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or visit owlbookkeepingandcfo.com

In last month’s email, we waxed 
poetic about the ripple effects 
of the decisions you make as a 
business leader. Decisions that, 
at the time, feel as simple as signing 
your name can trickle and morph 
and invade your business in ways 
you hadn’t even thought to consider.
That all sounds very sinister, 
doesn’t it? It’s not our mission 
to scare you. We’re not scary people. 
(Though we do have that borderline obsession with Halloween…)
We’re just very practical and want you to consider your business from 
different angles. In fact, we have one more angle for you this month:
Instead of simply being aware of potential ripple effects of the 
decisions you DO make, what about the decisions you DON’T make?
We know — you’re probably thinking, “What the kittens, Owl?! It’s hard 
enough to gauge potential effects of the decisions I make. How am I 
supposed to anticipate effects of stuff I don’t even do?!”

Sometimes you need the input and fresh perspective of an outside 
expert to help steer you in the right direction (or at least to light a 
fire under you and make you select a horse before things get ugly). 

We happen to know a 
few of those experts. 

Let us know if we can help.

Let’s break it down for you.

Are you going to search for a larger or smaller 

office space, or let your current lease auto-renew 

even though the rent keeps going up?

Are you going to try to get your act together in time to present at that trade show?

Are you going to face the fact that you 
really do need a professional web designer, 
copywriter, bookkeeper, or receptionist 
instead of letting your cousin do it?

Are you going to try to focus on a smaller 

(but higher income) market segment or 

keep trying to be everything to everyone?

Perhaps none of these examples resonate with you, but maybe we sparked 
that nagging decision at the back of your brain to nag a little louder.

There are a few different ways to approach a decision:

We probably don’t have to tell you that the first option is the best one, but it’s 
not always easy. That is, it’s not always easy at first. Deciding and taking action 
is scary, because doing so requires abandoning all alternatives. It’s risky. 
But do you know what’s riskier and, thus, ultimately a whole lot harder? 
The other two methods. Here’s why:

Make 
the 

decision

Don’t make the decision, 
thereby letting the decision 

make itself by default

Delay making the decision by 
attempting to go down parallel paths 

for as long as possible until you’re 
forced to make a last-minute decision
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If you let your lease auto-renew or keep relying on the mediocre-but-familiar 
staff member you’ve had since day one, you’re playing right into the 
definition of insanity (doing the same thing but expecting different results). 

To be fair, things might change if you stick with the default decision, but 
that change will probably be in the form of a gradual yet painful 
degradation of your business’s functionality and/or potential. Sometimes 
this is quantifiable, such as in the case where a lease keeps getting more 
expensive. Sometimes it’s subtler. Sometimes it’s a ripple effect.

That mediocre-but-familiar staff member whom 
you’ve allowed to function as your receptionist/office 
manager/assistant since you opened your 
doors? It seems like a pretty sweet deal. She’s 
inexpensive, and the thought of searching 
for, hiring, and training someone new makes 
you a little nauseated.
She knows the business, but she’s not 
actually very detail oriented. Receipts get lost. 
Appointments aren’t written down. It’s usually 
no big deal, and all major crises have been caught 
and averted thus far. But your clients have noticed 
that they don’t always get called back when 
they’ve been told that they will. Vendors 
sometimes have to ask twice for confirmation of 
a shipment receipt. It’s small stuff, but it’s 
significant. And you don’t even know about it, 
because a crisis was never big enough to bring you into the loop. And 
when those clients and vendors are asked to choose between working with 
you and working with someone else, they choose the other guy — and 
you’re left scratching your head.
This is a ripple effect, based on a decision you didn’t make. 

That   decision?  Keep your mediocre staff-member or hire a professional. 

The   ripple   effect: Lost business.
You may not have anything close to this specific situation on your plate, 
but the “should we hire a professional or should we try to handle it 
ourselves” debate is ubiquitous at growing companies.
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Ever tried to ride two horses at the same time? 
It doesn’t work unless you’re a circus performer, 
and even then, you’re bound to split some 
seams and pull a hamstring eventually.

Often, when we don’t want to make a 
decision, we try to put off the decision by 
leaving all options available simultaneously. 
Going down parallel paths may seem like a 
way to protect your interests and leave you 
with flexibility, but it usually results in wasted 
resources, hasty decision-making at the 
eleventh hour, and a whole mess of regret.
Let’s go back to that example of deciding 
between: 

You have an inkling that you could be a high-end player in your industry. 
Maybe not the Rolls Royce of the field, but at least a BMW. So far, you’re a 
Ford. That’s great. Lots of people drive Fords, and there’s a huge market for it.
But as you start to toy with the idea of becoming a BMW, you also start to 
explore price increases, refined product or service lines, and more 
exclusivity. You aren’t really sure if it’s going to pan out, so you do so while 
maintaining your base clientele. After all, it’d be dumb to alienate your core 
audience when you aren’t really sure what you want to do yet, right?
Except that you’re now trying to become a BMW when your current client 
base is accustomed to paying for — and getting — a Ford. Since you 
haven’t fully made a decision and committed to the transition, the BMW 
customers don’t take you seriously, and your Ford clients are super 
annoyed. “Aren’t we good enough for you anymore? And don’t you dare 
think about raising your prices on us!”
Yeesh. Talk about a mess — and lost opportunity.
This might be an extreme example, but chances are that you’re delaying 
more than a few smaller decisions at your business, and maybe a big one. 
We’re all susceptible to this. But it’s critical to assess what’s happening as a 
result of your failure to commit and act.
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a) shifting your target 
market to a niche, 
high-income segment

b) trying to 
keep appealing 
to the masses.

VS = ?!


