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RECRUITING EVENT 
PROMOTERS

Profile Target

IDENTIFY THE CHARACTERISTICS 
OF THE IDEAL CANVASSER:

• Attractive
• Energetic
• Enthusiastic
• Outgoing
• Talented talker
• Money motivated
• Work in retail or hospitality
• Trainable & Coach-able

IDENTIFY THE LOCATIONS AND 
VENUES WHO ARE LIKELY TO 

FURNISH CANDIDATES:

• Colleges & Universities
• Vocational Schools
• Campus Hangouts
• Government Agencies
• Online venues & Job Sites
• At Trade Shows Events
• Retail Stores & Kiosks



HOW TO RECRUIT EVENT PROMOTERS
The following pages contain the most proven methods 
for affectively recruiting Marketers in small or large 
quantities.  It is important to keep in mind that this is 
a recruiting SYSTEM. So unless you follow each of the 
steps in the system, it is not nearly as likely to produce 
positive results. If you decide to alter or eliminate 
any of the steps in this proven model, then you will 
drastically change the results that it can provide. 

The key fundamental to understand when recruiting 
Marketers is that we are targeting the “Under-
employed” not the unemployed. People searching 
for jobs on Craigslist or in other outlets are often 
unemployed and in some cases unemployable… You 
must target good candidates! Those people are often 
already working and not actively searching for a job. 
They will however explore a better opportunity if one 
presents itself. Let’s target those type of candidates 
with our opportunity. Follow the steps below in numeric 
order.

1. Distribute the “ultimate part-time job” post-
it note by placing on vehicles at local community 
colleges, universities, shopping malls, movie theaters, 
youth groups, etc.  Anywhere that your target 
demographic is likely to congregate. An example of 
this post-it style sticky note can be found in the pages 
to come.

2. Place these small fliers on the driver’s side 
window by sticking them to the glass. Only as a last 
resort, place them under the windshield on the driver’s 
side like a parking ticket. Use dull grey paper so they 
are not noticeable by anyone other than the vehicle 
owner - avoid issues with campus security. Make sure 
the fliers are  printed on “card stock” business card 
thickness so it will be firm enough to slide in the crease 
without bending. You can also order these fliers in 
post-it style sticky paper which is very quick & easy to 
administer… The post-it style fliers are by far the best if 
possible.

3. Do NOT post similar signs or fliers on bulletin 
boards, job boards, guidance offices or career centers. 
THIS DOES NOT WORK!!!!  In order to successfully 
recruit you must be visible to the masses.  You will 
only get calls if you distribute hundreds of fliers on the 
vehicles of the people you are targeting.

4. You will find more rapid success if you pick 
and choose your venues carefully. Stick to the colleges 
where the students are money hungry.  Avoid the high 
tuition schools where the parents and scholarship 
dollars are often subsidizing the students tuition.

5. Always ask for forgiveness before you ask 
for permission!  What this simply means is do NOT 
approach the administration of schools, colleges, 
and universities to ask them for permission to place 
fliers in the student parking lot. They will ask five or ten 
superiors before they give you the answer of NO.  Then 
they will offer to post the flier in their career center, 
which we already know does NOT work!  There is no law 
against distributing fliers.  It is a form of freedom of 
speech and more importantly the fliers work!

6. If and when approached by staff or security 
and you are asked to stop, simply ask for forgiveness.  
The likelihood of being stopped is very rare if you get 
in and out of each target location quickly. Especially 
when the small discrete fliers are used.  The idea is for 
the fliers to be in plain view to the vehicle owner, but 
difficult for anyone else to see.

7. In cases where security is extreme at an ideal 
target location, rely more on the recruiting yards signs 
over the fliers.  Simply place the recruiting yard signs 
at the entrance and exit of the parking lots and in 
various other strategic places where they will be highly 
visible. Several examples of these yard signs can be 
found in the pages ahead. Be sure to model the colors 
and font of these signs after the same format of the 
signage that already exists on campus.  The signs are 
much more likely stay up for lengthy periods of time 
when the landscapers and custodians who handle the 
grounds keeping believe the signs were posted by the 
college…

8. Be certain to use the “Inbound Script” to field 
all of the calls that come in from the fliers, signs, and 
classified ads.  Avoid over-explaining the job on the 
phone. Stick to the script.  Schedule an observation 
day so that the applicant can see the job first hand.  
Remember, if you confuse them, you loose them.  This 
is a unique position. It cannot be explained, it must be 
demonstrated. Avoid the TRADITIONAL INTERVIEW 
model! Only brief meetings followed by an observation 
day where the applicant shadows your existing staff!

9. You may also copy and paste the same text 
that is found on the vehicle fliers and send it in the 
form of an email through Facebook, Twitter, Linkedin or 
other social networking sights. Be sure to target your 
candidates carefully.

10. Familiarize yourself with one or all of the wildly 
popular social networking sites on the internet. It is 
very likely that one or many of the employees in your 
business already has an account established on one 
of these sites. Have them establish a new account for 
the person in charge of recruiting new Marketers. We’ll 
discuss online recruiting more later in this guide.



THE VEHICLE FLIER

Ultimate Part Time Job - $12-18 Per Hour

Marketing & Promotions - $12-18 Per Hour

We are seeking:

• Talented Talkers
• Positive attitudes
• Reliable
• Trustworthy
• Hard working
• Success Minded

We are offering:

• Solid base pay
• Bonuses & Incentives
• Rapid growth potential
• Mngmt. opportunity
• Flexible hours
• Relaxed atmosphere

• Guaranteed base pay
• Bonuses & Incentives
• Rapid Growth Potential
• Management Opportunity
• Excellent Experience
• Flexible Schedule
• Fun Atmosphere

(717) 885-3000
www.UltimateParttimeJob.com

(717) 885-3000
www.UltimateParttimeJob.com

Stick the post-it note with your 
unique recruiting message 
directly on the  driver’s side 
window to ensure that it is seen!



STRATEGICALLY PLACED 
SIGNAGE

PLACE SIGNS AT....

Student parking lots
Popular student hangouts 

Busy intersections by malls and retail plazas 
High traffic areas in key targeted locations



Job fairs are great but unfortunately they are only 
held once or twice each year. As a result, they do 
not take place often enough to accommodate 
most companies staffing needs. An excellent 
alternative is to contact the local universities and 
colleges to speak with the individual in charge of 
career affairs or student placement. Explain that 
you have an excellent employment opportunity 
for members of their student body and express 
your interest in setting up a table or an exhibit 
on location at the university.  See if it is possible 
to set up a fold-out table with an apron and a 
sign in the student union, cafeteria, or other high 
traffic area on campus. Be certain to boast your 
company credentials as well as the strong career 
opportunity for the students.  These are the key 
elements to highlight when propositioning the 
point of contact at the college.

