
The 2026 Identity Security Messaging-Product Gap Report 
Overview: High-growth startups in identity security are flooding the market with bold “AI-
driven” claims and sweeping platform promises. As a CMO under pressure to prove ROI, 
you need to know: Are competitors’ messages backed by reality, or are they vaporware? 
This report applies a forensic triangulation framework – analyzing ads, documentation, and 
product updates – to map the gap between rhetoric and reality. The findings will help you 
craft a differentiated message that cuts through the noise, reduces customer acquisition 
cost (CAC), and defends your budget with evidence. Below, we break down the key 
insights: 

Reality vs. Rhetoric Matrix: Promises vs. Product 
Marketing slogans often drift far from actual capabilities. We compared leading vendors’ 
public messaging to their product docs and changelogs, exposing where vision outpaces 
execution: 

• Saviynt: Ads tout “Up to 60% faster fulfillment with Saviynt Intelligence” – a 
quantified hero claims with no baseline or method given. Multiple taglines run in 
parallel (“Identity Cloud,” “AI-powered identity security,” “One Converged 
Platform”), indicating a fragmented story. Cross-checking Saviynt’s 2025 release 
notes shows new features for non-human IDs and policy workflows – useful, but not 
proof of the broad “AI-driven decisions” narrative. Reality check: Saviynt is 
promising unified, AI-fueled control, but its documented improvements (while solid) 
don’t yet validate those sweeping AI outcome claims. The big numbers (60%, 75% 
improvement) feel like vaporware without disclosed context. 

• ConductorOne: Brands itself with phrases like “Autonomous Identity Security” and 
“put your UARs on autopilot.” This implies a fully hands-off, AI-operated system. In 
reality, even their own ads show a complex admin UI with toggles and approval 
buttons – a sign that humans still play a role. The grand promise vs. visible 
product gap is stark: calling the product “autonomous” while showing a detailed 
dashboard invites skepticism. No specific metrics or technical explainers appear in 
the ads, so prospects are asked to take the “automation” on faith. Reality check: 
ConductorOne’s vision of one-click automation is attractive, but evidence is thin – 
suggesting the rhetoric outpaces reality and opening them to credibility 
challenges. 

• Apono: Markets “Zero Standing Privileges” and “AI-powered” access control that 
“eliminates 96% of excessive privileges”. However, its recent changelogs show only 
steady, incremental improvements (new connectors, bug fixes) with no 
breakthroughs in AI or dynamic privilege tech. The flashy promise of “just-in-time 
access for humans, service accounts and AI agents” is only partially reflected in the 
product today. Reality check: Apono’s messaging projects a futuristic zero-trust 



vision that may be only partially implemented. Without clearer alignment or labeling 
of beta features, these ambitious claims risk being perceived as vaporware if the 
delivered product can’t match the talk. 

• Nudge Security: Claims you can “Deploy in 5 minutes… Discover all SaaS and AI 
apps” instantly. This suggests total, effortless visibility across shadow IT. Nudge 
does offer a low-friction trial (“instant access, no credit card” onboarding) to back 
the ease-of-use angle. Yet the scope of “discover every cloud, SaaS, and AI asset 
ever created” is extremely bold. Product updates show continuous improvements 
in SaaS app discovery and AI risk monitoring, but not some magic omniscience. 
Reality check: Nudge’s core value (quick discovery) is real, but promising to find 
everything “in minutes” verges on overreach. Savvy buyers will question whether 
any tool can truly guarantee no blind spots on Day One. 

Matrix Summary: The Reality vs. Rhetoric Matrix (below) encapsulates these gaps. Each 
competitor’s marketing promise is juxtaposed with evidence of actual capabilities: 

Vendor Hyped Claim (Rhetoric) Observed Reality 
Saviynt “AI-driven Identity Cloud”; 

“Up to 60% faster 
fulfillment”  

New NHI governance features; AI used as 
buzzword, no proven 60% gains. 

ConductorOne “Autonomous Identity 
Security” (hands-off IAM)  

Requires configuration; ads show 
dashboards & human approvals (not fully 
hands-off). 

Apono “Zero Standing Privilege” 
with AI; “96% privilege 
reduction”  

Incremental product updates, no 
confirmed AI-driven cut of 96% – vision 
exceeds current state. 

Nudge Sec. “Discover every SaaS & AI 
app in minutes”  

Strong SaaS discovery, yes – but “every 
app” instantly is doubtful; product adds 
incremental coverage. 

