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11THE POWER OF ONE
How can we do more with less? That’s a question that permeates every conversation we have with healthcare companies and their agency 

partners whenever we speak. One question typically begets another, and it ultimately leads to this existential dilemma: As you audit your 

creative-through-customer digital asset ecosystem, what optimization strategies can you employ to improve speed to market and reduce 

costs? Have you deployed Adobe Experience Manager (AEM) and Veeva Vault PromoMats (VVPM) and do they operate in silos?  

AEM is the best-in-class software for authoring, CMS (content management system), and Digital Asset Management (DAM). VVPM is the 

best-in-class software for MLR (medical/legal/regulatory) process management, and now includes a DAM with your MLR licensing fee, with 

claims and management of modules with future support for MLR modular content. But when you stand up AEM and VVPM side by side and 

analyze the end-to-end processes that are expected across multiple channels (web, IVAs, and rep-triggered emails), we find that both systems 

are not used optimally. What is missing is the work performed between the core functions, and solving for that goes far beyond simple 

integration, it requires both integration and automation. Some companies have made channel-monolithic attempts at adding point solutions 

for IVAs (and potentially emails), but that has only made the problem worse. Others have put in place custom integration only to find they 

have not gotten to the core need. This paper is going to explore ecosystem options to consider, not only from a technology and process 

perspective, but from a services point of view. Another major consideration is that this optimized life cycle we will present is not only complex, 

it also takes very different services skills at almost every juncture to effectively execute. Many companies have not been able to tackle this 

challenge due to several considerations listed below. 

 
There is no fully integrated Digital Asset Supply Chain (DASC) solution to solve this siloed ecosystem like the  
ERP solutions did for finance, HR, supply chain, etc 

 
A lack of metrics across the digital asset ecosystem make it difficult to quantify the costs and speed to  
market opportunities 

 
The ROI opportunity is not clearly understood due to the fragmented organizations across 
the digital asset supply chain; we don’t see a total cost of ownership fully understood 

 

If a potential solution existed for the creation of a digital asset ecosystem that would simplify and eliminate silos, enable the best 
authoring solution in the industry (AEM), with seamless integration to VVPM’s MLR solution, supported by a Single Source of Truth 
DAM solution, allowing COPE and Modular Content to be used across all channels, providing you access to end-to-end metrics, and 
drive time-to-market improvements of +50%, while reducing costs by 35% to 55%, would that be something to consider?

KEY TAKEAWAYS

The world is 
transforming to digital 
faster than expected, 

and the velocity of 
content is only going 

to increase

You can’t continue doing 
the same thing and expect 

a different result

The solution is not just 
integration, it is integration 

and automation

AEM and VVPM do not need 
to remain as silos
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a. Time-to-market pressures are greater than ever before 

b. The growing demand for digital content at scale (IVAs, emails, and web) 

c. Creating compliant omnichannel content at scale 

d. Demand is global, requiring translations and localizations for local markets 

e. Ongoing efforts to reduce costs through rates and staffing models

            ASK YOURSELF, HAS YOUR ORGANIZATION CONSIDERED THE FOLLOWING? 

1. Do the silos and manual interventions represent significant obstacles for your organization? 

2. Do you have any bidirectional integration between Adobe Experience Manager (AEM) and VVPM today? 

3. Have you automated the manual screenshotting required for the MLR package creation?  

4. Have you streamlined the DASC or authoring through the Production Deployment process? 

5. Have you deployed a Single Source of Truth Digital Asset Management (DAM) for MLR and librarian-approved content? 

6. Do you have metrics for total time to market and costs for channel content creation through publishing? 

7. Do you have a Shared Services/Production Hub established to support content authoring? 

8. Are you achieving digital asset reuse across channels? 

9. Are you moving down the path to implement and measure COPE and/or Modular Content? 

10. Do you have a single authoring solution for omnichannel content? 

The DASC has become more critical and more strategic as the growing demand for digital content at scale to the HCPs and other 
stakeholders has evolved. We see many of these trends and questions being addressed independently today, although without 
deploying an underlying end-to-end strategy, such as an integration and automation strategy. Achieving the desired benefits will be 
challenging at best without a comprehensive approach. It can be an overwhelming set of choices for leaders to make, but it is 
important to provide both speed to market and cost reductions for your brands and marketing teams.

