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Yes, Actually Read This. I Made It Short So You Would.

The Scene You've Lived

You've built the perfect case.

Maybe it's a pitch. Maybe it's an argument for why your idea should happen. Maybe it's explaining to someone why they should try something, buy something, change something. The logic is bulletproof. The evidence is clear. Any reasonable person would agree. You present it.

They say: "Let me think about it and get back to you." They never do. You walk out thinking: "They're stupid." Here's the truth: They're not. They're just human beings

What This Book Actually Is

This is a book about getting people to say yes—without manipulation, without another ten meetings, and without losing your sanity.

How This Book Works

PART ONE: How Decisions Really Happen

Meet Napoleon and the fish. Learn the neuroscience that proves your conscious mind shows up very late to every decision. Watch companies like Southwest, Netflix, and Amazon speak to the fish while their competitors talk to Napoleon. See why the Segway failed. Why being right doesn't mean winning

INTERLUDE: How Corporate Logic Kills Good Ideas (And How to Survive It)

Why do most corporate meetings end with nothing actually decided? Why does "let's form a working group" mean "no"? Why do five smart people nod at a brilliant idea and then do nothing?

This interlude is your survival guide to corporate culture. How people behave in conference rooms. Why "resource constraints" is never the real reason. What's actually happening when someone says "strategic alignment" or "let's socialize this." And how to speak to the fish even when they're wearing suits and hiding behind Napoleon language.

PART TWO: The E.A.S.I.E.S.T. Way to Move the Fish

This is the practical part. Seven specific moves that make the fish swim toward you instead of away. Not theory. Not philosophy. Actual techniques you can use Monday morning.

We call it E.A.S.I.E.S.T. because that's exactly what it is—the easiest way to get people to move. Each chapter shows you one move with real examples from real companies, then gives you something to test before Friday.

PART THREE: E.A.S.I.E.S.T. in the Real World

This is where we take the framework beyond big corporations and polished case studies. How a bookstore owner used it to compete with Amazon. How a doctor used it to get a patient to exercise. How a teenager can use it convince his dad to let him go to party

Small businesses. Personal situations. Everyday moments where you need someone to move.

Then we end with why most good ideas die—and how to keep yours alive.



Who This Book Is For

You, if:


	You're tired of perfect pitches that go nowhere

	You sell -what you think- is a good product but no one buy

	You lead someone, or need humans to do literally anything

	You've wondered why that competitor with the worse product keeps winning

	You've ever said "Why don't they just see this is obviously the right choice?"



Also you, if you're:


	A parent trying to get your kid to eat vegetables

	Trying to get your team to adopt that new tool

	A doctor whose patients don't take their medication

	Anyone who needs humans to move and humans keep not moving



NOT for you if:


	You want manipulation tactics (we don't do that here)

	You think your customers are stupid and just need "education"

	You want to sound smart in meetings (this is about results, not vocabulary)

	You're looking for a magic bullet (there are seven moves, you'll need to learn all of them)



What to Expect

You'll see patterns everywhere. Once you understand Napoleon and the fish, you'll spot them in every pitch, every ad, every conversation. You'll see why some things work and why most things don't.

It will seem obvious in retrospect. Of course that worked. Of course people responded that way. Good. That means you're starting to see the fish. You weren't seeing it before.

Some of your past failures will make sense now. Not because you were bad at your job. Because you were talking to Napoleon while the fish swam away.

You'll read examples and think "that's different from my situation." It's not as different as you think. The fish is the fish. Try it anyway.

Ready?

Here's the story of a car seat, a parking lot, and the moment someone accidentally discovered how decisions really work. Turn the page.



	[image: ]

	 
	[image: ]





[image: ]


PROLOGUE: The 10% Seat

[image: ]




Tuesday, 8:58 a.m. — Elevator to Floor Fourteen, Maya is new at SafeRide inc, nine weeks in. Junior marketer.

proudly standing in the elevator to attend her first management meeting not to present something but as an observer only. They’ve dropped her into the team for a new child car seat: lab results say 10% safer than the market. Thanks to the novel installation mechanism. And the price sits above everyone else. for the last 3 weeks she’s been cramming like finals week. Crash-lab reports. Belt-path diagrams. Support transcripts. Weekends in big-box aisles, watching parents sweat in parking-lot heat, buckles not clicking as expected. She feels the gap between lab and life and can’t unsee it. The doors open.

