
Digital Asset Management:  
Enabling Visual Storytelling
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of social media 
posts contain 
images or video

of consumers 
want to see more 
video content

 People retain information 
from infographics 3x 
better than text alone

Introduction

From the cave paintings 
of Lascaux to the 
Blombos etchings 
of South Africa, the 
oldest known human 
communications have 
been visual. Fast-forward 
about 75,000 years, while 
our delivery methods 
have evolved significantly, 
human psychology 
hasn’t changed much. 
People still want visual 
communications.

In the 1980s and 1990s, brands created digital images primarily to be easily 
shared across distances, then printed and deployed as needed. “Digital” was 
more a means of conveyance than an actual destination or channel itself.
 
Today, that’s all changed. 4 billion people – over half the world’s population – 
are connected to the internet. 3.4 billion access the internet via mobile devices1. 
From work to play, we live in a digital world. The internet is the foundation upon 
which we work, communicate and shop.

43% 
3x 74%
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Since your audience lives on the internet now and demands visual stories, 
your media library must meet this demand. Managing a growing media library 
requires a central hub from which teams can search and browse all digital 
assets, tag and organize files, manipulate and distribute assets, and track 
performance.

This central hub needs to be powerful and easy-to-use, enabling your 
organization to scale rapidly, without encountering bottlenecks that delay 
your time to market. 
 
That’s why a digital asset management (DAM) solution is so critical, and why 
choosing the right digital asset management solution can be the difference 
between creating compelling, engaging experiences and stories for your 
customers, and slogging through workflow inefficiencies.

INTRODUCTION
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The 
Importance 
of Visual 
Storytelling

People are visual creatures. It’s the 
way we’re wired, from our memory 
to our emotional responses. We 
understand text. But we connect 
with images.
 
For companies and organizations, 
understanding this reality is critical.
 
When it comes to modern content 
marketing, your brand is more than 
just a product. It is a visual “lifestyle.” 
In addition to consumer reviews, 
catchy text copy, and guarantees 
of satisfaction, the imagery you 
carefully curate establishes your 
brand’s identity in the minds of
your audience.
 

What’s more, your imagery is far 
more likely to leave a long-term, 
lasting impression that resonates 
with consumers’ memories long 
after they’ve clicked away from
your content.

We understand 
text. But we 
connect with 
images.
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Why Visual Storytelling Matters

Consumers are 40x more 
likely to share visual content 
with fellow influencers on 
social media.

90% of the information our 
brains process is visual, 
due to the dominance of 
sight as a human sense.

The average 
consumer retains 
80% of what they 
see, versus just 20% 
of what they read.

80%

20% 

The human brain processes 
visual imagery 60,000x faster 
than text, conveying your 
message clearly and quickly in 
increasingly crowded markets.

Visual content 
receives on average 
94% more total views 
than text alone.

94% 

If you want to cut through the noise of the marketplace and claim your valuable real estate in the 
memories of consumers, there is just no method more effective than visual communication.

1. FastCompany.com, “Why We’re More Likely to Remember Content With Images and Video”.

https://www.fastcompany.com/3035856/why-were-more-likely-to-remember-content-with-images-and-video-infogr
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Creating 
Connections 
and Driving 
Engagement

The consumer’s journey is often 
a long and protracted one. From 
discovery, to research, to interaction, 
there are many steps that lead 
them to you.
 
Your organization needs unique 
visual content that speaks to 
the consumer’s specific needs, 
concerns, and interests at each 
unique point in their journey. 
What resonates with them at the 
earlier stages of their journey will 
be extremely different from what 
connects with them at later stages, 
and vice versa.

For example, take a consumer who 
has just begun considering buying 
outdoor recreation equipment, 
like camping gear. To encourage 
them to take that first step over the 
threshold, your brand needs visual 
imagery that promotes the benefits 
of a general outdoor lifestyle. 

Your organization needs 
unique visual content that 
speaks to the consumer’s 
specific needs, concerns, and 
interests at each unique point 
in their journey.

camping gear
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Verdant forests, serene 
campgrounds, and joyful families 
all fit the bill well and tell your 
consumer, “Wouldn’t you like to 
enjoy this lifestyle and all it has 
to offer, too?”

