamonds by leveraging current topics such as « Llarge format stories across leading trade magazines such as The Art of
recent engagements, relationship stories etc in the consumer publications. Jewellery, Retail Jeweler, Floroscent sharing DPA's plans for India.

Amplify the Real is Rare TVC's in A&M portals such as AdAge, Adgully, and a  Tapped India’s leading business magazine- Business Today to dial up positive
positive review in the print edition of The Financial Express- Brand Wagon : messaging on the diamond sector in India
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Q3 PAID MEDIA DELIVERIES

TV Impressions 13,085,000 98%
Digital Impressions 70,822,408 101%

Grand Total Impressions 83,907,893 101%

Paid Media: Invested $0.82 Mn in Q3 paid media to drive brand visibility on TV & Digital platforms. TV is the
highest reach medium to drive visibility targeting couples. Ensured relevant presence in high frequency corridors
like high definition channels & entertainment. The two TVCs were showcased in regional languages to account
for the diverse Indian population

Digital: The key objective for DPA on social media in the last quarter was to create resonance with diamonds
through educative and engaging content. Our approach was three fold — 1. build diamond education in short
snackable formats and 2. Tap into real time moments, tactical opportunities and current events to engage with
our audience real time

PR: The PR objective in the last quarter was to create positive narrative on diamonds amongst key target
audience through the use of both national and regional media. We focused on building a strong brand
storytelling, fascination around diamonds and leveraged festivals and trends

TVC Link:
https://www.youtube.com/watch?v= bCYeZ3EKSU



https://www.youtube.com/watch?v=_bCYeZ3EKSU

2019 US Marketing Review
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April — September Focused on Self-Purchase — For Me, From Me

* $7.5M media investment across Digital (50%), TV,
Print, Out of Home

 Social media investment (influencers, designers
etc)

* Training - 4600 sales associates trained
* Store activation - 800 participating stores
* Chains — Working with 6 chains, 700+ stores

Early days but self-purchase has become top of
mind for US retailers who continue to request
training and download campaign material




Impactful OOH Placements for Diamond Journey

.' ~Painted Mural - Portland




Impactful print formats and associations

gt JJIJRubem
I
THA N I‘F

THREE

BEFORE BILLION

THERE WAS

YEARS
. * life in the
e THERE WERE -

MAKING
DIAMONDS

> %

CHIP&:
JOANNA

“We. re Better

NYTimes Cover wrap (11/30/19)

THREI

BILLION YEARS
inthe

MAKING

I'HREE

BILLION YEARS
in the
MANING

-\(,I-I I-\\ \\()\I)PRS

REAL 1S RARE
.'wh re uh REAL IS A DIAMOND
Sy i e i




Integrated 360° campaign with strong digital/social media component
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Beyond Diamond Journey - Naturality education

* Development of powerful new digital and social content in still A ’
THR¥BILLION¥EARS DIAMOND

and video

* Diamond Truths Video campaign reached 6.5MM completed
views in just 4 weeks in September, extending campaign into

Q4

* Captivate and retargeting are efficient channels, with
campaigns in 14 markets

TRUTHS

e

.......

Elevator Messaging Re-targeting Example

CONFIDENTIAL 22



Strategic Indicators - US

months

Jan 18 Aug 18 Jan 19 Aug 19
RIR Aided Awareness na 18% 26% 26%
Diamond Desirability (*) 72% 69% 73% 74%
Purchase Intent next 12 58% 56% 54% 56%

Survey conducted every 6 months by 360 Research with 2500 millennials

(*) Women top boxes




2019 India Marketing Review
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1) Launch #NewMomGift — April 2019

CELBRATE THE MIRACLE OF LIFE
WITH A MIRACLE OF NATURE.
#NewMamGIft

REAL 15 RARE
REAL IS & DIAMOND




A fully integrated 360° programme

5 BEST GIFTS TO GIVE NEW MOMS

REAL IS5 RARE
REAL IS A DIAMONS

Hubbdir's Amazing Urkeorse
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New Mom’s Gift Programme

» Strong media support with $4.0M+ invested in TV, digital,
and social amplification

e High impact launch (IPL, Game of Thrones etc)
* 470+ Mn Impressions delivered (45:55 TV:Digital)

