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Important Notice & Disclaimer

This document, which has been compiled by Gemfields Group Limited (the “Company”), comprises written materials and information regarding the
Company, including its business, results of operations and possible prospects. This document does not constitute or form part of any offer or invitation to
sell or issue, or any solicitation of any offer to purchase or subscribe for, any shares in the Companyj, its shareholders or affiliates, in the United Kingdom,
the United States nor any other country, nor may it or any part of it nor the fact of its distribution form the basis of, or be relied on in connection with,
any contract or investment decision in relation thereto, nor does it constitute a recommendation regarding the shares of any group member.

No reliance may be placed for any purposes whatsoever on the information contained in this document or on its completeness, or lack thereof. In
particular, any data or figures presented in this document may not have been audited and should therefore be treated with due caution. No representation
or warranty, express or implied, is given by or on behalf of the Company, the Group their respective advisors or representatives as to the accuracy or
completeness of the information or opinions contained in this presentation. None of the Company, the Group, their advisors or representatives shall have
any liability whatsoever (in negligence or otherwise) for any loss whatsoever arising from any use of this document, or its contents, or otherwise arising in
connection with this document.

This document and its contents contain information that is commercially sensitive, confidential and must not be reproduced, redistributed or passed on,
directly or indirectly, to any other person or party or published, in whole or in part, for any purpose. The document is only being made available to
registered shareholders on the condition of confidentiality.

Certain statements in this presentation, or given in response to questions, may constitute forward-looking statements. These statements relate to future
events or future performance and reflect the Company’s assumptions regarding the growth, results of operations, performance and business prospects and
opportunities of the Company.

In particular, any statements regarding the Company’s objectives, plans and goals involve forward-looking statements. We caution you that any forward-
looking statements are just estimates. They are not guarantees of future performance and involve manifold risks and uncertainties. A number of factors
could cause actual events, performance or results to differ materially from what is indicated in the forward-looking statements. There can be no assurance
that actual events, performance or results will be consistent with these forward-looking statements, and the Company’s assumptions may prove to be
incorrect. The Company does not intend, and, subject to any legal or regulatory requirements, does not assume any obligation, to update or revise forward-
looking statements to reflect new events or circumstances.
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AGENDA

1. Welcome & Introduction

2. Gemfields as a ‘mining and marketing’ business: the
importance of gemstone marketing

3. 'The pros & cons of Gemfields” ownership of Fabergé

4.  Comments, Questions & Answers

Today’s Speakers
a. Emily Dungey (joined Jan 2018)

* Marketing & Communications Director, Gemfields

b. Adrian Banks (joined May 2009)
* Product Director, Gemfields

c. Josina von dem Bussche-Kessell (joined Feb 2012)
* Global Sales Director, Faberge

d. Antony Lindsay (joined Jul 2010)
* Managing Director, Faberge
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GEMFIELDS’ Approach

OCCASSIONALLY MISUNDERSTOOD

“MINE TO MARKET”:

* Gemfields is not pursuing a vertically integrated model or strategy. x

e Gemfields does no cutting & polishing (ceased in 2009).

e ALL mined gems are sold in the rough form at auctions (save for low grade emerald
and beryl which is sold in the rough form by way of direct sales in Jaipur, India).

 Gemfields does not pass any of its mined gems to Fabergé (Fabergé purchases
gemstones on the open market from any supplier it chooses).

“MINE AND MARKET”: V

e Gemfields’ mined product has no terminal market, market price or price index.

e Pricing is extremely subjective.

 The per carat price of Gemfields’ rough emeralds vary more than 2 million times from
the bottom-of-the-range product to the top-of-the range (rubies: 20 million times).

 Marketing therefore plays a pivotal role in aiding consumer demand and pricing.

 De Beers is the classic case-study of marketing creating demand for a mined product.
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The De Beers case study: intentions

WINNING OVER CONSUMERS AND DOMINATING THE JEWELLERY MARKET

Through history, coloured gemstones have been chosen for
significant pieces of jewellery.

As times evolved, the most significant jewellery purchase in most
people’s lives became the engagement ring,

De Beers changed the jewellery industry with their 1939 consumer ad
campaign, pitching a solitaire diamond as the only acceptable

engagement ring.

Their New York ad agency, Ayer, marketed an idea, not a diamond or
brand: that diamonds (and only diamonds) were synonymous with
romance, and that the measure of a man's love (and even his
personal and professional success) was directly proportional to the
size and quality of the diamond he purchased.

The market share was ultimately won by the unwavering use of an
aggressive marketing campaign.

De Beers didn’t wait for their customers (jewellervy brands) to do this

for them.

The first phase was market research.
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The De Beers case study: approach

MULTIFACETED MARKETING DIRECT TO CONSUMERS

The second phase took a multifaceted approach:

1. Educate: educate the public about the 4 Cs. Every one of De Beers'
ads featured an educational tip called, "How to Buy a Diamond."

2. Influence:

1. Movie idols were given diamonds to use as symbols of love.

2. A weekly service called "Hollywood Personalities," which provided
125 leading newspapers with descriptions of the diamonds worn
by movie stars.

3. Stories and society photographs were offered to selected
magazines and newspapers to reinforce the link between diamonds
and romance. Stressed the size of diamonds and photographs
conspicuously showing the hand of a well-known woman.

4. Lecturers visited US high schools to teach thousands of gitls about
the diamond engagement ring,

5. A series of portraits of "engaged socialites" to create prestigious
"role models" for the poorer middle-class wage-earners.

3. Reiterate: De Beers paid jewellery brands a % of the advertisement
cost to feature diamond jewellery pieces and the De Beers slogan.
The result was a boom in diamond jewellery advertising.
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The De Beers case study: cost and outcomes

THE COST OF MAGNITUDINAL CHANGE IN CONSUMER BEHAVIOUR

The sales of diamonds in the United States rose from USD 23 million to USD 2.1 billion between 1939 and 1979.
The cost of advertising rose from USD 200,000 to USD 10 million a year.