9:00 a.m. — Boardroom, SafeRide Global HQ The room is too cold to feel proud of anything.

The screen shows a title slide: Q3 Sales in a font that’s trying too hard. Fifty slides. A progress bar crawling like grief.

Attendees: CFO. Strategy lead. Head of Sales. Head of Brand. Legal. COO. Two board members,Maya’s manager, Maya and her notebook open.

The product: beautiful shell, energy-absorbing frame, smarter belt path—on paper. Tagline: “Ten Percent Safer.” Price: premium. The aisle says: dust.

On the wallmounted display, a 47slide deck sprawls: graphs layered over spreadsheets, pivot tables, and dashboards. Red arrows stab downward on slide after slide—the universal signal of a sales decline.

CFO said: “Parents aren’t buying because we’re premium without a premium story.” 

Strategy Lead replied”I think we need a thought-leadership whitepaper. Safety at Scale. Position us as category experts.”

Sales Lead: “We must lower the price, we will never achieve our quota unless we lower the price.” 

Brand manager: “May be we should kill it before it confuses the portfolio.”

Thirty-seven slides in, Maya’s heart knocks against her badge. New and junior, she shouldn’t speak; she’s afraid to. But the obvious is blaring—the elephant in the room no one names: parents’ fear in the parking lot, not price on a slide. She swallows, tightens her grip on the pen, and lets her voice out.

“Parents aren’t buying because they’re afraid of installing it wrong.”

Heads tilt. Polite. Waiting, not listening.

“Not horror-movie afraid,” she says. “Real-life afraid. Our mechanism is new and they are afraid of  Parking-lot heat. Buckles that don’t click how you expect. Your partner watching. The voice that says: What if I strap my kid in wrong and something happens?”

CFO smiles the way you smile at a school play. “Do we have data proving fear is the barrier?”

Strategy jumps in. “Surveys show they choose based on safety.”

Maya flips open her field notebook from three weekends in stores—messy observations no one puts on slides. She watched and listened to the customers in stores. “Can someone meet me at the car?” “I don’t want to be the reason it’s wrong.” “If it’s better, why is it harder?”

The CFO checks his phone. Strategy is already outlining the whitepaper.

Strategy in a very serious tone said: “The narrative must remain ten percent safer. That’s the differentiator.”

Maya nods. “It can. But it’s zero percent safer if it’s installed wrong.”

Silence.

Someone suggests a QR code to an install video. Someone else suggests partnerships with pediatricians. Everyone agrees these are good ideas. Someone will socialize. Someone will explore feasibility. The deck ends. The meeting ends.

in the Hallway. maya walked fast after her manager- a man who survived hundreds of such meetings-and said. “Give me a pilot,”. “One fix. One store. No price changes. No new ads. No pillars.” He stopped and studies her like she just suggested jumping to see if the bridge is too high.

“OK, one fix,” he says. “And it can’t disrupt the agreed twenty-point plan.”

“Deal.”

The One Fix Two test stores.

One sign on each window of the stores, printed at FedEx Office:

FREE CURBSIDE INSTALL TODAY, WE FIT IT IN YOUR CAR 

Nothing else changes. Same price. Same shelf. Same product.

Parking lot: a pop-up shade tent from Amazon. Two certified car-seat techs, borrowed from a local fire station on their day off—paid in gift cards and pizza. No speeches. No forms. 

Three minutes per car. The fitter installs while the parent watches. Then the parent takes it out and does it again while the fitter watches. They don’t leave until the strap-tension indicator turns green.

By Thursday morning, Maya pulls the numbers herself so they don’t get buried:

Attach rate: +31% at the two test stores vs last week.

Overall store conversion: +22%; same foot traffic, same team.

Price promotions used: 0.

Product returns: 0.

The best comments aren’t in any dashboard. They’re texts the store manager forwards:

“Thank you for not leaving me alone with the straps.” “I felt like I could breathe after.” “I didn’t know I was scared until I wasn’t anymore.”

Maya prints the chart on her home printer and finally sleeps.

2 weeks later — C-Level Same board meeting room. 