Also ask if there 
are any career days 
or recruiting fairs 
when they will  allow 
on-site recruiting. 
Be sure to come 
prepared to these 
types of events. 
Bring a clipboard, 
applications, pens, and other information on 
your company to legitimize the opportunity. You 
may also want to bring a bowl of candy , bottled 
water, or some other free gift that may catch the 
attention of the students. Be sure to bring your 
recruiting fliers as well as little maps to your office 
location. Don’t forget to encourage interested 
parties to tell their friends about the job as well.  
Growing the staff by having friends come in pairs 
can help create a positive synergy and tends to 
increase employee retention.

RECRUITING DAY / FAIR

Fortune 500’s do it... The Military does it.. The FBI does it..

WHY NOT YOU?



RECRUITING DAY / FAIR

Be sure to 
bring plenty 
of collateral to 
promote the 
position

Be sure to 
bring plenty 
of collateral to 
promote the 
position

LEGITIMATE CAREER OPPORTUNITY
 
$12-18 Per Hour
Marketing & Promotions

• $10 per hour Guaranteed
• Substantial Weekly Bonuses
• Rapid Growth Potential
• Management Opportunity
• Full or Part-time holders
• Trade Show Marketing
• Event Marketing
• Retail Marketing
• Various Promotions

CALL FOR CONSIDERATION 1-888-447-3969



HOST RAFFLES & 
SWEEPSTAKES

ADVERTISE TUITION 
REIMBURSEMENT

Drive more traffic to your recruiting 
table by hosting a raffle or 
sweepstakes. Many companies that 
are very successful at recruiting on 
campus, often raffle off an item that 
is very appealing to the students 
who attend that college. 

In many cases they more than triple 
the number of applicants, simply 
by giving away a valuable prize one 
time each semester. 

Increase the performance of your on 
campus recruiting efforts as well as 
the performance of your classified ads 
by advertising a tuition reimbursement 
program. 
 
You make the rules, so this program 
can have many stipulations and 
performance standards that make 
it so only top performers and long 
lasting employees are ever eligible to 
collect the reimbursement. Just the 
simple fact that you offer this type of 
program will attract significantly more 
applicants than if you leave this detail 
out of the equation.



CLASSIFIED ADS

 “Far too often Managers become 
too complacent and strictly post 
ads on the sites where they are most 
comfortable and familiar .”

Classified ads should be posted 
on numerous online outlets.  Far 
too often Managers become too 
complacent and strictly post ads 
on the sites where they are most 
comfortable and familiar.  This is 
a major mistake!  Be sure to have 
a presence on both the proven 
national job sites as well as the 
many local college job sites and 
local job boards.



CLASSIFIED ADS

MARKETING AND PROMOTIONS
$12 - $18 Per Hour

A leading national franchise is seeking high energy individuals to work in 
their marketing department. Responsibilities include staffing their exhibits 
at various trades shows, fairs, festivals and events.

Applicants should be clean cut, well groomed, and have excellent 
communication skills. Reliable transportation is a must!
Must be flexible to work evenings and weekends!

For consideration please call: 

1-888-447-3969

DREAM JOB
$12 - $18 Per Hour

Are you a high energy person? Do you consider yourself outgoing? Would 
you like to find a way to get paid for your magnetic personality? Search no
more! 

A top local employer is seeking enthusiastic people to work in our 
marketing department. Responsibilities include staffing our exhibits 
atvarious trades shows, fairs, festivals and events.

Applicants should be clean cut, well groomed, and have excellent 
communication skills. Reliable transportation is a must! Clean criminal 
background and drug free required. Must be flexible to work evenings and 
weekends!

Must be flexible to work evenings and weekends!
For consideration please call: 

1-888-447-3969



THE ULTIMATE PART TIME JOB 
EARN MONEY TODAY

1-888-447-3969

CREATIVE RECRUITING

Recruiting from within!
Employee referrals are often the best channel for 
generating quality applicants that will both improve 
synergy among your staff and also increase retention. 
Be sure to remind and incentivize your existing staff 
with regular announcements and highly visible signage 
in and around your office.  Bringing in friends should 
always on the forefront of their minds.



There are countless government agencies that 
provide assistance with job placement and career 
development. These agencies are good alternatives to 
target when searching for people who are eager to get 
to work.

GOV AGENCIES

SOCIAL MEDIA
Use as many of the Social Media sites as possible!



FIELDING APPLICANT CALLS - 
INBOUND SCRIPT

APPLICANT: I’m calling about the job opportunity

COMPANY: Great! We have had an overwhelming response. What is your 
name and telephone number just in case I have to put you on hold?

APPLICANT: Tom Jones, (216) 555-1212
 
COMPANY: How and where did you hear about the position?
 
APPLICANT: I found a flier on my car at XYZ Community College.
 
COMPANY: Can you tell me about yourself and your work experience?

***Disqualify any applicants that do not sound articulate***

COMPANY: Do you currently have a valid drivers license? Do you have 
reliable to transportation?  Are you able to provide any positive employment 
references? Have you are been convicted  of a crime of any kind?

Great! Just to let you know a little bit about us, we are XYZ contracting. 
We are a national leader in  remodeling. In addition to traditional forms 
of advertising, like TV, Radio, print media etc. we also use advertise and 
promote our company at various trade shows, events, fairs, festivals and 
other venues. We have staff our displays and exhibits with high energy 
people to engage 
consumers and and answer questions. This type of face-to-face marketing 
puts us in direct contact with the people who need our products. Does that 
make sense? Great!

We do NOT host traditional style interviews! Instead, we have what we call 
“observation days”. This would allow you to come in and checkout the job 
first  hand. We would have you meet us on-location at one of our events to 
shadow with people who already work here so you can see if this is the 
right job for you. These observation days last about an hour to an hour and a 
half. We have an exhibit taking place at the  festival this week, would you be 
available to meet me there tomorrow about 2pm?

APPLICANT: Yes, Iam available tomorrow at 2pm.

COMPANY: Great! Casual dress is fine for the observation day, but no jeans 
or T  shirts please. Also, be sure to wear comfortable shoes as we will be on 
our feet. We  look forward to meeting you. Can  I email you directions  or any 
other  info?



OBSERVATION DAY SCHEDULE

CANDIDATE
NAME

M T W T   F S S OBSERVATION
DATE

RECRUITING
SITE

PHONE 
NUMBER/
EMAIL



Establishing Retail 
Store Opportunities

THE HIRING PROCESS

Now that we have understand how to make 
the phone ring with quality applicants by 
distributing through the various channels 
outlined in this manual, it is time to take a 
lookat the actual hiring process. The first 
key to understand is that you should not 
host traditional style interviews. Traditional 
interviews do not allow potential candidates a 
true understanding of what the position is all 
about. They simply provide a general outline 
which leaves many candidates wondering 
what the job is really like. As a result, it is very 
crucial to schedule Observation Days instead. 
These give applicants the opportunity to go 
out in the field and see the job first-hand. This 
eliminates tons of confusion and skepticism 
about the position. It also gives you a much 
longer time frame for evaluating the potential 
candidates. Be sure to review the historic 
bench marks listed below so that you fully 
understand what to expect on a percentage 
basis with respect 
to the process:

• Only 5 - 10% of the fliers that you distribute   
   will stimulate a phone inquiry
• Approximately 25% of those inquiries will            
   schedule an interview / observation day
• Only about 25% of the applicants who              
   schedule observation days will actually 
   show
• Approximately 50% of the people who you            
   allow to observe will accept the
   position

So based on the above figures, you can see 
that a massive level of activity exercised 
through a variety of recruiting channels is 
required in order to be successful.  Much like 
sales, recruiting is  a numbers game. It is 
important to cast a huge net. It is imperative 
to attract a huge number of candidates so 
that you can weed through those unqualified 
and disinterested individuals and ultimately 
end up with the talent you need to be   
successful.