2. Access Development. “2018 Customer Engagement and Loyalty Statistics.”

their search and decided that what 
they really want is a high-quality 
camping chair to make outdoor 
recreation portable and convenient, 
your brand should employ images 
of the product itself as it enables 
smiling campers to relax after a 
hard day of hiking and enjoying the 
camaraderie of sitting around the 
campfire together in their stylish and 
comfortable chairs.

Later in their journey, however, when 
your consumer has narrowed down 

Further, this kind of personalized 
consumer experience dramatically 
improves engagement and consumer 
loyalty. Modern consumers will give 
preference to brands that offer them 
personalized experiences.

https://blog.accessdevelopment.com/2018-customer-loyalty-statistics
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more, 79% of consumers stated 
that dissatisfaction with a website’s 
performance is enough to keep 
them from engaging with that  
site again.3

With consumer engagement rising 
rapidly across all channels thanks 
to mobile, and the Internet of Things 
(IoT) adding new and different 
devices to the mix every day, a 
well-executed and personalized 
experience requires brands to 
optimize their visual content for 
consumption across every device 
and channel.

Optimization: 
Turning Potential 
Into Value
Personalized, visual consumer 
experiences are valuable, but 
only if they are well-executed 
and optimized for consumer 
consumption. They need to display 
smoothly and with optimized file 
format, size, resolution, and quality, 
quickly and across all channels.

This isn’t abstract reasoning: it’s 
very real for brands. A 1-second 
delay in web page loading time, 
caused by poor digital asset 
optimization, results in an 11% 
reduction in page views and a 7% 
reduction in conversions. What’s 

From load speed optimization to 
responsive viewing experiences, 
offering a compelling visual story 
requires more than just a good idea.

3. HubSpot.com. “How Page Load Time Affects Conversion Rates”.
4. NewGenApps.com. “13 IoT Statistics Defining the Future of Internet of Things”.

53% of mobile users 
abandon sites that take longer 
than 3 seconds to load.

5 seconds 
Mobile sites that loaded in 
5 seconds earned almost 
double the revenue of sites 
that took 19 seconds.

1 second 
delay in page load leads to an 
11% decrease in page views.

https://blog.hubspot.com/marketing/page-load-time-conversion-rates
https://www.newgenapps.com/blog/iot-statistics-internet-of-things-future-research-data
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The timeline of visual 
communications is a long and 
fascinating one, from those Lascaux 
cave paintings to modern video.

Fast-forward several thousand years 
from cave paintings, where minimal 
innovation occurred over a very, 
very long time, to the invention of 
computing and the Internet.

Digital Media: 
A Timeline of Growth

The 
Progression 
of Digital 
Media and 
Assets

1960

1980

1990

2010+

Analog computing uses 
mechanical processes to 
perform basic calculations.

Digital images allowed 
image files to be shared 
across great distances 
and printed for distribution.

The rise of the Internet 
created primitive web 
pages where digital 
images could be hosted.

Today, digital asset 
management (DAM) is 
a core competency of 
digital marketing, demand 
generation, and engagement.
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Digital Media: A New Reality

In the late 1990s, thanks to the rise of the internet, the way we distribute 
digital content evolved rapidly.
 
As the internet began to emerge as both a central hub for information 
about anything under the sun, as well as an up-and-coming tool for 
e-commerce, the importance of digital media assets grew.
 
Take many of the websites we think of today as some of the finest 
examples of digital media deployment. They looked very different when 
they first launched.

Only with the rise of efficient digital asset management did they become 
the visually compelling cultural staples we know today.
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Facebook, which today hosts an average of 300 
million new photos and videos per day, launched as 
a text-based site. Look how much less compelling, 
attractive, and dynamic it was back then.

Then: Then:

Now: Now:

We want visual stories. And those brands that can give them to us in ways that are intuitive, simple, and attractive 
stand poised to endure and grow as the digital media revolution continues.

