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About Citrix

Citrix (NASDAQ:CTXS) is a leader in mobile workspaces, providing virtualization, mobility management, networking and cloud services to enable new ways to work better. Citrix solutions power business mobility through secure, personal workspaces that provide people with instant access to apps, desktops, data and communications on any device, over any network and cloud. This year Citrix is celebrating 25 years of innovation, making IT simpler and people more productive. With annual revenue in 2013 of $2.9 billion, Citrix solutions are in use at more than 330,000 organizations and by over 100 million users globally. 
We market and license our products directly to enterprise customers, over the Web, and through systems integrators, in addition to indirectly through value-added resellers, value-added distributors, and original equipment manufacturers.

Our message
We believe people should be able to experience work and life their way. That's why Citrix powers mobile workspaces – to enable people to work anywhere, on any device, with all the tools they need, seamlessly and collaboratively. We’re the only company that unites virtualization, mobility, networking and cloud technologies to help our customers embrace business mobility so they can achieve new levels of cost savings, innovation, productivity, agility and employee satisfaction.

Mobile workspace solution

Fundamental to helping customers embrace mobility is the shift in focus toward what truly drives business success – people. Over the last year, mobile workstyles have been the cornerstone of our messaging to the market and customers alike. When we talk about mobile workstyles, we’re talking about empowering people to choose when, where and how work gets done, giving them a new level of freedom, flexibility and choice. Ultimately, it is about creating new ways for people to work better.

Citrix technology has always been about delivering applications to anyone, anytime, on any network. Building on this foundation, Citrix solutions have evolved to deliver against the new IT imperative of mobility, delivering a secure, mobile and user-centric mobile workspace.
A mobile workspace unites our virtualization, networking and cloud technologies to securely deliver and present applications, data and services to any device over any network or cloud.

Through mobile workspaces, people get seamless and secure access to all of their business and personal apps, data and services wherever they are and on the devices of their choice, including PCs, tablets and smartphones. The flexibility to choose how, where and when work gets done is empowering the workforce to produce great results.

Now organizations can remove limitations by providing people with the information and tools they need to do business wherever they are, improving workflows and productivity while decreasing the cost of doing business.

And finally, IT organizations benefit from the ability to securely deliver these services with a single, integrated solution, eliminating the need for multiple vendor solutions.

Value we deliver

Business Agility: Citrix empowers new ways of working, removing limitations by providing people with the information and tools they need wherever they are. Workflows are improved, productivity is increased, collaboration is enhanced and the cost of doing business is reduced.

Workforce Mobility: Citrix enables mobile workstyles that offer the flexibility for people to choose how, where and when they work. People can securely collaborate and connect to apps and data from any device, any location, any network and any cloud.

Seamless Experience: Citrix solutions are built around the needs of people, eliminating complexity at every turn, where everything just works, intuitively and consistently. Ease of use, coupled with seamless continuity of content across any combination of devices, locations and networks, gives people great experiences to produce great results.

Security & Control: Citrix provides powerful ways to protect and guard corporate information assets as business moves across locations, networks and devices. IT has the visibility and control to address key security priorities without compromising end-user freedom and productivity.

For additional reference please see the following:

· www.Citrix.com

· 25 Year Anniversary http://www.citrix.com/go/25.html 
· Work Better Citrix Video http://www.citrix.com/tv/#videos/8438
· Citrix Annual 10K Report http://investors.citrix.com/secfiling.cfm?filingID=877890-14-7&CIK=877890
· Synergy 2014 Keynote http://www.citrixsynergy.com/ 
· Synergy 2014 Newsroom http://www.citrix.com/synergy14pr
· Mobile Workspace category overview: http://www.citrix.com/go/mobile-workspaces.html
· Citrix Products: http://www.citrix.com/products/all-products.html
· Citrix blogs: http://blogs.citrix.com/
Our timeline: 

June 9, 2014
RFI made public.
June 27, 2014

RFIs due to Eric Armstrong (eric.armstrong@citrix.com) by COB ET.
July 28, 2014

Finalists notified.
August 4, 2014

Signed, finalist NDAs due by COB ET.
August 26, 27,  2014

Finalists have opportunity to interview PR leadership team onsite in Santa Clara, Calif.  Week September 1 is a backup date, but preference is Aug 26 or 27.
Week of September 22, 2014
Finalists to pitch selection committee.
Week September 29, 2014
Finalists notified of decision.
October 6, 2014

Contracts completed.
October 13, 2014

Agency starts.
Request for Information    

Directions: If you are completing this document, your organization has indicated interest in being considered as the Citrix agency of record beginning October 13, 2014.  Your responses to this document will help us assess how your organization’s mission, vision, values, methods of business operation, experience, and track record match our needs. All the responses to this RFI will be evaluated on the same basis. Three to four agency finalists will be chosen to meet with us in person for a two-hour dialogue (not a formal proposal) August 26 or 27 in Santa Clara, Calif., culminating in a presentation the week of September 22, 2014. 
This document is due in completion by end of day eastern time on June 27, 2014.  Feel free to add supporting material to your direct response (example: bios of key individuals most likely to be involved, general capabilities, case studies, etc.). 