In 2017, Forbes reported that De Beers planned to spend USD 140 million on diamond jewellery advertising in
2017.

In 2018, marketing spend was reported by Reuters at USD 170 million.

In 2019, DeBeers were quoted as saying that their spend would exceed 2018’s expenditure.

Arguably De Beers adopt the same marketing strategy today:

1. Market Research: Yearly studies into the changing consumer, see “The Diamond
Insight Report 2019’.

2. Educate: The 4Cs are now the industry accepted standard.

3. Influence: Forevermark’s dominance of the red carpet through stylist fees and
sponsorships, renewing to enrol new generations, new international markets and not
stand still.

4. Reiterate: ‘A diamond is forever’ was consistently applied and has made common
parlance.
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Changes in the jewellery industry

MOVING AWAY FROM THE DIAMOND ENGAGEMENT RING MONOPOLY

And yet.... the market is changing and there is an
increasing opportunity for coloured gemstones.

1. The rise in self-gifting;
2. Increasing spending power of women;

3. Changing attitudes to marriage, new
demonstrations of commitment, same-sex
relationships;

4. Growing markets with differing customs, e.g.
China’s multiple-gift courtships;

5. Increasing desire to show individualism, be unusual
and demonstrate unique personality;

6. Increased interest in responsible sourcing,
sustainability, environmental effects and journey to
market;
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The rise 1n self-gifting jewellery

MOVING AWAY FROM THE DIAMOND ENGAGEMENT RING MONOPOLY

“As women have become increasingly
independent, so have their shopping “Around 80% of our sales
habits,” says jewellery designer Diane are women buying for

Kordas. “When I started my line, I themselves,” says Katherine
designed with these women in mind: Kim founél et of LA-based
empowered women, buying for ’ Katkim

themselves, with their own style and

identity.” Today, 63% of Kordas’s sales

are self-purchases.

Self-gifting 1sn’t restricted to more affordable jewellery. Valérie
Messika, the daughter of a prominent Parisian diamond dealer,
launched her own brand in 2002 with the aim of, as she says,
“desacralizing diamonds”. “Back then, women would only wear
diamonds as an engagement ring or for formal evening events,” she
continued. “Now, it’s totally normal for women to buy themselves a
piece to wear every day.”” Messika has seen women invest in one-of-a-
kind high-fine jewellery with six- or seven-figure price tags because
they like the daring yet wearable designs.

https://www.net-a-porter.com/en-gb/porter/article-ae0bc9e80d88245d / fashion/art-of-style/ fine-jewelry
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Gemfields’ research into the Chinese market

UNTAPPED POTENTIAL IN A GROWING MARKET

China’s middle-income households are increasing in wealth, and it is customary for couples to gift multiple times
during courtship. This market demonstrates an opportunity for coloured gemstones.

Our market research conducted in Q4 2019 (to be launched 07/2020) provided the following insights:

a. Confirmed that diamonds are preference but rubies closely follow;

b. Rubies are the gemstone of choice for future purchases;

c. An overwhelming number of jewellery lovers seek modern-looking jewellery
and styling advice for coloured gemstones;

d. 100% of respondents believe it is ‘important to very important’ that gemstone
mining must be conducted in environmentally and socially responsible ways;

e. The vast majority of respondents are willing to pay a premium for responsibly

sourced gemstones.

Quantitative: Focus groups and one-on-one interviews with jewellery owners Beijing, Shanghai and Chengdn.
Quantitative: Survey of 805 participants across a number of Tier 1 and 2 cities in China

22/07/2020 - Commercial in Confidence - see page 2 www.gemfields.com
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Today, diamonds are the most preferred, followed by rubies

Source: 'Sustainability: The Future of Colonred Gemstones in China', Research Report Conducted Q4 2019 by Gemfields
Quantitative focus groups and one-on-one interviews with jewellery owners Bezjing, Shanghai and Chengdn. Quantitative survey of 805 participants across a number of Tier 1 and 2 cities in China

22/07/2020 - Commercial in Confidence - see page 2 www.gemfields.com
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Rubies and diamonds were the most self-purchased
gemstones in the past 12 months

Source: 'Sustainability: The Future of Colonred Gemstones in China', Research Report Conducted Q4 2019 by Gemfields
Quantitative focus groups and one-on-one interviews with jewellery owners Bezjing, Shanghai and Chengdn. Quantitative survey of 805 participants across a number of Tier 1 and 2 cities in China
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Rubies are the first choice for future purchase

FOLLOWED CLOSELY BY DIAMONDS AND EMERALDS

Source: 'Sustainability: The Future of Coloured Gemstones in China', Research Report Conducted Q4 2019 by Gemfields
Quantitative focus groups and one-on-one interviews with jewellery owners Begjing, Shanghai and Chengdu. Quantitative survey of 805 participants across a number of Tier 1 and 2 cities in China
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97% ot consumers are willing to pay a premium for

responsibly sourced gemstones

24% 24%
18%
17%
16%
3%
0% premium 1-10% 11-20% 21-30% 31-40%  41% premium
premium premium premium premium or over

Source: 'Sustainability: The Future of Colonred Gemstones in China', Research Report Conducted Q4 2019 by Gemfields
Quantitative focus groups and one-on-one interviews with jewellery owners Bezjing, Shanghai and Chengdn. Quantitative survey of 805 participants across a number of Tier 1 and 2 cities in China
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Changes in the jewellery industry mean opportunity

STRIKE NOW TO MOVE AWAY FROM THE DIAMOND MONOPOLY

There 1s already an inherent love for coloured gemstones that has
withstood the ages.

With attitudes shifting and traditions changing, there is an increasing
opportunity for coloured gemstones.

The coloured gemstone industry therefore needs consumers to be:

- HEducated

- Influenced

- Emotively engaged in coloured gemstones; and

- For this message to be repetitively reinforced.
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Gemtfields’ approach to marketing coloured gems

Responsibly sourced Zambian
emeralds and Mozambican rubies.

Creating sustainable livelihoods
through local development programs.

