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Caveats
● This project created a tremendous amount of data

● We have only begun to boil this down to actionable essences

● Key findings are not completely validated, we’re sharing them here as-is

● We’ll continue our analyses and have more to share, discuss at Global 
Summit
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Process
● Phase One

○ Current state assessment

○ Internal interviews

● Phase Two
○ Market analysis

○ External interviews

● Phase Three
○ Broad, quantitative survey

○ Survey analysis

○ Four market segments: Commercial (28), Regionals (10), Not-for-Profit (21), Higher Education 
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Executive Summary of Key Findings

● Two personality segments that represent 32% of InCommon’s audience can effectively and more 
efficiently drive InCommon perceptions and value in the market;

● IAM as a Service is in high demand across all segments;

● Commercial and Non-Profits value the Federation over all else but also value cost savings and 
operational efficiencies from InCommon;

● Microsoft and Google are making inroads against InCommon on brand perceptions and leadership;

● Ignorance about IAM and Federations is a key issue in the market.
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Executive Summary of Key Recommendations

● Focus on the two personality segments (Activists and Scholars) with special programs and 
opportunities that will feed their passions and hunger for IAM knowledge and professional 
recognition;

● Aggressively develop IAM as a Service with input from all a broad cross section of stakeholders to 
ensure it meets their needs;

● Refine and further develop service offerings and communications to drive further cost savings and 
operational efficiencies from participation in InCommon;

● Develop and secure an IAM leadership position against Google and Microsoft through the creation 
of third-party content and by activating Scholars and Activists in the community;

● Develop snackable content for busy and low engagement technologists specifically about IAM and 
Federations.
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Insights
(Personality Type)
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Persona Summary
Activists

● 15.6% of respondents (46)
● 70% in L1 schools
● 100% InCommon participants
● 50% IT management or staff
● 78% very/extremely likely recommend InCommon

Scholars
● 18.3% of respondents (54)
● 53% L1; 30% L4
● 43% security execs
● 72% very/extremely likely recommend InCommon

Functionalists
● 19% of respondents (56)
● 50%  L1; 20% L2
● 54% IT management or staff
● 73% very/extremely likely recommend InCommon

Pacifists
● 26.8% of respondents (79)
● 38% L4; 29% L3
● 48% IT execs
● 59% very/extremely likely recommend InCommon

Minimalists
● 20.3% of respondents (60)
● Evenly split among all levels
● 55% very/extremely likely recommend InCommon
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Insights
(Market Segment)
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Next steps
● Continue the analysis

● Extend the conversation/analysis with PAG/Steering/TCIC/TAC etc.

● Develop strategy and action plan
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