create a problem sell the solution

create a problem sell the solution is a fundamental concept in marketing and sales strategy that revolves
around identifying a specific pain point or challenge faced by a target audience and then presenting a
product or service as the ideal remedy. This approach not only highlights the relevance of the solution but
also creates a sense of urgency and necessity around the offering. Understanding how to effectively create a
problem and sell the solution requires insight into consumer psychology, market needs, and persuasive
communication techniques. This article explores the core principles behind this strategy, its application
across various industries, and practical steps to implement it successfully. Additionally, it covers potential
pitfalls and ethical considerations to maintain credibility and trust. The following sections outline the

comprehensive aspects of this powerful marketing approach.
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Understanding the Concept of Create a Problem Sell the Solution

The principle of create a problem sell the solution is rooted in the idea that customers must first recognize a
problem before they are motivated to seek and purchase a solution. This strategy involves two key phases:
problem identification and solution offering. In many cases, the problem either exists but is unnoticed or is

artificially emphasized to highlight a gap that the product or service can fill.

By framing a situation as problematic, marketers can direct attention to the negative consequences of
inaction, thereby increasing the perceived value of the solution. This method is often used to align products
with customer needs, even needs that customers were previously unaware of. Successful execution
requires a deep understanding of the target audience’s pain points and the ability to communicate the

problem and solution clearly and convincingly.



Psychological Foundations Behind the Strategy

The effectiveness of the create a problem sell the solution approach is largely based on psychological
principles that influence consumer behavior. Understanding these foundations helps marketers design

campaigns that resonate and compel action.

The Role of Pain Points

Pain points are specific problems that potential customers experience, which cause discomfort or
inconvenience. Highlighting these pain points triggers an emotional response, motivating consumers to
seek relief through a product or service. Recognizing and articulating these pain points clearly is essential

for the problem-creation phase.

Fear of Missing Out (FOMO) and Urgency

‘When a problem is presented as urgent or critical, it can invoke FOMO—fear of missing out on a solution
that could prevent further issues. This psychological trigger enhances the likelihood of purchase by

creating a sense of immediacy and necessity.

Cognitive Dissonance and Resolution

Consumers experience cognitive dissonance when their current situation conflicts with their desires or
beliefs. By creating a problem, marketers highlight this dissonance and offer their solution as a way to

restore balance, effectively reducing discomfort and encouraging commitment.

Steps to Effectively Create a Problem

Creating a problem is a strategic process that involves careful research and communication. The goal is to
make the target audience aware of an issue that requires resolution, ideally through the marketer’s

offering.

Identify Real or Perceived Issues

The first step is to identify issues that genuinely affect the target market or can be framed in a way that
highlights their importance. These can be functional, emotional, or social problems depending on the

product or service category.



Emphasize Consequences of Inaction

Once a problem is identified, it is crucial to communicate the negative consequences of ignoring it. This
amplification can be achieved through statistics, testimonials, or vivid storytelling that illustrates potential

risks or losses.

Use Targeted Messaging

Effective messaging should speak directly to the audience’s experiences and language. Personalization and

clarity increase the impact of the problem statement, making it more relatable and compelling.

Validate the Problem

Providing evidence that the problem exists and is significant builds credibility. This can include data, case

studies, or expert endorsements that support the problem’s relevance.

Crafting and Presenting the Solution

After successfully creating a problem, the next phase is to present a solution that addresses the identified

issue clearly and convincingly. This step is critical to converting awareness into action.

Position the Product or Service as the Ideal Fix

The solution should be framed as the best or only effective way to resolve the problem. Highlighting

unique features, benefits, and competitive advantages strengthens this positioning.

Communicate Benefits Over Features

Focus on how the solution improves the customer’s situation rather than just listing technical specifications.

Benefits resonate more emotionally and demonstrate real-world value.

Provide Social Proof and Testimonials

Showrcasing success stories, reviews, or endorsements can reinforce trust and demonstrate that others have

benefited from the solution, increasing purchase confidence.



Create Clear Calls to Action

Guiding customers on the next steps—whether it is to buy, subscribe, or contact—facilitates conversion and

reduces friction in the buying process.

Applications in Different Industries

The create a problem sell the solution strategy is versatile and can be adapted to various sectors, each with

unique challenges and customer expectations.

Technology and Software

In technology, companies often highlight inefficiencies or security vulnerabilities before introducing
software solutions that promise improved performance or protection. This approach helps customers

understand the necessity of upgrading or adopting new tools.

Healthcare and Wellness

Healthcare marketers emphasize health risks or symptoms that may be overlooked, positioning treatments,
supplements, or wellness programs as essential for improving quality of life and preventing serious

conditions.

Financial Services

Financial advisors and institutions draw attention to risks such as poor investment strategies or lack of

retirement planning, offering tailored services to safeguard and grow wealth effectively.

Consumer Goods

Consumer goods brands may create awareness around lifestyle problems like inconvenience, inefficiency,

or discomfort, showing how their products enhance daily living or solve specific hassles.

Ethical Considerations and Best Practices

While the create a problem sell the solution tactic is powerful, it must be applied responsibly to maintain

brand integrity and customer trust.



Avoid Exaggeration and Fearmongering

Overstating problems or using scare tactics can damage credibility and alienate customers. Ethical

marketing involves presenting problems truthfully and respectfully.

Focus on Genuine Solutions

Solutions should deliver real value and effectively address the identified problems. Misleading customers

with ineffective products undermines long-term success.

Maintain Transparency

Clear communication about product capabilities, pricing, and limitations fosters trust and reduces buyer

remorse or dissatisfaction.