Insight: Across the board, marketing rhetoric overshoots product reality to 
some degree. Claims of “AI-powered” everything and turnkey outcomes 
abound, while evidence is sparse. This gap is where a challenger can differentiate 
– by sticking to substantiated claims and calling out specifics. For example, if a 
rival trumpets “AI-driven” results without detail, you can contrast with a concrete 
feature like “one-click deactivation of orphaned accounts” or real benchmark 
stats. Competitors’ own docs confirm these gaps (e.g. “sweeping claims…lack 
concrete support” in ads), so you can confidently highlight where you deliver 
what they only promise. 

Strategic Anxiety Heatmap: Noise vs. Stakes 
Why do so many vendors sound alike? Because everyone is chasing the same trends – 
creating a commodity messaging zone. We plotted 15 identity security players on a 



“Messaging Noise” vs. “Solution Stakes” matrix. The result: over half the field clumps 
in a high-noise, moderate-stakes cluster, where each shouts about AI or Zero Trust in 
similar ways. This Noise/Stakes heatmap (a 2x2 matrix) illustrates a key problem: when 
many competitors amplify the same buzzwords, differentiation evaporates. 

• Commodity Zone (High Noise, Moderate Stakes): Most emerging vendors ended 
up here. They broadcast trendy slogans at full volume – “AI-driven identity,” 
“autonomous security,” “zero standing privilege,” etc. – yet those messages have 
become table stakes rather than unique value. For example, ConductorOne, 
Apono, Saviynt, and Nudge all emphasize AI/automation in their taglines. Each is 
trying to sound cutting-edge, but in doing so they’ve created a slogan overlap. 
Prospective buyers hear a noisy chorus of similar claims, blurring together. 
Differentiation failure is the outcome: if five vendors all say “we automate identity 
with AI,” none stands out. Our forensic analysis notes Apono’s “positioning has 
drifted… toward buzzwords”, appearing opportunistic and leaving room for a more 
consistent, plainspoken competitor to stand out. The immediate risk for those in 
the commodity zone is commoditized CAC – when your message is 
indistinguishable, you pay more to achieve the same awareness. You essentially bid 
against rivals on the same words and audience. Evidence of this appears in broad 
campaigns: Saviynt ran 280 ad variations spanning similar buzz themes, and 
ConductorOne’s buzzword-heavy ads likely attracted many curious clicks that 
never convert. Net effect: high spend, low yield. As one analysis put it, a “broad, 
trendy approach” can inflate CAC by pulling in unqualified leads drawn by hype 
rather than a real pain point. 

• High Stakes, High Noise: A few players combine high stakes with high noise – for 
instance, an incumbent like Saviynt tackles mission-critical identity problems (IGA, 
PAM, compliance) and pumps out noisy marketing. Saviynt’s messaging spans 
everything from cloud governance to AI risk, trying to cover all bases. The stakes 
(security, audit failures, etc.) are real, but the overextension of messaging creates 
anxiety. They’re effectively in all quadrants at once, which dilutes their core value. 
Our heatmap shows that when a vendor’s narrative tries to be everything for 
everyone, the CPM and CPL suffer – Saviynt’s broad persona targeting (CISO, ERP 
admins, DevOps all at once) means paying for lots of off-target impressions. 
High-stakes themes alone don’t save you if the message isn’t focused. 

• Low Noise Approaches: Notably, a couple of established firms (or very niche 
startups) fell into a low-noise quadrant – they aren’t yelling trendy slogans, sticking 
instead to a specific value (e.g. a pure-play PAM tool focusing only on privileged 
account security without saying “AI”). These players avoid buzzword fatigue, but 
risk seeming outdated or losing mindshare. In 2026’s climate, silence isn’t golden 
– the attention goes to those making bold claims. The key is to make bold claims 
credibly. Low-noise players can actually win on efficiency (spend less on hype), but 
only if buyers recognize their importance. Otherwise, they’ll be overshadowed. 



Takeaway: The heatmap exposes a collective “strategic anxiety.” In fear of missing out on 
the latest narrative, many vendors flock to the same buzzwords (AI, Zero Trust, “unified 
platform”) – inadvertently commoditizing their message. If your competitors all sound the 
same, you have an opening. By articulating a distinct value proposition (or even using the 
same themes but with proof and specificity), you escape the commodity zone. This not 
only differentiates your brand but also keeps your CAC in check – you’re no longer throwing 
money into the same noisy ad auctions or diluted campaigns. In short, when others zig 
towards hype, you can zag towards clarity. The data shows that overlapping slogans 
correlate with wasted spend broad persona campaigns = more low-intent clicks = higher 
CPL. Break that cycle by owning a message that others aren’t delivering well. 

