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WHY WE CREATED THIS
BEST PRACTICE GUIDE ON
DAM METADATA.

We've discovered through hundreds of conversations with the world's largest brands that
many are significantly under-utilizing their Digital Asset Management (DAM) systems,
particularly when it comes to metadata. Most recognize its inherent value, yet consistently
struggle with defining, processing, and creating accurate metadata.

These persistent issues motivated us to make this comprehensive guide. We aim to provide
clear, actionable guidance on mastering your DAM's metadata, helping you unlock its full
potential. By the end, you'll uncover incredibly practical applications for creating thorough
and valuable DAM metadata.

A PRIMER ON DAM METADATA

Enterprise Digital Asset Management (DAM) is a rapidly expanding category, driven by the
explosion of digital mediums and increasing consumer digital engagement. The market is
witnessing tremendous growth in digital assets across various industry verticals, making DAM
a fundamental technology in the enterprise tech stack.

While numerous DAM solutions exist, this guide focuses on an often overlooked — yet
incredibly valuable — component when implemented correctly: metadata.

DAM metadata encompasses all the descriptive data and attributes associated with your
digital media assets. This includes details about webpages, images, product listings, videos,
audio, or any other content stored within these centralized enterprise DAM solutions.
Essentially, an enterprise DAM empowers organizations producing large quantities of rich
media to efficiently create, manage, and reuse their valuable digital assets.

In an era increasingly shaped by Al, the quality and consistency of this metadata are more

critical than ever, directly impacting the effectiveness of Al-driven personalization and
content optimization efforts.
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N v o (T For example, the tabs
Syt e on this image (stored
in Adobe Experience
Manager Assets) are
sections of metadata.

See? heduied {oe cvation

And this image is

just one of potentially
thousands

(or hundreds of
thousands) of digital
media assets stored in
your DAM.
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As you can see between the number of potential metadata fields combined with the
number of total assets, that’s a lot of metadata to deal with. No wonder it's
underused and overlooked - it's a daunting task.
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Clearly it is quite the task to define, align, and manage all of this metadata.

Nevertheless, it needs to be done.
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To make matters even
more complex, the
metadata tabs shared
in the image above
are just the “out of the
box” ones. There are
other places to
customize metadata
even further.

This can include
completely customized
metadata profiles
depending on

your organization

or department’s
specific needs.



WHY METADATA IS NON-
NEGOTIABLE FOR YOUR BUSINESS.

You're investing heavily in creating content and managing your DAM. But what's the real cost
of incomplete or messy metadata? It directly impacts your customers' experience, and also
your bottom line.

We've identified 5 critical ways missing metadata actively harms your marketing and sales
efforts. These issues have clear, negative impacts on your digital performance:

1. Lack of complete indexing and findability within your enterprise DAM and customer-facing
search functionality.

2. Decreased visibility and key information available on external search engines and social
platforms.

3. Poor accessibility for people with disabilities.

4. Sub-optimal display of content within your own managed digital experiences.

5. Lost opportunities within recommendation engines and dynamic related content.

Each of these issues leads to real costs for your
organization — from wasted internal time spent searching -
for or duplicating assets, to poor customer experiences ' i
that directly impact online conversions. For a detailed
explanation of each of these 5 issues, read our article: "The
Importance of Complete Content Metadata."

Metadata taxonomy can and will ensure exceptional
customer experiences, and optimizes internal efficiency to
save your organization money and boost online
conversions.
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https://www.claravine.com/importance-of-complete-content-metadata/?xcmp=offline_06292020_EU4R7T2&utm_source=whitepaper&utm_medium=offline&utm_campaign=dammetadataguide
https://www.claravine.com/importance-of-complete-content-metadata/?xcmp=offline_06292020_EU4R7T2&utm_source=whitepaper&utm_medium=offline&utm_campaign=dammetadataguide

COMMON OBSTACLES TO MASTERING
DAM METADATA.

There are a few obstacles that organizations bump into when dealing with DAM metadata:

;
No standardized No workflows Inefficiencies within
language or naming or governance to DAMs themselves
conventions for complete metadata for bulk management
metadata values requirements of metadata

Let's explore each of these in more detail:

Many organizations don’t consistently establish or enforce a common language for their
metadata values, often across dozens or even hundreds of fields. While DAMs excel at storage,
they typically lack the built-in functionality to enforce these critical standards.

it Metacta Pl Revisiting the
bl e metadata profile
il builder shared above,
you can see that most
Tons o — of this is free form
" data users can enter
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You won't find integrated picklists, or clear guidance on required value formats. This
fundamental gap creates an inherent flaw in the digital asset management process.

