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Cinda Daly: What makes Citrix’s customer service 
philosophy come to life every day?

Elizabeth Cholawsky: We’re a technology company. We 
believe that world-class technology and the infrastructure 
it rides on are important to delivering a great customer 

service experience. When I was first running support for Citrix’s 
SaaS division, the first thing we did was overhaul the infrastructure 
to give us a 360-degree view of the customer and the ability to 
instantly access their issues and respond to their requests. To be 
customer-centric, you must know your customer. For businesses 
at scale, customer data gives you that knowledge.

Really delighting our customers is also important to making a great 
customer service tool. We know the support products intimately, 
and we leverage those products. Our products are built around the 
same customer-centric philosophy that we use to run the business. 
By infusing our product set and our culture with our philosophy 

Customer Service Week is right around the corner, so 
in this interview we’re focusing on the customer from 
the perspective of a leading technology company. This 
is a conversation about how the customer experience, 
workplace culture, and technology are tightly fused 
and completely customer-centric, from the front lines 
to the executive boardrooms. Citrix customers are 
at the core of every discussion, every new product, 
every problem resolution, and every innovation. 
“Citrix has developed the organizational fortitude to 
put—and keep—the customer first, no matter what,” 
says Elizabeth Cholawsky, VP/GM of the IT Support 
and Access lines of business. “No matter what” is 
an impressive goal. How does Citrix maintain this 
commitment and focus on its global customer base?

Customer-Centric 
Support: The Key to 
Customer Loyalty

With Elizabeth Cholawsky, VP/GM, IT Support and Access Lines of Business, 

SaaS Division, and Scott Thompson, VP, Worldwide Technical Support, Citrix
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of respect for the customer, we’re now known for great customer 
technology and great customer support. 

Scott Thompson: Our number-one priority is delivering 
that world-class customer experience. It drives the way we 
organize our teams, the people we hire, the systems we 

use, the way we train our people in the use of those systems, and, 
ultimately, the way we measure our success.

Daly: Scott, you lead the global organization 
responsible for supporting Citrix customers and 
partners around the world. How do you maintain  

           Citrix’s standards in this global community? 

Thompson: Our hiring practices are a foundational piece 
in terms of building our teams around the customer 
experience. The individuals we seek must have strong 

technical aptitude, obviously, but we put a lot of emphasis on 
communication skills and people skills during the interview 
process. Citrix’s standards are at the core of our training, beginning 
with our onboarding program, and they ensure that the service 
experience is consistent across the board. We also measure the 
performance of every engineer on every team wherever they are in 
the world, making sure that the customer focus is consistent and 
fully aligned around our customers’ objectives, from the top down. 

Cholawsky: The single most important thing that drives 
our ability to maintain a great customer support standard 
is the emphasis on listening to the customer. That’s an 

overused phrase, but if you break it down, it means you use 
established techniques, methods, and habits to keep everyone 
focused on what the customer is actually saying. It permeates 
everything we do. From a product perspective, for example, before 
we release anything, we take it through a market validation 
process. That process involves talking with a representative set of 
customers and prospects about their problems and discovering if 
what we plan to deliver is really going to solve those problems. 

We’ve built connections into the architecture at every point where 
customer interactions could occur—from embedded surveys to 
the “happy faces” you see in our service desk product—which give 
immediate feedback. This immediate feedback is fundamental to 
the benefits of our SaaS-based products. We’ve built in the habit of 
looking at customer interaction data in a constant feedback loop. 
We actually use the tools we develop and market, so our own 
customer service organization is an integral part of our quality 
efforts and that customer feedback loop.

Daly: What are the core competencies you expect 
from your service organization? How do you see 
those requirements changing in the future? 

Cholawsky: Our way of interacting with customers has 
changed dramatically over the past couple of years. It’s the 
whole revolution of social channels and how customers 

are adopting them to get support. This has forced us to change the 
profile of our recruits. We need people who can be a lot more 
independent than traditional customer service agents, people who 
can think on their feet. Adding the chat channel boom into the 
support fabric widens the net for those you can recruit, particularly 
in the area of language skills and accents.

Daly: That opens the topic of social channels and 
the degree to which you’ve integrated them into 
your services. 

Cholawsky: At every point, we have insight into how 
people are feeling about the product, whether they are 
being successful or not. Customer-initiated support, 

mostly through chat, is the hook into the social fabric, and it’s 
having a major impact. The interesting thing about self-service 
and support communities is that if customers get an answer, 
they’re very happy. It’s their preferred channel, and it’s a low-cost 
channel. But if they don’t get an answer, they’re really unhappy, 
much more unhappy than if they’d talked to an agent directly. 
We’re solving that challenge with the chat connection. Customers 
begin at their channel of choice, whether that interaction begins in 
the social world or in a self-help area. But if the problem is too 
hard or they’re not finding their answer, they have a release valve 
to escalate the problem and get immediate help from an agent. 

