
How Citrix Leverages Intent  
& Multi-Layered Engagement  
to Innovate in Its ABM Programs

Jeremy Schwartz
Senior Manager,  
Lead Management Operations 
Citrix

John Steinert
Chief Marketing Officer
TechTarget



2 How Citrix Leverages Intent & Multi-Layered Engagement to Innovate in Its ABM Programs

Together, TechTarget and BrightTalk allow 
marketers to access the largest source of 
qualified B2B buyers, so they can be where 
the buying activities are. We help our clients 
find prospects who are looking for their 
specific solutions more efficiently.
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We engage B2B buying teams by  
creating and distributing content across 
multiple channels and in different formats. 
These include online articles, case 
studies, whitepapers, and videos to meet 
the preferences of different audiences. 
TechTarget and BrightTalk join forces to 
help our clients deliver content in various 
formats to their customers.
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TechTarget’s Priority Engine and  
BrightTalk Central help our clients  
reach different audiences who have  
opted-in to learn about technology 
solutions. We collect the data, synch it  
with our clients’ systems, then support  
it with various lead generation services.  
 
Additionally, our Enterprise Strategy Group 
performs primary research and creates 
content to help clients accelerate their  
go-to-market processes. Our suite of 
services works synergistically to help clients 
see, reach, and engage their audiences.
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Priority Engine and BrightTalk Central offer 
our clients information about active buyers. 
Then, we make engaging with these buyers 
more effective and efficient for our clients 
through various services. 
 
In essence, TechTarget is a giant demand 
radar — a factory of data that you can 
import into your system.
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Now we have set the stage of how 
TechTaret and BrightTalk help B2B sales 
organizations, let’s look at how Citrix 
leverages these services to support a 
specific account-based marketing program. 
 
Founded in 1989, Citrix has been a 
TechTarget client since 2014. It focuses 
on creating a “work-from-anywhere 
experience that actually works.” Its services 
have become incredibly important for 
the pandemic era and beyond. Citrix is 
experiencing rapid growth and is at the 
forefront of this remote work era. It’s also 
recognized as one of the best companies  
to work for in 2021.
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We’ll look at a program we ran for Citrix  
in the summer of 2020 as the company  
was reinventing itself as a provider of  
digital workspaces.
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Citrix connects people, data, and locations 
with data using a variety of solutions.  
Its Workspace solutions and Workspace 
Platform allow users to securely access  
all their applications from one central 
location or device, such as Citrix-issued 
laptop and personal smartphone. 
Specifically, in this program, it wanted 
to promote the SD-WAN product in its 
network and security portfolio.
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The Citrix team wanted to see if they could 
drive interest within a particular audience if 
they focus specifically on core SD-WAN  
use cases. 
 
The company took a hybrid ABM approach 
by targeting existing customers who aren’t 
yet SD-WAN users but own products close 
to and connect well with the SD-WAN 
product. It also wanted to acquire net new 
logos — prospects looking specifically  
for an SD-WAN solution — using pure  
intent targeting.
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Citrix started by identifying the right 
audiences and the topics they were 
researching. Using the right content  
data, it created relevant offers to support 
the information and address the need of  
each audience segment. Meanwhile,  
Priority Engine provided the data Citrix 
needed to define a baseline to measure  
the initiative.
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TechTarget proposed an omnichannel 
ABM strategy fueled by intent. It includes 
BrightTalk webinars, in addition to standard 
display ads, homepage advertising, and 
advertorial takeovers. 
 
Citrix engaged the audience with display 
ads and articles before serving them 
product-related information to ensure that 
they’re primed and ready. Additionally, the 
spoke model retargets audiences across  
a vast editorial network — serving ads off-
site to prospects who have engaged with 
relevant content on the TechTarget website.
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The multi-layered ABM approach 
generated a high level of engagement and 
delivered results throughout the marketing 
funnel and sales pipeline. Citrix not only 
improved its click-through rate but also 
attracted highly engaged audiences, 
which turned into leads that performed 
well further down the funnel.
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TechTarget’s layered model kept the 
audience engaged throughout the funnel. 
It engaged the audience before they 
entered Citrix’s system through website 
personalization. Prospects visiting Citrix’s 
website saw relevant offers based on the 
content they viewed on TechTarget. 
 
When these prospects responded to the 
offers, they became MQLs. Once they 
converted, they’d be connected with the 
sellers. If they were ready, they turned 
into SQLs. The typical enterprise buying 
cycle is 6-18 months, but by working with 
TechTarget to engage the right audience at 
the right time with the right message, Citrix 
attracted many prospects ready to make a 
purchase right away. 
 
