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INTRODUCTION


A few years back, I was the CEO of a midsized technology company. Like most tech companies, we were very switched on, digitally speaking. But I knew there were new technologies emerging—most notably the cloud and “as a service” technologies—that could help us run our business better. Naturally, I wanted to learn more about them. So I began reading.


I read article after article about these and other new technologies—mainly big data, artificial intelligence, and the Internet of Things. Each one seemed to have the same story arc: company adopts new technologies; company overhauls its business practices to capitalize on them; company sees gains in efficiency and profitability; company challenges conventions in its industry and perhaps even disrupts it completely. There was even a name for this arc: digital transformation.


The more I learned about digital transformation, the more convinced I became that my company needed to undergo one—and sooner rather than later. The way I saw it, if we didn’t quickly learn about which technologies to adopt, where, and how, we’d be reacting to change, not leading it. I also knew that digital transformation was no longer the preserve of large multinational companies capable of mobilizing armies of experienced teams; in recent years, it had become a priority for midsized businesses, too—a trend that only accelerated during the COVID-19 pandemic.


These days, it’s hard to imagine an organization of any type—whether it’s service oriented, a manufacturing company, or a government agency—that is not buttressed by technology. Yet, in my experience, few board members or even senior leaders earned their stripes in technology- or software-orientated worlds and often feel like they’re catching up on the rapidly moving digital landscape. No wonder then that they feel like digital aliens! The very people whose role is to question key company decisions are generally less inquisitive about technology-related topics.


Several years ago, companies encouraged board members and top executives to gain a foundational knowledge of finance. Even today there are books and courses to help businesspeople become financially literate. While financial skills are still important, these days, they’re not enough. The environment has changed. Executives and board members must now have a solid grasp of how their business can harness technology to optimize opportunities and minimize risk. They must also recognize that unlike finance, technology is fluid. It’s agile, always changing. And business models must change along with it—the speed of change can be more measured in dog years, not decades.




Few board members or even senior leaders earned their stripes in technology- or software-orientated worlds and often feel like they’re catching up on the rapidly moving digital landscape.





Board members have a fiduciary responsibility to help a company develop its strategy, make sound decisions, and minimize risk. How can they do this without foundational knowledge about technology? As CEO, I’ve worked with some very smart board members—people who don’t hesitate to constructively challenge company decisions. But I’ve noticed they often go quiet when those decisions are focused on technology. Even when adoption of a new technology could affect the success of the company’s strategy, some board members just don’t know what questions to ask.


I’m not saying board members need to know every minute detail about each emerging technology. But I am saying they need to know enough about these technologies to have informed discussions and to ask the right questions.


That’s why I wrote this book: so that board members, senior leaders, and anyone else who is tasked with making—or challenging—extremely consequential business decisions that relate to technology in general, and digital transformation in particular, have the information they need to do so.


This book breaks down the key concepts that underpin various emerging technologies and defines confusing tech terminology with non–tech types in mind. It also relays digital transformation examples and some of my own real-life experiences to provide some context. And at the end of each chapter, it provides a series of questions that board members can ask as they do their due diligence for tech-related decisions. My hope is that this book removes the veil of mystery that surrounds so much of tech.


The title Thoughts from the Big Chair reflects inputs I’ve incorporated from senior executives and board members about their thoughts of how to navigate major technological changes in response to market needs. These and other interviews can be found on my podcast by the same name.


The book is structured into five sections, which I use as a framework for tackling digital transformation – the EMAAP framework




	EVALUATE: Assess the drivers of your digital-transformation exercise, where you’ll start, and why. Develop a strategy that puts parameters about the areas you’ll focus on, the timeframe you’ll commit to, and the resources/skills needed to increase your chances of success.


	MIGRATE: Plan how to move your existing processes to operate in the cloud environment and whether the “as a service” model can improve how you both use vendor software and deploy your own products to increase scalability, efficiency, and profitability.


	ACCELERATE: Once the key parts of your operations have moved to a cloud environment, there are ways to accelerate these benefits. Converging data with machine learning techniques will help unearth insights that can dramatically improve how you go to market. The data, software, and hardware from the Internet of Things (IoT) can have major benefits—for example, dramatically improving reliability of operations through predictive maintenance.


