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Marketing Development Funds (MDF) play a crucial role in the business landscape, 
particularly for resellers. MDF refers to a financial resource provided by vendors to 
support their reseller partners in driving market expansion, enhancing brand visibility 
and achieving sales excellence. 

Think of MDF as a powerful catalyst that propels resellers to new heights. Each MDF 
programme varies in structure and scope, but they all provide the financial resources 
and support necessary to execute effective marketing campaigns and initiatives.

Vendors establish MDF programmes with specific objectives in mind.  
These objectives may include:

What is MDF  

Resellers

Supporting product launches

Expanding market research

And the benefits are not limited to the vendors alone, resellers reap numerous 
advantages as well.

Increasing brand awareness

Driving sales

and why is it important for resellers?
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By leveraging MDF programmes, you can accelerate your business growth and thrive. 
It unleashes an extra boost of energy that propels you towards success, allowing you 
to forge stronger connections between vendors and customers.

Let’s explore them:

Financial support: 
The obvious advantage of making the most of MDF programmes is that you 
gain access to additional financial resources. It’s like finding a hidden treasure 
chest that lightens the load of marketing expenses, enabling you to execute 
comprehensive campaigns you may not have been able to afford otherwise.

Knowledge and expertise: 
Engaging in MDF programmes exposes you to valuable knowledge and 
expertise from vendors. You can gain insights into market trends, customer 
preferences and effective marketing strategies. This is invaluable for overall 
business growth. It’s like having access to a mentor who shares their 
experience and empowers you to navigate the fast-paced business landscape.

Collaboration and support: 
MDF programmes foster collaboration between vendors and resellers, similar 
to a well-coordinated team effort. Vendors will provide you with guidance, 
marketing materials and expert support, helping you to optimise your 
marketing efforts and maximise return on investment. 

Competitive edge:  
By utilising MDF funds, you can stand out from other competitors in the 
market. With the ability to invest in impactful marketing initiatives, you can 
establish a stronger brand presence, attract more customers and differentiate 
yourself in a crowded marketplace.

60%
of all MDF goes 

unused each yearii

But did you know...

$50bn 
was left unspent last 
year by resellers in 

the US alonei
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A typical MDF     Programme process

Fund allocation:1

Vendors earmark a chunk of their marketing budget to create a special pot of funds 
dedicated to MDF programmes. The amount of funds allocated can vary depending 
on factors like the vendor’s size, product range and overall marketing strategy. 

Eligibility and 
requirements: 2

Vendors lay down the law by defining 
eligibility criteria and programme 
requirements for resellers to 
participate. These criteria may include 
factors like sales volume, market reach, 
product knowledge and adherence to 
brand guidelines. Resellers need to get 
acquainted with these requirements 
to ensure they’re eligible to get their 
hands on those MDF funds. 

Fund application 
and approval: 3

Resellers get their creative juices 
flowing and submit proposals or 
applications outlining the marketing 
activities they intend to execute. 
Vendors review these proposals, either 
giving either giving the thumbs up or 
offering feedback for revisions. Once 
approved, the reseller unlocks access 
to the allocated MDF funds for their 
approved marketing endeavours. 

Here’s an overview of the typical MDF programme process:
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Proof of execution (PoE): 5

An often forgotten but important step. After the whirlwind of marketing activities, 
resellers gather their evidence and submit documentation and reports that 
demonstrate the proper utilisation of the MDF funds and the results achieved. This 
must usually happen after 90-180 days.

Vendors don their magnanimous hats and reimburse the reseller for eligible expenses 
or provide co-op funding, matching a percentage of the reseller’s investment in the 
marketing initiatives. We’ll go into more detail on this later.

4

Armed with the approved funds, resellers charge ahead and put their marketing 
campaigns and initiatives into action.  This might involve advertising, digital 
marketing, trade shows, events, content creation, sales training and more.

Resellers are expected to stick to the agreed-upon marketing plan and any brand 
guidelines specified by the manufacturer. 

Execution of marketing activities:  
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MDF programmes

Loyalty-Based: 
Vendors reward resellers for their consistent performance and unwavering 
dedication to a particular brand. Funds are allocated based on predefined 
criteria like sales targets, purchase volumes or years in partnership. These 
programmes provide ongoing financial support for marketing initiatives, 
nurturing long-term relationships and fostering brand loyalty. 

Market development: 
These programmes focus on helping resellers conquer new frontiers or expand 
their existing market reach. Vendors set aside funds specifically for market 
research, customer profiling, trade shows, product localisation and other 
activities that facilitate market expansion. 