Even YouTube, perhaps the most famous disruptor of 
digital content consumption in history, began as a text-
heavy, difficult-to-navigate, and forgettable portal.
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Major 
Trends and 
Challenges 
in Digital 
Experience

As we’ve examined in previous 
chapters, digital media and the 
importance of compelling, optimized 
digital assets are on the rise.
 
As a result, many brands are 
encountering some of the same 
trends, and the challenges of 
responding to those trends, 
over and over.
 
So let’s take a look at what they are, 
and the challenges they create.

Better Customer 
Experiences 
Require More 
Digital Assets

Visual storytelling has become 
absolutely central to a superior 
customer experience.
 

That’s a good thing, on the surface. 
It allows brands to tell more of their 
unique story, and more creatively 
articulate the value props and 
brand insights that set them apart 
from the competition in a crowded 
marketplace.
 
But to compete in this arena, brands 
must create more digital assets 
than ever before to support these 
personalized customer journeys, 
and must deliver them in highly 
efficient and optimized ways to truly 
capitalize on their value.

Visual storytelling 
has become 
absolutely central 
to a superior 
customer 
experience.
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And that’s the challenge: with added 
scale comes added complexity.

With more assets being created, 
brands have dramatically more 
assets to manage effectively. 
Optimizing images for use as 
banners versus thumbnails, making 
videos responsive on different 
devices, choosing resolutions to 
optimize performance without 
losing visible quality – all of these 
considerations must be managed. 
Plus, more targeting of ads for 
specific purposes further ratchets 
up the importance of simple asset 
management. As more brands 
need to keep close track of version 
control, storage, and management 
of each individual asset and all its 
derivatives, the need for very 
clean organization becomes 
readily apparent.

75% of the average web 
payload now consists of 
images and videos, with 
only the remaining 25% 
comprised of fonts, CSS, 
HTML, and scripts.
What’s more, the average 
web page size has 
increased by 85% since 
2015, from 1944 kilobytes 
to 3588 kilobytes.

 25%

 75%
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But it’s more than that. Asset 
workflows now touch more teams 
and stakeholders than ever before. 
From the creative teams designing 
the assets to the marketing teams 
requesting, reviewing, approving, 
and managing the assets, to the 
development teams optimizing and 
delivering the assets to end users, 
brands need a single source of 
truth to ensure the right message is 
reaching their audience.

A good DAM solution should be 
easy-to-use for all teams, from 
developers to marketing teams. 
Marketers should be able to locate 
an asset easily and manage it 
for their specific needs, quickly 
manipulating it to their liking so it 
can be used as a banner, 
thumbnail, header image, etc. 

Then, at the guidance of marketing’s 
needs, the technical team should be 
able to easily optimize the asset for 
delivery across marketing’s preferred 
channels. These optimizations could 
be finding the right file format or 
adjusting the image quality for fast 
mobile loading.

Usage and 
Performance 
Tracking to Drive 
Decisions

Knowledge is power, and in 
the twenty-first century, data is 
knowledge.
 
It’s no longer enough to “take your 
best guess” and throw assets at 
a wall, seeing what sticks. Savvy 

brands need to measure the 
effectiveness of their digital assets, 
so they can focus on the ones 
that offer the greatest return on 
investment, and reduce costs by 
changing or cutting those that don’t.

“The dialogue of 
managing these assets 
is that we know where 
it’s used and how it’s 
consumed - and we get 
that data back.” 
 
- David H. Lispey,  
Global Chair of the  
Henry Stewart Conferences
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But that creates a challenge:
how do you track the performance 
of your assets with so many 
different versions and files of the 
same core asset?
 
Without a robust digital asset 
management solution, it can be 
almost impossible to know which 
are working and which aren’t.

Increased 
Adoption of Video 
Storytelling
As rapidly as visual storytelling is 
growing, the emergence of video 
storytelling as a preferred asset 
class is even more impressive.

In fact, 4x as many people prefer 
to watch a video about a product 

than read about it. We like to be 
entertained. We like to be told a 
story. And video is a timeless way to 
do that effectively.

