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The future of data  
collaboration  
in a privacy-first,  
industry-driven world



D espite using an average of 21 marketing and advertising 
platforms, marketers report that the inability to share 
and collaborate on data analysis across stakeholders 

is a key marketing challenge (according to Salesforce research). 
And as privacy regulations become more stringent, marketers 
are finding that the ways they’re accustomed to working with 
customer data won’t cut it in a privacy-first world: According 
to Gartner, 73% of marketers fear that privacy concerns will 
negatively affect their analytics, and almost 20% report privacy 
compliance as their main concern across marketing channels.

“Online identifiers were a prerequisite for almost all data-driven 
advertising,” said Ted Flanagan, Head of Customer Success at 
Habu. “From a measurement standpoint, third-party cookies and 
mobile identifiers enabled everything from customer journey 
analysis to in-app attribution. The loss of these identifiers, 
while good for consumers, has left many brands struggling to 
understand if their advertising and marketing efforts are actually 
driving conversions.”

“Yes, marketers are relieved by Google’s delay on third-party 
cookies. But there is frustration too,” said Digitas SVP Liane 
Nadeau. “In addition to diminishing the advantage that prepared 
marketers rightfully expected come Q1 2022 (the original cut-off), 
the move also raises a concern that advertisers will lose their 
sense of urgency in testing privacy-safe targeting methods.”

“On the one hand, the onslaught of changes to the ecosystem are 
causing many of the tactics, systems, and/or providers marketers 
rely on to become obsolete,” said Matt Karasick, Chief Product 
Officer at Habu. “On the other hand, the rise of the data-driven 
marketing organization has marketers’ sophistication and 
appetite at an all-time high. With the blueprint for privacy-safe 
data usage clear, marketers are turning to clean room technology 
to power their marketing applications.”

In fact, Merkle research recently said that 61% of executives will 
increase investments in data clean rooms to better connect and 
utilize data across distributed systems, while 23% will prioritize 
data clean rooms due to privacy-related changes.

Clean rooms enable marketers to utilize the power of their own 
first party data, data from collaboration partners and providers, 
and data from within walled gardens, to power analytics and 
execution of marketing applications. Today’s clean room software 
is able to connect to and join datasets which are distributed 
across cloud environments in a way which protects consumer 
privacy while also providing data owners with transparency and 
control over how their data is used.
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Data clean rooms are the future of data collaboration, 
but they’re not a new idea. Historically, clean rooms were 
used in a variety of use cases, but almost always involved 
data owners shipping their data TO the clean room. 

Today, it is secure, privacy and governance-protecting 
software which enables brands to do three things:

Join distributed datasets. With clean room technology, 
there’s no need for data to be shipped to and stored in a 
centralized location (requiring a labor-intensive IT process 
and potential privacy risk). Instead, data clean room 
software “comes TO the data instead of the other way 
around,” Karasick said. 

Provision appropriate data access and privacy/governance 
measures so that each data owner has full transparency 
and control over who can access their data, for how long 
it can be accessed, and what they can do with it.  

Leverage the power of joint datasets to power end-
to-end marketing applications including Measurement, 
Segmentation, Activation, Incrementality Experimentation, 
Overlap Analysis, Reach and Frequency Analytics & 
Management, Consumer Journey Analysis, Propensity 
Scoring, Machine Learning, & more.

PART 1  

What is a data  
clean room?
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Consider the example of an automotive manufacturer seeking 
to understand the customer journey and measure the 
effectiveness of its advertising efforts. Without the ability to 
track third-party cookies or mobile identifiers, the historical 
approach to executing attribution and measurement is 
essentially impossible.

 
 

To gain clearer understanding, the auto manufacturer may 
want to learn more about the effects of its advertising on 
the consumer journey. Emboldened with the governance 
controls of clean room technology, the manufacturer sets 
upon forging data collaboration partnerships with companies 
who can contribute important signals, including auto endemic 
publishers. Beyond being important media outlets themselves, 
these publishers also have valuable data which can be used for 
measurement against media bought from other sites/channels.

In the past, a publisher would be quick to turn down this kind 
of prospect. 