A Story in Every Gemstone | Discover more about Gemfields and Fabergé at Gemfields.com



Changes in the jewellery industry

MOVING AWAY FROM THE ENGAGEMENT DIAMOND SCENARIO

As a respected industry leader, Gemfields is uniquely placed to market and promote
coloured gemstones.

1. To emotively engage consumers with the individuality and natural beauty of coloured
gems;

2. 'To educate consumers and give them confidence to buy;
3. Utilise moments of influence such as Hollywood’s red carpets and social media;

4. 'To rally jewellery brands to partner and echo these sentiments.

Undertaking activity in these areas, in a coordinated and targeted fashion, will continue to
influence consumer behaviour in a similar manner to De Beer’s 1939 campaign (the results
of which will be directly related to how aggressive the campaign is applied, which is in
turn directly related to expenditure and the cleverness thereof).
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Gemfields’ 2018-2021 Marketing Strategy

THREE STRANDS OF FOCUS

A Story in Every Gemstone
Lcadershi Visibilty




Gemfields’ 2018-2021 Marketing Strategy

SUB-STRANDS TO VISIBILITY FOCUS AREA

A Story in Every Gemstone

1 isibility




Common questions regarding Gemfields’ approach

A Story in Every Gemstone | Discover more about Gemfields and Fabergé at Gemfields.com

Responsibly sourced Zambian
emeralds and Mozambican rubies.

Empowering local communities by
establishing schools, education
initiatives and scholarships.



Why focus on consumers, and not just trader?

OR, WHAT DOES B2C ADD TO GEMFIELDS, A B2B BUSINESS ?

The market will not grow without consumer demand:

* Consumers need to be educated on how to buy coloured gems so they
are confident going into a store and purchasing one. We cannot expect
jewellery brands that find diamonds easier to sell to do this for us.

* Consumers need to be inspired and influenced by seeing coloured
gemstones on people of influence and in magazines. This won’t happen
by itself and large diamond brands pay big fees to dominate red carpets.

Jewellery brands don’t yet understand or realise the increased profit margins they
can gain by selling coloured gemstones.

The trade responds to consumer demand. If consumers demand responsibly
sourced gems, and Gemfields is the leading supplier of these, our sales will grow.

22/07/2020 - Commercial in Confidence - see page 2 www.gemfields.com
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But our marketing efforts benefit all gem suppliers?

WHY MARKETING MUST IDENTIFY GEMFIELDS AS THE FAVOURED CHOICE

Gemfields doesn’t own ALL of the coloured gemstone mines and is therefore not the sole beneficiary of its B2C
marketing and advertising efforts.

De Beers’ marketing also uplifted all diamonds, but it had far greater market share than Gemfields does today.
Therefore Gemfields’ approach is slightly different to that of De Beers’ 1939 campaign.

Gemfields cannot focus unilaterally on the coloured gemstones themselves, and must weave the following

messaging into its marketing efforts:
VANITY FAIR

* To grow the Gemfields brand: recognition of the name, the values, our
leadership position.

* To grow the importance of responsible sourcing. This is a differentiator for

the Gemfields brand.

* To grow the credibility and acceptability of African gemstones — more
recently discovered and not Colombian or Burmese, but uniquely special,
free from the negativity wrapped into these origins and benefiting African
nations, communities and conservation efforts.

* To build understanding of traceability and demand for proving origin.
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Why can’t others advertise coloured gems for us?

CAN COLOURED GEMS SELL THEMSELVES?

Why can’t other companies advertise coloured gemstones on Gemfields’
behalf?

- Coloured gemstones are still the ‘outsiders’, gaining in popularity, but
not yet the unprompted choice.

- They are not incentivised to do so. They will make pieces that contain
diamonds (which are easier to get hold of) and their advertising will go
on the products they find easiest to sell. Without propping up the
coloured gemstone market, diamonds will quickly eat up share of
voice.

- Most jewellery brands do not have the advertising budgets needed for
the red carpet, so Hollywood moments (which hugely influence
jewellery trends and confidence in gemstone value) will be missed.

- There isn’t a single accepted approach to educate consumers on how to
buy coloured gems: approaches differ and will confuse consumers,
leading them to feel underqualified and too embarrassed to attempt
purchase.
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What happens if Gemfields stops marketing?

CAN COLOURED GEMS SELL THEMSELVES?

- De Beers’ marketing budget of circa USD 170 million is not insignificant, it dwarfs the majority of jewellery
brands and the red carpet, digital searches and product placements 1s therefore likely to be dominated by
diamonds.

- Magazine/digital article pages will have less coloured gemstone jewellery pieces to choose from for shoots.

- If they are incentivised or the process 1s made easier, jewellery brands will opt to make diamond pieces, meaning
consumers have limited choice when it comes to coloured gemstone pieces and sales will decline.

- It should be expected that De Beers show further interest in the China market and the growing wealth of
middle-income families. The China market is one that typically favours the colour red, and there is a significant
opportunity for ruby sales. Leaving this market open to a diamond-takeover is remiss.

- Today, the diamond market is in real trouble. We might see an aggressive marketing strategy from the diamond
sector to reinstate the leadership position of diamonds and regain their value.
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A View from Henry Ford

22/07/2020 - Commercial in Confidence - see page 2

www.gemfields.com



The TanzaniteOne Story

How a decline in marketing spend played a key role in damaging a once great gemstone

1. TanzaniteOne was the worlds’ leading supplier of Tanzanite for two decades.

This relatively unknown gemstone was mined in Tanzania by TanzaniteOne (ex Afgem) since
1999.

3. The Tanzanite Foundation was formed by TanzaniteOne to market tanzanite and was a pioneer in
the gem industry by being the first coloured gemstone specific marketing agency, encouraging
more designers to work with tanzanite whilst stimulating consumer demand.

4. Popularity of Tanzanite soared and by 2005 TanzaniteOne was generating US§40m in annual
revenues.

5. Marketing campaigns such as ‘Be Born to Tanzanite’ were launched and several prominent South
African jewellers reported that tanzanite sales surpassed their diamond sales.