* Use of regional celebrity couples who have just become
parents

* Direct marketing to moms, social media targeting

» Strong retailer buy-in with 750 stores on board within 7
months, including 5 national chains, 6 regional chains, 22
independents

Good participation, product moving, will need to continue
to activate
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2) Engage consumers around festive seasons, culture, lifestyle

DPA Introduces ‘Pyaar Actually’ - a Web
Series to Celebrate Relationships with
Diamonds
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Femina

Drive natural diamond narrative through media ._.,.
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Drive natural diamond narrative through the trade

THE AT OF JUWTLLIRY Ishu Datwani,

(B O Founcer
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2019 China Marketing Review
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Follows the successful introduction of the campaign in
2018

DPA

‘Live in Love Campaign’



1) Diamonds as a symbol of true, “precious love”, supported by celebrities

Multi-Celebrities Video UGC Engagement
’ v‘v..x L )
_qu What do you do to embrace ' ""{
S And celebrate precious love? roa s I
Live: 6 May 6 May — 19 Aug
Media Buy
Digital Ads: KOLs: £ ’ s i
- - Programmatic buy - Wechat 9 W e i
B — - Wechat moment ads - Weibo f;&n'a&ﬁ:i e | '
© © . [T s o R T
L8 - Weibo feed ads - - wnen v e rancene [N 2
T v @ Tl By L) .
§ ;'; - Weibo hot search topic Ban Q ) e | o
- Netease music app M‘A _ e e -
- % enrT o - “ ,-;.. e
BJ ZSM Installation
Offline Activities :
* Media Discussion Panel
@ * Installations at targeted traffic location to drive coverage.
S
20 May - 30 Jun 10 Jun - 21 Jul



“Precious Love” Social & Retail Integration

e ~1,000 doors activated

* 15 celebrities involved

e 40,000 UGC Love+Diamond stories
generated R

* 365M digital impressions Lo T
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2) Natural diamonds differentiation

Soft-launch Diamond Journey (Oct)

THREE
BILLION YEARS
in the

e Start with 60secs — Excellent consumer te s
e Focus on 72 cinemas in BJ & SHG
* 5M highly targeted & impactful impression

Natural diamond narrative celebrity endorsement

* Influential press 300m impressions at end November
a &, sinns Bt BEENUE, RORAEH

GETOFGVING R
BACK O SOCETY > oy o
- o

® SOCIQ DIAMONDS as INVESTMENT % oo v




3) Engage and educate the Chinese trade on natural

diamonds

 Editable contents shared and amplified by 14 top retailers on WeChat/Weibo
* Chinese ASSURE Directory launched
* Training program expanded to 3,038 users (815 in 2018)
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Strategic Indicators - China

RIR Aided Awareness na 29%

* Early in RIR investment, limited to Shanghai
& Beijing in 2018-2019

Diamond Desirability (1) 80% 84% e Desirability highest ahead of travel (47%)

* Purchase intent slightly higher for 18-29yo

Purchase Intent (3) 55% 56% than for overall population (55%)

Kantar study conducted with 4,500 respondents
(1) Top boxes
(2) Intend to purchase/receive over next 24 months — 18-29yo

Confidential | 39
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E! Partnership: Golden Globes & Oscars
Delivered 81.4M Digital Impressions (+27% vs. planned) with Over 115,000 visits to RIAD site

Television: &! Live From the Refj Carpet was the #2 most vi(.awed program of the Digital Gallery Sponsorships
day, per Nielsen (behind only the Oscars telecast itself)

Picture-in-Picture in Live from El and After Party

https://nbcuadsales.app.box.com/s/hblavuws9x0t3ybmfv7y75qeub42261s Garner'Ed 11M Completed Video views via targeted pre-roII

Guest Integrations: Grant Mobley & Social Influencers
Stephanie Gottlieb

et L1

anliv Q@

o

Daily Pop = On Air Integraotion

https://nbcuadsales.app.box.com/s/9svlo78fknmbfvyl2r5Shleuftzmx20ng

Received complimentary tag from
The guest integrations garnered 1M Kristin Cavallari on Oscar night to her
views from Facebook alone SR RSN s 4M followers on |G, which boosted

! ~ https://www.instagram.com/p/B https://nbcuadsales.app.box.com/s impressions/engagements
https://m.facebook.com/watch/?v=585727072212493& rdr 6 7 GLADW/#advertiser Jytnlria7 1hizlxrsgdtikuadifmaoaus P / gag

