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DAVID JONES ADMITS that he never 
turns his phone off and even sleeps with 
it under his pillow. But the managing 
director of Frontline Communications, 
the specialist call handling company, 
recognises there’s a dichotomy between 
the ‘always on’ way of life and the 
growing desire for more work-life 
balance. There’s been a kind of backlash 
against the way technology has taken 
over all aspects of our lives, he feels. 
“Increasingly, people don’t want this 
kind of constant connection with work 
because it conflicts with their other 
responsibilities and priorities. Arguably 
we’re so wired in that we can neglect to 
realise that this constant connection to 
work conflicts with how the generation 
want to live their lives.”

Employers need to be aware of issues 
like these, he believes, because business 
success is all about people. “Our mission 
statement includes being renowned for 
‘outstanding service and people’, but I 
think ‘people’ and ‘service’ should be the 
other way around. People are literally 
the front line of the service we provide.”

Frontline have more than eighty-five 
staff, the majority working nights 
to provide a 24/7 operation. One of 
the challenges is that it operates in a 
sector which is generally considered 

to be low-value and high-churn. “Our 
business isn’t,” Jones points out, saying 
that Frontline’s recruitment, training 
and development cycle is relatively long 
compared with other companies in the 
call centre sector. That’s not a surprising 
requirement when you realise that 
one of the company’s key activities is 
answering out-of-hours calls for funeral 
directors. “We had a call this morning 
about the death of a baby. That’s a 
difficult call to cope with and someone 
needs real training to deal with that.” 
The challenge is that the typical job 
applicant is a young person who doesn’t 
intend to stay in the job for long. 

The key, says Jones, is engagement, 
which he defines as about giving people 
fulfilling jobs and clear goals and making 
them feel valued. “It’s about giving 
them a sense of teamwork or tribalism. 
The phone company O2 has a mantra: 
create fans by making fans. The starting 
point isn’t the customers; it’s the people 
internally you need to get on board. The 
whole area of employee engagement 
and retention is something which 
should fascinate all employers if they 
are to create a stable and committed 
workforce.”

Jones has clearly thought a lot 
about all this. “I like to think five 
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didn’t, you might have had a desk 
in a garage but actually you started 
at MIT [Massachusetts Institute of 
Technology] with access to $1million 
in seed funds, and you have a PhD’. 
But the reason why these companies 
are coming out with that kind of story 
is because they know they appeal to 
the employees they want to attract.”

With a view to establishing 
an employer brand, Frontline 
Communications Group have been 
re-evaluating their very structure. 
The brand, admits Jones, was “sub-
optimum” in certain areas and needed 
refining.  “One of the new areas of 
focus has been wellness and people 
development, which ties in with how 
we represent ourselves externally. 
One of our directors now has the new 
title of organisational and people 
development director and one of her 
roles is looking at job descriptions and 
accountability.” Jones says creating 
that role was somewhat of a step 
change in itself. “When you grow 
quickly everyone does a bit of this and 
a bit of that and at some point you 
need to carve the business and have 
specific management responsibilities.”

The new people director, says Jones, 
is “a master ninja” in neurolinguistic 

steps ahead,” he says, “about what’s 
happening in technology and the way 
we communicate. I try to put myself 
in a mindset of thinking the unusual. 
Part of that process is looking at what 
Generation Y and Z are doing, what’s 
important to them, and what their 
experience of engaging with our brand 
should be like.

One interesting consequence, says Jones, 
is that the company communicates 
with candidates more by text or instant 
messaging than phoning or emailing 
them. He explains: “Many younger 
applicants simply don’t listen to phone 
messages. This meant a ridiculously 
small proportion of applicants was 
actually getting back to us. Now pretty 
much everyone does.” 

Jones thinks the ‘story’ behind a 
company or brand is a really important 
in recruitment and retention. “Breaking 
it down that’s what great engagement 
is - it’s about transparency in 
communication, it’s about vision and 
goals and what we expect of staff. It’s 
not about what you do but why. People 
are interested in Apple because of the 
story of founder Steve Jobs, which has 
made it a sexy brand. I hear technology 
entrepreneurs saying they started in a 
garage with no money. I think ‘no, you 
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Dynamite offer permanent, temporary 
and contract recruitment across all levels 
of business. Dynamite is a specialist, 
boutique recruiter covering all office based 
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marketing and prestige retail through our 
specialist divisions with a key focus in the 
south but also nationally.
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programming and mindfulness. “She 
speaks internationally about infinite 
possibilities, about how thoughts 
become things,” says Jones with some 
awe. “She once asked us to visualise 
before job interviews that wonderful 
people were going to be coming through 
the door. Soon afterwards, we took on 
six people who were absolutely perfect.”

One early-stage project is a plan to 
‘model’ or define the ideal employee. 
Existing staff will be psychometrically 
tested so that their ‘DNA’ is known; that 
information will be “dripped” back into 
the recruitment process so the company 
knows exactly what it’s looking for.

And the bottom-line of the Frontline 
Communications Group philosophy? 
“We’ve reduced staff attrition to 6% in 
an industry where a more usual figure is 
23%,” says Jones.


