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Want to deliver a pitch or presentation that grabs your audience’s ever-shrinking attention span?

Ditch the colorful slides and catchy language. And follow one simple rule: Convey only what
needs to be said, clearly and concisely, in three minutes or less.That’s the 3-Minute
Rule.Hollywood producer and pitch master Brant Pinvidic has sold more than three hundred TV
shows and movies, run a TV network, and helmed one of the largest production companies in

the world with smash hits like The Biggest Loser and Bar Rescue. In his nearly twenty years of
experience, he’s developed a simple, straightforward system that’shelped hundreds—from
Fortune 100 CEOs to PTA presidents—use top-level Hollywood storytelling techniques to
simplify their messages and say less to get more.Pinvidic proves that anyone can deliver a great

pitch, for any idea, in any situation, so your audience not only remembers your message but can
pass it on to their friends and colleagues. You’ll see how his methods work in a wide range of
situations—from presenting investment opportunities in a biotech startup to pitching
sponsorship deals for major sports stadiums, and more.Now it’s your turn. The 3-Minute Rule

will equip you with an easy, foolproof method to boil down any idea to its essential elements and
structure it for maximum impact.Simplify. Say less. Get More.

ADDITIONAL PRAISE FOR BRANT PINVIDIC AND THE 3-MINUTE RULE“If everyone could
learn to pitch their projects in three minutes like Brant Pinvidic, all work in Hollywood would be

done by lunch. I encourage everyone who makes presentations for a living, or even has to make
one occasionally, to read The 3-Minute Rule and embrace the power of cogent and meaningful
presenting.”—Kevin Beggs, chairman, Lionsgate Television Group“The 3-Minute Rule is a must-

have for my entire team. It’s been a game changer for our communications, sales, and marketing
efforts.”—Joe Santos, director, regional executive, Bank of America Merrill Lynch“I’ve seen Brant

in some of the toughest rooms. You simply can’t find anyone better at pitching. This book is an

absolute must-read for anyone who wants to make more effective, memorable presentations.”—
Liz Gateley, head of creative development, Spotify“Brant has taken his success from the
entertainment world in creating the 3-Minute Rule, which can now be applied to any industry,

any presentation, any audience, with great effectiveness and success!”—Steve Tihanyi, former
general director, General Motors“By the time I was halfway through reading The 3-Minute Rule I

had already used the principles in three meetings. This book is what’s needed right now in our
world.”—Michael Gruber, chief new business officer, Caesars Entertainment“I’ve watched Brant
do this for nearly twenty years. His expertise and charisma have made The 3-Minute Rule

entertaining, informative, and absolutely necessary if you are in business today.”—David

Garfinkle, executive producer, Naked and Afraid“Brant has earned his reputation by consistently
delivering some of the most creative and memorable pitches. Now you can learn to do what he
does in The 3-Minute Rule.”—Paul Buccieri, president, A+E Networks Group“Having a great

idea is just the first step. Getting that idea out in the world so it gets people excited enough to
buy in is something Brant Pinvidic has perfected. Now you can learn his foolproof method in The

3-Minute Rule.”—Brad Fuller, partner, Platinum Dunes“An absolute must-read for anyone who
wants to make more effective, memorable presentations.”—Tony DiSanto, former president of
programming, MTV“The 3-Minute Rule teaches an important lesson—one that we could all learn

better.”—Jonathan Murray, founder, Bunim/Murray Productions“If you can take your idea and
convey it to others in the simplest form, you’ll find success. Brant and his 3-Minute Rule will
show you exactly how to do that.”—Jeff Gaspin, former chairman, NBCUniversal Television
Entertainment“I can say without hesitation that Brant is the best I’ve ever worked with, and The 3-

Minute Rule is his best work yet.”—Hank Cohen, former president, MGM Television

Entertainment“The 3-Minute Rule is the ultimate guide for communication, not just for pitching,

but for life.”—Thom Sherman, senior executive vice president, programming, CBS
Entertainment“Of the thousands of pitches I took during my time as a buyer, Brant’s stand out as
the most memorable. As he outlines here, he has the ability to make the most complex ideas

sound simple and understandable.”—John Saade, former executive vice president, alternative
series, specials, and late night, ABC Entertainment“I often get asked, ‘What’s the best way to

pitch an idea?’ Now I can simply say, ‘You MUST read The 3-Minute Rule, and stick to it.’”—Jon
Sinclair, executive vice president, programming and development, OWN: The Oprah Winfrey
Network“I’ve personally watched Brant take what is probably the most difficult skill to master and

make it look simple and easy. The 3-Minute Rule will do the same for you.”—Paraag Marathe,

president, 49ers Enterprises, and executive vice president, Football Operations“It is rare that you
get a business book this fun to read and this practical and insightful. The 3-Minute Rule is a must

for anyone looking to pitch or present anything to anyone.”—Bill Walshe, CEO, Viceroy Hotel

