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INTRODUCTION
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We asked 1,000+ marketers and creatives how they store, organize, manage,

create, distribute, optimize, and analyze their digital assets. The survey
results did not paint a pretty picture.

A shocking number of study participants acknowledge that they are not
satisfied with how their team manages their digital assets and waste money

creating unused assets.
This report will share insights from our research study and provide best

practices for effective digital asset management gleaned from top-

performing mid-market and enterprise organizations.
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SECTION #1

EY FINDINGS
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KEY FINDINGS SUMMARY

Below is a compilation of the most valuable insights from this research study.

1 Most teams waste time searching for assets. | 2 DAM usage results in significant time savings.

Over half of marketers and creatives have used Teams are happier when digital assets are

4

Google to search for their own company’s logo. easy to find.

5 Very few marketers and creatives are happy DAM Platform users report the highest satisfaction
with how their digital assets are stored. with their digital asset storage solution.

7 Companies waste resources creating assets 3 COVID has had a major impact on DAM
that go unused. platform adoption.
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KEY FINDING #1

Most teams waste time
searching for assets.

Nearly half of marketers and creatives report that
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KEY FINDING #2

DAM usage results in
significant time savings.

Over two-thirds of marketers and creatives report
spending less time searching for assets after

implementing a DAM platform.

<l
Brandfolder P DEMAND METRIC The State of Digital Asset Management

by [ smartsheet




KEY FINDING #3

Over half of marketers and
creatives have used Google
to search for their own
company’s logo.

Without a centralized source of truth for all on-brand
assets, most marketers and creatives still use search

engines to find what they need.
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KEY FINDING #4

Teams are happier when
digital assets are easy to find.

Marketers and creatives who have a single central
source of truth for digital assets are 41% more likely to

be satistied with the way assets are stored, compared to

those who don't.
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KEY FINDING #5
Very few marketers and

creatives are happy with how
their digital assets are stored.

Over half of marketers and creatives keep their digital
assets on a server their company manages, but only 14%

are very satisfied with how their digital assets are stored.
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KEY FINDING #6

DAM platform users report the
highest satisfaction with their
digital asset storage solution.

57% of companies that leverage a DAM platform are
satisfied with where they currently store their digital
assets, compared to only 33% of companies that use

local storage.
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KEY FINDING #7

Companies waste resources
creating assets that go unused.

Marketers and creatives estimate their teams spend

91 hours each week searching for assets, and almost
half believe their company wastes funds producing
new assets that go unused because people don’t know

they exist or can’t find them.
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KEY FINDING #8

COVID has had a major impact
on DAM platform adoption.

Nearly all marketers and creatives (88%) report that
COVID and the resulting emphasis on digital marketing
influenced their decision to adopt a DAM platform.
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DIGITAL ASSET MANAGEMENT

CHALLENGES
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The digital asset management
category continues to grow.

The proliferation of the digital asset management space has left
marketers and creatives with a myriad of storage options, driven by
the need for a single, central source of truth for digital assets. As
Figure 1 shows, DAM platforms and a tool with a suite of solutions
that includes an asset storage component made significant gains

in adoption over the past two years, increasing by 38% and 67%,
respectively. However, the popularity of DAM platforms continues

to outrank solutions with a storage component among marketers

and creatives.
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Figure 1

Where do you currently store your
digital assets? Select all the apply.

Local storage
A server our company manages
Digital asset management platform

A tool with a suite of solutions,
including an asset storage component

Other
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Nearly half of companies waste
money creating assets that go unused.

Companies must make the most out of every investment,

and the investments that organizations make into digital

assets are no exception. To fully leverage digital assets, cross-
functional teams must know they exist and where to find them.
Unfortunately, nearly half of marketers and creatives report their
company wastes money creating content that does not get

used because teams cannot locate them, as Figure 2 shows.
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45%
Agree

Figure 2

We waste funds producing new assets that
go unused or recreating existing assets

because people don’t know they exist or
can't find them.

27%

Disagree

28%

Neutral
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Nearly one-third of marketers
admit to using unapproved or
expired assets.