Market share: 
These programmes tantalise resellers with incentives to increase their market 
share for a specific product or product category. Vendors allocate funds 
based on the reseller’s percentage of market share. Resellers employ these 
funds to execute marketing initiatives aimed at expanding their customer 
base, boosting sales volume and capturing a larger slice of the market pie. 

Co-op: 
These programmes embody a spirit of collaboration between vendors and 
resellers. Vendors allocate a specific amount of funds and resellers match or 
partially match those funds. Co-op MDF programmes typically require resellers 
to adhere to brand guidelines, submit marketing plans for approval and 
demonstrate their commitment to promoting the manufacturer’s products. 

Product launch: 
Vendors provide dedicated funds to support resellers during product launches, 
including sales enablement materials, training, marketing campaigns and 
incentives to drive early adoption and sales momentum. 

you can find in the marketplace:
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To craft an impactful MDF strategy, follow these three golden rules:

Set clear objectives and goals: 
Define what you want to achieve with your MDF programme—
whether it’s increasing market share, launching a new product or 
targeting a specific region. Clear objectives provide direction and 
purpose to your MDF activities.

Identify target markets and customers: 
Conduct thorough market research to understand the needs and 
preferences of your potential customers. Tailor your MDF activities 
to resonate with their specific requirements, focusing your resources 
where they will have the greatest impact.

Align MDF with business and marketing plans: 
Ensure your MDF strategy seamlessly integrates with your overall 
business and marketing plans. Maintain consistency with your  
brand messaging, value proposition and positioning. Collaborate 
closely with your marketing team to maximise the impact of your 
MDF investments.

By following these golden rules, you’ll create an MDF strategy that exudes power and 
confidence, propelling your success in the business realm.

for creating a winning MDF strategy
The three golden rules   

8



Now that we’ve navigated the vast MDF programmes, it’s time to delve further into the 
process of applying for funds. 

It is important to chart your course by researching and selecting the right MDF programmes 
tailored to your business. Consider the eligibility criteria, funding options and guidelines 
offered by different vendors. Look for programmes that harmonise with your business goals, 
target markets and product offerings. Explore the depths of funding amounts, reimbursement 
processes and the vendor’s support resources. By carefully selecting MDF programmes that 
align with your needs, you’ll set sail towards a higher chance of success.

It is also crucial to look at individual submission processes in detail.
 
• Who should you be sending the submission to? 
• What documentation is mandated? 
• When is the deadline? 

These are all questions that need to be considered.

Now it’s time to craft a proposal that shines, guiding the vendor’s decision towards granting 
you those much coveted funds. Think of your proposal as a captivating tale, weaving together 
a comprehensive marketing plan that dances in step with your business objectives and the 
specific goals of the MDF programme at hand. 

Applying for MDF
Unlocking the treasure chest:
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Executive Summary: 

Begin your proposal with a concise and compelling executive summary that 
highlights the key elements of your marketing plan.  
Summarise your objectives, target audience,  
strategies and expected outcomes.

Objectives and Goals: 

Clearly articulate the specific objectives and goals 
you aim to achieve through your marketing activities 
supported by the MDF. Align these goals with 
the vendors objectives, demonstrating how they 
contribute to the growth and success of both your 
business and the vendor’s products or services. 

Strategies and Tactics: 

Outline the strategies and tactics you plan to  
implement to reach your target audience and achieve  
your objectives. Include a mix of online and offline  
marketing channels such as social media campaigns, content  
marketing, search engine optimisation, events, advertising and more.  
Ensure that your strategies are aligned with the MDF programme’s guidelines 
and objectives.

Here’s a checklist to consider
when creating a marketing plan for MDF utilisation:

Timeline: 

Present a clear and realistic timeline that outlines the duration and sequencing of 
your marketing initiatives. Ensure that it aligns with the MDF program’s timeline 
requirements and demonstrates a logical progression of activities.
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Target Audience and 
Market Analysis: 

Provide a detailed understanding 
of your target audience, including 
demographic information, their 
needs, pain points and buying 
behaviour. Conduct a thorough 
market analysis to demonstrate 
your knowledge of the competitive 
landscape and market trends.

Budget: 

Develop a detailed budget that clearly outlines how the MDF funds will be allocated 
across various marketing activities. Provide a breakdown of costs, such as advertising 
expenses, content creation, design, events and any other relevant expenses. 
Demonstrate that the requested MDF funds will be used efficiently and effectively to 
maximise the return on investment.

Metrics and Measurement:

Specify the key performance indicators (KPIs) you will use to measure the success 
of your marketing plan. Include metrics such as leads generated, website traffic, 
conversion rates, sales revenue and brand awareness metrics. Show how you will track 
and report on these metrics to evaluate the effectiveness of your marketing activities.

