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Executive Summary 
Growing consumer appetites for secure, frictionless digital engagements means that delivering on these 
expectations has become mission-critical for organizations of all sizes and industries. As organizations      
become more digitally advanced, many are transforming their customer experiences by investing in new 
technologies that are crucial to drive seamless, secure digital journeys. Findings from a global, cross-industry 
research study that surveyed 750 enterprise-level customer experience (CX) and IT decision-makers show 
that digitally advanced organizations, or those that have formal digital transformation strategies and are early 
adopters of technologies, are better able to meet their buyers’ expectations for customer experiences. 

Digitally advanced organizations provide a blueprint for best practices and have certain characteristics in 
common. Specifically, these businesses have more mature investments in certain foundational technologies 
and processes that are critical to create seamless, secure and trusted digital experiences, including:  

 – Highly integrated customer data across systems and sources for a unified view (42%) and deep 
understanding of the customer.

 – Sophisticated security tools and features that are built into their digital customer experiences (60%).

 – Formalized strategies to meet customer data privacy requirements (66%).

 – And, overall, a ubiquitous understanding of customer identity tools and processes (85%).

Having this foundation enables these companies to execute effective digital experiences that drive significant 
returns for their business. They enjoy higher net promoter scores (NPS) than their delayed counterparts, as well 
as notable improvements to other key business metrics such as customer engagement, acquisition, retention 
and top-line (revenue) growth. This value has a trickle-down effect throughout the organization, impacting not 
only the direct owners of digital experience (DX) initiatives such as digital and IT teams, but also a multitude of 
departments, including customer success. 

On the other hand, the consequences of failing to deliver on DX initiatives are great. While the majority (66%) of 
respondents rated their ability to deliver exceptional (e.g., seamless, secure and consistent) digital experiences 
as high, only a quarter (25%) believe they are substantially better at doing so than industry peers. Superior 
digital experiences are critical to the success of organizations looking to beat the competition through better 
customer acquisition and retention. As responses from digitally advanced organizations show, delivering on 
this requires better integrated customer data and more sophisticated security and privacy technologies and 
processes, especially in light of rising security threats and privacy compliance mandates. 

Security and privacy are emerging as the biggest challenges to improving 
digital experiences; customer identity and access management (CIAM) 
tools can help organizations persevere by complementing or enhancing 
existing capabilities, as well as delivering new ones. Findings show 
that respondents familiar with customer identity tools and processes 
have a greater ability to deliver superior digital experiences (77%) and 
differentiate from industry peers (34%). They also rate their organization’s 
DX capabilities roughly 10 percentage points higher than overall 
respondents. However, the majority of respondents have yet to invest 
in modern, scalable CIAM tools that can balance privacy and security 
with a frictionless user experience. Even among the digitally advanced, 
there is ample room to invest in more sophisticated customer identity 
technologies. As such, investments in CIAM can help drive differentiation 
and boost CX-driven business outcomes. 

...respondents familiar 
with customer identity 
tools and processes 
have a greater ability to 
deliver superior digital 
experiences (77%) 
and differentiate from 
industry peers (34%).
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Figure 1: Key Foundational Technologies Drive Better Business Outcomes

Q. To what degree is your organization prioritizing building digital experiences for your customers?

Q. Which of the following best characterizes your involvement/familiarity with the solutions to manage customer identity and access 
management at your organization? 

Q. What steps has your organization taken to build security into the digital customer experience and reduce risk?

Q. To what extent is your organization taking active steps to become more data-driven in your customer experience strategy  ? Which of the 
following best describes the degree to which customer data is integrated and synchronized across various systems and sources to deliver a 
unified customer view?

Q. What is your company’s NPS score?

Q. How would you rate the current state of your organization’s online presence and ability to deliver exceptional digital customer 
experiences?

Q. Which of the following digital experience initiatives have the greatest potential to impact your business over the next three years? :- Meet 
customer requirements for data privacy to build trust and loyalty 

Base: All respondents (Digitally advanced=309) (digitally delayed=441)

Source: 451 Research Custom Survey 
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Key Findings
 – Organizations that adopt new technologies and invest in digital transformation are more successful in 

their ability to deliver exceptional customer experiences (87%). These ‘digitally advanced’ organizations 
are on the leading edge of the market and provide a blueprint for best practices. Commonalities include 
the ability to achieve a unified view of the customer via deep data integrations (42%) and adoption of 
advanced security (60%) technologies. What’s more, they understand the importance of meeting customer 
requirements for data privacy (66%) and are more likely to be familiar with customer identity tools and 
processes (85%).

