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Introduction

Thanks to cloud-based technologies, digital asset 
management, or DAM, system implementations are 
becoming less tedious and time consuming than in the 
past. However, no two implementations are exactly the 
same, so it’s helpful to understand what to expect as 
you start down the implementation path.

The best practices in this playbook outline the key 
things you can do to make things go smoothly before, 
during, and after implementation.
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Planning for 
implementation
Planning is an important part of your DAM 
system implementation. It can mean the 
difference between a long, arduous launch 
or a clearly executed and optimized launch.

Before
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Setting DAM goals for your organization

While you may have a general understanding of the business goals you are 
expected to reach with DAM, it’s a good idea to plan goals for your DAM initiative 
that are SMART: Specific – Measurable – Attainable – Realistic – Timely. 
Document your goals and make them widely known to your team from the start of 
your implementation process.

Specific: Putting all marketing images into the DAM system 
is not specific enough. For example, putting all company 
assets into the DAM system, defining which teams have what 
assets, and what should be included is better.

Measurable: Establish how you will track your goals. For 
example, keep a record of how many assets get completed 
daily, weekly, and monthly. A comprehensive DAM system 
will provide methods within the system to help you measure 
these areas.

Attainable: In terms of your digital assets, benchmark where 
you started, then revisit the benchmark monthly or quarterly 
thereafter to showcase growth. And plan for a manageable 
outcome given the resources you have.

Realistic: Set reasonable goals, ones that represent an 
objective both you and your admin support team are able to 
work towards.

Timely: Make sure your goal is grounded within a timeframe. 
Without timeframes, there’s no sense of urgency or 
commitment.

Before
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I  Who will be using your DAM system?

2  What types and formats of assets will go 
in your DAM system?

3  Where are your existing assets located 
today?

4  How will you gather your assets to move 
them to your DAM system?

5  How do your users want to interact 
with your assets?

No matter what DAM system 
you’ve selected, there are a 
few essential things you should 
consider to help meet your 
goals regarding the who, what, 
where, and how of your assets:

“It’s important to brainstorm 
a lot and think through 
the entire asset lifecycle 
of your organization, and 
then bring in people we 
don’t work with closely 
to understand their 
workflows.

When you put people side-by-side that 
typically don’t work together, the light bulbs go 
on and you start to find places you didn’t even 
know someone else traveled. You start to find 
different file and asset types. Different things 
start to surface throughout the organization 
that need to be represented by asset groups 
or by different roles and permissions.

I also suggest starting with a whiteboard to 
bring a diverse group of people together at 
the table to start trying to figure out what is 
actually alive across the organization.”

– Michael Shattuck,  
 Software Implementation Consultant,  
 Widen (formerly, New Balance)

Who will be using the DAM system?

The key stakeholders of your system have 
different needs. Once you know who they 
are, you can plan for their needs as you go 
through system setup and implementation.

Common user groups:
A sales team who needs to distribute 
images, videos, and marketing materials 
with new products to your retailers.

A public relations department that’s 
announcing new products to writers, 
bloggers, and publications. 

A marketing team that is looking for an easy 
way to provide asset access to agencies 
and other vendors or provide document 
templates to maintain consistent branding 
across your company.

Before



Before

What types of assets should go in your DAM system?

Assessing what asset types you currently have and want to put in your DAM 
system will help guide your site structure, metadata strategy, and asset 
allocation (active versus archived assets). A good best practice is to only add 
final, high-resolution assets to your DAM system, rather than low-res assets 
or those in progress.

Ask yourself, “Do these assets need to be uploaded and converted at 
download?” If yes, then those are great assets to live in your DAM system. If 
not, then perhaps just save them locally as a .zip or packaged file for future 
project work.

Most likely you have a mix of asset types to migrate, including:

Images - Illustrations, photos, and artwork

Data visuals - Charts, graphs, and diagrams

Logos - Corporate branding files, product logos, and brand logos

Documents - Excel, PowerPoint, Word, and PDF files

Creative files - InDesign, Illustrator, and Photoshop files

Video and audio clips - Edited and unedited footage

Other assets - Compressed archives (like .zip), CAD files, landing pages, 
and animations

Determining the groups of people who will use your assets, and  
assessing what assets you currently have, will also help identify potential 
locations for assets.

