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SOLVING 8 KEY HURDLES 
IN PACKAGING 
ARTWORK 
PRODUCTION
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1 Regulations

Approximately 

2% of adults 
and

 5% of children
have at least 
one food allergy

Keeping on top of packaging and labeling 
regulations is no easy task. Changes in 
compliance requirements happen regularly 
and differ from one country to the next. 
New EU and FDA labeling rules not only 
require clearer and more prominent display 
of allergen and other information on 
packaging, but also specify that compliance 
includes the digital shelf.

The consequences of non-compliance can 
be significant, potentially writing off a batch 
of product completely. Non-compliance is 
often due to labeling errors, which in the 
food and beverage industry can be serious, 
even deadly.  With approximately 2% of 
adults and 5% of children having at least 
one food allergy, reactions to an undeclared 
allergen can be fatal. And recalls of food or 
consumer products can also damage brand 
image, customer relationships, sales, shelf 
space, and revenues.

Solution: Include all relevant stakeholders 
in standardized approval processes.
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SKUs

are refreshed 
every year, and 

64% 
of consumer 
packaging SKUs

82% 
of companies 

64% of consumer packaging SKUs are 
refreshed every year, and 82% of companies 
say that number is growing.  

The increasing growth in SKUs and shorter 
product lifecycles is becoming unmanageable 
for many companies. There are significantly 
more projects churning through the 
packaging and artwork process, increasing 
risk of error and causing huge pressure 
on the entire supply chain. 

Retailers struggle to keep up with the pace 
of change and to secure high quality, 
up-to-date content and images for the 
products they are selling. The resulting 
inconsistencies in branding and the 
information provided to the consumer 
damages their experience and hurts sales.

Solution: Always start with the latest, 
approved version of files to make 
iterative changes.

say that number 
is growing.  
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3 Offline 
and online 

$2.29 trillion
in 2017, and are
expected to hit

$4.479 trillion. 
in 2021.

Worldwide retail e-commerce sales 
reached $2.29 trillion in 2017, making 
up 10.1% of total retail sales. This share 
will surpass 16% by 2021, when sales 
will hit $4.479 trillion. 

E-commerce is not simply replacing retail. 
The two are actually starting to merge.  
The connected commerce era has arrived, 
and consumers are now taking a blended 
approach using whatever channel best 
suits their needs. 

It is vital, although challenging, to keep
the packaging people see on the shelf 
consistent with the packaging they see 
online. Inconsistency leads to consumer 
frustration and confusion as consumers 
may question the product’s authenticity. 
They expect to see the same package 
they buy on the physical shelf on the 
digital shelf.

Solution: Drive all digital and physical 
packaging asset creation through a 
single process.

Worldwide retail 
e-commerce sales were
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1.6%

4
Files galore

Reuse of 
brand assets 
is a meager only 

Too many assets in too many places 
being sent to too many people—it’s an 
age-old problem. Assets are siphoned 
away into shared drives, email approval 
chains, or even stored with external 
vendors, like creative agencies. 

Regional offices are often unable to 
find the latest ‘global’ marketing and 
packaging materials. As a result, they 
recreate assets unnecessarily, use an 
earlier version, or something else 
entirely. In fact, research shows that 
reuse of brand assets is a meager 1.6%. 
But the packaging represents the brand, 
which represents everything a business 
does—consistency is vital.

Solution: Create one place for all 
contributors to work on and store 
packaging assets.
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4 5Silos
Packaging design and creation is a discipline 
that stretches across a wide variety of 
departments—legal/regulatory, marketing, 
packaging, creative, executive—and often 
includes multiple partners, such as agencies, 
printers, pre-media, and, possibly, translators. 
Ensuring that communication about the 
packaging flows freely and is captured for 
tracking is a challenge, especially across 
multiple offices/geographies.

Coordination between various teams can be 
cumbersome and error-prone. Research has 
shown that agency coordination is the most 
frequently cited challenge when trying to 
create omnichannel experiences. Often, 
supplier-created packaging and marketing 
files are not within the control of the 
organization. Ideally, they should be easily 
searchable, now and years from now.

Solution: Implement a seamless collaboration 
process with social participation.
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The 3rd dimension 
No matter how good the photography, 2D digital images 
never convey the full power of the brand packaging as well 
as holding the physical product does. And gaining input 
from stakeholders on 2D files that will be produced in 3D 
presents challenges and can lead to unexpected problems. 

Flat files in 2D make it difficult for stakeholders to imagine 
how it will appear on shelf. It is particularly difficult to 
envision how content will wrap around the package, 
ensuring viewable romance copy and other content.

Solution: Work in 3D files from start to finish for every project.

Speed
All of the above challenges impact time to market.

The consequences of delays can be significant. Every 
day delayed is another day of lost revenue and potential 
market exclusivity. The cost impact is substantial. 

There are the immediate tangible costs of repacking and 
market re-supply and the less tangible follow-on costs 
through loss of sales and market share and customer 
reimbursement. In the extreme, these not only impact 
the bottom line, but can directly influence the company’s 
share price. For smaller companies, these losses can 
be the difference between thriving and going out 
of business.

Solution: Expose critical risks to be addressed 
and solved.
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Clear as mud
There is often no visibility into packaging 
processes, making information about 
where a certain project is or when it will 
be complete hard to estimate. And once a 
project is complete, without proper tracking 
in place, it’s almost impossible to identify 
where there are opportunities to improve.

Without high quality reporting, for example, 
clearly showing who uses files, when they 
use them, and what they use them for, it is 
impossible to see where the process is not 
optimal. This prevents needed changes in 
the next packaging development project.

Solution: Implement clear, real-time 
reporting on project status.
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“We have been able to reduce our packaging 
delivery lifecycle, ensuring all comments and 
corrections are 100% visible and traceable 
for compliancy purposes.”
- Lorna Thomson, Senior Brand Manager, Goodman Fielder

Clearing the hurdles 
with WebCenter 
QuickStart for Brands

WebCenter QuickStart for Brands helps overcome the 
common hurdles in the artwork management process. 
Through pre-configured, best practice workflows, 
brands can include all relevant stakeholders in a 
single, standardized approval process, in turn, 
improving time to market and increasing productivity. 
WebCenter QuickStart for Brands drives all digital and 
physical packaging asset creation in 3D, allowing 
users to quickly access and use the latest approved 
version of files to begin making changes. Brands have 
complete control and visibility into the packaging 
artwork process and can easily identify critical risks 
to be addressed as well as implement clear, real-time 
reporting on project status.

Visit www.esko.com/en/brands/webcenter-quickstart for more information.