If you are not realizing the type  of  results that 
are outlined above,one  of the steps  in the 
system is not being followed properly 
Often times employees report that they 
have distributed many more fliers, posted 
many more signs and classified ads than 
they actually have. In other cases, they are 
targeting the wrong locations. Lastly,it is 
very common for people to vary from  the  
inbound script which is designed to field 
the callsproperly.  In some scenarios the 
employees who are not trained on the script 
are answering the phones and mishandling 
the inquiries. In any case, the statistics 
outlined above have been tested and 
measured repeatedly  all over the country on 
countless occasions. So if you find that the 
system isn’t working, you are probably not 
working the system.



Interview
Qualifying  Questions
Brief  pre-observation Interview

• Tell me a little about yourself

• Tell me about your work history and experience

- Did you like that job?
- What did you like about it?
- What didn’t you like about it?
- Why did you leave?
- If I spoke with your former manager what would he say about you

- Describe your ideal job
- What kind of hours?
- What kind of pay plan?

- Do consider yourself a competitive person?
- Can you give me an example of when you have displayed that?

Well now that I know a little about you, allow me to describe the position to you in detail. I have 
here a copy of our position contrac The first topic that is discussed is the responsibilities which 
I will read to you.... The second topic is the hours which are listed below. The third topic the 
Dress Code which I will explain ...Lastly ,the final segment is dedicated to outlining the pay plan....

Now based on everything I have shared with you, do you feel this is an opportunity you would like to 
continue to pursue?



Position Contract – 
Event Promoter

Welcome to the Remodeling Group Event Marketing department! We wish you a 
long, lucrative career with us. Before you get started, we would  like to outline the 
responsibilities of your  position. 

Your job as a Remodeling Group Event Promoter is to book appointments with 
homeowners for free estimates on our products: 

As a Event Promoter you are to schedule as many appointments as possible during the 
course of each shift. Remodeling Group will provide all the necessary training that you will 
need in order to be successful in your  new position.

You will be paid at the training rate of ($10.00 per hour) during your training period of 2 
weeks. The hourly rate will remain at ($10.00) and you will become eligible for bonuses 
once you have successfully completed training and passed both oral & written exams. If 
you do not successfully complete the oral and written exams within that time frame you  
could be subject to termination.

The Remodeling Group Department offers a variety of shifts. These shifts are dictated 
entirely by the hours of each individual event. The events often take place during evenings 
and weekends. Therefore you will need to be available to work during those hours. 
Schedules will be issued each week to provide you with sufficient   notice.

Event Promoters are required to work a minimum of three shifts each week . Event 
Promoters are also required to work a minimum of two Sundays  per month.

Initials



Position Contract – 
Event Promoter

Event Promoters are expected to be on time for their shifts. In the event a 
Event Promoter is late for a shift, they may be ineligible to collect bonuses for 
that pay period.

In the event that a Event Promoter is absent for a scheduled shift without 
management approval, they may also forfeit their bonus eligibility for that 
pay period.All unforeseen absences must be approved by calling a direct 
supervisor. Calling an administrator or other co-workers is unacceptable.

The  Event  Marketing Department Dress Code

1. Dress pants or dress shorts. No camouflage or denim jeans .
2. Remodeling Group Shirt.
3. Exhibitor  I.D Badge.
4. No exposed tattoos.
5. No facial piercings.
6. No holey, torn, or faded clothing.
7. No baggy or loose fitting pants or other loose fit clothing.
8. Shoes must be tied at all times.
9. No hats, caps, or  head gear  unless company Approved.
10. Neatly and clean shaven.

EXHIBITOR

EVENT 
PROMOTER

MICHAEL 
DEBOIS

Initials



Position Contract – 
Event Promoter

******* Bonuses are a privilege NOT a right! *******

Remodeling Group reserves the right to withold any and all bonuses for failure 
to comply with company policies and regulations.  Event Promoters must have 
a minimum  of one demonstrated  lead for every  ten hours worked within each 
pay period in order to be eligible for bonuses.

Pay Plan

$10.00  per hour regular base pay

$20.00 per Demo

Event Promoters must have a minimum of 1 Demo for every 10 hours worked in 
order to be eligible to collect bonuses.

Recruiting Bonus: $100.00
Awarded to any employee that brings in a new Event Promoter. This bonus is 
awarded upon the new Event Promoter's first net approved sale.

I have read this position contract completely and I understand that by authorizing this 
agreement , I agree to each of the following fifteen items outlined in the attached handbook.

Employee                                                                              Date



SAMPLE POSITION: EVENT 
COORDINATOR 

Welcome to the Remodeling Group Marketing department! We wish you a 
long,lucrative career with us. Before you get started, we would like to outline 
theese responsibilities of your position.

Responsibilities
Your job as the Event Coordinator for Remodeling Group is to generate the 
appropriatenumber of leads needed for our sales staff at the most cost effective 
means possible.

As the Marketing Manager, you will not only be expected to oversee all the 
employees in the event program, but also to recruit, train, and hire new 
employees to workwithin your department as well.

Hours
The general hours for the Marketing Manager are as follows:
Monday – Thursday 9am to 5pm
Fridays Event Hours
Saturdays Event Hours
Sundays as needed

As a manager or your respective department, there may be additional hours that 
are associated with effectively running your department. Certain responsibilities 
may require your presence outside of the above listed hours in order to 
accomplish all of the necessary tasks associated with your position. Acquiring 
satisfactory results is the primary concern. The hours required to accomplish 
them will ultimately dictate the terms
of your schedule.

_______
Initials



Dress Code

Business casual - Dress pants, slacks, or khakis
Plain colored collared shirts free of stripes or patterns
No jeans. No T-shirts.
Vest & Lanyard I.D. Badge when in the field

Salary

The base salary for this position is $600.00 per week.