How should you collect assets for your DAM system?
When gathering your existing assets, you may find the same file exists in 
multiple places. If you can’t de-dupe your assets before migrating them to 
the DAM system, ask your DAM vendor if they can do thatfor you. You don’t 
want to house duplicate assets in your fresh, new DAM system.

Most files won’t need preparation before being uploaded to your DAM 
system, but creative files like InDesign may. These should be collected for 
output and zipped, then saved as high-res PDFs. The .zip file will archive 
your native files, while the PDF can be easily used and repurposed by your 
users. Preparation is much easier to do up front instead of after your DAM 
system is launched.
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Where are your assets located?
It might seem obvious, but you can’t do much to manage 
your assets if you don’t know where they are. To locate 
your high-res assets, check all of these locations:

• Shared servers (this is the most common location)

• FTP and intranet sites

• Computer hard drives or computers used primarily 
by individual employees

• Cloud-based storage and distribution products like 
Dropbox or Box, CDs and DVDs

How will users interact with your assets? 
Different users need to interact with your assets differently, depending on the role 
they play in your workflow. Generally, companies deploying a DAM system have three 
buckets of users: 

Creators — The people who upload or download assets 
and enter metadata. They could be photographers, 
videographers, graphic designers, and internal or 
external employees.

Contributors — The people who upload, review, or 
organize assets and enter metadata. They could be 
marketing or brand managers, coordinators, 
and assistants.

Consumers — The people who search, download, 
share, and publish assets. They could be people from 
one or both of the previous two groups, internal and 
external sales teams, or distribution partners like 
dealers or distributors.

Who will be responsible for creating new 
assets or modifying your existing ones?

Who will be responsible for sourcing and 
supplying your new assets?

Who will spend a lot of time looking for, 
downloading, and sharing your assets?

Who will spend a lot of time looking for, downloading, and sharing your assets?  
During planning, you should identify your asset creators, contributors, and consumers, then 
interview or survey them to learn how to provide them with the most helpful DAM experience.

Make sure you don’t forget about 
tracking down analog assets 
— like print news clippings, old 
photos, film, or packaging — that 
may need digitizing or scanning 
before they’re uploaded to the 
DAM system.

Before
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Your core implementation team should consist of three 
to five key people who will be responsible for making the 
system a success within your organization. These people 
could include:

I  Power users from different teams

2  Your DAM champion

3  Your DAM system administrators

The implementation focus should be on how your initial 
teams will use the system, while the system admins 
determine the unified settings of your system.

Send a list of questions to everyone on your 
implementation team to answer before you kick 
off the process. Focus on things like:

• How are your assets currently being used?

• How many assets do you need to start your 
DAM project?

• What metadata is most vital?

• How is DAM going to be promoted to your 
stakeholders?

Your team will be responsible for:

• Attending all required implementation meetings

• Coming to implementation sessions prepared

• Doing homework that’s been assigned between 
sessions

• Having questions ready for your vendor team 
when you meet

Your vendor team will be responsible for:

• Being on time for implementation sessions

• Being ready to answer questions from your team

• Being available in between sessions for additional 
questions that arise

• Being responsive throughout the process to keep 
implementation from stalling

Before

Who should be on your DAM vendor team? 
Your DAM vendor should provide you with direct access to an implementation expert — ideally an onboarding coach or 
other specialist — who will guide you through the process of system setup and launch. Full-service DAM vendors will 
transition you from a short-term implementation expert to an ongoing account manager who serves as the point person 
for your organization’s long-term customer experience. Both teams are accountable for implementation success.

Who should be on your implementation team?

 “I’ve learned that proper delegation will 
actually get you across the finish line a lot 
faster and a lot better than if you try to do 
it all yourself.

– Mike Michonski 
 National Production Director,  
 Total Traffic & Weather Network



Vendor teams should be able to provide you with resources necessary 
to complete the key stages of implementation. For example, Widen takes 
organizations through 12 educational sessions during implementation and 
provides the necessary support material and homework to do.

I  Planning meeting
 Share site and launch goals, learn about each other’s teams, understand 

expectations of the implementation process, and set milestones.