“Not that long ago, if an advertiser called a publisher which 
was endemic to the advertiser’s category and said, ‘Can you 
give me all your data so I can use it for measurement?’ that 
conversation would have been super predictable,” Karasick 
said. “The publisher would have said, ‘Of course I can’t do that. 
I sell you my media for $20, $50, $100 CPMs; if I give you my 
audience, you can buy it programmatically on the open web for 
pennies on the dollar. So, no, I can’t give you this data.’” 

PART 2  

Data collaboration in action

“Automotive has a lot of challenges there.  
It’s not easy to get closed-loop understanding 
about the incremental value of paid media 
investments and the journey that consumers go 
on across automotive manufacturer websites 
and auto-endemic publishers through to foot 
traffic [at dealerships].” 
 
H A L L I E  B AT E S 
Director of Programmatic and Advanced Media 

Merkley + Partners
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But with a data clean room, there’s a way for one partner to 
securely share data with another partner, where that data can 
be used only for analysis or measurement but not activation. 
As the problem goes away, new opportunities for collaboration 
open up — turning more noes into yeses. 

At Merkley + Partners, Bates uses a Habu data clean room to 
connect disparate partner data and reevaluate how her team 
measures the automotive client’s digital media performance. 

“We saw this opportunity to bring in some of our core partners 
that have the datasets that will be really valuable to us in 
an ID-free world — an auto-endemic website partner, a foot 
traffic analysis partner and one of our most forward-thinking 
DSP* partners — and start asking, ‘How can we bring this 
data together to get really creative and answer some of those 
business questions?’” Bates said. “That’s laddering up to a 
stronger understanding of the customer journey across these 
touch points.”

*Note: A DSP, or demand-side platform, enables the buying of display, 

video, mobile or search advertising in an automated fashion.

“The idea behind the data clean room is  
that it actually removes the legal and technical 
impediments to unlocking these partnerships.  
As a result, whenever two businesses are  
willing to work together, they have a basis to  
move forward.” 
 
T E D  F L A N AG A N 
Head of Customer Success 

Habu
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Of course, nearly 70% of advertisers’ media spend is with 
Google, Amazon, and Facebook — each of which allows 
advertisers to work within their “walled garden” data clean 
rooms: Google Ads Data Hub (ADH), Facebook Advanced 
Analytics (FAA), and Amazon Marketing Cloud (AMC). These 
environments are where Google, Facebook, and Amazon 
make the event-level data available that most sophisticated 
marketers require to make informed decisions and 
optimizations. These clean rooms are among the most rigid 
in the industry, with very strict guardrails which protect 
both consumer privacy, as well as the ecosystems’ moats.

Advertisers who are spending meaningful dollars and 
resources within these ecosystems need to go to where  
the granular data is to take advantage of modern 
measurement, segmentation, and experimentation 
strategies. Being productive in environments like ADH,  
AMC, and FAA is a requirement. 

PART 3  

Getting more out of  
walled gardens
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However, brands encounter challenges when working directly 
in walled garden data clean rooms. The environments tend to 
offer very rich data for analysis, but it’s only the raw materials. 
After you log in, you’ll be looking at a blinking cursor, ready for 
your team of data scientists, analysts, and engineers.

Scenarios like this are exactly why software categories exist. 
Rather than all marketing organizations having to build (and 
maintain) their own analytics and automation systems on 
top of these industry ecosystems, clean room software can 
automate common use case frameworks which each team 
can customize to fit their use case and workflow.

Plus, “beyond operating effectively within each of the 
walled gardens, most marketers need a way to compare and 
contrast results across those channels,” Karasick said. “Habu 
software makes it really easy to compare apples to apples 
across the major platforms by having a streamlined view and 
a common schema across those channels.”

Strategic data collaboration, on the other hand, “is much 
more customizable in terms of who you work with, what kind 
of data may become available there and what kind of analysis 
you might go do,” Flanagan said. “The walled garden clean 
rooms are a common entry point, and where you go from 
there when you start working with partners becomes very 
tailored to your specific business.”

“It has long been proven that the most  
powerful data for generating actionable  
insights, measurement, segmentation, and  
beyond, is raw user event-level data. The walled 
gardens have now put that data behind a  
blinking-cursor of a command-line interface. 
This works great if you have the rare team with 
extra data scientists and engineers waiting 
for work to do. Otherwise, it’s very hard to be 
productive if you don’t have a platform to help 
accelerate and democratize the insights which 
those clean room environments offer.” 

