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Lets start with the future of
consumer markets...




Emerging Asian markets are diverse...

Historically one of the largest consumers of jewellery... Middle
East, India and China...

India

Middle East

—
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...yet have a lot In common

Rising Expenditure Boomin

Multi cultural Dynamic workforce
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Strong GDP growth leads global recovery...

GDP (USS billions)
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Source: International Monetary fund, estimates 2010
China, India and Middle East performing above world average of GDP growth
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...complimented by favorable population

“Rapidly expanding young population of the Middle East

Population (milhons) has great potential to support further economic growth”
- Economist Intelligent Unit Itd, 2009
1197 1389 1302 1443 ©
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"Developing Asia's rapidly expanding middle class is likely to
assume the traditional role of the US and Europe as primary
global consumers and help rebalance the global economy,”

ADB annual statistical report.

Source: Asian Development Bank report, 2009, Economist Intelligent Unit 2009, United nations statistics 2010

Working women, youthful population and a rising middle class sums up Middle
East, China and India
DIMEXON
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...along with the rise of the wealthy consumers

Powerhouses of HNWI Growth
2,347

HNI’s population distribution (‘000)
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Source: World Wealth Report, Merrill Lynch Wealth Management, 2010

“India, Chinato treble HNI population by 2018” - Merrill Lynch report
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...results in a whole new market for
consumer goods

India's share of wallet is shifting from

ME, India & China Jewellery market (US$ Billion) basic amenities to discretionary items
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“Asian consumers are likely to spend $32 trillion by 2030, accounting for 43 per
cent of global total consumption” Asian Development Bank, 2010

Source: KPMG Analysis, 2005, McKinsey & Deutsche study, 2010, Asian Development Bank report on Asian consumer market, 2010

Middle East, India and China transcend into a world of consumerism
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In short, the future of consumer markets lies
In Asial

Huge

. consumer

Rising market
'wealth ‘
Favorable

‘population

Strong
e GDP
growth

Asia refers to Middle East, India and
China

Strong GDP growth backed up by favorable population and rising disposable
income
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Moving on, to understand the
Diamond opportunity




Growing consumption over the last decade...

Emerging Markets (India, China & Middle East) PWP consumption
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Source: UN Commtrade statistics, 2010
“India has been the fastest growing diamond market for the
Cotntry PWP(%;;JWth last 10 years, faster than China. It is currently among the top
0
China 53 five diamond markets in the world in terms of consumption.
India 48 It should be in the top three in another five years”
Middle East 34 - Stephen Lussier, CEO of Forevermark

China, India and Middle East lead the growth of diamond consumption
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India; Polished Diamond
Profile
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Source: Dimexon analytics 2010 Source: DTC commissioned research, 2007
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China: Embracing Diamond Jewellery

China: Polished Diamond Bl¥ %

Profile Chowm Sang 5ano
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Middle East: Growing diamond consumption

ME: Polished Diamond
Profile
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Ultimately, emerging Asia outperforming
developed markets...

Jewellery consumption 2010 E Jewellery consumption 2015 F
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Source: DeBeers, 2007 and Dimexon analysis, 2011

China, India and Middle East would cover 41% (USD 31bn) of Jewellery
market by 2015
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...and Dimexon Is well positioned in these
markets

Dimexon India

» Large manufacturing infrastructure in southern India

» Employing over 4000 skilled people

» Implemented cutting edge manufacturing technology

» Sales offices across Mumbai, New Delhi, Kolkatta, Surat and
Coimbatore (covering all Indian zones)

» Strong market penetration, supplier to largest retailers in India Dimexon Diamonds Unit

DIMEXON
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Finally, how can producer
countries benefit from
emerging Asia?




Strategy to leverage Emerging Asia..
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Beneficiation
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Economically feasible local beneficiation
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Beneficiation

Producer
Sustainabl . :
R&Zt?cl)rr]ghi% (Emst?[fgl?g Asia)
rategy
Distribution
Approach
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Africa Local beneficiation

Sharing Manufacturing &
Technological Expertise.

Training & Development.

Distribution to Emerging
Asia.

Value
Addition
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Value addition through manufacturing...
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Beneficiation

Setainan, Producer

ustainable . :

Relationship (Emerging Asia)
Strategy
Distribution
Approach

20

Value
Addition

Manufacturer Partnerships

Local presence with strong
infrastructure

Highly developed manufacturing
systems

Innovation and technology
adoption
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Distribution through global network...

Sustainable
Relationship

Market Access

Access through established
players network

Leverage market knowledge of

partners
Address different channels
concurrently
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Sustainable partnerships for the future...

Ideal Partner characteristics

Consistent, growing scale of
operations Beneficiation

Financially sound and fully
compliant to local laws

Sustainable process driven
business model

Producer
Sustainable - - Value
Relationship (Emerging Asia) Addition
Strategy
Distribution
Approach
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Bridging African mines to Asian markets...

Strong growing _ _
economy Emerging Asia

4

_ Rising demand

Emerging L y
Asia i )

Complementing
product profile

Partnering
opportunities

© DIMEXON 2010 23 D | M E X O N


http://www.google.co.in/imgres?imgurl=http://www.aurictechnology.com/images/img_partner.jpg&imgrefurl=http://www.aurictechnology.com/partners.htm&usg=__nx6plLzKvWRkP8pmZ4sxieZgaFw=&h=390&w=591&sz=21&hl=en&start=2&zoom=1&um=1&itbs=1&tbnid=XTh8-f68oHN-DM:&tbnh=89&tbnw=135&prev=/images?q=partnering&um=1&hl=en&rls=com.microsoft:en-us&tbm=isch&ei=aBCjTaiDBoWKuAPA87GLBQ

DIMEXON

Thank you
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