MOVING FROM MULTICHANNEL TO 
OMNICHANNEL
As the world was placed in the center of the COVID-19 virus, it also drove the Digital Revolution in the Life Sciences industry. The fact that 

most design-to-publishing ecosystems are siloed means that many AORs do not have the access they require to digital content in order to 

possibly leverage or reuse that content. The list of challenges in this complex ecosystem is significant. Below are some of the trends and 

observations we see with clients every day. Are any of these familiar to you?
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So, what should you do? First, assess the end-to-end digital asset supply chain flow below and think about the silos and manual 

interventions that exist in your ecosystem today and the implications in time and cost.  

11

• Think about the movement and restructuring of files and how many times this is done using manual processes 

• What is the most optimal file format to have with your AOR, whether your files are InDesign, Adobe XD files, or AEM?  

• How much is it costing you to manually create the PDF file for MLR, 500-7,500+ to 15,000 times a year, ensuring it is  
OCR compatible?   

• Consider the manual work required to update metadata for assets, not just a few, but thousands of MLR and  
librarian-approved assets 

• Think about the manual coding of individual IVAs and emails, then multiply by the number you created last year, and multiply by  
2 (conservative) to account for multiple MLR resubmissions 

• Think about the fragmented storage systems (DAMs, cloud storage, local storage) across marketing, brands, and agencies,  
and any other point solutions that only create greater integration barriers 

• The diagram below shows the digital asset life cycle from creative design through supporting the content. Every major step  
and intersection point has a gap from the previous step and to the next step

There are many more intersection points within these processes that add time and cost, such as the following examples: 

• Managing asset expiration 

• Not having the capability to view MLR approver comments (Veeva) in AEM 

• Configuring the DAM integration, whether it is Adobe or Veeva DAM 

• Synchronizing approved assets from Veeva to Adobe DAM 

• Automating the creation of the MLR package 

• Automating the creation of the IVA production package 

• Reporting on key data from and to, and synced across AEM and Veeva 

Consider that most of these and other functions are manual today and there are a lot of them throughout the DASC. Then look at your volumes, 
which can be upwards of several thousand new assets created each year (we have seen as high as 8,000 new digital assets per year that were 
one-off, non-reused assets). There are necessary changes, including agency reuse policies, design standards for COPE content, training in the 
use of the integration and automation platform. No single AOR can transform the digital asset supply chain without the power of the network; 
there are too many stakeholders, and this problem is multidisciplinary across multiple brands and agencies. It requires client leadership, vision, 
and innovation, with a strong change in mindset it is a complex problem that can be solved by starting with a robust integration and automation 
strategy, partnering with the agencies and a platform firm that can deploy the right technology. 

CURRENT DIGITAL ASSET SUPPLY CHAIN
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KEY TAKEAWAYS
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What makes the existing solutions so complex is how fragmented the systems are to those who need to consume the content. The 

diagram below, Example Organization Alignment Across the Digital Asset Supply Chain, is just an example, but there are numerous 

variances to this in the market today.  Some have VVPM owned by brands and each brand has their own customized version of VVPM, 

which impacts content, storage, DAM, authoring, and MLR processes. The organizations that have both AEM and VVPM are complex, 

decision rights are complex, competencies are different––and for a solution that entails creative, technical, and regulatory, it is 

challenging to align on a single approach that allows maximum acceleration of omnichannel content.  

ORGANIZATIONAL CONSIDERATIONS

EXAMPLE ORGANIZATION ALIGNMENT ACROSS THE DIGITAL ASSET SUPPLY CHAIN
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MOVING FROM MULTICHANNEL TO 
OMNICHANNEL

Increasing content 
demand requires 

companies to look at 
options to get content 
into production with  

higher velocities

The DASC silos force 
tremendous manual 

interventions, adding time 
and costs

Use an Integration and 
Automation Strategy to 
drive the transformation

Agencies want to 
become part of the 
solution, establish 

incentives, and make 
them part of the solution
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11ORGANIZATIONAL CONSIDERATIONS
There are a lot of critical stakeholders across what is typically a $50M to $300M+ spend in technology, processes, creative, and 
technical agencies, and operations spend. Much of this is basic staff augmentation sourcing arrangements. Because of the 
fragmentation and lack of SLAs, segmented ownership versus full end-to-end process ownership, it is difficult to find that [change 
agent] to drive a transformation that needs to occur.