If you have questions, your primary Citrix contact for the agency search is Eric Armstrong, Sr. Director of Corporate Communications, located in Fort Lauderdale, FL; eric.armstrong@citrix.com; 954 267 2977 (o); 561 289 3481 (m).

Background Matters

Full agency name: 

Parent Organization: 
Agency headquarters location: 

Domestic offices (list cities):

International offices: 
Office location that would primarily service the Citrix account:
What is the current size of that office? 

What do you state as your core competency? 

Name of principal contact for this account (please attach bio):

Name: 

Title: 

Years with firm:

Years in business: 

Address: 

Phone: 

Email:
Other current accounts:
Personal references: 

Basic agency facts (if you have an agency fact sheet, please attach it but also complete this information)

· Total domestic annualized billings:  

· Total number of staff:
· Staff turnover rate:

· Average account size:
· Largest account category (i.e., technology, consumer marketing) 

· Largest client and annual fee income 

· Smallest client and annual fee income
· Name accounts won in the last 18-24 months 

· Name accounts lost or attritioned and why 

· Name the current accounts you have managed for three years or longer?  

· What contributed to the long-term success of these relationships? 

· Please attach the agency’s mission, vision and values.
· Please attach a CURRENT client list.  Include what business unit or area you serve of those clients and what office services them.

· Do you perceive your current client list present any conflict, either from your agency’s perspective or the Citrix perspective? 
· Experience working with businesses with multiple divisions or subsidiaries.
Please tell us, in one sentence, what:

· Is different about your firm than others…

· Has changed in your firm over the past 12 months…

· You help your clients do best…
· Why do you believe you would be a great partner for Citrix?

Relationship Matters
1. Describe your firm’s staffing philosophy. First, please explain the structure of the firm. Is your group organized geographically? By specialty? By industry area? In some type of a matrix? How are staff people assigned to accounts? If you operate under a matrix, to whom would the lead person on our account report? How about the staff?

2. Account team structure. What is your firm’s process for choosing members on an account team? Outline a representative staffing structure for us based on the tasks & responsibilities outlined below. Showing this structure visually would be helpful; while we don’t expect an entire roster of staff names, we would like the lead account manager(s) identified, and we want to know typical job titles and a range of years in service for each remaining job category. What level of person would be responsible for day-to-day client contact? Would this change during the course of the relationship? Who would be responsible for managing timelines and budgets? For reports to us? Where are these individuals located?

3. Account team changes. How do you handle staff turnover on accounts and what role do you typically want/allow the client to play in this process? When adding new account team members, how are they brought up to speed on the account?

4. Professional development. What programs do you have in place for enhancing the skills and knowledge of your people? Do you have development requirements and budgets? Please use two to three paragraphs to help us understand how your account executives develop both their PR skills and their business acumen. What makes your knowledge management program different?


5. Please describe the specialist roles in your firm. Please describe other specialist roles in your firm such as community relations, public affairs, consumer marketing, etc. 


6. Starting a new relationship. Describe the firm’s practice in quick starting a new account. What do you do? What do you need/expect us to do?  Please describe how you would handle the transition from a long-time agency?

7. Staying abreast of trends.  Describe how you keep on top of trends, not just in technology but business and consumer trends.

8. Relationships with Influencers. How do keep your finger on the pulse of influencer relationships (media, bloggers, self-made “topic” evangelist)? How you are helping your customers respond to changes in the programs and engagement to meet the outcomes for your clients business?  
Client Service Matters

We’re interested in having a better understanding of how you actually work with clients. Please use specific examples (it will help us most if you focus on clients who are close to our size, although they need not be in our industry) as you respond to the following questions:

1. Please describe, in two paragraphs or less, your client service philosophy. If there are existing written documents, which you share with a new client at time of contract, feel free to include these in lieu of a summarized statement.
2. Share client success stories. It’s fine to give us prepared case studies, but we specifically want to see some examples of:
      Within your descriptions, we are looking for the following information:

1. How was the strategic direction set and what was your involvement in that process?

2. How long did you work with the client, what were the total fees?

3. How did you start the relationship (in terms of initial scope of work, initial account team) and how did that change over the course of the engagement?

4. What roles did client staff play in this initiative, and what level(s) were those staff?

5. What specific activities were the drivers? (i.e., national media relations, special events, surveys)

6. How was momentum built, sustained? What did you do to keep from peaking too early?

7. What was the initial expected end result, and how did that change over the term of the engagement?
8. How was the organization structured? Were there multiple product groups, division and or subsidiaries? 


3. How do you handle client meetings and reports? 

4. Please describe how you typically measure results for clients.  Do you have a method for evaluating the impact of particular types of coverage?  Impact of programs (events-driven, networking programs)? ROI? Any attachments about your processes, ROI methodologies and any examples of reports would be most welcomed.
5. Please give us three client references that we could call to discuss your relationship. We’d like the name of the client company/organization, contact name and title, phone and email addresses.
6. Please give us -six press references that we could call to discuss your relationship. We’d like the name of the media outlet, contact name, phone and email addresses. Please consider a mix of business, tech and consumer.