 – Digitally advanced organizations see higher incremental improvements to key business metrics and 
overall outcomes. These entities are more likely to see direct top-line (revenue) growth (50%) and customer 
loyalty and satisfaction (58%) as a result of their digital experience initiatives. The majority (64%) have an 
NPS score that can be considered ‘excellent’ (50+).

 – Many organizations still have some work to do. When looking to improve digital experiences, the top 
challenges organizations face include ensuring data privacy while observing regulatory compliance 
requirements (43%), as well as maintaining high levels of security in light of rising threats (40%). Current 
data privacy and security processes and technologies struggle to keep pace with shifting market dynamics, 
hindering the ability of organizations to deliver superior digital experiences. This is fueling the need for 
investments in more sophisticated technologies, such as customer identity tools. These tools can meet the 
need for additional, more advanced layers of privacy and security while mitigating common points of friction 
so that organizations don’t sacrifice usability for a more secure user experience.

 – Even among the digitally advanced, there is ample room to improve investment in customer identity 
technology. While under a third (30%) have invested in a scalable customer identity offering, digitally 
advanced organizations seeking to improve their customer experiences ranked integrating a modern 
customer identity service (53%) with the broader technology stack as their second-highest priority. 



Black & White | Customer Identity a Key Element of Creating Exceptional Digital Experiences

4©Copyright 2021 S&P Global Market Intelligence. All Rights Reserved.

The Recipe for Success:  
Lessons Learned from Digitally 
Advanced Organizations 
What were once aspirational views of innovative digital experiences are now requirements for organizations 
faced with rising expectations of an empowered consumer base. As consumers interact online, they expect 
frictionless, consistent and personalized experiences across all the channels and touchpoints that make up 
their digital customer journey (e.g., websites, mobile apps, loyalty apps, etc.). As such, becoming more digitally 
advanced is considered a critical strategic focus for many. The vast majority of businesses (72%) are prioritizing 
their digital transformation, putting formal, company-wide initiatives in place. 

Figure 2: Digitally Advanced vs. Digitally Delayed Organizations  

Q. Which of the following best describes your organization’s approach to NEW technology adoption?

Q. Which of the following best describes your organization’s status with regard to a digital transformation effort?

Q. To what degree is your organization prioritizing building and delivering digital experiences for your customers?

Base: All respondents (digitally advanced=309) (digitally delayed=441)

Source: 451 Research Custom Survey 
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Organizations that are early adopters of new technology and executing on formal digital transformation 
initiatives – digitally advanced organizations (Figure 2) – have notably better digital experience (DX) capabilities. 
These organizations rated their ability to deliver exceptional experiences 21 points higher than total 
respondents, and they are nearly twice as likely to view their DX capabilities as substantially better than the 
competition (47%). 

Digitally advanced organizations have a better understanding of the elements that make digital interactions 
successful (Figure 3). These businesses understand that superior digital experiences are defined by frictionless, 
consistent, personalized and secure interactions along the customer journey. 

Figure 3: Digitally Advanced Organizations Agree: Successful Digital Experiences Are Consistent, Seamless, 
Personalized and Secure

Q. Rate the following areas in terms of their impact on success when designing a digital customer experience. Please use a scale of ‘1-10’ 
where ‘1’ is ‘Not at all important’ and ‘10’ is ‘Highly important.’

Base: All respondents (digitally advanced=309) (digitally delayed=441)

Source: 451 Research Custom Survey 

As such, these organizations are on the leading edge of the market and provide a blueprint of best practices 
for those looking to become more digitally mature. Delivering superior digital experiences requires both 
investments in key technologies and a commitment to maintain customer focus. Successful businesses have 
these and other core building blocks in common. 
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‘Knowing’ the Customer by Building a Strong Data Foundation Is at the Heart of DXs

Knowing the customer is key to delivering contextually relevant, consistent and personalized experiences across 
channels and points of interaction that make up the customer journey. This requires organizations to capture, 
integrate and keep customer data up to date in order to gain insights into the content or actions that will foster 
more meaningful relationships. 