0. In 2008 Tanzanite Foundation’s marketing budget was significantly reduced due to the world
economic crisis but, as sales recovered the marketing budget was never reinstated to previous
levels.

7. 'This resulted in very little consumer advertising taking place and the gemstone gradually lost its

appeal.

8. 10 years later the price of tanzanite (only one source in the world) is less than 50% what it was in
2008.

9. Very sadly, from being an industry leader this mine is no longer in operation.
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Lessons from the Chinese Market

The potential consequences of not marketing

A e

China is a relatively new market for coloured gemstones but has quickly become one of the most important.
In 2012 and 2013 the Chinese were buying large volumes of rubellite (red tourmaline) and large size tanzanite.
The market seemed to be very strong and dealers began to forget about traditional markets such as the US.
Prices of rubellite increased by over 300% for certain qualities.

Then in 2014/15 demand from China for both tanzanite and rubellite plummeted for no apparent reason, it
seems like China just lost interest in these gemstones.

China is currently the most important market for Mozambican rubies and is becoming increasingly important
for Zambian emeralds.

Whilst emerald and ruby are precious gemstones and less susceptible to fashion trends, it is extremely
important that Gemfields continues to market these gemstones in order to stimulate demand and create
aspiration.
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Gemtields” Marketing Spend Boosted Emerald Prices

Gemfields Higher Quality Auction Results (USD per carat)

Zambian Rough Emerald Prices
(GEMFIELDS Higher Quality Auctions)
(USD per carat)
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Gemtfields’ group-wide selling, marketing & advertising spend

USD million (includes FABERGE)

The figures shown INCLLUDE Fabergé’s product development, insurance and logistics costs

22/07/2020 - Commercial in Confidence - see page 2 www.gemfields.com
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Gemfields’ Annual Selling, Marketing & Advertising Spend

..AS A % OF TOTAL GROUP REVENUE

20%
15%
10%
5% I I I I I I
0%
2012 2013 2014 2015 2016 2017 2018 2019

Group revenue represents total Group revenue from auctions and Fabergé. The selling, marketing and advertising costs include Fabergé and auction
costs.

22/07/2020 - Commercial in Confidence - see page 2 www.gemfields.com 30



What % of revenue spend on marketing is typical?

Mean percentage of company
revenue shown

6%
This suggests, at
10% of revenue,
that Gemfields
0%

should spend some
USD 20 million.

n = 428 Total marketing leaders, excluding
“Don’t know™

Q: What percentage of your revenue is
allocated to your total marketing expense
budget for the current fiscal year?

Source: 2020 Gartner CMO Spend Survey
715362_C

Mean (overall)
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What 1s a typical % of budget spent on marketing?

Assuming a Gemfields
group-wide cost budget
of circa USD 130 million
per annum, 12.5%
would imply annual
marketing spend of
around USD 16 million.
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Gemfields’ Annual Selling, Marketing & Advertising Spend

USD MILLION, FOR THE GEMFIELDS GROUP EXCLUDING FABERGE

12,000

10,000

8,000
6,000
4,000
2,000 I

2012 2013 2014 2015 2016 2017 2018 2019

The graph shows all selling, marketing and advertising costs including the costs of holding auctions in the various jurisdictions for all
Gemfields entities excluding Faberge. The graph on the following slide shows all the same category of costs but for the entire
Gemfields Group including Faberge, with Faberge's costs presented on a separate slide — slide 28.
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Gemfields’ Annual Selling, Marketing & Advertising Spend

USD MILLION, ANALYSIS BY CATEGORY FOR 2019 FOR THE GROUP
EXCLUDING FABERGE

6,000
5,000
4,000
3,000
2,000
1,000
xn B I -
7 EBvents Advertising Public Relations & Agency Marketing & Press Auction Expenses (selling Other
Fees Materials costs)

Total sum: USD 10.1 million. The graph shows a break down by category of all selling, marketing and advertising costs including the costs of
holding auctions in the various jurisdictions for all Gemfields entities excluding Faberge. Faberge's costs are presented on slide 34.
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Gemfields’ Annual Selling, Marketing & Advertising Spend

ANALYSIS BY CATEGORY FOR 2019 THE GROUP EXCLUDING FABERGE

m Events
Advertising
B Public Relations & Agency Fees
B Marketing & Press Materials
W Auction Expenses (selling costs)

B Other

The data represents selling, and advertising costs including the costs of holding auctions in the various jurisdictions for all Gemfields
entities of USD 10.1 million excluding Faberge and associated labour costs.
For 2019, Gemfields' marketing labour costs were USD 0.8 million.
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FABERGE Annualised Selling, Marketing & Advertising Spend

usbD

$6,000,000

$5,000,000

$4,000,000

$3,000,000

$2,000,000

$1,000,000 i

$0
2012 2013 * 2014 2015 * 2016 2017 2018 * 2019

W Advertising B Events and Exhibitions OPR Agency and Events
B Online & Social Media O Cooperative Marketing W Visual Merchandising
B Partnerships and Sponsorships M@ Materials O Visual Content

Note: Chart shows Fabergé marketing spend annualised to allow a ditect comparison between fiscal periods of differing lengths.
2013 covered 15 months; 2015 and 2018 covered 18 months; all other financial years covered 12 months. The figures shown EXCLUDE product development,

insurance and logistics costs.
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Snapshot of 2019 Marketing Results

Responsibly sourced Zambian
emeralds and Mozambican rubies.

Enhancing environmental sustainability
by regenerating land and replanting
native flora.

