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RECRUITING INDIVIDUAL 
CANVASSERS

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 CANVASSERS
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 passing out flyer’s 
and door hangers around our job site locations. 

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 
passing out flyer’s, hanging door-hangers and talking with neighbors near 
our job-site locations. 

     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!
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!



CREATIVE RECRUITING
PART 2

Guerrilla Marketing
Guerrilla Marketing with sandwich 
board signage combined with the 
human element.

FAST FOOD RESTAURANTS DO IT...

NATIONAL RETAILERS DO IT...

LOCAL RETAILERS DO IT... WHY NOT YOU?



FIELDING APPLICANT CALLS - 
INBOUND SCRIPT

APPLICANT: I’m calling about the part-time job.

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: Great! Just to let you know a little bit about us, we are Renewal 
by Andersen.  We are a national leader in Replacement Windows. In addition 
to traditional forms of advertising, like TV, Radio, etc. we also use individuals 
to do marketing and promotional events at local retail store locations. This 
keeps us off of TV and Radio and saves us a lot of money. Does that make 
sense? Great!

We do NOT have traditional style interviews!  Instead, we have what we call  
“observation days”.  This allows you to come in and checkout the job first 
hand.  We would send you out to a promotional event to shadow one of our 
experienced employees so you can see what the position entails first-hand. 
That way you can decide if this is the right job for you. These observation 
days last about an hour long. They start at 10am and end about 11am.  We 
have openings Monday and Tuesday.  When is the best day for you to come 
in and check it out? Would Today be good or is Tomorrow better for you?

APPLICANT: I Have a question…

COMPANY: (Provide Best Answer) The best thing is to schedule an 
observation day where all of your questions can be answered…

APPLICANT: Monday at 2pm sounds good.

COMPANY: Great! Casual dress is fine for the observation day, but no jeans 
or  
T-shirts please. Also, be sure to wear comfortable walking shoes. Remember 
the 
shift lasts 3 to 4 hours so please plan accordingly. We look forward to 
meeting you. Can I email you directions or dress requirements?



Establishing Retail 
Store Opportunities

Establishing Retail 
Store Opportunities

GETTING IN THE STORES

Developing a short or long-term arrangement to 
promote your company inside a local or national 
retailer can be challenging.  Some scenarios are 
fairly effortless because the retailer has a national 
program that is clearly outlined and pre-defined. 
These programs simply involve contacting those 
in charge of the program and submitting your 
application for approval. The approval process is 
typically a formality which mainly involves signing 
a lease agreement and making the necessary 
deposit. 

Local or regional retail chains are less likely to 
have a streamlined program and often require a 
major effort prospecting and negotiating before 
they will allow and outside company to market 
within their stores. This can be a serious numbers 
game and require a dozens of unsuccessful 
attempts before you encounter a big box store 
who is willing to consider your proposal.

 The first step in creating your own program is to 
make contact with the store manager. This should 
be done face-to-face as often as possible versus 
resorting to phone calls or emails. The face-to-
face meeting will be considered much more 
genuine and sincere and typically yields a much 
more receptive response. One key thing to keep 
in mind is to visit the store during a time where 
the manager is not overwhelmed with customers, 
deliveries or inventory management. I have found 
that early afternoons during the middle of the 
week are best.

Another key factor to keep in mind is something I 
call normalization. Some store managers may not 
be familiar with outside companies conducting 
marketing campaigns within retail store chains. 
Therefore it is important to provide concrete 
examples to substantiate what you mean.

Bringing a tablet with example photographs of 
these exact scenarios can be very effective. By 
sharing photos and short video clips of other 
stores which have sub-leased space or allowed 
temporary kiosks in their stores you will give 
credence and credibility to your cause. You should 
acquire as many examples as possible. The more 
diversified your portfolio, the more likely you will 
be to put them at ease. 

A powerful strategy that can make or break your 
chances of gaining the store managers approval 
is to incorporate that stores favorite charity in 
to the theme of your marketing campaign. For 
example if the store in question has been known 
to do food drives for Harvest for Hunger, then your 
proposal should include a donation to Harvest for 
Hunger with every single household survey your 
company collects. Perhaps you promise to donate 
a percentage of the sales to Harvest for Hunger 
with a guaranteed minimum of $500 and be 
prepared to cut that check before you ever enter 
the store.

