BOTTOM LINE ON CSR
Brittany Zbikowski, a member of the Altice USA event,
travel and conference management team in Oyster
Bay, New York, says alignment with her company’s
values is the deciding factor. During incentive trips,
she investigates local charities in the area to identify
their mission and needs, to determine the best way for
participants to give back.
Most recently, the company hosted a program
at Hotel Del Coronado in San Diego. Top sales
winners raced to blow up 300 soccer balls
that were donated to the Boys & Girls Club of
National City.
Children’s charities and organizations that focus
on helping those in need resonate with lots of
groups. Boys & Girls Clubs, food banks, Habitat
for Humanity and Dress for Success are popular.
Medical research and support for those going
through difficult health trials also rank high with
respondents. Ronald McDonald House Charities,
Shriners Hospitals for Children and Susan
G. Komen are mentioned, along with Special
Olympics.
Mara Weber, global marcom and analyst relations
leader at Honeywell Performance Materials &
Technology in Phoenix, says science, technology,
engineering and mathematics education (STEM)
is a priority for her company because those skills
are critical to its global success. Honeywell must
employ talent equipped with the knowledge and
skills to innovate, to develop technologies that
solve challenges for its customers.
Environmental programs are also favored. Hyatt
Regency Waikiki Beach on Oahu Island in Hawaii
connects groups looking to do team building
with Hoomau Ke Ola, an environmental rehabilitation
treatment. The center, which focuses on Hawaiian
cultural practices as a part of the recovery process,
offers hands-on reforestation activities.
Some see team building (14 percent) and
connecting with beneficiaries (8 percent) as
priorities when executing on campaigns. Indeed,
team-building activities that include working
together to help a cause are becoming so
popular that at the annual Meeting Professionals
International World Education Congress meeting
in June, the Exchange Room hosted daily
volunteer activities for positive social impact,
including packing lunches for Three Square
Food Bank, and dropping off socks and undies
for Street Teens. The final day attendees literally
bled for the cause by participating in a Red
Cross Blood Drive.

MEASURING IMPACT

Most groups (51 percent) conduct post-event
surveys to determine if attendees see the activity
as impactful. But many (41 percent) also rely on
feedback from the charity and some (7 percent)
see an event as successful if it results in attendees
continuing the relationship with the cause.

Smar t Meetings’ reader poll shows the priorities
meeting professionals are balancing when considering
corporate social responsibility for events. Here are how
some of the numbers broke down.
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SMART TIPS
“Look for
easy involvement;
keep it simple.”
–Tom Anderson, Technology Services Industry
Association

“Allow volunteers to
meet clients that benefit
from donations or have
organizations organize tours
to show what they are doing
to make impact.”

“Provide an opportunity for
your team to have some skin
in the game. Let them donate
a few bucks, hold an internal
fund-raiser for the cause or
participate in a hands-on
project. It gives them buy-in
and it feels good.”

–Bobbie Chapman,
National Philanthropic Trust

–David K. Moody,
Event Logistics of Washington
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