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A public-data analysis of how Clay could turn GTM engineers into a
category-wide distribution network.
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CORE THESIS

Clay named a new operator identity: the GTM engineer. The next layer is turning that identity into a
repeatable distribution network — before community voices and competitors define the category
instead of the company that created it.

THREE THINGS YOU WILL TAKE AWAY FROM THIS BRIEF

01 Category-creating companies face a specific distribution risk

The community content you sparked can become louder than your own voice. When operators, agencies, consultants, and
competitors all produce GTM engineering content, the originating company can lose its position as the authoritative center of the
category.

02 Employee voices steer the category in ways community voices cannot

A power user sharing a workflow template is valuable. A Clay employee sharing the reasoning behind how the tool was designed to
support that workflow pattern — and where the practice is heading next — is producing something categorically different. One
reports on the present. The other defines the future.

03 Technical operator audiences have high credibility filters

GTM engineers, RevOps professionals, and growth operators are sophisticated content consumers. They distinguish between
generic thought leadership and practitioner-grade insight. Voice fidelity — content that sounds like a real operator — is non-
negotiable in this audience.
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Clay named the GTM engineer. Employee thought leadership is how it
stays at the intellectual center of the category it built.

Clay did something rare: it named a new job. The GTM engineer — combining RevOps logic, growth

experimentation, data orchestration, and Al workflow design into one practice — existed before Clay, but Clay

gave it language, tools, and community coherence. The challenge is sustaining that authority as the

category scales. Community voices generating content about Clay workflows are valuable — but they can

eventually become louder than the company's own voice. Employee thought leadership in category-creating

companies does not just generate awareness. It steers the category: defining what GTM engineering means

next, who the authoritative practitioners are, and what questions buyers should be asking.

WHY CLAY IS A STRONG SIGNAL

Clay helped popularize a new operator identity: the GTM
engineer. When a company gets credit for naming a
category shift, it earns a kind of attention that paid
advertising cannot buy. The challenge is compounding
that authority over time — as operators, agencies,
consultants, and competitors all produce content in the
same space.

WHY SIMILAR COMPANIES SHOULD CARE

For community/category companies: the category you
sparked can become louder than your own voice.
Employee thought leadership is how category-creating
companies stay at the intellectual center of what they
built. Company employees have the deepest insight into
where the practice is heading — and that forward-facing
insight is the highest-value content asset available to
any category-creating company.

The core distinction: Brand content tells buyers what a company does. Employee content shows buyers what a

company understands about their world. One interrupts. One earns trust. For companies in Clay's category,

systematic employee distribution is the difference between having expertise and having reach.
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The Opportunity
© Map

The opportunity is not that Clay lacks content or credibility. The next layer is systematic infrastructure for turning internal
expertise into approved, on-brand public distribution. Here is how that opportunity maps across four dimensions.

Named a New Operator Identity Deep Internal Operator Knowledge

Clay gave language, tools, and community coherence to the Employees with insider knowledge of the product roadmap,
GTM engineer. Strong brand authority and organic patterns across a large customer base, and where GTM
community generating substantial content about workflows engineering is heading next — insight the community does
and use cases. not have.

Category Authority Dilution Risk Category Steering Opportunity

Community voices, agency partners, consultants, and Employee voices that define what GTM engineering means
competitors increasingly produce content in the GTM next — not just generating awareness, but steering the
engineering space. Without systematic employee content, category's intellectual direction before competitors do.

category authority can diffuse over time.

The structural gap: The difference between community content and employee content for a category-creating
company is the difference between reporting on the present and defining the future. Only employees have the
roadmap visibility and cross-customer pattern recognition to do the second.
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o Employee Voice
Matrix

Not all employees should post publicly. This matrix identifies which groups carry the most credible insight for Clay's buyer
profile — and what those voices could credibly explain to earn real attention from the right people.

EMPLOYEE GROUP

GTM engineers & technical
specialists

RevOps operators & growth
specialists

Product managers &
engineers

Customer success &
solutions teams

Agency partners &
community liagisons

Executives & founders

WHAT THEY CAN CREDIBLY EXPLAIN

Data orchestration patterns, enrichment
architectures, workflow decision logic,
automation system design for outbound

What modern pipeline intelligence looks like,
how ICP logic gets built programmatically,
what ‘'operating on data’ means for a team's
daily workflow

Design decisions — why a feature was built as
it was, what usage patterns drove the
roadmap, what Clay is optimizing for at the
product level

Creative customer implementations, patterns
across use cases at scale, what separates
sophisticated Clay users from those just
starting out

