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See the Solution

Think about a really tough marketing 
challenge that you’re currently facing. 
Something that you absolutely must �x, but 
you just haven’t �gured out how to crack 
yet.

Maybe it’s:

• Flattening sales and revenue growth.

• Not delivering enough quality leads to the 
sales team.

• Di�culty setting your value prop apart 
from the 12 other companies that o�er a 
similar product or service.

• The noisy marketplace that’s making it 
harder to engage your audience.

• Internal bottlenecks, organizational 
friction, or a culture that gravitates to the 
status quo.

To create real impact on revenue and drive 
growth, we need to be able to quickly 
diagnose and solve these types of 
problems—the kind that don’t have easy, 
ready-made solutions.

And your team’s ability to do that comes 
down to their ability to see. To push past 
the automatic answers. To challenge their 
assumptions rather than just con�rm their 
pre-existing beliefs.
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Ask Yourself…

What are we not seeing? What are the blind spots that 
stand between us and the solutions that we KNOW 
we’re capable of creating? 

What are those blind spots costing our company in lost 
opportunities and revenue?

What would we be able to achieve for our organization 
if we knew exactly how to find and fix those blind 
spots—if we were able to consistently discover the 
types of solutions that others can’t even see?
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In This Ebook, We’ll Explore:

1. Why we all have 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 marketing 
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 marketing 
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 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 
awesome ideas and better 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.

9marcusschaller.com



Watch the free course preview at 
marcusschaller.com.

See the Solution

Find and Fix the Blind Spots That Stop You 
From Seeing the Best Solutions to Your 
Most Challenging Marketing Problems

The best marketers, the ones who 
constantly set new standards for what’s 
possible in our profession, get that way 
because they know how to push past the 
automatic answers. To challenge their 
assumptions rather than just con�rm their 
pre-existing beliefs.

They know how to �nd and �x the blind 
spots that stop them from seeing the best 
solutions to their most challenging 
marketing problems.

See the Solution will teach you a simple, 
repeatable process for �nding and �xing 
those blind spots. Together, we’ll reframe 
an urgent marketing problem that you’re 
facing RIGHT NOW. We’re not going to just 
talk about problem solving in terms of 
theory and hypotheticals. We’re going to 
come up with real solutions to a challenge 
that’s having a signi�cant impact on your 
organization’s sales volume and revenue.
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About Marcus

For over 15 years, I’ve created targeted, customer-focused 
marketing content for B2B clients across a wide variety of 
industries, including SaaS, professional services, and 
education management. I’ve also contributed articles to 
industry-leading marketing websites like 
marketingprofs.com and contentmarketinginstitute.com, 
and I’m the author of The Lead Ladder–Turn Strangers 
into Clients, One Step at a Time (McGraw-Hill, 2006).

Marcus Schaller
marcus@marcusschaller.com
424-237-4339
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