
Cashing In On Co-op

Jeff Schmidt
SVP, Professional Development
Radio Advertising Bureau
jschmidt@rab.com 

mailto:jschmidt@rab.com


WHY sell co-op? 
• The Co-op Opportunity

HOW Does Co-op Work?

WHAT to do
• Work Smarter, Not Harder

What We’ll Cover…

w w w . r a b . c o m





Co-op is not something else to 
sell… it’s a way to sell more.
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Co-op is not a marketing 
strategy… it’s a funding 

mechanism for a marketing 
strategy
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WHY 
sell 

co-op? 



HUGE BENEFITS

✓ Terrific exposure
✓ Cost efficient
✓ Focused Local Efforts



Even though it is estimated 
that 43% of small businesses could 
receive co-op reimbursement for 

advertising, less than half actually use 
the funds they’ve earned.

https://www.thelsa.org/lsa/co-opadvertisingopportunity.aspx




Why? 

52% lack of training

 12% approval process was too complicated.

15% said they don’t have enough time.



So why don’t we help them 
access those co-op funds?

 





WTH?



“Typical CO-OP Workflow”

Focus on the 

Money

Start

Store Audit of       

Top Brands

Identify Sales 

Volume

Standard Ad 

Process

No Co-Op Plan

Specially- 

Arranged           

Co-Op Plan

Note Contacts           

& #’s

Contact MFRs : 

Query co-op 

assistance

Research Co-op 

Guidelines

Does  volume 

warrant 

assistance?

Formal Co-op 

Plan

Research available 

$$$

Contact MFR 

Sales Rep 

Directly

Tally Accruals 

for Ad Budget

Create Ads that 

Meet Guidelines

Send ads to 

MFR for 

Approval

Run Ad 

Campaign and 

pay for ads

Provide MFR     

Co-op Claim 

Reimbursement 

Documentation

No

Yes

Develop Brand    

  Proposal

Yes
End
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… $30 billion in co-op ad 
dollars go unused each 

year!

Brands spend about $70 
billion on co-op 
advertising programs 
each year. 







HOW 
does co-op 

work?







Manufacturer

MarketingRetailer

Common Co-op Partnership



Manufacturer

Retailer

Retailer

Marketing

Retailer

Retailer

Can also apply to multiple retailers 
on one promotion! (Dealer group)
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✓ Product Movement 
✓ Sales Volume
✓ Profit Margins 

… FOR ALL PARTIES!

WHY Does Co-op Work?

INCREASES….



BE YOUR CLIENTS’ HERO WITH CO-OP! 
Here are just a few client benefits using co-op

✓ Co-op advertising is a cost-effective way to minimize marketing 
expenses and media costs.

✓ Help boost ROI goals by reaching more of the target audience. 

✓ Increase the impact of your advertising by including big name brands 
within your ads.

✓ By expanding exposure without expanding the ad budget, co-op 
programs directly benefit the locally-owned business.



Accrual

Accrual Percentage

Accrual Period

        (Current or Prior Year)

Participation

Participation Percentage

Performance Period

Common Co-op Terms: 



Accrual
Money earned by a retailer for advertising; usually 
based on a percentage of purchases from a brand 
manufacturer.  Example: TOWER PAINT

Manufacturer: Glidden
2% accrual

Tower Paint Purchases:
$1,000,000 of paint

Accrual Balance:
$1,000,000 x 2% = $20,000



Participation/Reimbursement

Percentage of advertising that a manufacturer will reimburse, 
provided the retailer has sufficient accruals to cover that cost 
and ads meets manufacturer guidelines.

Mfr Participation Rate:     50%

Dealer Accrual Balance: $20,000

Cost of Local Ads:      $40,000

Manufacturer Contribution:
$40,000 x 50% = $20,000





Co-op Plan 
Example:











WHAT  
to do

(to sell co-op) 



WORK SMARTER, 
NOT HARDER

KNOW THE DIFFERENCE

HAVE A PLAN

DO YOUR HOMEWORK



Show Me
The

Money!



