
SHINY PENNY
RED FLAG
CHECKLIST

THE 'SIMPLIFY TO AMPLIFY' FILTER
A decision-making tool for entrepreneurs and CEOs to stop

distractions before they derail execution.



INTRODUCTION: DEFINING THE SHINY
PENNY SYNDROME
"Shiny Penny Syndrome" is the silent killer of organizational momentum. It occurs when
entrepreneurs and CEOs—natural visionaries who thrive on creation—become bored or
impatient during the grueling middle stages of execution. Instead of sticking to the mission,
they ideate new concepts mid-stream, forcing the team to pivot before the original plan can
yield results.
This behavior is the #1 reason why plans fail to move forward. It disrupts production, tanks
employee morale, and creates a culture where no one ever feels "caught up." To scale effectively,
you must heed the Marni Hale Warning:

Jumping over dollars to pick up pennies.

DISRUPTS
PRODUCTION

Mid-stream pivots force
teams to abandon
revenue-producing
activities already in
progress.

TANKS MORALE

Constant direction
changes create a culture
where no one ever feels
caught up or valued.

STALLS GROWTH

The #1 reason plans fail to
move forward is the CEO's
inability to stay the
course.



PHASE 1: THE EXECUTION DISRUPTION AUDIT

Run every new idea through this audit before mentioning it to your team. Most
"innovations" introduced mid-execution are actually distractions fueled by CEO
boredom.

CURRENT EXECUTION
STATUS

Is the team currently in the
middle of executing an
agreed-upon, well-thought-
out plan?

IMPATIENCE CHECK

Am I introducing this
because of genuine market
shifts, or simply because
things aren't moving "fast
enough" for my liking?

THE "CEO'S BUDDY"
FACTOR

Is this idea based on actual
research, or is it an impulse
based on external influence
(e.g., a peer saying, "You
should try the shiny penny
method, we're making a
ton of money from it")?

RESOURCE OPPORTUNITY COST

Will following this new order require the
team to deprioritize revenue-producing
activities already in progress?

THEORY VS. PROOF

Is this idea a "theory that may or may not
work" rather than a structured, proven plan?

PHASE 2: THE ROI-FIRST DECISION FILTER

To make good decisions fast, you must start from the end and work backward.
If an idea doesn't have a clear, direct line to the finish line, it belongs in the
Parking Lot.

OBJECTIVE ALIGNMENT

Does this idea directly impact the absolute
end goal (e.g., a 10% increase in members)?

THE ROI EQUATION

If I invest [X Resources/Time], what is the
specific, measurable [Y Result]?

STRATEGIC NECESSITY

Is this path required to reach the goal, or is it
a "nice to have"?

CRUCIAL PATH VERIFICATION

If the predicted [Y] does not directly move
your North Star Metric, label it a distraction
and move it to the "Parking Lot"
immediately.



PHASE 3: THE HBUT (HIGHEST AND BEST USE OF TIME)
TEST

The mandate for growth is simple: maximize what works before adding what's new. Use these
checkboxes to verify if the activity qualifies as an HBUT.

REVENUE CHANNEL
MAXIMIZATION

Is this activity part of your top
3 revenue-producing
channels? If these haven't
been fully maximized, you
have no business starting a
new channel.

SOURCE-OF-GROWTH
AUDIT

Have you performed a
referral audit (listing your last
20 clients to see where they
actually came from) to
ensure you are doubling
down on the correct source?

CUSTOMER LOVE
PRIORITY

Does this activity focus on
"loving on existing
customers"? They are your
most valuable marketing
channel and the lowest cost
for acquiring new customers.

THE GARY VAYNERCHUK STANDARD

Are you personally "loving on" your customers
(e.g., spending 30 minutes a day making 10-
minute thank-you calls to customers up for
renewal)?

CALENDAR PURGE

Is this a non-revenue-producing activity? If yes,
knock it off the calendar immediately to free
up time for execution.

PHASE 4: ALIGNMENT & NORTH STAR VERIFICATION

Without a North Star metric, everyone is sailing in different directions. Ensure the idea supports the
ONE action that makes every other success metric easier.

THE ONE ACTION

Does this idea support the
specific customer action that
leads to the ultimate result?
(Example: Instagram's North
Star was getting users to
upload a profile picture,
knowing that personalization
led to long-term adoption.)

DEFINED OWNERSHIP

Is there a single, identified
"Owner" for this project?
Remember: "If there's more
than one person owning a
project, then there's no
ownership."

CEO EXIT

Is the owner someone other
than the CEO?

MICROMANAGEMENT CHECK

Have I stepped away from the "Owner" role to prevent limiting team creativity and motivation?
Project ownership is NOT an HBUT for a CEO.



PIVOT OR PERSIST
FINAL VERDICT

A pivot is a data-driven move, not an emotional one. Use the criteria below to determine if you are
making a strategic shift or just getting distracted.

✅ Valid Reasons to Pivot 🚩 Invalid Reasons to Pivot (Red Flags)

You have executed the same campaign 3
times with no results.

Impatience with the speed of the current plan.

There is a documented, drastic decline in sales
quarter over quarter.

Personal boredom or "creative itch" with the
execution phase.

Market/customer needs have fundamentally
shifted (e.g., a pandemic).

Suggestion from a "CEO's buddy" without
research.

You have sought outside counsel and data
supports the shift.

One campaign didn't perform, and you
haven't optimized it yet.

ACTIONABLE CONCLUSION: THE
PARKING LOT PROTOCOL
If the idea failed even one of the checkboxes above, it is officially a "Shiny Penny." To maintain the
discipline required to Simplify to Amplify, you must take the following actions:

01

PARK IT

Place the idea in a "Parking Lot"
document to be reviewed only
after the current project scope is
complete.

02

PROTECT THE TEAM

Do not mention the idea to the
team mid-execution. Protect
their morale and focus at all
costs.

03

EXECUTE

Return your focus to the
agreed-upon plan.

TAKE ACTION MANTRA

"Don't deviate from a plan midway through execution to start testing. Fail fast, learn fast, and keep
moving forward."
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