
No Problem, No Glory 
 

“Don’t give me problems; give me solutions.” 
 
We hear this repeatedly in conference rooms and meetings where there’s much tension when 
things don’t go according to the plan, especially in the agency, in-house or marketing world, where 
brands require fast and effective responses to unexpected problems. 
 
When stakes are high, pressure can make us lose sight of our primary role: to help brands solve 
marketing problems effectively and disruptively. Understandably, stressful situations may come at 
any time; the problem is that they make us think solely about meeting deadlines, deliverables, 
media plans and budgets, which usually draw us directly to execution and formats. That instinct is 
followed by phrases like —let’s do a website, let’s do some TV or —my favourite—what about 
something viral?  
 
Instead of investing so much energy, time and money in executions that will not be relevant to our 
audiences, it’s essential to focus on the problem first. 
 
The more positive approach we should have for our clients in this business is to help them identify 
what’s causing their brand headaches and understand why things that should be working aren’t. 
When we dig deeper, and beyond the obvious in spreadsheets, pie charts and bar graphs, we see 
where our clients can find value. That’s how we show we’re professionals in marketing and 
advertising. It’s how we show that we know and care about their business. When agencies can 
take a deeper look and see a problem that the client never identified before, that’s the beginning 
of the solution.  
 
Does your client think they need to go viral? Do they need to be on TikTok, do they need to be on 
TV? Or are these tactics that benefit your agency ad buy revenue? When you assess your client's 
problems, you can show real value by taking a deep look at their brand and find problems they 
haven't identified, problems deeper than whether or not they should be following the latest dance 
trend, or what hashtag to add to their post. The solution should serve the brand,  not a trend. 
 
Here are some reasons to start seeing the benefits that come with a problem. After all, we’re lost 
without them. In our industry, problems end up being very the foundation of a big idea. 
 
Beware of tunnel vision 
If it wasn’t for a beautiful problem, iconic campaigns like GOT MILK?, #LikeAGirl or “Beauty 
Sketches” would have never existed.  
 
They happened because problems and adversity are essential to evolve —they are actionable 
situations that lead to change and transformation. In this industry, this tension becomes our way 



of living and it’s important to embrace the fact that an interesting problem sparks creativity —it 
expands the horizon, and guides the process to identify what needs to be accomplished. 
 
The definition of a strong and interesting problem is the beginning of a powerful message.  
In 2014, Always, the feminine brand products of the behemoth P&G had an issue. This was a 
category that was focused on tests, quality and demos in a moment when women needed to hear 
something other than numbers about absorption and performance. Product quality was no longer 
a valuable argument for their customers. Always’ brand standing point was based on the 
confidence of their product, but this statement needed to go further.  
 
P&G and Leo Burnett discovered that girls lose self-confidence two times more than boys during 
puberty and it’s during this stage of life when they engage with a feminine product's brand. Young 
women felt pressured to follow gender stereotypes that boys didn’t have to. They had to follow 
certain parameters and rules about beauty, behaviours and roles while boys had others related to 
strength, confidence and manhood. 
 
Here is where #LikeAGirl is born – and the rest is history. One small problem –about product 
positioning – led to question the status quo of the society. Always’ recognized that weakness and 
fragility were connected to “doing things like a girl.” Then, they replaced those ideas for power, 
strength and positive self-identity. This new meaning gave young girls the opportunity to feel 
different about being empowered and talented. One brand redefined a narrative that was 
considered normal until Always connected a feminine product’s brand that used to be focused on 
performance and features to evolve and solve a problem that was beyond sales and numbers — a 
problem of self-esteem and insecurity. 
 
Problems have many layers, but if we only stick to stay on the surface of it, it’d be harder to 
discover the facts that will make a brand relevant. In this case, a problem that the whole category 
was experiencing led to identifying an emotion that need to be unveiled 
 
 
Work the problem, not the data 
Problems equal work. They require a lot of time and effort. Our job is to often reframe the client  
issue and data into a human issue. People don’t care that your sales dropped 20% in the last 
quarter, and they don’t want to know either. 
 
 When the human motivation behind that 20% drop is found, we can impact that consumer by 
identifying what’s preventing them from achieving the action we want them to do. We can’t forget 
that this is a communications business, which means we need to find the message that will 
resonate with them. Data might help us find the message, but it’s not what the consumer needs to 
hear. Behind those complex numbers, there’s a reality connected to behaviours, trends or habits. 
Data is useless unless we unveil a human pattern that’s making those numbers happen.  
 



During the Australian Open early this year, data taught us a lesson. Rafael Nadal was playing the 
final against Danil Medvedev. Nadal was getting smashed by the Russian in the first two sets. A 
data predictor model gave Nadal only a 4% chance of winning the trophy. Things seemed to be 
done for Rafa, there was no hope, and it was almost impossible to see a comeback from the 
Spanish player. Luckily for Nadal’s fans, feelings, emotions, and resilience are things that data or 
artificial intelligence software can’t predict. Rafael Nadal ended up winning the game, the Australia 
Open in one of the most exciting games of tennis history. This time Rafa proved that AI is not as 
intelligent as we thought. 
 
When we receive hard data from a client or a report is no different, part of our role is identifying 
the problem from a human point of view because they will give us the real direction of what we 
need to solve in an unexpected way. This is our chance for our comeback, just like Rafa did. 
 
Problems are real 
Problems are honest, truthful, and maybe hurtful. It’s like visiting your doctor. You need to tell 
them your symptoms so they can frame the problem, run tests and find a solution. You expect to 
know the truth about what’s happening in your body so you can treat it. If they hide this 
information, your illness might worsen. Honesty must prevail even if it hurts because in the end 
will be more painful if you just hear what you want to hear. 
 
Commonly, our industry does the same, leaving aside the reality of the problems they’re dealing 
with. There’s always room for improvement. The real problems we need to address emerge 
through uncomfortable but sincere conversations, even in ways that had never been considered 
before. Maybe the issue has other angles that show more perspectives than before, or maybe the 
brand might accept for the first time that it has a problem after years of denial.  
 
Suppose the problem is avoided because it’s too uncomfortable or conflicting. In that case, an 
opportunity for growth will be missed for fearing something essential in our human condition to 
evolve and transcend. Problems created start-ups, businesses, brands, technology and the world 
we live in. Magazines such as Advertising Age or Fortune were launched during The Great 
Depression. It was through difficulties and tension that alternatives emerge.  Embrace the problem 
every time, and be honest like them. Consider them as opportunities and the first step towards 
innovation. Demand the problem because, without it, your work will not be measured. How do 
you know you achieved something if you didn’t know what you solved in the first place? It’s up to 
us to ask great questions when a client doesn’t reveal enough. Let’s be more problematic because 
we have no idea where a problem might take us next.  
 
 
Let’s give problems the place they deserve. No case study started without an issue. No project 
should start without knowing what we’re solving. If we’re delivering value to our clients, it’s not 
because we create vibrant and dynamic designs, impactful 30 seconds commercials or viral digital 
campaigns. We help them solve problems so they can have a better brand reputation, more sales, 



longer visits and deeper engagement. Because behind all those tactics and executions, there was 
an issue that we needed to solve first.  
 
Like Albert Einstein said — “If I had an hour to solve a problem, I'd spend 55 minutes thinking 
about the problem and five minutes thinking about solutions.” 
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