	ADAPT: Every business will need to consciously adapt their leadership style to ensure technology is at the heart of their operations. This spans from how organizations are led at the top (including at the board level) to the fundamental change to culture within a business. As we’ll cover, values, purpose, and culture are vital to engaging, retaining, and attracting talent in any digitally enabled business.


	PREDICT: One key element of predicting the risks of digital transformation in any business is not only the opportunity, but threats from creating so much data and increasing the digital surface of a business. Regrettably all businesses are vulnerable to cyberattacks, and leaders need to be alert to how to manage these risks. Because technology is so dynamic, there are always new fads and technologies. Knowing what to adopt, when, and why is part of this journey.





THE FIVE ELEMENTS OF THE EMAAP FRAMEWORK:
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SECTION ONE EVALUATE
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CHAPTER 1 Digital Transformation: What Is It, and Why Do It?



If you’re reading this book, you’re probably one of two things: a member of the board of directors of one or more companies or a member of a company’s senior leadership team. You’re also probably trying to get a handle on the concept of digital transformation—what it is, what it isn’t, and whether you should launch one of your own.




Digital Transformation Defined


So, what exactly is digital transformation? Here’s my definition: Digital transformation describes the strategic application of digital technologies (software, hardware, services, skills, and data) to business processes and practices to improve efficiency, control costs, mitigate risks, expand your customer base, deliver better customer and employee experiences, respond to a rapidly changing business environment, develop new business offerings, and uncover new business opportunities. (Not particularly snappy, I know. But that’s what it is.)




NOTE: Some people refer to digital transformation as the Fourth Industrial Revolution. Others call it the Second Machine Age. I’ll stick with digital transformation, but if you run across these other terms, just know that they generally mean the same thing.





This definition naturally begs two questions. First, which digital technologies are applied to business processes, practices, and products? The answer will likely change over time, as digital technologies evolve, and new ones emerge. But for now, the digital technologies associated with digital transformation are as follows:




	
THE CLOUD: The cloud consists of remote computers that can be accessed via the internet or a local intranet and used for storage, software, and/or compute purposes. There’s a notable distinction between computers and compute. The former is a device, while the latter is a measure of data processing capacity. Cloud resources are available on demand—at any time, from anywhere. Cloud computing is the bedrock of any digital-transformation effort; it supports the use of all the other technologies associated with digital transformation.


	
“AS A SERVICE” (AAS) PRODUCTS: These include software applications, software-development tools, compute resources, and other digital assets that operate on computers in the cloud rather than on computers in a company’s premises within a data center. Users access these products by connecting to them on the cloud via the internet or a local intranet. Essentially, users “rent” the product, paying as they go, and release it when they no longer need it.


	
BIG DATA, MACHINE LEARNING (ML), AND ARTIFICIAL INTELLIGENCE (AI): These refer to the practice of using specialized techniques to acquire, integrate, prepare, and analyze colossal quantities of data. Big data involves predictive analytics, or evaluating data to forecast the future. As for AI, it’s about prescriptive analytics—suggesting optimal actions or decisions to achieve a given outcome.


	
THE INTERNET OF THINGS (IoT): IoT is a network of physical objects (called endpoints) with embedded sensors and microcontrollers that detect and collect data from their environment and relay it to other connected objects or to the cloud. This shared data might trigger some type of automated action, or it could simply serve as an input for big data and AI operations to generate business insights.





These four technologies, combined with advanced telecom technologies like 5G, are the foundation of digital transformation.




NOTE: Chapters 3–6 delve into these four foundational technologies in detail.





The second question is, How does applying these technologies to business processes and practices yield results? In short, these technologies, operating in concert, enable companies to generate, store, and analyze huge quantities of data at lightning speed, so they can surface valuable business insights and make better business decisions.


In today’s business climate, this ability represents a significant competitive advantage. It’s an inarguable fact that these days, data is one of the most important parts of the business—volume, velocity, accuracy, and analysis of data is literally your competitive weapon.







Digital Transformation: It’s Not Just IT


As computers evolved, companies integrated them into their existing business processes. That is to say, these processes were digitalized. Digitization and digitalization automated all sorts of tasks, making work easier and more accurate.


Some people conflate digitization and digitalization with digital transformation. That’s a mistake. Digitization and digitalization just duplicated analog business processes into digital form. In contrast, digital transformation involves a complete and total rethink of the corporate business model. With digital transformation, your company’s business model, operational practices, supply chain, revenue streams, workflows, leadership philosophies, organizational culture, security practices—everything, really—are up for review.




