
Take Charge of Your Career
If left unchecked, your career can seem like a runaway train, taking you on a path 

that you hadn’t planned on, and running over everything in its path along the way.

ROPELLA
G R O W I N G  G R E A T  C O M P A N I E S

TM

E x E c u t i v E  W h i t E  P a P E r

A Critical Partnership
To realize your vision takes more than great strategy and implementation.

You need to create “stategic alignment” to make the strategy an integral
part of the very fiber of your organization.



 

Close your eyes and picture a ship…a Viking ship. Can you see
it? The long wooden hull? The brilliant red and white sails? Now
imagine that ship with all the oarsmen sitting on one side. 
What would happen? The ship would row in circles! And the 
harder people worked, the faster they’d spin out of control.
So why do so many companies try to execute strategies with
people rowing in different directions? To realize your vision 
takes more than great strategy and implementation. You also 
need to make the strategy an integral part of the very fiber of 
your organization. You need to create “strategic alignment.”

Creating Alignment

Strategy drives decisions. Decisions drive actions. Actions drive
results. To get the results you want, get the people who set the
strategy and those who make the decisions on the same page
with the people who take the actions. Alignment enables your
management team to push the organization in the direction 
you intend.

How do we get alignment? There are five basic steps that you
must take:

n  First, employees must have the conceptual tools in order to
 strategically think about their work.

n  Second, employees must understand the strategy.

n  Third, strategic alignment needs to be built around the
 structure of the organization.

n  Fourth, strategy must be reflected in the structure of
 individual jobs—especially those in critical areas.

n  Fifth, you must have buy-in to the strategy.

1. The Conceptual Tools
Strategic alignment can only work if the employees already
have the conceptual tools required for good strategic thinking.
These tools include examples, role models, and training.
While all employees do not need to be great strategic thinkers,
they must be able to understand how their work fits into the
success of the organization. They also need to understand how
your business makes a profit. Show them how the strategy will
make them better off, increase their job security, and increase
the likelihood that they get promotions and pay increases.

2. Understanding the Strategy
There are three ways to satisfy customers: price, quality, and
service. No successful business tries to be all things to all people.
Good strategy requires focus and the more strategically
focused the organization, the more decisions must be made in
alignment with strategy. For example, companies that supply
commodities must offer the lowest prices. They may invest in
efficiency while sacrificing investments in quality or service. On
the other hand, a premium goods manufacturer, like Rolls-
Royce, can’t be deterred by customers who object to their prices
and must constantly search for ways to better serve their target
clients.

An organization’s strategy drives its decision making, and
without a clear understanding of the strategy employees 
cannot be expected to make the right decisions.
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3. Organizational Structure
The structure of your company can greatly help or hinder
strategic alignment. For example, it’s very common in larger
organizations to find a “silo effect” in which the organization
is very effective vertically within one department, yet
lacks efficiency and flexibility in activities requiring 
crossdepartmental cooperation. While this effect can play 
in your favor if you can create silos around separate strategic 
business units, it may present obstacles to integrating an 
acquired company or tackling organization-wide change 
initiatives like quality or IT.

Some very successful organizations have dealt with this
challenge by creating matrix organizational structures that 
break down silo walls by creating reporting structures for both 
operational function (i.e., accounting, sales, manufacturing) 
and market or product niches (i.e., biofuels, chlorine,cosmetics, 
polymers).

4. Job Structure
The way you hire, train, compensate and retain your employees 
must coordinate with your strategies. For example, if you 
target commodity customers, you would want to follow one 
of two hiring policies:

n   Hire highly skilled people whose skills improve your  
 efficiency.

n   Hire cheap people who simply cost less.

You would then want to train people to focus on efficiency and 
eliminating defects while offering pay systems that reward 
people for controlling costs. Conversely, if you have a specialty 
strategy, you may want to look for people who can add value 
to your product or service. You may also offer incentives for 
providing exceptional service and delighting customers.
A big mistake many companies make is the tendency to use 
specialty people in places where they should use commodity 
ones—or vice versa. While it may cost more up front, never 
hire a person who fails to fit your strategy. The long-term costs 
of a hiring mistake will be far greater!

