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“LET’S ALL
DEMAND MORE
OF EACH OTHER”
Just over a year after Laurence Lewis asked The Crew
Report’s readers to work better with the recruitment
agencies, the director of YPI Crew has seen too little
change and calls for captains to demand more from
the recruitment sector.
As always I am running late in handing
in my column to The Crew Report but, as
always, I have a good excuse. What is it
this time? Well, we have been very busy,
even during August when, historically,
the activity slows down as crew are settled
and working hard to look after their
employers and guests. It’s that time of
year when relief and temporary engineers
and stewardesses are difficult to find for
those last-minute requests, when captains
need someone “today” or “yesterday”.
While juggling these issues we have
also concentrated our efforts on new
recruitment assignments for autumn, so
no wonder I am once again racing against
the clock!
What else was new this summer? 20
August has come and gone; the MLC
has come into force and reputable
recruitment agencies are now accredited,
having worked hard towards this goal,
fine-tuning their recruitment procedures
for the benefit of the industry. These

changes to our procedures come at a cost
to us, too, both in terms of time spent
and human resources, which inevitably
translate into financial costs we must bear.
This reinvestment is accepted as part of
a normal business cycle and responsible
company directors know they have a duty
to their businesses in order to support
what one hopes is a perennial expansion.
I know that captains of both commercial
and private yachts alike will recognise the
effort crew agencies are making and will
work predominantly with these MLCaccredited agencies.
The question is, what else, apart from
MLC accreditation, should a captain
be able to demand and expect from a
recruitment agency? Plenty, is the answer.
But how does it work? More importantly,
how does it work well?
Most people, whatever their job, work
at their best when they feel engaged,
inspired, motivated and empowered. It’s
the same for recruiters. So, in a nutshell,
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NATURAL STONE
There are currently more than 16,500 types of stone on
offer worldwide. Only the most flawless and valuable find
their destiny as part of the interior fittings of superyachts
and exclusive residences.

These exquisite types of natural
stone include onyx, alabaster,
marble and various hard rocks
such as granite and quartz.
In order to be able to meet the requirements of even our
most demanding customers, precious stones such as
lapis lazuli, sodalite and jade as well as petrified wood
and mountain crystals are also processed into exclusive
and unique pieces.

Today, natural stone can be used in virtually every field
of interior fitting – whether on a yacht or in a residence –
thanks to the sophisticated techniques and processing
methods available. Even grand pianos have been known
to be coated with stone.
For the metrica® INTERIOR professionals it is essential
to know the exact range of application and the precise
intended use before each assignment, handling
and processing of natural stone. Only in this way is
it possible to provide the right stone and pass on
professional cleaning and protection recommendations
regarding weathering, scratches or dirt to the crews. To
be continued: don’t miss our next issue on natural stone
in The Crew Report.
metrica® INTERIOR
+49 2536 330900
info@metrica.de
www.metrica.de
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the most successful working relationship
between captains and recruiters will
allow for a quality-driven search service.
This is never possible when a large
number of recruitment companies are
involved as, inevitably, a race to send
CVs begins and the ultimate loser is
the captain who ends up spending
too much time reading too many
CVs, most of them irrelevant. This is
obviously a waste of time, money and
resources; surely the idea is to pay a
fee for someone to do the groundwork
for you? Understanding this principle
is key to successful recruitment and
this is why using more than two or
three quality-driven agencies is simply
counterproductive. The quality of
recruitment agencies in our industry
will increase as a whole when captains
demand more from the fewer
companies they have selected.
Every so often clients call us after they
have been looking at 30 or so CVs and
still have not found the right candidates.

New, sophisticated manufacturing methods and expert
hands make it possible to create exceptional room
illuminations. Natural stone is processed with glass into
a very thin layer and combined with LED backlighting.
The unique, incomparable colour of the stone is the
icing on the cake.
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RECRUITMENT

As a recruiter I am thinking, this just can’t
be right. Here’s a client who, I am sure,
has better things to do than spend his
time reading through reams of paper; that
just can’t be the best use of his day. If, as
a client, you feel you are in this situation,
it could well be because you are using
the wrong agency. Don’t forget that the
recruiters are paid to read CVs, meet and
interview candidates, check references,
discuss their goals and build a shortlist of
candidates for you, the client, to interview.
The bulk of the work should be done by
the recruiter, not the client.
Allowing recruiters time to do their
job well – selecting the best candidates,
including those who may not be on the
open market – is vital. As mentioned
above, this can’t be achieved when too
many recruitment companies are involved.
There are occasions, of course, when
time is of the essence in recruitment;
when the chef quits the day a new charter
party arrives. Of course the recruiter
will drop everything to find a new chef,
it goes without saying. Most of the time,
however, clients have some leeway to allow
the recruiter time to do a full and proper
search to source the best-qualified and
suitable candidates for the open position.
Also vital is to use a recruitment
agency with a proven ability to source
quality candidates. What is the agency
or the recruiter’s legitimacy? What kind
of network does it have? What kind of
visibility does it have within the business,
on the internet and in publications? If
a client is prepared to pay an agency
fee, should he not, in exchange, feel as
though he can demand and expect from

his recruiter an in-depth knowledge of the
market’s key players?
Another point to take into consideration
is the individual recruiter’s knowledge
of the market and its trends. Can your
recruiter guide and advise you on the state
of the market and what type of candidate
profiles are available at any given time? Is
your recruiter telling you if your criteria
are not in sync with the market?
Finally, ensure your agency will
represent your yacht in a positive fashion
when speaking with candidates and when
giving interview feedback. As always,
insight and experience help, and the more
developed the partnership between the
captain and the agency, the better the
communication.
Let’s all demand more of each
other. Let’s work better, together.
Happy recruiting.

The quality of recruitment
agencies in our industry will
increase as a whole when captains
demand more from the fewer
companies they have selected.
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