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Publishers Get a Win on Google Al Tool

U.K. regulators let
content producers
opt out of search
giant’s aggregation

By ADRIA CALATAYUD
AnD EpiTH HANCOCK

UK. antitrust regulators
said they would allow publish-
ers to opt out of feeding their
content to power artificial-in-
telligence features in Google’s
online searches.

The Competition and Mar-
kets Authority said Wednes-

day that the move aims to
give publishers control over
how their content is used by
Al and put them in a stronger
position to negotiate with Al-
phabet-owned Google.

The tech giant has devel-
oped its own AI platform,
Gemini, and rolled out AI
features in its traditional
search engine.

Regulators have grown in-
creasingly concerned with how
Google powers its Al tools,
which essentially aggregate in-
formation on the internet to
answer users’ queries in addi-
tion to Google Search’s links to

other websites. The European
Commission started in Decem-
ber an antitrust investigation
into whether Google imposes
unfair terms on publishers or
is hurting competition online
by giving itself privileged ac-
cess to third-party content for
its AI features.

It is also the next step in
the U.K. watchdog’s bid to en-
force the Digital Markets,
Competition, and Consumer
bill, which seeks to level the
playing field for businesses
online. Under the law, tech
companies like Google are la-
beled as having strategic sta-

tus due to their control over
dominant platforms like
search engines. Once they are
designated, the CMA can im-
pose so-called conduct re-
quirements for them to follow.

Mrinalini Loew, general
manager of Google’s Search
Ecosystem, said in a blog post
Wednesday that the company
is listening to publishers and
engaging with the CMA. It
said it is starting to test a new
tool that lets website owners
manage how their content ap-
pears in Al search features,
saying that sites that do
choose to opt out of appearing

in AI search results won't re-
ceive traffic from them, and
how sites use the tool won’t
factor into how their content
is ranked in reach outside of
its Al services.

“We are beginning to roll
these features out to a subset
of website owners in the UK.,
allowing for thorough testing
before rolling them out to
website owners globally,”
Loew said.

The CMA said it is monitor-
ing the changes Google imple-
mented and their implications
for businesses. The CMA
deems Google’s search service

to have strategic market sta-
tus, which allows the regula-
tor to introduce targeted re-
quirements on how it
operates.

“With features like AI Over-
views rapidly reshaping online
search, it is crucial that con-
tent publishers, including
news organizations, have ap-
propriate bargaining power
over how their content is
used,” CMA Chief Executive
Sarah Cardell said.

News Corp, owner of The
Wall Street Journal, has an
agreement to supply content
on Google platforms.

Anthropic Bulks Up Its Enterprise Partner Program

By BELLE LIN

Anthropic is formalizing its
Claude Partner Network—a
program for third-party sellers
of its AI products—in a move
that executives say will help it
demonstrate business-readi-
ness as it inches closer to an
initial public offering.

The AI company behind the
popular Claude models on
Monday said it had filed confi-
dentially for an IPO. The filing
could put Anthropic, recently
valued at nearly $1 trillion, on
a path to go public this fall.

Since starting the Claude
Partner Network in March, An-
thropic said it has fielded over
40,000 requests from firms
seeking to join. The program is
currently launching with about
100 members, ranging from
large professional-ser-
vices firms like Accenture and
Cognizant, to smaller consul-
tancies and IT services compa-
nies.

On Wednesday, Anthropic
announced a new “services
track” for the partner network,
describing it as a “tiered struc-
ture” that delineates how much
effort a partner has put toward
its Anthropic business. A “se-
lect” partner, for instance, em-
ploys at least 10 Anthropic-cer-
tified individuals, whereas a

“global premier” partner has at
least 1,000.

The company also released a
portal called the Claude Part-
ner Hub that helps partners
track their standing and con-
nects customers with partner
firms.

The Claude Partner Network
represents Anthropic’s effort to
build a “channel business”—es-
sentially a network of third-
party resellers that help a com-
pany’s own sales team move
product. It is a proven strategy
that tech giants from Micro-
soft to Cisco have deployed to
dramatically expand the reach
of their own sales teams.

With the formalization of
the program, Anthropic’s part-
ners get “a great deal of credi-
bility” when they go out to sell
Claude to businesses, said Karl
Kadon, Anthropic’s global head
of partner experience.

“It would be our responsibil-
ity as a public company to
show up to shareholders, and
to the world, with an ecosys-
tem that we can stand behind
that is high-integrity,” Kadon
said. “It’s not necessarily
something where just anybody
can call themselves a partner
with Anthropic.”

To gain entry to the pro-
gram, firms must meet a slate
of requirements, among them

The move comes ahead of an anticipated bldckbuster IPO. An Anthropic event in San Francisco last month.

certifying a minimum number
of people in a proctored exam
and meeting Anthropic’s bar
for “deploying Claude responsi-
bly,” Kadon added.

Also in March, Anthropic
announced a $100 million in-
vestment to help with training,
technical support and shared
marketing for its partners. The
company plans to grow mem-
bership in the network to mul-

tiple thousands of firms around
the world, said Steve Corfield,
its head of global business de-
velopment and partnerships.
Both Anthropic and OpenAl
have struck deals with consult-
ing and professional-services
firms to help sell their AI prod-
ucts to businesses. As enter-
prises have warmed to Al and
Al agents, they have needed
help using the technology to

the fullest extent. That has also
led to the rise of “forward de-
ployed engineers” at Al compa-
nies, professionals who are em-
bedded within client firms to
help them make best use of AL

For Anthropic, bulking up its
enterprise sales strategy comes
at a time when investors are
looking for signs of business
maturity.

The move helps “demon-

strate to the market that we’re
thinking about scale, and that
should give confidence,” An-
thropic’s Corfield said. “We
want durability of customer
success, which should drive du-
rability of revenue for the com-
pany,” he added.

Belle Lin writes for WSJ
Leadership Institute’s CIO
Journal.
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Eric Brumskill

737 First Officer, MIA
American Airlines

Chris Jorgensen

Founder
Jera Business Solutions

Linda Stone

Owner
City Flowers & Gifts

Since 1898, Marquis Who’s Who has remained the standard for reliable and comprehensive
biographical reference material. We are proud to highlight hand-selected listees who have been
recognized as Distinguished Leaders in their fields of endeavor. Of 1.6 million listees, only a small
percentage are recognized with the Distinguished Leaders honor. We laud these individuals for their
ambition, professional fortitude, industry contributions, and career accomplishments.

Kristen Donnelly

Founder
Abbey Research

loana Preston, MD

Director
Lahey Hospital and Medical Center

Helen Xu

Chief Growth Officer
Tenneco Inc.

Dianne Giombetti

Associate Broker
Berkshire Hathaway Inc.

Joseph Scerbo, ME

President, Chairman of the Board
York Industries, Inc.

Muhammad Zeshan, MD

Assistant Professor of Psychiatry
Rutgers University, Newark, NJ
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