The use of unauthorized digital assets can cause significant
damage to a brand. One of the best ways to guarantee teams
remain compliant is to ensure the assets they need are easy to
locate and access. Surprisingly, over one-fourth of marketers
and creatives admit they default to using expired assets when

they can't find what they need, as Figure 3 shows.
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Figure 3

| use unapproved or expired assets

because | can't find what | need.

29%
Agree

46%

Disagree

Neutral
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The use of unapproved assets gets
exacerbated across teams.

This study’s participants were more likely to call out their peers
for using the wrong digital assets than themselves. Nearly
two-thirds of marketers and creatives believe that someone on
their team used an incorrect, wrong, unapproved, or expired

asset sometime in the last 12 months, as shown in Figure 4.
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Figure 4

Someone on my team has likely used an
incorrect, wrong, unapproved, or expired

asset sometime in the last 12 months.

63%
Agree

37%

Disagree
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The consequences can be severe
when the wrong assets are used.

Study participants who believed that someone on their team
used the wrong digital asset in the past 12 months were asked
about the consequences of this oversight. As Figure 5 shows,
marketers and creatives reported outcomes ranging from
shame or embarrassment to lost revenue, getting fired, and

even legal ramifications like being sued.
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Figure 5

Which of the following situations has
occurred because someone at your company
used the wrong asset? Check all that apply:

We got sued/legal issues
We lost a deal/sales
Someone was fired

We received bad publicity
Shame or embarrassment
| don't know

Nothing
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Over half of marketers and creatives
have used Google to search for their

own company’s logo.

Marketers and creatives must ensure that valuable company
assets, like a logo, are widely accessible to team members and
easy to share. Regrettably, over half of this study’s participants

report using Google to find their logo, as Figure é shows.
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Figure 6

Have you ever used a Google image search
to get your own company’s logo?

92%

Yes

48%
No
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DIGITAL ASSET MANAGEMENT

BENEFITS
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Brandfolder P DEMAND METRIC The State of Digital Asset Management | 21

by B smartsheet



Figure 7

Rate your overall satisfaction with your

digital asset storage system:

Very dissatisfied . . .
' Nearly half of marketers and creatives are dissatisfied or neutral,
Dissatisfied and only 14% are very satisfied with how digital assets are
Neutral % stored, as shown in Figure 7. The remainder of this report will

Satisfied explore the relationship between those who are satisfied with

Very satisfled their digital storage solution and the benefits of using a DAM

platform.
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Figure 8

How many hours do you estimate your entire
team spends searching for assets each week?

Dissatisfied/Neutral

Dissatisfied with Storage or Neutral 103.2 hours

ST - Time is one of the most valuable assets people have, and

team members can’t afford to waste it searching for assets

and managing them. This study revealed a strong relationship

How many hours do you estimate your entire . . . - :
_ between satisfaction with digital asset storage and the time
team spends each week responding to

requests for assets that others could find on teams spend dealing with digital assets each week. Marketers

their own? and creatives who are satisfied with their digital asset storage
solution estimate their team spends 25% less time each week

Dissatisfied with Storage or Neutral

searching for and responding to requests for assets that others

P — could find on their own, as Figure 8 shows.
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Figure 9@

Where do you currently store your digital

assets? Check all that apply.

Dissatisfied/Neutral

Local storage

\Brandfolder
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A server our
company
manages

P DEMAND

Digital asset
management
platform

METRIC

A tool with a suite of
solutions, including
an asset storage
component

One key objective of this study was to understand how satisfied
marketers and creatives are with their digital asset management
system, and Figure 9 affirms that DAM platform users report
the highest satisfaction of any storage solution. In contrast,
those who are dissatisfied or neutral are most likely to leverage

a server their company manages.




Figure 10

To what extent did COVID and the resulting
emphasis on digital marketing influence your
decision to adopt a DAM?

25%

Small Extent

44%
Moderate
Extent

12%

No Extent

19%

Large Extent
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DAM adoption aided teams in expediting digital transformation
in the midst of the COVID pandemic. As Figure 10 shows, the
increased emphasis on digital marketing was a driving force

of DAM platform adoption for 88% of companies in this study,
albeit to varying degrees.