Same cold air. Same lemon-scented wipes, Maya took a minute to understand the title on the screen : Omnichannel QR/EmbeddedVideo Installation Enablement Initiative — RiskAdjusted Compliance Gatekeeping, CrossFunctional Resourcing Interlocks, and EnterpriseScale Feasibility Framework (PhaseI PostDecision Readout).

Maya gets three minutes.

“In 2 stores we changed one thing,” she says. “Free curbside install. Same price. Same shelf. Same message. Parents said yes because the first minute felt doable. ‘Ten percent safer’ finally meant something—because it was installed right.”

CFO leans in, voice flat. “Anecdote isn’t evidence. We’re not rewriting pricing off two popup tents and some pizza. Stay in your lane.” 

Strategy doesn’t look up. “We have an approved value narrative. Please don’t try to reinvent positioning from the junior bench.” 

Legal’s tone is dry. “Categorically no. Unauthorized curbside interactions elevate liability; this dies in Legal until we say otherwise.” 

Brand manager is cool to the point of frost. “The word free cheapens the mark. If you insist on using it, say it where the brand team doesn’t have to see it.” 

Sales taps harder. “Two stores is statistical noise. I need pipeline, not sciencefair pilots. Drop it and run the twentypoint plan.”

Maya keeps her voice steady. “If we stop the curbside install, the lift stops.”

Polite silence.

COO clears his throat. “We must be consistent with the broader strategy, Thank you Maya for your initiative”

By Monday, the tent is gone. The sign comes down. Two new dashboard tabs appear “to understand the dip.” The techs return to their day jobs. Parents go back to parking lots, hoping they got it right.

The attach rate slides back to baseline.

Coffee. A sticky note on her desk: If nothing changed for a customer by Friday, it wasn’t a meeting. It was a recital.

She opens a new document. Two words:

Keep the curbside.
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PART I: WHY WE BUY
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The theory that explains Maya's parking lot—and every other choice you've watched people make
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CHAPTER 1: Napoleon Riding the Fish
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Why You're Not As Rational As You Think (And Neither Is Anyone Else)

Your Brain Is Running Two Programs At Once

Here's something nobody tells you about being human: your brain is basically two completely different operating systems trying to run the same computer at the same time.

One of them is slow, methodical, and loves making lists. The other one is fast, emotional, and doesn't even speak in full sentences. And every single decision you make—from what you eat for breakfast to whether you quit your job—involves both of them fighting for control while pretending they're working together.

Let me introduce you to your brain's two neural modes:

The Analytical Mode is the part of your brain that thinks it's in charge. This is the voice in your head that:


	Plans everything (and then re-plans when the plans fail)

	Compares options side by side in imaginary spreadsheets

	Loves numbers, data, and things that can be measured

	Follows rules and procedures (mostly)

	Explains why you did everything after you already did it

	Sounds very smart and professional in meetings



The Analytical Mode is the reason you can do taxes, follow recipes, and explain to your boss why you're three weeks behind on that project (spoiler: it's always "resource constraints" or "unforeseen dependencies").

The Emotional Mode is the part of your brain that actually runs your life. This is the wordless, instant part that:


	Feels whether something is good or bad before you can think about it

	Detects danger faster than you can say "that doesn't look safe"

	Cares deeply about what other people think of you

	Remembers every embarrassing thing you've ever done (usually at 2 AM)

	Decides whether you like someone in approximately 0.3 seconds

	Makes you want the cookie even though you just said you're on a diet



The Emotional Mode is the reason you bought those shoes you never wear, you avoid studying even though you really need to, and yet you start binge-watching a new series on Netflix. It is also the reason you said yes to that invitation you definitely should have declined.

Picture This: A Tiny General on a Giant Fish

To understand how these two modes actually work together, I need you to picture something absurd.

Imagine a massive goldfish. Not one of those sad little things in a bowl—I mean an enormous, prehistoric-looking fish, the kind you see in National Geographic that weighs as much as a golden retriever and has lived longer than your grandmother. Orange and white scales. Slow, dignified movements. Completely unbothered by anything.

Now picture a tiny general standing on the fish's back.