CO-OP applies to everything you sell…

Radio Digital Social Media



NOT GOOD PROSPECTS
Big box stores, 

Corporate owned stores

(because they buy at the 
national level)

ex) Target, Home Depot, 
Pizza hut, Walgreens

GOOD PROSPECTS
 Independently owned or 

franchisees 

(because they buy at the 
local level)

ex) Ace Hardware, Great 
Clips, Paint Depot

KNOW THE DIFFERENCE



Pick a Strategy:

A. Start with the local retailer and research their brands
• Walk the Store! - Predominantly featured Signage & 

Displays will tell you which brands are important to 
the store’s overall business.

B. Start with the category and research brands
• Then find local retailers that sell those brands using 

RAB Co-op Directory!

HAVE A PLAN



Start the 
Conversation

CNA
What to say when 

you are ready to 

approach your 

customers about co-

op advertising 

opportunities

TOP 7 CO-OP CNA QUESTIONS:

1. What Brands does this store do the most business 

with? *TOP 3-6

2. Where do they buy products? (Manufacturer or 

distributor or both?)

3.  Which MFR reps do they have the best 

relationship with? (may not apply)

4. Have you ever used co-op before?

5. Good or bad experience?

6. What’s your impression of co-op?

7. If we can research your balances for you would be 

ok with that? We will need your account number.



Great Co-Op Categories to Prospect Year-Round

AUTO PARTS & 
SUPPLIES

WIPERS / TIRES / 
FILTERS / ENGINES

HOME 
IMPROVEMENT

HARDWARE / PAINT 
/ FLOORING / 

DOORS & 
WINDOWS

POWER 
EQUIPMENT

LAWN / 
AGRICULTURE / 

CONSTRUCTION / 
GENERATORS

HUNTING & 
FISHING

FIREARMS / SAFES / 
BOATING / LURES

HOME 
FURNISHINGS

MATTRESSES / 
LIGHTING

HOME APPLIANCE WASHERS / 
REFRIGERATORS / 

TV/ STOVES

APPAREL FOOTWEAR / 
CLOTHING / 

ACCESSORIES

JEWELRY WATCHES / RINGS / 
DIAMONDS / 
PENDANTS



Why 
Target by 
Quarter?

Targeting gives you a plan of action.

Plans based on Prior Year Accrual.

Think about selling seasons for co-op.

Have a reason to see your advertiser.



RAB’s Secret 
Weapons 

• Top Business 
Trends

• Prospecting Report 
• Radio Sales Today



Top Business Trends



Top Business Trends 2023
RAB Member Response
Hotline: 800.232.3131
Email: member_response@rab.com
Web: www.rab.com 

READING THIS CHART:
Numbers are monthly percentages of 
each category’s yearly business.

“HOT” months (8.6% or more of annual 
sales) are in RED.

Average months (8.0% - 8.5%) are in BLUE.

Below average months (under 8%) are in 
BLACK.

These trends are based on national three-
year industry averages to minimize such 
variables as moveable holidays, inflation 
or recession, product shortages, and so 
forth. Actual local or regional curves may 
differ due to climate, market variation, 
etc.

Note: Full data for categories highlighted 
in yellow was not available for 2023 at the 
time of this report.

Source: Data from the U.S.
Department of Commerce as of 
November 2023.

Jan Feb Mar

Qtr. 

Total Apr May Jun

Qtr. 

Total Jul Aug Sep

Qtr. 

Total Oct Nov Dec

Qtr. 

Total

All Retail Sales 8.4 8.3 8.2 25.0 8.3 8.3 8.3 24.9 8.4 8.4 8.5 25.3 8.4 8.2 8.2 24.8

Appliance Stores 7.9 7.5 8.6 24.0 7.7 8.4 8.6 24.8 8.2 9.1 8.3 25.5 8.4 8.9 8.5 25.8

Auto Dealers (New) 7.6 7.5 8.8 24.0 8.4 8.9 8.8 26.1 8.6 9.0 8.5 26.2 8.1 7.6 8.1 23.8

Auto Dealers (Used) 7.4 8.3 10.2 26.0 9.0 9.2 8.6 26.8 8.4 9.1 8.3 25.7 7.8 7.1 6.6 21.5