Digitally advanced organizations understand the importance of having a strong customer data foundation for their 
business. The majority (70%) believe that using data and analytics to gain better insights into customer behavior 
and preferences to improve personalization and engagement has game-changing potential for their organization 
over the next three years. They are likely to have invested in integrating and synchronizing data across systems 
and sources while creating a single source of truth to obtain a 360-degree view of the customer (42%). These 
organizations are also far more likely to transform this data into actionable insights to inform CX decision-making 
and drive business outcomes (89%). Having a unified customer data environment enables organizations to glean 
rich insights and have a more comprehensive view of their customers. 

While digitally delayed entities are more likely to ingest data from static repositories that require labor-intensive 
processes to update and manage customer data, such as spreadsheets (49%), advanced organizations are 
enriching their customer view by connecting into a wider range of systems and sources across the CX technology 
stack (Figure 4). These organizations are capturing customer data from systems that track and inform digital 
experiences like CRM (57%), marketing systems (54%) and customer data management platforms (52%). This 
allows digitally advanced organizations to have a more comprehensive and complete view of their customers, so 
they are better able to deliver more relevant and valuable interactions. 
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Figure 4: Digitally Advanced Organizations Integrate with a Greater Number of Rich Sources of Customer Data  

Q. Which of the following systems that use and/or capture customer data are currently in your organization’s technology stack?

Base: All respondents (digitally advanced=309) (digitally delayed=441)

Source: 451 Research Custom Survey 
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Organizations Need to Balance Strong Security with a Frictionless  
Digital Experience

Customer data is the lifeblood of digital experiences, and protecting this data from sophisticated attacks and 
malicious actors is a requirement for organizations to build trusted and loyal relationships. Because customers 
are choosing to engage more often via digital and online channels, organizations are subject to increasing 
customer sensitivities and regulatory demands for more stringent data protections. At the same time, many 
common security workflows – such as step-up authentication and identity verification – add complexity and 
friction to the customer journey. This means that organizations walk a fine line; elevating digital experiences 
requires strong, proactive security measures that must also be seamless and streamlined. 

While many organizations already claim to have strong security tools and features in place to protect their 
customers’ data, many struggle to mitigate the experiential impact of extra steps that many security tools 
require. The reactive nature of many security processes injects additional friction into experiences, with the 
potential of damaging brand perception and customer relationships. 

Digitally advanced organizations are ahead of the curve, embedding more seamless security capabilities 
into their digital experiences and shifting from a reactive to a proactive approach. Many have adopted more 
sophisticated security tools and processes that proactively protect users with advanced features, without 
compromising the customer experience (60%).  

Establishing Consumer Trust and Loyalty with Data Privacy 

Regarding customer data, privacy and security go hand in hand. While security involves safeguarding customers’ 
data, privacy encompasses how an organization collects, uses and disseminates that data – especially 
customers’ personally identifiable information, such as names, contact information, addresses, locations, etc.

In light of shifting consumer demands for stronger governance and intensifying regulatory scrutiny, privacy has 
emerged as another key foundational element of providing superior digital experiences. Alongside customer 
data and security, privacy has a significant effect on consumer trust and loyalty and, ultimately, long-term 
business growth and stability.  

Digitally advanced organizations understand the significant benefits privacy has for their business, and they 
tend to invest in making privacy a priority. The majority (62%) believe meeting customer requirements for data 
privacy to build trust and loyalty has the potential to transform their business over the next three years. These 
organizations are also more likely to have formalized strategies to meet customer requirements for privacy in 
place (66%). 

Customer Identity Processes Are More Ubiquitous   

Customer identity tools can help organizations build more trustworthy and secure interactions with customers 
across digital channels; they act as another invisible layer critical to building successful digital experiences. 
Customer identity and access management tools reduce friction by enabling secure and seamless access 
experiences while layering on additional security and privacy features. Sophisticated CIAM offerings can also 
support a better understanding and more complete view of the customer by enabling deep integrations with a 
wide range of applications and systems that house customer data while providing a single source of truth. 

Digitally advanced organizations are more likely to be familiar with CIAM tools and workflows. The vast majority 
of respondents from digitally advanced organizations (85%) are highly involved with formalized CIAM tools  
and processes. 
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Figure 5: Digitally Advanced Organizations Have the Basis for Creating Superior Digital Experiences 

Q. Which of the following digital experience initiatives have the greatest potential to impact your business over the next three years? – Meet 
customer requirements for data privacy to build trust and loyalty 

Q. What steps has your organization taken to date to build security into the digital customer experience and reduce the risk of breaches/
fraud on your customers?