He's about three inches tall. Pristine military uniform—gold epaulettes, perfectly polished buttons, a chest full of medals he definitely awarded himself. He's wearing a bicorne hat (the Napoleon kind, with the two points). In his small hands, he holds leather reins that drape elegantly down toward the fish's head.

The reins are beautiful. Hand-tooled leather. Brass fittings. They look very official and important.

They're also attached to absolutely nothing. They're just sort of... there. Decorative.

The general—let's call him Napoleon, because of course we're calling him Napoleon—is very busy. He has maps. He has a compass. He has a leather-bound journal where he writes reports in perfect handwriting. He has plans, strategies, frameworks, and a five-year vision. Napoleon is constantly pointing and announcing directions:

"Northwest to the lily pads! Strategic positioning!"

"Maintain current heading! Optimal depth achieved!"

The fish ignores all of this. The fish swims where the water feels warm. Where the current is gentle. Where that patch of sunlight hits just right. Where the other fish are swimming because fish feel safer in schools.

When the fish turns left toward a familiar reef, Napoleon doesn't panic. He simply points left and announces: "As strategized. Proceeding according to plan." When the fish hesitates near a shadow that might be a predator, Napoleon consults his maps and declares: "A prudential pause to reassess risk parameters." When the fish gets spooked and bolts in the completely wrong direction, Napoleon doesn't blame the fish. He pulls out his journal and writes: "Tactical deviation from baseline strategy. Identified three critical learnings that will inform future iterations." The fish doesn't read the journal. The fish doesn't care about the journal. The fish just swims.

This Is Your Brain (Yes, Really)

Napoleon is your Analytical Mode—the voice in your head that loves plans, explanations, frameworks, and being right. Especially being right. Napoleon will argue with himself for forty minutes about whether the choice he already made was the correct choice, complete with footnotes.

The fish is your Emotional Mode—the part that moves toward comfort and away from "ugh" before Napoleon even wakes up in the morning.

Napoleon thinks he's steering. He's got the maps, the compass, the reins. He's clearly in charge, right?

The fish knows better.

And here's the thing that changes absolutely everything about how you think about decisions:

The fish moves first. Always.

By the time Napoleon points and announces the direction, the fish has already chosen it. Napoleon's job isn't navigation. It's narration. He's just writing the report that makes it sound like there was a plan all along.

Your Analytical Mode is not driving your life. It's documenting it.

Your Emotional Mode is making the actual decisions, and your Analytical Mode is scrambling to explain them in a way that makes you sound rational, strategic, and definitely not just following feelings like some kind of amateur.

The Seven-Second Gap ( Science Proves Napoleon Is Always Late)

Now, I know what you're thinking: "This is just a cute metaphor. My conscious mind is obviously making my decisions. I'm not some instinct-driven animal. I think, therefore I decide."

Let me introduce you to some neuroscientists who spent years proving you wrong.

In 2008, a team of researchers led by Chun Siong at the Max Planck Institute for Human Cognitive and Brain Sciences in Berlin did something that sounds simple and turns out to be deeply, existentially unsettling.

They put people in brain scanners (fMRI machines) and asked them to make a choice. A simple one: Press a button. Left or right. Your call. Whenever you feel like it. Just decide.

While people were "deciding," the researchers—led by John-Dylan Haynes and his team—watched their brains light up on the screen. Here's what they found, and I need you to sit with this for a second:

They could predict which button you were going to press—left or right—up to seven seconds before you felt like you'd decided.

Seven. Seconds!

Your brain lit up with the answer before the part of you that feels like "you"—the part that experiences the moment of choice, the instant of "okay, now"—even knew what you were going to do.

The fish moved. Napoleon showed up seven seconds later, felt the hand already moving toward the button, and claimed credit. "I chose left." No, you didn't. Your brain chose left seven seconds ago. You just became aware of it now.

This isn't magic. It's not mind reading. It's just what choosing looks like when you measure it with enough precision. The fish moves first. Napoleon narrates later. And the gap between the two is wide enough to park a truck.

Other studies found the same pattern.

Back in the 1980s, researcher Benjamin Libet at the University of California, San Francisco ran experiments showing that the brain's "readiness potential"—the electrical ramp-up that precedes a voluntary movement—starts about 550 milliseconds (over half a second) before people report the conscious urge to move.

