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Whose Budget Is It Anyway?1.

Strategy Needs Local Insight2.

MDFs bring more money to the table—but also more
complexity. Aligning regional, corporate, and partner
priorities takes more than a shared spreadsheet.

Corporate defines the vision, but regional teams
understand buyer behavior on the ground. MDFs
should reflect both perspectives.



Partners Want ROI,
Not Red Tape

3.

Execution Without
Alignment Fails

4.

 When co-marketing funds stall in approvals or get
spent on vanity metrics, partners notice. Simplify
your MDF process to build lasting trust.

Regional campaigns without corporate support
often miss brand impact. Corporate-only campaigns
without local input miss buyer relevance.



Stop Fighting Over Control5.

Make MDFs Work Harder6.

Instead of asking who owns the budget, ask how
each team can co-own outcomes. Shared KPIs beat
shared frustrations.

Treat them like investments, not giveaways. Track
what’s working, share insights across markets, and
scale fast.



Visibility Builds Credibility7.

Real-time dashboards and post-campaign recaps
turn marketing spend into business impact. No
surprises. No silos.

MDFs Are a Testbed
for Innovation

8.

Want to pilot a new idea? Use MDFs to run
experiments that can scale globally - if they work
locally first.



MDFs Aren’t “Extra” Budget9.

They’re a signal of partner confidence - and an
opportunity to drive shared growth when used
strategically.

Local Wins Can Scale10.

Some of the best campaigns start small. Build a
feedback loop so corporate teams can amplify
what works in-region.



Clear Criteria =
Faster Approvals

11.

Standardize what qualifies for MDF use. The clearer
the guardrails, the more efficiently teams can act.

Co-Marketing Shouldn’t Be
Copy-Paste

12.

Repurposing the same campaign across every
market ignores what makes each buyer journey
unique. Adjust for relevance, not just reach.



Respect the Reporting Loop13.

If you don’t close the loop with partners, you risk
losing future funds. Build reporting into your
kickoff - not as an afterthought.

It’s Not Just About Leads14.

Show how MDFs impact broader business goals -
like retention, expansion, or channel growth - not
just MQLs.



Who’s Actually Managing This?13.

If no one owns MDF strategy, it falls apart. Appoint
a central point of contact to coordinate efforts
across teams and geographies.

Let the Data Drive Decisions14.

Use past MDF performance to shape future
priorities. Over time, you’ll build smarter plans and
stronger partner relationships.