2  Site overview and governance
 Walk through a comprehensive overview of the DAM site and the 

importance of site governance.

3  Security
 Identify and discuss security features in your DAM site and learn how to 

configure site settings.

4  Search structure
 Introduce the different aspects of metadata and rights management and 

how to structure them in your site.

5  Uploading
 Learn different ways to upload digital assets to your DAM site and how to 

complete metadata updates and editing.

6  Asset engagement
 Understand the key ways to interact with your digital assets, including 

searching, ordering, sharing, and embedding.

7  Dashboard
 Walk through the functionality and key elements of your site dashboard, 

including messages and spotlights that help personalize the dashboard 
for your users.

8  User management
 Learn the different ways to create, adjust, and maintain your site’s user 

accounts.

9  Role review and testing
 Test your user roles and hone permissions for different feature sets to 

ensure accuracy before you launch.

I0  Training preparation
 Put what you’ve learned into action by practicing on your software vendor 

first! Assess your admin readiness when you train your onboarding coach 
and prepare for your own user training.

II  Launch preparation
 Create a plan and understand how to monitor your site activity to ensure 

a successful launch, gain early user adoption, and see continued user 
engagement.

I2  Finale and celebration
 Celebrate how the entire process developed, set expectations for the 

next phase with your customer experience manager, and meet the 
expanded DAM team.

Before
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Just like a future vision serves as a 
compass for your business strategy, 
a DAM vision is a compass to guide 
your DAM strategy.

Creating a vision statement for DAM 

It requires vision to align your DAM system with business objectives, and it 
requires strategy to coordinate all the data and people involved in a system 
implementation. That’s where a DAM vision statement comes in.

Before

Tips and tricks

As an example, here’s Widen’s DAM vision statement:

The Widen asset manager (WAM) allows 
users to efficiently use resources to 
support the Widen vision of powering 
the world’s product and marketing 
content across the entire content 
lifecycle, from ideas to analytics. As 
a shared resource and responsibility, 
users will be invested in accurate and 
complete contributions to the WAM. 
The WAM will seamlessly integrate 
with employees’ daily experiences, 
improving customer service and 
contributing to product development.



Key components of the 
implementation process
Now that you’ve done some due diligence 
and asset preparation, you’re ready to start 
the actual implementation process. Here’s 
what your team can expect.

DURING
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Create an implementation schedule with milestones

An overarching schedule with deadlines will ensure your implementation stays on 
track. The best way to map one out is by starting with a date you’d like to launch (or 
go live), then back out milestone deadlines from there.

While some organizations try to go live as soon as possible, others schedule system 
launches to coincide with significant events like tradeshows, conferences, product 
launches, or marketing/sales campaigns.

A typical implementation schedule consists of:

• Project planning

• System setup

• System testing

• User training

• System launch

And milestones of major developments like:

• Assets located and collected

• Naming convention defined

• System structure configured

• Assets uploaded

• Assets tagged with metadata

• Admin and general user training complete

• System launched to a beta group

• Full system launched to all users

Schedules can vary from general to more detailed based on team preference and 
the amount of resources available. When creating your schedule, address the high-
priority areas that demand the most attention first, then phase in less time-sensitive 
areas after.

During
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Review system functionality

Either during or after the creation of your implementation schedule, your 
vendor should share a review of the DAM system’s functionality to get 
everyone on the same page. After all, it may be months or even a year 
since your entire team was shown the system. There could be new features 
or functionality available that could help your business in previously 
unexplored ways. Be sure to ask your vendor about updates.

The system overview is also a good time to address initial questions or get 
clarity about vendor processes.

Structure and configure your site
A key part of site structure is understanding how to configure the different 
features or feature sets that will best achieve the goals you established in 
the Before stage.

As you begin organizing your DAM system, you’ll focus on different aspects 
of metadata and rights management and how to structure them in your site. 
Although these features are embedded functionality in many DAM systems, 
configuring them requires some effort. The good news is that configuration 
isn’t an ongoing task. In most cases, these features can be set up once, 
maintained easily, and adjusted as your business needs change.

In order to customize features or functionality, code needs to be 
changed or rewritten. As a result, many DAM vendors instead support 
configurability so they can deliver universal updates and avoid the costly 
charges associated with custom functionality. Ask your vendor how often 
new feature releases take place and how they approach system updates.