Group“Brant helps people understand that there have been massive technology shifts in how we
communicate. To get people to hear what you have to say is a real art form in communication. I

think Brant has given this more thought and has more ideas on how to make communication

dramatically more effective than the vast majority of experts I’ve seen in the field.”—David Weild
IV, former vice chairman, NASDAQ“After one read of this book plus three short minutes, I am a

better advocate when I pitch my cases and ideas for settlement, or advocate to the decision
makers in my world—a judge, a jury, or even opposing counsel.”—Robin Sax, former California

state prosecutor, Los Angeles“You can have the best idea in the world, but if you can’t pitch it,

then what’s the use? The 3-Minute Rule gives you the skill and the confidence you need to be
pitch-perfect.”—Patrick Drake, cofounder, HelloFresh“It’s about more than just being brief. The 3-

Minute Rule is about building value clearly and concisely in any pitch or presentation.”—Sylvie di
Giusto, CSP, keynote speaker, and past president, National Speakers Association, New York

City“The 3-Minute Rule absolutely blew me away, but I wasn’t surprised. I’ve watched Brant pitch
since he first came to LA. I’ve always thought his ability to communicate an idea in a clear,

concise, compelling way was unique, and now it looks like he’s figured out how to teach that

secret to the rest of us.”—Matt Walden, principal, The Make Good Group“I would not make a

pitch today without The 3-Minute Rule by my side.”—Brian Cristiano, CEO, BOLD

Worldwide“The 3-Minute Rule will change the way you look at communicating, both personally
and professionally.”—Ben Nemtin, coauthor of What Do You Want to Do Before You Die?“Brant

has built a large fan base from our highly skeptical and critical audience; me included! The 3Minute Rule captures Brant’s personality and practical life lessons in an entertaining way. A mustread if you plan to raise capital.”—Nico P. Pronk, president and CEO, Noble Capital Markets“It’s

so important for anyone in business, it should be called The 3-Minute Law.”—Hugh Ruthven,

former director of marketing, McDonald’s“One of the the most important skills that can positively
impact your career is being able to present your ideas to others in a succinct and

understandable way. Brant is one of the authorities for those wanting to learn how to make this

skill their own.”—Josh Scheinfeld, founder and managing member, Lincoln Park CapitalPortfolio/
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LIPSTICK?”AcknowledgmentsIndexAbout the AuthorINTRODUCTIONEvery time you make a
pitch, presentation, or proposal to try to influence anyone to do anything, your audience’s first

impression will be fully formed in less than three minutes. That yes or no is already in their
heads. It’s not your fault. That’s just how people are.For the last two decades the human

attention span has been steadily decreasing. Now, a recent Microsoft study puts the average
human attention span at 8.2 seconds.A goldfish is at 9 seconds.It’s not that we’re all dumbeddown, mindless, distracted zombies (although if you have teenagers, you might disagree), it’s

actually just the opposite.In fact, people today focus more intensely and efficiently. The
proliferation of technology and the ability to get unlimited information instantly have created

hypersavvy consumers. They have zero tolerance for long-winded explanations, exhaustive
chatter, or linguistic sales tactics. They will tune you out in an 8.2-second instant.Audiences
today simply want information. They want it quick, clear, and concise.It doesn’t matter if you’re
presenting to the board of directors of a major research hospital or the PTA at the local high
school. This reality will be smacking you right in the face. I’m betting you’ve already been feeling
it.I know I have. We’re all in the same boat.To succeed, you must be able to capture and hold

your audience’s attention with only the quality and flow of your information, long enough to take
them through that initial decision-making process. They must conceptualize your idea,
contextualize how it will benefit them, and then actualize it with potential engagement or further

interest.You have about three minutes.And so do I.A typical introduction to a business book can

be more than fourteen pages long. Yet most readers decide if they are going to read a new book
in the first six pages or less. Which, no surprise, takes about three minutes to read.So before we

get to anything else, the only thing that matters is that I get you enthusiastic enough to read past

these first six pages. Here we go:This book is a step-by-step guide that will show you how to

simplify your message by strategically condensing your business, product, or service down to
the most valuable and compelling elements. Then, using high-level Hollywood storytelling

techniques, you’ll learn to convey those elements in a concise and convincing fashion.This

system is based on the core principles behind the 3-Minute Rule:Everything of value about your

company, idea, product, or service can and must be conveyed clearly, concisely, and accurately

in three minutes or less. In the first three minutes, you need to vividly illustrate the most valuable

elements of your proposal, capture and maintain your audience’s attention, and—most important
—create engagement.By following this rule, you will be able to Say Less and Get More from
every pitch or presentation.I’m not talking about an “elevator pitch.” Serious meetings, real