Investment Matters

It’s important to us that we work with an agency that believes they must be wise stewards of our investment. Please help us learn more about your approach to issues of budgets and billing by answering the following questions. 


1. Budget building. Describe how your group creates (and, if needed, modifies) budgets for a client assignment. What systems have been most effective for you in the initial budget building?  How is the client involved in that process? 

2. Billing.  Help us understand more about how your billing process works. Do you mark up for expenses, and if so, how much?  How do you bill for travel?  Do you provide receipts for travel and other expenses?  What does a typical monthly invoice look like, what is contained in it? Which fee line items are included? How do we track YTD actual vs. budget? How do you forecast? How is the account team (and who on the team) is involved in this process? Who signs off on bills before they are sent? What is your write-off policy? What supporting materials do you provide? 

Economic value. How you do assess the potential value of expenditures of time/money against desired results? How does the account team leader help younger staff understand the economic value of certain tasks? What types of economic education and training does staff receive?  How do you communicate value to your clients? 

Skills and Markets
Citrix products and technology solve problems for a few distinct markets: telco operators (market), IT /enterprise buyer and small businesses.  
Our enterprise division focuses on application and desktop virtualization, networking, cloud services and mobility – marketed mostly to medium and large enterprise.  Also of note – the networking product group within the enterprise division has specialty in the telecommunications space.  More specifically, Citrix NetScaler is deployed in the mobile cores of the largest group operators supporting over 90 million broadband subscribers and Citrix ByteMobile solutions have been deployed in over 140 mobile operators worldwide.

Our SaaS  SMB division focuses primarily on software as a service (SaaS) and cloud solutions providing communications, documents and workflow solutions.  These include web-collaboration, audio, webinar, training, remote technical support, document and file story, sync and editing as well as project management and team social collaboration.  For the most part, the division targets its products to the small business marketplace, including micro businesses. 

As such, help us understand what skills and experience you have to address these three markets – enterprise, telco and small business.  Feel free to provide a thorough answer.  
Please note:
We will consider partnerships, alliances, etc., between one or more agencies if necessary to meet our market needs.  Such a scenario would not be regarded necessarily as a disadvantage as long as the participants can demonstrate that for the client, the team works as one, with single account lead, single billing structure, etc.

Furthermore, it is important to us that we partner with a firm that has the following characteristics. Please share how these apply to your team: 

· Ability (and/or interest) to scale as we expand and grow into new markets 

· Proactive with creative and strategic counsel that helps us create/retain ‘rabid fans’ as well as opening new doors of opportunity  

· Established, strong relationships with influencers from a broad spectrum of markets and interest 

· Proven expertise in digital, social and integrated communications

· Offering best practices for reporting, monitoring and measuring results 

· Proactive with issue management; turning what may appear to be an issue into an opportunity

·  Excited about the possibility of what we are trying to do at Citrix to improve the individual and business experience. 
· Passionate about helping their customers as we are about helping our customer succeed.
· Experienced, creative, tenacious, passionate and results-oriented (like us!) 

Citrix Public Relations Agency Tasks & Responsibilities Include:

· Increase our overall visibility among CIOs, high level technology and business leaders, the SMB marketplace, service providers and with consumers for certain products via blogging community, networking and media opportunities
· Develop Citrix storylines for business media and top information technology media

· Develop Citrix storylines that help build company and product relevance to the average consumer through lifestyle influencer channels. 

· Help Citrix reinforce its leadership in vertical markets and horizontal (functional) roles (e.g. sales, customer service, marketing)
· Assist as necessary our internal mechanisms for measurement & evaluation of Citrix PR programs

· Augment in-house public relations and industry analyst relations skills

· Provide counsel on trends in PR/AR, especially as it relates to evolving influencer engagement and processes to support product and Company announcements.
· Proactively introduce new ideas that can help differentiate Citrix

· Secure consistent coverage in top-tier business and trade media outlets (technology and consumer)
· Provide an external, objective viewpoint

· Augment and expand existing internal relationships with national business and technology broadcast and print media

· Provide writing support in the form of press releases, presentations, speeches and contributed content.
· Provide constant stream of thought leadership angles for consistent inclusion in current media agenda and assist in pitching

· Proactive pitching of news, securing product reviews, place proactive product news, awards and speaking opportunities
· Assist in competitive coverage infiltration; assess competitive landscape as requested

· Support industry analyst relations program

· Advise on social media best practices 

· Manage press program for Citrix Synergy
· Conduct spokesperson training when appropriate

· Coordinate special press events 

· Manage daily processes with internal team through partnership and shared responsibilities

· Assist in the development and management of worldwide news calendar

Note: This list is a sampling of tasks, designed to give you a highlight of responsibilities.  It is not intended to be completely inclusive.