On the whole, you need to paint 
a vivid picture of your marketing 
activities, tactics and the outcomes 
they are poised to achieve. 

Showcase how your initiatives 
will unleash a tidal wave of sales, 
conquer market share, elevate brand 
visibility and satisfy your partners. 
Strengthen your narrative with the 
power of data and market research, 
making vendors aware of what the 
proposed initiatives will bring. It 
could be worth seeking out webinars 
or workshops that offer pearls 
of wisdom, guiding you towards 
crafting persuasive marketing plans 
that are destined to capture the 
vendor’s attention.
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Once you’ve sourced the funding, it’s time to take the reins and unleash 
the full potential of your MDF.

First and foremost, you must recognise the importance of PoE. In order 
to provide your vendor with an accurate PoE you should establish an 
ironclad system to track and report your MDF activities. 

Create a centralised database or harness specialised MDF management 
software to record every detail of your marketing initiatives. 

Capture project timelines, allocated funds and anticipated outcomes. 

Update this system regularly with actual results and expenditures, 
ensuring unwavering accuracy. With this in place, you’ll monitor the 
progress of your MDF activities, gauge their effectiveness and impress 
both vendors and internal stakeholders with your goal achievements. 

Managing MDF effectively
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PoE is a critical aspect of managing MDF programmes and it poses a significant challenge for 
many resellers. The primary objective of PoE is to ensure that the allocated funds are utilised 
effectively and in line with the agreed-upon plans between the reseller and the vendor. Verifying 
and documenting the execution of marketing activities can be a complex task, but it is essential 
for transparency and accountability.

The Challenges of PoE
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To demonstrate PoE, resellers must provide comprehensive and accurate documentation that validates 
the utilisation of the allocated funds. This documentation serves as evidence that the funds were used 
as intended and helps to build trust between the reseller and the vendor. The types of documentation 
required may include reports, screenshots, invoices, receipts, photographs, contracts, attendance 
records or any other relevant evidence that supports the execution of the planned marketing activities.

Accuracy

EoC reports play a crucial role in PoE, as they provide a detailed account of the marketing activities 
conducted, the associated costs and the outcomes achieved. These reports should outline the specific 
strategies employed, the target audience reached, the channels utilised, and any key metrics or 
performance indicators that were measured. They should also highlight how these activities align with 
the agreed-upon plans and the objectives of the MDF programme.

Specificity

Invoices and receipts are essential documents that verify the expenses incurred during the execution 
of marketing activities. 

They should clearly indicate the nature of the expense, the amount paid, the vendor or service 
provider involved and the date of the transaction. Invoices and receipts provide tangible evidence 
of financial transactions, demonstrating that the allocated funds were used to cover the appropriate 
costs related to the marketing initiatives.

Invoices and receipts

Other evidence of expenses

Apart from financial documentation, other forms of evidence can be valuable in PoE. 

For example, photographs or videos can visually demonstrate the execution of physical marketing 
assets, such as banners, displays or promotional materials. 

Contracts or agreements with third-party vendors or service providers can support claims regarding 
the utilisation of specific services or resources. Attendance records for events or trade shows can 
provide evidence of the reseller’s presence and participation.
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In order to overcome the complexities of PoE we recommend…

A robust approach to record keeping
   
To effectively manage the PoE process, meticulous recordkeeping is crucial. Resellers 
should establish a systematic approach to organise and maintain all relevant documentation 
associated with the marketing activities. This includes keeping track of financial transactions, 
contracts, reports and any other supporting evidence. By implementing a robust record-
keeping system, resellers can easily access and retrieve the required documentation when 
needed, ensuring a smooth PoE process.

Utilising tracking systems

Efficient tracking systems can greatly simplify the management of PoE. Resellers can leverage 
technology tools or software that enable them to track their marketing activities, expenses 
and evidence of execution in a streamlined manner. 

These tracking systems help automate certain aspects of the documentation process, 
reducing the chances of errors or oversights. They also provide visibility into the progress of 
execution and enable resellers to monitor the utilisation of funds effectively.

The Challenges of PoE cont.
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But effective management doesn’t stop there. Strategic budgeting and resource allocation 
unlock the true potential of your MDF. Aligning your budget with the objectives outlined in 
your approved MDF proposal is critical. 

Break down the funds into specific marketing activities, allocating them with surgical 
precision. Weigh the expected impact and return on investment of each initiative. 

By skilfully deploying funds to the most deserving initiatives, you’ll ensure every penny is 
maximised, leaving no opportunity untapped. 

