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An exploration of how personalization directly 

added an extra $1.1 million in sales revenue. 
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Who is 

Brainshark? 

Brainshark, is a cloud-based B2B service 

for training, sales conversions, and 

marketing. Their business model is to 

attract customers with a low barrier to 

entry  by  ofering  a  freemium  product  for 

one aspect of its enterprise solution and a 

free trial of another product. 

 

Their target market is composed of 

marketing  directors,  training managers and 

above  in  SMB  to  Fortune  100  companies. 

Within  that  group,  they  specifcally  focus 

on  director  level  and  above,  particularly 

looking  for  people  in  sales  training,  sales 

enablement, and sales operations. 
 



 

Why is “free” sometimes 
not a good thing? 

Engaging prospects with both freemium and 

free  trial  ofers  for  several  of  their  products 

was working to a point. The issue with the 

strategy  was  converting  those  prospects  — 

particularly  freemium  users  —  into  paying 

customers. Arthur Gehring, Vice President of 

Demand Generation explained: 

"Like any freemium product or free trial, people got 

hung up at certain places that are sort of 'bumps' in 

the road. If we can get [prospects] over that, we have 

a much higher probability of getting them to engage 

with the freemium product and then ideally buy our 

for-pay products."  



 

How did they get the prospect 
over the bump to become a 

paying customer? 

This new personalized messaging approach allowed 

the team to connect to its users on the website and 

directly market with them on the product interface. 

The goal of this campaign is to get the prospect  

comfortable using the product and smooth out any 

of the bumps that stopped them from enjoying the 

product. When they started to understand the value 

and get results, it became easier to convert them into 

paying customers.  



 

Step #1 - Defne any 
roadblocks for freemium users. 

Brainshark researched extensive aggregate analytics on the 

initial behavior of new and frequent users. Special attention 

was paid to the usage. 

 

They found the 2 main key factors common to users who were 

not fully engaged with the freemium version of the product. 

The prospects did not: 

• Upload a presentation after registering 

• Share a presentation once it was uploaded  



 

Step #2 - Understand users’ 
response to messaging. 

Messages focused on educating and encouraging the 

use of the product through tips and helpful hints while 

cross-selling  Brainshark's  other  free  product.  They  even 

tested for the optimal placement of pop-ups and sidebar 

ads.  Then  testing  progressed  to  ofering  useful  content 

like webinars and helpful downloads as well as messages 

promoting upgrades. These update prompts highlighted 

key advantages of having the enterprise product.  



 

Step #3 - Personalizing 
messages to the user. 

The Freemium users are encouraged to take actions, 

such as uploading a presentation or adding audio to a 

presentation, and providing information that might lead to 

increased use, such as helpful hints. The goal is to educate 

and drive engagement, then educate those engaged users 

on the additional value of the paid enterprise solutions.  



 

Step #4 - Target personalized 
ofers to the website. 

Personalization  starts  as  a  visitor  navigates  to  one  of  the  three 

main areas: sales enablement, marketing solutions or onboarding 

and training. Then, data points like time onsite and pages engaged 

will add another layer of personalization to the ofers the visitors 

see. 

Personalized messages were seen by all logged in users during the 

time of each promotion. Some of this personalized messaging is 

based around upgrading existing users. Users saw the messaging 

within the product interface, and the team expanded personalized 

messages to the main Brainshark website with ofers.  



 

You can’t argue with 
the results. 

This campaign has directly led to several key metrics: 

• MyBrainshark.com registrations (from content 

downloads and webinar ofers) increased 15% 

• Free trial sign-ups for the enterprise product 

increased 150% 

• More  than  $1.1  million  in  the  sales  pipeline 

infuenced by efort 

About this campaign, Gehring said: 

 "Personalizing messages can increase engagement 

drastically,  and  it  provides  value  to  both  the  business 

and the user. It's all about being relevant. I think the key 

beneft  for  us  with  these  things  is  that  we're  in  control 

…  we  can  see  something  going  on  —  we  can  see  bump 

[in the road in terms of usability] or perhaps we have a 

new piece of content that our visitors or users will value 

— and we can make it available to them right away when 

it's most relevant to them."  



 

Want more information 
on how you can get 
results like this? 

Check out how to 
get started using 
personalized videos here 
and start boosting sales 
to day. 
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