Figure 11

What challenges did you and your team experience
before you began using your current DAM?
Please select your top 3 challenges:

Organizing and finding assets

Version control

Teams run into all sorts of issues when managing digital assets

Sharing assets and distribution capabilities

before leveraging a DAM platform. The ability to organize and

Integrating with other tools

find assets, features that enable version control, and sharing

Manipulating assets to specific formats

and distribution capabilities are the top three challenges

Understanding asset performance

that teams report experiencing before implementing a DAM

Creating and cataloging necessary metadata/tags p|atf0rm _as Shown in Figure‘ 11 ‘
Difficult user experience

Managing requests for assets from stakeholders

Mone

| don't know

IE'andfol,der P DEMAND METRIC

by Bi smartsheet




Figure 12 Do you spend less time searching for

assets with the DAM you are using now?

67%
Yes

The benefits of implementing a new platform are undeniable.

Do you spend less time managing assets with Over two-thirds of new DAM platform users report they spend
the DAM you are using now? less time searching for assets, and over half of new DAM
platform users report they spent less time managing assets with
the DAM after rolling out a new system, as shown in Figure 12

and Figure 13.
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Figure 14

Do you have a single central source of truth
for digital assets that makes it easy to find
what you are looking for?

Dissatisfied/Neutral

71%
53%
47%
29%
Yes

Mo or Unsure
IE'andfolder P DEMAND METRIC
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Without a single source of truth for digital assets, teams

cannot leverage content effectively and execute their plan.
Unfortunately, far too many study participants are unable to
locate digital assets when they need them, as Figure 14 shows.
However, those who are satisfied with their storage solution are

much more likely to report they have a single source of truth.




DIGITAL ASSET MANAGEMENT

PLATFORM
REQUIREMENTS
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Digital asset administrators
consider a wide range of criteria
when selecting a DAM platform.

The primary purpose of implementing a DAM platform is to drive
efficiencies across the organization by helping team members organize,
distribute, collaborate on, and securely store digital files that make up
a digital asset library. So, it's no surprise that the top three capabilities
that DAM administrators consider when selecting a DAM platform

involve asset sharing and distribution, internal and external adoption,

and obtaining valuable asset insights and analytics, as Figure 15 shows.

The remainder of this section will help you identify the DAM
platform requirements that will lead you and your team down a

path toward successful asset management.
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Figure 15

Select all criteria you considered

essential in your search for a
DAM platform.

Asset sharing and distribution capabilities

Adoption of the DAM internally and externally

2

Asset insights and analytics

W
&

Additional costs for more users

#

Ease of use / intuitiveness

Customer support

Integrations with current technologies & software
Automation

Implementation and onboarding

*

Price of the platform
Templating

Workflow

s
35,
T

=T

=

B

5]
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Figure 16

Partners and new team members can
easily adopt the platform we use
to manage and distribute

REQUIREMENT #1 our assets without

much resistance
or training.

A DAM platform must be easy
to adopt.

Strongly disagree

Like any other technology, a good DAM platform must be easy

to use without causing significant disruption to any existing

Disagree

processes, especially among new users.
Neutral
Marketers and creatives who are satisfied with their digital
storage solution are over 2X more likely to report the platform
they leverage is easy to adopt without much resistance or

training for new team members, as shown in Figure 16. Strongly agree
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Figure 17

Has your team performed a content
audit in the last 6 months to identify

your highest performing
REQUIREMENT H2 assets and to ensure
expired or incorrect
assets are not

A DAM platform must facilitate Y
content audits at scale.

Dissatisfied/Neutral

Companies that want to get the most out of their digital assets typically
perform content audits to identify opportunities for content repurposing
and updating expired assets. Marketers and creatives who are satisfied
with their digital asset storage solution are more likely to report they

have done a content audit in the past six months, as Figure 17 shows.

However, an effective content audit requires a certain amount of

sophistication, and teams must implement the right technology to

| don't know

conduct a content audit successfully.
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Figure 18

Please rate your current

solution’s ability to track

REQUIREMENT H3 asset usage by person

or team.

DAM platforms must track
asset usage.

It's tough to justify investments in new digital assets if you don't
know which assets are getting used, and leveraging a DAM
platform empowers better insights and decision-making. DAM
platform users who are satisfied with their storage solution
report more visibility into asset usage, including the ability to

track asset use by person or team, as Figure 18 shows.