 Taking things a step further, you could contact 
the store’s favorite charity first before you ever 
approach them directly. For example, you could 
contact Harvest for Hunger and tell them that you 
would like to partner with them for a food drive in 
the local grocery store chains. You are willing to 
donate your staff to work in the stores raising the 
funds. Furthermore, your company will donate 
X amount of dollars for every household survey 
your staff collects during the food drives. After 
they agree, ask them to approach the grocery 
store manager with you or on your behalf. The 
retail stores love the publicity associated with 
charity. So whether it is the local chapter of the 
Girl Scouts or the Salvation Army, craft a strategy 
to partner and prosper!



Establishing Retail 
Store Opportunities

Establishing Retail 
Store Opportunities

COMMUNITY 
PARTNERSHIP PROPOSAL

In the ensuing pages, you will find a few different 
sample versions of my “Community Partnership 
Proposal”. This document has been devised 
to assist home improvement companies 
with establishing non-traditional marketing 
programs with local retail stores. The Community 
Partnership Proposal is effective because it is 
presented in terms of a win-win scenario for all 
of the parties involved – the shopper, the retailer, 
the charity, and the home remodeler. It is this 
universally beneficial approach that gains the 
approval of the many key decision makers who 
ultimately determine whether your company will 
be welcomed or refused from their stores. 

You will want to use my Community Partnership 
proposal as a model to craft your own version to 
help you develop relationships with local retailers 
in your area. Be sure to highlight the details of your 
company that indicate that you are stable and 
high integrity organization. Be certain to include 
memberships, affiliations, awards and accolades. 
I recommend including photos and images of 
your company engaged in similar event marketing 
activities to normalize this foreign concept to your 
prospective partners.

 You will want to keep your proposal simple. Do not 
make it too long or complicated. Clearly outline 
the benefits to all those parties involved. You will 
want to first start by explaining your primary goal 
– to raise money for local charities by partnering 
with other area businesses. Then explain your 
plan of attack – to engage consumers with a 
free gift (store gift cards) in exchange for their 
participation in a brief household survey. Do not 
discuss lead generation or appointment setting. 
Finally, explain the end game, that you are willing 
to donate X amount of dollars for every household 
survey you collect in this process.

Avoid complicating this process by attempting to 
tie your donation to sales. This will pose multiple 
challenges. First, the retail store decision makers 
will assume that your primary goal is to drive sales 
for your company. Secondly, you will confuse them 
because they do not understand our business 
model. They have no idea what to expect with 
respect to closing percentages, sales volume, 
credit approvals etc. Stay the course and keep 
it simple. Explain that you expect to collect X 
amount of surveys over the course of a weekend 
and you promise to donate X dollars in exchange 
for each. 

Once you have prepared a concise version of 
the Community Partnership Proposal for your 
own company. It will be important to get in to 
the hands of the decision makers at the various 
retail stores you are hoping to partner with. My 
recommendation is that you get face-to-face 
with the store managers and hand deliver these 
proposals. Be sure to briefly review the proposal 
while you are in their presence. Then promise to 
send an electronic version to their email so that 
they can forward a version to any superiors who 
need to approve your proposed plan. Don’t forget 
to collect a business card or all relevant contact 
information before you leave. This way you can 
follow up accordingly. 

Just like any other product, service, or partnership 
you might propose this will prove to be a numbers 
game. Be sure to get your proposals out to as 
many potential partners as possible so you can 
follow up and focus on those willing to move 
forward with the process.



Community Partnership 
Proposal

Sample #1



Developing Community Partners

YOUR 
STORE

OUR
COMPANY

CONSUMERS

LOCAL 
CHARITY



WHY BATH PLANET - CHICAGO

Bath Planet of Chicago is part of a leading national net-
work of high integrity organizations specializing updates 
and remodeling for residential bathrooms. This national 
network of over 100 Bath Planet locations specialize in 
high quality products coupled with state of the art crafts-
manship.

BATH PLANET- CHICAGO

SUCCESS AND LEADERSHIP WITHIN THE COMMUNITY

• A+ Rating – Chicago Better Business Bureau
• Angie’s List Super Service Award Winner 2013
• Good House Keeping Seal of Approval 2012 – 2014
• 2013 Qualified Remodeler Magazine Top 500

WHY PARTNER WITH BATH PLANET OF CHICAGO?