Take Volkswagen’s “America” video 
for its new 2018 Atlas SUV. It hardly 
harps upon the product at all, but 
uses a visual story of a family’s road 
trip to help the audience imagine 
how idyllic their lives could be with 
an Atlas SUV.

4x as many 
people prefer 
to watch a 
video about a 
product than 
read about it.

4x

x

https://youtu.be/xVkv0NCHi5s
https://youtu.be/xVkv0NCHi5s
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Or Nike’s new “Nothing Beats A 
Londoner” video, which cleverly uses 
video to convey a gritty and athletic 
mash-up of all the sights, sounds, 
and personalities that make London 
so culturally valuable to Nike. It’s not 
about the shoes; it never is. It’s about 
the story.
 
These videos, specifically, boast 
enormously high production values, 
and likely budgets to match.
 
And that’s the challenge: once 
you’ve invested in video production, 
how do you quickly and efficiently 
optimize the format, size, 

resolution, and quality of all these 
videos for deployment across 
multiple devices and browsers?
 
Those videos need to adapt to 
the viewing context, with optimal 
format, and resolution, without any 
visual degradation, quickly enough 
to respond rapidly to shifting 
customer demands and changing 
trends (like new display devices).
 
All of this is to say the following: 
the rapid adoption of visual 
storytelling has numerous benefits 
to brands, if brands can overcome 
the challenges in execution that 
lie ahead.

https://www.independent.co.uk/video/News/nike-advert-watch-new-skepta-michael-dapaah-big-shaq-rio-ferdinand-video-harry-kane-nothing-beats-a-a8202981.html
https://www.independent.co.uk/video/News/nike-advert-watch-new-skepta-michael-dapaah-big-shaq-rio-ferdinand-video-harry-kane-nothing-beats-a-a8202981.html
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Rethinking 
Digital Asset 
Management

The rise of visual storytelling 
has created new and 
heightened challenges. 
More videos and images, 
delivered across more 
channels, requires new 
approaches and technologies 
to support greater efficiencies 
and improved customer 
experiences.
 

Modern Experiences Require 
a Modern Approach

At its core, DAM offers an effective 
solution for brands to organize, 
store, search, share, and deploy 
digital files. It should provide an 
easy-to-use, centralized digital 
“library” for peers, employees, 
clients, contractors, and other key 
stakeholders to have controlled 
access to your brand’s images, 
photos, video, audio, and more.
 
It should enable workflow efficiency, 
as well as streamline and track the 
approval process. It should make it 
easy to access and search archived 
and backup versions, and it should 
track usage and interaction.

In the late 1980s and early 1990s, 
digital assets for advertising, 
marketing, and branding would be 
created, then saved to an actual, 
physical disk. The disk would 
then be passed around the office 
from team to team, stakeholder to 
stakeholder, either by hand or by 
mail. DAM was effectively just 
file-sharing.
 
But as time passed and digital 
media grew more mature, with 
more assets and the rise of visual 
storytelling, this simple file structure 
wasn’t enough. Companies needed 
more information about their assets 
to better manage them: which 
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derived versions were in use, who 
was sharing and accessing them, 
which resolution and file format they 
were delivered in, and, eventually, 
how well the assets were actually 
performing from a marketing 
perspective.
 
Today, modern DAM solutions 
should be fully end-to-end, 
encompassing the entire 
creation, storage, categorization,  
manipulation, optimization, approval, 
search and delivery of each asset.  
It also ought to enable workflow 
efficiencies powered by robust A.I., 
saving time and effort over the 
manual processes, making valuable 
asset delivery possible at scale.
 
What’s more, it should make your 
media library searchable with auto-

tagging, your assets automatically 
adjustable for resolution, file format, 
and delivery device, and it should 
be simple enough for all teams that 
need to use it.

