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A public-data analysis of how Glean could turn enterprise Al experts
into a trust layer for Work Al adoption.
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CORE THESIS

Enterprise Al adoption is not blocked by awareness. It is blocked by trust, context, governance, and
practical understanding. Glean's employees — the practitioners who understand enterprise search,
permissions, Al agents, knowledge systems, and adoption patterns — are the trust layer the category
needs. A systematic employee thought leadership program is how that expertise reaches buyers before
the sales conversation starts.

THREE THINGS YOU WILL TAKE AWAY FROM THIS BRIEF

01 Enterprise Al marketing cannot do what practitioners can
Benchmark comparisons, analyst reports, and product feature claims do not resolve the specific trust concerns holding enterprise Al
procurement back. Security architects explaining permissions models, knowledge leaders explaining context requirements, CS
consultants explaining adoption patterns — those voices do.

02 Theenterprise trust gap is a content gap
Enterprise buyers searching for credible education on how Al works inside real organizations with real data, real permissions, and
real compliance requirements find very little. The companies that fill that gap with practitioner-grade public content will build
ambient authority that shapes procurement conversations before they start.

03 Alcategory creation requires ongoing education, not one-time announcement
The enterprise Al category is still being defined. Companies that systematically educate the market — through employee voices
explaining implementation reality — will define what ‘enterprise-ready Al'means. Companies that rely on product marketing alone
will find the category defined by competitors who invested in education.
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Enterprise Al adoption is not blocked by awareness. It is blocked by trust,
context, and practical understanding. Glean's employees are the trust
layer the category needs — if they're given a system to deploy that
knowledge publicly.

Enterprise Al faces a paradox: the more powerful the technology, the more skeptical enterprise buyers become.
Security teams worry about data exposure. IT leaders worry about governance. Knowledge workers worry about
reliability. And procurement teams worry about vendor viability. No amount of Al benchmark marketing
resolves these concerns. What resolves them is credible practitioners — security architects who have thought
through the permissions model, knowledge management leaders who have seen what happens when context
is missing, IT professionals who have run enterprise Al deployments — explaining in public what actually works,
what actually matters, and what the real implementation requirements are. That is the distribution opportunity
Glean has that brand pages alone cannot capture.

WHY GLEAN IS A STRONG SIGNAL WHY SIMILAR COMPANIES SHOULD CARE
Glean operates in the fastest-growing and most trust- For enterprise Al companies: analyst reports and
constrained category in enterprise software: Work Al. The benchmark comparisons do not move enterprise
category is defined by buyer skepticism, implementation procurement. Credible practitioners explaining what
complexity, and a genuine shortage of credible enterprise Al actually requires — connected data,
practitioner voices explaining how enterprise Al works permissions architecture, change management,

inside real organizations with real data, real permissions, knowledge quality — do. The companies that build

and real compliance requirements. systematic employee thought leadership in this category

will define what 'enterprise-ready AlI'means before
competitors do.

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 Glean's category,
systematic employee distribution is the difference between having expertise and having reach.
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The opportunity is not that Glean 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.

Strong Work Al Category Narrative

Glean publicly positions around Al connected to enterprise
knowledge, search, assistants, and agents — with a clear
thesis that Work Al requires company context to be useful.

Enterprise Trust & Education Gap

Enterprise Al buyers are sophisticated and skeptical. They
need education about what makes Al useful, safe, and
actually adopted inside real companies — not marketing
claims about model performance.

Deep Enterprise Al & Knowledge Expertise

Internal practitioners with expertise across enterprise search,
permissions architecture, data integration, RAG, Al agents,
security, knowledge quality, and adoption — each with
credible insight the market urgently needs.

Expert-Led Trust Distribution Opportunity

Employee voices that explain implementation reality,
governance requirements, and adoption patterns with
practitioner credibility can build the trust that brand Al
messaging structurally cannot.

The structural gap: Enterprise Al is a category where the gap between what vendors claim and what buyers believe
is largest. Employee voices that bridge that gap — explaining what enterprise Al deployment actually requires from
people who have done it — are the highest-value content asset in the market right now.
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Not all employees should post publicly. This matrix identifies which groups carry the most credible insight for Glean's
buyer profile — and what those voices could credibly explain to earn real attention from the right people.

EMPLOYEE GROUP

Enterprise Al specialists

Knowledge management
experts

IT & security architects

Al agent & automation
builders

Product managers

Customer success & solution
consultants

Workplace enablement
leaders

Executives & category
leaders

WHAT THEY CAN CREDIBLY EXPLAIN

Why enterprise Al fails at the context layer, not
the model layer — and what it takes to build an
Al system that knows what your company
actually knows

What happens to enterprise search and
knowledge quality when Al is added to the
system — and why the quality of the
knowledge layer determines the quality of the
Al output

How enterprise Al permissions work in practice
— why giving the right answer to the right
person with the right permissions is the hardest
technical problem in Work Al

Why agents are not magic coworkers — they
are workflows with context requirements,
permission boundaries, and accountability
chains that need to be designed, not assumed