Bath Planet of Chicago has forged strong relationships 
with countless retail stores throughout the Chicagoland 
community in an effort to raise funds for local charities 
while simultaneously increasing brand awareness 
for our company and our retail partners. Our unique 
approach of engaging consumers by offering FREE gift 
cards to your store,helps us reach our target audience, 
while encouraging increased spending and customer 
loyalty. The brief 8 question household surveys that we 
acquire from consumers on their way in to your store, 
provide us with vital data to help grow our business. As a 
result, we are not only willing to provide participants with 
a gift card to your store, but we are also willing to make 
a modest donation to the charity of your choice as an 
additional token of gratitude. We now want to take this 
unique and philanthropic program and extend it to your 
organization, so we can continue to develop valuable 
partnerships which ultimate benefit the community as a 
whole.

OUR RELATIONSHIP

•   We can start slow by   
     scheduling a one or two day  
     event in your parking lot

•   We would simply deliver         
     our “Mobile Showroom” to a       
     parking space near the
     store entrance.



HOW DOES THE PROGRAM WORK?

• Our staff would offer $5.00 gift cards to consumers entering your  store
• In exchange for participation in a brief 8 question household survey.
• The valuable data collected from the surveys is beneficial to your company  

 as well as ours.
• In addition to providing consumers with a $5.00 gift card to your store
• We will also match that investment by making a $5.00 donation to the           

 charity of your choice for every survey we acquire.

As a sign of good faith, our initial investment would be to purchase $500.00 
worth of gift cards to your store.

• These cards would be put to immediate use at our first store event.
• Our goal is to purchase a minimum of $1,000 in gift cards each month
• Furthermore, our goal is to donate $1,000.00 to the charity of your              

 choice each month as well.
• The above plan benefits your shopper, your company, your charity, your     

 community, and our company as well.

TAKE A LOOK AT OUR MOBILE SHOWROOM!



We at Bath Planet of Chicago look forward to serve you, 
your shopper, your charity, and the community. Thank you 
for your serious consideration!

X____________________________________
AJ Dadlani
Event Coordinator
(630) 880-5662

HERE IS A COPY OF OUR HOUSEHOLD SURVEY

Date:           Store Promoter: 

HOUSEHOLD 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. How often do you shop here on a monthly basis?

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, we have partnered with this local reatailer to raise money for local charity as well 
as raise brand awareness for our company. As a loyal shopper, you are entitled to a free, no obliga-
tion price quote that is valid for one year. So when your ready, please keep us in mind!

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:



Community Partnership 
Proposal

Sample #2



Community Partnership Proposal



WHY RENEWAL BY ANDERSEN –PHOENIX
Renewal by Andersen of Phoenix, AZ is proud to serve the window replacement and patio door 
replacement needs of the Phoenix area. We are the window replacement division of Andersen 
Windows, drawing on the Andersen tradition of over 110 years of quality, innovation and 
craftsmanship.

SUCCESS AND LEADERSHIP WITHIN THE COMMUNITY 

2004 Golden Apple Award 
Las Vegas BBB 2005 Golden Apple Award 
Las Vegas BBB 2006 “Best of the Best” 
Las Vegas 2009 “Best of the Best” 
Phoenix 2010 Hanley Wood Remodeling “Big 50 Award” 2010 “Best of the Best” 
Phoenix 2013 “Best of the Best” 
Phoenix Energy Efficient Product Receiving Energy Star Ratings 
Great HOA and Client relationship 
HOA approved

WHY INVEST WITH RBA PHOENIX?

RbA Phoenix has formed a great relationship throughout the valley, with its community 
involvement, its commitment to the environment and energy efficiency, its ability to continually 
perform and provide excellent service to its clients. We now want to take this great relationship 
that we have created with the community, and extend it to you. We here at RbA have seen the 
relationship that you’re business has made with the community, and would like to team up to 
benefit not only your business, but the community as well.

OUR RELATIONSHIP 

We can sign a short or long term lease or schedule dates in which we can have our table within 
your store



THE RBA IN STORE PROCESS

We will not solicit customers within your store
We have a short 8 question survey that we use which benefits the store with customer information 
and feedback and allows our company to collect valuable marketing data.

OUR CONTRIBUTION

For each homeowner that participates in the survey, we provide a $5.00 gift card to your store 
which can be put to use that same day.

• We will purchase approximately $1,000 Dollars in gift cards you’re your store each month
• In addition, we will donate an additional $5.00 to the charity of your store’s choice for every   

 estimate we provide to store shoppers.

