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) . GITANIJIALI
Disclaimer

e This presentation and the accompanying slides (the “Presentation”), which have been prepared by Gitanjali Gems Limited (the
“Company”), have been prepared solely for information purposes and do not constitute any offer, recommendation or invitation to
purchase or subscribe for any securities, and shall not form the basis or be relied on in connection with any contract or binding
commitment whatsoever. No offering of securities of the Company will be made except by means of a statutory offering document
containing detailed information about the Company.

e This Presentation has been prepared by the Company based on information and data which the Company considers reliable, but the
Company makes no representation or warranty, express or implied, whatsoever, and no reliance shall be placed on, the truth, accuracy,
completeness, fairness and reasonableness of the contents of this Presentation. This Presentation may not be all inclusive and may not
contain all of the information that you may consider material. Any liability in respect of the contents of, or any omission from, this
Presentation is expressly excluded.

eCertain matters discussed in this Presentation may contain statements regarding the Company’s market opportunity and business
prospects that are individually and collectively forward-looking statements. Such forward-looking statements are not guarantees of
future performance and are subject to known and unknown risks, uncertainties and assumptions that are difficult to predict. These risks
and uncertainties include, but are not limited to, the performance of the Indian economy and of the economies of various international
markets, the performance of the gems and jewellery industry in India and world-wide, competition, the company’s ability to successfully
implement its strategy, the Company'’s future levels of growth and expansion, technological implementation, changes and
advancements, changes in revenue, income or cash flows, the Company’s market preferences and its exposure to market risks, as well as
other risks. The Company’s actual results, levels of activity, performance or achievements could differ materially and adversely from
results expressed in or implied by this Presentation. The Company assumes no obligation to update any forward-looking information
contained in this Presentation. Any forward-looking statements and projections made by third parties included in this Presentation are
not adopted by the Company and the Company is not responsible for such third party statements and projections.

eThe distribution of this document in certain jurisdictions may be restricted by law and persons into whose possession this presentation
comes should inform themselves about and observe any such restrictions.
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Gitanjali Gems Limited
— An overview



One of India’s Largest Integrated GITANJTALI
Jewelry Manufacturing and e
Retailing Enterprise

Large integrated diamond and branded jewelry company with global footprint

m Operations capture the entire value chain from sourcing rough diamonds, manufacturing jewelry to retailing branded
jewelry in India and other leading markets

m DTC sight holder status through promoter company since 1967

Distribution and retail presence across top 5 global jewelry markets
m Strategic distribution presence across all five top jewelry markets — USA, Japan, China, India & Middle East

m Has 130 retail stores in US under Samuels & Rogers and distribution through retailers in other regions

Pioneer in B2B marketing of jewelry with significant retail operations in India
m Pan India retail presence — spread over 200 cites and 3,400+ Points of Sale (PoS)

m Sales via dedicated retail subsidiaries (Gitanjali Lifestyle and Gitanjali Jewelry Retail) and franchisee network across various
formats

State of the art manufacturing facilities with ability to produce high quality products
m Gitanjali has modern facilities at nine locations for diamond processing & manufacturing of jewelry

m Highly advanced product development and design capabilities with currently over 9600 active SKUs

Well diversified business
m Foray into lifestyle products to leverage customer base, domain knowledge and cross selling

m Diversified in development of jewelry Special Economic Zone (SEZ) to assist in processing and manufacturing operations



Gitanjali Gems —

1

Diamond & Jewelry
Mfg & Wholesale

Gitanjali Gems Ltd.

Gitanjali Exports
Corp. Ltd.

2

Branded Jewelry

Gili
(Gili India Ltd.)

Nakshatra
(Brightest Circle
Jewelry)

D’Damas
D’damas Jewelry
(India) Pvt. Ltd

Asmi
(Asmi Jewelry India
Pvt. Ltd.)

Maya Gold & Diya

(Fantasy Jewelry Pvt.

Ltd.)

Sangini
(Spectrum Jewelry)

Note: Key subsidiaries listed — Not exhaustive

Gitanjali Group
3

Jewelry & Lifestyle
Retail

Gitanjali Lifestyle
Ltd.

Gitanjali Jewelry
Retail Pvt. Ltd.

Shuddhi

MMTC Gitanjali Pvt.

Ltd.