business, and effective communication take longer and require more fine-tuning than blurting
out a few catchy phrases in an elevator.This is about delivering your most valuable information in

the most compelling way to ensure further engagement. Three minutes is not just a time frame to

condense your information; it’s based on the science of approach motivation, the study of why
consumers are driven to engage. The science says, if you can maintain their focus, you can

create their desire. You need three minutes.Simplicity is powerClarity is compellingInformation is
valueThe key is to separate everything you want to say from just what needs to be said.This

book will show you exactly how to do that.The process for creating and delivering the most
effective and impactful three minutes is a two-step system, keeping in mind that the rest of the

book is going to explain and flesh out each of these concepts:Step one: Simplify and condense
information to only the most compelling, valuable, and necessary elements. Create a point-bypoint path that guides the audience through this information, building to the desired

conclusion.Step two: Connect these elements with entertaining and narrative story devices that
capture and maintain the audience’s attention and expand it for the full three minutes. Focus the
audience’s attention in order to create desire for your objective.By using these two steps as

detailed throughout the book, you’ll be able to deliver the most powerful and effective version of

your message and ensure that what you need to say gets heard and understood.Throughout,
you’ll discover how touse surefire Hollywood storytelling techniques to transform a basic pitch

into a highly efficient and engaging story;deliver information in digestible pieces and lead your
audience to draw the right conclusions;make the first three minutes the most impactful and

effective moments of your presentation so you earn the chance to go further; andweave your
elements into an entertaining story so that you’re saying less and delivering more.Whether
you’re a consultant, account executive, fast-food restaurant manager, personal trainer, or
general contractor, you’ll be able to use the guiding principles in this book to convey your ideas

to others in the most efficient and effective way possible. You’ll be able to use it in all facets of

your life.And you’ll be able to do it fast.The forthcoming chapters lay out the four-step WHAC
process, a powerful guide that helps you identify, evaluate, and order the most important

elements of your presentation. By answering the four WHAC questions (“What is it? How does it

work? Are You Sure? Can you do it?”), you will weave your most crucial points into a compelling
narrative structure and discover how to use the power of storytelling in any setting and at any
level.We’re going to start with breaking down your pitch or presentation into a bullet point format,
then expand those points into core statements of value. We’ll then connect them using some of

the most effective and powerful Hollywood storytelling techniques. You’ll follow along as we craft
a full 3-Minute pitch from scratch. I’ll even show you exactly how to effectively open and close
any pitch, presentation, or meeting.Along the way you’ll meet Vince McMahon, Jon Bon Jovi,
Jimmy Fallon, Cameron Diaz, dozens of fluffy bunny rabbits, plumbers, oil prospectors, people

setting up Airbnbs for horses, and more than one befuddled CEO; learn what a Butt Funnel is;
discover that Freebird isn’t just a song; attend a forty-three-person decision-making meeting;

take the fire alarm and telephone tests; come to love Post-it notes and loathe PowerPoint; and

find the hook and the edge of your story.This book comes out of my two decades of experience
as a Hollywood producer and top-level C-suite coach and presentation consultant.I’ve been
involved in nearly ten thousand pitches, and by using this system I’ve sold more than three

hundred TV and movie projects to more than forty different TV networks and distributors. In three
minutes each, I’ve sold TV shows, like Extreme Makeover: Weight Loss Edition and Bar Rescue,

and have grossed nearly a billion dollars in revenue.But my methods don’t just work for
Hollywood: Over the last five years, I’ve dedicated my life to helping people like you by teaching
the art of pitching, presenting, and selling, no matter what they’re trying to sell. I’ve successfully

taught these principles to hundreds, from Fortune 100 CEOs to PTA presidents. These methods

have helped plumbers sell home restoration systems, lawyers win cases, and oil drillers sell

stock.It’s easier than you fear and takes less work than you’re doing now. You will be saying less,
and I promise you, you’ll be getting much, much more.I could go on for another dozen pages
about what the book will do for you and how it’s going to do it. But it wouldn’t help. You’ve most

likely already decided if you’re going to read further. That’s why the first three minutes of any
pitch, presentation, proposal, or book intro are so crucial.Never lose someone in the first three

minutes again.Let’s get started.CHAPTER 1THE 3-MINUTE RULELet’s begin by dispelling
some of the most common misconceptions about the pitching and presenting process. This
foundation

of

understanding

will

help

you

build

your

most

effective

first

three

minutes.Misconception #1—Your presentation needs flair, pageantry, and creative language to

cut through the clutter and get noticed.It’s the exact opposite.When I help people with their
presentations, the first question I ask is, “With all these slides and all this information and all the

jokes and all the quotes from famous people, what are you trying to do with this pitch or
presentation?”The response is usually about their final objective and involves their ultimate goal

