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As we uncovered in our Content Matters 2022 Report, modern companies are creating more content, 
with more creators—and higher budgets—than ever.

With all this new content comes an increased emphasis on the technology that manages, promotes, 
analyzes, and optimizes that content. But the marketing technology landscape is vast, and difficult to 
navigate for companies focused on making more content, faster and smarter. 

So, how are marketing organizations building their marketing stack around their core content 
management system (CMS)? And what challenges are they facing when doing so?

As no single vendor can provide a one-size-fits-all solution, businesses take a more strategic approach: 
selecting best-in-breed tools that suit the needs of their unique business, and seamlessly integrate 
together. This composable martech stack allows content teams to customize the exceptional customer 
experiences that will drive growth.

For our Martech Trends 2022 Report, we surveyed more than 800 respondents to discover what they 
were prioritizing, what tech they were using, and how it’s going for them.

Key takeaways from the report:

• 89% of organizations integrate other marketing technology with their CMS.

• Analytics and business intelligence (BI) is mission-critical to media and non-media industries alike.

• More than a third who use the top cited analytics tools are unclear how their content is performing. 

• Seamless tools integration tops business concerns, exceeding even cost. 

Read on for more findings to see how your organization stacks up and how you can make better 
decisions about your choice of martech tools and solutions.

 
 
 
Alex Dunner 
Head of Marketing Operations  
Parse.ly
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http://www.parse.ly/resources/data-studies/2022-content-matters
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Analytics leads the  
martech stack pack

There’s no shortage of martech 
tools available to support 
content efforts. And it’s rare 
for a company to have no 
form of marketing technology 
beyond their CMS. But what 
type of technology are these 
companies prioritizing? And 
how are they deciding which 
tool is the best fit? 

According to our research, 
89% of organizations augment 
their CMS with other marketing 
technology. These tech tools 
are broken into five broad 
categories: 1) analytics and 
BI, 2) marketing automation, 3) 
personalization, 4) digital asset 
management (DAM), and 5) 
multivariate testing.

A key priority for businesses is 
to understand the performance 
of their content. Almost nine 

T E C H N O L O G I E S  I N  M A R T E C H  S TA C K

Type of technology used by companies 
doing content marketing

Type of technology used  
by media organizations

Type of technology used

Analytics and 
business intelligence

86%

74%

45%

32%

23%

19%

11%

Marketing 
automation

Digital Asset 
Management

Multivariate 
Testing

Other

Nothing

Personalization

65%

61%

35%

24%

18%

13%

9%

74%

35%

33%

27%

22%

17%

8%

Analytics and business 
intelligence

Analytics and business 
intelligence

Marketing automation

Marketing  
automation

Personalization

Personalization

Digital Asset 
Management (DAM)

Digital Asset 
Management (DAM)

Multivariate  
testing

Multivariate  
testing

Other

Other

Nothing

Nothing

in 10 respondents (86%) use 
some kind of analytics or BI tool, 
with marketing automation a 
close second at 74%.

Clearly, everyone relies on 
analytics. But the popularity of 
other content martech differs 
between media and other 
industries. Media companies 
already deliver a huge amount 
of content, so their imperative  
is to personalize content 
delivery to suit individual 
visitors. For companies in 
other industries, the volume 
of content is lower. There, the 
imperative is to drive traffic 
through other channels, using 
marketing automation tools.
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Marketing’s future may be  
a composable martech stack 
that seamlessly integrates,  
but our respondents aren’t 
finding reality matching up to 
that vision. In fact, the number 
one technology challenge is 
the complexity of integrating 
their systems. 

Even though the cost of 
technology is an ongoing 
concern for budget-
conscious organizations, 
surprisingly, it placed second 
on the pain scale. Because 
companies are always looking 
to save money, this highlights 
the ongoing challenge 
integration poses in  
delivering an effective 
customer experience.

“Biggest challenge: 
getting everything 
to work together.”

Survey responseIntegration 
pain points

Biggest pain points with integrated technology

86% 
Complexity  
of integrating

74% 
Cost of 
technology

45% 
Migrating  
to a new 
technology 32% 

Onboarding 
users  
to technology

23% 
Integrations  
breaking

19% 
Other

11% 
Security

T E C H N O L O G I E S  I N  M A R T E C H  S TA C K
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Almost nine in 10 (86%) 
organizations use tools that 
help them get smarter about 
the impact of their content. 
Google Analytics is by far the 
most popular software, used by 
93% of companies employing 
analytics and BI technologies.

