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Introduction

As privacy regulations continue to place organizations under 
the magnifying glass, marketers are in the spotlight more than 
ever. Compliance hinges greatly upon how they embed identity, 
data ethics, and diversity, equity, and inclusion (DEI) across their 
targeting and segmentation practices. Further, the pressure to 
move quickly to meet consumer’s changing demands – in a 
real-time and privacy-safe way – is a matter of survival today. 
Marketers need to think about balancing their customers’ needs 
(personalized experiences across the free Internet) and how they 
can get the information needed to provide the best experiences 
while also keeping in line with privacy regulations. 

Because of these increased pressures, marketers are looking 
to technology-enabled, data-driven customer experience 
management (CXM) partners to build a data foundation that 
meets the needs of customers. The focus of this work is on 
enabling data partnerships and identity graphs that are owned 
by the customer and are portable for use across the business: 
marketing, sales, commerce, and service.

Forrester VP and Principal Analyst Fatemeh Khatibloo is one 
of the industry’s leading analytical voices and co-authored 
The Forrester Wave™: Customer Database And Engagement 
Agencies, Q1 2021. In addition to joining us for our webinar, 
The Road to Privacy-Safe and Real-Time CX in the Cookieless 
World, here she answers critical questions that help marketers 
understand the capabilities needed to navigate the current 
climate: 

2 Forrester Q&A

https://www.merkleinc.com/news-and-events/webinars/road-privacy-safe-and-real-time-cx-cookieless-world?utm_source=Whitepaper_ForresterQA&utm_medium=digitalmaterial
https://www.merkleinc.com/news-and-events/webinars/road-privacy-safe-and-real-time-cx-cookieless-world?utm_source=Whitepaper_ForresterQA&utm_medium=digitalmaterial


Q

A

In The Forrester Wave™ report, you mention “data ethics” associated 
with privacy and new forms of identity graphs. Can you describe your 
views on data ethics and how it plays in the future of marketing?

“Data ethics is fundamentally about the fair and equitable use of data 
about people, with a systematic process to evaluate the potential for 
harm. And sometimes we forget to just be human. If someone sees an 
ad for a funeral home after reading an article about a rare disease, that 
is emotionally harmful. We have to bring empathy back to our marketing 
practices. It is integral to the privacy practice in an organization, because 
we’ve moved past the stage where firms can think it’s enough to simply 
comply with the letter of the law. Marketers need to build these skills so 
they can assess the use of new technology and new data. Identity is a 
great example – if you’re doing cross-device identity stitching or cookie 
syncing, you’re likely connecting someone’s personal device to their 
work device, or their smartphone to a shared home tablet. It’s critical 
to consider what kind of messaging you’re sending to those devices 
to ensure you’re not creating potential harms and nuisances for that 
consumer.”
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You highlighted three core agency capability trends that clients 
should seek from their agency partnerships:

1) Identity solutions that support all facets of marketing
2) Enablement of second-party data relationships
3) Providing data ethics and DEI guidance

How do you see clients prioritizing these trends? How do you 
recommend a client approaches and prioritizes these three 
capabilities when evaluating/selecting an agency partner? How do 
you differentiate across the agency’s responses for these areas of 
focus? How do clients cut through the language façade and truly 
understand the agency capabilities?

“Truly, these differentiators are listed in priority order, but they really 
are all critically important. That said, as we keep pushing into data 
deprecation, identity is probably the most immediate concern, because 
the other two really follow on from it. A strong identity graph is central 
to building second-party partnerships, for example. As for how to cut 
through the pitch language – it’s time to get back to data tests and live 
pitches. I’ve seen too many organizations lean into their procurement 
teams to choose their agency and data partners, and that’s a problem. 
Services partners like customer database and engagement (CDBE) 
agencies can’t be selected by a “check the boxes” approach – CMOs 
need to treat these partner selections as they would an AOR, because 
data, identity, and privacy are just as critical as brand.” 

“identity is probably the most 
immediate concern, because the 
other two really follow on from it.” 
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The Forrester Wave™ report covers “zero-party data” (ZPD) 
capabilities, which is a confusing topic for many. Can you tell us what 
you mean by zero-party data and how you see the evolution of this 
relationship between brands and consumers changing over the next 
five years?

“Think of ZPD as a subset of first-party data. Those of us old enough 
to remember ‘declared data’ via surveys and forms can think of it as 
a digital evolution of those tactics, which deliver much more value to 
the consumer. ZPD is one of the most important tools that data-poor 
marketing teams can leverage. It builds brand, enables consistent 
experiences across channels, and most critically, helps validate 
inferences based on observed data. We’re seeing an explosion of these 
experiences and expect that to continue over the next several years 
as government and big tech privacy regulations continue to evolve. 
As brands build trust with the consumers who share ZPD, they’ll be far 
better able to reach those customers and meet their expectations.”

