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The Data Foundation

unify millions of profiles with zero-

copy federation

The Ask 

build once, scale across 

existing (and future) 

FinServ solutions

Real-Time Activation 

web, email, phone, etc.

The Outcome 

10 months, one growth 

engine
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The Ask

One product proved the model.
Could the model scale?

Gerber Life, Salesforce, Merkle · Dreamforce 2026

With millions of consumer interactions, 

the real opportunity wasn't reach. It was depth.

Gerber Life's direct-to-consumer growth engine was reimagined to 

leverage event-based, intent signals to support 

awareness/consideration/conversion for a product launch. 

The next question: could that same real-time intelligence drive growth 

across all products and support cross-sell for a multi-generational 

customer base, without rebuilding from scratch?





The Data Foundation
Merkle: unifying identity before activating anything



Operationalizing the Salesforce Platform:  one governed context layer fuels every marketing motion.

Acquire

Awareness / Branding

Inbound - Web

Outbound -Email

Events

Onboard

Clients

Products

Employees

Brokers / Agents / Partners

Grow

Advisor Desktop

Service

Journeys

Loyalty / Offers

→ →

ACCESS / AVAILABILITY Real-Time Federated Data Headless / MCP Any UI  ·  Slack · Teams · Claude

Profile / CRM

Client profiles

FSC / CRM  · Service Cloud

Identity Holdings / Products

Consent & 

permissions
Service history

CDP / Real-Time Signals

Signals, deep relevance

Data 360

Behavioral Intent signals

Web / app events Unified 360 profile

Warehouse & Analytics

Models

GCP, BigQuery

Transactions Outcomes

Propensity scores Measurement / MMM

SYSTEM OF INSIGHTSYSTEM OF CONTEXT
SYSTEM OF 

RECORD

Context is critical

Source:  Salesforce · Data Cloud, Agentforce, Customer 360 © 2026 Salesforce, All Rights Reserved



GCP / BigQuery

Identity Resolution

Zero-Copy Federation

Salesforce Data 360

Real-Time Predictions

Privacy & Consent

Gerber Life, Salesforce, Merkle · Dreamforce 2026

The Data Foundation

30M+ profiles



Real-Time Activation

Gerber Life, Salesforce, Merkle · Dreamforce 2026

WEB

Real-Time 

Personalization

EMAIL

Dynamic, Data-

driven Journeys

CONTACT CENTER

Guided by AI

Salesforce Personalization 

reads live signals and can 

adapt a visitor's experience in 

the moment.

Marketing Cloud 

Engagement can pull Data 

360 predictions into 

message sends, enabling 

dynamic content to match 

intent.

Next-best-action 

recommendations can help 

guide agents inside NiCE 

Cxone; conversations guided 

by the same intelligence.



Closing the Loop

Marketing Cloud Intelligence 

visualizes interaction activity into 

one measurement layer, so 

leadership can see performance 

in real time and can retune 

decisioning on the fly.

Gerber Life, Salesforce, Merkle · Dreamforce 2026



The Outcome
Build once, scale to many



The Results
What changed in ten months

Gerber Life, Salesforce, Merkle · Dreamforce 2026

One 

Foundation

Faster 

Scale

One 

Experience 

Model

Measurable 

Growth

Built once. Designed 

to scale. 

Expanded across 

five product lines in 

less time than the 

original use case.

Dynamic, data-driven 

interactions. In the 

moment, for 

prospects and 

customers.

“We’re with you every 

step of the way®” 

A scalable engine with 

multi-million dollar 

growth potential. 



“We need to be 
hyper-focused on the 
moments that matter 
most.”

Wally Badalamenti
Director, Marketing Data, Technology & Ops, Gerber Life



The Blueprint

Gerber Life, Salesforce, Merkle · Dreamforce 2026

Let the same signals inform every interaction.

Know who you’re engaging before deciding how to engage.

Move access to the data – not unnecessary copies of the data.

Build capabilities that can evolve without rebuilding the foundations. 

Identity before activation

Federation over duplication

One intelligence layer, many experiences

Design for composability
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Q&A
Contact information

Wally Badalamenti

Gerber Life · Dreamforce 2026

Wally Badalamenti
Director, Marketing Data, Technology 

& Operations

Matt Clement
Sr. Director Industry Strategy –

Financial Services

Barry Latimer
Head of Innovation & 

Emerging Capabilities



Visit Merkle 

at MOMA

Unlock the Future of 

Marketing

Join us for lunch

Located on the 4th Floor (White Box) from 12pm-1pm

Meet our Experts

Discover how we are helping to transform marketing into a 

strategic growth engine by unifying data, AI, media, CRM, 

commerce, service, and measurement.

Network with peers

Connect with industry peers, exchange fresh ideas, share 

insights, and discuss the latest trends and 

takeaways from Day 2 at Dreamforce



Coffee on us.
The first 4,000 attendees to provide feedback 

on this event will receive a 

$5 Starbucks gift card.*

1. Download the Salesforce Events mobile app.

2. Navigate to My Event, then My Surveys.

3. Complete (4) session surveys and the Event Survey.

4. Redeem your gift at Badge Pickup on September 17th.

*Restrictions apply. See terms and conditions at sforce.co/survey-terms



Thank
you
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