During
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During

Governance is the important act of controlling access to 
your digital assets through varying levels of permissions. 
It ensures that current, approved assets are only accessed 
by people who are authorized to use them.

A great way to get site governance right is by completing 
a governance document, which establishes guidelines and 
processes about how your DAM system will be managed 
and used by internal and external stakeholders.

 Some feature sets used to govern assets include:

• Roles and permissions

• Metadata 

• Rights management

• Security groups

User roles and permission levels allow you to control the 
collaboration, management, and distribution of your digital 
assets. Every user gets a secure login, which authenticates 
them to a role, and a set of permissions. These define who 
has what level of access to which assets and how they can 
interact with them.

For example:

• Should a person be able to upload, download, or  
share assets?

• Should a person be allowed to add or edit metadata?

• Should a person be able to convert assets to different 
formats before accessing them?

In terms of role hierarchy, there are a few levels. Your 
top-level system admins may have full permissions for 
all features, users, and content in your system, while 
your general users may only have access to searching 
and downloading. In between, there could be countless 
sublevel roles, like system admins who have permission 
to upload or add and edit metadata, user admins who can 
oversee other user groups, and other roles that may have 
the ability to embed videos, publish to social networks, 
and build ads or brochures.

Roles and permissions also allow different teams to 
achieve different objectives with DAM, like:

• Your product team can develop training materials for a 
product that doesn’t hit the market until next year

• Your regional sales reps can only access collateral and 
promotions created for them

• Your marketing team can ensure that outdated 
product assets aren’t accessible by your sales teams, 
distributors, and dealers

Examining your user roles and permissions will help 
identify redundancies or holes in your site structure and 
simplify how you manage users during implemenation, 
training, and utilization. 

Establish governance

https://p.widencdn.net/1srfsq/GovernancePlanningDocument
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During

Metadata
Metadata is the language of your DAM system and the key 
to fast, effective search for your assets. Without metadata, 
assets go into hiding, so make sure they’re tagged accurately 
and consistently when they’re uploaded to your site.

Pre-existing metadata
Your assets may already have metadata embedded 
without you even knowing. It could exist in another system, 
be embedded in a folder structure, or be embedded in the 
assets themselves.

If your metadata exists in another system, you can usually 
export it to a CSV or Excel document and import that 
metadata to your new DAM system, but confirm this with 
your vendor first. Many organizations who are new to DAM 
will transition assets using an existing folder structure. 
That structure can be often be repurposed into usable 
metadata.

Metadata can also be embedded in many digital files. IPTC, 
XMP, and Exif are just a few standards that have multiple 
metadata fields embedded in them. Information in these 
fields can often be transferred, or mapped, into your DAM 
site. When planning your metadata structure, remember 
that metadata fields are not only used to populate search 
terms, they also help refine faceted search results.

Here are some considerations when applying or 
extracting metadata:

• How will you approach a filenaming convention? 
Establish guidelines for naming your digital files so 
everyone does it the same way.

• What kind of process do you want to create for 
uploading and tagging assets? Be sure all uploaders 
are trained on this process.

• What different metadata types and fields will you use? 
Should you have different fields for different groups 
of assets? Also, use controlled vocabulary fields with 
discrete values (checkboxes, dropdowns, and palettes) 
wherever possible. This will help standardize metadata 
entry and empower your users with better search 
filters.

Controlled vocabulary fields 
Metadata consistency can easily be achieved with 
controlled vocabulary fields. They can help reference 
faceted search, refined search, and predictive search. For 
example, with controlled vocabulary fields, users can often 
filter by categories, file type, or collections

Controlled vocabulary fields help prevent:

Inconsistent terminology: Is the shoe color steel blue 
or blue gray?

Spelling errors: Is it calendar or calender? (It’s calendar.)

Lost time: Trying to remember what that new term 
leadership wants us to use?

Typical options for controlled vocabulary fields:

Checkbox: A shorter list option to select one 
or more answers

Palette: Ideal for long lists that can have multiple answers

Autocompleter list: Ideal for a long list that has 
one answer

Dropdown list: Ideal for a list with one answer

Work with your team and vendor to determine whether 
or not controlled vocabulary fields are a must for your 
digital assets.

