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The Executive Roundtable         
         for Material Growth

Planning for Growth
A conversation with Paul Strzelec
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Paul Strzelec
C EO  o f  T h e  S t r ze l e c  Gro u p ,  Pau l  ha s  o ve r  3 0  ye a rs  o f  
g lo b a l  ex p e r ie n c e  h e lp in g  c om p an ie s  d e pl oy  g r ow t h -
o r ie n te d ,  c ro s s - f u nc t io n a l  p l a n n in g  ca pa b i l i t i es  a n d  
d i s c ip l in e s .  

Pau l  h a s  h e ld  va r io u s  se n io r  l e ad e r sh ip  p o s i t i o ns  w i t h  
co m pa n ie s  th at  p io n e e re d  m aj o r  ad va nc e me n t s  i n  
in te g r ate d  b u s i ne s s  p l an n in g ,  s u p pl y  c h a in  m an ag e m e nt ,  
an d  n e tw o r k - ce n t r i c  te c hn o lo g i e s ,  i nc lu d in g  M a n u g i s t i cs  
( no w  B l u e  Yo n d e r )  a n d  Ve r i S i g n .  A nd  h e  h a s  e x te n d e d  
t ha t  e x p e r t i se  t o  o rg an izat io n a l  an d  p ro c e ss  
co m pe t e nc ie s  in  t h e  S AP  I n te g ra t e d  B u s i n e s s  P l a n n i n g  
( IB P )  an d  Ki n a x i s  e co syst e ms .  

Pau l  h a s  h e lp e d  i mp le m e nt  d e ma n d - d r iv e n s tr a te g ie s  a  
n u me r o us  co m p an ie s ,  in c l ud i ng  C hu r c h  a nd  D wi g h t ,  
C VS / P h a r m a c y,  D a r d en ,  D e l l ,  D u Po n t ,  F M C ,  Fo r d  M o t o r  
C om p a ny,  GE ,  In g ev i t y,  M i c r o s o f t ,  M c Co r mi c k  a nd  
C om p a ny,  T h e M os a i c  C o mp a ny,  N a l c o Co m p an y,  P r o c t e r  
& Ga mb l e ,  R o l l s  R oy c e ,  U n i l ev e r,  U t z ,  We g m an s ,  W.R .  
Gr ac e ,  an d  X i l in x .

Pau l  h o ld s  a  B ac he l o r  o f  Sc ie n c e  d e g re e  i n  Bu s i n e ss  
Lo g i s t i cs  f ro m  T he  Pe n n sy lvan ia  S tate  U n ive r s i ty,  was  
se l e ct e d to  b e  t he  f i rs t  e x te r n a l  D i r e ct or  o f  th e  S a l e s  
a n d  O p e rat io n s  P l an n i n g  ( S & OP )  B e n ch m a r k i n g  
C o n s o r t i u m  a n d  h a s  ta u g h t  mo r e  t ha n  5 0 0  p r o fe ss io n a l s  
t hr o u g h  th e  U n ive r s i ty ’s  Exe c u t i ve  Ed u cat io n  Pr o g ra m.



333Companies strive to be more proactive, still many 
remain reactionary
A survey of top Executives from years ago still holds true

❑ We consider ourselves supply-driven, reacting as best we can to 
customer orders

❑ We are transitioning to a more demand-driven approach and are 
managing demand and supply at a granular level with a few 
customers.

❑ We have identified our critical customers and have go-to-market 
initiatives in place for these select customers.

❑ We are able to execute demographic and market-specific programs 
efficiently with select critical customers.

6%

35%

37%

22%

Which description best describes your business?
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Customer 
Centric

Pursuit of Growth

Help Your Most Valued Customers Grow

Differentiated Innovation (NPI)

When and Where They Need It

Responsive to Reasonable Customer Lead 
Time Requirements

In Quantities That Make Sense

Respectable Minimum Order Quantities (MOQ)

Delivered According To Expectations

On Time In Full (OTIF)

Valued Competitively

Rationalized Portfolio Review to Avoid 
Dilutive Distractions 

1

2

34

5

Focus on customers you value, who value you most



555One size does not fit all
Segment strategies, operating models, planning and execution to optimize performance

More ComplexLess Complex

More 
Valuable

Less 
Valuable

However, …

More Valuable – Less Complex

Less Valuable – More Complex



666Envisioning your company’s road ahead
Use themes to drive measured behavior changes and progress

Stage 1 Stage 2 Stage 3 Stage 4 Stage 5

Supply Driven Demand Driven Market Defining

Siloed Internally Focused Customer Centric Network Centric Platforms and Ecosystems

Go-To-Market 
Capabilities

Operating Model 
Capabilities

Financial 

Capabilities

Information 
Technology 
Capabilities

Value Under-Performing Incremental, Step Change, and Market Leading Indispensable

Reactionary 
behaviors

Aspirational 
decision-

making and 
influential 
behaviors

Transformational proactive 
decision-making and 

behaviors
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Are you seeking Growth?
OF FER :  45  mi n c o mpli me n ta r y  c on ve r sa t i on

PU R POSE:  
• d i sc u ss  you r  or g an i z at i o n’ s  s p e ci f i c s
• A ss e ss  b ar r i e rs  to  i mp le me n t

C on t ac t I n for m at ion

Pau l  S tr z e l e c
pau l @s tr z e l e c gr ou p .c om

Ke n dal l  Ju st i n i a no
ke n dal l @gr o wth - ar c .c o m

Register Here

Roundtable Membership & Event Schedule

The Executive Roundtable is sponsored by

Growth Arc Advisors, LLC and 

The Material Growth Network 

Register

mailto:paul@strzelecgroup.com
mailto:kendall@growth-arc.com
http://growth-arc-19923746.hs-sites.com/roundtable-for-materials-growth-registration
http://www.growth-arc.com/
http://materialgrowth.substack.com/
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