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Recent & Upcoming Webinars

  
August 11 - Retrofit Market Learnings from the Passive House Movement, with 
PHIUS’s James Ortega 

August 18 - Revisiting Ventilation Demand as Fall Approaches 

August 25 - Don’t Wait Til Year End: Maximize Your Co-op Dollars Now 

Sept 8 - Live Chat vs Instant Messaging: Homeowner’s Want Quick Answers; 
What’s the Right Approach for Your Business? 

Sept 22 - Efficiency, Solar and the Infrastructure Bill—What’s the Latest? 

Sept 29 - The Ever Evolving Landscape of IAQ Monitoring Devices 
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Climate Action Goals
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City of Seattle: Carbon Neutrality by 2050

Bruce Manclark 
Sr Business Intelligence Consultant 
CLEAResult 
BECC Conference 2019
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Co-op Marketing Basics 

Typical Program Formats in Efficiency & Solar 

Advantages of Co-op Marketing 

Overcoming the Hurdles & Challenges to 
Maximize Marketing Impact 
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What We’ll Discuss
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CO-OP MARKETING BASICS  
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Cooperative marketing is a way that manufacturers, 
distributors, suppliers and programs support 
contractors by aligning marketing resources. The 
most common form of co-op marketing is by funding 
specific advertising campaigns or through matching 
co-op dollars.
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Co-op Marketing in Efficiency & Solar

everyone is pushing value-added programs to 
differentiate their brands & products
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Many Programs
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One Consistent Truth: UNDER-UTILIZATION

50% up to $5000 
Flexible, Easy 

<10% Participation
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TYPICAL PROGRAM FORMATS IN 
EFFICIENCY & SOLAR  
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• Manufacturer Matching Fund Programs for Specific Marketing Tactics 
Typically 30-50% match (Mitsubishi, Trane, Nu-Wool) 

Some split programs (manufacturer, distributor, contractor)  

• Dealer Incentive Programs with Marketing as Eligible Expense 
Formula based on purchase volume. (Owens Corning) 

• Efficiency Program Matching Funds 
Incentive program promotions. (Efficiency Maine, NJ Clean Energy) 

• Dealer Network Benefit Packages 
Pre-developed marketing assets & discounts (National Energy Improvement Fund, 
NEIF) 

• Discretionary 
One off programs for specific initiatives
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Co-op Program Types
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Mitsubishi: Very Flexible
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Programs: Still Somewhat Old School
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Sometimes: Lots of Requirements



8/25/21

ADVANTAGES OF CO-OP 
MARKETING  
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Other People’s Money
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• Other People’s Money 

• Stretch your Marketing Dollars 
Tactics you might not utilize on your own 
More marginal tactics (print, billboards, etc) that might not ROI at 
100% cost 

• Use Large Company Creative Assets & Images 

• Leverage Big Company Brand Recognition & Advertising 
Campaigns
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Advantages of Co-op Programs



Mitsubishi: 
Photo assets 

Brand on 
landing page



Mitsubishi: 
Facebook Ad 
Photo asset 

Branded 



Panasonic: 
Facebook Ad 
Photo asset 

Branded 



Mitsubishi: 
Facebook Ad 
Photo asset 

Branded 
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Video
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Truck Wraps
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OVERCOMING CO-OP HURDLES 
TO MAXIMIZE MARKETING 

IMPACT  
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Free Money is Never Free

• Expectation of 
exclusivity 

• Complicated 
processes & approvals 
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• Complicated Processes & Paperwork 
Embrace the system 

Let us do it 

• Uncertain or Inconsistent Approval Processes 
Campaign approach: consistent monthly program 

Use co-op for specific, recurring campaigns (seasonal) 

• Cash Flow Timing (Reimbursement) 
Spread campaigns evenly across the year 

Avoid the year end rush 

• Creative Requirements 
Leverage big company creative assets
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Overcoming Co-op’s Major Challenges



DON’T WAIT UNTIL 
DECEMBER 

😉  
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QUESTIONS? 

Peter Troast 

peter@energycircle.com 
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