A N A LY T I C S  A N D  B U S I N E S S  I N T E L L I G E N C E

Analytics and business intelligence technology used
93% 
Google 
Analytics

27% 
Other

19% 
Tableau

8% 
Adobe 
Analytics 6% 

Crazy Egg
7% 
Parse.ly

5% 
Jetpack 
Stats 3% 

Chartbeat

“There are 
too many 
possibilities. 
Every corner 
you turn there 
is someone 
saying ‘this is 
the best, you 
have to use 
this one’ but 
they don’t 
understand 
that this has 
us subscribing 
to 10 different 
technologies 
and using only 
a very small 
piece of each.”

Survey responsePopular 
analytics  
tools
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Analytics and BI tools give 
their users valuable insights 
into how their content is 
performing. Yet as our Content 
Matters 2022 Report shows, 
only 51% of respondents feel 
they have a clear picture of 
how that content is performing. 
This points to the reality that, 
for many teams, having an 
analytics tool doesn’t mean  
it’s used.

Both Google Analytics and 
Parse.ly, for example, source the 
metrics most used by content 
teams: page views, conversions, 
engaged time, and so on. The 
difference for the organization 
comes in accessibility. Is it easy 
and intuitive to get these metrics, 
or difficult and confusing? 

It’s frequently reported that 
users are intimidated by the 
amount of training needed to 
learn Google Analytics, and the 

time needed to find the insights 
they’re after. In fact, a Parse.ly 
case study with NAPCO Media 
showed that only eight out of 
40 (18%) content employees 
regularly used Google Analytics. 
When they adopted Parse.ly, 
the usage of analytics rose to 
33 out of 40 (84%).

Data in our Martech Trends 
survey shows that 64% of 
Google Analytics users believe 
they have clarity into content 
performance vs. 77% for 
Parse.ly users. This is a fairly 
narrow gap, indicating analytics 
tools across the spectrum 
can provide the answers that 
trained users are looking for. 
Thus, evaluators at businesses 
should look closely into how 
much time and commitment 
team members need to 
become competent with their 
analytics tool of choice. 

A N A LY T I C S  A N D  B U S I N E S S  I N T E L L I G E N C E

63%Other

64%Google Analytics

64%Tableau

77%Parse.ly

73%Crazy Egg

64%Adobe Analytics

Percentage of users confident they 
understand content performance

Comparison of adoption rates 
between Google Analytics and Parse.ly

33 out of 40 content team members 
regularly log in to Parse.ly

Source: Case Study, NAPCO

8 out of 40 content team members 
using Google Analytics

Most analytics tools can provide answers. 
But only some make it easy.

http://www.parse.ly/resources/data-studies/2022-content-matters
http://www.parse.ly/resources/data-studies/2022-content-matters
http://www.parse.ly/
http://www.parse.ly/resources/customer-stories/napco
http://www.parse.ly/resources/customer-stories/napco
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Marketing automation 
activates content across 
channels

Overall, seven in 10 (74%) 
businesses using content to 
drive growth employ marketing 
automation; however, this 
software category is much 
more popular among content 
marketers in non-media 
businesses, with 61% using it, 
versus 33% of media. 

Marketing automation isn’t new 
martech. But it experienced a 
resurgence once businesses 
started employing CMSes, 
social media, and ecommerce 
to build their digital presence. 
Along the way, it evolved 
beyond email marketing to 
encompass ad management, 
landing pages, social media, live 
chat, and more. For companies 
using content to drive business 

growth, these tools  
became essential.

In our research, Hubspot 
emerged as the most popular 
software choice in this 
category, with nearly four in 10 
(37%) of marketing automation 
users employing it. However, 
unlike the analytics category, 
there was no clear, universally 
adopted technology vendor. 

More than a decade after 
its inception, marketing 
automation remains a highly 
fragmented market, leaving 
companies scrambling to find 
real solutions. This is part of 
why best-of-breed martech 
approaches are so appealing  
to many companies.

M A R K E T I N G  A U T O M AT I O N

Marketing automation technology used

Hubspot 37%

Other 27%

Pardot or Salesforce Marketing Cloud 24%

Marketo 21%

Mailchimp 19%

SendGrid 9%

Campaign Monitor 2%

Sailthru 1%
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Personalization, DAM, 
and multivariate testing 
technologies are newer than 
marketing automation, and 
have been slower to take off. 
Accordingly, our survey shows 
a much lower percentage of 
respondents using them.

Almost half (45%) of all 
survey respondents use 
personalization technology,  
with six in 10 (59%) employing  
a different tool than the  
options offered in the survey—
perhaps custom or manual. 
Adoption was highest among 
media companies.