Auto Parts, Acc.&Tire Stores 7.5 7.4 8.6 23.5 8.3 8.9 9.0 26.2 8.6 9.2 8.6 26.5 8.2 7.9 7.7 23.8

Beer, Wine, Liquor Stores 7.1 7.1 7.9 22.1 7.9 8.6 8.6 25.1 8.7 8.3 8.2 25.2 8.2 8.6 10.9 27.6

Book Stores 11.0 6.7 7.1 24.8 6.9 7.8 7.0 21.7 7.0 10.5 8.7 26.2 7.0 7.4 13.0 27.4

Building Supply Stores 7.1 6.8 8.3 22.3 8.4 9.9 9.2 27.5 8.5 9.0 8.1 25.5 8.7 8.2 7.8 24.7

Consumer Electronic Stores 8.0 7.4 8.2 23.6 7.2 7.9 7.9 23.0 7.8 8.3 8.3 24.4 8.0 9.4 11.5 28.9
Department Stores 5.9 6.9 7.5 20.4 7.6 8.3 7.5 23.4 7.1 7.2 7.1 21.4 8.3 10.6 16.1 34.9

Discount Stores 7.2 7.1 8.0 22.2 7.9 8.1 7.8 23.8 8.1 8.9 7.7 24.7 8.2 9.2 11.9 29.3

Drug Stores 8.2 7.7 8.6 24.4 8.1 8.7 8.6 25.4 8.3 8.8 8.5 25.6 8.2 7.9 8.5 24.6

Electronic Shopping & Mail-Order Houses 7.7 7.3 8.2 23.2 8.0 8.6 8.2 24.8 8.4 8.6 8.1 25.1 7.9 9.1 9.9 26.9

Family Clothing Stores 6.0 6.2 7.9 20.0 7.9 8.3 8.0 24.2 8.5 8.9 7.8 25.2 8.2 9.7 12.7 30.5

Food and Beverage Stores 8.1 7.6 8.3 23.9 8.2 8.5 8.3 25.0 8.5 8.5 8.2 25.2 8.3 8.4 9.1 25.9

Fuel Dealers 12.2 10.8 10.4 33.4 6.6 5.9 5.6 18.1 4.6 5.7 6.1 16.5 9.4 10.0 12.6 32.0

Furniture Stores 8.0 7.8 8.8 24.6 7.6 8.1 8.4 24.1 8.2 8.5 8.4 25.0 8.7 8.9 8.7 26.3

Gasoline Stations 7.5 7.1 8.2 22.8 8.0 8.5 8.4 24.9 8.5 9.1 8.7 26.3 9.4 8.6 7.9 26.0

Gift, Novelty & Souvenir Stores 5.7 5.9 7.1 18.7 7.1 8.1 8.4 23.7 9.3 8.2 8.7 26.2 12.5 7.7 11.2 31.5

Grocery Stores 8.2 7.6 8.3 24.1 8.2 8.5 8.3 25.0 8.5 8.5 8.2 25.2 8.4 8.4 8.9 25.7

Hardware Stores 6.9 6.6 8.3 21.8 8.5 9.8 9.5 27.8 8.6 8.9 8.1 25.7 8.2 8.0 8.5 24.7

Health/Personal Care Stores 8.1 7.7 8.6 24.4 8.1 8.7 8.6 25.4 8.2 8.7 8.5 25.4 8.0 8.0 8.8 24.8

Hobby/Toy/Game Stores 7.1 6.8 7.6 21.4 6.8 7.1 7.1 21.0 7.0 7.5 8.1 22.6 8.6 12.7 13.7 34.9

Home Furnishings 8.0 7.7 6.8 22.5 3.6 5.7 7.9 17.2 8.6 9.5 9.2 27.3 8.9 9.7 10.6 58.4
Jewelry Stores 10.2 9.9 5.7 25.8 1.8 4.4 8.4 14.6 9.5 9.9 10.0 29.4 9.9 9.6 10.6 60.2
Limited Service Eating Places 7.7 7.5 8.7 23.8 8.5 8.9 8.9 26.4 9.0 8.9 8.5 26.5 8.0 7.5 7.9 23.4