Adopt Customer-Centric Approaches

Understanding and prioritizing the customer’s needs and experiences ensures that problem creation and

solution selling are aligned with actual market demands and contribute positively to customer satisfaction.

Identify authentic customer pain points

e Communicate problems and solutions honestly

Provide evidence for claims

Ensure solutions deliver promised benefits

Respect consumer autonomy and decision-making

Frequently Asked Questions

‘What does the phrase 'create a problem, sell the solution' mean in



business?

It refers to a strategy where a company or individual identifies or even manufactures a problem that

consumers may not be aware of and then offers a product or service as the solution to that problem.

Is 'create a problem, sell the solution' an ethical business practice?

It depends on the context; if the problem is artificially created to exploit customers unnecessarily, it is
considered unethical. However, identifying real problems and providing effective solutions is ethical and

common in business.

How can businesses avoid negative perceptions when using the 'create a

problem, sell the solution' approach?

Businesses should focus on genuine customer needs, be transparent about their offerings, and ensure that

the solutions provided add real value rather than manipulating customers.

Can 'create a problem, sell the solution' be applied in marketing

strategies?

Yes, marketers often highlight pain points or problems that consumers face and then position their product

or service as the ideal solution to those problems.

What are some examples of 'create a problem, sell the solution' in

everyday products?

Examples include software companies releasing frequent updates that introduce new issues but also offer

fixes, or beauty products that target perceived imperfections promoted through advertising.

How can consumers protect themselves from manipulative 'create a

problem, sell the solution' tactics?

Consumers should research products thoroughly, seek unbiased reviews, and question whether the

problem is genuinely relevant to them before purchasing solutions.

Does 'create a problem, sell the solution' apply only to large corporations?

No, this approach can be used by businesses of all sizes, including startups and individual entrepreneurs, as a

way to identify market needs or create demand.



How does 'create a problem, sell the solution' relate to innovation?

Innovation often starts by identifying real problems; however, when companies create artificial problems to

drive sales, it diverges from true innovation and leans toward manipulation.

What are alternatives to 'create a problem, sell the solution' for sustainable

business growth?

Focusing on customer-centric approaches, solving existing problems authentically, improving product

quality, and building trust lead to sustainable growth without relying on manufactured issues.

Additional Resources

1. “Start with Why: How Great Leaders Inspire Everyone to Take Action” by Simon Sinek

This book delves into the importance of identifying the core purpose behind a product or service. Sinek
explains how successful leaders and companies create a compelling “why” that resonates deeply with their
audience. By understanding and communicating this foundation, businesses can effectively highlight

problems and present solutions that inspire action.

2. “The Lean Startup: How Today's Entrepreneurs Use Continuous Innovation to Create Radically
Successful Businesses” by Eric Ries

Eric Ries introduces a systematic approach to building startups that emphasizes rapid experimentation and
customer feedback. The book guides readers on how to identify real problems faced by customers and
quickly iterate solutions. It stresses the importance of validating problem-solution fit to create products that

truly meet market needs.

3. “Made to Stick: Why Some Ideas Survive and Others Die” by Chip Heath and Dan Heath

This book explores why certain ideas resonate and stick with people while others are forgotten. The Heath
brothers provide principles for crafting messages that are simple, unexpected, concrete, credible, emotional,
and story-driven. These techniques are crucial when presenting a problem and selling a solution in a

compelling way.

4. “Influence: The Psychology of Persuasion” by Robert B. Cialdini

Cialdini’s classic book outlines six key principles of persuasion that can help marketers and entrepreneurs
sell solutions effectively. Understanding concepts like social proof, scarcity, and authority can help in
framing the problem and solution to motivate customer decisions. It’s a foundational read for anyone looking

to influence behavior ethically.

5. “Crossing the Chasm: Marketing and Selling Disruptive Products to Mainstream Customers” by Geoftrey
A. Moore
This book addresses the challenges startups face when moving from early adopters to a mainstream market.

Moore explains how to clearly identify customer problems and position innovative solutions to appeal



beyond niche groups. The strategies focus on crafting a strong value proposition that bridges the gap

between invention and widespread adoption.

6. “Blue Ocean Strategy: How to Create Uncontested Market Space and Make the Competition Irrelevant”
by W. Chan Kim and Renée Mauborgne

Kim and Mauborgne present a strategic approach to creating new demand in untapped market spaces.
Instead of competing in crowded markets, they advocate for discovering unique problems and offering
innovative solutions that open “blue oceans.” The book provides tools for rethinking value propositions and

differentiating your offering.

7. “Contagious: How to Build Word of Mouth in the Digital Age” by Jonah Berger

Berger explores why certain ideas and products become popular through word of mouth. The book outlines
six principles that make content and solutions contagious, helping marketers understand how to frame
problems and solutions in ways that encourage sharing. It’s essential for crafting messages that not only sell

but also spread organically.

8. “Pitch Anything: An Innovative Method for Presenting, Persuading, and Winning the Deal” by Oren
Klaff

Klaff offers a fresh perspective on pitching ideas by combining neuroscience and psychology. The book
teaches how to control the frame of a discussion, present problems compellingly, and sell solutions with
confidence and clarity. It’s a practical guide for entrepreneurs and salespeople aiming to close deals more

effectively.

9. “The Innovator’s Dilemma: When New Technologies Cause Great Firms to Fail” by Clayton M.
Christensen

Christensen examines why successful companies often fail to adopt disruptive innovations. The book
highlights the importance of recognizing emerging problems early and developing solutions that challenge
the status quo. It provides insights into managing innovation and selling breakthrough ideas in changing

markets.
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