Bonus Plan

There is substantial bonus opportunity available for cost effectively generating 
businessfrom the canvassing department which is your specific focus. Outlined below 
is the schedule of bonuses:

Bonus Schedule

$20.00 per DEMO on all personally set apts. in excess of 4 per week
1% commission on all net approved sales from the event program

**Demo** defined as meeting the following criteria:

- All homeowners present for estimate
- Complete product demonstration and price delivery

**Net Approved Sale** defined as meeting the following criteria:
- Good faith deposit equal to 1/3 of the sale price on cash jobs
- Good faith deposit of 10% and secured bank financing
- The (3) three day right to cancel rescission period has expired

Bonus Eligibility

Bonuses are a reward for peak performance and not an entitlement. In order to justify
awarding bonuses, there are certain minimum standards of acceptability that must 
be met in order to be eligible to collect commissions and bonuses. The details of this
eligibility are outlined on the following page:

SAMPLE POSITION: EVENT 
COORDINATOR 



Bonus Eligibility Requirements

• Monthly minimum of 20K in net approved sales personally
• Monthly minimum of 100K net approved sales from events team
• Total sum of event staff payroll cannot exceed 8% of net sales
• Manager’s salary and bonuses factored in to this equation

Expense Reimbursement

$0.00 per month toward cell phone usage
$500.00 Monthly Vehicle Allowance for use of personal vehicle
Company Fleet Card Provided for work related fuel

Bonus Disbursement

Bonus pay will be calculated at the end of each calendar month and distributed once
monthly after all commissions have been tallied and calculations have been finalized.
Pending sales carry forward to the next calendar month.

Acknowledgement & Authorization
I have read this position contract completely and I understand that by authorizing this
agreement, I agree to all of the above outlined items as they relate to the 
responsibilities and compensation associated with the position.

________________________       _______________
             
Employee          Date 

  
_________________________       _______________
             
The Remodeling Group Exec.       Date

SAMPLE POSITION: EVENT 
COORDINATOR 



FINDING THE 
PROPER VENUE
There are several easy ways to start finding trade 
shows and events in your market area. Anobvious 
first step is to log on to the web and utilize search 
engines like Google to discoverupcoming functions 
that would expose your company to its’ target 
demographic.Conductingsearches for keywords 
like “local Home Improvement Shows” or “Home & 
GaRden Show Central Pennsylvania” will be certain 
to produce links to forthcoming expositions for you 
to explore.

In addition to search engines, there are websites 
such as EventCrazy.com that exist for the 
sole purpose of helping tourists and average 
citizens with finding entertainment in a given 
area. Fortunately, businesses, vendors, and 
entrepreneurs can also use these sites to locate 
viablevenues to market their wares. EventCrazy.
com and other sites like it, give one the ability 
tosearch for events with even greater focus 
by selecting a date range and narrowing the 
proximityor distance you are willing to consider. 
These sites provide detailed information on a 
variety of functions from large trade shows and 
major events, to small street fairs and local 
festivals. In addition, these sites may list concerts, 
sporting events, as well as any other occasion that 
is sure to draw a crowd.

Home Improvement Shows and Home & Garden 
Shows are the most glaring opportunities to
consider. The challenge associated with these 
scenarios will be the overwhelming presence of
direct competitors. This can make your lead 
generation goals more challenging because you 
will be forced to contend with a large number of 
other companies in your category. Never the less,
the high volume of traffic from consumers who are 
actively shopping, often make these affairs
irresistible. As a result, it is important to examine 
these opportunities carefully so you do not miss 
out on a potentially lucrative endeavor.



FINDING THE 
PROPER VENUE
Perhaps the next most popular venue aside from 
home shows is the state fair. Many home
remodelers elect to exhibit in their local state fair 
or some other large annual event which draws
a major crowd. The incredible volume of foot 
traffic at these types of functions make it easy to
see the potential to engage a large number of 
people. Although a smaller portion of the
attendees will own homes, and even fewer will be 
actively shopping for improvements, the
sheer quantity of people passing through the 
gates put the odds in your favor.

Over time, Home improvement companies have 
begun to participate in a much more diversified
scope of events. Many progressive companies in 
the remodeling industry noticed how viable
unrelated events could be when the participated 
in their local state fairs. As a result, an Increasing 
trend to seek out other high traffic venues has 
continued to gain momentum. Now days, home 
remodelers are exhibiting in countless types of 
events including: Golf Expos, Wine Festivals, Gun 
& Riffle Shows, Car Shows, Bridal Shows, Street 
Fairs, etc. etc. Many Contractors have found that 
as long as there is a sufficient amount of foot 
traffic from those in their target market, they are 
able to make the event worthwhile.

Lastly, there is a new trend growing among the 
forward thinking entrepreneurs in our industry.
These dynamic business owners have seen a 
major opportunity in creating their own events.
They manufacture these events by partnering 
with local retailers, businesses, churches,
schools, Housing Associations, and more. These 
self-created events provide companies with
unique exposure and exclusive leads.



SIZE
When it comes to location of your booth 
space, there is no substitute for first-hand 
experience. However, if you have never 
before attended the event in question, there 
are a few key concepts to keep in mind 
when selecting your position. Requesting 
a list of all the vendors who will also be 
participating in the event is a great place 
to start. Furthermore, you should be sure to 
ask for a detailed map of the venue which 
includes everything from the entrances 
and exits, to the bathrooms, as well as the 
food court or designated eating area. Lastly, 
pay close attention to the locations that 
have been selected by other key vendors. 
They may have some valuable insight from 
being involved during prior years. If there are 
certain vendors in particular that draw major 
traffic, situating yourself in a space located 
nearby may be an excellent choice. As a last 
resort, you can always contact some of the 
vendors that have participated in years past 
to solicit ideas for the best possible location 
based on your limited options. As a general 
rule, it is known that event patrons are often 
inclined to walk down the center of a venue 
first. It is almost as if they instinctively 
plunge through the middle to be fully 
engrossed before they develop their plan 
of action. Once they have passed through 
center they tend to turn right before they 
begin to work their way through the aisles in 
a more methodical fashion.

LOCATION
Now that we have discussed the variety of 
viable venues for lead generation, the next 
appropriate topic to explore is choosing 
an effective size, location, and design for 
your booth space. Unfortunately, when it 
comes to Home Improvement Shows and 
Home & Garden Shows, size does matter. 
The size of your exhibit space is one of the 
most obvious ways toacquire a competitive 
advantage over your direct competitors by 
increasing your exposure. Never the less, 
size is only one element to consider in the 
long list of factors that will determine your 
level of success at a given event. The size 
of your booth is one aspect that will be 
heavily influenced by a variety of unique 
circumstances that are specific to your 
company. Budgetary constraints, staffing 
requirements, and product displays are 
just a few of the many components that 
will need to be carefully weighed before you 
decide.



Once you have decided on the size and location, it will be time to develop an effective 
layout for your exhibit space. Creating an open and inviting exhibit is highly recommended. 
One that will welcome and engage attendees. This can be accomplished by leaving 
sufficient room for event patrons to wander through your booth space to examine your 
products at close range. Often times, exhibitors make the mistake of placing tables 
and displays up front, which can discourage consumers from getting more involved. 
Larger booth spaces and those located on corners should have multiple points of entry. 
Regardless of the size or location, do your best to create a free-flowing exhibit space which 
disarms and welcomes visitors to enter and engage with your displays.

One tip that can be helpful with respect to your exhibit is the type of flooring you choose. 
Multicolored section flooring which can be quickly connected and assembled is an 
excellent choice. This type of flooring is often used in workout facilities which makes it 
great for long term standing and highly resistant to wear and tear. Furthermore, these 
products come in a variety of colors, therefor you can match your company logos and 
displays and really stand out!