of, say, increasing sales to a certain level to sell the company.I tell them to think smaller and

simplify.They give me a monthly sales goal.“Smaller and simpler!”This dance goes on until they
are out of answers. This exercise is crucial to understanding the fundamental principle behind
influencing anyone to do anything.The answer, in the simplest terms: “You are trying to convey

information effectively.”If you can get others to understand your information the way you do, all of

your other goals and objectives will be the happy by-product.If people understand the value of

your product like you do, you’ll sell more. If your organization understands your proposal the way
you do, they will vote in your favor.The theory behind this process is something you can apply to

all aspects of your life.Here it is:Success in life and business is dictated by your ability to convey

your information to others so they understand it the way you do.If you do that well, you can sell. If

you do that well, you can market. You could even write a book.If you give up all your

preconceptions about language, tactics, phrasing, or technique and focus only on the value of

your information and the process of translating that information in a way that your audience will

understand, I promise you’ll succeed.The 3-Minute Rule will guide you step by step to take your
most compelling and valuable information and weave it into an engaging story that will lead your

audience where you want them to go.Misconception #2—My business, product, or service is too
complicated to explain in three minutes. I have too much to say.Nearly all the company leaders
and CEOs I work with tell me something like, “I just cannot condense my presentation into
anything less than ten minutes. There is just too much information.”I tell them they’re

wrong.Three minutes is not only a benchmark for condensing the valuable elements of a
proposal and streamlining a presentation, it also serves to engage an audience to where they

begin their decision-making process. If you can’t distill your ideas down to three minutes or less,

they will begin to make a decision without all the pertinent information. You definitely do not want
your audience doing that.In every TV show, the conflict in each scene is edited to resolve at
almost exactly the three-minute mark. Shark Tank, for example, uses this decision marker in

nearly every episode. From the time they introduce an entrepreneur to the time one of the
Sharks says “I’m out,” it is almost always three minutes.I pitch more than forty TV shows a year,

and every one of my sales tapes is now almost exactly three minutes. Within the first three
minutes of any presentation or pitch, the audience will process the basic elements of your
offering, start to place value on that offering, and determine their likelihood to continue further
with meaningful engagement.That’s why it’s so important to control that narrative and guide the

audience through each facet of a presentation.It’s also vital to know whom you’re actually
speaking to. Sometimes there is a single decision-maker to convince, but more often than not

there is another layer to get through. They are going to have to convince someone else, and that

person has someone else to convince, and so on. Your pitch is most likely going to be run

around the block by others when you’re not even there.We’ll see later how to make your
message so clear that it survives this corporate game of telephone. But first, let me tell you

about one of the most daunting audiences I ever had to convince.DECISION BY

COMMITTEEOne time a couple of years ago, I was waiting in the lobby of the National
Geographic building in Washington, DC, when the network president’s secretary came to greet

me. “Howard would like you to come join this meeting for a minute,” she said.Since I was just
there to take Howard to lunch, I wasn’t prepared for any meeting.Howard was my friend, and he
had just taken over as president of the National Geographic Channel. He had mentioned that
earlier that morning he would be having his company-wide green light meeting. The green light

meeting is where the network makes the final decisions on which shows get made and which
shows die right there. I had a show that I sold to Nat Geo as a pilot that I knew they were
discussing in that meeting. Since Howard was the president, and I knew that he loved the show, I
was expecting our lunch date to be a celebratory meal.Howard greeted me outside the meeting

room door.“Brant, we were just talking about your show and I was having a tough time explaining

it as well as you do, and there were a bunch of questions, so since I knew you were downstairs, I
thought it was better to have you come up.”This was highly irregular. He was bringing me into the
network green light meeting. Producers never sat in on these meetings. Ever.But that wasn’t the

weirdest part.There were forty-three people in this meeting sitting around a huge conference
table. Really. Forty-three. During the inevitable lulls, I amused myself by counting them.I couldn’t
believe how many people were at that table! I’ve heard that insiders used to say that IBM stood

for Incredibly Big Meetings, and if any of you ever worked there, please let me know if they ever
made it to forty-three.The questions started. What surprised me was how confused and
misinformed (and grumpy) the others at this meeting seemed to be. Howard was the president of

the network, and I knew he understood and was excited about the show. But when he had

relayed it, there was obviously something lost in translation.There were times it felt like people in
that room were actively trying to find a way to say something negative. I could feel the show
slipping away as the discussion kept getting longer. Luckily, using the methods that eventually
became the 3-Minute Rule, I gave the pitch again.That ended the conversation. We got a six-

episode order.I was quickly ushered out of the room so they could discuss—or, more accurately,
pick apart and destroy—the pitch for the next show whose producer didn’t happen to be in the
lobby.I walked away with two crucial realizations from that meeting:First, as mentioned

