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Supercharge your
creative work.

Tap into the right creative ops tools
and processes.




In an increasingly competitive business landscape, fostering
creativity within an organization is crucial, particularly

in areas like marketing, advertising, and branding. The

right content can mean the success or failure of a product
launch, a marketing campaign, or even a company itself.

It may seem counterintuitive to some, but creativity is far
likelier to thrive in environments where effective structures,
processes, and metrics are in place. And that's where
creative operations, commonly referred to as “creative ops,”
come into play. We recently sat down with three creative
ops professionals to learn more about their work and how
they empower creativity in their organizations.
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What are creative ops?

The purpose of creative ops is to make it as easy as possible for
creatives to do their best work. It supports the creative work that an
organization must perform in order to survive by streamlining the
processes that guide work, giving creatives the right tools, removing
workflow barriers, and establishing metrics that can be used to
measure project performance.

“Creatives already have so much on their plate,” says Cusella. “Our
job in creative ops is essentially creating a path for them to move
forward in—creative ops processes optimize efficiency and creative
talent. When good, streamlined processes are in place, that's when
inspiration and motivation can flow because creative workers don't
have to worry about all the logistics.”




McEwen agrees, adding, “It's creating an entire ecosystem that a
creative team can be comfortable to work within so they can spend
more of their time doing creative work—rather than chasing down
past assignments, folder locations, or anything else that’s outside of
where their talent and true responsibilities lie.”

In short, having good processes ®
makes room for creativity to
flourish. Read our complete

guide to creative operations.

‘ ‘ When good, streamlined processes are
in place, that's when inspiration and
motivation can flow because creative
workers don't have to worry about all
the logistics.
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The power of creative ops can remove
barriers to creativity.

Studies say that as much as 70% of creatives’ time is spent on non-
creative work—everything from dealing with clarifying requests

to managing review and approval processes. And when creative
workers are responding to emails and corralling stakeholders, they
can't focus on their primary work.

‘The review and approval process is probably the biggest struggle |
have,” says Smith. “Working with a lot of different product managers,
digital marketing teams, channel marketing, and so on seems to be
our biggest struggle as far as workloads. I've found that the best way
to relieve this pressure is to create processes that become almost
autonomous—something that is just part of their daily activity,
rather than something that they have to think through and figure
out on their own."
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The review process can be a challenge for Cusella as well.

“Reviews and approvals are always tricky, especially with multiple
stakeholders. Using the integrated set of Adobe tools is super
important and gives creatives more time to do their work. Everyone
has visibility, and creatives don't have to chase down the things
they're looking for...Adobe products do a really good job of keeping
everything and everyone on the same page.”

‘ ‘ 've found that the best way to relieve
this pressure is to create processes that
become almost autonomous—something
that is just part of their daily activity,
rather than something they have to think
through and figure out on their own.
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What the right creative ops processes and tools
can do for creative teams.

The demand for creative assets is higher than ever. As companies

are increasingly able to gather granular information about their
customers, they find new ways to segment and target those
customers with personalized advertising, which requires more
creative assets. And creative processes across large organizations
can become highly complex and spread across multiple applications,
modes of communication, and places of storage. This can lead to
inefficient workflows, bottlenecks, and collaboration roadblocks.

“There was a time here at Adobe when we were in the midst of
having acquired Magento and Marketo and those creative teams
were embedded into our group,” says McEwen. “They came
with their own tools. And so even within our own team, we
were operating within three or four different systems. And it was
impossible to get collaboration across the team because we were
managing work in lots of different places. A core piece of creative
ops is having tools in place—tools that take work away, that make
things easier for you.”

So when considering creative ops tools and processes, look for those
that reduce inefficiencies and close technology gaps, encourage
collaboration with a centralized platform, are customizable so
creatives can work in the ways they want to, are secure and meet
compliance requirements, and that allow you to measure and
analyze data about your work and your resources.




Due to the rise of personalization and highly targeted marketing and
advertising, automation is also crucial.

“Unless you've got some automated creative processes in place,”
says McEwen, “it's a very manual exercise to create custom and
personalized experiences for lots of different audiences.”

Smith agrees. “We have definitely struggled with that. Dealing with
deliveries globally or dealing with e-tail versus channel versus social
and so on—when you're trying to design each experience a little

bit differently, the number of necessary assets grows. You know,
you have one video that turns into 56 exports, or one photo that
turns into 48 designs, and that can get a little bit complicated. Good
tools help foster communication throughout the entire process,
production, and post.”

‘ ‘ Unless you've got some automated
creative processes in place, it's a very
manual exercise to create custom and
personalized experiences for lots of
different audiences.

Creighton McEwen
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The key elements of successful creative ops.

When we asked our panel to name two or three key elements of
creative ops, their answers aligned around three ideas—resource
management, better communication, and increased efficiency.

For Cusella, interpersonal skills are also at the top of the list.
“Being able to build a strong team and processes that work for
everyone and having the self awareness to know when something
isn't working. | also think that having a shared vision between
creative ops, marketing, and the entire org in general is really
impactful, as is the ability to effectively delegate and allocate
work—and cost too, of course.”

Smith adds, “It's important to find the right people, and then it's
about communicating with them, having that shared vision, and
making sure that you have the necessary resources...I'm not a big
fan of the ‘one-person-can-do-it-all’' mindset. | think finding the
people with the right skillsets to do particular jobs has been where
I've found the most success over the past few years.”

Also crucial for Smith? “Blunt honesty and clear communication
with requesters.”




McEwen identifies three pillars of success—people, processes, and
technology. He explains, “That means getting the right people in
place, getting roles and responsibilities understood, and getting
diverse sets of resources in place so teams can be productive. It
means getting your workflows as consolidated and concise as
possible and working within systems that make sure content is in all
the right places and organized correctly.”

Creative ops professionals streamline
their processes with Adobe.

With the integration of Adobe Creative Cloud, Adobe Experience
Manager, and Adobe Workfront, Adobe has created a unified,
cohesive ecosystem where cross-functional teams and creatives can
be both very creative and very productive.

“I adore Workfront. | love that it can encompass an entire process
completely—from start to finish. All stakeholders can have visibility.
It not only integrates with content creation but also integrates with
analytics and approvals,” Cusella says. “Workfront is kind of a best
friend to every creative ops manager. It really goes with you every
step of the way and integrates with so many different applications
that it's almost impossible for something to get lost or for something
to go unseen.”
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As the ways we do creative work change ever more rapidly, this
visibility is crucial—remote, dispersed teams require even more
creative ops support if they are to work together effectively.

‘ Workfront is kind of a best friend to
every creative ops manager. It really
goes with you every step of the way
and integrates with so many different
applications that it's almost impossible
for something to get lost or for
something to go unseen.
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Learn more about how Adobe can help you power
your creative operations.

Get details
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