
The Remarkable 
Effect
Ton Dobbe - Author The Remarkable Effect



‘Remarkable’
‘Remarkable’

/rɪˈmɑːkəb(ə)l/
adjective

worthy of attention; striking.
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… That's bad

3

Research 
consistently shows 
90% of startups 

fail.
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… Companies that are 
supposed to have 

Product Market Fit…
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What's worse?
 

 75% of Scaleups fail...
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Why?
Why do we so often ignore
the power of ‘Remarkable’



”Execution is important, but what if 
everyone in your market is executing? 

How do you differentiate?”
 

Jonah Lopin, CEO Crayon
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10
They realize 
they can't 

please 
everyone

They offer 
something 

valuable and 
desirable

They strive to 
be different, 

not just 
better

They create 
Value 

possibilities

They create 
fans, not just 
customers

They focus 
on the 

Essence

They create 
momentum

They master 
the art of 
curiosity

They sell the 
idea, not the 

product

They surprise 
and hit the 
right nerve
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Remarkable SaaS businesses Stand out AND Scale up  
across three different stages

V
al
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TRACTION FOUNDATION TRACTION MOMENTUM TRACTION RESILIENCE

Typical

Remarkable

● More TAM
● More people
● More churn 
● More tough conversations
● …

● More focus
● More fans
● More margin
● More velocity
● ….
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Many get stuck in a vicious cycle 
(...of desperately chasing funding)

Underperforming 
marketing metrics

Waste in pipeline

Bringing in the wrong 
customers

Unpopular measures

NRR, Churn, 
Profitability pressure

Roadmap becomes a 
mess
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Everything starts with your foundation

Aim to be different, not just better

Offer something valuable & Desirable

Acknowledge you can't please 
everyone

Today Tomorrow

V
al

ue

TRACTION FOUNDATION TRACTION MOMENTUM TRACTION RESILIENCE



1
‘Remarkable’

#1
 

Acknowledge 
you can’t 

please 
everyone



12

No Service Organization is the same, wants the 
same, or acts the same…

Top-line / Bottom line growth

Operational excellence

Employee / Customer Satisfaction

Segment #1

Segment #2
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No Service Organization is the same, wants the 
same, or acts the same…

Top Down

Process centered

Department focused

Optimize current state

Bottom up

Outcome oriented

Cross departmental 
synergies

Continuous 
improvement

…..

…..

● Short sales cycles
● High win rates
● premium deal values
● Seamless implementation
● Resourcefulness
● Fans & Ambassadors
● High gross margin
● …

● Deals slipping
● Poor win rates
● High discounts
● Project overruns
● Resource shortage
● High Churn risk
● Profit red-flags
● ….

Their solution 
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Imagine you could find a spot where you'd win +80% 
and your competition would qualify out….

Win rate Win rate

IMP ICP
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Demographics/ 
Firmographics W

hat th
ey secretly want

What risk they tolerate

W
hat

 th
ey

 st
an

d fo
r /

 valu
e

W
ha

t d
yn

am
ic

s 
de

fin
e 

th
em

 

Step 1:
Who are you for / not for (anymore)?
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Who’s it for?

Quality Committed Kitchen Professionals Who value….. 

Being Dependable1
Delivering Experiences2

Financial Security3

Source: Internal research
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‘Remarkable’

#2 

Create 
something 
valuable & 
Desirable 
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Step 2: Apply 3 simple questions 
Find the value that makes you irresistible 

What’s broken

Is it
valuable?

Is it 
urgent/
critical?

Can you
exceed

expectations?



2
‘Remarkable’

#3

Be different, 
not just better
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what risk do they tolerate

what they can't do without

Step 3: Take Position: Become a uncomparable

The values they embrace to stand out

The most valuable problem they need solved

What they stand for

What they secretly want / aspire

Table-stakes

Alternative 
1

Alternative 
2

Alternative 
3

Alternative 
4

Alternative 
…

You
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The power unlocks 
when multiple forces join

21
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Remember - You have a choice

Today Tomorrow
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TRACTION FOUNDATION TRACTION MOMENTUM TRACTION RESILIENCE

Remarkable?

Typical?
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Q&A
Download at ValueInspiration.com



ValueInspiration.com