Batch editing
If metadata is not provided, you’ll need to enter it manually, 
which can be tedious. But batch editing makes it go much 
faster than editing assets individually.

By tagging assets in batches, you can identify surface-
level differences and apply them to large groups of assets. 
When you do this during upload, your assets become 
searchable almost instantly.
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During

Rights management
If you have assets that require special management or protection, rights 
management is an important governance piece of your site configuration. 
This could include model or talent images, stock photos with limited usage, or 
proprietary graphics using processes and concepts with copyrights.

Some features that help enforce rights management include:

• Roles and permissions, which determine the interaction between groups 
of assets and users

• Metadata fields, which help organize descriptions of rights information

• Watermarks to visually — or electronically — identify an asset’s owner

• Attached documents to connect important usage information to an asset, 
like photo usage agreements

• Intended use, which requires users to identify how they plan to use an 
asset before they get approval to access

• End-user license agreements

Security groups
Security groups determine which assets your users have permission to view, 
order, edit, or delete and control the security your assets require. System 
admins need to create the security groups, but they can be searched by users.

As you can see, a highly-configurable DAM system will provide a number of 
ways to govern your assets. Governance helps users engage with only those 
assets they need and, over time, creates greater brand consistency. 
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During

 A DAM system administrator, or system admin, is the 
person who will manage your system before, during, and 
after implementation. Consider them as gatekeepers who 
should understand all features of your system — things 
like updating configurations and creating additional ones, 
managing site security and access, and reviewing system 
analytics. Because there are so many activities to manage, 
this role requires unique skills like cataloging, user 
experience research, and change management.

Who makes a good DAM system admin?
Assign someone to this role who understands your 
organization, culture, and the technology. They need 
to make the system work, engage users, and keep the 
organization focused on the long-term benefits of DAM. 
Many times, this is someone who already works within 
your organization. But with the right personality, skill set, 
and motivation, an outside person who’s tech savvy can 
also make a great system admin.

What does a DAM system admin do?
The responsibilities of a DAM system admin go beyond 
creating metadata fields. Organizations need to see the 
DAM admin role as a strategic one that spans chaos-prone 
areas like:

Planning: Manage the content lifecycle for digital assets 
through strategic and agile macro-and micro-level 
planning

Governance: Build a framework and guidebook for your 
DAM system and users that aligns and evolves with the 
goals and priorities of your organization

Branding: Ensure that digital assets resonate with current 
and potential customers and that your DAM users have 
access to high-performing, on-brand content

Vision execution: Make unbiased assessments about 
content based on your company’s goals, mission, and 
needs

Team building and engagement: Proactively inspire 
change, advocacy, and cross-organization support, 
including at the executive level, for DAM

To do this, a DAM admin must be a champion, listener, 
mentor, liaison, and strategic thinker.

The importance of a dedicated system admin
While it’s tempting to divide DAM responsibilities among 
individuals, your DAM solution and the intelligence behind 
it are powerful. Only a human can creatively problem solve 
and fine-tune your DAM system to meet the changing 
needs of your business and users.

Widen recently conducted a survey with our customers to 
learn if there’s a connection between the time allocated to 
system administration and the overall success of DAM. The 
results were telling.

Organizations with a dedicated system admin who spent 
more than 50% of their time on DAM saw a greater return 
on investment (ROI) from their DAM and content efforts 
than those with a system admin that spent less than 20% 
of their time on DAM.

Time allocation ranged across Widen customers.

• 62% of system admins dedicated less than 25% of  
their time

• 18% of system admins dedicated 25% to 49% of  
their time

• 20% of system admins dedicated more than 50% of 
their time

Organizations with a dedicated admin also saw distinct 
user benefits.

• 65% more people use their DAM system

• Users have access to 200% more assets

• People use twice the amount of digital assets

The system admin is a critical role for implementation 
success and beyond. Ask your vendor how they plan to 
support your system admin’s role.

Choose a DAM system admin

https://www.widen.com/blog/what-leadership-wants-to-know-about-dam-and-content-performance
https://www.widen.com/blog/dam-roi-the-business-case-for-dam
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Train system admins and users 

Good training is a major driver for positive DAM ROI. Your system admin will 
likely need the most training because they oversee your system.

