
Omnicom Adobe Practice Outlines Operating
Model for Scaling Personalized Creative

DALLAS, TX, UNITED STATES, October 26, 2026 /EINPresswire.com/ -- Omnicom Adobe Practice

has released a new whitepaper titled “Your Creative Bottleneck Isn’t a Creativity Problem. It’s an

Ops Problem.” It examines why campaign velocity is declining at large brands and outlines an

operating model that helps brands and agencies scale personalized creative output. Omnicom

Adobe Practice reports that organizations adopting the model are achieving a 40% to 50%

reduction in total approval cycle time. 

The company attributes longer campaign timelines to operating models built for a sequential

era, even as investment in creative talent and tools continues to grow. A single campaign brief

today can require 50 to 500 variants across SKUs, geographies, personas, and channels. 

Coordination Costs Slow Campaigns Across Industries 

Omnicom Adobe Practice identifies coordination cost as the point where sequential operating

models break down. Each new variant requires its own brief, feedback round, and final sign-off,

so the workload multiplies as a campaign scales. That work often hides in email chains, status

meetings, and manual file transfers between disconnected tools.  

Omnicom Adobe Practice sees the same breakdown across retail and CPG, financial services,

healthcare, high tech, media and entertainment, travel and hospitality, and manufacturing. In

financial services, for example, legal and compliance review often functions as a final gate, so

market-sensitive offers can lose relevance before they clear approval. 

Added Headcount, Tool Sprawl, and Point Solutions Leave Bottlenecks in Place 

Omnicom Adobe Practice examines three common responses to content bottlenecks: 

- Creative hiring: Additional creators often end up in the same slow review loops. 

- Tool and AI proliferation: Omnicom Adobe Practice reports that most marketing organizations

run five to 10 separate platforms. Each platform adds handoff costs, and AI-generated content

accumulates at the same manual approval gates. 

- Point solutions: Faster approval software, new digital asset management systems, and
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restructured agency retainers improve individual steps. The surrounding friction remains. 

A Three-Layer Model Connects the Content Supply Chain 

Omnicom Adobe Practice’s framework rests on three integrated layers: 

- Standardized workflows: Defined handoff criteria, brief-to-production templates, and parallel

approval architecture allow legal and brand reviews to run alongside creative development. 

- Centralized content operations: A single orchestration layer gives every stakeholder shared

visibility into status, feedback, and deadlines. 

- Connected systems: Integrations move assets from production to approval to the digital asset

manager and feed performance data back into creative briefs. 

The model must span both brand and agency, with shared approval criteria, a shared definition

of launch readiness, and a single system of record. Omnicom Adobe Practice points to Adobe as

an example of integrated infrastructure in which creative production, approvals, asset

management, and analytics share a single data layer. 

Case Studies Show Gains in Variant Volume, Approval Speed, and Time to Market 

The whitepaper includes three case studies:

- A global CPG brand scaled from 200 to 600 seasonal variants within its original launch window

with no added production headcount. 

- A major financial services firm cut total approval cycle time by 50% after moving compliance

into a parallel workflow. 

- A global SaaS provider moved to simultaneous launches across 12 regions and compressed

global time to market by 40%. 

Marketing, creative, and agency leaders can download the full whitepaper, including a phased

implementation roadmap and ROI metrics, on the Omnicom Adobe Practice website. 

About Omnicom Adobe Practice 

Omnicom’s Adobe Practice brings together Adobe-certified experts and marketing

transformation leaders from across Omnicom’s connected capabilities. Clients gain access to the

world’s largest media network; award-winning creative agencies; leading performance marketing

and CX expertise; Acxiom, the industry’s most comprehensive first-party data and identity
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platform; and specialized teams in martech, data science, AI, and transformation. Guided by the

principle “The Power of Many. The Precision of One.,” the practice pairs the scale of a global

network with a dedicated team focused on each client’s business, delivering clear accountability

and personal attention. To learn more, visit adobe.omc.com.
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