Burnout Symptoms — Executive Summary

Brand: Tanjay (The Pivot Expert) - Format: Instagram Reel - Length: 113 seconds
Audience: Accomplished over-giver women, 38-55, household income $80K-$250K

In one sentence

Your audience watches longer than usual, recognizes themselves in the message, and quietly saves it — but most of them won't take the next step
(booking a discovery call) without two specific changes.

Neural Attention Curve — actual vs expected

Neural Attention Curve - Tanjay - Burnout Symptoms
Predicted brain attention vs literature expectation - 2nd-person parasocial wellness-coaching monologue
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What this chart shows:

Two attention curves side by side:

- Gray dashed line = EXPECTED — what the brain should be doing for this category of content (vulnerable wellness coaching), based on published
fMRI research on similar content

- Blue solid line = ACTUAL — what the brain model predicts will happen when a viewer watches this specific video

The red shaded gaps are the diagnostic moments — that's where this video fails to recruit the brain regions that should be active for this content
type at that moment.

The methodology:

For each second, we compare what the literature says should happen (e.g., "voice should be locked in by second 8") with what the brain model
predicts will happen (e.g., "voice locks in at second 19"). Each brain region is weighted by whether it's firing in its expected window. Built on peer-
reviewed sources: established coaching-content research (fMRI of coaching content),

What the gaps say about your video:

- @ Hook gap (0-17s): brain regions that should be firing in the scroll-decision window aren't firing yet. The literature expects auditory + self-
relevance + face recognition to lock in here. Your content engages the visual but the audio + identity-recognition systems lag by ~10-15 seconds.
- ¥ Body match (~30-55s): the actual curve catches up to expectation. The inflection at 50-55s is where the message is doing its real work —
emotion, reward, and self-relevance all fire together.

- @ Close gap (80s—end): the literature expects a second peak here as reward circuitry fires in response to the relief beat ("that's enough for
today"). But our brain engine shows reward fired prematurely at second 54, leaving nothing to engage in the final third. Most viewers don't get a
closing payoff.

This is why a hook re-shoot would be the highest-leverage fix. It would lift the entire HOOK phase from below-expected to at-expected, AND likely
shift the inflection earlier — meaning the close phase regains its closing payoff because the body wouldn't need to do all the work.

Quick Wins from the Brain Data

These are specific, computed-from-the-curve recommendations — pulled directly from the neural data with no opinion needed:

What Result What to do

% Best 6-second clip  Seconds 47-52 (attention 100/100) Repurpose as a 6-15s paid spark hook — this is the highest-attention slice of
the video

5 Optimal cut length 76 seconds (saves 36s = 32% of runtime) The last 36 seconds have flat-low brain attention. Cut them for tighter

performance and faster algo signal

& Best second to Second 57 (decision + reward + emotion + self- Move your "ask" — bio CTA, save prompt, soft directive — from the end up to
ask (CTA) relevance all co-fire) ~57s
& Brand recall index 70/100 v Memory encoding (65s) is close to the brand-relevant moment (56s) — no

urgent fix needed

é Sags None detected Mid-video is solid; no specific dead-zones to cut

Read these as the highest-leverage edits — driven directly by where regions are firing and where they're going quiet.

22 What Users Felt — the simulated audience panel

We tested this video with simulated viewers carefully matched to your audience (women 38-55, $80K-$250K HH, accomplished over-givers who
listen to Mel Robbins / Gabby Bernstein). Each one watched and reacted as themselves. Here's what they collectively said:

The pattern across all 10 viewers
o They saw themselves in the message. Almost every viewer (8 of 10) recognized their own version of "barely holding it together" and "your
nervous system saying we hit our limit."
o They quietly saved. many saved the video for later — not for the algorithm, for themselves.

¢ They didn't engage publicly. 0 of 10 shared. 1 of 10 hit like. This audience is shame-coded — they're privately moved but don't want to be seen
needing this content.

o They didn't book a discovery call. 0 of 10 acted on the CTA from this Reel alone.



Specific friction points named by multiple viewers (independently)

Flagged
Friction &= What they said

Y
"Emotion Code" modality 4 of 10 The corporate-trained brain reads it as woo-woo and disengages. ("Spell broken by Emotion Code" — Diane,
name F500 VP)
"Tell one person you 6 of 10 They don't have that person. The CTA names the gap and offers no path. ("Prescribes a confidant | don't have" —
trust" CTA Susan, consulting partner)
No mid-tier offer in bio 5 0f 10 Saving without next step - drift. They need a free training or quiz between Reel and discovery call.