The above benefits your store as well as the community as a whole. 
We anticipate $250 -$500 in charitable donations each month

SAMPLE SURVEY QUESTIONS
• How Often do you Shop here in a week?
• Do you shop for home, business or both?
• Are you satisfied with your overall experience?
• How many miles do you live from this store?
• How long have you lived there?
• What are your typical heating and cooling costs like on average?
• Do you still have the original windows and doors within your home?
• How are they holding up against this desert climate?

Homeowners Name:
Address:
Phone and Email:
Permission to contact regarding prizes I may have won:
Date & time



SAMPLE PHOTOS



We here are Renewal by Andersen Phoenix look 
forward to the relationship that we can build 
together, and difference that we can make 
within the community. Thanks for your time!

X______________
Chelsea Rokusek
Event Marketing Coordinator



ENGAGING SHOPPERS

Engaging Shoppers Once you have secured 
your space and erected your permanent or 
temporary displays within the retail store, 
it is time to start making leads. The very 
first step in this process involves effectively 
engaging the consumers who are shopping 
within the stores. It is very important to craft 
a strategy that is very consumer friendly. If 
you approach shoppers in a manner that is 
perceived as abrupt or bothersome in any 
way, you will run the risk of having them 
complain to store management which will 
put major strain on your relationship with 
the retailer and may ultimately lead to the 
demise of the arrangement you have worked 
so hard to acquire. As a result, please be sure 
to familiarize yourself with the terms and 
conditions outlined in your agreement with 
the retail store so that you do not violate any 
of the guidelines that have been established 
therein. Having a good understanding on 
whether your staff is required to remain within 
a certain distance of your display kiosk or if 
they are welcome to canvass the store freely 
are crucial details to identify. This way you can 
train your staff on the best strategy available, 
based on the liberties or constraints that have 
been agreed upon. 

Regardless of the specifics, taking a 
consumer minded approach to engagement 
is always advised. This is contrary to most 
strategies which are egocentric in nature. 
The majority of in-store promoters simply 
approach shoppers by begging them to fill out 
a sweepstakes entry form. Although this does 
have a potential upside for the consumer, 
if they were to win the drawing, it does not 
give them any immediate enticement to stop 
and engage. Therefore many consumers 
are reluctant and resistant to this approach. 
Some are visibly irritated and annoyed. 
As a result, providing the consumer with 
something of value in exchange for their time 
and attention works much more effectively. 

The first alternative is to help consumers 
find what it is they might be looking for 
inside the stores. Simply asking them “Are 
you finding everything ok?” In cases where 
you can roam the store. However, in those 
more common scenarios where store 
promoters are confined to a small area in 
and around their company kiosk, offering a 
cost effective gift tends to be an excellent 
way of capturing a shopper’s attention 
and getting them to engage with you long 
enough to explain to uncover a need and 
explain your offer. 

Items such as cold bottled water, hot coffee, 
eco-friendly shopping bags, and $5.00 
gift cards, tend to work very well at getting 
tunnel-vision shoppers to stop in their tracks 
and hear what you have to say. By stopping 
consumers in this fashion, you employ a 
friendlier and more alluring method for 
engaging your target audience. This strategy 
is also more employee friendly as your staff 
members will have a much greater sense of 
self-esteem as they approach consumers 
with an enticing offer versus some other 
disturbing or annoying scheme. 

Any bottled water or coffee should be 
bought directly from the retail store where 
you are working, if it is in fact an item that 
they carry. The same is true for any snacks 
or shopping bags that you might give 
away. They should always be purchased 
from the store in question to promote 
their merchandise to avoid any conflict of 
interest.



THE HOUSEHOLD SURVEY
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 how 
often they shop at this particular retail store. 
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 his or her 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 be relaxed 
and be completely forthcoming about which 
service that your company offers that interests 
them the most. This ultimately reveals the 
project that we should focus on and attempt to 
schedule an appointment to estimate as soon 
as possible.

The best way to transition to the appointment 
setting phase is by making the shopper aware 
of the fact, that as a loyal shopper they are 
entitled to an exclusive offer – A free site 
inspection, a free design service, and a free 
price quote. The details of this offer are outlined 
in the ensuing pages. Directing the consumer’s 
attention to this page 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 to secure that appointment as best as 
possible. An excellent method for increasing 
the probability of kept appointment is by 
providing the homeowner with a reminder form. 
Please see a great example of this type of form 
on the upcoming pages. This form will not only 
act as a token to stimulate their memory, but 
the Frequently Asked Questions detailed on the 
form are also designed to disarm the prospect 
and their spouse by reinforcing the idea that 
there is no cost or obligation associated with 
the visit.

