
4 critical questions 
when choosing a marketing and packaging  
asset management system  
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You have made the decision. You think your 
company will benefit from a marketing asset 
management system that incorporates 
packaging. You know the long-term gains 
it will bring for your brands and the 
organization as a whole.

But where next?’
How do you go about finding the right 
system for your organization? What 
questions should you be asking vendors  
to choose the right one?

Here we present the four essential 
questions you need to ask to ensure you 
pick the system that is best suited to your 
organization – and how to answer them. 

 | Introduction
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 | Q1. How do I know exactly what I need? 

If you’ve made the decision to invest in a 
marketing asset management system, it 
is likely that you know some of the unmet 
needs you want it to fulfil. 

However, it is worthwhile exploring these 
gaps and unmet needs in more detail; the 
more granular you can get with your needs, 
the more precisely you can match  
a solution to them. 

Consider holding a workshop with all key 
internal (and potentially external partners) 
stakeholders. Agree your list of key unmet 
needs, and where and why they happen 
within existing workflows and networks. 
Actually writing or drawing a diagram of 
the entire process can be very helpful in 
understanding where help is needed and 
where efficiencies can be created.

It may be that you need strong project 
management and workflow capabilities, 
or that your brand assets are currently 
stored in a range of places with no easy 

way of searching for them. You may have 
problems through the review and approval 
process, or you are not capturing ROI in a 
meaningful way.

Break overall projects down into smaller 
deliverables. Not only does this help to 

understand more tangibly what a marketing 
asset management system could do for 
you, it helps you to clearly understand what 
is NOT going to be addressed. 

Having a clearly defined scope is the first 
priority before hunting for vendors. 
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 | Q2. What are the basic capabilities I should  
be looking for? 

As per the above, some of the capabilities 
you will be looking for will be driven by your 
organization’s specific situation. But there 
are some fundamentals you should always 
look out for. 

First and foremost, you want a system that 
can take your stakeholders through the 
entire product and marketing process. 
Below are the basic elements you need 
to be able to tick off your checklist when 
checking out the various systems:

Collaboration. The ability to connect all 
stakeholders—whether people, partners, 
processes or systems—creating a seamless 
work experience and ensuring everyone is 
doing the right thing at the right time.
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Specification. The system must be 
able to collect all program information 
from the very start, speeding the entire 
process and reducing the risk of project 
failure. Well-designed templates require 
staff to complete program detail and 
pull information in from other systems, 
speeding specification by up to 60%. 
This information also helps build asset 
metadata, easing search and publication of 
the finalized materials.

Creativity. You should have access to a 
wide range of design, workflow and quality 
assurance software to create something 
innovative and new faster than before. 
With the right system, organizations can 

fully integrate the creation of anything 
from designs, web content, video, 3D, or 
just ideas into existing workflows. Clear 
reporting and visibility on the progress of 
each project or program is also vital. 

Management. Perhaps most important 
of all is having a ‘Single Source of Truth’, 
a single repository where final assets are 
stored for use and reuse. This enables you 
to control and leverage your brand assets 
and eliminate costly rework. Powerful and 
intuitive search capabilities ensure that 
external partners and staff can access 
the system and find the materials they 
need and use them only for their intended 
purpose.

1.   Publishing. Your system should enable 
delivery of your brand message in a 
consistent way, regardless of whether 
it is a digital or physical representation. 
This includes publishing to consumers, 
printers as well as businesses such as 
retailers.

2.   Analysis. The system should provide 
tangible metrics for assessment. 
That way you can drive your content 
strategy with insights into the use and 
effectiveness of assets with performance 
dashboards as well as incorporate 
learnings into future programs and 
campaigns.
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This is a vital question, as your company 
needs to be prepared from a resource 
allocation standpoint.

A good tip is to get references from 
potential vendors who were faced with 
similar challenges / organizational set-
up to yours – speak to them about their 
implementation and system requirements.

Within your own organization, you need 
buy-in at an early stage, particularly at a 
senior level. Solid projections of ROI are a 
must here and your vendor should be able 
to help you with that. 

Also, to make the integration smooth, 
ensure you block time in all key 
stakeholders’ calendars several weeks in 
advance to review workflows, undergo 
training, and any other requirements.

The normal implementation process is: 

1.  Design

2.  Implement

3.  Train

4.  Go-live

Ensure there are checkpoints at each stage 
to verify everything is going as expected.

The kind of infrastructure you need will 
depend significantly on whether you want 
a hosted or on premise system. Often it 
is much easier to use a SaaS (Software as 
a Service) platform to minimize pressure 
on existing internal resources, but most 
capable systems should be able to work 
within any enterprise network with no 
issues.

 | Q3. How do I get up and running?



 | 7

 | Q4. What will be the impact of 
change on my organization? 

Ultimately, you should be able to use  
a marketing asset management system 
throughout the product development  
and launch process, from ideation to shelf.  
But most vendors will recommend starting 
with a phased approach to deployment, 
either geographically or on a functional/
departmental or brand basis. This way any 
necessary tweaks can be made early on to 
maximize value and minimize headaches. 
And as your business grows, the system 
should be able to grow with it, either by 
adding additional seats for new users or 
additional capabilities.

In terms of the end users in your 
organization, it is important to acknowledge 
that change is not always easy for everyone. 
However, if you choose an easy and 
intuitive system, which clearly provides 
process automation and visibility, any 
barriers should soon be overcome. A 
“train-the-trainer” approach can work well: 
starting with in-house experts as the first 
line of support.
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External partners can usually participate 
in the system, which is very beneficial for 
consistency and efficiency while keeping the 
materials within your control.

Other things to check:
•   Does the vendor have a clear security 

policy in place, which ensures that your 
data is absolutely secure?

•   Does the system come with an integration 
framework so that it can easily “connect” 
to other business systems and pull in 
necessary information directly?

•   If your organization is in the healthcare/ 
life sciences industry, is the solution 
validatable against FDA & EMA 
regulations?
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After you have ticked off these key 
questions, the choice of vendor should 
be clear and you should quickly see the 
benefits to your organization.

A marketing asset management system 
that incorporates packaging helps to build 

Want to find out more about Esko’s marketing 
asset management solutions? Talk to us at 
info.eur@esko.com or visit www.esko.com

quality and assurance throughout your 
processes. It reduces risk of errors at 
every stage, maintains absolute control 
and visibility of all assets, and adapts to 
changing requirements with ease.

 | See the benefits!