Maya Lifestyle
(Salasar Retail Pvt.
Ltd. )

GITANJALI

Gigar

4

International
Business

Samuels Jewelers Inc
(USA)

Tristar Worldwide
LLC (USA)

Diamlink Inc
(USA)

Diamlink Jewelry Inc
(USA)

Jewelry Mkting Co.
LLC (USA)

Gitanjali Venture
DMCC (UAE)

5

Infratech Business

Gitanjali Infratech
Ltd.

Hyderabad Gems
SEZ Ltd.



Gitanjali Gems — Gﬁl. TA —r__

m To be a leading manufacturer and retailer of diamonds and branded
jewelry with a strong, globally diversified infrastructure and integrated
operations efficiently linking diamonds from rough to retail

m To promote a culture where jewelry is a brand, that creates an
‘aspiration value’ for customers and is judged by its uniqueness in
designs with highest quality of manufacturing & finish



Gitanjali Gems — L"r.l.n_l:.h -

Responsible Corporate Citizen

Sambhav
.o CSR initiative of the group. Comprises of various initiatives across education, health, providing
—qu—c[ employment to PWDs, etc under various banners Saksham, Saakshar, Sujyot, Sneh and Srishti

G 1 TANJ AL CSRinitiative
Saksham - focused on empowerment of People with Disabilities (PWD’s) through training and

Company won the employment
prestigious National

award for being the
“Best Employer for m Currently employs nearly 200 persons with disabilities and shall be employing more than 1,000

PWD” additional disabled workers in next three years
in 2009

m Special Saksham training centre operates at Rajiv Gems Park, Hyderabad SEZ

Saaskhar - Empowerment through Education

m Aid and assistance to agencies and institutions working in the field of education for both rural
and urban youth

m Projects are centered in Palanpur, an economically and educationally backward district of
Gujarat - over 70% of students come from less privileged strata of society

Sujyot — donation for eye camps

m One of the major donors for mega eye camps organized in remote areas of Bihar. Includes free
diagnosis and operations

m Covers ~ 2,000 villages. On an average about 45,000 people are examined and close to 10,000



Customer

Indian

Source: Published Information

Emerging market
World’s third largest
diamond Jewelry market,
growing swiftly

(510bn by 2015)

Market Potential

India has the 2" largest
population and the
largest youth population
in the world

Growing economy

One of the fastest growing
economies in the world
with 6% growth over the
last decade




Retail Business —

[ ]
- |
‘ India

GITANJALI

Branded Jewelry
sales through
channel
partners.

Own stores and
franchise stores

Brands across all

Multiple
distribution
platforms and
presence in malls
and shop-in-shop
formats

market segments.

Expansion of
single and multi
brand store
network across
the country.

GAigar
Jewelry
| |
Over all 50%+ of total jewelry revenues -
of Gitanjali come from domestic market International
—= | —
Wholesale and USA Middle East Exports to other
private label 126 stores Stores in international
Jewelry sales through partnership with markets
acquisition of leading jewelry
Samuels and chains like Joy
Rogers. Alukkas, Damas
Increasing supply
to family
jewellers. Growth to To grow further Distribution of
Launching continue through jewelry in
various through partnership Europe, Russia,
aggregation inorganic route route and owned Far
initiatives. and margins stores. East, Australia,
through Indian First owned Other Asian
manufacturing store opened in Countries
support May 2010

by Gitanjali

* ~60% of the organized mall space in the country within jewelry
category belongs to the Gitanjali Group
* ~50-60% of advertisement spend on jewelry pan India is done




Jewelry Preferences Across L";.I.I.ﬁ S
Regions in India

North-East
e Medium-low quality

North-West diamond dominant
e Medium to low quality e Basic handcrafted designs
diamonds

e Heavy designs

West East
e Medium-high quality as , ,
. e Medium-low quality
diamonds , !
. : diamond dominant
e Fine designs

e Handcrafted designs

South
¢ High quality diamonds
¢ Divine/Temple designs

Geographical diversity and cultural differences require an extensive product range and dynamic
distribution capabilities



Portfolio of Well Established GITANITALI
Brands in India

Brand What it stands for? Brand ambassador Brand positioning
Mesmerizing, Epitome of Katrina Classic Luxury
Top Gitanjali Indian *:l HAKSHATRA Beauty and Luck, Elegant Kaif
Brands constitute over and Timeless
Rs. 21 bn in Revenues
Brand ambassadors
meticulously chosen . .
such that celebrity A i Frc.ee, Sp ‘;”;ed' Goall Priyanka Fashion Luxury
image relates to brand d 5 M1 ( oriented, Successful, Chopra
. Diamond Jewellery Independent
personality and
association with
purchaser
Captures share of Contemporary
Luxury