Bifurcation Point Framework: Platform vs. AI-Agent — Choosing the 
Right Narrative 
The identity security space is at an inflection point. Two competing narratives have 
emerged, creating a strategic bifurcation: 

• Unified Identity Platforms: This camp pitches the all-in-one consolidation of 
identity, access, and privileges. For example, Saviynt explicitly markets “One 
Converged Platform. Complete Identity Control.” and “Converge to Control” as 
slogans. The idea is to offer IGA, PAM, CIEM, etc., under one roof – appealing to 
buyers tired of juggling point solutions. The promise: integration and single-pane-
of-glass control. These vendors push a “fork in the road” choice: stick with multiple 
specialized tools or unify for efficiency. Saviynt’s ads literally frame it as “switch to 
THE Identity Cloud today”, urging customers to leave “legacy” point products 
behind. Risk: The unified platform story carries weight (it speaks to real pain around 
tool sprawl), but it’s difficult to fully deliver. As our forensic read notes, claiming 
“complete control” across all identity surfaces is rhetorically risky unless you can 
prove it across IGA, PAM, cloud, DeVos, etc.. If your product underperforms in any 
one area, buyers will notice the gap. Additionally, the platform narrative is crowded 
– established players (e.g. older IGA vendors or Microsoft’s ecosystem) already vie 
here. A newcomer shouting “unified platform” without unique tech may end up with 
high CAC, fighting incumbents on their home turf. 

• “AI-Agent Native” Infrastructure: The newer narrative is all about leveraging AI and 
automation at the core of identity management. Think intelligent agents that 
manage privileges in real-time, or policies that dynamically adjust via AI. Startups 
like ConductorOne and Apono lean this way – ConductorOne talks up 
“autonomous” identity ops, and Apono emphasizes just-in-time access even for “AI 
agents” themselves. The pitch: traditional identity governance is too manual and 
static, so the future lies in self-driving or AI-assisted identity controls embedded in 
infrastructure. This often implies a developer-friendly, API-first approach as well 
(integrating with CI/CD, cloud infra, etc., with intelligent automation). Risk: This 
story is sexy and can differentiate you as forward-thinking – but only if credible. An 



AI-native positioning can backfire as vaporware if the “AI” is just marketing gloss. 
ConductorOne’s experience is telling: calling their product “autonomous” while the 
UI clearly still requires setup prompted skepticism. Buyers will test these AI claims 
quickly (“Show me how it auto-remediates without human input”). If the automation 
isn’t as autonomous as billed, trust erodes fast. Moreover, AI hype is peaking – 
some buyers have “AI fatigue” from exaggerated claims. The AI-agent narrative 
must be backed by proof (algorithms, results, case studies) or it becomes noise. 

The Cost of Choosing Wrong: Picking the wrong side of this bifurcation – or straddling 
both poorly – can lead to high CAC and poor narrative fit. Here’s why: 

• If you align with the Unified Platform narrative but lack the breadth or credibility, 
you’ll burn budget trying to out-shout giants on a promise you can’t fully keep. For 
instance, a smaller Series B startup claiming a complete platform may spend 
heavily on ads and sales efforts, only to face long enterprise sales cycles (since 
buyers will deeply vet those broad claims). Our Saviynt analysis warns that 
positioning around total convergence invites scrutiny: buyers will ask “Can you 
really replace all my identity tools?”. If the answer is shaky, marketing spend only 
attracts skeptics. You risk narrative misfit – being seen as overclaiming – which 
wastes dollars and credibility. 

• If you go with the AI-Agent narrative without substance, you might attract top-of-
funnel interest (everyone’s curious about AI) but convert few. ConductorOne’s 
broad “AI-driven security” messaging likely pulled in a lot of clicks from people 
intrigued by buzzwords, not necessarily qualified buyers looking for an access 
governance solution. That means paying for traffic that doesn’t yield revenue. As our  
analysis notes, “many people might engage out of curiosity for ‘AI security’ hype, not 
because they have a specific pain” – a classic recipe for high CAC. In short, you get 
eyeballs, not customers, and your marketing ROI suffers. 