5. Buy-in
No strategy will succeed without employee support. By 
providing conceptual tools and communication you will go a 
long way towards getting buy-in, but you’ll most likely find 
some people who just won’t go along. In a non-strategic 
position, this might be possible to overlook. But in a strategic 
role, a lack of alignment cannot be tolerated.

When you see a lack of buy-in, ask yourself: is this objection 
valid? If so, re-evaluate the strategy. If not, you’d be best off 
parting company with the employee as soon as possible. 
Strategic conflict is a lose-lose-lose scenario. The employee 
loses by working in an organization where he or she feels 
conflicted and where opportunities will be limited. You lose 
because the strategy will most likely fail when executed by 
people who lack commitment. And, your customers lose as 
your organization’s performance falters.

Getting people to buy into a strategy means, in part, you 
have to get them to believe in it. Ideally, use employee 
input in crafting the strategy. At a minimum, make sure the 
strategy offers clear benefits for your employees—in terms 
of improved working conditions, increased compensation, 
new job opportunities, and/or increased job security.

Alignment Equals Success

When you achieve strategic alignment, you will find better 
support for the implementation of your strategies and more 
effective day-to-day use of your strategies at all levels of 
your organization. This will make the difference between 
struggling to make your vision a reality and smoothly 
flowing into the future you have defined.
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Having dedicated his career to helping companies across the globe in sourcing, 
marketing to, assessing, recruiting, on-boarding, retaining, training and 
transforming top talent, Patrick Ropella has a global perspective on Executive 
Search and Talent Management.

He has worked across all roles and functions, cascading from the top levels  
of management to also placing apprentices coming straight out of college. Over 
the past 20+ years he has seen many individuals he’s personally assisted make 
career transitions, become well trained leaders, join the C-suite at many of the 
world’s largest corporations.

His experience within the global chemical industry as a dominant talent 
management leader allowed his firm, Ropella Group, to grow to the leading 
position it now holds with a wide variety of corporate clients with the chemical 
industry, transition to serving major consumer product companies, energy 
companies, Nano, Bio and other high technology companies.

Patrick has traveled extensively, meeting with middle level to C-level executives 
at the top 100 largest chemical and consumer product companies in the world, 
branding the “Ropella” name globally. He has successfully placed hundreds of 
senior level executives with top name companies, including but not limited to: 
DOW, DuPont, Exxon, Georgia Pacific, SONY, Anderson Windows, GE-Silicone, 
P&G, Clorox, Pfizer, BASF, PPG, Monsanto, Revlon, Baxter Labs, Sealy Mattress, 
Ciba Geigy, Johnson & Johnson, Shell, Sherwin Williams Paints, New Balance 
Tennis Shoes, and many more.

Patrick has written for a wide variety of trade publications, newspapers 
and business journals on subjects related to the topics covered in The Right 
Hire. His writings have also been published in Germany, Italy, Latin America  
and Asia.

Patrick and Robbie reside in Milton, FL. with sons Richard and Robert nearby.
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Ropella, with 25 years experience, is the leading 
executive search and consulting firm specializing in 
the chemical, consumer products, technology and 
energy industries. 

We help many of the world’s largest companies 
find, hire, develop and retain their most important 
people.  We recruit globally in sales, marketing, R&D, 
and manufacturing, from middle management to 
the most senior executive levels. At Ropella, not only 
do we find great leaders, we can also help you build 
a stronger, more competitive, and more innovative 
team with our Leadership and Organizational 
Improvement consulting services.  

Nothing is more important to your company’s ability 
to create value than the right blend of talent. Call us 
today and put our people and our process to work 
for you. 

The Right Hire

The Right Fit

The Right Team

Over 50 published articles

A b O u T  PAT R I C k  R O P E l l A

Patrick Ropella’s SMART Talent Management 
System focuses on training Human Resource 
leaders and Hiring Managers based on the core 
Talent Management topics of:

Sourcing, Marketing, Assessing, Recruiting, 
Retention, Training, and Transformation.


