
Brand asset management –  
the formula for success 
Do you know where all your marketing / campaign / packaging assets are? Have you ever used the wrong version 
of a file? Do you know where your library of packaging specifications is? Do you know which existing creative 
digital assets you could repurpose in your next ad campaign?
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With the increasingly global nature of brand 
marketing and packaging today, it is very 
easy for brand owners to lose control and 
visibility of their brands’ digital assets. Very 
often they end up scattered across various 
hard drives throughout different depart-
ments and regions within the company, or 
those of partner agencies. 

This can cost companies significant time and 
money, with the need to recreate assets in 
different regions or, even worse, outdated or 
even illegal assets being used in some cases.

Here we look at how the latest marketing 
asset management systems can bring all 
the various elements together into the 
perfect formula for success. 
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Having a central system to manage all assets 
can eliminate the cost of lost or misplaced 
work, accelerate creativity and production 
cycles, reduce the time to bring new product 
campaigns to market, eliminate workflow 
redundancies, improve collaboration and 
access to critical assets, maintain brand con-
sistency and brand integrity and ultimately, 
measure and improve ROI.

The perfect solution may lay in more than 
marketing asset management alone – rather 
bringing together the best solutions to pro-
duce the perfect formula. 

Without one, standard repository for all 
assets and workflow and reporting to under-
stand the status and progress of work in pro-
cess, there will inevitably be a lack of cen-
tralization and control of brand assets. 
As well as the time and money lost to rein-
venting the wheel when the latest assets 
cannot be located, there is a tremendous 
risk of inaccuracy and misinformation. 

If your product information is not centralized 
for dissemination to retailers, it can lead to 
incorrect and missing information from 
websites and other marketing efforts. In 
addition, because packaging design and pro-
duction is often separate from the marketing 
of those packaged goods, there is a discon-
nect from a concept and results perspective.

And to add even more wasted time and 
money to the mix, the product often goes 
from digital file to physical packaging and 
then is photographed to provide a digital 
representation of the product which already 
existed. 

 | Not adding up:  
the current situation 
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That is fine, but still marketing asset man-
agement alone can lack the key functionality 
that really supports globalizing marketing; 
not just managing the control and distribu-
tion of all brand assets that are used consis-
tently across all regional hubs, but helping 
to link colleagues together across geography 
and time zones by using a single system. 

We believe that brand management is 
evolving, that marketing asset management 
is merging with other elements that will 
improve your processes, asset management 
and ultimately improve your customers’ 
buying experience.

Marketing asset management tools will help 
to keep your marketing files all in one loca-
tion to easily edit, distribute, and maintain a 
continually growing number of your compa-
ny’s brand assets.

An important first step to successful mar-
keting asset management is an assess-
ment of what currently works and what 
doesn’t. Where are the roadblocks to effec-
tively manage your marketing assets? One 
example of ineffective marketing asset man-
agement is when employees simply reuse 
content that is easy to access rather than the 
most appropriate asset. Effective marketing 
asset management search functionality can 
help to solve this issue.

 | Getting the basics right with 
marketing asset management 

Marketing asset management tools help you 
to keep your files in one location to easily edit, 

distribute and maintain your brand assets. 
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Configured, visual and automated workflows 
that mirror existing business processes are 
the best way to achieve these.

It is vital for brand owners that their assets 
are consistent and have input and review 
from the right stakeholders. There are var-
ious workflow supports which can help to 
instill this into your corporate culture.

Briefing templates for example, can be set 
up to gather necessary information in a con-
sistent way, such as definition of use, pro-
motion and digital rights management (e.g. 
terms & conditions for usage).

Having a (limited) pool of regular reviewers 
and content sources in place can help to 
increase accuracy and oversight of the overall 
process. It should be possible to review 
and annotate assets from any location 
and web browser, and all reviewer com-
ments should be visible to others in real 
time to ensure version control. Addition-
ally, sub-review cycles that include regula-
tory or legal reviewers get the right eyes on 
your content, at the right time, ensuring that 
packaging and marketing materials are com-
pliant, the first time.

 | Ensuring the entire workflow computes 
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As well as assessing the detail in the work-
flow process, you may also need help with 
the bigger picture – overall managing and 
strategic overview of projects. Program 
management tools help to keep you on 
track regardless of your goal – whether 
a product launch, retailer support, better 
streamlining of processes, improved  
efficiency and profitability, or all the above.  