M AT T K A R A S I C K 
Chief Product Officer 

Habu
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Habu is the only solution that has a comprehensive and 
intuitive data-intelligence layer that enables users to work 
more intelligently and efficiently across distributed industry 
and private-partner data clean rooms.



Data clean rooms are a safe and secure environment for  
data collaboration, but simply joining two datasets for overlap 
analysis is just the tip of the iceberg in terms of what you  
can do.

Retailers set up data clean rooms to securely share  
transaction data to CPG companies for attribution and  
closed-loop measurement. Media companies with rich data 
assets are creating additional revenue channels by developing 
new and deeper strategic partnerships with key advertisers 
through their data clean rooms. Automotive and travel 
companies are closing gaps in their customer journey with  
high-value intent signals from endemic publishers and 
conversion signals from location partners.

By working in data clean room environments and  
collaborating directly with strategic partners, these brands 
are gaining an edge and benefiting from intelligent planning, 
analytics, and execution.

But, privacy- and governance-safe collaboration isn’t limited to 
just distributed data. Imagine a scenario where one partner has 
a machine learning model and the other party has data with a 
mutual opportunity to connect the two for inference. 

“The company with the data can’t give the other the data, and 
the company with the model can’t let the other have the model, 
but they both can benefit from the output of putting them 
together. This is exactly why we developed our CleanML  
& CleanCompute intelligence modules whereby distributed data, 
machine learning models, and/or containerized microservices 
can connect in safe and secure ways,” Karasick said.

We see this quite a bit with CPG & Retail companies, for 
example, who often have robust data science organizations and 
are coming together to execute use cases which go well beyond 
SQL & BI, creating outputs such as propensity scores, new 
matching logic, new inference and training systems, and beyond.

PART 4  

Reaching next-gen results
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With the blueprint for privacy-safe data collaboration now  
clear, marketers can successfully curate a purpose-built data 
and analytics layer to put them in a position to be successful.

In addition, brands should start looking into whether they have 
partners who will make datasets available to them that they 
could never access before. What kind of new possibilities does 
that unlock? What kind of new use cases can brands pursue that 
they might never have considered, simply because they assumed 
they would never access those datasets?

Ultimately, accessing new data in a privacy- and governance-
safe way enables endless possibilities — making now the ideal 
time for brands to connect with partners and discuss how data 
collaboration, using secure cloud-based data clean rooms, can 
unlock new advantages and deliver mutually beneficial value for 
their business and customers.

Today, any brand that can challenge itself to remove past 
notions of why a given project couldn’t work can start asking, 

“What is the data on this planet that would best help us to do 
it?” As they come up with that list — and consider the reasons 
a partner might hold back — they should recognize that a data 
clean room can turn those noes into yeses. That’s why getting 
started with a data clean room should quickly become one of 
the highest-priority things they do.

IN CONCLUSION 

A foundation for the future

“Brands should really think hard about whether 
they have processes or functions that have been 
impacted or disrupted by the evolving privacy 
landscape and start asking themselves if a clean 
room might potentially help them reinvent their 
previous measurement approach.” 
 
T E D  F L A N AG A N 
Head of Customer Success 

Habu
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LEARN MORE

Habu is a data clean room software company. We make it seamless  
for businesses to generate high-value analytics from controlled datasets, 
while protecting the privacy of consumers and the rights of data owners. 

Habu is the only solution that has a comprehensive and intuitive data 
intelligence layer that enables users to work more intelligently and 

efficiently across distributed industry and private partner data clean rooms 
for better collaboration, decision making and results.

https://habu.com/


studioID is Industry Dive’s global content studio offering brands 
an ROI rich tool kit: Deep industry expertise, first-party audience 
insights, an editorial approach to brand storytelling, and targeted 
distribution capabilities. Our trusted in-house content marketers 
help brands power insights-fueled content programs that nurture 
prospects and customers from discovery through to purchase, 
connecting brand to demand.

LEARN MORE

https://www.studioid.com/
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