As you understand the problem and begin to look at the pool of options to consider, what option is the right one for your organization? 

The first thing you need to do is very clearly assess your requirements, define your digital asset life-cycle shortcomings, and your 

objectives and goals. Defining your process in detail, with the inputs and outputs, file formats, manual steps, and macro-level challenges, 

and engaging all stakeholders is a perfect start. Then look at the user-experience challenges that impact both time and cost of creating 

and publishing the content. Once you do this, solutions begin to surface and potentially make sense, but always ask why––and don’t take 

“because we have always done it this way” as an answer; challenge all stakeholders in a highly collaborative manner.

11SOLUTIONS TO CONSIDER

KEY TAKEAWAYS

The organization hierarchy is 
complex and siloed

Silos can adversely affect and 
perpetuate the absence of TCO  

(total cost of ownership) understanding 
and metrics transparency

Key stakeholders are not 
incentivized to solve these 

gaps and inefficiencies
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11SOLUTIONS TO CONSIDER

In addition, understanding your DASC cost structure with some notion of speed to market will help you assess the real target value. 
Once you have those completed, looking at solutions aligned to your operation will begin to make more sense.  

WHAT ARE SOME OF THE OPTIONS TO CONSIDER? 

1. Do Nothing—How does this solve any of your challenges? 

2. Basic Connector—Technology integration solution to integrate AEM and VVPM. This provides basic integration at the Digital 
Asset Management (DAM) level for the AEM-to-VVPM ecosystem.  

3. COPE—Content strategy can help with reuse of technical and functional content, leveraging assets and templates. Can this be 
effective without an integration and automation strategy deployed?  

4. Modular Content—We see 2 interrelated approaches; one is the new VVPM MLR modular content strategy, which will eventually 
enable preapproved content to be approved independently. Then there is the ability of Adobe to support Veeva modules with 
the deployment of our XpConnect® Platform. Enabling both to work in concert with a push or pull option is the most 
comprehensive solution for brands. 

5. Integration and Automation Platform—Strategy to automate many manual functions with an integration and automation 
solution while establishing a fully integrated ecosystem between AEM and VVPM. This seems to solve a lot of challenges while 
also enabling Modular Content, placing the content authors at the center of the solution. 

6. Combine Integration and Automation with Consolidated Production Services—This takes the Integration & Automation 
Platform and, tightly coupled with a Shared Services/Content-Authoring Factory, to maximize value; this can be provided as a 
fully outsourced turnkey solution or a la carte.

Why do I have “x” data stores that are disconnected? 

How can agencies help drive content reuse? 

Why do I not have good metrics across my DASC that provide time- and cost-related TCO data? 

Why do I have very limited data regarding my composite asset cost? 

Why do we not have robust sourcing governance in place? 

Why aren’t we integrating our platforms when everyone knows silos and manual process cost more and take more time? 

Why do we only use Adobe Experience Manager (AEM) from the web channel, given how much we spend on it?  
Why not use it to author all channels?  

Why do my agencies and Developers need to manually snag screenshots for all MLR packages.  
The need to do this manually is hundreds if not thousands times a year. 

What automation do we have in place today in the DASC? 

The list can go on and on…

CONSIDER THESE QUESTIONS:
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DO NOTHING 

There is always the “do nothing” option; the only reason companies would do this is if they simply do not fully recognize the 

magnitude of the opportunities to drive improved time-to-market or cost reductions across their DASC. This is a significant 

opportunity that would be missed by doing nothing. Taking the time to make the best decision for your organization is crucial, but 

action is needed as the market pressures of more content pushed to the channels continues to increase.

11

BASIC CONNECTOR 

The basic connector (eg, Xpediant Digital XpConnect® Basic) provides a bidirectional integration between AEM to VVPM. It allows 
clients to use either Adobe Assets or Veeva Vault DAM to be the Single Source of Truth, or keep both DAMs synchronized. In 
addition, the metadata is passed with the asset and can be configured as required. There are a number of other functions and 
features included, which represent a good start to an evolving integration and automation strategy. 