previously, the size! I’d never seen a meeting with forty-three people trying to make a decision on

something.There were men and women from marketing. From scheduling. From finance. From

legal. From HR. There were principals and deputies and deputies to the deputies. Every one of
them had an opinion on the creative merits or the viability of the show.It was stunning.The

number of questions and second-guessing was terrifying. I can only imagine what it would have
been like if I wasn’t there to correct all that misinformation.My heart sank when I realized that this

was going to happen in every green light meeting for every show I developed.I tell this story in
my speeches, and when I describe this meeting, I always hear the same audible groan of

recognition (in any country and any language). What the TV world moved to, and now it’s
obvious that every industry has moved to, is the concept of decision by committee.The

conference room has become a war room.The second realization this meeting gave me was that
all the work I put into pitching and prepping Howard, the president of the network, wasn’t

enough. He had to take what I had pitched him and then turn around and pitch it to multiple
people multiple times. No wonder things got lost in translation. If I couldn’t be in every meeting,

who was going to be there to champion the idea?It was clear this was the cause of a disturbing
trend I’d been noticing. I’d have such positive and optimistic vibes and conversations with the

buyers going into the green light meeting, but get blindsided by a pass coming out of the

meeting. Many times the top executive was just as surprised as I was that the show didn’t get the
support we all expected.I knew I had to find a way to combat this insidious decision-by-

committee phenomenon. I built every pitch from that moment on with the idea that someone was
going to have to share it with someone else. Even if they were the decision-maker, there is

always someone else they are going to relay it to.Always be aware: It’s not just who you pitch to,
it’s who they have to pitch to, that matters.No matter how much beautifully crafted material you
are able to lay out directly, and regardless of how long you immerse someone in the depths of

your proposal, they are going to have to summarize and relay your pitch to someone else.Let’s
say you spent an entire hour presenting to someone and it results in what you consider to be the

absolute best possible meeting in history. This person just absorbed an entire hour of your

information. Let’s say they completely understand it, and they really love it.Now when they come
across someone else in their life and that person asks them, “Why did you like that
presentation?” I’ll let you guess how long it takes them to answer that question and relay

everything of value they retained.Yes, three minutes. You just had the greatest hour-long meeting

in history . . . but three minutes is about all you’re getting back.When you are done reading this
book, I hope you’re going to want to share it with all your friends (as many as possible), and
they’ll ask, “What is the book about? Why should I read it?”You will instinctively condense this
entire book into a three-minutes-or-less explanation. I spent years developing these ideas and

eighteen months writing this book, and you’ll tell people everything about it in less than three
minutes.It’s just how we instinctively process and relay information.Now, tell me all about one of
your favorite two-hour movies, or the last four-hundred-page book you read. You’ll see. Three

minutes is all you need.You’ll find that no matter the subject or how much information someone

takes in, they’re going to use what I call the rationalization story to explain it to themselves and to
others.You might find this frustrating, but this is a good thing. Like I said earlier, three minutes is

not just timing for which you condense your information. There’s a lot of science behind it.THE
RATIONALIZATION STORYThe two most important factors to consider when building any

presentation or proposal are knowledge and rationalization:What knowledge does my audience
already possess? (We’ll get to this a little later.)How will they rationalize the decision to “buy in”

to my proposal?Simply put, humans are the only species that has the power to rationalize. Every

other creature uses instinct and knowledge to make decisions, where humans use the ability to
rationalize. It’s a remarkable and powerful emotional ability. And it’s the basis and foundation for

every decision we make.Everything you ever decide or have to do must be rationalized in your
head to yourself. It’s the “why” behind everything we do. More important, it’s the accepted,
understood “why” that we believe and we can embrace and live with.The ability to rationalize is

so powerful, it drives everything from our mundane day-to-day decisions to why we do horrible
things to each other. We are so programmed to rationalize that we can come up with an

acceptable rationalization for almost any behavior. Whether it’s what toothpaste to use or
whether to commit murder, that decision will be rationalized and accepted by the human

brain.This is where things get interesting. When you rationalize any decision, your mind naturally

categorizes all of the elements of that decision and relays them back to you in the most effective

and persuasive way to make you “justify” the decision.Let’s do a little self-assessment.I want you
to answer a simple question: Why do you drive the car you drive?Answer this in one sentence.