• Straddling or oscillating is perhaps the worst of both. If your messaging one week is 
“unified platform” and the next week pivots to “AI-powered identity” (chasing 
what’s trending), you dilute your narrative and confuse the market. We saw 
evidence of this with some vendors: Apono shifted from “cloud governance” 
language to zero-trust AI jargon within a year. That kind of zig-zag may signal 
indecisiveness. It can lead to misallocated spend as campaigns target different 
personas or value propositions every quarter. Consistency builds brand trust; 
frenetic repositioning burns budget for little gain. 

Framework Conclusion: It’s vital to plant your flag on the side that aligns with your actual 
strengths and audience needs – then execute with evidence. The industry is indeed forking: 
prospects are hearing two visions of the future. Use this report’s findings to decide which 
vision your product truly supports. If you’re more “platform unifier,” double down on 
proving integration depth and risk reduction across silos (and be ready to counter AI-native 
challengers with your completeness). If you’re more “AI-native disruptor,” showcase the 
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outcomes and technical chops behind your automation, to rise above the AI-washing. 
Whatever you do, don’t play copycat. A misaligned narrative – one that doesn’t fit your 
product or just mimics rivals – will siphon budget with little return. The goal is to tell the 
right story for your solution, and tell it with proof. That’s how you’ll avoid the high CAC traps 
that ensnare those who choose poorly. 

Tactical Execution Model: How to Find Messaging Gaps (Surveillance to 
Triangulation) 
How did we uncover these insights? By systematically triangulating competitors’ rhetoric 
versus reality. Here’s the blueprint you can use to perform your own messaging-product 
gap analysis (the same forensic approach we applied): 

1. Ad Surveillance – Listen to their megaphone: Start with the LinkedIn Ads Library 
(and Meta Ad Library) for each competitor. This gives you a real-time snapshot of 
what they’re broadcasting. Log the exact headlines, slogans, and CTAs. For 
example, our analysis of Saviynt began by noting it had “280 ads” active on 
LinkedIn, ranging from AI claims to migration offers. High ad volume or repeated 
phrases (like “Get a Personalized Demo” CTA everywhere) are clues to their strategy 
and points of emphasis. Capture screenshots or text of these ads as evidence. 

2. Historical Drift – Check for slogan shifts: What a company said a year or two ago 
can be very revealing. Use the Wayback Machine, archived press releases, or 
past websites to spot changes in positioning. We looked at Apono’s evolution: a 
year prior it was billed as a “next-gen cloud access governance” tool, but now it’s 
all “Zero Trust” and “AI agents” in the branding. That pivot tells a story – likely a 
reaction to market trends. Document such messaging drift for each player. Are 
they chasing the latest buzz (AI, Zero Trust, etc.)? Or have they stayed consistent? 
Trend-chasing can indicate strategic anxiety (and potential messaging weakness) 
that you can exploit by staying steady and specific where they are not. 

3. Changelog & Docs – Verify the product reality: Next, dig into their product 
release notes, documentation, blog updates, or GitHub repos. You want to see 
what features and capabilities have actually rolled out, especially in the same 
timeframe as their marketing claims. This is crucial for identifying vaporware flags. 
In our research, we cross-referenced claims with changelogs: when Apono’s ads 
boasted AI-fueled privilege elimination, the GitHub release log showed only routine 
updates (CLI enhancements, bug fixes) and nothing about new AI engines. Likewise, 
we matched Saviynt’s “Saviynt Intelligence” AI claims against its 2025 feature 
releases – we found strong non-human identity management features, but nothing 
that explicitly delivers “AI-driven decisions” as the ads imply. By doing this 
triangulation, you pinpoint specific discrepancies (e.g. “They say X in marketing, 
but product only has Y”), which are golden opportunities for your messaging. 



4. Gap Analysis – Connect the dots and find leverage: Finally, compile the above 
data into a clear comparison. Highlight each gap between promise and proof. Ask: 
Where is the competitor overpromising? Where are they using buzzwords as a 
smokescreen? Where do they force the buyer to take a leap of faith? For each gap, 
determine how your team can capitalize. For example, if Competitor A uses vague 
“AI security” language with no specifics, you can emphasize your specific 
automation capabilities and maybe even quote their claim and counter it. If 
Competitor B pushes “unified platform” but only launched one new module last 
year, you can position how your focused solution fits better into a best-of-breed 
stack (or conversely, if you are more unified and have evidence, flaunt that). 
Essentially, the gaps become attack vectors or differentiation angles in your go-
to-market strategy. 