Bipasha Basu

mind, attention and Stylish, Contemporary, Ex
mileage ol trovert, Enthusiastic, Self-
1 ‘ made




Brands Promoted by Most Well GITANIJALI

GAgar
Known Indian Celebrities
Brand What it stands for? Brand ambassadors Brand positioning
A le L
D'damas Celebrate Always Priety Zinta, ffordable Luxury
Neha Dhupia
A Salman Khan, Affordable Fashion
S angln | For special togetherness Kareena and Wedding
Kapoor
GITANJALL Moments like these speak Raima Sen )
; Bridal Gold Jewelry

mava gold

Advertising spend of over Rs. 1bn over last 3 years to build and promote brands



Dedicated Marketing Campaigns GITANIALI
on Key Occasions and Festivals S

Special promotions Valentine’s Day
during all major

festivals and major
gifting opportunities
across the year

Mother’s Day Dusshera &
Diwali

Semi-annual product
launches

Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec Jan
Distribution of

marketing materials to
franchisees, third party
distributors and other
sales channels on a
regular basis

Akshay Tritiya India Int’l Indian Wedding
Jewelry Show season

1S

Helps generate revenues, increase distribution and enhance brand awareness




Brands Well Recognized by R

Consumers and Industry

GITAMIALI

Gitanjali Group ' =
— Best retail chain of the year (Retail Jeweller Awards 2009) /
— Retailer of the year (India Retail Congress)

— Retailer of the year (Indian Diamond & Colorstone Association NY)

il

m Gili accorded “Superbrands” status over the years
— Superbrand in years 2003, 2004, and 2009

— Best Platinum jewelry of the Year (at Retail Jeweller Awards 2009)

m Nakshatra accorded “Superbrands” status over the years
— Superbrand in years 2004 and 2009

m Asmiawarded the Best 360 degree Marketing Campaign of the Year (at Retail
Jeweller Awards 2009)

Gili and Nakshatra are the only jewelry brands in the country to be conferred the prestigious
“Superbrands” status



GITANJALI

Large and Diversified Product S0
Range
. . Diamond Diamond Studded Gold
Various Materials
Diamond, T g;’ i
Currently over 9,500  solitaire, diamond AYBHL (Y
SKUs in assortment  studded, gold L% A5 \ 'k
i i \.\'- I

across all brands
combined

Gitanjali typically
introduces and
retires ~ 1,000 SKUs
per annum

Maintains constant
track of fast moving
(“Bin”) SKUs across
brands (~150-200
SKUs)

jewelry

Product Categories

Pendants, earrings,
rings, necklaces,
bangles, nose pins

Design options

From

traditional, classics to
contemporary, trendy

Contemporary, trendy
¥

Traditional, classic designs

it .
vi_ I.a;'f -~ '.".'L?;';
T e k|

Offers choice to consumers across materials, categories and designs



Caters to Various Consumer GITANJALI

Needs

For various occasions Wedding, engagement Anniversary, special occasion, party, work, daily wear
)

Catering to N

weddings,

anniversaries, o s ‘

parties and other ‘

gifting occasions

- o

Covering all age groups Teen collection Pinnacle collection / Universal collection

Right from young

teenage girls to

brides, working

women and

affluent and "=

mature customers
Pendants, earrings, rings

Offers jewelry designs for every occasion and age group



Integrated Design and GITANTALI

Manufacturing Capabilities

Design and product development Manufacturing capabilities

m Dedicated design teams for each brand with m Experience of over 20 years in jewelry
overall strength of 80 designers manufacturing

m Highly qualified and experienced designers  m Has six state-of-the-art production facilities
with international experience

— Group’s designers have won prestigious g
designer awards from GJEPC

Overall manufacturing team consists of ~
1,500 people (including contract labour)
— Design team has an average experience of

over a decade in jewelry designing . . .
Manufacturing chain — an overview

— Trained in Corel Draw, Adobe
Photoshop, Rhino, Jewel CAD, Art
Campro, etc

. Diamonds
m Each year the group conceptualizes over (Sourced from GGL) | |
10,000 designs of which ~ 1,000 actually hit
the markets EEi Manufacturing
(In-house team)

— Major catalogue launched during India

International Jewelry Show in August each Gold [
year (From third-party)