COPE CONTENT 

Create Once, Publish Everywhere (COPE) allows content authors to leverage templates and content (technical and functional) to 

author content with speed and accuracy, enabling further reuse. COPE has been implemented via AEM content fragments and/or 

experience fragments within templates. The key to COPE is a set of rules for how content is managed to meet specific channel needs. 

As COPE is implemented and other channel-specific decisions are managed by the COPE templates, this can include ordering and 

placement in a responsive design, minimum text sizes, etc. When paired with Modular Content, COPE can deliver a complete 

solution. For COPE to work, it takes design standards, a content framework to extend, content governance, well-defined design 

standards, and a comprehensive process for design, approval, and training across all key stakeholders. The key is in designing a 

module that is “detailed” enough to add value—if not, COPE modules may get so customized that value is minimized.
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MODULAR CONTENT 

Modular Content has garnered significant attention in recent times. It promises faster time to market, shorter review cycles, and a 

fundamental shift in the way content is created and approved. But how can it be implemented more effectively? In its simplest form, 

Modular Content is visual content attached to a piece of text to verify the claim. These 2 pieces of content that are combined equate 

to Modular Content that can be approved and used across any channel. The idea here is to pre-package content and get it MLR 

approved so it can be used, saving the time and effort, and enabling reuse. In the Life Sciences industry, this logically extends to 

medical claims that are proven through clinical trials. The inclusion of claims, visuals, and copy that can be combined into a module 

provides an opportunity for Chief Medical Officers to validate a claim in context with visuals. Veeva is planning to do this with Content 

Modules within the PromoMats product. This leads to the real possibility of a module-aware MLR review process. For Modular 

Content to work, it takes design standards, a content framework to extend, content governance, well-defined design standards, and a 

comprehensive process for design, approval, and training across all key stakeholders. For Modular Content to thrive, a comprehensive 

integration and automation flow to modules through usage and approval is key to delivering its promise. Modular Content in the 

siloed ecosystem simply won’t line up to the promise.

11

INTEGRATION AND AUTOMATION PLATFORM 

Xpediant Digital has a proven Integration and Automation Platform. Beyond what the basic connector provides, the integration and 

automation platform adds additional-usecases that extend far beyond a file-to-file relationship to automating key gaps in the DASC.  

Platform capabilities enable reuse through the Xpediant XpOmnichannel™ framework, including templates and components that 

drive reuse opportunities for Modular Content and COPE, while ensuring that style and display nuances of each channel are codified 

and respected. In addition, the XpOmnichannel™ framework enables AEM to be used as the authoring platform for all channels. The 

integration and automation platform drives deeply into content authoring through channel templates and detailed packaging of 

content for MLR approval. This value sits on top of the platform (see diagram below) and greatly extends the basic connector’s 

capability to drive reuse and automation. The platform also extends beyond a single DAM, MLR, CMS, and authoring suite, which is 

key to many larger organizations. Other key features include asset expiration management, automatically sending approved assets 

from Veeva to AEM, ability to see Veeva annotations on MLR submissions in AEM, custom notifications, and many others. 
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COMBINE INTEGRATION AND AUTOMATION WITH CONSOLIDATED PRODUCTION SERVICES 

Integrated Shared Services Operations provides streamlined services on top of an integration and automation platform to maximize 

the speed-to-market and cost advantages for an end-to-end Digital Asset Supply Chain. So how is this different than any nearshore or 

offshore operation? Generally, these production services are low-cost models without thought leadership for integration of 

technologies to improve speed to market and content management. These are not designed to push content at scale, they are built 

to push body-shop resources at scale. Our solution uses the integration and automation platform integrated into the Production 

Services Operation at multiple levels: workflow, notifications, collaboration, and automation. This solution is built to scale and 

continually optimizes content output in this integrated ecosystem.