The visitors accessing, creating, and publishing content — whether they’re 
graphic artists, photographers, agencies, sales teams, dealers, or video 
editors — will need to learn your process for searching and downloading 
assets. In case they need to upload assets, you may also want to train them 
how to upload and tag assets.

There are different training tactics used by different vendors, including:

• Live webinars led by your account representative or onboarding coach

• Recorded training videos

• In-person training sessions

• Online training modules

• Online knowledge base of how-to articles

Vendors handle training differently. Some may conduct training throughout 
implementation, others may train the trainer, and some may only train 
people at the end of implementation. Ask your vendor what kind of training 
is included with your subscription and what is above and beyond so you can 
budget accordingly. Training leads to user engagement, user engagement 
leads to site use, and site use leads to the best possible ROI for DAM.

During
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During

It’s important to think about how to approach your system 
launch. There are typically three paths organizations take, 
again, depending on their business goals for DAM.

I  A soft launch to a pilot group before launching to all users

2  A phased launch to cumulative groups of users over the 
course of many months

3  A hard launch to all users at once

Soft launch to a pilot group
A soft launch is a great way to explore the usability of your 
DAM site, for a limited amount of time, with a small group 
of five to six people. These people should be power users 
and come from different internal teams (like marketing, 
creative, and IT, for example). We suggest open-minded 
people with good communication skills. 

During your pilot, provide clear direction and a series 
of tasks for test users to complete — like searching for 
specific assets, downloading assets in a certain format, 
and sharing a popular group of assets. When they’ve 
completed the tasks, ask them to share detailed feedback 
with you about their experience.

A typical pilot group runs about four to 12 weeks. The key 
benefit of a soft launch is doing a test drive of your site and 
making any necessary changes before you open it to your 
entire user base.

Phased launch to cumulative groups of users
A phased launch is also a great way to test the usability 
of your site. This is generally the launch of choice for 
organizations that have one internal group in need of the 
DAM site before others. 

For example, your organization may have recently gone 
through a rebrand. If this is the case, your marketing team 
may urgently need to curate and distribute groups of new 
brand assets to your sales reps, distributors, and dealers 
around the world. In this case, your marketing team would 
be the test group and would provide input on what site 
configurations need adjusting. After one group starts using 
the system, you can open it to other groups as needed. 
Onboarding and training can also be managed in a more 
controlled manner with a phased launch.

Hard launch to all of your users
Then there’s the hard launch. This approach is the most 
difficult to manage, but sometimes the most effective, too. 
If your organization is incredibly organized, you’re aware 
of where your assets are hiding, and you have people and 
time to dedicate to the core components of a site launch, 
then this could be a great path for you.

A hard launch is usually driven by an event with an 
unchanging deadline or a strong business need to get 
assets under control. The system admin is incredibly 
important in a hard launch, as they will orchestrate most of 
the moving parts.

Regardless of which launch path you choose, you should 
create a communication plan to announce your new 
DAM system to stakeholders. This includes messaging 
and tactics that promote the value of DAM, boosting 
user enthusiasm, and driving user engagement. Both 
messaging and tactics should focus on how their work will 
benefit from DAM.

Here are some sample benefit-focused messages  
for users:

• Making it easier to find the assets people need to get 
work done

• Instilling confidence that people have the final version

• Delivering global brand consistency and brand control

• Increasing productivity across teams

• Providing visibility of content across teams and locations

• Preventing the rework of layouts that use unapproved 
images

• Eliminating the risk of asset loss and recreation

• Reallocating time saved looking for assets to things 
people want to work on

And here are some examples of promotional tactics:

• Email campaigns segmented by stakeholder group

• Slack channels with embed codes to your DAM system

• A chachki or fun piece to engage people around 
the concepts core to DAM (search, share, manage, 
organize, analyze)

• Branded training videos

• Town hall meetings

• Lunch and learns

Determine a launch approach
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During

Look at implementation outcomes

How will you know that your site implementation has been a success? After 
about six months, there will be some telltale signs that things are going well. 

User engagement — Look at your site analytics for valuable data:

• Are people using the system?

• How many people are logging in to the system and from which teams?

