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Co-op Participation 
and Compliance
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You have a plan, but your program partners have 
opinions.  How can you meet in the middle?

Truth is, tactic importance is shifting, and with it comes a 
responsibility to modernize marketing budgets at the 
local level.

You know what? It’s OK. It’s not either/or anymore.

With the proper layering of traditional and digital tactics, 
it’s possible to get precise marketing at the local level, 
where budgets are tight. Real tight.

Your program partners realize the value of an integrated 
marketing ecosystem. They’re not afraid to try new 
tactics, as our 2018 State of Local Marketing Report 
survey showed 79% tried at least one new tactic in the 
last year.

Yet, while 

 
45% admitted leaving co-op/MDF funds on the table. The 
multitude of reasons cited show the misalignment in 
communication between the national brand and the 
program partner.

What they really need is support from their corporate 
brand. They need you to listen to what tactics are most 
effective in their local areas, understand how each of 
these tactics work together, and provide funding to 
properly execute campaigns.

In our 2018 State of Local Marketing 
Report, program participants responded 
that they want more digital and social, to 
the tune of funding 40% and 45% more, 
respectively, than last year. Yet, they’ve 
got a stronghold on their traditional 
tactic security blanket, with 66% not 
wanting to change their marketing 
spends in these channels.

This eBook challenges corporate 
marketers to listen, and reap the rewards 
of improving communication with their 
channel partners.

48%
of local business partners 
spend less than $500 
per month on marketing

None

21%
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7-10
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10+
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Why Don’t You Use All of Your Co-op/MDF?

The marketing tactics I use 
aren’t covered16%

I don’t know when I have                         
points/dollars available8%

The approval process is too 
complicated

12%

Other15%

I don’t have enough money/points11%

I don’t have enough time15%

The reimbursement process 
is too complicated12%

The marketing designs and 
layouts I need aren’t covered11%

of those surveyed find 
co-op/MDF critical to 
their ability to execute 
local marketing, 

86%

Source: 2018 State of Local Marketing Report
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What Program Partners are Telling Us In our 2018 State of Local Marketing Report survey, we asked participants what 
they thought corporate should know about their co-op/MDF program. 

I need to make 
sure that I am 

doing everything 
that I can to keep 
current with the 
changing needs 
of the market.  I 
see the need to 

at least interface 
with some sort of 
training every six 

months or so.

The companies 
should consult 
dealers on the 

best way to bring 
customers to the 
shops or to their 

online stores. 
Each retailer has 

different strategies 
in communicating 
with their target 

consumers as well 
as demographics.

If we are doing 
Marketing and 

proper branding, it 
should be covered. 
What works in my 
area may not work 
in Los Angeles or 
Texas. You need 

to allow agents to 
determine what 

works best in their 
specific area. One 

size does not fit all. 

Working in a 
small business, I 
have many other 
jobs and I can’t 

spend my whole 
day working on 

Digital Marketing 
campaigns. It’s 
just too time 
consuming. I 

need an agency 
to help me 

understand it all.

Corporate must 
understand that 

not the same 
strategy works 
for all retailers, 

especially when you 
are an independent 
retailer that tailors 
to individual needs.

As marketing 
becomes more and 
more digital, I plan 
on moving much 
of my marketing 

dollars to this tactic. 
This will affect 

my participation 
in the Marketing 

program.  I do not 
get satisfactory 

results from 
print marketing 

any longer.

I think there should 
be some more 

leeway.  As agents, 
we come up with 

great ideas but 
since they don’t all 
fit into corporate’s 

little box, they 
aren’t allowed, 

even though they 
may be great 

marketing ideas! 

Corporate should 
allow agents more 

freedom to use 
marketing that has 
been working for 
our agency rather 
than what we have 

to choose from 
that isn’t bringing 

us any return.
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Blind Trust Opens the Door to Inefficiencies
Simply trusting your program partners is different from 
actively listening when it comes to what they want 
funded through co-op. 