Date:                       Store Promoter: 

HOUSEHOLD 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. How often do you shop here on a monthly basis?

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, we have partnered with this local reatailer to raise money for local charity as well 
as raise brand awareness for our company. As a loyal shopper, you are entitled to a free, no obliga-
tion price quote that is valid for one year. So when your ready, please keep us in mind!

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:



Whether you are fortunate enough to have a 
permanent store front within the store (like 
many banks often have inside grocery stores) 
or if you simply have a temporary kiosk or 
table, good signage can have a major impact. 
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 an 8 question survey!” 
Are ideal at getting curious shoppers to 
inquire with your staff. This is especially 
important in scenarios where you kiosk is 
located at the end of the checkout lines. Once 
customers have paid for their merchandise, 
they are typically in a big hurry to get out 
of the store. Therefore you rarely have time 
to communicate your offer verbally. Letting 
the signage do that for you will yield better 
results. 

Free food and 
beverage is also a 
great way to grab 
shopper’s attention. 
Cold bottled water 
on a hot day and hot 
cups of coffee on 
a cold day are well 
received. Popping 
fresh popcorn or 
warm baked cookies 
can also do the trick. 
Providing balloons 
is a great strategy for engaging shoppers 
with children which can be quite common in 
certain store environments. This will keep the 
children happy and occupied while you talk 
home improvement with mom or dad.

OTHER STRATEGIES FOR
ATTRACTING SHOPPERS

Another fun 
way to get 
shoppers 
to stop in 
their tracks 
is by having 
a shopping 
cart 
completely 
full of 
with one 
particular item. Then post a sign on it that 
reads “Guess & Win – how many in the cart?” 
Curiosity seems to compel people to stop and 
engage. Often times they will ask, what do I 
win if I get it 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 is that it 
gets shoppers to stop and engage. 

Hosting a raffle is another effective way to 
engage shoppers. The best way to do this 
is to ask the store manage if they would 
be willing to make an announcement over 
their PA system informing shoppers that a 
gift card to the store for $XXX will be raffled 
off at exactly 11am. For a chance to win, 
shoppers should report to the XYZ Company 
booth located near the front of the store. 
This typically generates a good amount of 
interest. And as the old saying goes, nothing 
draws a crowd like a crowd. Other traditional 
gimmicks like prize wheels and slot machines 
can also be effective but in most cases busy 
shoppers 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 shopper so you might come up 
with a new tactic that will earn their attention.



Date:____/____/____                  Store Promoter:___________ 

In-Store Household Survey 

Good afternoon! We're offering a $5.00 gift card for participating in a brief household survey. It’s 
just ten questions! Do you own or rent your home? Would you like a $5.00 gift card in exchange for 
answering 10 quick questions? 

1. How often do you shop here on a monthly basis?

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 that you did there?

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

 6. Do you know how old the current roof is on your home? 

7. Do you still have the original windows in your home? 

8. How many full bathrooms do you have in your home?

 9. If you won our Home Makeover Contest, what project would you choose?

 10. What made you choose that project in particular? 

Just so you know, Walmart has partnered with the area’s leading home remodeler so they provide 
you with high quality & low cost home renovation as well. As a loyal Walmart customer you are 
entitled to a free site inspection, a free design consultation, and no obligation price quote, that will 
be valid for one full year. When would be the best time to take some measurements and leave you 
with a down to the penny price so you can plan and budget for the future? Are daytimes good or 
are evenings better to provide you with a quote on your next home project?

Homeowner’s Name:_________________________________________________________________

Address:__________________________________________ City:_____________________________ 

Zip Code:__________________________________ Phone:__________________________________ 

Email Address:______________________________________________________________________ 

Next Home Project:__________________________________________________________________
 
Permission to contact regarding any prizes I may have won as a result of my 
participation:__________ Day:_____________ Date:____/____/____ Time:________________



Date:____/____/____        Store Promoter:___________

 In Store Survey 

Win a $500 shopping spree instantly! Just scratch and win! All we ask in return is that you 
answer five quick questions in our household survey. Do you own a home? Great…. 
1. How old is your home?

