
Strike Three! 
Expecting to get good ideas 
from meetings 

Brain dead meetings are an enormous 

waste of time. This is a serious threat 

when as a Guerrilla Marketer, your top 3 

resources are time, energy, and imagina-

tion—and meetings deplete all three. The 

biggest dilemma you face as a marketer is 

how to get good ideas from meetings.  

Advice typically given for productive 

meetings is predictable and often imprac-

tical. Stick to the agenda, watch the time, 

make sure that everyone is informed, en-

courage participation, summarize, and 

end with clear action steps.  

These things may get you through a 

meeting with minimum pain, but they 

are not enough to get you out of the 

meeting with good ideas. A truly produc-

tive meeting must wake up your brain, 

and get people motivated to make things 

happen. 

6 ways to wake up brain dead 
meetings 

Meetings are a turn off for most people 

because they have suffered through so 

many bad ones in the past. Most people 

admit that they get better ideas in the 

shower than at work. Short of holding 

your meetings in the shower, what can 

you do to liven them up and make the 

most of your meeting time? 

1. Expose killer phrases. Chic Thompson 

used the term ‘killer phrases’ in his book 

What a Great Idea!, to describe the things 

we say to ourselves and to each other that 

discourage new ideas. It is negative 

thinking dressed in sheep’s clothing, and 

accounts for the premature death of most 

good ideas. For a list of typical killer 

phrases, click on http://www.

whatagreatidea.com/media/poster01.pdf   

2. Overcome writer’s block. People in meet-

ings often experience collective writer’s 

block, a blank mind facing a blank page. 

Brainwriting is a technique in which  

everyone is given a sheet of paper, writes 

a suggested solution to the problem, 

then passes the paper to the left. The pa-

pers keep circulating around the table 

until they are full of ideas. Brainwriting 

cross-fertilizes team thinking, and gener-

ates hundreds of ideas in a short time. 

3. Keep it all on one page. Whether you put 

your agenda on a Mind Map or in outline 

form, your meeting will be more produc-

tive if you discipline yourself  to keep it 

all on one page. Using key words and 

phrases you can reduce a document to 

10% of its original length and still retain 

clarity.  
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4. Compete against the clock. Parkinson’s 

Law says that work expands to fill the 

time available for it. Shorten the time 

available and you will still get the job 

done in time. Lengthen it and you won’t 

accomplish any more. Use a timer and a 

soft bell to encourage people to keep 

their statements short.  

5. Take meeting time seriously. Loose disci-

pline and low expectations cause people 

to arrive late to meetings, be mentally ab-

sent during the meeting, and leave early. 

The leader of the meeting should de-

mand full attention, and hold meetings 

that are worth everyone’s valuable time. 

6. Produce a one-page action plan. No one 

should leave a marketing meeting with-

out a one-page summary and action 

plan. Between variable attention spans 

and complex issues, the capacity for mis-

understanding is unlimited. The meeting 

itself should produce a one-page list of 

action steps, and everyone should know 

what they are to do next. 

Resources 
One of the best ways to avoid brain dead 

meetings is to eliminate the excess before 

the meeting starts. Two excellent and free 

software resources can help you cut out 

the fat and get to the point quickly. 

Lighten the load you put on others, and 

reduce the burden they put on you. 

 

 

 

Copernic Summarizer  

http://www.copernic.com/en/products/

summarizer/ 

The Copernic Summarizer enables you to 

make summaries of any length for any 

digital text or document, including Word 

documents, Web pages, PDF files, e-mail 

messages, and text from the Clipboard. 

Bullfighter 

http://www.dc.com/insights/bullfighter/

index.asp  

Cut the bull out of business with free 

software by Deloitte that checks a docu-

ment for readability. The Bullfighter 

checks syllable and sentence length and 

suggests ways to simplify written docu-

ments. It installs in both Microsoft Word 

and Power Point. 

For further information on resources 

available to help you enliven meetings 

and presentations, contact : 

William Reed                              

Cell:  070-6673-9641              

info@gmarketing-genius.com 

http://www.gmarketing-genius.com 

To sign up for this free newsletter, as well 

as Will Reed’s Mind Mapping STRATEGIES, 

please visit online and register.  

Japanese-language edition also available!    
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