Distribution




GITANJALI

Gigar

Multiple Channels for

Sales through

Distributor/ Retailers
Network

PoS: ~2,800

Sales through Franchise

Partners
PoS: ~200

0 Exclusive distributor

network for each brand
to sell to jewelry
retailers across the
country

Once delivered, the
distributor assumes the
responsibility of selling
the product

Commission paid
depends on the brand
and sale value of the
final product

Franchise network
spread across India for
Exclusive Branded
Outlets (EBO) as well as
Multi Branded Outlets
(MBO)

Dedicated teams for
recruiting franchise and
servicing the same for
different retail formats
e.g. Gitanjali Jewels, Gili

Sales to Department
Stores and Reputed
Jewelry Retailers
PoS: ~400

Sales through Retail

éStores owned/ managedé

by the Group
PoS: ~100

Large jewelry
stores, shopping malls
and department stores

e Shoppers Stop
* Globus

* Westside

* Gold Souk

Directly serviced by the
Gitanjali Group

The retail operations of
the group are classified
into three different
formats

¢ Retail Stores owned
by the group

e Shop in shop outlets
in department stores

* Franchisee stores

Note: PoS includes third party retailers



Future Outlook: GITANIJALLI

GigJar
Emerging Retail Concept Extension of retail and marketing expertise to leverage successful Indian and international brands
to complement its product categories with other lifestyle products
Concept Overview Existing 1 million sq ft retail space scalable up to 2 million sq. ft in next 3 years

Flexibility through various store sizes ranging from 1000 sq ft to 20,000 sq ft

Located on high-streets and in malls in upcoming towns and cities

Product categories include jewelry, accessories, apparels, lifestyle products, cosmetics and
perfumes

Target customer segments are sec A and B

Store layout and interiors designed by leading Indian design houses and architects
Revenue sharing model for national and international brands

Opportunity of mid- Opportunity in midsized segment with premium branded categories

sized organized retail Tier Il and tier Il cities with significant demographics having discretionary income
venture in tier Il and tier Organized retail as a whole expected to grow at 25-30% in next 5 years

lll cities Large branded players are likely to dominate all categories and formats

Critical Success Factors Pull to drive in footfalls

Advertising and marketing support
Competitive advantage for:
Location
Loyal customer segment
Format (availability, accessibility, size, merchandising mix and layout)
Presence of prominent brands
Experienced management team and trained staff




Strategy GITANIJTALLI

GigJar
Strengths Opportunities
= First mover advantage - Expaknsion into emerging
markets
= Fully integrated supply chain - i‘ I "y randed
. . _ { » |ncreased focus on brande
DTC Sight holder status Branding ~ jewelry in India

providing reliable source of

diamond supply n . ’; * |ncreased focus on non-Metro
. Emerging market
= Market access and brand - Markets 1
support Tl (ﬁ = Expansion through revenue
) ) . L~ e sharing and franchisee models
= Unique design skills and /‘{ v &
Technology = Foray into other luxury
categories
= Vast distribution and retail &
network
Challenges

= Large presence of unorganized sector
= Emergence of low cost and regional brands

= Sustaining high growth rate in supply and Increasing gold and diamond prices
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Sustained Financial
Performance



Strong Revenue Growth - Group GITANIJALI

GAGAr

In Rs. Crores

*  Rapid expansion Revenue CAGR 16%

_ o)
Total revenue grew by 28% to 6,527.63

Rs.6,527 crores

e Jewelry and retailing lead with faster sales 2,891.30

5,088.88
growth

— Jewelry segment revenue grew by 4,831.74
35%, accounting for 56% of total 2 2,668.09
revenue

— Diamond segment revenue grew by
21%

* Indian market gaining significance with R
growing retail footprint 2,163.64

3,628.44

— India revenues grew by 38% to
Rs.2,605 crores

— Exports and overseas revenues grew 7.90 1.13
by 22% to Rs.3,923 crores
FY 2009-10 FY 2008-09 FY 2007-08

Others Jewelry Diamonds



EBIT Growth - Group T

In Rs. Crores

* EBIT grew by 55% to Rs.395.79 crores Healthy EBIT growth
e EBIT / Sales ratio improved to 6.06% in FY 395.79
2009-10 as compared to0 4.94% in FY 28.44

2008-09 251.60

— Return from jewelry segment (before
adjustment) reduced to 7.5% in FY
2009-10 from 8.1% in FY 2008-09 due
to gold price volatility