NOTE: Chapters 7–11 discuss many of these aspects of digital transformation more thoroughly.





Digital transformation involves sweeping change. So it requires the complete support and commitment of senior leaders—including the board.







The Urgency of Digital Transformation


Maybe you’re not sold on digital transformation. Your company’s running smoothly as is! Why go to the time, trouble, and expense of transforming it into a digital enterprise?


The answer is simple: because you must. Recent corporate history is littered with companies who haven’t anticipated change—think Blockbuster’s demise by failing to adapt to on-demand digital streaming. The pandemic was a necessary shift to digitizing many businesses that had long procrastinated on their journey to digital. “Visionary companies will carve out new strategic options for themselves—those that don’t adapt, will fail.”1 Catlin et al. at McKinsey & Company agree, noting, “Digital can give birth to entirely new business models that shake up sectors, leaving companies that fail to adapt struggling to survive.”2


You might think your company is safe from all this. Think again. It is only a matter of time until digital transformation impacts every industry.


Even if failing to transform your business didn’t spell certain doom, you’d be mad not to do it, because the benefits of digital transformation are massive. Recent research by the McKinsey Global Institute suggests that digital transformation can reduce costs by 4 to 6 percent and increase production by as much as 15 percent.3 And a 2019 survey by the Harvard Business Review reveals that digital transformation yields significant gains in revenue, profitability, market position, operational efficiency, customer loyalty and retention, employee satisfaction, and company culture.4 Ultimately, depending on the size of your organization, undergoing a digital transformation can yield millions in increased profits each year.


To capitalize on these benefits, you must act now. By delaying, you give your competitors a head start. Worse, you leave room for newcomers to disrupt your industry completely. Tesla, Amazon, and Netflix are just three examples of digital companies that have disrupted industries and toppled incumbent players; there are countless more. And the longer you wait, the harder it will be to catch up.


While it’s true that digital transformation can be an expensive undertaking, in the end, it saves money, opens up new avenues for business, and gives you a competitive edge. Put another way, not becoming a digital enterprise could cost you even more. And if a competitor goes digital and you don’t, or a new player disrupts your industry altogether, your failure to adapt might even put you out of business.




NOTE: Digital transformation might be expensive, not to mention difficult. But it’s totally necessary.







TECH FOR TECH’S SAKE


Yes, your company should embark on its digital transformation sooner rather than later. But no, you shouldn’t implement a bunch of digital technologies just for the sake of it. Instead, you want to “frame the technology as an opportunity for the business rather than frame the business as an opportunity for the technology,” say Rita McGrath and Ryan McManus at Harvard Business Review.5 That means identifying exactly how a particular digital technology can create value for your business before investing in its implementation.


You’d be surprised how many firms fail to heed this advice. This is especially common when business is bad: “The call of a new business model can become more powerful than it should,” say Davenport and Westerman at Harvard Business Review. “The allure of digital can become all-consuming, causing executives to pay too much attention to the new and not enough to the old.”6


To avoid this, I would advise executives to develop an understanding of what a particular technology can do—and what impact it might have on markets, products, services, and distribution channels—before putting all the chips on the table.










Dog Years: COVID and the Digital Imperative


Being a digital enterprise was important before COVID-19. But once the pandemic began, it became imperative, for two key reasons.


First, countless companies were forced to adapt to remote work simply to survive the short term. For many, this required the implementation of new digital technologies.




NOTE: As you are no doubt aware, countless companies that failed to make this shift didn’t survive as the pandemic dragged on.





Second, the post-COVID landscape has changed dramatically as the shock of needing to digitize all or parts of businesses had to accelerate in weeks not years. Many workers will still work from home. Companies might still need to maintain offices but will likely require less space. Some people might continue to travel for work, or to attend conferences and seminars in person, but most won’t. Customers will continue to shop, bank, order food and groceries, and even receive medical advice online. Local supply chains will become more robust. In other words, a return to “normal” will not equate to the restoration of “business as usual,” which means companies must adapt to new technologies, new business models, and new ways of working. In other words, they must become digital enterprises—and the sooner the better.




The post-COVID landscape has changed dramatically as the shock of needing to digitize all or parts of businesses had to accelerate in weeks not years.