If these leads didn’t convert, Citrix put 
them back into its system. However,  
instead of the same nurture sequence,  
it showed these prospects different 
offerings instead of the same offers.  
This funnel gave Citrix the ability to 
continue to engage with these audiences.
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Since Citrix had moved away from selling 
point products, it needed to reach large 
organizations and sell a complex set of 
workspace experiences through multi-
layered ABM engagement and buyer team 
influence. Even if it brings in a customer 
through a core product or use case, its 
goal is to have a larger conversation by 
approaching a buying group. 

For example, Citrix might start with 1 lead 
at an account, but through TechTarget, 
they are able to understand that there 
14 prospects actively researching at that 
account with different titles and levels 
of seniority. A buying group was likely to 
be forming if many stakeholders were 
interested in the same product (e.g., 
SD-WAN.) The team could then tap into 
TechTarget’s buying intent data to learn 
about the account and its activities.
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Meanwhile, information on influencing 
vendors lets Citrix know which competitors 
are showing their offerings to these 
audiences. It can then prioritize its outreach 
and be on the table when these prospects 
make their purchasing decisions.

Since one lead can’t influence the entire 
buying group, it’s important to deliver the 
right content based on each contact’s role. 
Data from Priority Engine helped ensure 
that Citrix could enhance and optimize its 
content offerings throughout the program.
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A strong partnership between sellers and 
marketers is critical for ABM success. Citrix 
made sure its sellers understood how the 
program was run and, using Priority Engine 
user intelligence, marketing was able to get 
a better visibility into seller activity within the 
program. Understanding rep activity level – 
all the way from moderate usage to “power 
users” - allowed marketing to determine the 
best course of action to enable individual 
sales reps for maximum success.



17 How Citrix Leverages Intent & Multi-Layered Engagement to Innovate in Its ABM Programs

The hybrid ABM approach achieved 
remarkable results. Citrix’s pipeline 
experienced a 21%+ YoY increase, while 
the sourcing of pipeline also grew at a rapid 
rate. The team learned what additional 
related interests buying groups have beyond 
SD-WAN and the sellers were able to talk  
to cross-sell and upsell other solutions. 
 
At the end of the year, Citrix leveraged 
the intelligence it gathered to successfully 
promote the new SASE (Secure Access 
Service Edge) and SIA (Secure Internet 
Access), creating tremendous opportunities 
around Security for SD-Wan themes. With 
new launches, Priority Engine helps Citrix 
test the water to gain early insights into 
what topics people are searching and the 
large volume of display helps them build 
visual brand awareness to support all future 
outreach efforts.
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Citrix’s overall investment with TechTarget 
and Priority Engine has fueled many teams 
and initiatives over the past year, achieving 
remarkable results.
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Questions & Answers

What’s unique about Citrix’s approach 
to ABM, and how is data used within  
the organization?

Citrix uses data to drive decisions. It uses AI to look at first- and third-party data and 
create audience profiles that align with its solutions. It also takes into account each 
customer’s existing products and responses to the workplace messaging. 
 
The company also analyzes data from the marketing programs to see which initiatives, 
stories, and use cases are most engaging and successful. They also use TechTarget’s 
data to understand what people are searching for and validate the information provided 
by the product marketing team to build audiences and assets. 
 
The multi-layer approach, supported by TechTarget’s highly targeted programmatic ad 
program, pulls together moving parts across all the networks to increase Citrix’s reach.

Citrix has sizable data organization and 
analytics capabilities. What advantages 
do sales reps get by leveraging 
behavioral data on purchase intent?

Citrix has a regular team with a basic understanding of the audience they’re targeting, 
the story they’re telling, the accounts they’re selling to. But getting the details of these 
audiences from Priority Engine takes their understanding to the next level.  
 
Let’s say the team is talking to an enterprise company. 3 people engaged with its content 
on the TechTarget network, but there are, in fact, 15 others in the same organization 
researching the same topic. Sellers can look at the report, understand the accounts and 
activities, and start to build a buying group. 
 
The data was instrumental in the success of the SD-WAN program. Citrix now has 300 
users on Priority Engine, leveraging data to gain insights into its ABM accounts.

Heading into 2021 and 2022, how will 
Citrix continue the innovation and 
expand on such ABM success?

Citrix has tried different flavors of the hybrid and omnichannel approach and finds it 
very promising. It plans to build a more integrated solution with layered intent to support 
ABM and omnichannel engagements for its worldwide programs. It’ll continue to enable 
teams that run each program to explore new strategies, and then share and scale the 
innovation across multiple programs.



20 

About TechTarget
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