Having good program management in 
place allows you to organize more complex  
projects with the ability to assign tasks and 
track progress with more transparency and 
traceability. 

 | Calculating success with  
program management

It also increases visibility into the overall 
progress of the campaign and crucially can 
give sight to at-risk programs and correct 
them, before significant time and money is 
lost.
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Brand owners can also create separate 
workflows for translations and regionialized 
versions, as well as for marketing content, 
significantly reducing internal resource use 
and speeding time to market.

Content management systems support con-
tent such as graphical images, video and 
audio files, HTML and documents. These 
systems give the brand owner the opportu-
nity to check off the series of steps – from 
inception to completion – required to pub-
lish content. 

Packaging and other regulated materials can 
be provided with locked down text and alter-
nate review paths to ensure accuracy and 
reduce expensive recalls. This is also true 
for companies that must include disclaimers 
or important consumer information such as 
allergens on their marketing materials that 
must mirror packaging data.

 | Using content management as your assets multiply 
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With fast and efficient quality control soft-
ware, you will streamline the entire proof-
reading process and ensure there are no 
potentially costly (or even dangerous) errors. 

Software can automatically review every ele-
ment of your assets, artwork, print, and pack-
aging, with inspections possible in virtually 
any language at every point in the workflow. 
Errors in fonts, font sizes, deletions, inserts, 
spelling, and location can be detected to 
make sure your copy is error-free, while 
braille inspection can inspect, translate and 
verify Braille for added or missing dots, and 
barcode review will verify, decode, and grade 
barcodes. 

Fewer errors getting through your workflow 
means fewer approval cycles and packaging 
that is right the first time. 

 | Ensuring accuracy with quality control

Software can automatically review every 
element of your assets, artwork, print, and 
packaging
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Employees will no longer be searching for 
the right file (or using what they can find) 
as there is one place to go and a powerful 
search option. In addition, each user’s or 
department’s interface should be custom-
izable, so each user sees the most relevant 
options and views for them.

What’s more, marketing asset management 
platforms can push materials to, for instance, 
Twitter or YouTube and the asset is auto-
matically tagged as having been used that 
way. It can package up product information, 
pictures and promotions and deliver these 
to retailers. 

Results are pulled back into the program 
allowing brand owners to assess success 
or failure of ads, campaigns products, spe-
cific promotions or even how a single screen 
shot is being used by sales staff. It is the best 
resource to inform your future social media 
strategy, content and publications.

All of the elements mentioned above are 
important in their own right, but it is vital for 
brand owners that they can work together 
perfectly. That is where digital asset man-
agement programs come in.

Digital asset management systems are 
powerful web-based platforms that 
manage pre-production approval and 
project life cycle. Esko’s asset portal for 
example, is an integrated part of the stan-
dard marketing and packaging project man-
agement system, meaning it’s always up-to-
date with all the latest approved content. 
Combine the digital asset management 
functionalities with online proofing, and the 
result is a powerful example of collaboration 
software that is the cornerstone of a mar-
keting and packaging supply chain manage-
ment system.

 | Digital asset management – even 
greater than the sum of its parts 
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Collaboration will be improved between 
stakeholders within the organization – 
regardless of their location.  Waste and 
workflow redundancies are minimized, ulti-
mately saving money and resources. 

Finding a marketing asset management 
solution that brings all these elements 
together may seem challenging. Esko can 
help you with a range of software solu-
tions that will add up to the perfect for-
mula for your brands and customers. 
 

Want to learn more? 
Talk to us at info.eur@esko.com  
or visit www.esko.com

Marketing asset management – done right 
– supports the development of consistent 
marketing materials, including packaging, 
into a unified single message for distribution, 
whether via retailers, social media, broad-
cast, and so on.

With a single source of marketing truth, 
everybody is working on the same formula 
together, and your marketing message 
is strengthened. Brand consistency and 
brand integrity is not only maintained but 
enhanced.

There are many other benefits too. The cost 
of replicating lost or misplaced work is elim-
inated, with all assets hosted by the asset 
management solution and available to all in 
a controlled fashion. With improved efficien-
cies throughout the workflow, increased cre-
ativity, and reduced production cycles, the 
time to market is optimized. 

 | It all adds up for brand owners 
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