Using this method – Ads (current promises) + Historical (trend context) + Product Reality – 
you create a Forensic Messaging Profile for each rival. It’s a potent exercise: it not only 
tells you where they are vulnerable, but also keeps your own messaging honest. (If you 
perform the same audit on yourself, you’ll quickly see if you’re making any unfounded 
claims.) The end result is a playbook of competitor weaknesses that you can exploit in 
marketing and sales. Several proof points from our analysis have been included below to 
illustrate these gaps in action. 

Cited Forensic Proof Points: Evidence of Messaging-Product Gaps 
Below are select evidence excerpts from our forensic analyses of top competitors, 
illustrating the types of discrepancies and vulnerabilities identified. (We avoid any 
unwarranted assumptions – if something wasn’t evidenced in the research, we don’t claim 
it.) 

• Apono – Vaporware Signals: “Apono’s LinkedIn ads project ambitious claims that 
risk stretching beyond current technical reality… implying near-magical outcomes 
(e.g. ‘effortless elimination of 96% of excessive privileges’). However, a look at 
Apono’s recent changelog shows mostly incremental improvements… with no 
obvious breakthroughs in AI or automation.” This gap between lofty “AI-powered” 
rhetoric and modest product evolution suggests Apono is marketing a vision 
ahead of its product. Opportunity: Position your messaging to be credible and 
present-tense (solve the now problems of privilege sprawl) – to outshine Apono’s 
forward-looking, but unproven, promises. 

• ConductorOne – Automation vs. Reality: “One creative uses the tagline 
‘Autonomous Identity Security,’ implying the platform secures identities entirely on 
its own… These hero claims are highly ambitious… Yet… a detailed admin UI (in the 
ads) invites skepticism. Prospects could suspect that the autonomy is exaggerated 
marketing fluff… The rhetoric outpaces the reality shown.” ConductorOne’s ads 
claim zero-touch automation (“on autopilot”), but the actual product still looks 
complex and hands-on. Opportunity: Call out the need for tangible proof behind 



“autonomous” claims – e.g., ask prospects if they trust a promise that even the 
demo can’t substantiate. Emphasize where your solution actually reduces 
workload versus where theirs might still require human intervention. 

• Saviynt – Overextended Messaging: “Saviynt is operating multiple headline 
positions: ‘The Identity Cloud’… ‘AI-powered identity security’… ‘One Converged 
Platform. Complete Identity Control.’… This is not a single coherent narrative… a 
portfolio of overlapping taglines (cloud platform, consolidation, AI, migration, 
scale)… [which] indicates either segmentation without a unifying promise, or 
internal pressure to cover multiple buying motions at once.” Saviynt’s sprawling 
messaging shows a company trying to be everything to everyone. They also push 
big outcome stats (“60% improvement”) without explaining how. Opportunity: A 
more focused message can pierce through Saviynt’s noise. Where they use grand 
percentages with no context, you can offer specific metrics with context (e.g. 
median time to remediate, with methodology). Where they juggle five slogans, you 
stick to one resonant story – and repeat it. Consistency and clarity will make your 
voice distinct next to Saviynt’s slogan buffet. 

• Nudge Security – Bold Claims, Broad Net: “Nudge’s ads lead with extreme speed 
and breadth – e.g. ‘Deploy in 5 minutes. Discover all SaaS apps. Automate 
governance at scale.’… This aggressive new promise (instant, zero-touch inventory 
of everything) is much bolder than any prior claim… The ads appear to cast a very 
wide net – touching on CISOs, IT admins, compliance officers, and general 
“workforce-driven AI” themes all at once. This could dilute impact and waste 
budget… many low-intent clicks… increasing customer acquisition costs (CAC).” 
Nudge offers an attractive free trial and quick value, but by lumping every persona 
and buzzword into their pitch, they risk becoming too generic (and spending a lot to 
do so). Opportunity: Carve out a specific angle (e.g. “Shadow IT discovery for mid-
market” or “AI risk visibility for CISOs”) and speak to that, rather than matching 
Nudge’s catch-all approach. A targeted message can yield better ROI than Nudge’s 
broad, “something for everyone in one slogan” tactic. 

(Where no ad or evidence was available, we’ve left the claim out – all points above are 
backed by the research. For instance, if a competitor had no recorded AI claims, we 
wouldn’t invent one. Every proof point is grounded in the captured data.) 

