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In the past decade there has been an explosion of 
software tools in the Human Resources industry, of-
fering a range of capabilities from recruiting and in-
terviewing tools, to onboarding, to payroll, to benefit 
management, and more. 

According to a 2020 report from Blissfully, the av-
erage company now uses 137 unique Software as 
a Service (SaaS) applications, and overall SaaS 
spend is up 50% from 2018-2020. A different sur-
vey from Statista pegs the unique number of apps 
per company at 80, but both analyses show a 10x 
increase in unique app usage since 2015. 
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Blissfully found that the average small 
company (defined as 1-100 employ-
ees) had 35 employees, 102 unique 
apps, and spent $202K a year ($5.7K 
per employee) on SaaS applications. 

While that may seem like a lot of mon-
ey when you’re starting your own busi-
ness, the truth is that $202k in SaaS 
spend is likely covering what used to 
take dozens and dozens of people to 
accomplish. In a small business, opti-
mizing your systems with SaaS prod-
ucts can save you time from tedious 
back-office tasking, and allow you to 
focus on providing your unique value 
to your customers.

Choosing the right tools
It can be difficult to sort through the 
options and understand which sys-
tems will provide you with the most 
value for the price and stage of your 
business. Below are a few guiding 
questions for when you’re searching.
• Will this software help with com-

munication? Communication is 
key in keeping the hiring process 
moving. Find a software that cen-
tralizes communication for your 
team and external candidates.

• Will this software keep me orga-
nized? Hiring can get out of hand 
quickly between stacks of forms, 
assigning training and generating 
logins for all of your unique sys-
tems. Look for software that can 
be a dedicated warehouse for 
documents and offers digital sig-
natures.

• What is an appropriate cost ben-
efit analysis? Oftentimes, espe-
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cially in small teams, time is your 
most constrained resource. As a 
business owner, it is important not 
only to consider the financial cost 
of the time saved with software 
automation, but the additional val-
ue that can be added with more 
employee capacity and faster 
service. Especially in recruiting, 
speed can often be a major factor 
in success or failure.  

• Will this software grow with my 
business? Your team size will ebb 
and flow as your company grows. 
Make sure the software you select 
does too. Whether it has tiered 
plans or integrations with other 
software, look for modularity to 
prevent switching systems fre-
quently.

The top two HR applications for 
first-time business owners
Based on the mix of features, ease 
of use, and price, JazzHR and Gusto 
are two software solutions we recom-
mend for clients looking to kick start 
their hiring and onboarding process-
es.

JazzHR 
Starting at $39/month (with DBA part-
nership discount). A centralized, us-
er-friendly, applicant tracking system 
that scales with your hiring needs. 
With proven, built-in workflows and 
the ability to post to 20 job boards at 
once, it’s ready to go out-of-the-box 
for your first hire. Once you master the 
basics you can create custom work-
flows, automate emails to candidates 
at each hiring stage and access an-

alytics and reporting. You’re also able 
to assign role-based access to all 
stakeholders involved in the process 
to create a centralized communica-
tion channel for progress and action 
items.

Gusto  
Starting at $39/month + $6/employee
One-stop shop for employee on-
boarding, payroll, time tracking, and 
insurance and benefits management. 
Send offer letters and create a cus-
tom onboarding task list to welcome 
new employees to your team. Run 
payroll and integrate directly with 
your accounting software. Most im-
portantly, Gusto provides compliance 
guidance so Employee I-9s and W-2s 
don’t go unsigned and you stay on top 
of changing tax laws.

Together, JazzHR and Gusto set you 
up for a seamless recruiting and on-
boarding process, as well as a smooth 
payroll and benefits management ex-
perience. As with all tools, they work 
best when backed by routine and be-
havior. Using the built-in features is 
a great start, but talk with your team 
when starting out to incorporate your 
unique requirements and the software 
will work for you, not against you.

To learn about other types of back of-
fice software, please don't hesitate to 
reach out.
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One of the lessons that the last few 
years has taught us is that small busi-
nesses must be active online. Even a 
few years ago it was okay to not have 
much of a web presence, but that’s 
not the case anymore. 

Social media does seem to be the 
preferred method for most small busi-
nesses, but there is a lot more to do 
than just creating a Facebook page. It 
can be easy to become complacent 
and post sporadically. It is very import-
ant to get these pages established, 
but the bulk of the work comes after, 
creating your content. Many business 
owners and employees fall into the 
trap of being diligent with posting for 
the first few weeks, and then falling 
off.

Below are five tips to ensure contin-
uous content creation to keep your 
page engaging and helpful to your 
audience:

Make a Content Calendar
Planning out your posts for weeks, 
months, and even the entire year can 
seem like a tedious and daunting task 
at first. But in reality, it just takes some 
strategic planning and brainstorm-
ing. Does your business always host 
specials during a certain season? Or 
when do you anticipate your events 
taking place? Make yourself a sched-
ule to plan out when these posts are 
going to happen, so that you can see 
the times that your business does not 
have anything timely to post. This is 
when you can brainstorm other types 

will likely always capture new people 
when you repost it. Repeating content 
is a great way to build your content 
calendar to be more robust.