Q. Which of the following best describes the degree to which your customer data is integrated and synchronized across your organization’s 
various systems and sources to deliver a unified view of the customer?

Q. Which of the following best characterizes your current level of involvement/familiarity with the tools/solutions used to manage customer 
identity and access management at your organization? 

Base: All respondents (digitally advanced=309) (digitally delayed=441)

Source: 451 Research Custom Survey 

Integrated customer data, strong security and privacy capabilities, and a modern customer identity tool form 
the backbone for relevant, trusted and seamless digital experiences. Having this foundation helps digitally 
advanced businesses effectively execute superior digital experiences, driving significant returns.  
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Proven Results:  
Higher NPS Scores and  
Improved Business Metrics
Organizations agree that the top benefits of offering superior digital experiences include:

 – Attracting and retaining more customers (69%)

 – Gaining a competitive advantage (63%) 

 – Improving brand equity (60%) 

Digitally advanced organizations’ performance indicates how investments in foundational digital experience 
technologies and processes can support better business outcomes. 

Digital Experiences Done Well Can Drive Customer Engagement and Revenue      

Digitally advanced organizations’ ability to build and maintain relevant, seamless and trusted relationships 
with their customers contributes to higher rates of loyalty and satisfaction. Our findings show that these 
organizations enjoy higher NPS scores; more than three in five (64%) have an ‘excellent’ NPS score of over 50 
(Figure 6).  

Digitally advanced organizations are also tracking a broader range of business metrics to gauge the success 
of their digital initiatives, and they are generally seeing greater improvements across the board. In addition to 
customer loyalty and satisfaction scores, digitally advanced organizations are more likely to track key metrics 
such as customer engagement (50%), percentage of total transactions or interactions through digital channels 
(46%), and the number of security breaches (39%) compared to their delayed counterparts. This allows 
advanced organizations to better quantify the impact of these metrics on their performance and frame their DX 
success in terms of tangible business benefits.

While both digitally advanced and delayed organizations cited 
improved customer satisfaction as their top business result, 
digitally advanced organizations are generally more likely to 
see greater improvements to customer acquisition, direct top-
line revenue growth, and reductions in costs to serve ahead of 
digitally delayed (10-percentage-point difference). It is clear 
that improving digital customer experiences has a significant 
impact on business profitability: boosting recurring revenue 
streams through loyal customer relationships, growing sales 
through engagement and reducing operational costs.   

It is clear that improving digital 
customer experiences has a 
significant impact on business 
profitability: boosting recurring 
revenue streams through loyal 
customer relationships, growing 
sales through engagement and 
reducing operational costs.
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Figure 6: Digitally Advanced Have Higher NPS Scores and Are Seeing Greater Revenue and Customer 
Engagement 

Q. What is your company’s NPS score?

Q. Which of the following business results have been most influenced by your recent digital experience initiatives?

Base: All respondents (digitally advanced=309) (digitally delayed=441)

Source: 451 Research Custom Survey 

Successful Digital Experiences Have a Ripple Effect Across the Organization

More diverse parts of the organization are involved in the planning, decision-making and oversight of digital 
experiences than ever before. Our findings show an internal shift in ownership of the digital experience: digital 
(87%) and marketing (68%) teams are becoming more directly involved in the planning, management and/or 
execution of digital customer experiences, alongside IT (70%). 
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Figure 7: Success of Digital Experiences Isn’t Relegated to Those with Decision-Making Authority 

Q. Which of the following best describes your involvement in digital customer experience initiatives at your organization?

Q. Which stakeholders within your organization are impacted by the success of your digital customer experience initiatives?

Base: All respondents (n=750)

Source: 451 Research Custom Survey 

The success of digital initiatives is not limited to the departments leading them; such initiatives have ripple 
effects across the organization. IT (61%), customer service/success (51%) and digital (45%) are the top 
departments responsible for tracking and measuring DX initiatives, and they are also the departments that are 
most impacted by the success of those initiatives. However, our findings also show that customer success teams 
(52%) are not as directly involved in digital experience software decision-making and planning as digital (87%) 
and IT (70%) departments. This demonstrates the ripple effect that digital customer experiences have across the 
entire stakeholder ecosystem, driving success beyond just those teams with decision-making authority. 
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ALL Organizations Agree:  
There is Room to Improve  
Digital Experiences
Digital customer experiences are high stakes for many organizations; failing to deliver can lead to a variety of 
business risks. 