Daily Pop - On Air Integrotion



https://www.instagram.com/p/B6_7_GLADtW/#advertiser
https://m.facebook.com/watch/?v=585727072212493&_rdr
https://nbcuadsales.app.box.com/s/fadx290tct2r7pazcxfxqtsvhwm9en0q
https://nbcuadsales.app.box.com/s/ytnlri471h1z1xr5g4tlkuadifmaoau5
https://nbcuadsales.app.box.com/s/hblavuws9x0t3ybmfv7y75qeub42261s
https://nbcuadsales.app.box.com/s/9sv1o78fknmbfvyl2r5h1euftzmx20nq

People Partnership: Golden Globes, SAG Awards & Oscars

Delivered 84.4M Digital Impressions (+141% vs. planned) with Over 40,000 visits to RIAD site

Print: Aligned with natural diamond editorial in People Magazine, the #1 reaching
weekly Print publication

WHAT HAS MADE

A NATURAL DIAMOND

2

ST

b

N | = WHICH RED CARPET ITEM
4 TOOK 3 HLLION YEARS TO
] = . MAKE ITS DEBUT?

A NATURAL DIAMOND

EU‘.DEI"

— GLOBES| .
S ung) i
Bling It On! ST
‘ @ wy
5 o 4

Digital Gallery Sponsorships & Homepage
takeovers

— SUBSCRIBE
different Piaget rings on the carpet,
teamed with two different Piaget

diamond earrings.

PropiE.com | s

The Most Jaw-Dropping Jewelry at the
2020 Oscars

Sior ware dripping in milkons of cellars wosh of diaonds - ond ribics end emorclds

‘oh, rml Hone's ol the bling
you need 1o see up cose

as

Pre-roll drove 985K video completes

arr—

Guest Integrations: Grant Mobley

Almost 25K visitors to People’s landing pages with avg of 90 seconds watching videos (+20% vs. benchmark)

PEOPLE.COM ) STYLE

Flashback to Some of the Most
lconic Jewelry Looks in SAG
Awards History
Jewelry and diamond expert Grant Mobley tal

akes  look at some iconic jewely pisces from
past SAG Awards

8y People Staff

f
®

L
Tweot

More

| _SHINE-ONSTYLE

| WHATISA'CARAT?

https://people.com/style/sag-awards-
2020-iconic-jewelry-looks-from-past/

The 2020 SAG Awards Bling We
Can't Stop Talking About

Jewelry and diamond expert Grant Mobley breaks down some of the standout bling from the
2020 SAG Awards

By People Staff

https://people.com/style/the-2020-sag-

awards-bling-we-cant-stop-talking-about/

Social

JOEYKING "2

Z
Asif her nominated [~
performancein The Act
wasn't jaw-dropping enough,

King just had to blow us away

once againin an optical

lusion gown by s van

Herpen ‘I putiton,and| 7
was like, ‘Yep, this is the =
look,™ King told E! about

WHAT'S 3 B/LLION
YEARS OLD AND RARER
THAN AN AWARD WIN?

WHICH RED CARPET ITEM
TOOK 3 BILLION YEARS
TG MAKE ITS DERUT?

DISCOVER THE DIAMOND
JOURNEY FROM CREATION
TO RED CARPET

« THEMOSy N

BILLIE EILISH

Snapchat takeover drove 108K video completions, 30% video completion rate
(+144% vs. benchmark) and 19K visits to site


https://people.com/style/sag-awards-2020-iconic-jewelry-looks-from-past/
https://people.com/style/the-2020-sag-awards-bling-we-cant-stop-talking-about/
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Organic Social media: Real is Rare

Key Takeaways/MNotes

Time period January 1% - January 315t

Both WeChat and Weibo followers remained steady when compared to
the average of previous three months.

Since January, WeChat post guantity was reduced from 6 to 4 and
Weibo from 12 to 8. For WeChat, we could only push 4 times per week
and the second post was rarely opened by followers, so it was decided
to only release top posts to get better cost efficiency. This was also
testified by the posts impression of WeChat. Although we reduced the
total number of posts on WeChat, the impression was slightly higher
than the average of last three months. For Weibo, the reduction of
impression was mainly caused by CNY and Coronavirus epidemic as
people paid more attention on related news.