Turning Gaps into Your Marketing Wins 

This report isn’t just academic—it’s designed as a playbook for marketing leaders at high-
growth B2B startups to act on immediately. In your role, you are navigating a high-stakes 
environment where you must be both a visionary strategist and an analytical operator 
under constant pressure to prove ROI. You face the daily challenge of being out-messaged 
by louder, better-funded competitors, the risk of misallocating budget to the wrong 
channels, and the fear of missing a critical shift in the market narrative. 



Here is how to leverage these findings to address those challenges head-on: 

• Out-Message the Noisy Rivals: Use the evidence here to confidently differentiate 
your messaging. Instead of engaging in a volume arms-race of buzzwords, double 
down on substance. For example, when competitors claim an “AI-powered 
identity” without providing specifics, you can win by explaining exactly what your 
AI does (or, if you don't use AI, highlight the precision and reliability of your specific 
approach). Our market analysis shows that a savvy marketer can win by offering 
clarity and evidence where the competition remains vague. By citing real 
capabilities—your product’s actual output or even neutral stats about the problem 
space—you build immediate credibility. Prospects will notice the contrast: your 
message actually says something while others just tout jargon. This allows you to 
capture mindshare as the truth-teller in a fog of hype. Buyers tired of grandiose 
claims find a specific, candid message refreshing and, more importantly, 
trustworthy. You can thus out-position rivals not by out-spending their noise, but by 
out-educating and out-proofing them. 

• Capitalize on Competitor Inconsistency to Lower CAC: Your competitors’ recent 
activities reveal where they are spread thin—and where they are wasting money. All 
those overlapping slogans and scattershot campaigns signal a fear of missing out 
on a trend or persona. You can flip this to your advantage. Rather than following 
them into the fray, pick the primary persona or pain point most aligned with your 
unique strength and speak directly to it (as if in a one-on-one conversation, not a 
billboard to the masses). The data indicates that focus yields efficiency: a more 
focused campaign drastically lowers CAC by improving relevance. In practice, that 
means your ads and content might deliberately ignore certain "sexy" topics that 
everyone else is chasing if they aren't central to your value proposition. By doing so, 
you’ll waste fewer impressions on people who won’t convert. Additionally, don’t shy 
from tactfully highlighting competitors’ weaknesses. For instance, run a 
comparison checklist or thought leadership piece that lists “questions to ask your 
identity vendor about their AI claims.” This directs discerning leads toward you by 
highlighting the gaps in the competition's narrative. The goal: concentrate your 
spend where you can win, not where everyone is competing. This targeted approach 
improves lead quality and turns competitors' noise into your signal. 

• Defend Your Budget with Evidence-Based Positioning: As a marketing leader 
under intense ROI pressure, every dollar you request or spend is scrutinized by the 
board and the executive team. The best defense for your budget is a data-backed 
offense. By using the competitive gap intelligence in this report, you can move away 
from "gut-feel" marketing and toward a strategy rooted in the current market reality. 
This allows you to justify spend not just on the basis of "brand awareness," but as a 
calculated move to capture specific market share that competitors are currently 
neglecting. When you can prove that your messaging is hitting the exact points 
where the market is currently underserved, you transform marketing from a "cost 
center" into a high-precision growth engine that is too valuable to defund. 



Finally, remember that fear of missing out works both ways. Your competitors are afraid 
of missing the AI wave or the platform play – hence their noisy tactics. You might fear 
missing out on those trends too, but the better approach is to ensure you don’t miss out 
on credibility. By following the forensic framework here, you ensure your message stays 
honest, resonant, and differentiated. That’s how you win hearts and minds (and justify 
spend) in an analytical, ROI-driven manner. 

 

In Summary: The 2026 Identity Security Messaging-Product Gap Report arms you with a 
clear-eyed view of the identity security landscape’s rhetoric vs. reality. By examining where 
others overpromise and underdeliver, you can refine your marketing strategy to be louder 
in truth, not just volume. For an analytical, ROI-driven marketer like you, this means less 
wasted spend, more credible conversations, and a stronger footing when defending your 
decisions. The identity security space is noisy and fast-changing, but with forensic insight, 
you won’t just keep up – you’ll lead with a message that resonates and converts. Use 
the evidence, trust your strategic instinct, and watch those messaging gaps turn into your 
growth opportunities. Here’s to out-messaging the noise in 2026, and reaping the rewards 
in pipeline and performance. 

 