— Return on Diamond segment (before

adjustment) improved to 3.2% in FY

2009-10 from 2.6% in FY 2008-09 %ggi
e Control over manpower and operating
FY 2010 FY 2009

costs contributed to improvement in
m Diamonds m Jewelry Others Unallocable

operational performance




Profit & Loss account - Group

GITANTALLI

Giaal

In Rs. Crores

Sales

Raw material cost
Gross Profit

Gross profit margin
Manpower costs

Other operating income

Operating expenses
EBITDA
EBITDA margin

Depreciation

EBIT
EBIT margin

6,527.6
5,525.2
1002.4
15.4%
209.1
2.6

354.1
441.7
6.8%
44.5

395.7
6.1%

5,088.9
4,238.3
850.6
16.7%
216.6
2.24

346.4
289.9
5.7%
33.6

251.6
5.0%

24



GITANTAILI
Profit & Loss account - Group arear :

In Rs. Crores

EBIT 395.7 251.6
EBIT margin 6.1% 5.0%
Interest 172.4 97.8

Exceptional items - -

PBT 224.7 158.5
Taxes (net of DTA) 23.2 3.18
Share in Associates’ PAT -- --
Minority share in (Profit) / Losses 1.4 4.7
PAT 200.2 150.6
EPS (Rs.10 FV) 23.7 17.7
Diluted EPS 20.4 15.3

25



Profit & Loss account - Standalone Company GITANTALI

Giaal

In Rs. Crores

o Tl Toal
Sales 3354.9 2694.0
Raw material cost 3064.0 2430.0
Gross Profit 290.9 264.0
Gross profit margin 8.7% 9.8%
Manpower costs 15.0 15.8
Other operating income 0.2 2.2
Operating expenses 21.6 67.8
EBITDA 254.4 180.3
EBITDA margin 7.6% 6.7%
Depreciation 3.9 4.3
EBIT 250.5 176.0
EBIT margin 7.5% 6.5%

26



GITANTALLI

Giaal

Profit & Loss account - Standalone Company

In Rs. Crores

EBIT 250.5 176.0
EBIT margin 7.5% 6.5%
Interest 101.1 45.3.8

Exceptional items - -
PBT 149.3 130.7
Taxes (net of DTA) 7.1 35
Share in Associates’ PAT - -

Minority share in (Profit) / Losses - --

PAT 142.1 126.7
EPS (Rs.10 FV) 16.8 14.9
Diluted EPS 14.5 12.9

27



Gitanjali Group:

retailing

brands

India

0 Founded Gitanjali Gems in 1986

O Has been a visionary in identifying and executing
various initiatives including branding and

0 Instrumental in launching several successful

0 Pioneer in corporatising the jewelry industry in

Kaushik Shah
CFO: Jewelry Division

Rahul Vira
CEO: Gili

Amrish Masalia
CEO: Nakshatra

Santosh Srivastava
CEO: Gitanjali Jewelry Retail

R.K. Menon
CEO: D’Damas

Diamond Manufacturing

Jewelry Manufacturing

Sourcing & Manufacturing

Pankaj Shah Jaison S. Panakkal Shekhar Wadke Sailesh Goyal Devashish Dutta
CEO: Asmi CEO - Fantasy COO: Asmi—B2C President: Gitanjali Infratech CEO: Gitanjali Lifestyle
Sharad Mehta Vikram Singh Sudhir Mehta Nirav Adalja Jaydeep Banarjee

President: Gitanjali Lifestyle

COO: MGPL
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Infratech and Real Estate



Unlocking Hidden

Upcoming Infratech Projects Hyderabad SEZ: World Class Manufacturing Capacity
Borivali, Mumbai ~330,000 sq ft of Residential Project launched in \ e o e
FY 2010-11. e
g (P
b

Hyderabad Gems SEZ, Andhra Rental Facilities of ~200,000 sq ft to be leased in FY
Pradesh 2010-11.

Commercial Premises ~100,000 sq ft to be developed

Andheri MIDC, Mumbai in FY 2010-11 for rental and outright sale.

Borivali Residential Project

Gitanjali Infratech will unlock values from opportunistic investments in Infratech in the Financial Year 2010-11 and continue to expand in the next 3 years.




GITANJALI

GROUP

THANK YOU

Corporate Office: Investor contact:
6,B Wing, Laxmi Towers, 1%t Floor, investor.relations@gitanjaligroup.com
Bandra Kurla Complex, o

Mumbai 400 051. www.gitanjaligroup.com