• How many uploads and downloads are taking place each month?

• Is a helpful amount of metadata being added to your assets for optimized 
searchability?

• What terms are people searching for most?

Goal validation — Are the goals you defined for DAM being met? Interview 
your system power users to understand:

• Does the DAM system do what it said?

• Is it meeting the expectations they had for DAM?

• Is the DAM system helping the workflow priorities they identified during 
your planning process?

• What do they value most about the DAM system now that they’ve been 
using it for six months? What’s missing?

Vision statement — Go back to your vision statement to determine:

• Is your DAM vision being actualized? If not, tweak your plan to make your 
vision statements more meaningful.

Take advantage of the resources 
available from Widen about the core 
concepts of DAM, like governance, 
metadata, taxonomies, and roles 
and permissions.

Tips and tricks



Keeping your DAM system 
functional and usable 
Once your DAM site is up and running, it’s time 
to begin taking care of it. Through continual 
site maintenance, audits, training, and user 
engagement tactics, you can help ensure that 
your DAM goals are met, year after year.

AFTER
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After

Continual and consistent maintenance is the key to having 
assets that are current and accessible. Maintenance 
generally consists of:

• Reviewing asset metadata to confirm it is complete and 
relevant

• Archiving or exipring assets that should no longer be 
 used (perhaps because they are off-brand, the product 
is no longer offered, etc.)

• Deleting assets that are redundant, in keeping with 
criteria in your governance document

Outlining what to focus on weekly, monthly, quarterly, 
and annually can make maintenance more manageable 
— and help ensure that important tasks are receiving the 
appropriate level of attention.

Regularly monitoring usage data through your DAM 
analytics can support your maintenance decisions. For 
example, knowing which assets your users prefer can 
inform the focus of future photoshoots and other marketing 
strategies.

There are many tasks that should be completed regularly. 
The following outline offers a baseline approach to site 
maintenance that can be adjusted or expanded according 
to your governance plan and DAM strategy.

Weekly

• Check uploads for empty metadata fields and  
duplicate files

• Monitor the DAM system alerts to identify areas of 
concern (for example, assets without categories)

• Review new login requests

• Keep an eye on recent upload/download activity to 
understand who is doing what

• Offer user training. If users are simply searching and 
downloading, a video tutorial may meet their needs.

• Users who need to upload and edit will likely benefit 
from an in-person or live webinar training

Monthly

• Send regular, concise emails to users — perhaps 
monthly — that keep them up-to-date on new content 
and features. Many of our best admins also send out 
a “tips and tricks” email that is nothing new in the 
system, just reminders of how to best use it.

• Leverage analytics tools or reporting tools provided 
within your DAM. For example, the Widen Insights app 
can help you determine how the system is performing. 
These types of tools allow you to provide data to 
communicate to your leadership teams to prove the 
ROI of your DAM.

• Review and delete inactive users

Quarterly

• Solicit feedback from users with a survey, meeting, or 
desk visit

• Use the admin tools provided in your DAM to review 
permissions and security groups

• Refresh the login page when users log in or the landing 
page that users first see in the DAM to keep these 
areas new and interesting

• Ensure you are deleting or expiring assets that are not 
relevant to your user

Annually

• Review standards and store them in the DAM system as 
a resource for users. Include information on filenames, 
abbreviations, keywords, expiration dates, etc.

• Review that governance policies are up-to-date to 
ensure a smooth knowledge transfer if the DAM admin 
changes

Ongoing site maintenance
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After

It’s good to get a feel for everything 
in your system, especially if you’re a 
new admin or weren’t part of the initial 
implementation, but that’s not always 
possible. So, if you can only take one 
asset type or section at a time, start 
with that. It can make your audit feel 
more manageable and your goals 
more attainable.

Tips and tricks

Site audit and refresh

If your DAM system is starting to feel messy or cluttered, a 
cleanup might be in order. A site audit is a larger endeavor 
than maintenance tasks and aims to make a DAM system 
operate more effectively.

An audit should start by identifying the problems or issues 
that need to be addressed – and there can be many! Are 
your users having difficulty finding what they need? Are 
they mistakenly downloading assets that are outdated or 
off-brand? Are unused assets inflating storage costs, or are 
you increasingly uncertain how to best categorize or tag new 
assets? Maybe you’ve implemented new brand guidelines 
or need to make adjustments in light of a company 
restructuring. Or, perhaps, it’s just been a heck of a long time 
since you’ve done a full inspection of your site.