Got the answer?“I like it.” Or “It was a good deal.” Or “I’ve always had that model.”Now go one

step further. Explain to yourself why you chose that car and why you drive that car. For each
answer, ask why. Go a few layers deep.“It was a good deal and it gets good mileage and it

doesn’t break down and I never worry about it.”You are now justifying and rationalizing your
decision. You will justify your feelings and desires and how they came to be. If you keep asking

and answering why in your head, you’ll clearly see the rationale for the decision.Now I want you

to play that back in your head and picture yourself saying it out loud.This is important.You’re
going to hear something remarkable.Your mind has naturally placed the most valuable factors in

that decision up front and in a specific order. To you, the decision of why you bought and drive
that car is explained perfectly. You begin with the most valuable summarizing statement, then the

more whys you ask, you reveal the layers, arranged in importance, that rationalize those

statements.You will break down your reason for any decision using simple declarative sentences
and phrases. To yourself, you use just the basic and simple version of even the most complex

elements. You don’t do long explanations.It’s amazing. Try it again.Why do you live in your city?
Or why do you have the job that you have? Or why did you get married or divorced? What movie

are you going to go see this weekend and why?Go a few layers deep on the why questions,
answering them in short, simple sentences. These are called statements of value. They

represent what’s important to you, and your brain naturally organizes them in order to build your
story.That is the rationalization story.That story is the collection of the most valuable elements

placed together so you can understand your actions, your feelings, and your desires. If you just
booked a vacation, you will have used the rationalization story, without thinking about it, to
decide where to go, where to stay, how much to spend, and what to pack. You use a story like

that for every decision in your life.That story is precise. That story is succinct. That story says
only what needs to be said. That story is the clearest, most efficient way to convey the

information to yourself.If you are attempting to convince anyone of anything, that rationalization
story is what they will use to make their decision. Even if you spend three hours pitching every

single detail, they will ultimately rationalize their decision using a simple story and collection of
statements, guaranteed to be less than three minutes long.Imagine if your pitch were built on the

rationalization story that your audience would use to say yes to your proposal.What you’re going
to learn in these next chapters is how to build that rationalization story for your audience, based

solely on your information. I’ll show you how to identify the most valuable elements of your
proposal and then take those elements and weave them together in a way that mimics that

rationalization story.THE FIRST STEPMuch of what you’re about to read and start to practice
may initially feel counterintuitive. Trust me, that’s good.You can say less and get more.In 1929

Joe Kennedy said that the shoeshine boy was giving him stock tips and that’s when he knew it
was time to get out of the market. It’s always a good idea to zig when everyone is zagging.In a

world crowded by marketing and messaging, everyone seems to be yelling louder and louder.
You don’t want to try to outshout them. It feels like everyone is trying to say more, say it more

often, and make it sound bigger and better. You can work smarter, not harder. Speak more softly
and get heard.I began to build every TV pitch (or any other pitch) with that idea—to say less and
get more. It forced me to be more efficient and deliberate. It was stunning how effective that

became. Three minutes was the magic number.As we progress through the book, you’ll be able
to identify this pattern in anything you want to present. You’ll carry it across all your pitches or

marketing or sales needs. It will become part of how you look at conveying information to
others.Over the past years I dedicated my life to developing this system and being able to help

people pitch and present at the highest level. I get calls from CEOs and business leaders from

across the country, and I’ve been able to work with some of the most amazing people, many of

whom you’ll meet in coming chapters. Sometimes it felt surreal explaining to the CEO of a
multibillion-dollar company how to simplify their message. All the millions of dollars they spent
on customer research and investor relations wasn’t helping them to say less and get

more.CHAPTER 2THE BULLETSJust over a decade ago, I was blindly struggling as a TV

development executive at an emerging production company. My job was to take the germ of an
idea and somehow get it on TV. I had to not only create and develop the premise for the show
but also convince the network executives to buy it, pay to make it, and then put it on their

channel.Every day was a battle trying to get the head of this or that TV network to see the value
in the show I had just created. The pitch process was intense and difficult. But it was all I knew. A

big part of the job was watching good ideas die because the network “didn’t get it.”At the time,
taking a show from the idea stage through the pitch stage was about a ninety-day process. The

idea usually only took two or three days to formulate, but it would take us weeks to prepare all
the detailed written and graphic material, film and edit a so-called sizzle tape, and set and

deliver all the pitches. Each pitch would cost us an average of $30,000 to take to market.We
averaged about one sale for every ten pitches. In television, that was a solid average.One

particular show changed my entire career. It led me to develop the 3-Minute Rule, and it’s why
you’re reading this book.GETTING EXTREMEMy production team had spent three weeks in our
cramped LA conference room, shouting in circles about how to best pitch this show. Three

weeks and we hadn’t even started to craft the pitch deck or film the sales tape because we didn’t
know how to pitch it. We all knew it was a great idea. We just couldn’t figure out how to explain it

to anybody else.It’s not that we all became stupid at once. We were just drowning in too many

thoughts and too much information.Part of our issue was that the show we were thinking of was
wildly complicated, probably way too expensive, had never been done before, and would take
five times longer to produce than any other television show we had ever made.But it was a great

idea!The six of us in the room—with dozens of years of TV experience—saw the beauty of this
idea and how it all worked. In that room all the elements and ideas flowed in harmony and added
up to a hit show. When it was just us, it was perfect.