A Story in Every Gemstone | Discover more about Gemfields and Fabergé at Gemfields.com



Recent marketing activity overview

1. Education:
1. Buyer’s Guides
2. Paid partnerships — GQ

2. Leadership:

1. Knight Frank's Luxury Investment Index: coloured gems industry outperforming jewellery sector

2. Retail seminar
3. Visibility:
1. Advertising
2. Events — Paris Couture
3. Brand partnerships — Bibi van der Velden, Ruth Tomlinson
4. Placements in fashion magazines
5. Art partnerships — VOID, Art021, Design/Miami

4. Selection of PR highlights from 2019

22/07/2020 - Commercial in Confidence - see page 2 www.gemfields.com
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Buyer’s Guides

Four booklets and corresponding short films for use at point of sale (partner jewellery brands and Fabergé),
talking through the allure of emeralds, rubies, a buyer’s guide and responsible sourcing. Available in EN & CN.
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Education

GQ PARTNERSHIP: HOW TO BUY COLOURED GEMS

EI NATIVE ARTICLES

DISPLAY

P
N

Total Page Views
34,500

Total Planned Impressions
2,369,138

o SOCIAL AMPLIFICATION
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Leadership

KNIGHT FRANK LUXURY INVESTMENT INDEX
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Coverage for Knight Frank Report

COLOURED GEMS OUTPERFORM JEWELLERY MARKET
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Coverage for Knight Frank Report

THE RISE OF COLOURED GEMS - HOW TO

INVEST

Words by Sophia King as reported in the Knight Frank Luxury investment index 2019.

Earller this year, | had the pleasure of attending a breakfast hosted by Gemdields, the world-

g suppl sponsibly

The event proved memorable. thanks not anly 1 Insightful presentations from CEQ Sean
Gilbertson and independent fine jewellery specialist Joanna Hardy, but to a remarkable array of
uncLt emeralds and rubies on display. Sparkling in the lig

ne gems gave a tantalising glimps
Into the beautiful pieces of jewellery theyre destined to become. | Left the event fantasising
about ormate ruby rings and emerald pendant neckiaces.

Its not just me In awe of these precious gemstones. The appreciation of coloured gemstones
dales back centuries, if not millennia. swhen Lhey were worn for thei talismanic properties and
belleved to be gifts from the gods ROMan eMPErors and empresses Would wear them 1o
cement their status, power and wealth. Bul the discovery of dlamend mines in South Africa in the.
1870s, followed by powerful marketing campaigns, saw the likes. of emeralds and rubles usurped
by diamands as the supposed ultimate symbaol of bea

y.love and wealtn

AGROWING APPRECIATION

The past decade, however. has seen a resurger 5 Take:

alook at th

jewellery of British royalty: the Duchess of Cambridge's deep blue sapphire
‘engagement ring: Meghan Markie's aquamarine ring;

incess Eugenie’s coral Padparadscha
Sapphire ring and Boucheron amerald Koknshik tara. EACh Mas SParked countess i

tatons

and inspired thousands L ook beyond the traditional diamend

rison conflrms a markedly growing demand i the sector. ‘The swing toward precious
coloured gemstones Is overwhelming, with robust demand prampting double-
many countries. The past decade has seen the world record prices for an emerald and a ruby

surpass that of a colourless diamond on a per carat basls. It surely cant be Lang befare sapphires

igit growth in

overtake diamonds. (oo
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Sector Leadership

RETAIL SEMINAR - LONDON, UK - INTRODUCTORY COURSE IN
EMERALDS, RUBIES AND SAPPHIRES FOR 100 RETAIL STAFF
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Coverage for Retail Introductory Course

UK, MIDDLE EAST AND CHINA HIGHLIGHTS
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Visibility

ADVERTISING REACH 2019

Total Impressions: 417M Landings To Site: 919K Added Value Secured: 17.2M

___________ e e s I
| Partnerships
I

Impressions: 108.5M

|
87.2M 12.9M { 121M 17.5M I { 69.5M I

The mﬂ’ﬁm@m Post LUXURY
Robb Report

we B:rleze
Wanted

LONDON

GRAZIA

India
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Visibility: Jewellery

PARIS COUTURE 2019: SUITE OF AFRICAN GEMSTONES
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Bibi van der Velden’s Memento Mori Ring

ON DISPLAY FOR 9 MONTHS IN AMSTERDAM AS RESPONSIBLY SOURCED JEWELLERY

Bibi van der Velden’s rings

22/07/2020 - Commercial in Confidence - see page 2 www.gemfields.com
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International Coverage for Memento Mori Ring

FIRST CONTEMPORARY PIECE AT HERMITAGE AMSTERDAM MUSEUM
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Brand Partnership: Ruth Tomlinson

CELEBRATING UNIQUE INCLUSIONS
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Coverage for Ruth Tomlinson Collaboration

CONSUMER AND TRADE TITLE HIGHLIGHTS
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Visibility: Jewellery

DUBAI MALL AQUARIUM: PROMOTING FABERGE

Driving footfall to Fabergé’s Dubai store to increase visibility of coloured gemstone jewellery:

Impressions:h5,250,000 Impressions: 2,625,000
Live Date: 7' October Live Date: 217 October
Duration: 2 weeks Duration: 2 weeks
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Visibility: Jewellery

DUBA| MALL SELFIE POP UP: PROMOTING FABERGE
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Visibility: Fashion

MINE MAGAZINE: IMPRESSIONS 1,264,546

DWELL TIME: 3 MINUTES

22/07/2020 - Commercial in Confidence - see page 2
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Visibility: Fashion

VANITY FAIR PARTNERSHIP: RESPONSIBLE SOURCING

=| NATIVE ARTICLE ‘ ’ DISPLAY @ PRINT 0@50C|AL AMPLIFICATION

Total impressions

253,630

Readership ' .
174,000 Total impressions

2,898 438,062

Page Views
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Visibility: Arts

VOID BY DAN TOBIN SMITH — CELEBRATING INCLUSIONS
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International PR Coverage for VOID

EXPLORING THE BEAUTY OF GEMSTONES
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International PR Coverage for VOID

EXPLORING THE BEAUTY OF GEMSTONES
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International PR Coverage for VOID

BRINGING TO LIFE ZAMBIAN EMERALDS AND MOZAMBICAN RUBIES
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International PR Coverage for VOID

AN IMMERSIVE JOURNEY INSIDE GEMSTONES
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International PR Coverage for VOID

AN IMMERSIVE JOURNEY INSIDE GEMSTONES
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Visibility: Arts

ART021 SHANGHAI - ENGAGING CONTEMPORARY ART FAIR AUDIENCE

22/07/2020 - Commercial in Confidence - see page 2 www.gemfields.com
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International PR Coverage for Art021 Installation

ART021 SHANGHAI - ENGAGING CONTEMPORARY ART FAIR AUDIENCE
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International PR Coverage for Art021 Installation

ART021 SHANGHAI - ENGAGING CONTEMPORARY ART FAIR AUDIENCE
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Visibility: Arts

DESIGN/MIAMI - ENGAGING CONTEMPORARY ART FAIR AUDIENCE
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Coverage for Design/Miami Activation

US COVERAGE HIGHLIGHTING THE JOY OF COLOUR
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International PR

SELECTION OF 2019 HIGHLIGHTS

Responsibly sourced Zambian
emeralds and Mozambican rubies.