Yet, you provide co-op dollars for certain tactics, like 
direct mail, so your partner sends postcard mailers 
month over month over month without a way to gauge 
whether they’re effective. Your partners are comfortable 
with postcards because it crosses marketing off the long 
to-do list each month, and perhaps customers bring 
them in from time to time, so they continue executing 
this tactic. At corporate, you see high postcard usage, 
trust that it’s working for your program partner, and 
continue throwing dollars to fund that tactic. When in 
reality, most of the postcards end up in potential 
customers’ trash cans, and so do your co-op dollars.

On the flip side, many local marketers are keenly aware 
of their marketing gaps. They know they need a website 
with better content and navigation. They understand 
they need to be engaging with their local community on 
social media accounts with thoughtful and rich content. 
Unfortunately, websites tend to be expensive for local 
businesses to properly execute, and thoughtful content 
often needs to be backed with paid social promotions to 
get in front of the right customers. This suddenly takes 

new money for a local business that isn’t in their current 
funding structure. 

Corporate entities are not always listening to these 
requests for several reasons. Sometimes, it’s because 
they don’t trust their local business partner to properly 
manage and keep up with these new tactics. Maybe it’s 
fear of the partner using incorrect branding or using 
these corporately funded tactics to market competing 
brands they sell as well.  Whatever the reason, if they 
don’t feel comfortable sponsoring those tactics at the 
local level, it’s ultimately detrimental because:

The local entities will do it on their own without  
 corporate support. 

The tactics will be executed with the wrong  
 branding.

They won’t do it at all, closing the door to  
 potential customers.

Many local marketers aren’t marketers at 
all. They are simply small business 
owners wearing multiple hats, marketing 
being one of them. 

To reach customers at multiple 
touchpoints, they need co-op funding 
that provides entry for these new tactics.

1

2

3



In the BrandMuscle 2018 State of Local 
Marketing Report, we asked program 
participants to:  
 
 

 
 Tell us how much co-op they   
 spend on those tactics  
 
 Rate the effectiveness of      
 those tactics  

5

Different Perspectives, Same Endgame
There’s a fine balance between the corporate and local 
relationship. Program partners are your boots on the 
ground. They understand their community, and know 
what will resonate to have the best opportunity of 
increasing sales. Corporate has a seasoned marketing 
team that understands the macro-level business goals of 
the overall organization. Program partners, at times, have 
difficulty viewing this perspective, which is completely 
reasonable when you consider their local business is their 
lifeblood. Yet, both must support each other to for an 
increased-revenue endgame. Corporate needs to listen 
to how and to what their program partners want to 
market. By listening to your program partners, you’ll 
understand which tactics truly resonate in their 
community and be able to offer co-op for them, while 
also funding tactics that, at the macro-level, you know 
will help drive sales and increase brand awareness. It’s a 
give and take relationship.
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Tactic Use, Effectiveness and Co-op Spend by Category



Getting Started: Listening 101
	 	Start	with	reporting

To truly understand what’s going on at 
the local level, you’ll need insights into 
what your partners are using today. Usage 
reporting compared to sales at the local 
level can be extremely insightful. Look at 
your local businesses with the most 
successful sales numbers. What tactics 
are they using? How often? How much are 
they spending? 

If the spend amount seems too high for 
others to afford, it gives you a good idea 
of how much corporate needs to fund 
with co-op dollars to help those partners 
mirror that success and drive more 
business.

  Distribute surveys

We see that surveys are under-utilized - 
targeted surveys, even more. With 
utilization reporting, you can target the 
users who are building materials for 
certain tactics and reach out to them. See 
what kind of additional materials they 
want. What materials do they feel are 
very successful now but difficult to 
afford? Where do they think the gaps 
exist? For users who are not marketing, 
why aren’t they? Do they feel they are 
lacking materials most necessary for their 
local communities? Is marketing simply 
cost prohibitive due to ordering/shipping 
cost? Media placement cost? 

