The

Mathematician’s
Paradox

After we learn to solve complex
equations, we forget how to explain
the simple ones to our children in
their own language.

The curse of expertise is assuming that logic,
which is so clear to us, is compelling to others.
But logic rarely changes behavior.
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How do you sell a life-saving innovation to people

who don’t believe they have a problem?

In 2011, global water technology leader ITT Watermark faced this exact challenge. They had the technology to
provide clean water, but encountered a massive human barrier: adoption.

Case Study Intro: The Challenge: “Educating About the Importance and Acceptance of Purifying Drinking Water"

« Patients with water-related diseases fill half the hospital beds in the poorest countries.
« Dirty water and poor sanitation kill 5,000 children a day.
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The Problem Was Not Technology. It Was Human Nature.

The Official Brief

ITT Watermark sought suggestions to educate illiterate populations on purifying drinking water, focusing
on materials children could bring home.

The Core Obstacles
/
Motivation: Convincing Behavior: Teaching the Accessibility: Reaching Engagement: Involving
people with limited importance of not using illiterate populations with boys, who were often
resources to invest time dirty containers. varying cultural norms. less receptive to the
and money. concept.

&1 NotebookLM



A Global Call to Action for a $5,000 Prize

The challenge, posted on the open innovation platform InnoCentive,

attracted significant global interest, demonstrating the perceived
complexity of the problem.

664 93 ©

Registered Interest Submitted Solutions Winning Solution

The Question: With 92 other ideas on the table, what does it take for a solution to truly
address the root cause?
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The Conventional Approach: Previous strategies relied on The Fundamental Flaw: You cannot explain the feeling of

“telling the story” through brochures, tutors, and printed health. You cannot describe the taste of clean water.
materials. This was an attempt to educate the rational People who have only ever known one reality have no
mind. frame of reference for a better one.

Core Insight: The problem wasn’t a lack of information. It was a lack of contrast.




The Proposed Solution: Create the Need & Experience the Story

The Premise: Stop trying to explain the value. Let people live the value first. The best educational
strategy simplifies the problem to a fundamental economic principle: first, create the need.

Baseline = The original “normal” is now
E erceived as a negative state.
(Impure Water) Nk J
R
Intervention New Perspective

(Experience Pure Water)

The Central Axiom: Need is created through contrast. If you drink impure water your whole life, that is

simply “water.” Only after experiencing pure water does the impure water become a problem to be solved.

&1 NotebookLM



Step 1: Reallocate the
Budget from Marketing to
‘Experiential Logistics’

1. **Eliminate the Marketing Budget**: Scrap
spending on print materials, tutors, and lectures.

2. **Establish a Pilot**: Install a single water
purification system in a key community location
(e.g., a school or central family).

3. **Initiate Free Distribution**.

3. **Initiate Free Distribution**: For a strategic
period (1-6 months), use the saved budget to
bottle and distribute purified water for free, daily,
to every target family.

The Goal: Shift the body’s baseline. Make the
superior experience the new normal, without a
single word of explanation.

Original Budget

MR

Marketing

gy

H E

Experiential
Logistics
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Step 2: Activate
Unconventional Channels
and Let Biology Do the Work

The Biological Turn: During the trial period, the
community’s health measurably improves. They feel
the difference in energy, digestion, and taste. The
need is no longer intellectual; it's visceral.

Agents of Change: Engage the boys—often ignored
by health campaigns—as the distributors. Gamify the
delivery process with small competitions, turning a
chore into a mission with social status.

The Viral Effect: When the free supply stops, the
need has been engineered. People don't just want the
technology; they want to reclaim the state of well-
being they have just lost. One transformed reality
attracts others.
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An Idea Ahead of Its Time

-

The Outcome: THe ‘Create the Need & Experience the Story’ proposal was not selected as the winning
solution in the 2011 ITT Watermark Challenge.

The Implication: Often, large organizations seek solutions that fit within existing operational frameworks.

They look for a better ‘education campaign, not a fundamental shift from education to experience. A truly
disruptive idea can be perceived as too complex, too risky, or simply too different.



The Rejection Was a Catalyst: From a Single Idea to the
“Need Engineering” Framework

The value of the idea was not in winning the prize, but in the codification of a powerful, universal strategy for
driving adoption of any innovation.

=

Deliver the Experience

Provide the value of your
solution first, unconditionally, for
a strategic duration. Let users
live in the "after” state.

Create the Contrast
> Withdraw the '
experience. The
Let the Need Emerge ;2 return to the "before” state creates a
The user, now fully aware of what —> vacuum-—a pain point that is now
they are missing, will actively seek felt viscerally, not just understood

out the solution. The sale is intellectually.
replaced by a pull-based demand.
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Beyond Logistics: Building a
Sustainable Social Enterprise

The solution was designed as a complete system, not just a

temporary intervention.

@
(P\Y

Micro-Finance & Sustainability

Integration with the Yunus Model: After the trial phase,
the system becomes sustainable through micro-
finance. Those who have experienced the benefit are
now motivated to invest through small, manageable
payments, following the principles of Nobel laureate
Muhammad Yunus's social business models.

LY

g 8
Social Proof & Status

Creating a 'Mission Story': The change is reinforced
socially. 'Facebook honor boards' (local displays) and
community events celebrate active families and
distributors, transforming the act of using clean water
from a medical necessity into a mark of social status
and progress.

"
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The Lesson for 2025: oom 2 o A
Your Customer is W Coode &
Immune to Theory ¢ z00m

The Modern Parallel: Today's customers are like the

villagers. They are inundated with e 9
L] '-'r - - { .b.
“education”"—whitepapers, webinars, and case f

studies all telling them why they have a problem and
why a new SaasS tool or technology is the solution.

The Noise: This constant stream of “telling” has
created total immunity to theoretical benefits. Your
logical arguments, no matter how sound, are failing
to change entrenched behaviors and workflows.

The Question: Are you still trying to sell them the
brochure, or are you ready to give them the water?
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Applying Need Engineering
to Your Innovation

Stop Aggressive
“Education.”

No one wants to be told they've

been living or working incorrectly.
Frame your solution as an experience
to be tried, not a lesson to be
learned.

L ——
MONTHS

Offer a Real
“Bottle of Water.”

A 3-day free trial is not enough to
change a habit. A strategic
intervention (1-3 months) that
creates genuine dependency on
quality and efficiency is the modern
equivalent of the water bottle.

V"
V"
b,

Engineer the
Contrast.

Don't sell the solution at the
beginning. Let them live the solution
until reverting to their old process
becomes painful. The need for your
product will then come from them,
not from you.
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On the Value of ‘Rejected’ Ideas

A Final Thought: The fact that an idea is rejected
by the present does not mean it is wrong.

Sometimes, it means the future has arrived sooner in the
mind of its creator. Or, that the idea was perfect for a
different player in a different stage of development.

In an era immune to advertising, the principles of Need
Engineering have become the gold standard for any
innovation seeking to truly change the world. Y Al



“You cannot sell pure water to someone
who doesn’t know they are thirsty.”

But if you quench a thirst they never knew they

had, they will never drink from the puddle again.

True marketing is not about telling a story.
[t is about enabling the customer to live the story.

~

N {

Eh NotebooklLM



