Tk

THE DEATH OF
DEMOGRAPHICS

Why Psychometrics Now Outperform
Traditional Segmentation
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Executive Summary

For decades, marketers have relied on This white paper presents irrefutable
demographics as the foundation of evidence that psychometric

customer segmentation, Age, gender, segmentation—understanding customers
income, and geography have been the by their psychological traits, values, and
default lenses through which we view our behavioral drivers—now delivers 3-5x
customers. But here is the uncomfortable better predictive performance for

truth: demographics are dying as a purchasa intent, customer lifetime value,
predictive framewaork, and clinging to them and campaign response than

is costing you millions in misallocated demographic models.

marketing spend, lost conversions, and
competitive disadvantage.

The implications are stark: continue using outdated demographic segmentation
and watch your competition pull ahead, or embrace the psychometric revolution
and gain an unfair advantage in understanding and reaching your highest-value
customers.
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The Crisis of Demographics: Why Your
Segmentation Model Is Obsolete

The Comfortable Lie We Tell

QOurselves

Walk inte  any marketing
depariment and ask how they
segment their customers. The
answer s predictable: age
brackets, househdld income,
gender, location, and education
level. These demographic
variables have been the
bedrock of marketing strategy
since the Mad Men era.

There is just one problem:
they barely work anymore.

A 35-year-old software engineesr and a
35-year-old nurse earning %120,000 in
Austin  look identical demographically.
Your marketing platform treats them as the
same person. But their behaviors, media
habits, wvalues, and decisions are
completely different. One may sesk
innovation, status, and cutting-edge
experiences, while the other pricritizes
sacurity, community, and trusted
solutions.

Demographics tell you who someone is. Psychometrics tell you how they think, what

drives them, and why they buy
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The Numbers Do Not Lie

Cur research across 47 industries and 2.3 million consumer interactions reveals a
disturbing truth about demographic segmentation:

Demographic Segmentation Performance

Purchase Intent Prediction

12-18% ; Accuracy of predicting purchase
intent

Message Resonance Score

Average score for message
reghnance

Churn Prediction Capability

Accuracy of predicting customer
churn

Customer Lifetime Value
Correlation

Weak cormelation with customer
lifetime value

Put bluntly: demographic segmentation is barely better than random chance
for predicting the behaviors that actually matter to your business.



The Psychometric Advantage: Understanding
the Human Behind the Data

What Psychometrics Actually Measures

Psychometrics goes beyond surface-level demographics to measure the psychelogical
constructs that truly drive behavior. It captures deeper factors such as personality traits,
maotivations, values, beliefs, emotional triggers, risk tolerance, decision-making styles,
cognitive patterns, and behavioral tendencies—providing a more accurate understanding
of why people think, choose, and act the way they do, not just who they are.
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The Performance Gap:
Demographics vs. Psychometrics

Psychometric Segmentation Outperforms
Demographic Models

Low Purchase Intent

Low Marketing ROI

Low Churn Prediction

Low Personalization

High Purchase Intent
Accuracy

High Marketing ROI

CAC Reduction

High Churn Prediction

High Personalization
Lift




Why This Matters Now: The Convergence of

Three Forces

Threa simultaneous shifts have made psychometric segmentation not just superior, but

essantial for survival:

1. The Collapse of Demographic
Homogeneity

Traditional demographic
sagments have bacome
meaningless as predictors  of
behavior. A& 2Z5-yvear-old today
might have the spending power
and lifestyle of what we used 10
call a 40-vear-old, or vice versa,
Geographic location no longer
dictates media consumption or
cultural values. Income brackets
say nothing about priorities or
purchasze motivations.

3. The Competitive Imperative

2.The Rise of Behavioral Data
and Al

We now have access to massive volumes
of behavioral data—clicks, scrolls, time on
page, purchase  histories, content
consumption, and social interactions—but
this data is wasted i analyzed only
through demaographic lenses. Modern Al
and wmachine learning can extract
psychometric insights  from these
behavioral patterns at scale, What once
reguired expensive surveys and focus
groups can now be inferred from digital
footprints with 85-82% accuracy, as the
technology to implement psychometric
segmentation has finally caught up to the
theory

Every quarter you delay this transition is a quarter your competitors spend
pulling ahead. The gap is widening, not narrowing.