LAYOUT



Simple 
Versatile 
Light 
Fast 
Mobile



EVENT STRATEGY
The strategy of your event will vary drastically based on the theme of the event at which you are exhibiting. 
Home improvement related shows draw traffic from homeowners who are expecting to find qualified 
remodeling contractors exhibiting on the trade show floor. As a result, filling your booth space with the 
finest samples of your products is an obvious choice. Furthermore, engaging consumers at the event 
should not be a monumental task as attendees have paid an admission fee and in many cases parking, 
specifically to shop for home related products and services.

The methodology that I like to employ at these events is a rather simple one that I refer to as 12up. 
This stands for:

1.   Sponsor up – Overcome obscurity and become omnipresent with creative sponsorship

2.  Partner up – Develop strategic partnerships with companies that don’t directly compete

3.  Set up – Erect your exhibits and displays in a consumer friendly to attract a crowd

4.  Show up – Be there. On time. Work from bell to bell. Limit the number of breaks.

5.  Suit up – Be well dressed and well groomed. Make the proper first impression

6.  Stand up – No sitting in the booth. Maintain a high energy level. Be enthusiastic.

7.   Speak up – Engage the show attendants. Smile and ask them engaging questions.

8.  Conjure up – Uncover a need. Ask probing questions. Start casual, then get strategic.

9.   Write up – Book the appointment now. Don’t wait to call back after it is too late.

10. Button up – Provide an appointment reminder and set the proper expectations

11. Sweep up – Utilize sweepstakes and giveaways to build your database for the future

12.Follow up – Confirm all appointments. Be persistent in all of your follow up efforts.



Unfortunately, when it comes to unrelated events, the 12up methodology is often not 
enough to yield excellent results. Non-home-show events are typically much more 
challenging. Far too often, a consumer who spent money on admission to the Golf Expo, 
can be surprised and even irritated to find that a home improvement vendor is taking up 
space in the exhibition hall. They often wonder why a vendor so unrelated is even there 
in the first place. As a result, it is important to take special measures to avoid the total 
apathy which often overcomes consumers at these unique themed events.

First, you will want to tailor your exhibit, your attire and your engaging offer to tie in to the 
event in question. This will increase your results beyond your wildest expectations. Let 
me give you some example. When exhibiting at the local gun and riffle show, or the 
sportsmen’s expo, don’t make the mistake of filling up your entire booth space with home 
improvement samples and displays. Instead, consider having your staff dress up in 
hunting gear. Take matters a step further by incorporating your product display in some 
sort of shooting contest which will be certain to attract audience members at that type 
of event. Lastly, give some serious thought to how you can use gift cards to retail stores 
like the Bass Pro Shop or Cabela’s to further entice attendees to 
explore your exhibit.

If you happen to be exhibiting at a wine festival, consider offering cheese and crackers 
to those in attendance. Moreover, alter your exhibit to include grapes, cork screws, and 
other wine related items. Fun games like “Guess how many grapes are in the glass?” 
can lure wine connoisseurs over to your displays. They key is to attract as opposed to 
chase or pursue. By transforming your home improvement exhibit in to a wine and home 
improvement exhibit you will connect with 
your target audience and yield much greater 
results in the process.

Far too often, when home improvement 
companies set up their exhibits at 
events that are totally unrelated to home 
remodeling, the attendees show their 
disapproval by steering clear of the booths 
all together. By altering your strategy from 
the ego-centric to the consumer-centric 
mentality, you will earn the attention and 
approval of event patrons. This drastically 
improve your level of engagement and 
ultimately increases the lead flow generated 
at that particular event.

EVENT STRATEGY



One excellent way to weave this concept 
and process in to any event is to offer event 
goers a free $5 gift card for participating in 
a household survey. The gift card should be 
purchased from a retailer that is somehow 
related to the theme of the event. For 
example, if you are exhibiting at a wine 
festival, acquire the gift cards from a local 
winery or wine store. The household surveys
that you obtain in return for the gift cards 
should consist of five to ten questions 
which are designed to qualify the prospect. 
Examples of these surveys can be found 
in the pages ahead. The survey should 
start casually with non-invasive questions 
like how far do you live from this event? 
And how long have you owned the home 
there? Then they should transition to more 
strategic questions like what was your last 
home improvement project? By the time 
the survey is complete, you should know 
exactly which of your company’s products is 
needed most by thehomeowner. Once this is established, you can begin to transition to closing for 
an appointmentto provide a free, no obligation price quote.

The most effective way to uncover the homeowner’s top priority while conducting a survey is to
disarm them by taking money out of the equation. The best way to accomplish this is by asking
“If you won it for FREE, which of these projects would you do next?” At that point, you will want
to utilize a product selection chart. A product selection chart is a simple one page form which
has a picture of each of the different product lines that you offer. For example, if your company
sells windows, siding, and doors, then your product selection chart should have three really
good example images displaying each of those products. It is a good idea to laminate your
product selection chart so that it stays in good form. See example on next page



After you have uncovered the homeowner’s priority, your next step will be to explain to them that 
you are able provide them with a special offer which is exclusive to those individuals who stopped 
by your exhibit. It is a good idea to put your special offer in writing to give it morecredence and 
credibility. Many of the companies I work with have decided to laminate their special offer to the 
back side of their product selection chart. This makes it very easy for their marketers o flip over 
to the special offer immediately after the prospect chooses their priority project. A sample of the 
special offer from is below:

PRODUCT 
SELECTION 
CHART

SPECIAL 
OFFER FORM
As you can see the special offer form can help you 
accomplish two very important tasks. First, it helps 
communicate the value of the in-home visit. By boldly 
stating the three important services the homeowner will 
receive absolutely free of charge. Secondly, the special 
offer form presents a coupon which provides an extra 
incentive to act now. You can adjust this coupon however 
you wish for each specific event. The idea is to help 
eliminate procrastination by creating urgency to book the 
appointment at the event in order to take advantage of 
the unique savings being offered only to event attendees. 
By using the Product Selection Chart to uncover the 
homeowner’s need and the Special Offer form to build the 
value of the in-home visit with urgency to act now, this 
collateral provides marketers with a systematic process 
for booking appointments.



To provide further clarity, the purpose of the 
household survey is to have a systematic 
way of qualifying the homeowner in a very 
disarming way. The initial question in the 
survey is less pointed, starting with “what 
brought you to this event?” The following 
question is more strategic finding out how 
far away they live from that location. As we 
proceed we find out how long the prospect 
has owned their home and subtly reconfirm 
that they are in fact the property owner. 

Finally, we begin to transition to home 
improvement and find out what is the last 
major project they have done to their home. 
We continue to narrow down the need as 
we eliminate completed projects. The last 
question in the survey is designed to take 
money out of the equation by stating “if you 
won it for free, which of these projects would 
you chose?” This will allow the homeowner 
to relax and be completely forthcoming about which product on your Product Selection Chart 
appeals to them most. This ultimately reveals the project that we should focus on when 
attempting to schedule an appointment.