We can track asset We can track asset We are unable to
usage by person usage by person or track asset usage
or team team but not both

: -
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REQUIREMENT #4

DAM platforms must track
versions of assets.

Using an old or outdated digital asset can negatively impact your
brand. Teams must leverage a DAM platform that facilitates the

versioning of digital assets to ensure the correct assets get used.

Nearly three-quarters of marketers and creatives who are unsatisfied
with their digital asset storage solution have a limited ability or
cannot track versions of assets. Whereas DAM platform users

who can track versions of assets in their platform report higher

satisfaction, as shown in Figure 19.
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Figure 19

Please rate your current
solutions ability to track
versions of assets:

Dissatisfied/Neutral

We can track versions We have a limited We are unable to
of assets well ability to track track versions

versions of assets of assets

The State of Digital Asset Management




Figure 20

Please rate your current solution’s

ability to limit access to assets
REQUIREMENT #5 based on permission
levels or roles.

DAM platforms must limit access
based on roles or permissions.

Dissatisfied/Neutral

It's unlikely that everyone on your team needs access to all of
your digital assets, so an effective DAM platform must ensure

the right people can access the right digital assets.

49%
DAM platform users who are satisfied with their storage
28%
solution are more likely to report they can limit access based on
levels or roles easily, as shown in Figure 20.

We can limit access We have a limited We are unable to limit
based on levels or ability limit access
roles easily based on levels levels or roles
ar roles
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Figure 21

The tool | use to store assets

integrates well with the other

REQUIREMENT #6 tools | need.

DAM platforms must integrate
with other tools.

Marketers and creatives require several different tools to do
their jobs effectively. A well-integrated toolkit can save time
and increase productivity. DAM platforms make it easier for
users to connect the tools they need. Those satisfied with their
digital asset storage solution are nearly 3X more likely to report
the platform they use to store digital assets integrates easily, as

shown in Figure 21.

Disagree Neutral

"~ ¥
Brandfolder P} DEMAND METRIC The State of Digital Asset Management

by B smartsheet




DIGITAL ASSET MANAGEMENT

ACTION PLAN

Leaders must recognize that some digital asset management systems are failing
the team and the organization.

This study provides some key recommendations and an action plan to help
marketers and creatives get more out of their digital assets.

<.
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STEP

L

Audit your digital asset
management process.

Marketers and creatives are not the only members of an organization who must
gain access to digital assets; sales, IT, agencies, partners, and even customers are
also users of the content created by an organization.

Audit your digital asset management process by identifying all of the stakeholders
that need to access your digital assets and group them into personas by use case
(administrator, collaborator, and guest user).

Conduct interviews with each stakeholder persona to better understand their
needs and document the steps they must take to gain access to digital assets.
Throughout the interview process, keep an eye out for potential efficiencies or
opportunities for process improvement.

Erandf()lder P} DEMAND METRIC The State of Digital Asset Management
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STEP

2

Evaluate your digital asset
management system.

As this study shows, the majority of marketers and creatives waste time and money
creating unused assets because people don’t know they exist or can’t find them.
If your digital asset management system permits, identify any assets that are not
being used and do your best to understand why. Consider building a short user
survey to solicit feedback from your team about their experience with your current
digital asset management solution.

Next, review your technology stack and identify all of the tools that your team
leverages. Create a tech stack diagram to help you better understand how the
tools you have identified can work together in unison and look for more in-depth
Integration opportunities.
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STEP

3

Communicate the need
for change.

By now, you should have identified several recommendations that will help your
team streamline their digital asset management process and workflow.

Ensure organizational buy-in for change by creating a steering committee that
includes a representative group of digital asset users, including partners and
external agencies.

Communicate your findings and secure executive support by building a business
case that includes your recommendations, a cost/benefit analysis, total economic
impact assessment, and return-on-investment calculations.
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STEP

4

Review vendor solutions.

The benefits of leveraging a digital asset management platform are hard to ignore.
This study shows that a strong correlation exists between DAM usage and overall
satisfaction. If you decide to switch a DAM platform, document your requirements,
and create a short-list of vendors that you want to consider.