“ZPD is one of the most important 
tools that data-poor marketing 
teams can leverage.” 
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If you were building your own roadmap for the future of customer 
engagement and data management, what would that look like? 
Where would you place your biggest bets? What areas would you 
avoid?

“I think brands need to build their first-party customer relationships 
more than ever. We’ve spent a decade treating digital advertising as 
solely an acquisition tactic. It’s time we start recognizing its importance 
for retention and brand and connect it back through the customer 
experience. As for what to avoid? It’s simple: any approach to identity or 
behavioral advertising that is surreptitious (like fingerprinting), and any 
‘personalization’ that doesn’t actually meet a consumer need.” 
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What do you see as the evolution in the role of marketing vs. IT in 
managing customer data?

“This is such a great question, because the CMO-CIO relationship has 
been top of mind for years. What I’ve seen in the past few years is less 
of an end-run around the IT organization, which is great. Rather, IT is 
coming to the table as a data partner. They may manage the enterprise 
data warehouse (EDW) or data lake, but they recognize that marketing’s 
needs are evolving incredibly fast. So, instead of being gatekeepers, 
they are coming to the table and helping marketing teams select the 
best partners to meet both the marketers’ needs and the organizations’ 
requirements around data protection, data residence, and integration 
with enterprise systems.” 

Organizations today have a full plate as regulations are introduced from 
both the government and big tech. To stay afloat, they must leverage 
a partner who can help implement identity solutions that support the 
entire business, enable second-party data relationships, and provide a 
robust knowledge of data ethics and DEI guidance. Merkle can help. Led 
by our heritage in customer experience management, we help brands 
establish a base layer of data and identity to activate the experiences 
that consumers expect. We are experts in identity, cloud capabilities, 
organizational design, data, and analytics. Merkle’s solutions support 
all aspects of the experience, from marketing to sales to commerce 
to service, and we support all aspects of data from zero-party to first-, 
second- and third-party data.

Schedule time with our experts for a complimentary guru session here 
to learn how we can help.
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Contributors

Interviewer: 
 
Matt Naeger 
Chief Strategy Officer, Americas, Merkle 
 
 
As Merkle’s Chief Strategy Officer, Americas, Matt brings nearly 20 years of helping 
marketers and brands embrace the advancements that make direct customer 
relationships possible. He leads the organization’s omni-channel strategy experts 
across industries – designing and launching integrated marketing programs by 
converging data with media and creating experiences that truly reach individuals.   

From the onset of digital marketing, Matt was an innovator and founder at IMPAQT, a 
pioneer SEM agency, which after being acquired helped to establish Merkle’s focus 
on digital – he has played a key role in its position as a frontrunner in the changing 
advertising agency model. As a recognized thought leader in the digital space, Matt 
brings his core data principles, his energy for what’s next, and his deep expertise in 
improving marketing for some of the best brands in the world. He has also worked 
with partners like Google, Microsoft, and Facebook as their platforms have developed, 
providing his expertise to their product teams as they have evolved digital marketing.

Matt has served as a strategy partner to Whirlpool, General Mills, Mercedes Benz, and 
Comcast; recent clients include Chase, HBO, Office Depot, and Time Warner Inc.

 
Interviewee:
 
Fatemeh Khatibloo
VP, Principal Analyst, Forrester Research 

Fatemeh serves CMOs with a focus on the shifting global consumer data ecosystem. 
She helps marketers navigate the complex connections between privacy, trust, and 
ethical data use, including the practices and vendors that can help them bridge the 
privacy/personalization paradox. Fatemeh also advises clients on strategies to comply 
with global privacy regulations like GDPR, HIPAA, and CCPA. Her seminal research 
on personal identity management (PIDM) and personal digital twins describes how 
consumers will soon control the sharing of their personal data with each other and with 
businesses.    
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Merkle is a leading data-driven customer experience management 
(CXM) company that specializes in the delivery of unique, 
personalized customer experiences across platforms and devices. 
For more than 30 years, Fortune 1000 companies and leading 
nonprofit organizations have partnered with Merkle to maximize 
the value of their customer portfolios. The company’s heritage 
in data, technology, and analytics forms the foundation for 
its unmatched skills in understanding consumer insights that 
drive hyper-personalized marketing strategies. Its combined 
strengths in performance media, customer experience, customer 
relationship management, loyalty, and enterprise marketing 
technology drive improved marketing results and competitive 
advantage. With 11,000 employees, Merkle is headquartered in 
Columbia, Maryland, with 50+ additional offices throughout the 
Americas, EMEA, and APAC. Merkle is a dentsu company-=nhu75. 
For more information, contact Merkle at 1-877-9-Merkle or visit 
www.merkleinc.com.
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