WeChat average engagement rate has increased 27% as all four top
posts gained more engagements compared to previous months. Two
posts leveraged the popular social topic, one was about diamond
history and the other one was a CNY poster.

ﬁ : Delta = Avg monthly change of past 3 months vs current month (green = positive, red = negative,
, <90 red

>110green, 90- 110

Metrics China
Wechat A Weibo A
Total followers
Number of owned posts 4 63 8 67
Owned posts impression 1,539 4,834 31
Number of curated posts N/A N/A N/A N/A
Curated posts impression N/A N/A N/A N/A
Av. Organic -
engagement rate 5.56% 13 0.19%
Average sponsored posts
engagement rate N/A N/A N/A N/A
Cost per reach, SUS N/A N/A N/A N/A
Total follower base 65,788
Change of total follower vs
last month (+/- %) 0.81% 0.42%

Recommended Actions [/ Next Steps

Leverage more hot topic content and hashtags to attract audience’s
interest and drive traffic to the posts and account.

= stable/no significant change)



https://people.com/style/sag-awards-2020-iconic-jewelry-looks-from-past/
https://people.com/style/the-2020-sag-awards-bling-we-cant-stop-talking-about/

Visual Examples — Jan 2020

HE—HOFBINT ALFER: AL
B X 2A{aR3E?

90/5RI30%, MRARIRAAIHAR—1F

OFFICIAL WECHAT POST

Summary: Leverage social hot topic of
the young generation who born in the
beginning of the 1990s will soon turn 30
in 2020, the article summarized their life
goal has now shifted to focus more on
improving themselves and more open
towards love.

Impression: 402
Total Engagement: 27

HE—HO0/FtHEANT AKPEHR:

MBI AE B 2UaR3E?

Honitbsh

v
N
%
N el
DS
i 2B
D
Y
% 4

2020%F, F—#HNBEHEIEAI0S
SESLTEFEMIHA T AERFR
G
RERR
BLBERNRB AR EER DM
HELE “"SERALE

#2020 FE E—H#L90/5305 #

2121975 2917

- BiR: RS -

R, BMEMLE, MIERH30% A9 —

HYnLEs V ¥
187H 10:30 3kE8 & weibo.com

IXBURFR BN A ORAS, HEUIE], BE86.545eH, SHRERETI%
BRI M7 FEIEA RIS RoHELk, EMEFER, 52
2002 BT E R AR NRhalleberyHGEREZENBIE L, XABR
BTZT. # Ay, B i @ WNIHEE, BRESRAEA#30

(BEJ/R: Oscar) KHES A

ks V e
1828H 10:30 38 & weibo.com

7 (BIOEE) &, (EEREELERREE R M TERS SEXRE
T MAASSAT, hETIBRTIRET R, HN20095ErAE
ERRIEIRE, it TERJosia, WRAKI SHERRRM AT WATEIHE,
hM%ﬁ%ﬁﬂiﬂ'Ji/\R i, #E20,

B . BT v

OFFICIAL WEIBO POST

Summary: The best actress at the
Oscar Awards halleberry wore the
Pumpkin Diamond, which has
disappeared since the auction in
1997.

Impression: 946
Total Engagement: 2

OFFICIAL WEIBO POST

Summary: About Diamonds Do Good.
Exploring interests at work is a key
indicator of job satisfaction and a
training program launched in South
Africa in 2009 turned Josia from a mine
manager into a professional bricklayer.

Impression: 788
Total Engagement: 0O



Digital Media - Social Hashtag Usage

Time period January 1% - January 31%
Metrics China
Weibo A
Posts 8 67
#IZ 0010 EAOLkEaH .
#Real is Rare, Real is a Diamond# Impression 94,229,000 -
Mentions 88,000

Posts 7

#3012 F R A E s :

#30 Billion Years of Natural Miracle# Impression 49,584,000 -
Mentions 13,000 191

& : Delta = Avg monthly change of past 3 months vs current month (green = positive, red = negative, = stable/no significant change

>110 green, 90- 110 , <90 red

Key Takeaways/Notes

Weibo post quantity was reduced from 12 to 8 in
2020 as mentioned in previous slide.

The hashtag of #RIR RIAD# and #30 Billion Years of
Natural Miracle# showed steady increase in terms of
impression and mentions as we used the hashtag
when released the weekly posts.