Use scheduling features
Facebook is very popular for small 
businesses and organizations, and 
it has a scheduling feature for your 
posts. You can schedule out up to 6 
months’ worth of posts, and designate 
the date and time of day they become 
live on your page. There are also sev-
eral scheduling apps available that 
can schedule content, and post it to 
several social media platforms at one 
time. These do cost money, whereas 
Facebook scheduling is free. But if 
you are running your organization’s 
social media by yourself, this may be 
a justifiable business expense.

Designate small amounts of time 
to focus on content every week  
Starting by setting aside an hour or 
so per week to focus on your con-
tent calendar is great way to improve 
your social media without being over-
whelmed. If you can dedicate more 
hours as time goes on, that is great. 
But small, repeated chunks of time 
over an extended period are already 
a great way to build out your content 
calendar for repeated success.

If you or your organization has any 
questions regarding your social me-
dia, please do not hesitate to reach 
out to us.

of content. It always helps to be pro-
active instead of reactive! 

How can you help your audience? 
This can seem like a trick question at 
first. You may likely answer by saying 
your services, of course, help your au-
dience. But studies show that your on-
line audience is less likely to engage 
in your posts, if they are only promo-
tions of your services. Mixing in posts 
on useful tips and tricks regarding 
your industry is a great way to build 
trust with customers. One example of 
this would be a cocktail bar showing 
a quick recipe for a classic Moscow 
mule. A hairdresser could share a tu-
torial on how to take care of your hair 
color between appointments. Donnel-
ly-Boland offers monthly webinars on 
different back office services for our 
community and clients. At first, this 
may seem like giving away free ser-
vices, but it could actually win you 
over a client’s trust. Showcasing your 
organization’s knowledge is a great 
way to highlight your reputation, and 
entice customers to reach out.

Utilize repeatable content
Repeatable content applies to a post, 
article, tutorial, or anything generated 
by your business that’s information is 
timeless. Did one of your employees 
write a great article on tax season 
that got several shares? Or, have you 
found success with a particular post 
that highlights your services? Our 
posts can easily be buried on time-
lines for these platforms, which is why 
repeating content is a great idea. You 

Tackling SocialTackling Social
Media for your Media for your 
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Over the past several years, many 
people have become more aware of 
the implicit biases that exist in our 
culture. Implicit bias, or hidden bias, 
occurs when individuals make judg-
ments about people based on certain 
characteristics without even realizing 
they’re doing it. People may have im-
plicit bias about race, gender, age, re-
ligion, marital or parental status, and
many other areas. 

Unfortunately, these characteristics 
can affect all stages of the recruit-
ing process– whether the application 
gets reviewed, if the applicant gets 
an interview, and ultimately who gets 
hired for a position. Recruiters and hir-
ing managers may not even be aware 
of the impact that their implicit biases 
cause. So what can you do to mitigate 
the impact of implicit bias in your re-
cruiting process?

First, ask yourself or your hiring man-
agers some important thought-pro-
voking questions:

ests that are listed. These items could
give you an indication of an applicant’s 
socio-economic status, age, parental
status, race, or religion. 

Keep in mind that you may eventually 
want to know what college an appli-
cant attended or what volunteer work 
an applicant participated in, but some 
of this type of information may change 
your view of a person. For example, if 
you see the person volunteers with 
youth sports,you may assume that the 
person has children and has particu-
lar constrains on time.

Blind hiring may seem like an unnec-
essary or overwhelming process
to implement, but imagine the talent
you may find when you remove implic-
it bias and you are truly looking at a 
candidate’s qualifications. If you have 
any questions about blind hiring
or any other part of the recruiting pro-
cess, please feel free to reach out to
the HR department.

Blind Hiring Blind Hiring 
and Implicitand Implicit
BiasBias

• Do you typically hire the same 
type of people?

• Do you disqualify résumés based 
on the name and what it may im-
ply?

• What do you mean when you say 
that someone is “just not the right 
fit”?

After taking an inventory on your an-
swers to the questions above, you
may want to start implementing blind
hiring. Blind hiring ensures that you
are focused on the qualifications and
the skills that a candidate has rather
than focusing on their demographic
characteristics.

A great first step would be to create a
system so that you can remove or hide
an applicant’s name from their résumé
while reviewing their qualifications.
Other demographic information that
you could remove to reduce implicit
bias would be the home address,
graduation dates, college name, vol-
unteerwork, or any hobbies or inter-



www.donnelly-boland.com | Page 5

A checking account at one bank is 
the same as a checking account at 
another bank, right? Well, maybe not. 
In fact, according to the J.D. Power 
2021 U.S. Retail Banking Satisfaction 
Study, now 41% of people do all their 
banking online. This is a pretty big 
shift from traditional banking.