Men’s Wear Stores 11.6 11.9 10.6 34.1 9.3 3.9 7.6 20.8 10.2 9.5 10.1 29.8 9.9 10.6 15.0 71.0

Motor Vehicle and Parts Dealers 7.5 7.6 9.0 24.1 8.5 9.1 8.9 26.5 8.6 9.0 8.5 26.2 8.0 7.5 7.8 23.3

Office Supply Stores 9.3 7.6 8.7 25.7 7.6 7.9 7.5 23.1 8.0 10.5 8.2 26.7 7.9 7.3 9.3 24.5

Paint & Wallpaper Stores 6.8 7.0 8.7 22.5 8.2 9.8 9.6 27.6 8.8 9.7 8.7 27.2 8.7 7.4 6.6 22.8

Full-Service Restaurants 7.6 7.6 8.7 23.9 8.2 9.0 8.8 26.0 8.7 8.9 7.9 25.5 8.0 7.8 8.8 49.2

Shoe Stores 5.9 6.7 8.4 20.9 7.9 8.3 7.8 24.0 8.6 10.6 7.8 27.1 7.9 8.7 11.4 28.0

Sporting Goods Stores 6.3 6.4 8.2 20.9 8.2 8.5 9.0 25.7 8.9 9.3 7.7 25.9 7.7 8.2 11.5 27.5

Supermarkets 8.2 7.6 8.3 24.2 8.2 8.5 8.3 25.0 8.5 8.5 8.2 25.2 8.3 8.4 8.9 25.7

Used Merchandise Stores 8.3 8.0 8.9 25.2 9.3 8.5 7.9 25.7 8.1 8.2 8.3 24.6 8.0 8.6 7.9 24.5

Warehouse Clubs/Superstores 7.7 7.3 7.8 22.8 8.2 8.5 8.4 25.1 8.5 8.6 8.2 25.3 8.5 8.6 9.8 26.8

Women’s Wear Stores 6.2 6.8 8.4 21.4 8.3 9.1 7.8 25.1 8.0 8.1 7.9 24.0 8.3 9.6 11.5 29.4









DO YOUR HOMEWORK

RAB’s Co-op Page & Directory

• Over 8,000 listings

• Active plans with information for radio, 
digital and other media

• Help section and videos 

Prepare with RAB Tools and Resources















Co-op 
Search Page:

Quick Search

Advanced 
Co-op Section

















RADIO
Thorough Plan Details & Claim Requirements for Proof of Performance



DIGITAL
Thorough Plan Details

& Claim Requirements for Proof 
of Performance



OUTDOOR
(Events

&
Sponsorships)

Thorough Plan Details
& Claim Requirements for Proof 

of Performance



All Approved 
Artwork!

Artwork provided on some plans but still 
confirm with Manufacturer 



Signage & Displays
Tell you which brands are important to the store’s overall business.

Where to Find CO-OP



8 simple steps to successfully selling Co-op

Prospect by Opportunity

Set up the meeting

Client Needs Analysis 

Get signed Authorization 

Letter  

Conduct Co-op Research

Get manufacturer pre-

approval

Provide claim documentation 

1.

2.

4.

3.

5.

6.

8.

7.

Create & Close Proposal



10 Best Practices for Improved Co-op

1.    Make Co-op an integrated part of the sales process
2.    Have a local champion
3.    Hold sales leaders accountable for Co-op results
4.    Track performance
5.    Eliminate complexity
6.    Develop a list of target accounts
7.    Communicate!
8.    Provide ongoing training
9.    Contests and promotions
10.  Arm yourself with research



Co-op is not something else 
to sell… it’s a way to sell 

more.

w w w . r a b . c o m



Co-op is not a marketing 
strategy… it’s a funding 

mechanism for a marketing 
strategy

w w w . r a b . c o m



Jeff Schmidt
SVP – Professional Development
JSchmidt@RAB.com
972-753-6765

Thank You!

mailto:JSchmidt@RAB.com


Questions?
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