11

• XpConnect® 
Platform 

• Templates & 
Content 
Framework 

• Innovation

Connector or Integration &  
Automation Platform  

Creating the Integrated Digital 
Asset Ecosystem between AEM 

and Veeva PromoMats

XpConnect® Platform

OmniChannel Framework for  
Modular Content and all channel 

support for AEM 

Enabling AEM to be the single 
authoring solution for all channels 

XpOmniChannel™ Framework

Centralize and streamline services 
with a defined group to build and 

optimize content within an efficient 
integrated ecosystem. Unlocking 
silos to drive content, reuse, and 

scale globally

Production House (PH)

Driving the efficient, repeatable 
tasks and processes for quick 

assembly, forming quality assets for 
all channels using existing set of 

building blocks (templates, 
components and/or modules)

Content-Authoring Factory (CAF)

KEY TAKEAWAYS

• Governance 
• Metrics 
• Collaboration 
• Ticket Integration 
• MLR Specialist 
• Content Authors

ENABLING TIGHT COUPLING TO THE PRODUCTION HOUSE/CONTENT-
AUTHORING FACTORY

SOLUTIONS TO CONSIDER

There are several options  
to consider that can be 

deployed today

Solutions for the DASC 
involve both Technology 

and Services

The target solution is  
part of an evolution,  

not a revolution

Clear client vision, 
objectives and requirements 

should be understood 
before proceeding on  

the journey
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11WHAT’S NEXT?
These options all vary in effort, time, change management, expected result, and ROI. Can my organization really move to a review of 

content from a modular perspective? For most, this is aspirational. COPE is consistent with our organizational goals, but will it work on 

its own without a fully integrated platform to connect all of the people and technologies? If we started with a connector, is that 

enough or is it just the beginning? The full integration and automation platform sounds like where we want to be, can we do that all in 

house? Which of our agencies can help with this strategy? It was easier when all my organization had to do was approve content; all of 

these technical and component parts to make it reusable, can we outsource that to reduce our change management impact?

VALUE OPTION PRO CON DEPENDENCIES

Do Nothing No change No change None

Basic Connector Quick and easy to deploy Doesn’t do enough Mature Digital Asset 
Management (DAM)

Modular Content Faster time to market Reliance on change 
management service 

Platform, organizational and 
agency alignment

COPE Reusable content and  
brand accuracy 

Too general and components 
lose their value

Platform, organizational and 
agency alignment

Integration and 
Automation Platform

Provides a comprehensive end-
to-end solution

It takes effort to set up and 
configure the platform

Strategy and Change 
Management across 

stakeholders

Integrated Shared 
Services Operation

Trained staff run the Content-
Authoring Factory model, speed 

to operations in a sourced 
model

No con. Cost effective, already 
set up to provide high value

Strategy and Change 
Management across 

stakeholders

11DEPLOYMENT CONSIDERATIONS
No Pharma or Life Sciences company will, nor should they, go down the path of any “Big Bang” deployment of Technology, Process, 
and People. Because of too much risk, deploying an end-to-end solution in phases is the only prudent approach. We see clients do 
this in one of two ways:

Core Integration and 
Automation Platform

2) CHANNEL BY  
CHANNEL, BY BRAND

1) CHANNEL BY  
CHANNEL 
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11DEPLOYMENT CONSIDERATIONS

TYPICAL DEPLOYMENT APPROACH

Technology (Xpediant Integration 
& Automation Platform)

1

2

3

4

5

Time

Ongoing 
effort

Content (COPE & Modular Content)

Process

Shared Service

People (Marketing, 
Brands, Agencies)

Each of the solutions: Technology, Content, Process, and People should be deployed in parallel as they are clearly interconnected, 

but the business deployment scope should start small, with a brand and a channel, and continue throughout. Working with the 

platform is easy, the user interface is Adobe Experience Manager (AEM), with a number of drop downs incorporated for a very good 

user experience. Content is a stream that is always underway—the effort to put in place the design standards, incorporate the base 

set of content and templates (this is the XpOmniChannel™ Framework), then integrate in select existing content—is a project in and 

of itself. There must be an ongoing content governance process put in place as content is a living part of this ecosystem. The process 

allows space for some changes, depending on how the platform is configured. Clients optimize their processes, so there are changes 

in process against their current state to enable a streamlined approach.          

