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Many businesses would ultimately like to grow fast and to achieve many sales in the shortest time possible and many wonder how accelerated growth and many sales would augur negatively to a company. Recent research however reveals that accelerated growth and too much sales can be detrimental for a business and this study aims to find out how. The study will also analyze the importance of managing growth as the business expands.
One of the reasons why accelerated growth and many sales may be detrimental to a business may emanate out of the notion that the growth in sales overcomes everything in the company. Many businesses make the mistake of assuming that after an increase in sales, everything else will take care of itself but research has affirmed that an increase in sales does not necessarily translate to an increase in profits as asserted by Martin (2016). It is therefore important to look into the financial data beyond the line of revenue or sales and further make decisions across a wide metric.
The reason why accelerated growth and many sales may be detrimental to a business may result from hiring wrong people. When a company is growing really fast, a company may focus more on the sales and therefore negating other important areas of human resource such as the hiring process (Sharp, 2010). The company may therefore choose the wrong people and the growth may therefore experienced unprecedented decline as a result.
The other reason is that there may be a misunderstanding of the financial state of the company. When a company is growing really fast, it becomes difficult for a company to assess the finances since it may have limited time to assess their numbers. Small sales can easily be tracked but there is a high risk of making errors when tracking many sales. It is therefore important to manage the growth of a company by constantly consulting the accountants since they will be able to assess the strengths and the weaknesses of the business and thereby enabling the company to manage the business in a more effective way (Schwenker & Bötzel, 2007).   
Too much sales and accelerated growth may also make a company to lose touch with the customers. The company will spend a large amount of their time thinking about the sales and the growth, which may lead to a loss of focus in their customer service. Despite acquiring new customers on a daily business, existing customers may become dissatisfied which may lead to a customer retention problem. An example of a company that affirms why accelerated growth and too much sales may augur negatively to the company is Crumbs Bake Shop, which was launched in 2003. In 2010, the company was ranked as one of the top 500 fastest growing companies and at the time of their acquisition in 2011, the company had a share price of $13. By 2014 however, their share prices had fallen to $0.15 (Martin, 2016). The reason for this was triggered by the fact that the company did not focus on the consumer trends and customer services and thereby failing to discover that their single trending product of cupcakes was declining in demand.
In conclusion, the study affirms that accelerated growth and too much sales may be detrimental for a company. Some of the reasons cited include assuming that the sales overcome everything else in the company, hiring wrong people and a misunderstanding of the financial state of the company. It is therefore imperative to manage the sales and growth in order to avert an unprecedented decline in the near future.
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