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H ow will you create alignment? If you’re 
playing in a band, there are no prizes 

for finishing your piece of music first. Your 
objective is to contribute value by harmo-
nizing as a whole. Strategic gravity pulls 
everyone’s effort toward a common objec-
tive like a magnetic field attracts objects. 
First, win hearts and minds. Only then will 
hands and feet follow. 

 Culture really does eat strategy for 
breakfast. Strategy dies when ignored, but 
thrives in a supportive culture. Better com-
munication opens the way for an exchange 
of ideas. When people are connected to 
each other, you have the opportunity to ben-
efit from the collective intelligence of the 
whole. Through connection, communica-

tion and support, you create a space where 
everyone understands what value is and how 
they can contribute to it.
 Establishing your strategic gravity field 
can also minimize resistance. Shared beliefs, 
values, perceptions and principles shape 
inside strategy into a self-sustaining force. 
Alignment isn’t just agreement, nor is it 
unthinking obedience. Alignment is where 
people contribute value in their own ways, 
within the confines of strategic purpose.
 If you’ve considered the previous ques-
tions in this series of articles, you now know 
what you want people to believe, value and 
do. You maintain this strategic alignment 
through constant communication. The Irish 
dramatist George Bernard Shaw once wrote 
that the single biggest problem in com-
munication is the illusion that it has taken 
place. If people are to become aligned with 
purpose, they have to know what that pur-
pose is. This is why clear communication is 
a valuable investment of resources. People 
need to understand what you say and want. 
Is your culture ready to accept the change 
you propose? What will your people sup-
port or resist? What is the culture’s sense of 

social identity? Understanding your culture 
clarifies what is and isn’t acceptable. 
 Belonging to a group is a meaningful 
source of social identity. Support people 
by including them and giving each person 
a chance to weigh in with their views. 
After hearing ideas, it’s the leader’s job 
to arbitrate and explain the reasoning for 
or against a proposed course of action. 
People will need to see themselves as 
actors in the strategy. What parts will 
they play? What will the most important 
roles, responsibilities and results look 
like? Should incentives or performance 
management systems be different? What 
effect would change have?
 The following questions will help you 
answer No. 9 in your strategy development 
processes: Can everyone tell you what’s 
expected of them and why? How do you 
check that your message is understood? 
Is your narrative the right one? Does it 
include or alienate? Who is the best person 
to effectively deliver your message? Have 
you identified and involved influencers? 
Whose input is needed? What can your 
history of change initiatives tell you? What 

observable behavior change do you see? Is 
your point of focus clear? What will people 
support and why? What will they reject? 
Is your message memorable? Can people 
recite it? What are your top three priori-
ties? What are you going to discard? How 
do you know your tactics are aligned with 
strategy? How is your message crafted to 
be understood by different groups? What 
is your one point of focus?
 As you get closer to the completion of 
your strategy, how will you create align-
ment? The final article in this series will 
focus on the final remaining question that 
must be asked and answered to create your 
safety excellence strategy.
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George Bernard Shaw once 
wrote that the single 
biggest problem in commu-
nication is the illusion that 
it has taken place.