Thompson: We’re continuing to leverage the community 
and partners to help service our customers by building 
out our knowledge bases and providing opportunities to 

integrate that knowledge into self-service tools. The emphasis on 
customer advocacy and the focus on our customers’ success—
helping them accelerate the business value they get from our 
products—really define the customer service organization. We 
have the most interactions with the customer, so we’re very 
integrated with the product development cycle, allowing us to 
design and build our products from the customer’s perspective. It’s 
an effective, synergistic relationship.

Daly: You raise a good point about the value 
proposition, which you have to deliver every day 
in a highly competitive environment.

Thompson: The key point is understanding how the 
customer perceives the business value and how they 
achieve it. That value could be a successful project, cost 

savings, better analytics—anything. We need to understand what 
that is and do whatever is possible to help accelerate that success 
for the customer.

Cholawsky: About a year ago, we created a customer 
advocacy position and placed one advocate on the 
development team for each product line. These advocates 

come from the support organization, so they understand the 
customer perspective. They’re like journalists embedded in the 
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product development team, and it’s worked really helped keep the 
feedback loop going.

Thompson: We have a similar group in the services 
organization, which we call the “Customer for Life” team. 
These employees serve as customer advocates, measuring 

our customers’ overall health, which includes how they use the 
product and how we engage and service them in the interest of 
helping them become lifelong customers.

Cholawsky: One example from support is the shift away 
from first contact resolution as a key metric. FCR doesn’t 
say whether you’ve actually helped customers solve their 

problems or not. We look at the customer holistically: What are 
they calling or chatting about over time? Did we solve that one 
incident only to get five more incidents over the next few weeks on 
a tangential problem? We’re all recognizing that we have to deliver 
more value to our customers, and that value is how customers will 
define the benefits they receive. 

Daly: How are you measuring customer 
satisfaction? 

Cholawsky: Net Promoter Score (NPS) is the measure, 
and we monitor it to see how we’re trending. More 
important than the numbers, however, are the free-form 

questions and the responses we get to those questions. We have an 
entire analytics group that reviews those comments and turns 
them into business cases, determining how important those 
comments are to address in our product. It’s all part of our feedback 
loop, and it’s a richer feedback engine than NPS alone. 

Thompson: We believe in and deliver support through 
any channel, on any device, across multiple languages. It’s 
not a trivial feat. We leverage a variety of industry-standard 

measures to analyze customer satisfaction. Beyond that, we 
continue to take a holistic view of our customers and their overall 
experience with us as a company. That’s every interaction across 
the entire lifecycle—interactions with the sales team, the product 
itself, the support team—taking it beyond a single transaction. We 
look across all those channels and try to ensure a consistent 
experience, with the ultimate goal of making sure our customers 
are successful with our products. 

Daly: Which technological innovations are going 
to have the most lasting impact on customer 
interactions and relationship management  

            going forward? 

Cholawsky: Intelligent chat and social reach will continue 
to evolve. People have adopted our collaboration tools 
and applied them in a broad way over the past eight years. 

Today, we’re applying this technology to the support world, 
creating a space where agents can collaborate dynamically on a 
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customer call, silently or publicly, as the case may be. We’re 
looking very closely at our video technology because we’re hearing 
from our customers that they believe video support is a 
differentiated way of delivering service. They believe they can 
leapfrog their competition or create a premium product by making 
their support agents available via video. We’re also experimenting 
(internally, for now) with community chat, where an agent is 
available to video chat with multiple customers at once, answering 
questions in a moderated forum, which generates much higher 
customer satisfaction than support from an anonymous forum.

Thompson: We’re making the shift from being less 
reactive and more predictive in our support practices, to 
detecting the smoke before it becomes a fire. Using 

predictive analytics, we identify key trends and issues before 
customers experience service degradation, and we continue to 
drive innovation by building that proactive, predictive capability 
into the product. This includes self-healing tools that address a 
situation at the root before it becomes an issue. My vision, beyond 
the consistent customer experience, is that products and customers 
should be able to resolve issues on their own (self-healing and self-
service). That’s the great experience I want, and that’s the experience 
we want to provide for our customers.

Daly: What can other leaders, global or local, 
take away from the Citrix experience? 

Cholawsky: The key takeaway is back where we began: A 
world-class technology infrastructure is a way to ensure 
that you really know your customers, can keep delivering 

on key support tasks, and can streamline both your own efforts 
and your customers’ efforts. This creates a great experience for 
your customers. But integration across all groups in the company—
CRM, billing, HR, marketing, and so on—is required. Service 
organizations can’t do it alone. 

Thompson: Integration is important, in general, for 
companies to move forward, and it’s particularly critical 
for supporting mobile work styles. Systems integration is 

the key enabler for delivering great customer experiences and 
measuring customer success, across all channels, from your 
customers’ point of view.