What individual personas said (selected quotes)

"Hook lands, body bruises, brand label ('Emotion Code') breaks the spell for the F500 brain — saved to the graveyard folder, no call booked." —
Diane, 47, F500 VP Marketing

"Lands like a soft knock on a door I've been pretending wasn't there — saved, not shared, bio bookmarked for a braver day." — Patricia, 52, just
sold $4M agency

"The 'tell one person' beat sharpens her isolation instead of softening it." — Maya / Tamara

"Soft-somatic copy earns 47 seconds of lean-in, then Emotion Code branding triggers the clinical-literacy ejector seat." — Yuki, 41, data scientist
(in EMDR therapy)

"Emotional recognition lands for one beat; cultural and spiritual frame-fit doesn't — passive watch, zero downstream action." — Christina, 49,
school counselor (the demographic edge case)

& What the Expert Panel Said — creative, performance-marketing, brand-strategy, and other
specialist agents

Multiple specialist agents reviewed the same content with their professional lens:

Specialist One-line verdict

Creative Director "EDIT, don't ship. The hook is a meta-frame with no second-person address — TPJ + mPFC + DMN never lock during the scroll-decision
window. Replace the hook with a second-person somatic image."

Performance "CTA is pushing parasocial energy AWAY from Tanjay's funnel. Saves are an inflated 'file-it-and-scroll' artifact of premature memory

Marketer firing. Add a 3-sec branded outro card directing to a free 4-min training in bio."

Brand Strategist "Swap test 2/10 — fungible. Memory + DMN firing late = ambient category processing, not Tanjay-coded. Build the 3-asset system:
Named framework ('The One-Person Rule') + hand-to-sternum visual + sonic sign-off (|"Tell one person. That's the pivot. I'll see you
Sunday.|")."

Where all three converged

The body works. All three said: keep it.
The hook fails. All three want a 2-second re-shoot with second-person address.
The brand is invisible. All three flagged that Tanjay isn't getting credit for the recognition the audience feels.

“\ How to Improve — synthesis of neural + persona + expert findings

The neural data, the audience panel, and the three specialists all point to the same three changes:

Fix #1 — Re-shoot the first 4 seconds (highest leverage, half-day work)

Why all three lenses agree:

- Neural: auditory + mPFC fire 14 seconds late - hook fails to recruit attention
- Persona: 4 of 10 said they almost scrolled past the meta-frame opener

- Expert: CD specifically prescribes second-person somatic address



Try: "You woke up tired again, didn't you. Not sleepy-tired — bones-tired." + hand-to-sternum visual + lower-third caption. Keep the body verbatim.

Fix #2 — Drop "Emotion Code" from cold creative

Why all three lenses agree:

- Neural: this exact phrase falls inside the auditory-cortex peak window — viewers' brains process it just as the hook locks in
- Persona: 4 of 10 corporate-trained viewers explicitly named it as the moment they checked out

- Expert: Brand Strategist flagged it as a woo-trigger pre-trust

What to do: Move "Emotion Code" methodology to your About page or post-opt-in funnel content. Bury two clicks deep. The body of the message
lands without the modality name.

Fix #3 — Build a free mid-tier offer + replace the broken CTA

Why all three lenses agree:

- Neural: viewers' decision system (dIPFC) peaks at second 57 — the optimal CTA moment is not the end of the video

- Persona: 6 of 10 trip on the "tell one person" line because they don't have that person; 5 of 10 want something between Reel and $3K coaching call
- Expert: Performance Marketer says the current CTA pushes audience AWAY from Tanjay's funnel toward a friend

What to do: Add a free 4-minute training or quiz in your bio (e.g., “Find Your Funk Pattern in 4 minutes"). Replace the closing CTA with one the
audience can actually do alone: "Text yourself the real version. Then come back here Sunday — I'll have the next one for you."

Plus the algorithmic Quick Wins from earlier

e Cut the video to 76 seconds (the last 36s are flat-low brain attention)
e Move the CTA from sec 95 to sec 57 (where decision + reward + emotion co-fire)
e Use seconds 47-52 as a 6-second paid-spark hook variant

What's working

1. The hook holds the audience. People stop scrolling. The 3-second hold (~86%) is strong.

2. The message lands. AImost every simulated viewer recognized themselves in "barely holding it together" and "your nervous system saying we hit
our limit."

3. High save behavior. 6 of simulated viewers privately saved the video for later.

4. Broad reach. All 10 viewers — different ages, jobs, incomes, racial backgrounds — found something that landed for them. This content works
across demographics.

5. The closing line ("That's enough for today") was the single most-praised moment in the panel.

What's not working X

1. The "Emotion Code" name is a red flag for your high-income corporate audience

Four of the ten simulated viewers — including the F500 VP, the senior Product Manager, the consulting partner, and the data scientist — flagged
"Emotion Code" as the moment they mentally checked out. They read it as woo-woo. The body of your message lands; the modality name is what
makes them stop trusting.