Figure 8: The Risks of Failing to Differentiate Digital Experiences are High  

Q. What are the top risks to your business if you fail to deliver superior digital customer experiences?

Base: All respondents (n=750)

Source: 451 Research Custom Survey 

While creating and delivering digital experiences is a high priority for the vast majority of organizations (80%), 
many acknowledge there is still much work to be done before they can reach the next level. Many organizations 
struggle to differentiate their experiences, as shown by the striking 41-percentage-point gap between how 
respondents rated their ability to deliver exceptional digital experiences (66%) and how they rated their 
capabilities compared to industry peers (25%). As organizations look to improve their competitive standing and 
gain/retain customers with differentiated digital experiences, the race is on to bring their capabilities up to par. 

As digitally advanced organizations have shown, leveling up digital experiences requires more sophisticated 
customer data analytics, security and privacy technologies and processes, especially in light of rising security 
threats and privacy compliance mandates.
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Privacy and Security Pose Key Challenges 

When looking to improve the digital experiences they offer their customers, organizations face several 
challenges, the top ones being to ensure data privacy is in compliance with regulatory requirements (43%) 
and to maintain high levels of security in light of rising threats (40%). That said, external forces – more 
sophisticated security attacks and regulatory compliance mandates – impede organizations’ ability to build 
and maintain loyalty with customers. This is driving the need for modern technologies and processes that can 
overcome these key security and privacy challenges. 

Figure 9: Organizations’ DX Efforts Inhibited by Rising External Privacy and Security Forces    

Q. In your opinion, which are the main challenges your organization faces related to improving the digital customer experience?

Base: All respondents (n=750)

Source: 451 Research Custom Survey

Modern CIAM Tools Can Deliver Key Capabilities and Help Overcome  
Common Challenges

Overcoming key privacy and security challenges requires oversight into all interactions where customer data 
is generated and exchanged, with additional layers of proactive, sophisticated privacy and security controls 
at scale. Customer identity and access management tools enable secure and seamless digital access 
experiences – such as user sign-up, login and credential management – while protecting data privacy and 
defending against breaches. When integrated with a company’s technology stack (including any existing 
DX systems), customer identity can deliver advanced layers of security and privacy while helping to reduce 
common points of friction across all digital points of interaction. 

CIAM tools are making a difference in organizations’ ability to deliver exceptional digital experiences. 
Respondents who are directly involved or familiar with customer identity tools at their organization rated their 
organization’s overall ability to deliver exceptional digital experiences as notably better (77%) than the overall 
market (66%), roughly 11 percentage points ahead of the overall market. As such, customer identity is a key 
technology that can help organizations overcome rising challenges around privacy and security and level up 
their digital experiences. 

Security

Privacy
43% ensuring data privacy for users while complying 
with evolving regulatory requirements 

40% ensuring and maintaining high levels of 
security for users faced with rising threats 
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There is Ample Opportunity to Improve Customer Identity Capabilities, Even 
Among the Digitally Advanced

Even digitally advanced organizations have significant room to improve their investments in customer identity 
tools. Fewer than one-third (30%) of digitally advanced organizations have invested in a highly reliable, scalable 
and integrated customer identity platform. This indicates an opportunity for organizations that invest in modern 
CIAM tools not only to improve their digital experiences, but also to differentiate from the competition. 

Figure 10: Even Digitally Advanced Organizations Have Room to Invest in New CIAM Tools to Elevate their DXs

Q. Which of the following best describes the state of the current tools and technologies used to manage your customers’ identities and their 
digital access experiences, such as authentication/account login, registration, password resets, credential management, MFA enrollment, 
authorization, etc.?

Q. How would you rate the current state of your organization’s online presence and ability to deliver exceptional digital customer experiences 
(e.g., seamless, secure and consistent across all points of interaction)? 