A few key considerations when evaluating vendors include:

* Usability  Analytics )
* Customer support e Search functionality 2

* Privacy & security e User management tools

e Collaboration * |[ntegrations

Evaluate vendors based on your pre-defined requirements and pick a vendor
that suits your needs. When selecting a vendor, be sure to involve your steering
committee to ensure stakeholder buy-in and make a team decision.
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STEP

o

Train your team.

The successful adoption of a new digital asset management process and
platform requires training. In a perfect world, you will have selected a vendor
that provides outstanding customer service and a well-defined onboarding
experience.

Ensure that you provide adequate training to all stakeholders and have suitable
resources in place to support your team throughout the transition, including a
dedicated resource that can provide real-time or after-hours support should the
need arise.

Be sure to provide frequent training sessions as user adoption increases and as
new features become available.
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STEP

6

Measure your results.

Now that you have successfully implemented a new process and platform, you need to
share the results with your team. Identify critical success metrics and establish a reporting
cadence. Use any historical metrics as a baseline to show your progress.

A few key metrics to include in your reports are:
e Number of active users

* Login frequency

* Asset usage

* Asset performance

Review the key metrics you have selected with your team regularly to identify new
efficiencies and optimize your digital asset management process.
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DIGITAL ASSET MANAGEMENT

METHODOLOGY
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M ETH o Do LOGY At what level do you work in your organization? What industry do you currently work in?

CMO/VP of marketing Gl 12% Agency @ 8%
Director level D 23% Construction @ 5%
Manager leve! CEEEEG— 36% CPG ® 3%
Individual contributer GGG DGy Education @l 8a
This 2022 State of Digital Asset Management survey was Energy ® 3%
- . . Entertai t :
administered online from March 7, 2022 until March 18, g Bl ”;T:r:;::; : j:‘:
. . . What type of business do you work for? N ;
2022. During this period, 1141 responses were collected, YP y Health @ 6%
i - . BEZE G 2% Manufacturing @l P2y
and 456 were qualified and complete enough for inclusion S —— e Vedin ® "
in the analysis. Only valid or correlated findings are shared Both B28 and B2C CEEEES 38% Non-Profit @ 3%
X . Organizations & Institutions @ 3
in this report. Professional Services @ 8%
Retail B 9oy,
. . logy - 13
: : : How many employees work at your organization? Technelogy *
The representativeness of this study’s results depends on y employ y 9 Travel & Leisure 1%
T , , : , 1-100 Cum—
the similarity of the sample to environments in which this 01700 o Other @ 8
-700 CHN—
survey data is used for comparison or guidance. Some 701-5000 CEm— 295
: . 5001 + CEE— 18%
figures are based on low sample sizes and therefore
should be used for informational purposes only.
What is your role in managing digital assets?
Summarized to the right is the basic categorization data Admin / Digital Asset Librarian
Keys to the castle (admin as defined) responsible D 30%
collected about respondents to enable filtering and for digital asset organization and taxonomy
analysis of the data. Content Creator / Collaborator
| have access to a platform that manages my assets, and | can G 50%

search and edit them so | can distribute them to other parties.

Content Consumer / Guest User
| only can view and download assets (D 20%
from a platform that is provided to me.
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Founded in 2012 and now part of the Smartsheet

family, Brandfolder is the premier leader in digital asset
management software. Brandfolder delivers an intuitive
platform, built to scale for organizations of any size,

that empowers marketers, creatives, and more to easily
organize, control, create, distribute, and measure all their
digital assets. With best-in-class services and support,
brands big and small trust Brandfolder to help them
create compelling, timely customer experiences with

unparalleled efficiency and speed.

Learn More
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P DEMAND METRIC

Demand Metric is a global research and advisory firm that
supports marketing professionals with primary research
and benchmark reports, technology research and advice,

consulting services, training, and software.

Demand Metric’s core focus is to help B2B marketing

organizations grow revenue by operationalizing the best

.-

practices discovered in their research.

Through strategic partnerships with the AMA, ANA, and
AIPMM, Demand Metric’s tools have become the industry
standard for Marketers and Product Managers. Access their
1,000+ tools and resources to get your team punching
above their weight class.

Start Free Trial
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