The Cost of Inaction: What You Are Losing
Every Day

Let us be direct about what continued reliance on demographic segmeantation is costing
you: It drains marketing efficiency, weakens customer connactions, and limits the impact
of personalization, Most importantly, it allows faster, smarter competitors 1o capture the
growth you are leaving behind.
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The true cost of inaction is not just financial; it is strategic, competitive, and structural.
Every day you delay adopting psychometric intelligence, you compound inefficiency,
lose high-value customers, and surrender advantage to smarter competitors. In a market
driven by precision, relevance, and personalization, continuing with outdated
segmentation models is not a safe chokce it is a silent, accalerating risk to long-term
growth and survival.



The Brainberg Solution: Psychometric
Intelligence at Scale

Brainberg has developed the first enterprise-grade platform for psychometric customer
intelligence. We combine cutting-edge behavioral psychology, machine learning, and

real-time data integration to give you unprecedented insight into who your customers
really are—and why they buy.

How Brainberg Works

QOur platform analyzes behavioral signals across your entire customer journey to build
comprehensive psychometric profiles:

Coliects and analyzes
cusicmer data

Maps behaviors i
peychological frams

Creates fluid segments based
on peychometrica
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Immediate Applications

Psychometric Segmentation Cycle

Peychometric intelligence transforms insights into action by helping businesses connect
with the right audiences, create meaningful engagemeant, and drive long-term growth, By
understanding customer maotivations, values, and decision-making behaviors,
organizations can design smarter strategies across marketing, product, content, and
customer experience that lead to higher conversions, stronger loyalty, and sustainabla
business impact,

Hetention and LETURE T

Growlh Targeting
Predct chuem and Remch the righ
dantidy exparipsn simhenca with resanae

S MeEiiagrs

LT
Experience
Prciitine igatures

aligred with pegment
nesds

Dasign opienized
pourneys for dillerem
profiles

Crenle conbent thag
ipsaka bo peyehological
EeErs

By tuming deep human understanding into practical business intelligence, psychometric
fnsight enables organizations 1 move beyond data collection toward decisive action—
building relevance, trust, and long-term competitive advantage in an increasingly
complex market



Results: What Early Adopters Are Achieving

Enterprise SaaS Company
Brainberg
Insight
Initial conversion Conversion rate after
rate Insight

Direct-to-Consumer Brand

Psychometric
Segmentation

Inefficient Marketing
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Results: What Early Adopters Are Achieving

Feaflocaied
marksting spend, ad
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Lesd quality
imipreved, sales
oyelo shortened

The Choice Is Clear

You have two paths forward:

Path One: Continue using Path Twe: Embrace
demographic segmentation, psychometric segmentation,
walch your marketing efficiency gain unprecedented insight
decline guarter after quarter, into customer motivations
lose market share to competitors and behaviors, achiave 3-5x
who understand your cUstomers Improvements In every key
better than you do, and wonder marketing metric, and build
why your personalization ‘an unfair competitive
initiatives fall to move the advantage that compounds
needle. ‘over time.

The era of demographic marketing is over. The companies that win the next
decade will be those that understand the human psycheology behind the
numbers.
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Next Steps

Brainbarg is partnering with select enterprise organizations to demonstrate the power of
psychomefric intelligence. We offer;
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Missing Enhanced
Demographic Brainberg Partnership Customaer
Segmentation Understanding

The question is not whether to adopt psychometric segmentation.
The question is whether you want to lead this transition or be
disrupted by it.
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About Brainberg

Brainberg is the |leading provider of enterprise psychomefric intelligence solutions.
Founded by bahavioral psychologists and data scientists from Stanford, MIT, and Google,
we have spent seven years developing the most sophisticated platform for understanding
customer psychology at scale.

Qur mission Is 1o ohsolete demographic segmentation and give organizations the tools to
truly understand why people buy, what drives |ovalty, and how 1o create experiences that
resonate at a psychological level.

We work with Fortune 500 companies and high-growth enterprises across technology,
financial services, healthcare, retail, and consumer brands to transform their approach to
customer understanding and marketing effectivenass.

Contact Information

« Website: www.brainberg.in
* Email: info@brainberg.in
* Phone: +918484984360

Request your free psychometric audit:
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