 2. How long have you owned your home? 

3. How far is your home from this location?

 4. If you won it for FREE in a Home Makeover Contest, which project would you choose? 

5. Out of all of the projects on that list, why did you choose that project in particular? 

Just so you know, Walmart has partnered with the area’s leading home remodeler to 
provide you with high quality home improvements and Walmart discount prices. As a loyal 
Walmart customer you are entitled to Free Site Inspection, a Free Plan & Design Service, 
and a Free down to the penny price quote at a special discounted rate. With that in mind, 
are daytimes good or are evenings better for you? 

Homeowner’s Name:________________________________________________________________
_ 
Address:__________________________________________ City:____________________________
_ 
Zip Code:__________________________________ Phone:__________________________________ 

Email Address:______________________________________________________________________
 
Next Home Project:__________________________________________________________________ 

Permission to contact regarding any prizes I may have won as a result of my 
participation:__________ Day:_____________ Date:____/____/____ Time:________________



PRODUCT SELECTION 
CHART

New Siding Replacement Windows

Kitchen Cabinets New Roof



Special Offer Form –
With Urgency Coupon



TOTALLY FREE
Absolutely no cost or expense for the estimate!

NO OBLIGATION
There no obligation to purchase anything at all!

FROZEN 1 YEAR
We leave you a price quote that is good for 1 year!

Exclusive Offer for:
Area Homeowners!



GIFT CARD TRACKING FORM

HOMEOWNER ADDRESS DATE
ISSUED

SET 
APPOINTMENT



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.



BLENDING IN
The traditional store apron is a key element to the attire while 
marketing in the stores. This helps you blend in with the store staff 
and makes it more likely for shoppers to as you for help. Any time 
shoppers are coming to you, instead of having to chase them down, 
you are much better off. Having an I.D. Badge is another important 
part of the dress code for in-store marketing. Business casual is 
best.



GAS STATION MARKETING 
PROGRAM



Establishing Partnerships 
With Gas Stations

Developing a short or long-term arrangement 
to promote your company inside at local or 
national gas station can be challenging. Some 
scenarios are much easier than others because 
the owner or decision maker is highly accessible. 
In other cases, the person who makes decisions 
is difficult to reach. In order to be successful, you 
should prepare to yourself to handle both types of 
scenarios. 

Local or regional retail chains are less likely to have 
a decision maker on location. This will require you 
play a serious numbers game by calling on dozens 
gas stations, most of which will be unsuccessful 
attempts before you finally encounter an owner 
who is willing to consider your proposal. 

The first step in creating your own program is 
to make contact with the gas station owner 
or manager. This should be done face-to-face 
as often as possible versus resorting to phone 
calls or emails. The face-to-face meeting will 
be considered much more genuine and sincere 
and typically yields a much more receptive 
response. One key thing to keep in mind is to visit 
the store during a time where the manager is 
not overwhelmed with customers, deliveries or 
inventory management. I have found that early 
afternoons during the middle of the week are best. 
Another key factor to keep in mind is something I 
call normalization. Some store managers may not 
be familiar with outside companies conducting 
marketing campaigns within at gas station chains. 

Therefore it is important to provide draft a proposal 
which includes photos to help demonstrate what 
type of arrangement you are trying make. You may 
want to bring a tablet with your proposal to show 
example photographs of these exact scenarios. 
This will help put the store owner at ease. By 
sharing photos and short video clips of other gas 
stations who have allowed you to market on their 
property, you will give credence and credibility 
to your cause. The more photos in your proposal, 
the more likely you will be to convince them get 
involved. Be certain to print a paper copy of your 
proposal so that you can leave it behind in the 
event the store manager or owner is unavailable. 

Make certain that your proposal is clear – that you 
intend to purchase hundreds of dollars in gift cards 
from their store each month. Offer to buy the first 
month’s gift cards immediately. Explain how you 
plan to distribute those gift cards to consumers at 
the pump in exchange for participating in a very 
brief household survey which is only 10 questions 
long. Explain that you will not be a pest or bother 
to their patrons but rather a helpful advocate. 
Let the gas station owner know that your staff is 
willing to help customers by pumping gas, washing 
windshields, and discarding trash on their behalf. 
Remind the Gas Station owner that your entire goal 
is to help the consumer. In fact, that is why we are 
buying the gift cards, to help them reduce their 
energy cost.