Once the first brand and channel is deployed, the technology, content, and process is in place.  That is the foundation for the other 

streams. The Production House or the Content-Authoring Factory is deployed with touch points and integrations to the client 

processes and integrations to the technology. This end-to-end model can now scale with ongoing learning as the solution is 

operational; deployments across more brands and channels occur until we have a fully integrated ecosystem between all 

stakeholders. 
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11VALUE

• Ease of onboarding and education (stop the cycle of 
constant retraining) 

• Streamlined organization of content 

• Skilled and trained teams that know this integrated and 
automated ecosystem 

• Brand portal activation 

• Governance: taxonomy, required metadata, rights 
management 

• Single authoring solution for all channels 

MULTIPLE AORs

 
XD Accelerator Kits 

Link9, OHG Production CoE  

Gain access to intelligent content that can be leveraged in a 
templated framework and enable multichannel authoring, 

automation and increase reuse on a global scale.  

• Modular Content activation and quick turn assembly 

• Automation 

– Veeva auto-claims linking 

– OMC proprietary automated content authoring with 
Dynamic Creative Optimization (DCO) and modular 
awareness 

– Automated MLR package creation 

– Automated IVA/ISI production package build 

– Templated-based channels with a Production Automation 
Solution

PRODUCTION HOUSE/CONTENT-AUTHORING FACTORY SHARED-SERVICES MODEL BENEFITS

The value is clear. So much content is produced for use and only used once, causing both significant costs and much longer time to 

market. The Life Sciences market is hungry for reuse, not for the sake of reuse, but for time-to-market and cost reductions moving 

content from design to production. To do things differently does require some effort, and an Integrated Shared Services Operations 

model keeps the focus specifically on time to market, cost savings, content reuse, Modular Content, Digital Factory, and Integration 

and Automation. But who will help you get there?  

The benefits of integration can only take you so far, you can only see the expected true value when you decide to seamlessly 

integrate from the numerous AORs to one consolidated Content Authoring solution or, as we refer to it, a Content Authoring Factory 

or CAF. At Omnicom Health Group, we believe this model to be a core strategy for omnichannel production delivery. Allowing us to 

guide our clients and help them maximize their MarTech stack to its greatest potential. How far each client is willing to go is really the 

only question. The Link9 partnership with Xpediant Digital is the combination of technology and shared services that allows clients to 

truly achieve the “speed to market” that each platform (Adobe Experience Manager (AEM) and Veeva Vault PromoMats) are claiming 

to offer. What each of those platforms does independently is very effective and efficient, but content efficiency is tied to the end-to-

end AEM to VVPM ecosystem, that is where our solution comes in. Pharma companies that tackle this synergy head on need that 

trifecta (AOR, Integration & Automation, and Production) to address the necessary behavioral changes for adoption and new method 

of consumption and execution of components and modules. A consolidated production service allows that true “singular source of 

truth” adherence. We see this as the future to centralize shared services including librarians, stock purchasing, photo-shoot 

production, video editing, and low-code/no-code execution on the fly—offering marketers the quick turn on derivative content and to 

drive organization’s COPE initiatives. We feel that with the addition and enhancements being made with VVPM Pulse metrics and 

AEM, the data will be evident in the ROI and will make this decision maker a hero.
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Your future brings your agencies and marketers direct access to MLR preapproved content, Modular Content, and creative brief 

requests with on-demand ticketing and assembly from OHG, all with a seamless user experience enabling authoring of all channel 

content using Adobe Experience Manager (AEM) in a low-code/no-code process authoring. This is the future of your fully integrated 

production ecosystem. By centralizing (OHG),leveraging 2 powerhouse platforms AEM and VVPM, you are not only allowing them to 

continuously innovate, but with the right Integration and Automation and Authoring-Content Framework, you will have at last 

unlocked the potential for quick turn omnichannel execution on Life Sciences materials with a solution that will drive that elusive faster 

time to market and lower costs.  

Simply put, this solution will give you the time and cost savings while providing for an exceptional user experience by eliminating most 

manual processes—the constant in-and-out of systems is done, the constant copy-create-paste content in different systems is done— 

this truly becomes a no-brainer. The business case is significant, the only challenge becomes the change management and resetting 

some roles and adding some new policies. Omnicom Health Group and Xpediant Digital have the technology, experience, and 

experts to help you through this journey, or we can provide this as a full-service solution and drive the transformation. Let us show you 

the value so you can make an informed decision.