the 3minute rule say less to get more from any pitch or presentation, the 3 minute emergency
medicine presentation, the 3 minute rule brant pinvidic pdf, what is the 3 minute rule, the 3
minute rule review, the 3 minute morning and evening, 4 minute rule is used in, the 3minute rule

summary, the 3 minute rule, the 3 minute rule pdf, the 3 minute rule book, the 3 minute mile, the
3 minute game, the 3 minute journal nudge

The First Minute: How to Start Conversations That Get Results, Flip the Script: Getting People to

Think Your Idea Is Their Idea, Get to the Point!: Sharpen Your Message and Make Your Words

Matter, Pitch Anything: An Innovative Method for Presenting, Persuading, and Winning the Deal,
Pitch Perfect: How to Say It Right the First Time, Every Time (How to Say It Right the First Time,

Every Time Hardcover), Simply Said: Communicating Better at Work and Beyond, What They
Don't Teach You at Harvard Business School: Notes from a Street-smart Executive, Leverage

Your Expertise: 16 Entrepreneurs Share Their Small Business Success Stories and Lessons
Learned (Expertise-Based Business), Brief: Make a Bigger Impact by Saying Less,

FrameShifting: unleashing the power of frameworks to fuel collaboration and solve tough

problems, Make it Clear: Speak and Write to Persuade and Inform, Unleash the Power of
Storytelling: Win Hearts, Change Minds, Get Results, Sell with a Story: How to Capture
Attention, Build Trust, and Close the Sale, HBR's 10 Must Reads 2022: The Definitive

Management Ideas of the Year from Harvard Business Review (with bonus article "Begin with
Trust" by Frances X. Frei and Anne Morriss), Everyday Business Storytelling: Create, Simplify,

and Adapt A Visual Narrative for Any Audience, Presentation Zen: Simple Ideas on Presentation
Design and Delivery (Voices That Matter), Continuous Discovery Habits: Discover Products that

Create Customer Value and Business Value, Speak With No Fear: Go from a nervous,
nauseated, and sweaty speaker to an excited, energized, and passionate presenter, Hook Point:

How to Stand Out in a 3-Second World, Value Stream Mapping: How to Visualize Work and
Align Leadership for Organizational Transformation, The One Hour Content Plan: The

Solopreneur’s Guide to a Year’s Worth of Blog Post Ideas in 60 Minutes and Creating Content
That Hooks and Sells

Stu, “Who should/shouldn't get this book.... If you're wondering whether to buy this book, then

read this full review because I'm going to explain who should and shouldn't get "The 3-Minute
Rule"... and... why this could be the best book you read all year.So I had Brant Pinvidic on my

podcast and I was planning on grilling the guy and poking a bunch of holes in his "3-minute
theory."After all... I've been researching marketing for the last 7 years, and I'm a huge fan of
direct response marketing and the greats like Gary Halbert, John Carlton and more. And they

always say the same thing..."The more you tell, the more you sell."And Brant was telling me how
you just can't do the "Big promise... then prove it" model anymore. He said it's a turn-off and it

just isn't effective.Instead, you need to be upfront and more direct with people. And this is what
his "WHAC" model is:What I got (a straight-forward overview of what you are offering)How it

works (the basics of what it does and how it works)Are you sure... (offer proof and testimonials to
show it actually works)Can you do it... (is it realistic for the person to do it too)But I still wasn't

convinced... so I prodded Brant even more... and that's when he made the critical distinction
(and why this book IS so helpful)...The distinction is WHERE/WHEN you are in a relationship

with your customer.Here's what I mean:When you're trying to get your message out to a cold
audience... who you don't know and haven't had any bonding or history with... then you must be
concise and use this model... BUT...Once a person "opts in" for more information...That's when
you can give them all the juicy details and the long-form copy. This is the 2nd phase... and most
people START here - which is a mistake.You must create this successful communication in

Phase 1. When you do, you will move the customer to phase 2 in a way that positions them to

want to buy from you or connect with you deeper.So here's the point:If you are in sales,
marketing, business... or you pitch things... or you want to improve your communication

skills...Then this book is a game-changer and will allow you to clarify your message so you can
capture people's attention and move into the 2nd phase with them.On the other hand, if you
have no desire to communicate with people... or you are simply the type of person who just

wants to go to work and collect a paycheck (there's nothing wrong with that by the way)... then I
wouldn't recommend this book for you.P.S. - I immediately applied Brant's method to my website

landing page... and my opt-in rate went from 12% to 25%. That' is a HUGE change and it
happened with just a few tweaks!”