Specific fix: Don't mention "Emotion Code" in your Reels or hooks. Move it to your About page or methodology section, after people have
already opted in.

2. The "Tell one person you trust" CTA pushes attention away from you

The audience this video is made for — high-functioning women — has often lost the kind of friend they could be honest with. So when the CTA says
"tell one person," there's no one for them to tell. They feel seen by your video, then alone again. That energy goes to a friend or no one — not back to
you.

Specific fix: Try CTAs the audience can actually do alone and aimed at you: "Text yourself the real version. Then come back here Sunday — I'll
have the next one for you." Keeps the warmth with your brand.



3. There's no offer between "free Reel" and "$3K coaching call"

Your audience saves the video, then nothing happens. They're not ready to book a discovery call from a single Reel — but you're not giving them
anything between that and free content. They drift back to scrolling.

Specific fix: Build a free 4-minute training or quiz that lives in your bio. Something like "Find Your Funk Pattern in 4 minutes." This is the bridge
between recognition and action.

What the brain data shows (in plain English)

Neural Timeline - Tanjay Burnout Symptoms
When each brain region peaked - runtime 112.5s
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This chart is a "neural timeline" of what's happening in viewers' brains at each second.

Each dot shows when a specific brain region peaks:
- M Blue dots = sensory processing (when viewers see your face, hear your voice, register motion)
- 8l orange dots = language and social (understanding words, "reading" you as a person)



- [ Red dots = emotion and reward (when the message feels personally true, or hits the dopamine system)
- Purple dots = decision and memory (when viewers commit to "remembering this")

The pattern in your video:

- Viewers see your face fast (5.7s) — that's good

- Voice locks in late (19s) — slightly delayed, the hook is more visual than auditory

- The emotional payoff lands at 54-60 seconds — that's where the magic happens

- Memory and reward fire there too — the message does stick for viewers who reach this moment

What this means for your strategy: The body of your video is doing real work. The hook just needs to recruit attention faster — ideally by adding a
body cue (hand-to-sternum) and a stronger second-person line in the first 3 seconds.

The 3 changes that matter most

& Re-shoot your first 4 seconds

Try: "You woke up tired again, didn't you. Not sleepy-tired — bones-tired.” + put your hand to your sternum + add a caption.
This is a half-day of work. It addresses both the attention lag (voice locks in faster) and the parasocial connection (viewers feel "this is for me"
sooner).

& Move "Emotion Code" out of cold content

Drop the modality name from anything cold viewers see. Keep it on your About page, where someone has already chosen to learn more about you.

6 Build a mid-tier free offer

A free 4-minute "Pivot training" in your bio. Closes the gap between video recognition and discovery call. Right now your audience saves and forgets
— this gives them somewhere to go.

Brand build — what to do over the next 12 months

To stop being one of many wellness creators and become the Pivot Expert, commit to these three repeated assets in every video:

1. Named framework: "The One-Person Rule" (or your own preferred phrase) — used verbatim every time
2. Visual anchor: Hand-to-sternum + lower-third caption in the first 8 seconds of every video

3. Sonic sign-off: Always end with the same line + audio sting — “Tell one person. That's the pivot. I'll see you Sunday."

Repeat all three unchanged for a year. After 12 months, viewers' brains will encode these as Tanjay-specific cues — not generic wellness content.
That's how you turn a relatable creator into a recognizable brand.

How accurate are these predictions?

We tested this video with simulated viewers, then aggregated their behavior into a forecast. The forecasts don't claim to be perfect — here's where
the system is honest about its limits:

Whether viewers will stop scrolling at 3 seconds (skip rate) Exactly how long viewers will watch (we tend to over-estimate)
Whether the message lands and what specifically lands When viewers will hit the like button (we tend to predict late)
What friction points will hurt conversion (e.g. "Emotion Code") The exact volume of public engagement

Whether the brand will reach new audiences

The system gets stronger over time as we feed it real platform analytics from your launches. After ~30 videos with both predicted and actual numbers,
the predictions become directly calibrated to your specific audience.



Bottom line

Don't kill this video. Edit it.

Re-shoot the first 4 seconds with a body-anchored hook. Drop "Emotion Code" from cold content. Build a free mid-tier offer in your bio. Then
keep producing this format every week.

The body of your work is genuinely good. Three small changes turn a video that gets saved-and-forgotten into a video that builds your business.

Generated by our brain-activation engine + custom audience panel + specialist agent panel - NeuralAds



