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IF THERE’S ONE  thing that really 
sets millennials apart from the older 
generation, it’s that they’re not afraid 
of speaking their mind to management, 
says Gareth Lloyd Jones, managing 
director of waste logistics provider 
HIPPO (120 staff). And that, he believes, 
is a positive thing on the whole. 

“It’s very easy to fall into a Daily Mail 
mentality that young people are a 
waste of time, and we’ve had some 
challenging experience with some 
who are not prepared emotionally for 
the workplace,” he says. “However, 
employing young people presents very 
enriching and positive experiences. I 
find fascinating the speed at which they 
can adapt to technology, and their lack 
of boundaries in being happy to express 
opinions.  When I started working in 
1982 I would not have had the balls to 
walk into the managing director’s office 
and speak my mind, but I get that all 
the time. They are proactive and will 
come in and speak to management 
about customer feedback and insights, 
whether positive or negative issues.”

What he finds interesting about the 
younger generation is their willingness 
to help the business improve. “Where 
there are these negative issues they 
rarely talk about them in a negative 

way, as failures, but as an opportunity 
to do something different and improve,” 
he explains.

And he believes a managing director 
has to encourage feedback from staff, 
to believe that it’s important for even 
a business leader to keep learning, 
particularly because of the pace of 
change of technology. Describing the 
process of making the IT more “slick 
and efficient” as the equivalent of 
the swan swimming serenely on the 
surface but paddling like mad beneath 
the waterline, he says: “If I had not had 
the full support of colleagues, some in 
their early twenties and others in their 
late sixties, who are prepared to express 
themselves openly, I don’t believe we 
would have got as good a system.”

The modern IT used by the business is 
supported by what Lloyd Jones calls 
“hundred-year-old technology: lorries.” 
More than half of the staff are based 
remotely, many being the truck and 
van drivers who collect and remove the 
distinctive yellow alternatives to metal 
skips called Hippobags, for which the 
company is known.

That presents the challenge of 
communicating with remote workers, 
who naturally don’t get the benefit of 
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single version of the truth,” he says.

That’s important not least because 
the remote staff in particular spend 
a lot of time dealing with members 
of the public. As much as 90% 
of the work is done at domestic 
properties, for example removing 
waste from residential kitchen fit-
outs or maintaining local authority 
housing. “We’re business-to-business 
but most of the action takes place 
at domestic residences,” Lloyd Jones 
explains. “We work in very intimate 
environments, going into people’s 
houses and removing waste that they 
might not want the neighbours to see. 
So we have to manage householders’ 
expectations in terms of collections.”

And they do it pretty well, he 
believes.  “Our Trust Pilot reviews are 
extraordinary. That said, the anonymity 
of social media tends to mean that 
people post extremes of opinion, 
either positive or negative, but we now 
have active advocates will defend us 
against criticism if something should 
go wrong. I have had to intervene in 
full-scale arguments, people calling 
each other idiots. So we have had to 
change internal processes to monitor, 
and in some cases moderate, that 
online chat.”

the traditional “water cooler” kind of 
informal communication that office-
based staff have.

“Having so many people working 
remotely, and some of them on their 
own, means that at times they make up 
their own version of the truth,” explains 
Lloyd Jones. “It can be quite easy for 
communications made by a company 
with the best possible intentions to 
become distorted. Sometimes, for 
example, there has been a change in 
processes that the company might think 
that it has communicated well, but 
something has been misinterpreted. Then 
people will talk about it on social media, 
which is like the wild west since staff 
do not always communicate the way the 
company would want them to, and the 
wrong message can get communicated 
externally to suppliers. Managing that 
can be very tricky but I think it’s helped 
us become a better business.”

Lloyd Jones says the business has invested 
significant resources in ensuring all staff 
receive weekly updates and monthly 
newsletters so they understand what’s 
going on. 

“I don’t want people on-message in a 
psychotic, Blairite sort of way but we 
do try to communicate an appropriate 
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they expect of the business and what 
does it expect of them?”

Similarly, he tries to create “an 
environment of honesty” about what’s 
going right or not right for staff and the 
business. Every year or so the company 
brings in an external consultant to talk 
to staff and get their feedback on the 
business.

One key attribute for staff is a sense of 
personal accountability. “We often use 
the phrase ‘if you’re not going to earn 
from it, you had better start learning 
from it’, which I love because it’s all 
about encouraging accountability,” says 
Lloyd Jones.

He adds that he has been pleasantly 
surprised by how engaged and 
committed people become in this kind 
of environment. “The employer brand 
has to be the company’s biggest asset,” 
he comments. “And you don’t have an 
employer brand without colleagues 
buying into its values. We have a desire 
for HIPPO to be an aspirational employer 
and a company aspire to work for.”

Lloyd Jones reflects further: “I left school 
at sixteen. Education wasn’t for me, and 
I was lucky to work for a guy who gave 
me the opportunity to express myself in 

Lloyd Jones admits that a career in this 
sector is not going to be everyone’s 
first choice. He started his career in 
advertising and says he often jokes 
about the “glamorous world” of the 
waste industry. “It’s a high growth, fast, 
dynamic, ruthlessly entrepreneurial 
environment. We’re not a rigid corporate 
with a definitive view of the next five to 
ten years. We can re-budget this business 
in two weeks and make significant 
changes to the way we operate if we 
have to, and sometimes that doesn’t 
work for everyone.”

This being the case, when hiring, Lloyd 
Jones thinks it’s important to have frank 
discussions with candidates to find out 
what they’re looking for in a job and 
vice-versa. 

Most of the HR function is outsourced to 
external recruitment consultants, with 
the customer service director responsible 
for the function internally. 

“We would not have a business without 
people but businesses are organic 
things that change shape and direction. 
Someone might be right for a business 
and that business right for them one day, 
but changes in their life or the business 
might mean they’re no longer right for 
each other. It’s about honesty: what do 
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“There will come a time when these 
young people look back at seminal 
moments in their career, and I want 
people to feel like working here was one 
of them.”

• • • •

Dynamite offer permanent, temporary 
and contract recruitment across all levels 
of business. Dynamite is a specialist, 
boutique recruiter covering all office based 
commercial roles along with accountancy 
and finance, industrial, HR, legal, sales and 
marketing and prestige retail through our 
specialist divisions with a key focus in the 
south but also nationally.

Dynamite Recruitment
Langstone Gate
Solent Road
Havant
PO9 1TR
Email: contact@dynamiterecruitment.com 
Web: www.dynamiterecruitment.com

Researched and published by
DECISION magazine
www.decisionmagazine.co.uk

publishing company. I gave everything to 
that business - it was so exciting - and 
we have people like that here; not just 
millennials, but those in their fifties and 
sixties. Sometimes I have to say to them, 
‘look, I want to go home now’. I don’t 
believe in the Silicon Valley, hedge fund 
kind of macho twenty-seven hours a day 
culture, and I’m not interested in people 
who think that’s a sexy way of running a 
company; I find them hugely dull.”

“Money” he cedes, “is incredibly 
important, the ultimate driver, but it’s 
a mistake to employ anyone who is just 
chasing the remuneration. They might 
appear to be motivated and enthusiastic, 
but it’s not about the company. In the 
early days, a company can get people to 
come along by getting them excited by 
the journey. But that only takes you so 
far; there comes a time when you have 
to give back.

“I look at it this way: a big part of my role 
as MD is managing investor relations; it’s 
right and proper that shareholders hold 
me to account.  Similarly, if we’re asking 
someone to invest five years of their life, 
we have to give them an honest and fair 
strategy of what we’re planning, and 
that’s tremendously exciting. 