Inspire Nation, “An Absolute Must-Read!. Everything in life is a pitch...we want to be heard,
understood, and to make our words matter. And time matters today. We don't listen anymore,

and it's harder to be heard than ever. That's why this book and Brant's wisdom are so
important.Not only will you learn how to pitch like the best...and in no time flat, but your chances
for success are dramatically increased - and this isn't just about business or Hollywood (though
his stories and success are phenomenal).This is about applying for jobs, contract negotiations,

or more importantly, communication and negotiation in the house.I've had on over 1000 guests

on my show, the Inspire Nation Show. And this is one of my most treasured books. It helps me
write more concisely, ask for what I want with greater ease and efficiency, and not only listen

better, but help get me get my words heard.It's the alchemy you're looking for, if you ever need to

make a pitch.I can't recommend it enough, and if there were 10 stars, I'd give it that!!!Oh yeah, I
keep a copy right by my desk...so I can use it again and again, at a moment's notice!!!”

Kelvin Johnson, “Positive Reviews on my pitch the week after implementation. I'm going to write
this 5 star review from the perspective of the three individuals I pitched to shortly after
implementing the 3-minute rule framework.1. From an angel investor colleague of mine, "I like

the pitch A LOT. I have some feedback but it's really a small polish. That's honestly one of the
easiest to understand pitches I've heard in a long time."2. From my best friend who's usually

VERY critical of all of my ideas, "Solid pitch, it was very succinct."3. From my girlfriend, "Wow
this makes so much more sense now!"I strongly believe as a presenter we need to earn the

respect of the audience in order for them to have a desire to ask clarifying questions. I'm excited
to utilize this framework for the rest of my life. Thank you Brant!”

50Bubbles, “Read it, Do It - You'll Get More Than Just a "Pitch". I tend to be long winded
because I'm excited about my products and what I can do for my clients. The problem is that you

have to generate enthusiasm and understanding first before you jump into the stuff you want to

talk about. This book does way more than help you develop a sales pitch. It forces you to actually
think about your products and services in ways you never take the time to do. This is well worth
reading 4-5 times, absorbing and implementing. This is not a book - it's an exercise that you
should take seriously and if you do, it will pay off in spades.”

James Gadd, “This book is exactly what you’re looking for to help make you better at your job..
This is the book for you and you don’t even know it! Everyday we have ideas that we need to

convey to our peers and potential new business partners. We need to give the most amount of

information in a little time. This book helps you refine that in to a manageable piece of
information you can deliver to get you and your project to the next stage. Whether it’s a business

idea, product, or a movie/tv idea... or even just who you are as a person to a new individual
you’re meeting, this books helps get you what you need to get that information across. Brant is

really the ideal person to write this book as his ability to pitch and speak to people is admired. As
a reader of this book I can say, “Get this book!””

JOHN A WEHAGE, “If you read one book.... In our current world where being noisy is how
people convey information, Brant Pinvidic's insight into how to concisely pitch your ideas is
essential and meaningful. Pinvidic cuts through the noise and simplifies the process. He breaks

down his successful Hollywood experience of pitching tv concepts in a way that is easy-to-digest

and easy-to-replicate for anyone in any industry. Trust that this book will effect the way you think

about how you convey information in every aspect of your relationships; business and personal.

If you read just one book to improve the way you communicate, I truly believe that this one will

make a difference in the way you think about pitching (and remember, every time you speak...
you are making a pitch).”

Pedro Lopez, “Excellent. Great book, informative and entertaining. Packed with many good tips
for your pitch or presentation. The examples are quite interesting as well. Would recommend.”

Francesco T., “Eccellente. Quando tutti urlano, si distingue chi sussurra. La stessa cosa sui pitch

per gli show in TV di cui racconta l’autore. Ottimo per chi fa vendite, scrive pezzi pubblicitari e di
marketing. Ultra raccomandato.”

Julian Mather, “Highlight and reread. It's worth it!. Short-form storytelling is an essential skill for

businesses of all sizes. I consult teach coach and speak on short-form video storytelling so I'm
always after new thinking and better ways of imparting the process to others. I first heard of this

book on The Inside Influence podcast with Julie Masters interviewing author Brant Pinvidic.
Honestly, it was a no-brainer after listening.What I love about this process is you get a process. A
methodology. It seems so simple then gets a little overwhelming with all the layers of nuance. It

requires a reread. It's then that I got it. It is simple. It will take practise of course.What I really

appreciated were the many many case studies that illustrated the methodology at hand. It made
it all real. I get frustrated with academic books. This is not one of those.Really recommend this to

anyone wanting to communicate with clarity. The applications go way beyond just delivering a
pitch.”

padmashri, “Must read. Awesome book”
Amir Noori Shirazi, “Nice explanation. What I learned in this book was very effective. I tried to
follow its structure and I received positive feedback in my rehearsals.”
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