Working with conservation partners to
protect Africa’s wildlife and biodiversity.

A Story in Every Gemstone | Discover more about Gemfields and Fabergé at Gemfields.com



PR

INFLUENCING TRENDS THROUGH PR

The Telegraph

e new rules of engagement (and it doesn
only include diamonds)

Gone are the days when w! s . mnond rings. Now, it's all

about coloured gems - and women are doing the choosing

Iiv Sarah Rovee-Greensill

K} February 2020 « 5:00am
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PR - UK

STIMULATING USE OF COLOURED GEMSTONES IN MEDIA
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PR - UK

STIMULATING USE OF COLOURED GEMSTONES IN MEDIA
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PR - China

STIMULATING USE OF COLOURED GEMSTONES IN MEDIA

22/07/2020 - Commercial in Confidence - see page 2

www.gemfields.com

71



PR — Middle East

STIMULATING COLOURED GEM PLACEMENTS IN UNITED ARAB EMIRATES
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PR - India

COLOURED GEMSTONE PLACEMENT
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PR - India

COLOURED GEMSTONE PLACEMENT
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Gemtfields’ Ownership of Fabergé

A LOOK AT THE PROS AND CONS
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Gemfields” ownership of Fabergé

A LOOK AT THE PROS AND CONS

The 1885 Hen Egg
The Egg That Started It All
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Google Trends

STRENGTH: Fabergé has far stronger cachet and much wider brand recognition than Gemtfields. Fabergé catches
consumer attention more effectively than Gemfields and is therefore a more effective and further-reaching
marketing vehicle through which to promote coloured gemstones.

Fabergé

Gemfields
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Google Trends

Fabergé

Gemfields
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Google Trends

BREAKDOWN BY REGION/COUNTRY
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Monthly visitors to Faberge.com vs. Gemfields.com

2020 ONLY - Fabergé has seen strong growth

Monthly Unique Website Visitors
(Jan - Jun 2020)

140,000
120,000

100,000

80,000
60,000
40,000
20,000
- [ [ [ [ [
Jan Feb Mar Apr May Jun

m faberge.com M gemfields.com

o
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Monthly visitors to Faberge.com vs. Gemfields.com

5+ YEARS
Unique Monthly Website Visitors Unique Monthly Website Visitors
(1Jan 15 - 30 Jun 20) (Ratio of Faberge:Gemfields)
(1Jan 15-30Jun 20)

140,000
35.0

120,000
30.0

100,000
25.0

80,000
20.0

60,000 15.0

40,000 10.0

2015 2016 2017 2018 2019 2020 2015 2016 2017 2018 2019 2020
W Faberge.com M Gemfields Websites W Ratio

During paid promotions, PPC programmes and campaign launches, Gemfields’ websites have peaked at 379k (Dec 2018) and 346k (Dec 2019) visitors per month.
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Faberge.com

Actively used to promote the coloured gemstone message
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Fabergé is a globally recognised name

Presentation Tit

Fabergé is a globally recognised name
synonymous with the pinnacle of luxury

(as this Google search would suggest).

/

> Slide
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Instagram Following

Fabergé presently has 118% more followers

O
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PR Attractiveness

STRENGTH: Gemfields enjoys greater PR coverage and attracts more eyeballs as a result of Fabergé

(“Fabergé-owner Gemfields...” is frequently used by journalists).

22/07/2020 - Commercial in Confidence - see page 2 www.gemfields.com
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Luxury by Association

STRENGTH: Fabergé allows Gemfields to educate luxury and fashion journalists and editors, who would not
typically be interested in a mining company.
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Fabergé dresses the stars in coloured gemstones

MILA KUNIS CAMPAIGN, PAID FOR BY GEMFIELDS

Mila Kunis

Mila Kunis
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Fabergé x Legado x Rome de Bellegarde

CELEBRITIES, PARTNERSHIPS & COLLABORATIONS

STRENGTH: Fabergé opens doors to celebrities more readily than does Gemfields (e.g. the Fenty family, where
Fabergé partnered with Rorrey Fenty's Legado, which drew in his sister, Rihanna).

Rihanna and Fabergé watches draw
attention to ultra-lux cigar launch

NEWS ROB CORDER OCTOBER 16, 2019
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Fabergé x Legado x Rome de Bellegarde

COVERAGE HIGHLIGHTS

The Telegraph

One for the Christyas : ey
gift box containifig Fabergé watches
and ultra-rare cidgrs by Rihanna's
brother

Shine bright: Rihanna put in a surprise appearance at the Legado x Faberge x Rome de
Bellegarde VIP party, hosted at The Vinyl Factory Gallery in London on Thursday evening
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Fabergé dresses the stars in coloured gemstones

CELEBRITIES, PARTNERSHIPS & COLLABORATIONS

STRENGTH: Fabergé more easily reaches the red carpet and celebrities, allowing improved placement of
coloured gemstones.

