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@& marketinghub.adobe.com

We created business
value through
innovation & focus.

Marketing Hub - a centralized & data-rich source of all
approved content - powered by Adobe Experience Manager. FAQ Vendor access Submitting Brand Center

Questions about access, All Adobe employees are approved assets Find templates, logos & more

. Single Source for Approved Content

120k+ assets centrally governed and
accessible by marketers.

. Fully integrated with our content workflows
Asset ingestion from workflow, enterprise
taxonomy and metadata, etc.

EVERYOIGE &g

MAKE BELIE
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U

. Innovation to drive content accessibility f :.j

Al-powered metadata, auto-collection creation, J
stakeholder notifications, asset usage stats,
integration with Express, etc.
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Market Context

The demand for
contentis
accelerating and
marketing
budgets are
under pressure.

Adobe

=IDC

o1

3x

Increase in enterprise content
from 2021 to 2026.

@® Econsultancy
02

26%

of consumers describe their digital
experience with a brand as “excellent”

Adobe

03
%
68%
of creatives say bottlenecks are a challenge
to creating effective experiences.

Adobe

04

70%

of time spent on non-core work
i.e, manual tasks in disparate systems.

FORRESTER

05310%

ROI achieved by interviewed Adobe
customers, along with other benefits.
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Like yours, our content spans
many uses and functions.

28 Events E Product Marketing
Website n SEO/SEM
Campaigns m Performance Marketing

Analyst/Public Relations International

Corporate Communications In-House Creative & Agency

Adobe




Business Units GMS COEs Content Producers Asset Management

& Content Activation
In-House Creative

|

Integrated Marketing (DME)
& Advertising

Digital Media Product

Marketing (PMM) Storage Point solutions

170k Assets

v

Adobe Experience Manager
31k Assets

Adobe.com/SEO

Digital Media
Marketing
Note: Flow is multiplied

Performance Marketing
by 9+ product groups

AN AN A

International

Lifecycle Mktg Creatlv;eéA gdency Activation '
Digital Experience Product _ $$ total budget (Back to requesting
Marketing (PMM) Events COE for content

activation in market)
—~ DME $ budget
Social Studio-directed $ budget
. DX $ budget
Digital Experience Other $ budget
Marketing ——3  Comms/PR
—_—

5-10 Supporting External Systems - e.g, file storage solution of choice

€92 Thousands of people $ Millions in marketing spend “t,  Disconnected tools & processes

AdObe © 2025 Adobe. All Rights Reserved. Adobe Confidential




Level-setting on where Adobe got started.

C-level sponsorship important to
driving change across the enterprise.

End-to-end discovery across
functions. Give each team a voice.

Content spend audit - bring
Finance along as a key partner.

MarTech infrastructure - bring IT
along as another critical partner.

Adobe

Business Units GMS COEs Content Producers Asset Management
& Content Activation

Inte gratedMlarketing(DME
Digital MediaProduct B rertising ing(DAE) ——

arketing (P M)

Storage Point solutions

In-Ho use Creative S
170k Assats

Studio

Adobe com /SEQ f I /
%Is:.rel !".ﬂedla Adobe Experience Manager
: Parformance Marketing 3tk Assets
International l \
Lifecycle Mlct,g (;rleative Agency Activation
DigitalExperiene Product - $3% total budget {Back to requesting
arleating P Events COE for content
DMES budget activatien in markst)
Social Studic-directed § budget
DX 5 budgst
Digital Experience >J Other § budgat
Marketing Comms/PR >

5-10Supportingxternal Systems & g, file storage solution of choice
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Our discovery process
and summary.

Key Observations Solution Hypotheses

= Roles across teams not clear or consistent with excess = Install a consistent operating model across teams while
layers in process that slow velocity and innovation, empowering teams to develop content directly
whilst creating bottlenecks
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Fast-track your
designs with
generative Al.

Generative Al. Your
shortcut to stunning
illustrations.

Generative Al. Your
creative partnerin
illustration.

Accelerate from
idea to art with
generative Al.

~
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Defining our
starting point.

Pilot: Global Photoshop Campaign.

Agile pilot that will rapidly implement and iterate
on tools and workflows with an eye toward scaling
to additional projects immediately following.

Pilot selection criteria
= Significant enough part of the business

= Quick wins could be achieved

= Timely related to upcoming campaigns

dobe Confidential.
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Activating key workstreams for implementation.

wordin Technology
& Audit Model Optimization Implementation
Drivers: Drivers: Drivers: Drivers: Drivers:
Marketing Strategy Marketing Leadership Strategy & Operations Adobe Consulting Services Adobe Consulting Services
& Operations Strategy & Operations Global Sourcing Strategy & Operations Strategy & Operations
Adobe Consulting Creative Studio
Services

Adobe on Adobe

Driver: Marketing Strategy and Operations with inputs from marketers
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Setting clear objectives for our initial pilot.