After reviewing the financial strength 
of a bank, here are several other 
things to consider as you decide 
what's really most important to you in 
selecting a bank.

Online Bank or Nearby Location
While having a nearby brick and 
mortar location is important to many 
banking consumers, you might find 
better interest rates with an online-on-
ly bank because they don’t spend 
lots of money to maintain physical 
branches. As people switch to taking 
care of all their basic banking transac-
tions online, one of the reasons to visit 
your local bank branch is to talk with 
a banker. If you believe you’d benefit 
from such discussion, make sure the 
online bank you’re considering will fa-
cilitate that for you.

Understand key bank fees
In addition to charging loan fees when 
they lend out money, banks bring in 
much of their revenue by charging 
fees on your deposit accounts. You’ll 
have a much more positive experi-
ence by ensuring your bank's fees 
don’t outweigh the benefits of the 
account you’re considering. Here are 
three key fees to understand:

Monthly maintenance fees 
This is a monthly fee a bank charges 
on an account. Banks will waive these 
fees if your account is above a cer-
tain balance. Others waive the fees 
if you behave in a way they want you 
to behave. For instance, if you use 
a debit card versus writing a paper 
check. Others want you to make di-
rect deposits. Still others want you to 
use their bill pay service. Understand 
this fee class and determine if you can 
abide by the terms your bank sets for 
them.
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Overdraft fees 
These fees are charged to a checking 
account if you attempt to buy some-
thing but don’t have enough money 
in your account. There are a variety of 
ways to avoid overdraft fees, such as 
signing up for a protection program or 
linking your savings account to auto-
matically pay the rest of the bill. Take 
the time to understand your bank's 
options to avoid overdrafts and the 
cost associated with them.

ATM fees 
Some ATMs require you to pay money 
to use their machines, especially if the 
ATM you’re using isn’t in your bank’s 
network. Don’t overlook the opportu-
nity to save money by ensuring that 
the bank you’re considering supplies 
ATMs in your area so you won’t have 
to pay a fee every time you need to 
use an ATM.

Other banking tools
Banks often provide tools to help you 
budget your daily and monthly ex-
penses. Many offer free credit scores 
and credit monitoring. Others offer 
automatic transfers into a savings ac-
count. Still others offer the ability to 
open multiple savings accounts and 
label each account for different pur-
poses.

Keep these tips in mind the next time 
you need to choose a new bank. With 
many different banks to choose from, 
a little research can ensure the bank 
you choose fits your financial needs 
and priorities.

Get the BestGet the Best
Bank for Your Bank for Your 
Buck  Buck  
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In late 2020, the IRS announced that 
it will increase tax audits of small busi-
nesses by 50 percent in 2021. Here 
are several mistakes to avoid if you do 
get audited:

Missing income
A long history of investigating has led 
IRS auditors to focus on under-report-
ed income. If you’re a business that 
handles cash, expect greater scrutiny 
from the IRS. The same is true if you 
generate miscellaneous income that’s 
reported to the IRS on 1099 forms. Be 
proactive by tracking and document-
ing all income from whatever source. 
Invoices, sales receipts, profit and 
loss statements, bank records—all 
can be used to substantiate income 
amounts.

Higher than normal losses 
Some small businesses struggle in 
the early years before becoming prof-
itable. If your company’s bottom line 
never improves, the IRS may view 
your enterprise as a hobby and sub-
sequently disallow certain deduc-

tions. As a general rule, you must 
earn a profit in three of the past five 
years to be considered a legitimate 
business.

Deductions lacking substantia-
tion
Do you really use your home office 
exclusively for business? Does your 
company earn only $50,000 a year 
but claim charitable donations of 
$10,000? Do you write off auto ex-
penses for your only car? The key to 
satisfying auditors is having clear and 
unequivocal documentation. They 
want source documents such as 
mileage logs that match the amount 
claimed on your tax return and clear-
ly show a business purpose. If you 
can’t locate a specific record, look for 
alternative ways to support your tax 
return filings. In some cases, a ven-
dor or landlord might have copies of 
pertinent records.

No expense reports 
If you use your credit card for busi-
ness, create an expense report with 

account numbers and attach it to each 
statement. Then attach copies of the 
bills that support the charges. This is 
an easy place to blend in personal ex-
penses with business expenses and 
auditors know it.

No separate books, bank accounts 
or statements 
Never run personal expenses through 
business accounts and vise versa. 
Have separate bank accounts and 
credit cards. A sure sign of asking for 
trouble is not keeping the business 
separate from personal accounts and 
activities.

Cooperation
Auditors have a job to do, and it’s in 
your best interest to make their task 
as painless as possible. Try to main-
tain an attitude of professional courte-
sy. If you’re called to their office, show 
up on time and dress professionally. If 
they come to your place of business, 
instruct staff to answer questions hon-
estly and completely.

Small BusinessSmall Business
IRS Audit IRS Audit 
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