11SUMMARY

A FULLY CONNECTED AND TRANSFORMED DIGITAL ASSET SUPPLY CHAIN

INTEGRATED AND AUTOMATED

SILOED AND MANUAL

Creative  
Design

Asset  
Creation

Digital 
Asset Prep

Content 
Authoring

MLR Prep Content  
Approval

Create  
Publishing  
Package

Publish SupportTransformed

TRANSFORMING THE DIGITAL ASSET SUPPLY CHAIN (DASC) CAN BE DONE IN A FEW 
SHORT MONTHS, WITH AN EXCEPTIONALLY HIGH ROI
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11TOP 20 PHARMACEUTICAL CASE STUDY 

• Siloed digital asset ecosystem 

• AEM for web authoring 

• AEM DAM for some content 

• IVAs and custom, built rep-triggered emails 

• Veeva Vault PromoMats MLR solution 

• Veeva Vault DAM as their Single Source of Truth for approved content 

• Veeva CRM 

• Adobe Campaign 

• Agencies re-creating the same or similar assets due to the siloed systems 

• Manual creation of MLR submission packages 

PREVIOUS TECHNOLOGY STATE: 

INTRODUCTION 

Pharmaco is one of the top 20 pharmaceutical companies in the world and has been in existence longer than 75 years. With many 

brands and multiple product launches each year, their digital content creation and deployment is extensive. Their brands have 

one or more AORs, and marketing teams have various technical and creative agencies all working in a highly complex ecosystem. 

They use leading industry solutions such as Adobe Experience Manager (AEM) for CMS and authoring, Veeva Vault PromoMats for 

MLR and Digital Asset Management (DAM), Adobe Campaign, and Veeva CRM. These, coupled with multiple creative design 

packages, such as Sketch, InDesign, Photoshop, etc. establish a complex ecosystem to move from creative through production 

deployment of digital content. These are all best-in-class, efficient point solutions, but, in the digital asset ecosystem, they create 

a very inefficient ecosystem that includes a lot of manual processes and interventions required by agencies and Pharmaco team 

members.

GOALS 

Xpediant Digital has a proven integration and automation platform. Beyond what the basic connector provides, the integration 

and automation platform adds additional-use cases that extend far beyond a file-to-file relationship, to automating key gaps in 

the DASC.  Platform capabilities enable reuse through Xpediant XpOmnichannel™ framework, including templates and 

components that drive reuse opportunities for Modular Content and COPE while ensuring that style and display nuances of each 

channel are codified and respected. In addition, the XpOmnichannel™ framework enables AEM to be used as the authoring 

platform for all channels. The integration and automation platform drives deeply into content authoring through channel 

templates and detailed packaging of content for MLR approval. This value sits on top of the platform (see diagram below) and 

greatly extends the basic connector’s capability to drive reuse and automation. The platform also extends beyond a single DAM, 

MLR, CMS, and authoring suite, which is key to many larger organizations. Other key features include asset expiration 

management, automatically sending approved assets from Veeva to AEM, ability to see Veeva annotations on MLR submissions in 

AEM, custom notifications, and many others. 



MARKET PRESSURES

11

SOLUTION 

Pharmaco took a very measured approach to all elements of the solution over roughly a 2-year time frame to integrate and automate 

the ecosystem. The first major activity started with standardization of a library of templates and components (COPE) in AEM and a 

mapping initiative between AEM and Veeva assets. These all involved tremendous levels of communication and collaboration across 

all stakeholders.  

From the DAM and COPE initiatives, Pharmaco then deployed the integration and automation platform (XpConnect® Platform and 

XpGenerator® products developed by Xpediant Digital) into their ecosystem to move from a siloed to an integrated ecosystem. This 

was all coupled with intensive training of all stakeholders on how to use XpConnect® and XpGenerator® for authoring and MLR 

submissions, and for the proper use of COPE templates and components. 

The governance, how to best get stakeholders to use the content and platform, was the final phase to ensure full engagement from 

all parties during enterprise deployment, which was rolled out channel by channel and brand by brand. Policies and some MSA 

updates to ensure all stakeholders were keeping the best interests of Pharmaco in mind were also put in place. 