Issue

Lack of team scheduling, prioritization,
and process visibility

Unclear R&Rs and approval processes

Inconsistent briefs, lengthy feedback cycles,
and unclear change control processes

Non-standardized project templates and lack
of visibility into projects

No shared metrics or central progress tracking,
leading to inefficiency

Team can't self-serve existing content unless
manually searching Dropbox folders

Localization for non-US markets is often
reactive and lacks early integration in planning

Adobe

Enable schedule tracking and visibility with reports and dashboards.

Define and document R&Rs, language, approval processes, and threshold requirements then
integrate into the workflows powered by Workfront.

Standardize brief template, review process, change control process and expectations across
teams then configure into the workflows.

Create reusable project templates and dashboards/reports for key stakeholders.

Outline operating metrics across all phases and create campaign execution dashboard with
clear view of status across teams.

Establish a central, searchable asset repository with defined metadata, taxonomy, and
governance standards including historical assets.

Include localization requirements in the overall schedule & plan, including access to concepts
before they are final.
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Contrast Old vs. New Process.

old

Digital Media Asset Lifecycle

Kickoff & Resource Mgmt

Content Creation & Review

Content
Planning

)

Photoshop Pilot Workflow Overview

Content
Execution

)

Content
Review

Asset
Storage

’ 1 week ’ 10 wi 4
e .y bow e
- ) Studio Mgy uploads
PAIM formulates Integrated Mkt IV briefs in Studio in Crestive kicko 5, Studio Mgr schedules 5 Designerworks on Video shoot e
Strategy & messaging wiites brief regular Squad meeting video shoot static display ads 1o Dropbox
J 1 i l Campaign
e |
VLS e Vo Y L& e
Studio Mgr & Squad Studic Mgr shares anning
PMM shores srategy P sudio internal bief it Lol Studio Mgr works with Designer delivers R1 Video fist cut (V1) ol A
with Integrated Mktr 1o brief review (e b e OJP on licensing rights design-+ copy delivered to Studio o
M works w%hPed ¢ 9 d e v QG v
Media to iden : Studio folls u ith Studio Mgr hires Sacial Stud R1 Studi ides I shares Dropbax
edia to identily o loLows up wil Standard (agency) to udio renens 2hudlo provides links with Perf. Media
specs for new social IM to clarify questins e ey design + copy V1 edits it
channels ’
*e
& ! ¥ se | e 4 LE y Intake Queue
1M shares brief ,S,\[,‘”fm meetswih Designer delivers R2 Edits made & V2 Pest. Wledia shrres
fishares| 0 lign an creative ! Drapbo links with
with Studio Mer design-+ copy delivered to IM
approach agency for execution
! oty
Studio Mgr saves
et W reviews R2 M provides
design-+ copy V2 edis
message
I g vt
m:;"m;:‘“:‘“ _ Designer delivers Final video delivered
adds ikt bried nal design + copy toStudio

Adobe

Nt

Q

Strategy Project

Standard Workflow

ot

Q

Deliverable Project

Q )

Proofing / Frame.io
Approval

Channel-Specific
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Pilot - Photoshop Everyone Can Campaign.

Kick Off & Concept Review Creative Creative Final Asset
Brief Submission & Approval Review Approval Handoff
June 12 June 26-July 17 August 7-15 August 10-19 August 15-22
(Complete) (Complete)
O O O O O
Submit Workfront Review & approve Review through Review & approve Send final assets through
Intake Form through Workfront Workfront through Frame AEM Assets link
DRIVER REVIEWERS REVIEWERS REVIEWERS DRIVER
Marketing PgM Studio Studio TBC Studio Manager
Advertising Advertising Marketing PgM
REVIEWERS Marketing PgM Integrated Marketing APPROVERS
Advertising International A.com Heather Freeland
A.com PMM Deepa Subramaniam
PMM APPROVERS International
International AJ Joseph Performance Media

Performance Media

Adobe

Heather Freeland
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Delivering on our objectives.

Lack of team fc.h?c.lullng, prioritization, Enable schedule tracking and visibility with Workfront dashboards. @
and process visibility

Define and document R&Rs, language, approval processes, and threshold
Unclear R&Rs and approval processes requirements then integrate into the Workfront workflow. @
Inconsistent briefs, lengthy feedback cycles, Standardize brief template, review process, change control process and @
and unclear change control processes expectations across teams then configure into the Workfront workflow.
Non-standardized project templates and lack Create reusable project templates and dashboards/reports for key stakeholders @
of visibility into projects in Workfront.
No shared metrics or central progress tracking, Outline operating metrics across all phases and create campaign execution @
leading to inefficiency dashboard with clear view of status across teams.
Team can't self-serve existing content unless Establish a central, searchable asset repository with defined metadata, taxonomy,
manually searching Dropbox folders and governance standards including historical assets.
Localization for non-US markets is often Include localization requirements in the overall schedule & plan, including access to
reactive and lacks early integration in planning concepts before they are final.
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Phase 2

Phase 2

28 Teams

Phase 2

28 Teams

Phase 3

28 Teams

Phase 3

!