For some companies, becoming a digital enterprise will mean jump-starting a digital transformation from scratch; for others it will involve turbo charging a digital transformation that is already underway. Either way, an effort that, before the pandemic, might have taken half a decade, now needs to occur in a matter of months—a timeline more akin to dog years, not the conventional gradual change process.


This will be difficult … but it also represents a profound opportunity. The pandemic has helped dismantle many of the barriers that prevented organizations from transforming in the years leading up to it—barriers like inertia, resistance to organizational change, and a reliance on legacy technologies.





FIVE QUESTIONS





	What are the biggest challenges currently facing your business, and could these be addressed by more timely data, insights, and decision-making tools?


	What are your competitors doing? Is your digital-transformation effort an attempt to catch up with them or to lead them? If you’re planning to catch up, can you act quickly enough? If you’re planning to lead, do you have the skills to innovate?


	Are you clear on the scope, deliverables, cost, return, and timing of your digital-transformation program? (NOTE: don’t try to do everything at once—pick discrete parts of your business to learn and evolve.)


	Do you have the skills to start a digital transformation? If not, where do you plan to get them, and do you have the working capital to do so while running your existing operations?


	Is your business culturally ready for change? If not, who are the influencers who can help you obtain buy-in and support the leadership team in its efforts to deliver a digital transformation?











	
1    Roland Berger, “Digital Pathfinder Rail Supply,” accessed March 25, 2022, https://www.digitalpathfinder.org/railsupply/.


	
2    Tanguy Catlin et al., A Roadmap for a Digital Transformation (New York City: McKinsey, 2017).


	
3    Jan Koeleman et al., “Decoding Digital Transformation in Construction,” August 20, 2019, accessed February 8, 2022, https://www.mckinsey.com/business-functions/operations/our-insights/decoding-digital-transformation-in-construction.


	
4    Harvard Business Review Analytic Services, Rethinking Digital Transformation: New Data Examines the Culture and Process Change Imperative in 2020 (Cambridge, MA: Harvard Business School Publishing, 2020), accessed February 7, 2022, https://hbr.org/sponsored/2020/03/rethinking-digital-transformation.


	
5    Rita McGrath and Ryan McManus, “Discovery-Driven Digital Transformation,” Harvard Business Publishing Education, May 1, 2020, accessed February 8, 2022, https://hbsp.harvard.edu/product/R2003J-PDF-ENG.


	
6    Thomas H. Davenport and George Westerman, “Why So Many High-Profile Digital Transformations Fail,” March 9, 2018, accessed March 25, 2022, https://hbr.org/2018/03/why-so-many-high-profile-digital-transformations-fail.



















CHAPTER 2 Your Digital Transformation Effort: A Strategic Road Map



Before we explore the various technologies and practices associated with digital transformation, you need to formulate a vision of how a digital transformation might metamorphose your organization. This chapter presents a basic strategy for making that vision a reality.


Of course, no strategy is ever linear. You always have to tack—to change and to learn. But in general terms, launching a digital transformation (like pretty much any change) involves these main steps:




	Assemble your team.


	Assess your current situation.


	
Define and articulate the objective of your digital transformation.


	Define success.


	Identify obstacles.


	Secure buy-in.


	Choose your first targets.


	Source capabilities.


	Build a thousand-day plan.





This chapter discusses the first eight steps in very broad terms; the specifics will depend on your particular organization, and the best any organization can do is learn as it goes. The thousand-day plan is covered in chapter 7.


One thing’s true for everyone, though: digital transformation is difficult. According to one 2018 survey by McKinsey & Company:




	On average, fewer than 30 percent of all digital transformations succeed.


	On average, tech companies have a higher digital-transformation success rate (26 percent) than that of companies in more traditional industries (between 4 and 11 percent).


	Only 16 percent of respondents indicated that their company’s digital transformation yielded sustainable performance improvements.7






Given the degree of difficulty, it should not surprise you that digital transformation calls for strong leadership (covered in chapter 7), adapting your company culture (the topic of chapter 8), and adopting new technologies and workflows (discussed in chapter 9).


One more thing: digital transformation can take time. By developing a solid strategy from the outset, you can expedite your digital transformation and increase your chances of success.




Assemble Your Transformation Team


Many organizations assume their digital-transformation effort should be handled exclusively by their IT function. After all, digital transformation is, well, digital. It’s about technology!


This is a mistake. Yes, digital transformation has digital right in the name. But it’s about much more than technology. It’s a total overhaul of your organization and your corporate model.