ENGAGING CONSUMERS

Once you have gained permission to market 
at a particular gas station, it is time to start 
making leads. The very first step in this 
process involves effectively engaging the 
consumers who are stopping for gas. It is 
very important to craft a strategy that is very 
consumer friendly. If you approach consumers 
in a manner that is perceived as abrupt or 
bothersome in any way, you will run the risk of 
having them complain to store management 
which will put major strain on your relationship 
with the gas station and may ultimately lead 
to the demise of the arrangement you have 
worked so hard to acquire. 

Regardless of the specifics, taking a 
consumer minded approach to engagement 
is always advised. This is contrary to most 
strategies which are egocentric in nature. 
The majority of promoters in these types of 
field marketing scenarios simply approach 
shoppers by begging them to participate in 
a survey or sweepstakes. Although this may 
have a potential upside for the consumer, if 
they were to win the drawing, it does not give 
them any immediate inducement to stop 
and engage with the promoter. As a result, 
many consumers are reluctant and resistant 
to that type of approach. Some are visibly 
irritated and annoyed. As a result, providing 
the consumer with something of value in 
exchange for their time and attention works 
much more effectively.

The first alternative is to offer help to the 
consumers.  Simply asking them if they 
need help pumping gas, washing the 
windshield, or disposing of any trash from 
their vehicle. In cases where you can roam 
the store. Then, once you have helped them 
with a task, offer them a low- cost gift like 
a bottled water or a five dollars off today 
fill-up. This tends to be an excellent way of 
capturing a shopper’s attention and getting 
them to engage with you long enough to 
explain yourself and uncover a need and 
book an appointment.

Items such as cold bottled water, hot coffee, 
low-cost snacks, and $5.00 gift cards, tend 
to work very well. By engaging consumers 
in this fashion, you employ a friendlier 
and more alluring method for connecting 
with your target audience. This strategy is 
also more employee friendly as your staff 
members will have a much greater sense of 
self-esteem as they approach consumers 
with an enticing offer versus some other 
disturbing or annoying scheme.

Any bottled water, coffee, or snacks should 
be bought directly from the gas station 
where you are working. They should always 
be purchased from the store in question 
to promote their merchandise to avoid 
any conflict of interest. Bringing items to 
give-away from an outside source often 
aggravates the gas station owner and may 
result in termination of the relationship.



THE ENERGY
SURVEY
The purpose of the Energy Survey is to 
take a systematic approach to qualifying 
the homeowner in a very disarming way. 
The initial question in the survey is less 
pointed, starting with - how often they stop 
at the gas station in question. 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 his or her home and subtly 
reconfirm that they are in fact the property 
owner.

Finally we begin to transition to energy 
cost by finding out what they typically 
spend on gasoline per month. Then we 
can transition toward the home front by 
inquiring about the monthly heating and 
cooling costs. Lastly, we continue to narrow 
down the need as we eliminate completed 
and uncompleted home 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 do to conserve energy at your 
home?” This will allow the homeowner to 
be relaxed and be completely forthcoming 
about which project you offer that interests them most. This ultimately reveals the project that we should 
focus on and attempt to book an appointment accordingly.

The best way to transition to the appointment setting phase is by making the consumer aware of the fact, 
that as a loyal customer, they are entitled to an exclusive offer – We have partnered with the gas station to 
reduce energy costs. As a result, we can offer them a free site inspection, a free design service, and a free 
price quote. The details of this offer are outlined in the ensuing pages.  Directing the consumer’s attention 
to this page and explaining how they can start to make progress towards saving energy 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 to secure that 
appointment as best as possible. An excellent method for increasing the probability of kept appointment 
is by providing the homeowner with a reminder form. Please see a great example of this type of form on the 
upcoming pages. This form will not only act as a token to stimulate their memory, but the Frequently Asked 
Questions detailed on the form are also designed to disarm the prospect and their spouse by reinforcing 
the idea that there is no cost or obligation associated with the visit.







DRESS CODE

1. Dress pants or dress shorts. No camouflage or denim jeans.

2. Plain collared golf shirts are to be worn for all shifts.

3. Safety Vest and company Issued lanyard I.D. Badge.

4. NO exposed tattoos, 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. Shoes must be tied at all times.

8. NO hats, caps, or head gear unless company approved.

9. No athletic sportswear of any kind whatsoever.

10. Neatly combed hair and clean shaven or well groomed facial hair.

ATTENDANT

ENERGY 
ADVOCATE

MICHAEL 
DEBOIS
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