Again, once the survey has been completed, the best way to transition to the appointment
setting phase is by making the homeowner aware of the fact, that they are entitled to an
exclusive offer, just for stopping by your exhibit. Use the Special Offer Form to review. We can
provide: A free site inspection, a free design service, and a free price quote. The details of this
offer were outlined on the previous page. Directing the consumer’s attention to this Special Offer 
Form and explaining how they can start to make progress towards the project of their dreams 
without any cost or obligation is a very effective method for shifting focus towards booking an 
appointment. It is this type of smooth segue that will greatly increases your
likelihood of success.

Once you have successfully scheduled an appointment with the homeowner, it will be time 
tosecure that appointment as best as possible. An excellent method for increasing the 
probabilityof kept appointments is by providing the homeowner with a reminder form. Please 
see a greatexample of this type of form on the upcoming pages. This form will not only act as a 
token tostimulate their memory, but the Frequently Asked Questions detailed on the form are 
alsodesigned to disarm the prospect and their spouse by reinforcing the idea that there is no cost 
orobligation associated with the visit.

HOUSEHOLD SURVEY

Date:           Event Promoter: 

EVENT SURVEY

Good afternoon! We’re offering a $5.00 gift card for participating in a brief 8 question household 
survey. Do you own or rent your home? Would you like a $5.00 gift card in exchange for answering 8 
quick questions?

1. What brought you to this event today?

2. How far do you live from this particular location?

3. How long have you owned the home there?

4. What was the last home improvement project you did there?

5. What do you think will likely be your next home project?

6. Do you know how many full bathrooms you have in your home?

7. When was the last time you made any updates in the bathroom?

8. If you won it for free in our bath makeover contest, what would you chose to have done?

Just so you know, everyone that stops here is entitled to a free measure and inspection, a compli-
mentary design service, and a down to penny price quote that is valid for one year. With that in mind, 
when is the best time to catch you at home?

Homeowner Name:                        Address:  
      
City:                           Zip Code:   Phone: 

Email:               Next Home Project:

Permission to contact regarding any prizes I may have won as a result of my participation

Day:                                  Date:          Time:



Other Strategies for 
Attracting Attendees

Good signage is the best place to start when it 
comes to attracting patrons to your exhibit. Be 
sure to let attendees know about any raffles, 
games, sweepstakes or other offers you may have 
running at an event. Avoid signs that advertise 
your company in egocentric fashion and focus on signs that appeal to the customer’s desires. 
Signs that read “FREE GIFT FOR HOMEOWNERS” or “$5 GIFT CARD for a brief survey!” are 
ideal at getting curious consumers to inquire with your staff. This is especially important in 
scenarios where you exhibit is located in less desirable locations. Some event attendees are 
moving at a fast past so it can be difficult to communicate your offer verbally before they pass 
you by. Therefore letting the signage do that for you will yield increased results.

Free food and beverage is also a great way to grab the attention event patrons. Cold bottled 
water and hand held fans can be a highly desired commodity on a hot summer day. By 
contrast, hot cups of coffee and comfort foods can attract a crowd on colder days. Popping 
fresh popcorn or warm baked cookies can also be effective. Providing balloons is a great 
strategy for engaging attendees with children which can be quite common in certain types of 
events. This will keep the children happy and occupied while you talk home improvements with 
mom or dad.

Another fun way to get homeowners to stop in their tracks involves having a receptacle that is 
completely full of a particular item. For example, at a wine festival, have a large glass container 
filled to the top with grapes. Then post a sign nearby that reads “Guess & Win! – How many 
grapes are in the glass?” Curiosity seems to compel people to stop and engage. Often times 
they will ask, what do I win if I get the answer correct? The prize you choose give is irrelevant. In 
many cases, we have simply offered 2 high fives and a pat on the back as the grand prize. The 
point of the matter is that this tactic gets consumers tostop and engage.



Other Strategies for 
Attracting Attendees

Hosting a raffle is another effective way to engage event patrons. The best way to do this is to 
ask the event manager if they would be willing to make an announcement over their PA system 
informing all attendees that a gift card or special prize will be raffled off at exactly 11am or some 
other designated time.In order to win, event goers will need to report to the XYZ Company booth 
located at X booth number in aisle twelve. This typically generates a good amount of interest. And 
as the old saying goes, nothing draws a crowd like a crowd.

You have to get creative. Take a look at some of the photos on the ensuing page. If you are in the
business of selling bathroom remodeling for example, why not have a bubble machine in your 
booth. You can disguise this to appear as if the bubbles are coming from one of your displays. This 
will attract children and peak the curiosity of adults as well. Furthermore, it ties in with your theme 
as a bathroom remodeler. The key once again is attraction versus pursuit. That which we pursue 
generally eludes us. That which we attract tends to be much less challenging to convert. Be sure 
to embrace this philosophy and spend more of your time devising an attractive strategy and less 
chasing consumers down the aisle.

Other traditional gimmicks like prize wheels and slot machines can also be effective but in most 
cases many of the event attendees don’t feel they have time for games. Your best bet is to stick 
with the above mentioned strategies and always continue to think like a consumer so you might 
come up with a new tactic that will garner their attention.



Date:                     Event Promoter: 

EVENT SURVEY

Good afternoon! We’re offering a $5.00 gift card for participating in a brief 8 question household 
survey. Do you own or rent your home? Would you like a $5.00 gift card in exchange for answering 8 
quick questions?

1. What brought you to this event today?

2. How far do you live from this particular location?

3. How long have you owned the home there?

4. What was the last home improvement project you did there?

5. What do you think will likely be your next home project?

6. Do you know how many full bathrooms you have in your home?

7. When was the last time you made any updates in the bathroom?

8. If you won it for free in our bath makeover contest, what would you chose to have done?

Just so you know, everyone that stops here is entitled to a free measure and inspection, a compli-
mentary design service, and a down to penny price quote that is valid for one year. With that in mind, 
when is the best time to catch you at home?

Homeowner Name:                        Address:  
      
City:                           Zip Code:   Phone: 

Email:               Next Home Project:

Permission to contact regarding any prizes I may have won as a result of my participation

Day:                                  Date:                         Time:



GIFT CARD TRACKING FORM

HOMEOWNER ADDRESS DATE
ISSUED

SET 
APPOINTMENT



PRODUCT SELECTION CHART



SPECIAL OFFER FORM



This flier should be left behind with every scheduled 
appointment. The purpose is not only to remind homeowners 
about the scheduled meeting, but also to create trust and 
credibility as well as make them feel relaxed and comfortable 
that they are not obligated to buy or spend any money for the 
estimate. This is an excellent pre-positioning tool.



