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About Hypertherm

• Founded in 1968 from a 
garage in Hanover, NH

• Nearly 1,000 Associates in 
Hanover, Lebanon, and West 
Lebanon
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• Associate owned

• Made in the USA

• Shipped worldwide



Sole focus on metal cutting
AutomationMechanizedPowermax Torch and 

Consumables
Nesting
Software
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Who uses our products

• Automotive

• Farming

• HVAC

Just about anyone who needs to cut metal
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• Construction

• Shipbuilding

• And more



What we’ll cover

• Why do we care about Associate engagement?

• The history of Hypertherm’s program

• Current state of Associate engagement at Hypertherm

• Lessons Learned and Best Practices
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• Lessons Learned and Best Practices



Why do we care?

• Businesses that do good, do well.

• Engaged Associates feel a sense of purpose and accomplishment, 
making them stronger contributors to the company.

• Strong CSR practices help with recruitment and retention. 
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Business that do good, do well

Philanthropic activity leads to improved associate morale which leads 
to greater satisfaction, higher productivity and quality, associate 
retention and ease of hiring. The proof is in the numbers!

• Hypertherm’s growth in the last 10 years
• Turnover data
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• Turnover data
• Associate satisfaction



The data supports our beliefs

“I feel good about the ways Hypertherm contributes t o the community.”

• Since engaging our associates in Community Service work in 2004, this 
statement has received the highest rating on our annual Associate 
Satisfaction Survey. 
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• 97% of Hypertherm associates agree or strongly agree with this 
statement vs. 73% before the introduction of Community Service Time



Businesses that do good, do well
• Best Company to Work For In New Hampshire: multiple years

• 50 Best Small & Medium Companies to Work For:: multiple years

• 100 Best Companies To Work For In America: 2004

• America’s Top 25 Most Successful Small Manufacturers: 2004 

• WorldBlu Most Democratic Workplace: 2009

• National Spirit of Service Award: 2008
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• NAM Award for Excellence in Community Service: 2008

• Cornerstone Award from NHBSR: 2009



Our Associates value their Community Service Time:

“I had a great time working on the COVER project. It  was one of the most 
satisfying moments I have ever had.  The look on th eir faces (the family) when 
they were close to having a three season room was s omething I will never 
forget.  Nothing compares to helping people like th is who really need to be 
helped.  I can’t wait to be part of another COVER p roject helping those who 

Why do we care?
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really need it. I got to work with great people at the same time achieving our 
results as a team.  Thank you for giving me this am azing opportunity.”  

-Stan Santaw, Hypertherm associate



Why do we care?

Our Community Partners are grateful

“The Upper Valley Music Center has been the benefici ary of invaluable 
technical support from four Hypertherm associates. Over the past year, Lin 
Chu, Zheng Duan, Sarah Chu and Peter Conrad have co ntributed countless 
hours of time and hard work to revamp and strengthe n UVMC's information 
and technology systems. Thanks to their help, we ha ve a new database, an and technology systems. Thanks to their help, we ha ve a new database, an 
improved financial reporting system and equipment t hat makes us better 
able to manage the work of a non-profit community m usic center. We 
appreciate the commitment and effort of these wonde rful people and thank 
Hypertherm for its leadership in encouraging its as sociates to support the 
community in this way.”

-President, Upper Valley Music Center 
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THE HISTORY OF 
HYPERTHERM’S

ENGAGEMENT MODELENGAGEMENT MODEL
(FORMALLY ESTABLISHED IN 2003)
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Engage your community

• Centralized vs. decentralized giving

• Establishing key areas of focus

• Learning from best practices

• Developing a strategy• Developing a strategy
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Establishing focus

We maintain a clear understanding and rationale for giving that involves:

• Understanding the needs of the community in a manageable and 
meaningful way

• Hypertherm’s corporate values

• Hypertherm’s business interests
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• Hypertherm’s business interests

• Understanding the concerns and interests of our Associates 

• Changing the model of giving to include time



Our strategy

50%

35%

14%

1%Big Relationships Established 
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1%Big Relationships

Special 
Projects

Established 
Smaller 

Organizations
Goodwill



THE CURRENT COMMUNITY 
ENGAGEMENT MODEL AT 

HYPERTHERMHYPERTHERM
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Current state of engagement

• Mission and focus areas 

• Team structure and sub-committees

• Examples of our partnerships
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Philanthropy mission

To promote the development and well-being of children and families 
within our community by breaking cycles of dependency and helping 
individuals and families achieve self-reliance

Areas of special interest:
Education and the Arts 
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Education and the Arts 
Healthcare

Affordable Housing
Environment



Team sub-committees

Four sub-committees offer more opportunity for involvement

• Participation Committee: Gets associates involved and engaged in 
philanthropic events and activities

• External Communications Committee: Shares best practices, handles 
PR, and external communications

• Review and Allocations Committee:  Receives and rates all incoming 
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• Review and Allocations Committee:  Receives and rates all incoming 
grants before bringing them to the Philanthropy Team for approval

• Strategy Committee: Ensures our philanthropic mission stays on track



Several of our partners 

• Friends of Norris Cotton Cancer Center

• CHaD (Children’s Hospital at Dartmouth)

• Junior Achievement / Everybody Wins!

• COVER Home Repair

• Special Olympics

• Upper Valley United Way
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• Upper Valley United Way

• Hannah House

• Habitat for Humanity

• Northern Stage



LESSONS LEARNED 
AND 

BEST PRACTICESBEST PRACTICES
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Lessons learned & best practices

• Build it into the culture

• Community Service can be a team sport

• Start small: scale it to your organizational needs and size

• Make it easy for employees to participate

• Get leaders on board

• Communicate and educate

• Celebrate
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Build it into the culture

• Interview for community engagement 
competencies

• Educate employees about community 
needs

• Tell the stories; inspire employees

• Transform

• Engage

• Inspire
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• Engage employees; give them an 
opportunity to get involved

• Measure your impact 

• Educate

• Hire

“Never doubt that a small group of 
citizens can change the world, indeed 

it is the only thing that has.”

-Margaret Mead



Communications strategy

• Weekly HOPE e-News

• Slides shared on TV screens in each Hypertherm building

• Bi-monthly articles in HyLights 

• Philanthropy section on Hypertherm intranet
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• Philanthropy section on Hypertherm intranet

• Quarterly community impact stories

• Lunch-n-Learn events



HOPE e-News

• Sent weekly

• Highlights news and 
community service 
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community service 
opportunities



TV slides
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HyLights articles

28



Intranet presence
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Community impact stories

• Sent quarterly

• Highlights individual non-
profit organizations, what 
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profit organizations, what 
they do in our communities 
and how Hypertherm gifts of 
time and money have made 
an impact



And finally…

CELEBRATE!
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Thank you.
Questions?


