Using volunteers as ambassadors
There are two ways in which volunteers can be ambassadors for your organisation
1. formally, as part of a strategic engagement campaign: roving ambassadors.  Roving ambassadors are promotional staff who champion your campaign or organisation. Often wearing branded clothing, they can hand out fliers, giveaways, or simply offer information and answer questions, as well as entering into dialogue with potential audiences.
2. informally, as word of mouth ambassadors who will tell others about your organisation and generate positive messages. Word of mouth ambassadors are volunteers who work for your organisation and talks to friends, family and associates about you. 

Top Tips
1. Make sure volunteers are briefed about your organisation, its values, products, services and achievements. Keep them updated otherwise they may communicate inaccurate information. Make sure they understand that they represent your organisation and must act accordingly and responsibly when talking about you. Make sure they are aware of your marketing message and how they should represent the organisation.
2. Using roving ambassadors as a successful audience engagement tool is dependant upon a number of key factors: the relevance of the campaign that they are promoting to target audiences; the skill-sets of people delivering the work; key messages and calls to action; and a wider supporting marketing campaign. Roving ambassadors also need to reflect the brand and brand values via the clothing they wear and the way that they interact with the general public
3. Consider offering scenario training for challenging situations, which might include dealing with aggressive or vulnerable people. Make sure that your ambassadors have a contact number for other staff on your team or the shopping centre/city centre security office
4. Provide roving ambassadors with a map of the shopping centre and town so that they can successfully direct people to your arts activity. At the very least, ensure that they are able to signpost people to the shopping centre’s own information desk
5. Giveaways are great conversation starters, so equip your ambassadors with plenty of merchandise. This could range from pens to stickers, t-shirts, balloons, samples and vouchers
6. Simply walking around handing out merchandise is often enough for people to approach and ask you questions. Pestering people can potentially have a damaging effect on your brand
7. Wear a smile! You are much more likely to be approached if you look friendly and are having fun
8. Ask permission from shopping centre or town centre managers before you send ambassadors out with giveaways. Most shopping centres and town centres have rules on where marketing is allowed and you may need a license
9. Your ambassadors will need to be CRB checked if they engage with under 18 year- olds who are not accompanied by an adult
10.  Dress your roving ambassadors in appropriate branded clothing to help raise the profile of associated activity. This might include large t-shirts to go over jumpers in the winter, or waterproof jackets if they are working outside
11.  The role of a roving ambassador can be very tiring, so draw up a rota so that your ambassadors work in short shifts of no more than two hours at a time
12.  Treat your volunteers fairly and generate good will by covering expenses for travel or subsistence, ensuring they have regular breaks and rest space, or offering free tickets to an arts event
13.  Safety of your team is of the upmost importance, so try to ensure your ambassadors work in pairs and are aware of how to contact security staff and other members of your team
14.  Try not to get in the way of shoppers or wander too close to exhibition space which other companies have paid for. Be sensitive to people’s needs
15.  Ensure that your roving ambassadors can talk confidently about the activity that they are promoting. Consider providing them with a portable key message pack, or encourage them to refer to marketing materials as prompts when talking to people
16.  Encourage volunteers to keep a journal of things that they think worked particularly well, which can be passed on to ambassadors covering the next shift. This might include the best places to stand, places to avoid, the most effective calls to action, the most popular giveaways, and so on