EVENT DRESS CODE

EXHIBITOR

EVENT 
PROMOTER

MICHAEL 
DEBOIS

1. Dress pants or dress shorts. No camouflage or denim jeans.
2. Collared Shirt, plain in color, free of stripes or patterns.
3. Company Issued lanyard I.D. Badge.
4. No exposed tattoos, no facial piercings, tongue piercings, or earrings.
5. No holey, torn, or faded clothing.
6. No baggy or loose fitting pants or other loose fit clothing.
7. Brown or black shoes. Shoes must be tied at all times.
8. No hats, caps, or head gear unless company approved.
9. No athletic sportswear or jerseys whatsoever.
10. Neatly groomed and clean shaven.

Corporate casual attire is best. The traditional polo or golf shirt with company 
logo along with khaki pants. This will give your team a professional and uniform 
look. Having an I.D. Badge is another important part of the dress code for event 
marketing. Give yourself an edge over your competition by going the extra mile 
with an official looking name badge. This should Include your name, photo, 
company logo, memberships and affiliations, as well as any certifications you or 
your company may have.



Developing Partnerships

. Developing partnerships is a key element to 
achieving superior results at a trade show ore
event. The first step I like to take is to request 
a full list of vendors who will be exhibiting or 
participationg in the upcoming event. You can 
usually request this along with a map of the
where each vendor will be located by contacting 
the person or persons in charge of hosting
the event in question. I like to review this list and 
look to identify an ideal company with whom I can 
partner. The criteria I will often use, is to choose 
partners will vary based on certain factors. In 
some cases I may choose a company because 
they are well known and I believe the affiliation 
will strengthen my company image by virtue of 
association. In other cases I will choose a company 
to partner with based on the fact that they have 
one or more retail locations that may be excellent 
venues for lead generation in the future once the
relationship has been established.

In any case, once I have identified an ideal 
strategic partner, I contact them to tell them that
we will both be exhibiting in the same upcoming 
event. I then explain how I would like to purchase 
a large number of gift cards or gift vouchers that 
would drive traffic to their exhibit or food stand. 
I then elaborate on how my company is going to 
use these gift cards to entice homeowner’s to 
participate in our breif household survey. Lastly, 
I make sure to communicate that I only want to 
pay for the gift cards or vouchers that are actually 
redeemed. I do not want to pay a lump sum up-
front, just in case some of the event patrons decide 
not to collect their free gift. This will ultimately 
reduce my investment by nearly twenty percent.

In some of these scenarios, I offer to give a portion 
of the funds up-front in good faith so that my 
prospective partner knows that I am being honest 
and forthcoming in my approach. I then offer to 
reconcile the balance at the end of the event when 
the partner in question returns the redeemed gift 
vouchers to me in exchange for the cash value 
that I originally agreed to pay. In many of these 
scenarios, I choose to partner with a food vendor 
so that I can give away gift vouchers for a free 
meal, free snack, or free beverage. I do my best to 
keep the value of the voucher at five dollars or less 
to keep my cost down. The good news is that if
only eighty percent of the homeowners who 
receive a gift card actually redeem them than my
true cost is about three dollars and twenty cents 
per voucher…

Some ancilary benefits to developing this type of 
partnership are the potential for organizing
your own exclusive event with your new partner in 
the future. For example, if you decided to partner 
with the Bass Pro Shop to give away gift cards at 
the Sportsman’s Expo. Then odds are very good 
that the general manager will be quite receptive 
to having you set up an exhibit outside of his retail 
store in the future. This way you can give away 
more gift cards to his store while conducting 
household surveys near the entrance on some 
busy weekend when you can really capitalize on 
the foot traffic going in and out of their location.

You may even be able to partner with the exhibit 
hall by offerring free tickets or discounted
tickets to attendees before they even enter the 
event. This gets you out in front of all of your 
competitors and gives you a chance to engage 
and set appointments before the rest of the herd 
even has a chance. This ensures that you see more 
people regardless of where your booth is located - 
a dominant strategy!



Sponsorship Opportunities
If you take a look around in the world we 
live in today, you will see that sponsorship 
opportunities exist everywhere. If you 
happened to purchase this guide at one of 
my live seminars or conferences, then you 
know that I believe in the value of sponsors 
and often have a dozen or more promoting 
their products and services at such events. 
Perhaps one of the most prolific example of 
sponsorship is the Nascar. Just one glance 
at a one of those race cars is enough to make 
you dizzy. In many cases one vehicle will have 
dozens and dozens of sponsors. Much like a 
long-time prisoner has tattoos, a nascar has 
sponsors.

The same type of sponsorship opportunities 
can be negotiated at trade shows and events 
alike. Some of the most obvious examples 
are giant signage at the exhibit hall or TV 
and radio plugs during ads for the big home 
improvement expo. Other instances of 
sponsorship may be paying for the rights to 
have your company name and logo on the 
bags that are distributed to attendees at each 
of the entrances. (I would recommend finding 
a noncompetitive partner to sponsor the bags 
with you. This will cut your cost in half and still 
giveyou the exposure you are looking for…)

The obvious sponsorship opportunities will 
always be the most expensive as companies 
compete to have their names and slogans 
in high visibility. However, there are always 
alternative ways to achieve top of mind 
awareness without breaking the bank. The 
key is to get creative and embrace guerilla 
marketing tactics. Look for opportunities to 
get your company name in front of your target 
audience without having to pay the massive 
sticker price associated with traditional pre-
established sponsorship arrangements. 
You could contact the food court area to 
see if you could sponsor place mats or table 
cloths. Offer to provide your own company 
branded hand sanitizers and place them near 
bathrooms and all through the exhibit hall.

In some cases, you will have to take things a 
step further, so be prepared to “ask for
forgiveness before you ask for permission…” 
Let’s take a look at some examples. An easy
first choice is to place your company yard 
signs strategically along the roadside on all 
major routes to the exhibit hall. You can even 
tie balloons to them to draw more attention. 
You may even want to advertise your booth 
number. This should be done late at night 
or very early in the morning right before the 
event kicks off. If you are truly committed to 
growing your business you might consider 
paying a sign waiver to dress up in costume 
(much like the Chic Filet Cow) and waive to 
passers-by as the drive towards the expo 
center. Get creative. If you don’t have a 
company mascot, have your waiver dress 
like a monster and have signage that
reads “For MONSTER SAVINGS visit us at 
booth #146”. If you are in the bath business 
you could have waivers dress up like rubber 
duckies with signs that read “Are Your Ducks 
All in a Row in the Bathroom?” You may even 
ponder the idea of having your sign waivers 
pass out custom labeled bottled water if 
lines are known to be long leading up to the 
entrance.

At the end of the day, the goal is to become 
“omnipresent” to be everywhere. To achieve 
top of mind awareness with your target 
market at the lowest possible cost. After 
all, the biggest challenge in your business 
is breaking through and overcoming 
obscurity. You need to get the word out. 
There are countless ways to do this, so get 
creative, find and develop new sponsorship 
opportunities to promote your company 
beyond the traditional means.



