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The Amygdala '

What do sales and Tinder have in common? A single swipe has more power than our entire

strategy.
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after it. Not because buyers are shallow, but because the brain reacts

I n selling, the first second carries more weight than anything that comes
before it thinks.

There’s a new email notification in the middle of our workday. Great, one more
thing we have to handle.

Subject line: Time for a quick call?

We glance at the sender, react to the impulse that screams it’s from a
salesperson, and the instinctive response fires before we think.

I Delete.

That opening moment, the one that feels off, heavy, or overly familiar, is where we lose most opportunities. Not on merit. On
instinct.

The Problem

Buyers react before they read. If our opener signals effort, pressure, or familiarity in the wrong way, the instinctive response is to
shut the interaction down before it begins. We do not get a full review of the message. We get a rapid assessment of how much
energy we are about to cost.

Why It Happens

The amygdala is built for efficiency. It is your brain’s built-in alarm system; it is the guard dog that jumps first before it thinks. Its job
is to answer one question quickly: Is this worth the energy? When our message hints at work, ambiguity, or patterns the buyer has
seen a hundred times, the amygdala generates an automatic response that says, “Not worth the energy”. It is not personal and it is
not analytical. It is an energy conservation reflex.

What We Need to Do

Our goal in the first second is not persuasion. It is lowering resistance. When our opener feels simple, direct, and pressure free, the
fast part of the brain does not reject it. It allows the rest of the system to stay engaged. That small shift buys us the time we need for
value, insight, and differentiation to matter.

Five Traps We Need to Avoid
We unintentionally raise the energy cost when we:

e Openwith arequest instead of an orientation — “Do you have 15 minutes this week?”

¢ Rely ontemplated phrasing that signals a familiar pattern — “I hope this finds you well. I'm reaching out because we help companies
like yours...”

e Addunnecessary detail too early — “I'm Alex, a Senior Account Executive over at Northridge Systems. We specialize in...”
e Reach for cleverness instead of clarity — “Let’s circle the wagons and future-proof your synergy stack.”
e Match the market’s noise instead of offering calm confidence — “We can save you time and money!!!”

These are not messaging issues. They are rapid energy cost assessments, and the brain makes them automatically.
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Breaking Through the Amygdala Gatekeeper

When an opener lands, it carries curiosity, a sense of easy familiarity, and personalized problem-solving with a clear way forward,
just enough to keep the amygdala from slamming the door:

e “Trinity Enterprises said they are now saving 13% on onboarding. We can share how.

e “Kevin Delaney said to say hello.”

¢ “Your Northshore operations can get your soil samples returned two weeks faster.”

e “How Danica Kerrigan was able to eliminate penalties she didn’t see coming”

e “Reverse lunch-n-learn. We bring lunch & your team tells us what they want.”

Are they universal? No. But with some quick research, personalization, and dash of creativity, we can move the amygdala from
reacting with a quick delete, to stimulating a response to read on.

I We lose more deals to the amygdala than to competitors.

If we want buyers to think, we have to get past the part of the brain that reacts.

Let’s talk.

The first call with Predictive Wins is free and runs twenty-five minutes.
No deck, no pitch. Scan the code or visit predictivewins.com.
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