Further tips for effective management

Remember, the path to success lies in 
adherence:

By steadfastly adhering to the programme's 
guidelines, you'll nurture a positive partnership.

1
Honour the guidelines of the MDF programme. 
This will strengthen the partnership with vendors 
and shield you from compliance concerns. 

2
Immerse yourself in the guidelines, exploring 
the reimbursement processes, documentation 
requirements and eligible expenses. 

3
Forge a clear internal process and an unyielding 
workflow, ensuring every MDF activity and 
expense aligns with these guidelines. 

4
Cultivate a harmonious relationship with your 
vendors through constant communication 
and collaboration, addressing any questions or 
concerns that may arise. 
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With a solid grasp of effective MDF management, it’s time to craft an 
impactful campaign. 

Selecting the right marketing activities is crucial to success. Consider your target audience, 
market trends and the objectives outlined in your MDF proposal. Choose activities that align 
with your target market’s preferences and behaviours. 

This could include:
• Events
• Trade shows 
• Webinars
• Email marketing 
• Content creation 
• Social media campaigns

The key is to choose activities that have the highest potential to reach and engage your 
target audience effectively.

Designing impactful marketing collateral is also essential to grab the attention of your 
audience and convey your message effectively. Develop visually appealing and professionally 
designed collateral and ensure that your branding is consistent across all materials and aligns 
with your overall marketing strategy. Incorporate compelling messaging and clear calls to 
action to drive the desired outcomes from your target audience. 

Remember, the goal is to create collateral that not only captures attention but also effectively 
communicates your value follows your vendors brand guidelines. Consider the vendor’s 
brand elements, logos, and messaging in marketing materials. Adhering to these guidelines 
ensures consistency and alignment with the vendor’s brand image. 

The three most common ways 
to spend MDF are:

Lead Generation

Content Development

Events

Developing effective
MDF campaigns

16



Additionally, vendors often provide through-partner marketing assets that resellers can 
leverage to expedite their marketing efforts. These assets, such as templates, graphics and 
pre-approved content can save time and resources in creating marketing materials from 
scratch. They offer a starting point for resellers to develop their own campaigns quickly 
and efficiently.

However, while vendor assets provide a solid foundation, they may not always fully align 
with a reseller’s unique value proposition. In such cases, it may be necessary to further 
develop or customise the through-partner assets to better reflect the reseller’s specific 
offering and differentiate it from competitors. 

This could involve tailoring the messaging, adding personalised branding elements or 
creating more bespoke content to effectively communicate the reseller’s value proposition.

By combining the convenience of through-partner marketing assets with the flexibility 
to enhance and customise them, resellers can strike a balance between leveraging the 
vendor’s resources and ensuring their marketing materials effectively represent their 
unique value proposition.

In today’s digital age, leveraging digital marketing channels is also critical. Consider 
incorporating strategies such as search engine optimisation (SEO), pay-per-click (PPC) 
advertising, social media marketing and email marketing. 

These channels provide a wide reach, targeting options and the ability to track and 
measure campaign effectiveness. Leverage data and analytics to optimise your digital 
campaigns, make informed decisions and importantly, drive continuous improvement. 

Ultimately, the goal is to create a collaborative approach that 
allows resellers to maintain brand consistency while ensuring 
their marketing efforts effectively showcase their unique 
offerings and competitive advantages.
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Defining key performance 
indicators (KPIs)

1 

It is essential to define key performance 
indicators (KPIs) that align with your 
campaign objectives. These KPIs should be 
specific, measurable, achievable, relevant 
and time-bound (SMART). 

They could include metrics such as leads 
generated, website traffic, conversion 
rates, social media engagement or revenue 
generated from MDF-supported activities. 

By clearly defining your KPIs, you can set 
benchmarks and track progress towards your 
desired outcomes that are in alignment with 
your vendors goals.

Evaluating the success of MDF initiatives

3

Evaluating the success of your MDF initiatives involves a comprehensive assessment 
of the campaign’s impact and the achievement of your defined KPIs. Compare the actual 
performance against the set benchmarks and evaluate the ROI of your MDF investments. 

Assess the quality of leads generated, the cost per acquisition, the revenue attributed to 
MDF-supported activities and the overall impact on your business goals. 

Additionally, gather feedback from your channel partners and internal stakeholders to gain 
insights into their experiences and perceptions of the MDF initiatives. 

Tracking and analysing 
campaign metrics

2 

Utilise analytics tools, such as Google 
Analytics or marketing automation platforms, 
to monitor and measure the relevant metrics 
tied to your defined KPIs. 

Track the performance of individual marketing 
activities, channels and campaigns to identify 
trends, patterns and areas for improvement. 