Modern DAM solutions 
should be fully end-to-
end, encompassing 
the entire creation, 
storage, categorization, 
manipulation, optimization, 
approval, search, and 
delivery of each asset.
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How Digital 
Asset 
Management 
Solutions 
Should Enable 
Teams

Brands looking to offer 
compelling, personalized 
customer experiences 
through visual storytelling 
need a DAM solution.
 
But with so many choices 
on the market, and so many 
different types and levels of 
functionality, what should 
they be looking for?

Upload and 
Collaborate

Manage 
and Organize

Forget internal servers and a million 
iterations of the same file saved 
on your computer as “Version 1,” 
“Version 2,” and “Version 3,” all the 
way to “Version 147.”
 
A modern DAM solution should be 
cloud-based to allow for one central 
storage hub that can be accessed 
by all necessary stakeholders, 
whether they’re in your office or 
they work remotely (as more and 
more creative and marketing 
personnel do).
  
It should also integrate with your 
existing workflows and systems, 
so your teams can keep working 
in the same applications they 

already know, love, and live in, to 
boost adoption. From content 
management systems (CMS) to 
product information management 
systems (PIM) and any other tools in 
between, your DAM should include 
robust APIs that make integration 
a snap if a predefined integration 
doesn’t already exist.

Your digital asset management 
solution should help, well, manage 
your assets. It should provide 
a single source of truth on the 
status of each and every asset, so 
everyone can find what is available 
and understand the current realities 
surrounding each campaign.
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Using metadata, your DAM solution 
should organize your assets in a 
way that makes it easy to search, 
browse, and find exactly what you 
need. This includes A.I.-enabled 
auto-tagging, which should use 
powerful algorithms to automatically 
suggest tags for all your assets, 
providing consistent tagging 
categories across assets and saving 
your team massive amounts of time 
and effort. 

Additionally, it should streamline 
your approval workflows, making 
review and approval of assets for 
version and quality control a snap, 
with live status reports on where 
each asset currently stands.
 
It should also give you the flexibility 
to easily manage rights and access 
control, so partners, vendors, and 

internal teams get only the access 
you want them to have, and none 
that you don’t.

Manipulate, Optimize, 
and Deliver
Each asset has a different intended 
audience, use, and channel to be 
delivered and published on.

 
That’s why it’s so critical that your 
DAM solution includes easy-to-use 
capabilities and functionalities that 
allow you to quickly resize and crop 
your assets to optimize them for 
different layouts and devices.
 
You should also be able to add image 
overlays, watermarks, and text as 
needed, depending on the target
audience for each campaign. 
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Plus, it should feature an easy-to-use 
interface, so creative and marketing 
teams can manipulate the assets 
to their needs without needing to 
wait for the development or 
technical team.
 
Of course, different channels handle 
different payloads better. That’s 
why a robust DAM solution should 
make it easy to optimize each asset, 
especially data-dense videos, for 
format, resolution, and file size – 
without sacrificing visual quality.
 
Then, when you’re ready to publish, 
a modern DAM solution should 
turnkey the process across all your 
different channels, and ensure 
proper and optimized delivery 
to each, especially in today’s 
omnichannel, mobile-enabled world.

Of course, optimization is great. But 
if you don’t know what’s working and 
why, you can’t identify which assets 
are generating the greatest ROI, and 
which are resonating most with your 
audience.
 
That’s why usage and performance 
tracking are important prerequisites 
for any modern DAM solution. Not 
only that, but your solution of choice 
should be able to link, aggregate, 
and analyze the performance of 
all versions of the same asset, 
giving you a clearer and much more 
complete picture of what your 
audience likes.
 

Track 
Performance and 
Test Engagement

And if you aren’t sure which 
version to use? Your DAM solution 
should easily support A/B testing, 
making it quick and easy to deliver 
each version to a portion of your 
audience, then roll out the winning 
version with confidence that you’ve 
chosen the best asset.