Whatever the reason, an audit will encompass 
a variety of tasks: 
Asset analysis: Although it may be time consuming, a 
sitewide audit entails inspecting every asset to confirm if it 
should be archived, deleted, or needs metadata changes. If 
you don’t have an archiving policy, now would be an ideal 
time to draft one! Unused, active assets clutter your site and 
make it harder for users to find what they need.

Site structure: Take a step back to evaluate your site 
structure for intuitiveness, organizational alignment, and 
simplicity. Do your categories really makes sense to your 
users?

Security: Your DAM system is in place to keep your assets 
secure, so take time to make sure they are! As part of a 
security inspection, review all of your roles and asset groups. 
Are they all still relevant and necessary? Do users have 
access to what they should? Set up a test user to review your 
permission settings and confirm that everything is acting as 
it should. 

After you’ve conducted your audit, refer back to your original 
goal(s) and plot your DAM site audit roadmap. Whether 
you’re working toward a DAM cleanup, site optimization, or 
ingesting new assets, you can now make an informed plan.



After

Assign a DAM admin before you 
start your implementation process 
so your team knows the DAM 
gatekeeper and so they can own 
the system from the get-go.

Tips and tricks

Ongoing training

As new technology and tools are available to enhance or optimize your 
DAM system, you will need to inspire, train, retrain, and continually educate 
colleagues about the benefits of adopting new ways of doing things. Be 
creative and varied in your approach by offering video tutorials, user guides, 
one-on-one sessions, or group workshops. After all, all of your DAM users will 
contribute to the overall success of your DAM system.

User engagement and adoption

Definitive data on how users are engaging with your site can quickly show 
where you should focus your user engagement efforts. Here are some 
questions you should ask on a regular basis:

How many users are in your system? While there’s no “right” number of users 
for a system, you do need to be aware of the number of accounts available 
under your subscription. Users who are not active could be an unnecessary 
expense or prevent others from accessing DAM system.

When was the last time each user logged in? Even if you have unlimited users, 
it’s good to scrub your user list to keep your system up-to-date. You could 
consider deleting users who haven’t logged into the site in over 12 months. 
And be sure to immediately remove employees that have left the company, as 
they will still have access if they remember their login credentials. 

Who are your top uploaders/downloaders? Know who your power users are! 
They can provide valuable feedback that can identify change opportunities or 
inform your maintenance strategies.

User engagement can also be bolstered by clear and effective promotion. 
Continually reminding your users that your site is the tool of choice for finding, 
downloading, and sharing your company’s assets will make sure that your 
brand is represented as you intended.
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Conclusion

Although no two DAM implementations are the 
same, they all require teamwork. We hope the 
proven strategies and best practices outlined 
in this playbook will support your planning 
before, during, and after the launch of your 
DAM system. And never hesitate to reach out 
to anyone at Widen for guidance, tools, or 
resources to help maximize the value of your 
DAM investment.

marketing@widen.com 
800.444.2828
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About Widen, an Acquia company 
Widen helps brands deliver content with confidence. Widen’s cloud-
based DAM and PIM software simplifies how content is organized, 
accessed, and delivered across digital experiences. Trusted by more 
than 700 companies and one million users, Widen customers include 
Dyson, New Balance, Crayola, and Hootsuite.

About Acquia 
Acquia empowers the world’s most ambitious brands to create 
digital customer experiences that matter. With open source Drupal 
at its core, the Acquia Digital Experience Platform (DXP) enables 
marketers, developers and IT operations teams at thousands of 
global organizations to rapidly compose and deploy digital products 
and services that engage customers, enhance conversions and help 
businesses stand out. Learn more at acquia.com.

Contact 
Visit widen.com/free-trial to get your free guest pass or contact an 
advisor at widen.com/request-demo to request a demo today.

Acquia 
53 State St 
Boston, MA 02109 
www.acquia.com

http://www.acquia.com
http://www.widen.com/free-trial
https://www.widen.com/request-demo
http://www.acquia.com