The machinery warms up first. The feeling of "I'm deciding now" arrives later, like a delayed echo.

Your lived experience is Napoleon's narration, not the fish's movement. You feel like you decided. What actually happened is you became aware that you'd already decided.

The fish swims. Napoleon points where it swam and says "as planned."

This is not philosophy. This is not a metaphor. This is measurable, repeatable, peer-reviewed neuroscience published in Nature Neuroscience and replicated in labs around the world. Your conscious, rational, analytical mind—the part that writes the memos and makes the plans and feels like it's in charge—is literally arriving late to the decision. The emotional, instinctive, feeling-based part of your brain has already made the call by the time your conscious mind shows up to take credit.

Napoleon doesn't drive the fish. Napoleon reports on where the fish already swam. And if you think this is just about pressing buttons in a lab, wait until you see what this means for every purchase, every pitch, every presentation, and every "rational decision" you've ever watched someone make.

Still think Humans logical based who makes rational decisions based on evidence?

Cool. Let me tell you about a $5,000 scooter.

The Segway: A $5,000 Lesson in Ignoring the Fish

In 2001, inventor Dean Kamen appeared on Good Morning America to unveil what he called "a revolution in personal transportation."

The hype had been building for months. Tech journalists whispered about "IT"—a secret project that would change cities forever. Steve Jobs himself said it could be "as big as the PC." Venture capitalists were lining up. Predictions flew: this thing would hit a billion dollars in sales in its first year.

The curtain lifted.

The product was... the Segway.

A self-balancing electric scooter.

It was brilliant. Genuinely brilliant. Gyroscopic technology that let you lean forward to go, lean back to stop, turn by shifting your weight. It was intuitive. It was eco-friendly. It was engineered to absolute perfection. The pitch was flawless. Every investor who saw it understood immediately why it would change everything.

The price was $5,000.

For a scooter.

First-year sales: 6,000 units.

Not 600,000. Not 60,000. Six thousand.

The product that was supposed to transform human mobility became a punchline. It became what mall cops rode to look slightly more ridiculous. It became a cautionary tale. And eventually, it became a trivia question: "Remember Segways?"

So what happened?

Napoleon loved the Segway.

The logic was perfect. The technology was genuinely revolutionary. The environmental argument was airtight. The engineering was impeccable. Every slide in Dean Kamen's deck made complete sense. Investors wrote checks. Engineers marveled. Business magazines ran cover stories about the future of transportation.

Napoleon saw: efficient personal mobility, reduced carbon footprint, innovative self-balancing technology, premium engineering, first-mover advantage in an emerging category.

Napoleon was all in.

But the fish—the actual Emotional Mode of actual humans standing in actual stores looking at actual $5,000 scooters—saw something completely different.

The fish saw:

I'm going to look like a dork.

I'm going to fall off this thing in front of people I know.

I'm going to pay five thousand dollars to become the person everyone points at.

People like me don't ride these. Cool people don't ride these. Normal people don't ride these.

I'll be alone on the sidewalk on a weird scooter while everyone else walks past trying not to laugh.

The fish didn't run a cost-benefit analysis. It didn't calculate carbon savings or compare commute times or appreciate the gyroscopic engineering. The fish just felt the future—vivid, specific, embarrassing—and swam away. Fast.

Napoleon showed up later to write the think pieces. "The technology was ahead of its time. The market wasn't ready. Infrastructure limitations constrained adoption. Price point optimization remained suboptimal". All true. Also completely irrelevant. The fish had already left the building. Dean Kamen designed for Napoleon. He built the deck that convinced investors, engineers, and journalists. He forgot to design for the fish.

And the fish makes the call. Every single time.

Meet Napoleon: Your Internal PR Department

Napoleon is your Analytical Mode. He lives in the part of your brain that talks, plans, explains things, and absolutely refuses to lose an argument—especially with himself.

Napoleon is brilliant. He really is. He loves spreadsheets. He loves five-year plans. He loves documents with names like “STRATEGY_FINAL Q4_v7.xlsx” because capital letters feel like control and version numbers feel like progress.

Napoleon writes diet plans at noon with color-coded macros and portion sizes calculated to the gram. Then at two o'clock, Napoleon negotiates with a cookie using mathematics and willpower and something he's calling "carb cycling."