Some organizations attempt to manage these rules externally through a separate taxonomy or
ontology system, but without seamless synchronization to the DAM, automated enforcement is
impossible.

Others rely on shared spreadsheets — a common practice that, while familiar, is inherently
inefficient and impossible to keep in sync with a dynamic DAM. Regardless of the solution,
manually checking and creating metadata values remains a significant source of ongoing

errors.

Beyond simple "required field" options, most DAMs do not provide automated processes or
guided workflows to efficiently create metadata for each asset. There's a notable lack of
interconnectedness between metadata sets; if a value is entered in one field, the system
doesn't automatically propagate related metadata to other relevant fields within that digital
asset.

Crucially, there's also often no integrated notification system or checks and balances to flag
inconsistent or missing values. Imagine the benefit for content directors who could receive
alerts and summaries on newly created digital assets, allowing for proactive auditing instead
of reactive cleanup.

As highlighted earlier in this guide, the sheer volume of metadata quickly becomes enormous
(Number of Assets * Number of Metadata Schemas * Number of Metadata Fields). Even with a
modest example of 1,000 digital assets, 3 metadata schemas, and 7 fields each, you're looking
at 21,000 individual data points to manage — and this is a conservative estimate for many
enterprises.

Remarkably, many DAMs do not adequately address this challenge with robust bulk editing
capabilities. This makes it incredibly difficult not only to find errors en masse but also to
efficiently correct them. This limitation represents another significant inherent flaw in many
traditional DAM implementations.
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PRACTICAL APPLICATIONS FOR GETTING
THE MOST FROM YOUR DAM METADATA

We've established the sheer volume of metadata, its undeniable importance, and the hurdles
organizations face in managing it effectively. So, considering this depth and value, how does
your organization actually put its metadata to work?

We've identified at least six clear ways to leverage your DAM metadata for significant impact:

 Internal DAM search: Thorough metadata makes it easier for your users to search and find
the digital assets they need

 Site search/filter applications: Thorough metadata also makes sure that customer-facing
filtering and search utilities are as effective as possible

e Customer-facing presentation layer: The metadata creates a more comprehensive
presentation layer, e.g. metadata on product listings

e Data layer optimization: If you make use of the data layer for passing values to execution
and analytics systems, metadata gets stored in the data layer

e Search engine optimization: If your digital asset is web crawlable, the metadata enriches
the SEO value

e Content/audience matching: If your digital assets are tagged sufficiently, and your
campaign data is as well, you can match the right piece of content with the right audience

Here’s a deeper exploration of each.

One of the most common drains on

content creation efficiency is duplicated

effort — frequently because team =

members can't find the assets they need. L

This often stems from a lack of standards
in creating file names or associated ; R
metadata, leading to internal DAM

searches yielding no results, even when

the asset likely exists.

By requiring and standardizing your asset metadata, you will significantly save your team's
time. They'll spend less time searching for assets and, more importantly, avoid redoing work
that has already been completed. This directly translates to improved productivity and reduced
wasted resources.
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SSite search and faceted filter tools have become essential functionalities for websites,
particularly for large-catalog e-commerce sites and extensive media platforms.

..... tyKat Catnip Cat Toys
ima| iy 933
__| emna
-l = Sut 5
T ] Petmate BTW, what | suescrie s sae

[ srmartynar o > FREE One-Day

| Mecwijuana nowy amesrrew, Jun 13

| Cabit *

| Yeoarerwt

| Har
[ persare
Semeee
Subscribe & Save

~ P

Every product in your catalog relies on associated metadata (commonly referred to as
attributes) to power these filters and faceted searches. If this metadata is overlooked or
incomplete, key products may be frustratingly missing when your user selects a specific
search filter, directly impacting discoverability and sales.

Not all metadata operates behind the scenes for search utilities; a significant portion is
presented front and center on your web pages and product listings. For instance, image
captions or attribution might be enabled on your site, but if you've neglected to enter the
corresponding caption metadata value, it simply won't appear. Furthermore, if you have a
requirement to attribute your images, missing this crucial metadata could even lead to legal
issues.