Louise Roe Amy Adams Winnie Harlow
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Fabergé dresses the stars in coloured gemstones

CELEBRITIES, PARTNERSHIPS & COLLABORATIONS

Kristen Stewart in Fabergé
Mario Testino for Vanity Fair, Paris

Daphne Guinness in Fabergé
Isabella Blow Foundation, Christies

Kate Hudson in Fabergé

Venice Film Festival

Olivia Palermo in Fabergé
Fabergé New York Opening

Kim Kardashian in Fabergé

Nick Knight for V Magazine, Paris

Julia Roberts in Fabergé

Film Premiere, London
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Fabergé partners with the FT for “My Life in Colonr” teature

DECEMBER 2019

Candice Lake Cate Underwood Clara Paget
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Advertising campaigns

[IMPORTANT PRODUCT SHOWCASE
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Advertising campaigns

“A LIFE IN COLOUR” CAMPAIGN

22/07/2020 - Commercial in Confidence - see page 2 www.gemfields.com 94



Advertising Campaigns

“A LIFE IN COLOUR” CAMPAIGN MESSAGING

STRENGTH: synergies in advertising with broader
reach, maximising each advertising dollar.

A LIFE 1

Fabergé uses Gemfields
oloured gemstones
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Advertising campaigns

“A LIFE IN COLOUR” 2019 CAMPAIGN MESSAGING
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Advertising campaigns

“A LIFE IN COLOUR” 2019 CAMPAIGN: ROUGH GEMS AND FINISHED PIECES
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Advertising campaigns

“A LIFE IN COLOUR” 2019 CAMPAIGN: ROUGH GEMS AND FINISHED PIECES
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Gemtfields Group advertising campaign

JOINT MESSAGING - CONNECTING MINE AND MARKET
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China

GLOBAL BRAND RECOGNITION

STRENGTH: As a more recognised name, Fabergé provides wider reach in a vital luxury goods market, paving
the way to promote coloured gemstones.

>

-,
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Fabergé opens doors to high-profile brands & projects

Celebrities, Partnerships & Collaborations

STRENGTH: Fabergé opens doors to special and high-profile brands and projects more readily than does
Gemlfields (e.g. the Fabergé x The Ritz Easter Collaboration).

22/07/2020 - Commercial in Confidence - see page 2
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“Rolls-Royce debuts ‘Spirit of Ecstasy’ Faberge Egg”

celebrities, Partnerships & Collaborations - October 2018

STRENGTH: Fabergé opens doors to special and high-profile brands and projects more readily than does
Gemfields (e.g. the Fabergé x Rolls-Royce x Spirit of Ecstasy egg).

“For the first time in history, an iteration of the Spirit of
Ecstasy, the enigmatic mascot that has adorned Rolls-Royce
motor cars since 1911, is cocooned in an exquisite,
contemporary, Fabergé Egg.”

Forbes

“Rolls-Royce  Commissions
the Ultimate Fabergé Egg”

“Rolls-Royce Crafts a Fabergé Egg”
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Recent sales successes from direct client events

Client Engagement

In June 2019, Fabergé hosted a range of direct client events which included a private
preview of the Knight Frank Investment Report, a special 'Coloured Gemstone
Workshop' and Afternoon Tea at the Lanesborough Hotel all geared towards client
education.

Total value of client purchases: $260,000

Through four sets of one-week of carefully planned, targeted and executed client
events in Singapore, all focused on coloured gemstone purchasing education, Fabergé
has managed to generate serious client interest in the region. Usually held in
November of each year, these specific masterclasses have become an important
platform for Faberge working together with Gemfields and its AAPs.

Total value of client purchases: §1.1m

22/07/2020 - Commercial in Confidence - see page 2 www.gemfields.com
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The art of bespoke

UHNWIs Commission Work

Fabergé Reveals the Pearl Egg
February 2015

“Fabergé revives tradition with £1.3m Qatar egg”

BURO.

“Fabergé unveils a new pearl egg 100 years after the last
Fabergé Imperial Egg”
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A selection of Fabergé featuring Gemfields emeralds
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A selection of Fabergé featuring Gemfields rubies
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Coloured Gems Invisibly-Set by Fabergé
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Fabergé in the Press

UNITED KINGDOM

The Teleqraph 2o
The new rules of engagement (and it doesn't
only include diamonds)

Gone are the days when women wait to be presented with diamond rings. Now, it's all
about coloured gems - and women are doing the choosing
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Fabergé in the Press

USA

=DECOR
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Fabergé in the press

USA

Celebrated
Living
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Fabergé in the press

MIDDLE EAST
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Fabergé in the press

CHINA
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Fabergé client events and gemstone masterclasses

STRENGTH: Fabergé allows Gemfields to engage directly with coloured gemstone consumers and to better

understand how they perceive coloured gemstones, traceability or where the gaps in their knowledge lie. This aids
in shaping Gemfields’ own marketing strategy.

STRENGTH: Fabergé’s client base allows Gemfields to promote coloured gemstones directly to HNWIs, an
audience which would be harder to reach if “just a mining company”’.

Private VIP Gemstone Masterclasses

Mine to Market Workshop Invitation
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Beneficial use of Global Points of Sale

STRENGTH: Fabergé has access to global points of sale. From 1st June — 31st August 2019, Fabergé and
Gemlfields partnered on an in-store initiative at Harrods to highlight the journey of mine to market. This included
visual merchandising, private events and activations across Harrods media platforms aimed to educate and entice
summer travel clients from ME, Asia and Europe.
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Fabergé’s Wholesale Distribution Network

STRENGTH: Fabergé’s network of 80+ multi-brand retailers (who purchase from Fabergé on a wholesale basis)
allows in-store display and marketing of coloured gemstones, with training and promotion to store owners and
shop-floor statf. Gemfields supplies ‘How to buy coloured gems’ guides instore.

Total No. Of Wholesale Points-of-Sale Opened Each Year
(after deducting closures)

18
16
14

12

| I | | ‘
0 I I l I I

2011 2012 2013 2014 2015 2016 2017 2018 2019

[ee)

[e)]

N

N
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The lack of revenue growth has been criticised...

