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Getting creative content from concept to completion is a long and complex 

journey that can easily be derailed – or even grind to a complete halt – 

when creative teams use the wrong KPIs to measure their productivity. In 

fact, KPIs supported with workflow data are increasingly enabling creative 

teams to identify areas for improvement, establish and share best practices, 

and clear the many daunting hurdles they face today:

• Poorly written creative briefs

• A lack of feedback from key reviewers

• Confusion about creative direction

• Murky approval processes

• Endless status meetings

• Competing priorities

• Compressed deadlines

Why are creative teams concentrating more these days on KPIs? Consider this: Content Marketing Institute’s 2017 

B2C Benchmarks, Budgets and Trend report for North America confirmed while more than 70 percent of marketing 

teams planned to increase their volume of original content produced, more than half pointed to content creation as 

their biggest challenge.  

And that isn’t all. Adobe’s State of Create 2016 survey reported that 70% percent of respondents like when brands 

deliver a well-designed experience wherever they are, and 55% of consumers want to purchase from companies with 

creative marketing. However, 73% of creative workers feel there is increasing pressure on them to be productive 

versus being creative at work.  

So, if your team is predominantly focused on and rewarded for reactivity and putting out fires over creativity and 

thoughtfulness, how are they meeting your consumers’ needs?

KPIs all share the same ultimate objectives: to boost performance and add value to the bottom line. Though many 

KPIs can – and should be – as unique as the companies that use them, BLUE Software, in collaboration with many of 

its marketing and communications users, has found the most successful creative teams use the KPIs we describe in 

the following pages.

 

KPI: Time to Market
Time to Market – the number of days late your projects run – is a key indicator that your creative team’s performance 

can be greatly improved by aligning to a better creative process.  

On average, how long does it take to move a creative project or content piece from ideation to publication? What draft 

completion date ensures a piece gets through the approval process in time for the launch date?  

To spot specific pain points that affect Time to Market, consider analyzing the following metrics. 

• Total workflow duration – Time, which can be expressed in hours/days/weeks from project initiation to project 

completion. Identify patterns in the outliers—both longer and shorter durations—to identify best practices and 

improve performance.

• Content revisions – The number of iterations necessary to complete a creative project or content piece. A high 

number could signal a variety of things - a challenging creative brief, indecisive marketing teams, poor quality 

feedback, etc. Generally, the higher the number of content revisions, the higher the production cost and the 

longer the timeline. Be sure to look for patterns that highlight consistent issues, and find a way to resolve them.

http://www.bluesoftware.com
http://contentmarketinginstitute.com/wp-content/uploads/2016/10/2017_B2C_Research_Final-rev-10-26-16.pdf
http://contentmarketinginstitute.com/wp-content/uploads/2016/10/2017_B2C_Research_Final-rev-10-26-16.pdf
http://www.adobe.com/content/dam/acom/en/max/pdfs/AdobeStateofCreate_2016_Report_Final.pdf


www.bluesoftware.com
© 2017 BLUE Software, LLC.  All rights reserved.

3

• Approver performance – The average amount of time it takes a specific person or group to review a creative 

design or content piece. Analyzing this metric can flag pain points, and yes, these pain points will have names.  

While it’s important to tread carefully, remember you can’t afford to ignore the issue.  The goal is not to conduct 

a witch hunt, but to generate ideas about how to improve approver performance.

KPI: Rejection Reasons
Often a contradictory blend of meaningful concerns and useless preferences, the reasons why stakeholders reject 

creative content can add up quickly if left ignored. This is why it’s important to address their concerns up front. Mea-

suring and documenting rejection reasons as they occur will enable you to develop a clear, data-driven strategy for 

continuously improving and decreasing rejection reasons down the road.

This is where using software can come in particularly handy. Software will give you the ability to report on the reasons 

for rework. Each rejection reason is captured at the time of creative review, and then reported back in a summary 

view of why the piece is cycling back for change. This information can then be used for creative process improvement 

to reduce required rework.

KPI: Cycle Time
Cycle time, which refers to the time it takes from the start of the project to the moment when all parties have com-

pleted one single round of review, has traditionally been captured and monitored manually. Innovative creative teams 

are increasingly creating a digital creative workflow, however, allowing cycle time to be captured automatically in a 

software program.

Cycle time is an important KPI, because it enables creative teams to get in front of issues before they spin out of 

control. As a result, creative projects and content pieces get to market faster.

To maximize your cycle time KPI, consider an all-digital workflow combined with an online proofing tool. By providing 

open access to all stakeholders on a shared server, you’ll have real-time visibility into issues that might otherwise 

stall your creative projects.

KPI: Right First Time
In the creative world, Right First Time is KPI nirvana, because it refers to having just a single cycle to achieve approval. 

That translates to getting your creative project or content piece to market sooner.

To achieve Right First Time, it helps greatly to have a tight, thoughtful creative brief. It’s also important to go beyond 

just what the reviewer writes and be a good listener to understand what they really mean. Finally, make sure to notice 

patterns in rejections so you can adjust future briefs and avoid repeating the same mistakes.

Take the Next Step
If you’re not already measuring these KPIs, an easy way to begin capturing data is to leverage an integrated Digital 

Asset Management solution that offers workflow capabilities, online proofing, and a digital asset manager. Getting all 

of your marketing projects’ information under a single platform will provide you with visibility into each project and 

the opportunity to track metrics and improve overall KPIs, ultimately making time for your creators to do what they 

do best - create.
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