Regularly analyse the data to gain insights 
into what is working well and what may need 
adjustments. 

This data-driven approach will enable you to 
make those all-important informed decisions.

To ensure the effectiveness of your MDF campaigns and maximise the return on investment 
(ROI) of your marketing activities, it is crucial to measure and evaluate their performance. 

Measuring MDF campaign ROI
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Building successful partnerships with vendors is also crucial for the 
ongoing success of your MDF funded programmes. 

Effective collaboration is essential to leverage their expertise, resources and support. Foster 
open lines of communication, ensuring regular updates, feedback and alignment on goals. 
Involve vendors in the planning and execution of MDF activities, seeking their input and 
insights. Collaborate closely on marketing campaigns, leveraging their brand assets, product 
knowledge and market intelligence. 

The alignment of goals and expectations is the heartbeat of a successful partnership. 
Regularly communicate with your vendors to understand their objectives, priorities and 
desired outcomes. Ensure that your MDF activities are aligned with their overall business 
strategies and marketing goals. By aligning goals you can foster a sense of shared success. 

Finally improving vendor loyalty is key to building strong and long-lasting partnerships. 
Demonstrate your commitment to the partnership by delivering on your promises and 
executing MDF activities with excellence. Maintain transparency and integrity in all 
interactions, providing timely and accurate reporting on the outcomes of your MDF 
initiatives. Celebrate the successes achieved through your joint efforts, acknowledging the 
contributions made by your vendors. 

Building successful partnerships

Consider implementing 
a loyalty programme 
or rewards system to 
incentivise and recognise 
their active participation. 
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As we look ahead to the future, there are exciting trends and innovations on the horizon 
that can revolutionise the way we approach MDF programmes. By staying ahead of these 
trends, you can unlock new opportunities and drive even greater success.

Artificial intelligence (AI) and automation have the potential to greatly enhance the 
effectiveness and efficiency of MDF programmes. AI can help analyse large sets of data to 
uncover valuable insights and trends, enabling you to make data-driven decisions in your 
MDF strategies. Automation can streamline administrative tasks, such as reimbursement 
processes and reporting, freeing up more time for strategic planning and execution.

In the future, AI-powered algorithms may help optimise MDF budgets by recommending 
the most impactful marketing activities based on historical data and market trends. AI can 
also play a role in personalisation efforts, helping to deliver tailored messaging and content 
to specific target audiences. 

By leveraging AI and automation, you can improve the effectiveness of your MDF 
campaigns, increase operational efficiency and drive better ROI.

Furthermore, Account-Based Marketing (ABM) is an innovative approach that focuses on 
targeting and engaging specific accounts or companies rather than a broad audience. 
ABM aligns marketing and sales efforts to drive personalised and highly targeted 
campaigns, which can be a game-changer for MDF programmes. 

By identifying key accounts that align with your business objectives and working closely 
with your vendors, you can develop joint ABM strategies to maximise the impact of your 
MDF initiatives.

The future of MDF 
programmes holds 
great potential.  
Stay informed about 
the latest trends 
and innovations in 
MDF and be open 
to exploring new 
possibilities as they 
emerge. 

ABM allows for tailored 
messaging and content that 
resonates with the specific needs 
and challenges of your target 
accounts. It encourages close 
collaboration with vendors, 
enabling you to leverage their 
expertise and resources to 
deliver impactful campaigns. 

By embracing ABM within your 
MDF programmes, you can 
deepen relationships with key 
accounts, drive engagement and 
achieve significant results.

Future trends
and innovations in MDF
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MDF should not be awash with caveats that limit your opportunities; instead, it should 
be harnessed to its maximum potential. When utilised to its fullest extent, MDF can yield 
exceptional results for both the vendor and the reseller, proving to be an immensely 
beneficial source of funding.

This is our speciality.

 Our EoC reports are meticulously crafted with PoE in mind, serving as comprehensive 
documents that not only present the outcomes of your campaign but also serve as 
undeniable evidence of its successful execution. We know without a doubt that they function 
as powerful PoE because we have relied on them countless times before. 

We are dedicated to shouldering all the burdensome tasks. This will leave you free from 
the hassles of creating a marketing plan, pitching it to a vendor, uploading it to the portal, 
obtaining approval and executing the plan in terms of ROI and PoE. 

Conclusion

Should, by any chance, 
your plan face obstacles 
in the approval process, 
worry not, as we willingly 
accept full responsibility 
for it on behalf of the 
reseller, eliminating 
all the challenges 
associated with MDF.

enquiries@resourceit.net
resourceit.net
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