TRANSFORMED STATE 
# Previous Technology State Transformed State

1 Siloed digital asset ecosystem Integrated Digital Asset ecosystem

2 AEM for web authoring AEM for authoring all channels

3 IVAs and custom‐built rep-triggered emails IVAs and RTE authored using AEM

4 Veeva Vault PromoMats MLR solution Same

5 Veeva Vault DAM as their SST for approved content Same

6 Veeva CRM Same

7 Adobe Campaign Same

8 Agencies re-creating the same or similar assets due to the siloed systems No duplication of effort because of a single authoring platform

9 Manual creation of MLR submission packages Automated using XpGenerator®

10 Most components were one-off created by agencies Using reusable COPE library of components and templates

NEXT STEPS 

Now Pharmaco is looking to use Modular Content to not only drive and enhance content reuse, but to push into MLR individual 

pieces of Modular Content that only have to go through MLR once, thus reducing the number of MLR cycles in the ecosystem. In 

addition, they are looking at using analytics to begin to measure the results that are realized using the new technologies in this 

ecosystem. 

VALUE ACHIEVED 

Accelerate content development and speed to market 

• Fully streamlined workflows from creation to MLR and  CRM 

• Content Authoring via a templated framework versus singular HTML coding  

• Increase in content reuse 

Substantial cost reduction for creation and deployment of content 

• Removal of manual work (reduced human errors and improvements in speed to market) 

• Reduction in new content created as one-off content 

• All channel content is authored using a single platform, significantly less need for coding 
•

TOP 20 PHARMACEUTICAL CASE STUDY 
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Link9, the Omnicom Health Group production CoE, and Xpediant Digital, the leader in Adobe Experience Manager (AEM) and 
Veeva integration, announce a new partnership to provide an end-to-end integration and automation of the Digital Asset Supply 
Chain using a Content-Authoring Factory model, enabling Modular Content across the digital asset ecosystem. Using the 
XpConnect® Platform for integration and automation, and the Omnicom Health Group network of shared global production 
service centers, they have established a fully integrated ecosystem with nearshore and offshore production services built to scale. 
This partnership will allow any client to achieve their omnichannel objectives by combining technology with a clear Modular 
Content strategy and streamlined shared-service operations. This allows for quick deployment for clients, which will dramatically 
transform their omnichannel digital supply chain, thereby increasing speed to market and ensuring significant cost advantages.  

11ABOUT OUR PARTNERSHIP

Link9 is an innovative, creative services agency that is 100% dedicated to the needs of healthcare brands with a focus on 
executing omnichannel creative content with efficiency and value. Our content creation and production services were born within 
creative agencies, and we pride ourselves in maintaining that legacy of integration, which drives creative effectiveness, 
innovation, and efficiency for clients striving to accelerate growth of global marketing content.  
   
For over 10 years, Link9 has provided world-class production services to global clients through our collaborations with creative 
agencies and via our direct-to-studio relationships. Our Link9 Right Touch Model™ leverages our production expertise, our deep 
knowledge of healthcare promotional marketing processes, and customized technology to create efficiencies of cost, time, and 
experience with unparalleled quality.   Our knowledge and experience enable us to anticipate, streamline, and solve creative 
challenges for healthcare brands like no other creative services agency can. 

Xpediant Digital is a product and services company enabling digital asset integration and optimization, from authoring through 
publishing. Our solutions are built for the Pharmaceutical, Life Sciences, Medical Devices, and Financial Services industries. We 
integrate and automate the digital asset ecosystem from designing through publishing using our innovative products: 
XpConnect® Platform, XpGenerator®, and XpOmniChannel™ Framework. We provide digital services encompassing AEM, and 
custom development and support for the Digital Asset Supply Chain.
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Omnicom Health Group  (www.omnicomhealthgroup.com) is a global collective of communications companies with more than 
4,600 dedicated healthcare communications specialists. It provides marketing services to the health and Life Sciences industries 
through a combination of specialized agencies, customized client solutions, and collaborations with other Omnicom network 
agencies. Organized around 4 customer groups—healthcare professionals, patients, payers, and medical, evidence, and 
regulatory stakeholders—Omnicom Health Group serves more than 150 clients in over 55 offices worldwide. Omnicom Health 
Group believes it brings the best talent to the work it does by amplifying underrepresented voices, actively providing platforms 
for connection and development, and pursuing diverse representation in its talent pipeline.
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