If you don’t know 
what’s working  
and why, you can’t  
identify which assets
are generating the 
greatest ROI, and which 
are resonating most with 
your audience.
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Epilogue
“The struggle is real! No content team is immune to the increasing complexities of asset management – in the past 
few years we’ve gone from a straw to a firehose. This presents some pretty significant business challenges and most 
days can feel like an uphill battle to stay on top of all the moving parts. From personal experience, it’s made even 
more difficult when trying to manage vast volumes of content within a legacy system that simply doesn’t offer the 
flexibly, intelligence or configurability necessary. The common response often leads to time-consuming, resource-
heavy platform customizations that only remain in place until the next major software upgrade at which point they 
have a very real chance of breaking, resulting in further development costs and delays.  

Thankfully we are starting to see improvements in the DAM space – more flexible, lighter weight solutions allowing 
groups more autonomy to configure and automate platforms to better orchestrate content for optimal organization, 
identification, storage retrieval and distribution. 

Platforms offering AI services to automate tagging and workflows are quickly becoming table stakes. Good news for 
busy content teams who simply don’t have time to be adding manual descriptive metadata, but critical to ensuring 
assets don’t fall into the archival black hole. We recently leveraged this in our business and very quickly saw an 
uptick in user adoption as teams were able to retrieve, repurpose and share content much more easily.

DAM platforms are also starting to support content production to create a more centralized environment. Making 
use of workflows to push assets to the next approval or development phase while prompting users to provide vital 
metadata along the way. Fundamentally, pushing digital asset management beyond basic archiving and bringing 
users into a platform to aid in production and distribution – a more cohesive asset supply chain.”

Rachel Di Salle
Senior Manager, Content Governance
Rogers Media
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Summary While the digital world continues to evolve and change, one thing that 
won’t is the fact that people love visual stories. To connect with them, 
brands will need to continue creating digital assets.

To date, digital assets like audio files, images, infographics, videos, and 
more have driven the need for end-to-end digital asset management 
(DAM) solutions.

But looking to the future, with new and exciting visual engagement 
trends like augmented reality (AR) and virtual reality (VR) on the rise – 
and those particular media being extraordinarily data-dense and in need 
of very specific formatting requirements – the need for streamlined, 
optimized digital asset management is only going to grow.

We may not be able to predict the future, but we do know one thing: 
it will continue to become more and more visual, and brands who can 
adapt to and efficiently capitalize on it stand poised to win over wider 
audiences than ever before.

Learn More

https://cloudinary.com/solutions/digital_asset_management?utm_source=DAM_eBook&utm_medium=content&utm_campaign=DAM&utm_content=DAM_Enabling_Visual_Storytelling


About Cloudinary
Cloudinary provides an end-to-end, cloud-based media full-stack solution for the world’s top 
brands. With offices in the US, UK and Israel, Cloudinary has quickly become the de facto solution 
for web developers and marketers at major companies around the world to streamline digital 
asset management, and deliver an optimal end user experience. Cloudinary has more than 5,000 
customers worldwide, including AMC, Answers.com, Bleacher Report, Conde Nast, DoorDash, 
Fairfax Media, Forbes, Gizmodo, GrubHub, Hinge, Indiegogo, Lululemon Athletica, Outbrain,  
Stitch Fix, Under Armour, Whole Foods Market, and many others.

The Cloudinary Digital Asset Management Solution is available for free.  
Sign up at www.cloudinary.com.

File 
Upload

Cloud 
Storage

Asset 
Administration

Image & Video 
Manipulation

Fast 
Delivery

https://cloudinary.com/?utm_source=DAM_eBook&utm_medium=content&utm_campaign=DAM&utm_content=DAM_Enabling_Visual_Storytelling


For more information about the Cloudinary Digital Asset Management solution,  
visit us at  https://cloudinary.com/solutions/digital_asset_management or request a demo.

Cloudinary integrates with a robust partner ecosystem to suit  
all your Digital Asset Management needs.

https://cloudinary.com/solutions/digital_asset_management?utm_source=DAM_eBook&utm_medium=content&utm_campaign=DAM&utm_content=DAM_Enabling_Visual_Storytelling
https://cloudinary.com/contact?utm_source=DAM_eBook&utm_medium=content&utm_campaign=DAM&utm_content=DAM_Enabling_Visual_Storytelling
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