Fabergé’s headline revenue

has remained flat at circa
USD 12 million since 2015....
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...but the detail is important:
Fabergé 1s much less reliant today on one key customer:

0 ’, . . . .
/o of Total Fabergé S?'les to #1 Client Total Fabergé Sales excluding #1 Client (Qatari)
(Qatari) (USD)
40% 12,000,000
35%
10,000,000
30%
8,000,000
25%
20% 6,000,000
15%
4,000,000
10%
2,000,000
5%
0% . 0
2015 2016 2017 2018 2019 2015 2016 2017 2018 2019
H % of Sales to #1 Client (Qatari) M Total Sales excl. #1 Client
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...and operating costs and cash needs are markedly better!

Fabergé Operating Costs (USD)

18,000,000

16,000,000
14,000,000
12,000,000
10,000,000
8,000,000
6,000,000
4,000,000
2,000,000
0

2015 2016 2017 2018

Total Funding Required from Gemfields

(USD)
25,000,000
20,000,000
15,000,000
10,000,000
5,000,000
0 I
2019 2015 2016 2017 2018

2019
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Rolling 12 Month Funding Provided to Fabergé
by Gemfields to December 2019
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...number of pieces sold and sales transactions
concluded are increasing:

Fabergé # of Pieces Sold Fabergé # of Sales Transactions

2,500 1,000
900
2,000 800
700
1,500 600
500
1,000 400
300
500 200
100
0 0

2015 2016 2017 2018 5019 2015 2016 2017 2018 2019
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...and the customer base 1s healthier despite closing 5 retail operations

Number of Unique Clients (Retail and Wholesale)

500
450
400
350
300
250
200
150
100

50

2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019

Retail Unique Customers B Wholesale Unique Customers

Fabergé Directly Operated Retail Opening Date Closing Date Years Open Reason for Closure
Geneva Boutique (rue Pierre Fatio) 09-Dec-09 26-Jun-14 4.6 Not profitable
London (Grafton Street) Boutique 18-Nov-11 06-Jan-19 7.2 Landlord terminated lease
Hong Kong Lane Crawford Concession 03-Jan-12 30-Jun-13 1.5 Not profitable

New York Boutique 24-May-12 17-Mar-17 4.8 Not profitable
Harrods (London) Concession 16-Jul-12 8.0 [Remains open]
Geneva Boutique (Kempinski) 15-Jul-14 28-Apr-16 1.8 Not profitable
Houston Store 02-Oct-17 2.8 [Remains open]

*Some closing dates are approximate
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Fabergé’s Gemstone Purchasing (USD per carat)

STRENGTH:

Fabergé’s purchasing of gemstones in the
market (which includes from Gemfields’
Authorised Auction Partners) provides
feedback on trade prices for coloured
gemstones.

22/07/2020 - Commercial in Confidence - see page 2 www.gemfields.com
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Fabergé’s Gemstone Sales

STRENGTH:

Fabergé’s sales of coloured
gemstone jewellery to end-
consumers provides feedback on
retail pricing and price elasticity
for coloured gemstones.

(Data is shown is at the date of sale,
showing rings only, and allocates the
overall selling price of the piece across the
cost of its various components on a pro-
rata basis)
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Fabergé’s Gross Margin on Gemstone Sales

STRENGTH:

Fabergé’s purchasing and sales aid in
monitoring profit margins and gathering
important pricing data. This aids not only
Gemfields but also allows other jewellers
to better understand the margins generally
otfered by coloured gemstones.

(Data is shown is at the date of sale, showing rings
only, and allocates the overall selling price of the piece
across the cost of its various components on a pro-
rata basis).
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Weaknesses

a. Fabergé remains loss-making (almost 11 years after re-launch), though gradual progress continues
to be made.

b. In 2019, Fabergé required almost USD 5 million of funding from GGL, money which could have
been deployed elsewhere or paid out to GGL shareholders. However, this is a significant
improvement on the circa USD 24 million of funding required in calendar 2015. Progress
continues to be made on reducing the funding requirement, although COVID-19 will be a
setback.

c. Itis presently estimated that a further USD 12-20 million may be required from Gemfields to get
Fabergé to profitability and, given COVID-19, achieving profitability will be delayed.

d. Among some consumer segments, Fabergé has a confused brand identity and there is a lack of
understanding as to whether the company still makes perfumes and shampoo, or it only makes
eggs. ‘Brut by Fabergé’ is still in the minds of many.

e. Given the objective of minimising cash consumption, Fabergé has limited marketing and
advertising budgets with which to pursue revenue growth (but should be able to leverage
Gemfields' marketing efforts and its broader reach).
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Threats

a. 'The investor markets (which often favour ‘single focus’ companies)
struggle to understand why Gemfields, perceived to be a “mining
company” owns Fabergé, a ‘“‘Gewellery” company. The vital
importance of marketing for Gemfields is not well understood by
mining investors despite Gemfields” promotion of itself as a
“mining and marketing” company with a “mine and market” model.
Marketing is a crucial ingredient in aiding demand for the mined
product.

b. Given long-running losses at Fabergé, the investor market may
perceive Gemfields’ ownership of Fabergé as a future “money and
value sink”, detracting from Gemfields’ market value and supressing
the Gemfields share price.

c. Investors with short-term investing horizons seeking quick profits
over longer term value are likely to favour a sale of Fabergé.

d. Investors may be unclear on the intentions with Fabergé and what
the additional funding required for breakeven will buy them.
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Opportunities

a. There remains a considerable commercial opportunity for a jewellery brand to become the “go
to”” brand for emeralds, rubies and sapphires (e.g. the “king of precious coloured gems"). This
space is not presently occupied in the mind of the consumer.

b. Fabergé remains one of the most prestigious brand names in the world and the patient ongoing
development of the brand can deliver solid value for shareholders in time. As our experience has
obviously shown, this is however not a quick process.

c. To date, licensing has been avoided. Considering licences for selected products (e.g. high-end
tableware, vodka) may provide additional “fuel money” for the journey.

d. Further enhancement and integration of coloured gemstone messaging across the Gemfields
and Fabergé platforms (e.g. collaboration with Gemfields Authorised Auction Partners).

e. Taking on a minority or joint-venture partner,

particularly one that might bring better distribution.
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