When the cookie wins—and it usually does—Napoleon doesn't collapse in shame. He composes. He writes: "Mid-day carbohydrate intake for sustained afternoon cognitive performance. Strategic deviation from baseline protocol to optimize energy allocation across remaining work blocks."

Translation: "I ate the cookie because I wanted the cookie, but I must call it strategy or I can't look myself in the mirror."

Napoleon isn't the villain here. He's not even wrong most of the time. He has real jobs to do, and he's very good at them.

Napoleon's Actual Superpowers:

One: He protects your dignity.

When you do something irrational, Napoleon writes the story that lets you show up to work the next day. You weren't fleeing an awkward conversation—you had an urgent call. You impulsively bought this expensive shirt- you say but it is different from other cheap ones. The fish swam. Napoleon gave you a cover story.

Two: He spots patterns the fish can't see.

When you make the same choice a hundred times, Napoleon notices and builds the system. "I always buy toothpaste on Sundays because I batch household errands for efficiency." The fish just followed the groove every week without thinking about it. Napoleon gave it a name, claimed credit, and added it to your personal productivity framework.

Three: He translates feelings into words you and other people can accept. 

The fish can't explain itself in meetings. It doesn't speak PowerPoint. It doesn't write performance reviews. Napoleon does.

When your boss asks why you chose Vendor A over Vendor B, Napoleon delivers: "We prioritized long-term integration capabilities and partnership stability over short-term cost optimization."

The fish just liked the sales guy better. He was funny. He laughed at your joke. He reminded you of your friend Dave. Napoleon made it sound strategic. Napoleon isn't useless. He's essential.

The problem isn't Napoleon. The problem is thinking Napoleon is driving when he's actually just holding decorative reins and pointing where the fish already swam.

Meet the Fish: The One Who's Actually Driving This Thing

The fish is your Emotional Mode.

It doesn't talk. It doesn't build slide decks. It doesn't care about your five-year plan, your quarterly goals, or the vision statement on the conference room wall that nobody reads.

The fish moves toward warmth and away from cold. Toward easy and away from hard. Toward safe and away from scary. Toward "people like me do this" and away from "I'll be alone if I try this."

In the first three seconds of any moment—walking into a store, opening an email, landing on a website, sitting in a waiting room—the fish picks up four signals that matter more than any tagline you'll ever write:

Signal 1: Comfort

Does this feel easy and warm, or does it feel like work?

When the café line flows and the barista knows your order and the cup arrives with your name spelled wrong in a way that's become charming, a $6 latte beats 30 cents of home-brewed coffee. The fish feels comfort. The math doesn't matter.

Napoleon will explain later that the café has better espresso and you value the morning ritual. The fish just wanted the warm, easy thing.

Signal 2: Effort

Is this the path of least resistance, or am I already tired just looking at it?

When a form has seventeen fields and three are marked "optional" but you're not sure if you can skip them without breaking something, the fish feels effort. Too much effort.

The form stays blank. You tell yourself you'll come back later.

You won't. Napoleon will call it "bandwidth constraints" and "strategic prioritization of high-value activities." The fish just saw work and swam away.

Signal 3: Safety

Can I back out if I'm wrong, or am I about to do something I can't undo?

When a website says "Change your mind in 30 days, no questions asked" or a technician says "I'll stay with you until the green light shows," the fish feels safety.

Trying becomes possible.

Napoleon will frame it as "risk mitigation" and "prudent evaluation protocols." The fish just needed to know it could escape if things went wrong.

Signal 4: Belonging

Do people like me do this here, or am I about to look stupid?

When a small card next to a product says "Most families in this school district chose this one," the fish feels belonging.

The middle option stops looking like a guess and starts looking like what normal people do.

Napoleon will cite "peer validation frameworks" and "evidence-based social proof." The fish just didn't want to be the weird one.

The fish moves on these four signals the way a real fish shifts toward warmer water—wordlessly, instantly, convincingly, and before you've even noticed you're moving.

Napoleon shows up later with the memo.

Every. Single. Time.

Scenes You've Already Lived 

Walk through three moments. Watch the fish move. Watch Napoleon arrive later with the memo.

The free shipping trap:

Your cart says thirty-nine dollars. A banner blinks at the top of the screen: "You're six dollars away from FREE shipping."