Even when focusing on a few areas of the business to digitize, you will often need to mobilize cross-functional teams. This means including IT leaders; principals in your operational, financial, marketing, and other functions; and members of the C-suite—up to and including your CEO. It also means ensuring everyone on the transformation team has an equal voice, regardless of their position in the company.


In addition to being cross-functional, your transformation team should be small. “Digital transformation is as much about executing efficiently as it is about learning and iterating quickly,” say Alex McWilliam and Finn Toner of Forbes. “Both ambitions degrade as you add more people and, by extension, more handoff points to the mix.” How many people are too many? McWilliam and Toner say the answer is ten. More than that, they say, and “chances are the team’s cognitive load will be too high and members will spend a disproportionate amount of time communicating and coordinating amongst each other vs. doing the actual work.”8


One thing you don’t want to do—especially if you’re a small or medium-size business—is hire an outside premier-league consulting firm, like Deloitte or PWC, to handle your digital transformation for you. Although these companies are typically very good, they’re expensive, and after they’ve left the building, you won’t have the in-house knowledge you need. You’ll get much better results over the long haul if you manage your digital transformation on your own—even if it means you hit a few extra bumps along the way.







Assess Your Current Situation


Once you’ve assembled your transformation team, you need to evaluate your organization’s current situation. Here are a few things you’ll want to consider:




	
WHAT GLOBAL OR CULTURAL FORCES ARE IN PLAY? These should be specific. To use an obvious example (though hopefully outdated by the time you read this), rather than saying “COVID-19,” say, “social distancing, travel bans, decreasing retail foot traffic, virtual/hybrid work,” etc.


	
WHAT FORCES ARE IN PLAY THAT WILL SHAPE THE FUTURE OF YOUR INDUSTRY SEGMENTS? Are you clear on the segment of the industry you’re focused on, and how it might change in the future? Examples of industry segments include B2B regulatory compliance software for the financial sector versus the broader governance, regulatory, and compliance (GRC) software market.


	
WHAT SEGMENTS OF THE MARKET WILL YOU FOCUS ON, AND HOW WILL YOU COMPETE IN THE FUTURE? Your strategic choices regarding your customers, products, information, and solutions may influence how you design your technology. For example, if your segment needs near-real-time data, then speed, bandwidth, colocation, and edge computing may be a critical investment.


	
WHAT WILL BE A SUSTAINABLE ADVANTAGE TO DIFFERENTIATE YOUR STRATEGY? Is your strategy a quick fix for a specific challenge? Or is it a multiyear investment in the company to differentiate your business model? For example if you’re moving from an on-premises model to the cloud, how do you change your pricing and packaging of data? A company I work for moved to a SaaS model. Instead of simply offering the original product as a cloud-deployed solution, they bundled a number of legacy products under a new product brand and were able to charge more for that.


	
SHOULD YOU PURSUE BITE-SIZED CHANGE OR A COMPLETE OVERHAUL? Having an ambitious strategy can motivate staff and excite customers and investors alike. But how you execute that strategy requires careful thought. There is a lot to be said for breaking your strategy into bite-sized chunks. This way, the organization learns, grows, and gains confidence to continue the journey. In contrast, a complete overhaul of your organization’s technology platform can be disruptive and fraught with risk.


	
WHAT MIGHT THROW YOUR STRATEGY OFF TRACK? It’s wise to identify and assess the challenges that might slow you down before you launch your strategy—for example, deficits in skills or experience, or a rigid culture or leadership approach. Even so, be aware that every strategy and transformation journey will have bumps in the road or unexpected cul-de-sacs that require you to backtrack; the trick is to learn quickly.


	
DO YOU HAVE A CLEAR PLAN AND LIST OF PRIORITIES? Setting a timeline, identifying key performance indicators (KPIs), and assembling a clear list of priorities are obvious (albeit important) steps. What’s less obvious is the need to identify key lessons and pragmatically assess your progress as you go—the good, the bad, and the ugly. (For more on this, see the section “Cadence” in chapter 7, “Digital Leadership: Spearheading a Digital Transformation.”)





CAUTION: It’s important to avoid confirmation bias when assessing your current situation! Confirmation bias describes the tendency to interpret assessments and information in a way that validates your prior beliefs, views, and values.




