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Plan A, B, and C 
Aren’t Working



Find and Fix the Blind Spots That Stop 
You From Seeing the Best Solutions to 
Your Biggest Marketing Challenges
As a leader, solving di�cult marketing 
problems is a critical part of your job. But 
what do you do when your plan A, B, and C 
simply aren’t working?

We All Have Blind Spots

It’s easy to assume that expertise makes us 
better problem solvers. But in truth, 
experience can actually be a barrier to 
innovation. Most people simply move 
forward with the �rst idea, solution, or best 
practice they can think of.

That kind of reactive approach to problem 
solving blocks us from seeing much better 
marketing options. Our brains tend to 
follow well worn patterns that are very 
hard to break, especially when we’re under 
pressure to solve a problem quickly. 

We instinctively go right to answer mode, 
stick with our most familiar set of ideas, 
and latch onto the �rst “best” solution that 
presents itself. 

And once we jump to a solution, we create 
a blind spot that prevents us from seeing 
the better options that may be right in front 
of us.

Fix Marketing Blind Spots by Asking 
Better Questions

To �nd and �x the blind spots that stop us 
from seeing the best option, we need to 
learn how to pause, ask questions that 
challenge our assumptions, and reframe 
marketing problems so we can see them 
from multiple angles.
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Ask Yourself…

Have marketing plans A, B, and C not quite 
lived up to your expectations?

Do you have a reliable process for reframing 
marketing problems in a way that helps you 
discover new paths to a solution?

Are there time constraints, stress, overwhelm, 
and other obstacles that are getting in the 
way of your best creative thinking?
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In This Ebook, We’ll Explore:

1. Why we have marketing blind spots that stop us from seeing better solutions.

2. The cost of habitual thinking and jumping to conclusions.

3. Why we get stuck in problem frames that limit our options.

4. How our assumptions can make us see things that aren’t there.

5. Why knowing a lot about something can actually make you less creative at problem solving.

6. How reframing makes it easier to come up with truly innovative and e�ective solutions.
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We All Have Blind Spots The Cost of Quick Answers

Our brains are wired to ensure our survival, 
while at the same time using the least 
amount of energy possible. 

It’s always looking for easier ways to 
organize and interpret new information. 
Rather than stressing out about the 
unfamiliar, we make sense of the world by 
mapping new stu� onto our familiar 
experiences.

For the risk-averse brain, speed is far more 
important than accuracy.

But those quick assumptions can come at a 
high cost. 

When facing challenging problems, we 
tend to value speed over accuracy—just like 
with survival. Instead of pausing to 
consider the unique details and 
perspectives of our current problem, we’re 
much more likely to just 
jump to old solutions and 
conclusions.  

We instinctively go right to 
answer mode, stick with our 
most familiar set of ideas, 
and latch onto the �rst “best” 
solution that presents itself.

Unfortunately, the habit to jump to a 
solution means that we either end up 
chasing the wrong problem, or we stay 
stuck with old and tired solutions that have 
nothing to do with our current challenge. 
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Stuck in the Frame Assumptions

Because we jumped to a solution, we’re far 
more likely to now �nd ourselves stuck in 
one frame—the way that we describe our 
problem.

“Our content’s 
landing page 
conversion rate is 
low” is an example of 
a problem frame.

Once we get locked into that one particular 
frame, we get stuck in a very narrow 
solution space—a cluster of solutions about 
what the problem is.

But if your original frame points to the 
wrong problem, it will then lead you to 
irrelevant solutions that won’t have any real 
positive impact on your situation. If you’re 
asking the wrong question to begin with, 
you’ll be investing your time, money, and 
energy in a solution that may not make 
much of a di�erence when compared to 
other potential solutions.

When we start with assumptions 
about the nature of the problem 
and its possible solutions, and 
then combine that with a strong 
desire for immediate action, 
we’re that much less likely to 
take a moment to consider 
whether our assumptions are even true. So 
we get stuck in our beliefs, and see things 
that aren’t actually there.

Assumptions create blind spots that 
prevent us from seeing better options that 
might be right in front of us. Once we’ve 
jumped to our conclusions about the 
problem and solution, we stop looking for 
alternatives and �nd it very hard to 
consider other possibilities. 

Con�rmation bias then causes us to 
overvalue the evidence that con�rms our 
preconceived notions, and misinterpret or 
ignore information, evidence, and data that 
doesn’t line up with our beliefs or chosen 
solution.
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The Einstellung Effect

All of this creates what’s called the 
Einstellung E�ect. 

We assume that being an expert makes us 
more creative, makes us better at 
discovering innovative solutions to 
challenging problems. But that’s actually 
not true. Knowing a lot about something 
can actually make 
you less creative 
at problem 
solving. Instead of 
making it easier 
for you to see 
creative solutions, 
your experience 
becomes a barrier 
to innovation and growth. 

Whether or not we know it, we all 
experience the Einstellung E�ect, making 
it harder for us to come up with creative 
solutions to challenging marketing 
problems. It’s an easy trap to fall into, 
especially when we’re under pressure to 
quickly solve a problem.
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The process for driving 
better results doesn’t start 
with great ideas—it starts 
with better questions.

Stephen Shapiro

So how do we consistently �nd and �x the 
blind spots when we get stuck in a problem 
frame and fail to challenge our 
assumptions? What can we do di�erently 
every day so that we see the best solutions 
to our most challenging marketing 
problems?
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Reframing

Reframing helps you:

1. Uncover your blind spots.

2. Focus on �nding the right problem to solve.

3. Avoid wasting time and energy solving the wrong 
problem, or solving the right problem in the least 
e�cient way. 

4. See marketing problems in ways that make it easier to come up 
with truly innovative and e�ective solutions. 

5. Break out of the same old predictable frames that 
keep us stuck in default, habitual thinking that rarely 
leads to the most e�ective, e�cient solutions. 
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By asking better questions.

How? 
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It doesn’t matter how hard you try, how 
much time and e�ort you put into it—if you 
start trying to solve a problem by aiming at 
the wrong angle (by asking the wrong 
questions) you’ll never �nd the best answer.

Reframing is di�erent than simply 
analyzing the problem in the usual way. It’s 
not about asking questions like “why is our 
content landing page conversion rate low?” 
Reframing is when you ask “is our landing 
page conversion rate the right thing to 
focus on?”

By getting you to ask better questions, 
reframing helps you move from the really 
hard to execute, complicated, and costly 
solutions, to easier, more e�ective answers 
that have a much greater impact on your 
sales and revenue.

Reframing is about �nding a better 
problem to solve. Making our thinking 
more intentional and deliberate by pushing 
past the impulse to come up with the 
quickest and easiest answer.

Our questions are the mechanism we can 
use to focus our attention on the 
problem—rather than get sucked into the 
easy, habitual solutions—so that we can 
reframe it in a way that drives better 
results. Better questions are the key to 
better solutions. The better our question 
toolbox, the wider the range of solutions 
that we’ll be able to discover.

If we want to consistently come up with 
fresh ideas and better marketing solutions, 
we need to learn how to use questions in a 
focused, intentional way. They must 
challenge our innate assumptions, 
interrupt our tendency to jump to the �rst 
answer we can think of, and gently nudge 
us to consider each problem from multiple 
perspectives.
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Sign up today at 
theproblemsolvingmindset.com/freecourse

Sign Up for the Free Marketing Blind Spots Course

Learn how to:

• Find and �x the blind spots that stop you from seeing the best 
solutions to your most challenging marketing problems.

• Take control of your creative problem solving process.

• Quickly reframe and overcome the marketing obstacles in your way. 
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