Below it, a friendly button: "Add popular eight-dollar socks."

The fish feels something immediately. Paying a delivery fee feels like losing. You're about to hand over six dollars for nothing—no product, no value, just the privilege of getting the thing you already paid for delivered to your house. That stings. Hunting for a promo code feels like work. You'd have to open a new tab, search, try three codes that don't work, give up. The socks are right there. One tap. Problem solved.

Your thumb moves. The fish has already decided. The cart jumps to forty-seven dollars. Shipping flips to FREE. You hit submit.

One breath later, Napoleon arrives with the memo, fully formed and confident: "Stocking up on basics reduces future shopping trips. Shipping fees are economically wasteful.”

The logic is lovely. The spreadsheet would approve. It's also late. The decision cleared customs before Napoleon even got his boots on. The fish saw "FREE" and the threat of loss—six dollars evaporating into nothing—and moved. Napoleon showed up afterward to make you feel like a savvy shopper instead of someone who just spent eighteen dollars to save six.

Example 2: The Toothpaste Aisle

You're standing in the pharmacy looking at forty options. Whitening. Sensitivity. Tartar control. Enamel repair. Charcoal. Stripes. Gel. Paste. The aisle stretches forever.

Your hand reaches for the same blue box you've bought since you were twelve.

What actually happened:

The fish followed an old path. Same cue—toothpaste aisle. Same groove—reach right, second shelf, blue box. Same action—grab and go. The decision took zero effort because it wasn't a decision. It was a replay. A habit so smooth you didn't notice you were running it.

Napoleon showed up after the box was in the cart and turned the groove into strategy. "Brand loyalty based on historical satisfaction and risk-adjusted category analysis."

Sure, Napoleon. Sure.

The fish just swam the route it's swum two hundred times before, the same way a real fish swims the same route through a reef because the route works and thinking is expensive and this path gets the job done.

Why This Matters (And Why Most Pitches Fail)

Most business advice talks only to Napoleon.

It assumes people make choices by:


	Reading comparison charts

	Calculating ROI

	Weighing pros and cons in a decision matrix

	Selecting the option with the highest weighted score



That's not how it works. That's not even close to how it works.

The fish moves first.

By the time Napoleon arrives with the spreadsheet and the thoughtful analysis and the email to the team explaining the rationale, the body is already in motion. The fish has already swum. Napoleon is just writing the trip report.

Your job—if you want to move people, sell things, change behavior, get customers to say yes—is not to write better speeches for Napoleon. Your job is to design the water so the fish swims toward you.

If the first three seconds feel hard, the fish swims away. Napoleon will show up later with a reasonable explanation for why it wasn't the right time, why the ROI wasn't clear, why the strategic fit was questionable. None of that is why. The fish just felt "ugh" and left. Napoleon is covering for it.

If the first three seconds feel easy, safe, warm, and normal—if the fish feels comfort, low effort, safety, and belonging—it moves. And Napoleon will arrive thirty seconds later with a memo that makes everyone feel smart about it.

Remember Maya's Parking Lot?

Maya's curbside installation worked because it spoke to the fish first.

Parents didn't read a whitepaper about ten-percent safety improvements and crash-test methodologies. They didn't download a PDF comparing installation complexity scores across competing products. They didn't evaluate the strategic implications of premium positioning. They saw a tent in a parking lot and a sign that said: "We'll make sure it's right." The fish felt relief. That shadow of fear—what if I install this wrong and my kid gets hurt—lifted. The body moved toward the tent.

Napoleon showed up later in the car on the way home with a full memo about evidence-based purchasing decisions and responsible parenting and how the free installation service validated the premium price point.

The fish had already made the call when it saw the tent.

The forty-eight-slide deck in Maya's conference room. That spoke only to Napoleon. It had data. It had market segmentation analyses. It had competitive positioning matrices. It had value proposition refreshes and strategic pillars. Lots of pillars. Business people love pillars. It didn't move anyone. Not because the logic was wrong. The logic was fine.

It didn't move anyone because Napoleon doesn't make the call. He just writes about it afterward, files it in the strategic planning folder, and adds it to his performance self-assessment as "led cross-functional alignment on go-to-market optimization."
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