How the best enterprise Al products are
designed to meet employees inside existing
workflows rather than requiring them to
change how work happens

Which enterprise Al implementations get value
fastest — and what the workflow patterns look

like that have enough context and structure to
benefit from automation safely

Why Al adoption is not a launch
announcement — it is an ongoing enablement
system that requires change management,
workflow integration, and user trust

Why the next Al race is not about model quality
— itis about who connects Al to the most
useful and most trusted company context

WHY BUYERS WOULD CARE

Enterprise buyers evaluating Al platforms need
to understand the architecture requirement,
not just the capability claim

Knowledge leaders and digital workplace
teams need practitioners to explain what Work
Al implementation actually demands from the
knowledge infrastructure underneath it

Security and IT leaders evaluating Al platforms
have specific technical questions about data
access, permissions inheritance, and
governance that product pages cannot
answer

Operations and IT leaders evaluating agentic
Al need realistic framing about what agents
actually require before they can act reliably
inside an enterprise

Enterprise IT and operations buyers need to
understand product design philosophy to
evaluate whether an Al platform will actually
achieve adoption or just achieve installation

Enterprise buyers want to hear from
practitioners who have seen successful
deployments, not from marketing materials
that describe ideal-case scenarios

CHROs, digital workplace leaders, and IT
change management teams need practitioner
insight into what successful Al adoption
actually requires organizationally

C-suite buyers and board advisors need
category-level framing to understand the
strategic decision they are making when they
evaluate enterprise Al platforms

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 matters less than subject-matter proximity to real buyer pain.
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Public-data derived illustrations based on Glean'’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 Glean's buyer. These are starting points to adapt,

not scripts to copy verbatim.

0'| ENTERPRISE Al SPECIALIST

‘Enterprise Al doesn't fail because the model is weak. It fails
because the context layer is weak. The answer to ‘why isn't our
Al useful?' is almost always ‘because it doesn't know what we
know.™

03

"The hardest problem in enterprise Al isn't access — it's
permissions. Giving the right person the right answer without
surfacing information they shouldn't see is an architecture
problem, not a model problem.”

05

“The enterprise Al products with the highest adoption rates
share one design principle: they meet employees inside how
work already happens. They don't ask people to change tools.
They make the tools people use smarter."

07 WORKPLACE ENABLEMENT

"Al adoption isn't a launch event. It's an enablement system.
The organizations that treat it as a product rollout will have
low adoption. The ones that treat it as an ongoing change
management program will see compounding value.”

02 KNOWLEDGE MANAGEMENT EXPERT

"Your Al assistant is only as useful as the knowledge systems
underneath it. Before asking what Al can do, ask what your
knowledge infrastructure allows Al to know."

04

"Agents aren't magic coworkers. They're workflows with
context requirements, permission boundaries, and
accountability chains. Designing those chains before
deployment is the work that determines whether agents help
or create new problems.”

06

“The companies getting value from Al fastest aren't asking
‘what can Al do?' They're asking ‘which of our workflows have
enough context, enough structure, and enough consistency to
benefit from automation right now?"

08

"The next Al race isn't about who has the best model. It's about
who connects Al to the most useful company context. Model
quality is a commodity. Organizational knowledge quality is a
moat.”
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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

Source context Identify voices Extract angles Generate drafts Route & govern Publish &
Map Glean's public Al Map internal Al, Turn implementation Voice-matched Security and Legal compound
positioning, security, knowledge, expertise into trust- drafts per expert — review for posts Practitioners publish;
enterprise category and CS experts building post angles technical depth touching the trust they build in
narrative, and buyer whose practitioner that address the calibrated to their permissions, dataq, public compounds
trust concerns from credibility can bridge specific concerns actual domain, not compliance, and Al into ambient
public sources the enterprise trust holding enterprise flattened to generic governance — no credibility that
gap buyers back Al thought leadership enterprise Al content reaches buyers
publishes without before procurement
review

conversations begin

WHAT SIMILAR COMPANIES SHOULD LEARN

The lesson for enterprise Al companies is not ‘copy Glean.' The lesson is that in categories defined by buyer
skepticism and implementation complexity, marketing cannot do what practitioner voices can. Enterprise Al
adoption is blocked by trust, not awareness. Employee-led education — security architects explaining permissions
models, CS leaders explaining what successful deployments actually require — is the only distribution mechanism
that resolves that trust gap before the sales call.

Want us to map this for your company?

Bloomberry helps B2B teams turn internal expertise into approved, on-brand LinkedIn content employees
actually want to post — without slowing anyone down or creating compliance chaos.

A public-data opportunity brief identifying which internal Al and enterprise experts carry the most buyer
credibility — and what trust-building content they could produce that Al marketing alone cannot

A trust-gap content map showing which enterprise buyer concerns are most underserved by existing Al category
content — and where employee voices could build durable authority before competitors do

A governed content system built for the specific compliance and security sensitivities of enterprise Al content —
so practitioners can publish credibly without creating legal or security exposure

Request a Custom Analysis - bloomberry.ai
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