This type of insight will help identify what 
tactics program partners find most 
effective in their communities and where 
co-op dollars must be allocated as a 
result.

	 	Get	consultative

Once you have knowledge and 
understanding of what’s working, what’s 
being used, and what your program 
partners are looking for, create a plan of 
action. Dedicate time to work with your 
program partners more frequently to 
offer training for new tactics. 

You’ll discover which tactics are working 
and which might need revisited. 
Remember to keep it two-way: the only 
way to truly get consultative is to listen to 
what’s going on at the local level. Creating 
a co-op program from scratch or evolving 
a current program to match the current 
marketing needs can be a daunting task, 
but having a well-oiled one in place that is 
easily understood by local businesses will 
lead to great success and loyalty.

It’s quite simple. The more successful the 
local businesses can be, the more 
successful corporate is. It goes back to 
finding the balance between the 
corporate and local relationship. If they 
can listen to each other when it comes to 
what program partners need to market 
more effectively to their local customer 
and what corporate believes are the best 
ways to strategically market, you have a 
golden ticket.

1 2 3Understanding that co-op 
funding is a two-way street is 
half the battle. Once you’ve 
accepted that listening to 
your program partners will 
help more than hurt, it’s time 
to take action.

Answering these questions 
will give you an idea of what 
your top program partners 
are doing right and can help 
level set expectations of 
materials and spend for 
partners who might not see 
this success yet.

Determine where the gaps   
lie through open-ended 
communication and 
informative surveys.

Keep the communication lines 
open so you understand 
where there might be a 
knowledge gap and what the 
pain points are. 



Contributing	Authors	
James Morse, Senior Sales Engineer 

Christina Morello, Director of Content Marketing 

Design 
Amanda Starke, Senior Graphic Designer 

Sources 
BrandMuscle 2018 State of Local Marketing Report

About BrandMuscle
BrandMuscle is the leader in brand-to-one marketing. A pioneer in distributed/local marketing, BrandMuscle serves more than 300 

of the world’s top brands with a team of nearly 800 can-do professionals in six offices globally and embedded within 75 client 
locations. The BrandMuscle integrated marketing platform enables brands and their local marketing partners to simply deliver the 

greatest marketing impact to each individual customer. BrandMuscle simplifies the process of digital and physical marketing 
executions, enabling brands to acquire and retain the best customers, build loyalty, enhance lifetime customer value, and achieve 

significant, measurable ROI. To learn more, call (866) 464-4342, visit  www.brandmuscle.com or follow BrandMuscle on Twitter, 
Facebook or LinkedIn.

Chicago Headquarters | 233 S Wacker Dr., Ste. 4400 | Chicago, IL 60606

Cut the Complexity of  
Marketing	Fund	Management

The BrandMuscle Brand-to One Marketing Platform is designed for one-click access to valuable 

reporting, budget information, and fund management. A simple workflow for pre-approval and 

claim submissions make our Marketing Fund Management application a one-stop shop for 

activity tracking, built-in approval flows, robust dashboards and reporting, and valuable 

notifications to alert users of key information. You can access your transaction and budget 

information real-time, 24/7. 

If your local partners need support, our team is there for all program-related needs – transaction 

status, budget information, payment turnaround, general program guidelines, and more.

Learn	how	BrandMuscle	can	help	you	spend	the	next	marketing 
dollar	to	most	effectively	acquire	and	retain	the	best	customers.	 

Request	a	demo	today.

www.BrandMuscle.com  |  (866) 464-4342

Effectively	grow	top	line	revenue,	while	helping	your	local	partners	maximize	their	local	marketing	dollars.
Contact us Today. 

http://www.brandmuscle.com
https://twitter.com/brandmuscle
https://www.facebook.com/BrandMuscle/
https://www.linkedin.com/company/45912/
https://www.brandmuscle.com/request-demo