Creating Community 
Events

Developing your own events within targeted communities can be an 
excellent opportunity. The first version of this is usually referred to as an 
RSVP event. RSVP events involve sending out direct mail invitations and 
cold call invitations to homeowners in a given area. The invitation that is 
being extended is an offer to come to a group meeting where a free meal 
is being provided as a special thanks for coming. The free meal attracts 
people from your target audience to the designated seminar location 
where you will have the opportunity to deliver a presentation about your 
company’s products and services. At the end of this presentation, the 
host often extends a special offer to those in the room. This offer often
involves a discount for booking a free estimate on the specific product 
that was presented during the course of the event. This RSVP model 
usually works best when conducted with a particular condo or housing 
association or some other type of neighborhood group. The increased 
success in these scenarios is often attributed to the fact that homes 
in these designated areas are typically built at the same time with the 
same types of materials. Therefore they are experiencing many of the 
same problems. Furthermore, it is easier tobuild an audience when 
the attendees know each other because the familiarity gives the 
gathering the feel of a social event.

Similar events can be held in a less formal fashion in neighborhoods 
as well. For example some companies have done an excellent job 
hosting neighborhood brunches, barbecues or even block parties. 
They accomplish this by setting up tables and chairs while serving 
food and beverages at the neighborhood park, pool, or pavilion. 
Again, the idea is to attract the residents in the immediate area by 
hosting a suito block party. In addition to food and beverage, balloons, 
games, and activities like face-painting do an excellent job to lure the 
children. As a result their parents are quick to follow or escort them 
to this type of event. Once present, you can share before and after 
photos of jobs done within the zip code,perhaps even a list of the 
addresses where your company has performed installations. These 
venues typically yield a low number of leads or set appointments, 
however the closing percentages tend to be very high and the lead 
cost tends to work out very well as a result.

 Another industry trend that is gaining in popularity is hosting parties held at your customer’s homes. 
Incentives are often provided to customers at the point of sale to offer up their home for a post-installation 
celebration. For example, shortly after the new home improvements are installed and the customer 
is pleased with the result, invitations are sent out to friends, family, and neighbors alike. The idea is to 
showcase the new improvements and drum up additional business in the process. These types of parties 
are usually most successful when the homeowner and the company combine to prepare the guest list 
and the company promotes the party and manages the invitation process. This ensures that the process 
is done thoroughly. In addition to mailed invitations and reminder calls, neighborhood signage is also 
recommended. Canvassing the neighborhood with hand delivered invitations is another best practice 
for driving up the attendance. These parties can be held on the new deck in theback yard or in the new 
sunroom, or basement that was recently installed. Again, these gettogethers often yield very few set 
appointments, but they are usually highly qualified and come at a very reasonable cost.



Creating Community Events
The last of the community events involves 
contacting the athletic director at the local high 
school or little league program in the town you 
are hoping to target. Explain that your company is 
happy to sponsor the athletic program provided 
that you can have more than just signs and 
promotional items in return. Petition the person 
in charge for the opportunity to host a live home 
make-over contest. This contest is to be held 
during half time of the high school football or 
basketball game or during the seventh inning 
stretch of baseball or little league game. Describe 
how you intend to solicit contestants to throw a 
perfect pass from twenty five yards away or make 
a half-court shot. These contestants will have to 
own a home to be eligible to participate. They will 
also have to complete a brief household survey 
as part of the entry process. That is how qualified 
leads are generated during the sporting event.

 Most companies who host these types of 
contests are actually hoping that one of the 
contestants will win the dream home make-
over. Even though there is a significant expense 
associated with the give-away, the local media 
coverage that the company is certain to acquire 
by filming such a unique community story 
would overshadow any up-front investment. 
Furthermore, the long-term branding that your 
company receives by participating in such 
community events gives your company top-of-
mind awareness in those targeted communities. 
Lastly, companies who participate in such 
community based events boast higher closing 
percentages when running appointments in 
the towns where they have been known to 
demonstrate their support.

There are a few keys to generating contestants 
at these community events. The first is effective 
signage. You need to make it abundantly clear that 
your company is prepared to give away a home 
makeover instantly, (or a dream bath makeover 
whatever applies to your company) if a contestant 
is able to successfully complete the challenge that 
you have set forth i.e. throw a perfect pass, make a 
half-court shot, or throw a perfect pitch. In addition 
to great signage, it may be a good idea to enlist a 
staff member at the school, a well-known teacher, 
coach, or administrator to be one of your first 
contestants. This will capture the attention of those 
in the crowd and build awareness in your campaign 
more quickly.

You marketing staff should staff an exhibit at the 
sporting event that resembles a small tradeshow
booth. Have a registration table with entry forms 
(household surveys) as well as literature on your 
company in the event you acquire any immediate 
interest from homeowners stopping by. Be sure to 
have your staff demonstrate their team spirit by
incorporating school colors, jerseys, pompoms, 
or other accessories in to your display. You can 
even distribute sponsored footballs, baseballs, or 
basketballs after the home team scores. In any 
case, if you make it fun for the hometown fans, you 
are more likely to increase engagement and drum 
up more contestants.

If you ever get to the point where you have too 
many contestants, (great problem to have) you can 
always select a limited number of contestants to 
participate via raffle or blind drawing. Regardless 
of how many contestants you choose to allow, be 
sure to have them announced one-by-one over the 
PA system as your company’s makeover contest is 
broadcastto all those in attendance.Generate fun 
and excitement while at the same time promoting 
your company and generating leads! This can be 
done not only for your own personal gain but for the 
benefit of the community at large.



SAMPLE: Contest Entry Form

Date:                     Event Promoter: 

HOME MAKEOVER CONTEST 

YES! I WOULD LIKE TO PARTICIPATE IN THE HOME MAKEOVER GIVEAWAY

1. Do you own and occupy a single family, residential home? 

2. How far do you live from this particular location?

3. How long have you owned the home there?

4. Do you know how old the current windows in the home are?

5. Are they original or have they been replaced? 

6. Do you know how many full bathrooms you have in your home?

7. When was the last time you made any updates in the bathroom?

8. How old is the siding on your home? When was the last time it was replaced? 

9. If you won it for free in our home makeover contest, what would you chose to have done?

10. Why did you choose that product in particular? What about the existing scenario dont you like?

Homeowner Name:                        Address:  
      
City:                           Zip Code:   Phone: 

Email:               Next Home Project:

Permission to contact regarding any prizes I may have won as a result of my participation

Day:                                  Date:                         Time:

Permission to contact me regarding any prizes I may have won as a result of my participation
 
          
            Intials



Excellent Potential Partners 
for Community Events

The key is attraction versus persuit. Simply chasing 
down area homeowner’s with phone calls, fliers, and 
signage asking them to come to your neighborhood 
or community event, typically yields a poor turnout. 
Attracting your target audience with food and fun on 
the otherhand, achieves much better results!



Don’t just expect your target audience to wander in to your exhibit by chance. Guide 
them, encourage them, inspire them to visit you with attractive offers that give you 
top of mindawareness before they even walk through the doors of the ehibit hall. 
Don’t confine yourself to the minutia that all of your competitors have resolved to 
accept.

JUMP OUT IN FRONT

GET NOTICED 

ENGAGE

SURVEY 

DOMINATE.
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