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The most expensive diamond Neil Duttson has sold, for a cool $170,000, was to a man he’d never met. In a transaction based solely on phone conversations, an American banker put the money in Duttson’s account and the diamond was delivered. Trust is a critical ingredient in the diamond industry.

That is what Duttson does: he sells diamonds and cash flow is his secret of success. “The diamonds might sparkle and look beautiful, but they’re no good to you sitting in a safe,” he said. Duttson Rocks, his business, is expecting to see a turnover of £2.5m this year, and Duttson says the operation has the potential to reach £100m within the next few years.

Six years ago, when Duttson was 30, he re-mortgaged his flat and went to Antwerp, where he studied the stones intensively for six months, attaining the qualifications needed to make a start in the business. The course cost $25,000 but it was money well spent. He used his weekends to travel around European capitals visiting diamond shops, posing as a potential customer. It did not take him long to realise he could do better.

Yet building a business in this notoriously secretive sector was not easy. “The industry is predominantly made up of Indian and Jewish businesspeople and I’ve worked hard to create a rapport with them,” Duttson says. “The thing is, in this business, once you shake hands and look someone in the eye, the deal is done. You don’t mess people around. You have to build trust.”

Today, Duttson Rocks is based in London. The proprietor does not run a shop. He goes for the personal approach. “Because we have no shop rental overheads and no gratuitous branding that bumps up the price of the jewellery,” Duttson says, “we can offer clients the chance to purchase diamonds at up to 30pc less than the equivalent high street price.” His business meetings are carried out at the client’s home, office – even their yacht or private jet.

Duttson loves to network and sees most situations as potential networking events. “I love meeting people and talking to people,” he says. “Sitting at an airport, on a plane, on a bus, I’m always keen to talk to people, and people are interested in what I do. Sitting at a dinner party, people are interested in talking about diamonds – especially the women.”

One way he is attempting to differentiate his business to the other big players is stressing his ethical approach. With a blockbuster film out in the new year all about diamonds from war-torn African nations, it’s a well-timed re-branding exercise. But it’s not just one for the cameras. “Our diamonds are not from west Africa. I know they’re not. We follow the United Nations guidelines and the diamonds are certified as such. I want to be seen as the first environmentally-aware diamond dealer.”