Recommended Actions / Next Steps

Continue to leverage more hot topic content with the
use of hashtag, which will generate more impression
and mentions.
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COLLABORATION WITH VOGUE MARCH 2020 ISSUE TO SHOWCASE THE JOURNEY OF A NATURAL DIAMOND
From Rough, to half-cut, to polished till it finally gets set in jewellery, we showed consumers the incredible journey a
natural diamond takes till it reaches the hands of the ultimate buyer.
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DIGITAL OVERVIEW

The two major focus activities for this quarter were Lakme Fashion Week & Valentine’s Day. To build on the symbolism
of love, we did a series of posts on the best jewellery to gift your loved one this Valentine’s Day, led by the customized
Mangalsutra designed by Sonam Kapoor . Leveraged tactical opportunities like award shows, red carpets and Women's
Day.

Some of the best performing posts revolved around the story of diamonds over centuries, and also unique designs

which helped drive desirability. We continued to build on the New Mom Gift campaign, which gave the brand a lot of
positivity

. 3”
REAL IS RARE

# REAL IS A CIAMOND

®eQY W ®eQY W ®QY

29,566 likes 3,80,002 views 3,44,248 views 3,38,556 views

pe
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CONTINUED TO BUILD A PRO-NATURAL NARRATIVE IN PR (CONSUMER + TRADE)

CNBC TV18 - 'Commodity Champions: Time to sell gold?' — A Q&A with Richa on the diamond sector

Fashion with a conscience
Coulgvnatunl dlamonds be th. my__w go?

TRENDING NOW: SLOW FASHION

000 2 O GO BRI O, e g i DI (AN SoATAN e Sorie Al WO 30
wbady corackaun kaary and slow feahion Setter thes rat.ral damcnes? Resd on to know why

iy

SHESE LN

TOl ET Panache
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SPECIAL FEATURE Ry e 2111 i . " M
o EATUR Building an enduring legacy
the Natural Diamond Industry

AOJ Fortune

Condenast
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NATURAL BORN SPARKLE
LIKE A DIAMOND

rarity and brillance of naturel
neture heve stood the test of time For eons, end are the epitome of not Just
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https://www.youtube.com/watch?v=6yY_OInbNyo

NATURAL DIAMONDS AT LAKME FASHION WEEK S/R 2020,
THE REAL CUT (SEASON 3)

The Platform:

e 3rd collaboration with India’s leading fashion & lifestyle platform Lakmé
Fashion Week - The Real Cut Season 3. Here are some highlights from the
entire collaboration

Objective:
e To showcase the integral role that Natural Diamonds have in SLOW
FASHION.

e Natural diamonds as heirlooms that can be passed on generations yet be a
part of everyday, prét wear. Show that natural diamonds are meant to be
worn and treasured everyday.

Trade Objective:

e To create an opportunity for Jewellery designers to be a part of the fashion
fraternity, show case the design & creative capability of the natural
Diamond Jewellery Designers. Have them walk the ramp, get showcased

and get recognition at the biggest lifestyle and fashion event of the
country.
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TRADE PR COVERAGE SNAPSHOT:
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E-LEARNING PORTAL
This portal aims to bring abundant relevant information and knowledge around Natural Diamonds to the sales professionals of
our industry. For national chains, customised content was being created such that it complements their existing training

programs. In Q1 this too was in the WIP phase.

Mock-Up of the final (current) e-module look:

Welcome to the Natural
Diamond Council Academy!

A training platform that helps you increase your knowledge about

diamonds.

+91 Registered Mobile No.

ENTER

About tha Platéiarm | ®Prvacy Policy |  tormsafiss @ 2020 Natural Diamond Council
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Summary —Q1 2020

* Chinese New Year fell on January 25, 2020. The COVID-19 epidemic and lockdown took place on the eve of
CNY.

 All activities were meant to halt during the CNY holiday anyway. However the holiday was prolonged due
to the epidemic till end of February.

* The general sentiment in Feb/Mar was very COVID-19 focus in all media. Any brand activities were skewed
towards supporting the front-liners or condolences. No advertising and promotion effort was deemed

appropriate.

* From March, DPA shifted into a pre-NDC preparation mode. Social accounts content continued but
advertising to website stopped.

e The March HKJS got postponed to May and eventually was cancelled.