28 Teams

Phase 3

28 Teams

Phase 3

!

28 Teams

Phase 3

28 Teams
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Achieving scale
through Al.

Adobe

Metadata management

Al-powered metadata capture through
smart tags in AEM - driving improved
search and use/re-usse

GenAl in Creative Tools
Adobe Express, FireFly & FireFly Services

Workflow recommendations (future)

Al-powered recommendations (task entry,
resource recommendations, etc.)

Adobe

Get 45% off
for Cyber
Monday.

Black Friday
is on.

Save on
Creative Cloud
All Apps for
the first year.
Ends 3 Dec.

Save 30% now.

Upgrade now

White Friday is almost gone.
Get 50% off.
Save on the Substance 3D Collection for the first 6 months. Ends Nov 24.

Adobe

CiSuigl e Lidaall daanl
%20 s oLy ols

Substance 3D Collection ol i3
-2ad 9324 (03 (o J g¥ 1 alall 3,80

/

Fa ytterligere
20% rabatt pa
Cyber Monday.

Fa studentrabatt pa Creative Cloud
Alle applikasjoner det forste aret. <
<

/
/

Adobe

Black Friday is on.
Get over 70% off
Adobe Creative
Cloud All Apps for
students.

Save 30¢

=

White Friday is almost go
Get an extra 20% off.

Students save on Creative Cloud All /
for the first year. Ends Nov 24.

Black Friday
X

Upgrade now

White Friday is go
going, almost go
Get 50% off the Ad
Substance 3D Colles
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Just in time

' @ 0 Six Sigma

Lean Manufacturing
Flexible Manufacturing System

We've seen
this all
before.

Adobe
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Market Forces

With GenAl, we're at
an inflection point.

Increased demand for content
/h\
from our customers

m Increased competition for
attention and investment

2¥ Increased supply of creative inputs:
images, text, audio, video, AR/VR

Adobe
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Adobe lllustrator .

|
Turnyourideas ™
into editable
graphics.
Discover Text to Vector
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The CSC transformation journey.

@ 000 @

Program Focus Program Value

Adobe




The CSC transformation journey.

® ©

Program Focus Program Value
Innovate
= Strategy and planning = Higher CSAT, engagement

= Standard installation, and brand affinity

integration and configuration Accelerate = Faster time to value

= Foundational operating model = Improved user adoption

. ,:)l(lgg;lr;i 'zaexgcr:;?giss to = Avoid technical debt
Adapt

= Holistic training and
enablement

AdObe © 2025 Adobe. All Rights Reserved. Adobe Confidential.




The CSC transformation journey.

® ©

Program Focus Program Value
Innovate
= Reorient processes and = Reduced time to market
promote culture
= Lower cost per asset

= Standardize roles and
Accelerate = Higher conversion rates

responsibilities I

= Connect and refine workflows = Avoid operational debt

§ Increased ESAT, talent retention and
engagement

» Measure and report asset
lifecycle and content
attributes

AdObe © 2025 Adobe. All Rights Reserved. Adobe Confidential.




The CSC transformation journey.

®

Program Focus

= Streamline production

= Democratize insights and
creative iteration

= Agency/creative
relationship management

= Expand channels
and audiences

Adobe

Innovate

©

Program Value

= |ncreased revenue contribution
per channel

= Improved responsiveness
= Higher campaign ROI
= Better agency cost efficiency

= Lower customer acquisition costs

© 2025 Adobe. All Rights Reserved. Adobe Confidential




The CSC transformation journey.

@ 000 @

Program Focus Program Value

= Demand forecasting = Higher asset utilization rates

and planning

= Lower asset costs and
= Lean asset inventory production variance
management

= Accurate forecasts

= Value attribution and
continuous improvement ] |mproved revenue per

: campaign/experience
= Explore experimental paign/exp

use cases

AdObe © 2025 Adobe. All Rights Reserved. Adobe Confidential.




Key success enablers.  --...

 New image for brochure

New product announceme '

Recognize the market forces
and their economic impacts

Partner with software
and services firms who
share your vision

Adobe

Drive value and reduce
risk at every step

Establish a long term
plan, with near term
and accretive value

© 2025 Adobe. All Rights R



Questions & Answers



Related Resources

GenAl and Marketing in the Enterprise Webinar:
https://engage.adobe.com/GENAISUCCESS-register.html

Content Supply Chain:
https://business.adobe.com/solutions/content-supply-
chain.html

How Adobe transformed its enterprise content supply chain in
the age of Al.:

how-adobe-transformed-its-enterprise-content-supply-chain-
in-the-age-of-ai.pdf

Adobe

&) New work request
~

 New image for brochure

l New product announceme ' .
5
e

\ %
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https://engage.adobe.com/GENAISUCCESS-register.html
https://business.adobe.com/solutions/content-supply-chain.html
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