Despite lots of promise, DAM 
penetration remains low. A third 
(32%) of survey respondents 
use technology to manage their 
digital assets. Of these, half are 
WordPress users leveraging the 

built-in asset management tool, 
the WordPress Media Library. 
Half of those WordPress users 
augment the media library with 
another technology. 

Just two in 10 (23%) 
respondents use software 
for A/B or multivariate testing. 
Google Optimize emerged 
as the frontrunner of named 
technologies, slightly  
trailing custom, bespoke,  
or manual solutions.

Personalization, DAM,  
and Multivariate testing:  
A mixed martech bag

“I need someone 
to pick one or two 
technologies that 
integrate with our 
CRM and get rid of 
the rest . . . and show 
me how to use them 
seamlessly.”

Survey response

Other 59% 

Salesforce Marketing Cloud 32%

Optimizely 14%

Adobe Audience Manager 7%

Parse.ly 5%

Cxense 2%

Digital asset management (DAM) technology used

Multivariate technology used

Other 51%

WordPress Media Library  
+ another technology 25%

WordPress Media Library 24%

Other 48%

Google Optimize 44%

Optimizely 21%

Visual Website Optimizer 10%

Adobe Test & Target 10%

Personalization technology used

P E R S O N A L I Z AT I O N ,  D A M ,  M U LT I VA R I AT E  T E S T I N G
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When content matters, 
you need the right 
tools for the job
Our goal with this survey and report was to 
understand which integrated technologies 
organizations are using in their content stack. 
To understand the landscape, we sent out 
digital surveys, designed and built on the 
Crowdsignal platform, in November 2021. We 
asked a series of content-focused questions 
related to marketing activities and budgets, 
marketing technology, distribution channels, 
metrics, and revenue. For this Martech Trends 
2022 Report, we referred to the questions 
specific to integrated technology. Our take 
on the rest of the findings can be found in our 
Content Matters 2022 Report.
There were 832 unique survey respondents 
across various roles, industries, company 
types, and geographic location. Of these 
respondents, 76% were from companies 
doing content marketing, 14% from media 
organizations (where content is the product), 
and 11% from companies who are either not 
doing content marketing or are unsure. B2B 
technology companies (27%) were by far the 
most well-represented, with seven in 10 survey 
respondents indicating they work in the US.

M E T H O D O L O G Y  &  D E M O G R A P H I C S

Industry breakdown

Role

Director/VP of 
Marketing (not content 
marketing)

Manager of Marketing  
(not content marketing)

Other

Manager of Content 
Marketing

Other C-Level

Director/VP of Content 
Marketing

Individual Contributor  
Content Marketer

Developer

Editor

Individual Contributor  
(not content marketing)

CMO

Analyst

Product Owner

Journalist

Technology

Media, Publishing

Agency, Research, 
Consulting

Education, Arts, 
Humanities

Other

Healthcare, 
Pharmaceuticals,  
Life Sciences

Retail, Ecommerce

Financial Services

Hospitality, Food, 
Travel

Consumer Packaged Goods

Consumer Electronics

Transportation, 
Logistics

Energy, Utilities, 
Telecommunications

Public Sector, 
Government

Sports

Agricultural, 
Forestery, Mining

Religious organization

15.9% 
 

15.4% 

12.3%

10.8%

 
7.5%

7.3%

6.3% 

5.9%

4.4%

3.5% 

3.5%

3.5%

2.6%

1.1%

34.3%

13.6%

13.3% 

7.9% 

5.9%

5.6% 
 

5.0%

3.7%

2.9% 

2.3%

1.2%

1.2% 

0.9% 

0.8% 

0.6%

0.5% 

0.3%

Industry Company type

Companies doing content 
marketing

Media organizations

Not doing content 
marketing

Don't know if doing 
content marketing
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75.6%

13.6%

6.9%

4%

B2B

Both B2B and B2C

Media

B2C

Nonprofit

Other

41.3%

23.0%

13.6%

10.1%

7.9%

4.1%

http://www.parse.ly/resources/data-studies/2022-content-matters
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About Parse.ly
Parse.ly is the analytics platform built for content creators. 
Parse.ly gives creators, marketers and developers the 
tools to understand content performance, prove content 
value, and deliver tailored content experiences that drive 
meaningful results.
With Parse.ly, your writers and marketers don’t have  
to turn to the analyst team for answers—they can be  
data-driven themselves.
Learn more about Parse.ly

http://www.parse.ly/getdemo/?utm_medium=pdf&utm_source=asset&utm_content=report&utm_campaign=contentmatters