Beyond visible content, complete metadata also significantly improves the site experience for
people with disabilities — even if it's not content displayed to the visible eye. Adding Alt text on
images and providing video captioning are two obvious examples of how metadata enhances
accessibility.

Consider a dynamic video in Adobe Experience Manager (AEM) Assets requiring closed
captioning. While complex, if the metadata value pointing to the independent URL containing
the caption document is missing, it creates a poor presentation experience for anyone relying
on closed captioning, highlighting metadata's vital role in inclusive design.
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An important and significant amount of metadata is used via the data layer as well.

This sometimes can even be unseen data to the visitor but important information that needs to
be passed to analytics and execution systems. Just to note, when we talk of the “data layer”,
here is a example and an example.

For organizations that have prioritized a , especially around a user
registration process, the data layer becomes exponentially more valuable. If you have an
authenticated user, event-based actions can be enriched via the data layer. And that data layer
is enriched via the metadata you create on the respective page and associated digital assets.

Here you can see
a sample payload
from the data layer

naps" i

This is an example of basic information grabbed from the data layer but if custom metadata is
available on the page, combined with some javascript/tag manager functionality, you can
retrieve and send that metadata along to your systems of choice.

We've seen it implemented most commonly in e-commerce environments where savvy

companies want to both track performance in behavioral analytics platforms and store user
attributes for re-use in personalized experiences.
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https://developers.google.com/tag-platform/tag-manager/datalayer
https://experienceleague.adobe.com/en/docs/analytics-learn/tutorials/implementation/experience-platform-tags/using-a-data-layer-to-set-page-name-and-other-variables-via-tags
https://www.claravine.com/first-party-data-strategy/?xcmp=offline_06292020_5HG21KZ

If you're familiar with SEO, you are likely aware of Schema.org - a collection of blueprints and
standards for structured data that you implement in your site code to better describe site
objects. The major search engines to display different results and
features in the SERPs (search engine results pages). There are a slew of schema options

on schema.org with the most popular being products, events, locations, creative works

and reviews. You can
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Those elements displayed in Google are there because they wrapped in very specific schema
(from Schema.org) that tell Google explicitly what the object is and it's respective metadata.
Some DAMs (more so CMSes) can take advantage of a schema like this for improved search
listings and performance. Each system is different however and the technical complexities of
implementing schema.org in a DAM or CMS are beyond the scope of this guide.

Aside from specifically using schema.org, for any webpage you want to rank on the search
engines, having ample metadata on those pages only helps.
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https://developers.google.com/search/docs/appearance/structured-data/intro-structured-data
https://schema.org/docs/full.html

This use case represents a significant leap in value and complexity, often seen only in the most
progressive and technically skilled organizations. Here, campaign and content metadata are
intimately intertwined: campaign metadata, attached to a consumer’s initial engagement, is
precisely matched with relevant DAM metadata. This ensures the target audience is
consistently shown the most appropriate digital assets.

Enabling Hyper-Personalization: The primary importance of this application is its ability to
enable machine learning, which can then deliver truly complex and personalized experiences at
scale.

Real-World Scenario: Imagine a campaign with well-defined demographic and interest
metadata about its audience. When a consumer engages with this campaign, that
demographic and interest metadata flows seamlessly to a landing page or an in-app
experience.

Precise Content Delivery: This campaign metadata is referenced and matched against
respective content metadata — for example, identifying the precise video to present to
someone who fits multiple demographic or interest criteria points. For instance, a campaign
audience member might be a married African American woman, age 34, a mother, interested in
yoga, and located in New York City. Your experience platform detects all this metadata,
references it against your thoroughly tagged DAM content, and serves up a specific video
tailored for her.

This sophisticated matching is a key component of the future of digital experiences, happening
in large part due to the effective use of comprehensive metadata.




CONCLUSION

As the digital asset management landscape expands, the crucial role of DAM metadata for
practical applications becomes undeniable.

Overlooking its importance can lead to significant problems. While implementing a
standardized metadata program demands serious effort, the rewards are substantial. True
success requires effective and lasting leadership committed to fostering an ongoing focus on
the profound use and enduring benefits of DAM metadata.

Want to learn how Claravine helps make all of this happen?

www.claravine.com -
(385) 286-0800 CIa raVI ne,.



https://www.claravine.com/learn-more-now/?xcmp=offline_06292020_3QRQE8T
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