What agency partners are building, emerging
GTM system use cases in the ecosystem,
trends from operators building at scale across
client portfolios

The future of GTM engineering as a discipline,
Clay's product philosophy, what the practice
looks like as it matures

WHY BUYERS WOULD CARE

Teaching the discipline Clay built its business
around — with the practitioner depth and
insider knowledge community content cannot
match

Category-building content that reaches
RevOps and growth operators actively
evaluating their GTM stack and comparing
options

Transparency for technical buyers that builds
trust beyond comparison pages —
differentiating through product reasoning, not
just product surface

Real implementations operators want to read
— not marketing narratives, but practical
stories about what other teams built and how it
worked

Reaching the agency and consultant
ecosystem actively recommending tools to
clients — a high-leverage channel that
community content alone does not
systematically reach

Category-steering content that keeps Clay at
the intellectual center of the discipline it
created — and signals to operators and market
watchers what comes next

The selection principle: The highest-return employee advocates are those whose expertise is directly relevant to
the buyer's most expensive unsolved problem — and whose voice will be recognized as credible by the specific
person making the purchase decision. Seniority is less important than subject-matter proximity to real buyer pain.
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los) 8 Post Angles — Ready to
Adapt

Public-data derived illustrations based on Clay's publicly visible expertise profile. Each includes a suggested employee voice type
— the role most likely to be recognized as credible delivering that angle to Clay's buyer. These are starting points to adapt, not
copy verbatim.

o 02

“The GTM engineer is what happens when RevOps, growth, "Your best outbound system isn't a sequence. It's a repeatable
and Al workflow design collapse into one role. Here's what that data workflow. Here's the architectural difference — and why it
actually looks like day-to-day versus what the job description matters for conversion rates more than the copy you're

says.” testing.”

03 04

"Agencies are becoming GTM systems integrators. The ones "The GTM tables that perform best in practice don't have
growing fastest aren't doing more outreach — they're building better data sources than the ones that underperform. They
better data infrastructure for clients and charging for the have cleaner decision logic before the first enrichment step.”

system, not the sends.”

05 06

“There's a version of outbound where your ICP definition is "A non-technical founder built a full prospecting system
embedded in the workflow itself — not sitting in a strategy doc without writing code and surfaced something important
nobody reads. Here's what building that looks like from about how the best GTM tools should actually work. Here's
scratch.” what she built."

07 (rouvoe JUNEE

‘GTM engineering isn't a buzzword. It's a discipline with real "The most common mistake with programmatic outbound:
fundamentals. And those fundamentals separate teams optimizing the workflow before validating the signal. Here's the
doing it well from teams that just added more data tools.” sequence that actually works — and why most teams get it

backwards.”
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oo Bloomberry Operating
System

A Bloomberry-style system operationalizes employee thought leadership as a repeatable, governed workflow — not a
one-time campaign or an ad hoc ask for employees to post more.

o 2] o o o o

Identify Extract Draft Govern Publish Measure
Map by content Pull from CS notes, Voice-calibrated — Lightweight review: Personal distribution Track operator-
mode: conceptual, community Qs, technical depth and brand alignment, no — DMs and follows go quality inbound from
tactical, or narrative implementation calls, register per person accidental roadmap to the employee GTM teams, agencies,
partner disclosure founders

conversations

WHAT SIMILAR COMPANIES SHOULD LEARN

The lesson for community/category companies is not ‘copy Clay. The lesson is that category-creating companies
face a specific and underappreciated distribution risk: the community content they sparked can gradually become
louder than the company's own voice. Employee thought leadership is how category-creating companies stay at
the intellectual center of what they built. Without it, the category grows but the originating company’s authority
dilutes as operators, agencies, consultants, and competitors produce content in the same space. Company
employees are the only ones with roadmap visibility, cross-customer pattern recognition, and insider knowledge of
where the practice is actually heading.

Want us to map this for your company?

Bloomberry helps B2B teams turn employee expertise into approved, on-brand LinkedIn content — without
slowing down the people producing it or creating brand or compliance problems. Here is what a custom
analysis includes:

A public-data opportunity brief identifying which employee voices in your go-to-market motion carry the most
credibility with technical operator buyers — and the post angles most likely to generate qualified inbound from
your actual ICP

A category positioning audit showing where community voices and competitors are producing content in your
category space — and where systematic employee thought leadership could reclaim and extend your authority

A voice calibration framework ensuring employee content sounds like real operators, not a marketing
department — the single biggest factor separating employee advocacy programs that build trust from those that
collapse inside 60 days

Request a Custom Analysis - bloomberry.ai
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