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D I A M O N D  R E T A I L I N G

WYLDE 
     at HEART
Bath-based jeweller – and Association member – 
Nicholas Wylde has always wanted to be that little 
bit different from the rest. And now he’s achieved it… 
with his very own diamond – Wylde Flower.

What made you decide that 
wanted to create your own cut 
of diamond?
From the very start of the 
business I set out to stand out 
from everyone else – with my 
windows, my product and my 
service. It was always a dream to 
have my own cut of diamond… 
but a dream that seemed too far 
away. Why sell something that 
everyone else has and wants to 
sell cheaper than you? And the 
rise of the internet has pushed 
me harder to achieve my dream.

What was the starting point 
for your quest? Who did you 
initially speak to about it?
I was about to celebrate my 25th 
year of trading and thought this 
was the time to launch something 
that I would be very proud of. So 
I spoke to one of my suppliers in 
Antwerp who I knew hand cut 
unusual stones and he invited me 
to the Antwerp Diamond Show.

Did you know exactly what sort 
of cut you wanted? How? Why?
I’ve tried to sell branded fancy cut 

diamonds before and they looked 
great but were slow sellers. Round 
is king so that was my brief. 
The cutter showed me a stone  
he had been working on and both 
my wife Lucy and I looked at it 
and saw the flower effect at the 
bottom. A few tweaks to the 
cut… and the brand was born. 

Do you know other small 
independent retailers who have 
done such a thing? I imagine 
that most would think that such 
a project was beyond them...
No I don’t. It is a long journey 
– getting the cut perfect, 
registering the branding with a 
good name and patenting the cut. 
Not to mention the investment. 
It was a gamble that I took…  
with an amazing response. 
 
Did you have an idea of the costs 
that would be involved? Explain 
how you funded the project?
No, not at first. But as I had a 
long relationship with the cutter 
the deal came together nicely 
with commitment from both 
sides. I designed three collections 

to launch the Wylde flower 
diamond so there was quite an 
investment in stocking these into 
two shops. When I expanded the 
business five years ago and shortly 
after invested into the Wylde 
Flower diamond, I found it easier 
to raise some funds from a small 
group of clients who simply love 
jewellery and diamonds.

It’s a win win – I get the investments 
for five years without any ties  
(a lot of trust from the clients)  
and they get a very good return 
(much better than they would get 
from the banks). They become a 
platinum customer with many 
perks. They are all very keen to see 
the Wylde brand grow… especially 
the Wylde Flower diamond.

What makes the Wylde Flower 
different from other ‘usual’ 
cuts? Does it inspire your 
jewellery design?
We’re marketing the Wylde 
Flower diamond as the perfect 
diamond for love – a diamond 
and flowers now coming 
together. It has 24 more facets 
than a standard brilliant – 
perfectly cut to show the flower 
at the bottom, yet delivering 
more fire and shimmer than a 
brilliant. The stone when seen 
speaks for itself, but when a sales 
consultant launches into the 
unique and exclusive story my 
clients are even more won over 
by it. Every year I’ve launched a 
new collection with the stone.

Did you encounter any 
problems in the process of 
creating Wylde Flower –  
either practical, bureaucratic  
or political? Was there ever a 
moment when you thought: 
“What am I doing?!”
No problems as such. Just 
keeping it quiet until I had 
patented and registered  
the cut and brand. 
 
How long did it take from  
start to finish? When did  
you launch it?
It took 18 months until the 
launch in 2012 but it was worth 
the wait, knowing that I was 
investing heavily into this. I had 
to be careful buying new 
diamond stock. 
 
How did you launch it to your 
customers and what has the 
reaction been? How are you 
promoting it now?
I launched it at a couple of 
events leading up to Christmas 
that year. Firstly in a very pretty 
engagement-style ring called  
the Petal Collection. Then 
the Flower Collection which 
is perfect for Christmas. The 
response was fabulous. I’ve got 
an order for the thousandth 
stone. The diamond has been 
recognised by IGI and each  
stone is branded and numbered. 
My goal is to make this diamond 
the must-have engagement 
stone… eventually taking over  
the Tiffany brand.