INNOVATION CANVAS


A great way to assess your current situation is to use a tool called an innovation canvas. This canvas is a variation on another tool called the business model canvas, first conceived by innovation consultant Alex Osterwalder.


The innovation canvas contains several boxes that you can fill in as needed. The precise purpose and content of each box on your innovation canvas will differ depending on what type of project or problem you want to address. Ultimately, the innovation canvas is meant to reflect the myriad processes involved in any large undertaking, and the fact that those processes might not occur in a linear fashion.


In addition to using an innovation canvas to assess your current situation, you could also use one in a more expansive way to map out your entire digital transformation. Or you could narrow its focus to some specific aspect of your digital transformation, like moving to the cloud or connecting to the IoT. I’ve provided a sample of an innovation canvas I often use here.
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Define and Articulate the Objective of Your Digital Transformation


You don’t want to undergo a digital transformation just for the sake of it. You should focus on the specific problems you are trying to solve and start with specific processes as opposed to wholesale changes. This means identifying what problem(s) your digital transformation will solve, or how your digital transformation will change your current situation. Start with your end goals and work backward from there.


Once you’ve identified how your digital transformation will change your current situation, you must articulate this to every level of your organization. The idea here is to present a shared vision of the future. Communicating this information will help everyone prioritize work and pull in the same direction. You’ll need to ensure that you reset incentives to align to the new goals; otherwise you’ll have in-build prioritization conflict.


A common mistake when identifying objectives is to focus on technology rather than on what the technology is meant to achieve. In other words, companies become so engrossed in deploying cutting-edge tools, they forget what they’re deploying those tools for. “This tech-first approach can lead to digital ‘organ rejection,’ whereby a solution fails to deliver visible benefits, and the workforce, noticing this, does not adopt it,” says Jan Koeleman et al. at McKinsey & Company. A better approach, they say, is to “Focus on fixing pain points, not installing IT solutions.”9








Define Success


It’s no use embarking on a digital-transformation effort if you don’t know what a successful digital transformation will look like. You need to define success.


Your definition of success should be specific. In other words, it’s not enough to say, “Our digital transformation will enable us to enter new markets”; you need to say, “Our digital transformation will enable us to enter these specific markets, or draw these specific customers, and generate this specific outcome.” That being said, your definition should also be simple and straightforward, so everyone can understand it.


As part of your definition of success, you should identify hard, outcome-focused KPIs. These will likely cover operational efficiency; budget; time; scope; company culture; stakeholder, employee, and customer satisfaction; and customer retention. Applying these types of KPIs to your digital transformation is the only sure way to assess whether your efforts are on track.




NOTE: The board should absolutely be involved in the process of identifying KPIs for your digital transformation.





You don’t want to deviate too much from your definition of success—but you don’t want to engrave it in stone, either. Your organization’s situation can evolve, and your definition of success might need to evolve with it.




TIP: It’s a good practice to thoroughly document your definition of success so you can easily communicate it to all involved.











Identify Obstacles


To improve your chances of success, you want to identify potential roadblocks before you embark on your digital transformation. Here are just a few obstacles to watch out for:




	Inadequate resources, including limited technological capabilities


	Pushback from investors


	Lack of buy-in and shared commitment


	Risk aversion and resistance to change


	Failure to update business processes


	Functional silos


	Inadequate data


	Poor leadership, communication, and culture







CAUTION: Failing to allocate the appropriate resources for your digital transformation effort will doom it to failure. You must provide the capital, people, processes, and tools needed to do it right.





These roadblocks are a bit general; the ones you identify should be more specific. In other words, don’t just list “Pushback from investors” as a potential obstacle. Say, “Pushback from investors regarding the cost of the project given the shift from on-prem to cloud.” Similarly, don’t limit your description to “Lack of buy-in.” Instead, go with “Lack of buy-in by the leadership team due to conflicting priorities and incentives.” That way, you’ll be able to address those specific potential problems during the planning phase.




TIP: There’s no way to prepare for every obstacle you might face, and you’re sure to make some mistakes along the way. Retrospective “wash-ups” on what went well, what didn’t, and why are crucial.





You should also be on the lookout for scope creep, which often occurs due to poor communication, unclear or unrealistic project objectives, or too many stakeholders.




TIP: A good way to snuff out scope creep is to establish a robust change-control process that allows project stakeholders to review all proposed changes before giving them the go-ahead.
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