Base: All respondents (digitally advanced=309) (digitally delayed=441)

Source: 451 Research Custom Survey
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The majority (31%) of digitally advanced organizations have implemented 
their CIAM technology as a SaaS offering, but a quarter (25%) opted 
to build the platform themselves. Building and maintaining tools 
internally is a time-, cost- and labor-intensive process for developers 
and IT teams, which can hinder an organization’s agility to meet core 
business objectives and respond to swiftly shifting customer demands 
and external market dynamics. Partnering with a modern CIAM service 
provider can help to free up crucial developer resources to focus on 
building digital experiences, and it allows users to access new features 
and specialized products. According to the survey data, digitally advanced 
organizations are intending to do just that; their second-highest 
investment priority to improve digital experiences is to integrate a modern 
customer identity service into their technology stack (53%). 

Customer Identity, Integrated Data and Strong Security Are at the Top of the  
Priority List

Overall, digitally advanced organizations’ technology investment priorities to improve digital experiences 
are aligned with the key foundational technologies previously outlined. These include enhancing security to 
protect users from breaches and attacks (56%), integrating a customer identity service to enrich the customer 
experience (53%) and establishing a unified view of the customer (52%). This closely aligns with overall 
respondents, as well. 

... their second-highest 
investment priority 
to improve digital 
experiences is to integrate 
a modern customer 
identity service into their 
technology stack (53%).
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Figure 11: Digital Experience Technology Investments: Digitally Advanced Organizations  

Q. In your opinion, what are your organization’s main IT-led priorities for improving digital customer experiences?

Base: All respondents (n=750)

Source: 451 Research Custom Survey

While it’s clear that organizations understand which areas require investment and focus to improve their 
digital customer experiences, it’s critical that they execute on those priorities to stay ahead of the competition. 
This remains the key distinction between the digitally advanced and the digitally delayed, with differentiation 
stemming from an optimized mix of customer data analytics, privacy, security and CIAM tools. 

56%

53%

52%

50%

49%

49%

45%

42%

Implement security enhancements to protect users

Integrate customer identity service with other
 technologies to enrich the customer experience

Manage/keep customer identity data in sync
 for a consistent, unified view of the customer

Monitor/track key touchpoints in the digital journey
 for insights on reducing friction and improving the CX

Ensure uptime, performance and reliability
 while seamlessly scaling digital experiences

Create and manage seamless self-service
 capabilities on digital channels for customers

 to manage their data and privacy

Evaluate new tools and technologies to modernize
 apps, web properties and business units

Learn and adopt modern standards and
 protocols across web and mobile apps and APIs
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To Conclude
 – Organizations can improve and differentiate their customers’ digital experiences by executing on strategies 

and investments in key foundational areas. This includes improving customer data analytics and integration 
with a 360-degree view of the customer, investing in advanced, CX-friendly security tools, and ensuring the 
privacy of customers’ data.

 – Digital experiences have a broad business impact; DX drives actual incremental and measurable business 
performance and growth across a wide range of stakeholder groups, not just individual managers/lines  
of business.

 – Customer identity tools that provide advanced security and privacy capabilities can help organizations 
overcome key challenges in the DX journey, leveling up their digital experiences. 

Methodology
Modality: online survey fielded September-October 2021 

Total number of respondents: (n=750)

Target: Executives from consumer businesses (B2C) with purchase authority or significant purchase influence 
for customer experience technologies and/or IT security technologies within businesses currently transitioning 
or considering transitioning to enhanced digital experiences for their customers. 

Geographic breakout by number of respondents: 

 – 300 North American enterprises 

 – 300 Western Europe enterprises (100 each in the UK, France and Germany)

 – 100 Japanese enterprises 

 – 50 Australian enterprises 

Organization Sizes:  Midsized enterprises and larger enterprises 

Industries surveyed:

 – Financial services

 – Insurance

 – Healthcare

 – Government

 – Technology

 – Education

 – Retail

 – Utilities
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Okta is the leading independent identity provider. The Okta Identity Cloud enables 
organizations to securely connect the right people to the right technologies at the right time. 
With more than 7,000 pre-built integrations to applications and infrastructure providers, Okta 
provides simple and secure access to people and organizations everywhere, giving them the 
confidence to reach their full potential. More than 13,050 organizations, including JetBlue, 
Nordstrom, Siemens, Slack, Takeda, Teach for America, and Twilio trust Okta to help protect 
the identities of their workforces and customers. 

For more information: okta.com/trusted-digital-experiences.

content provided by:

http://okta.com/trusted-digital-experiences
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