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Good execution depends largely on the ability to rally people around one’s project. However, the large number of 
projects, divergent interests, and simply day-to-day constraints tend to scatter people rather than bring them to-
gether, especially when they work for units that are geographically remote from one another!  A carefully organized 
approach is therefore needed to get all of the required players to move forward on a project.

Stakes

Eight tips to rally people more effectively

Rally people
behind your project

Tell the story 
behind the 

project

Tell it in
their own 
words

Keep �
your message 

simple

Find good 
messengers to 

relay your
message

Have �
people 
participate �
as far upstream 
as possible

Let �
people �

find their 
own role

Maintain 
motivation

Celebrate,
thank �

and reward!

Rapidly celebrate intermediary 
wins to reinforce buy-in.
Tip: Ask a junior staff member  
to be the “guardian” of small  
wins so that they don’t slip  
your mind.

Concretely show progress as 
the project goes along to keep 
people from losing interest.
Show prototypes in 
development, keep everyone 
informed of progress, even—
especially!—during phases in 
which they are not involved.

Ask individuals to form their own 
vision of their contribution within 
a clear framework, to get them 
genuinely engaged.
Stimulate your audience by asking 
them to take a position, e.g., "As 
head of customer service, how do 
you see your people contributing? 
What are the priorities for action 
from the viewpoint of your 
department?"

Get people who will be in charge 
of execution to participate �

in designing the project  
to ensure their engagement.

Ask yourself who is likely to have 
the greatest influence during 
execution, e.g., an operations 

director, an experienced manager, 
a union representative, etc., and 
include these individuals in your 

design committee meetings.

Use your network of contacts 
to relay your message.

Identify individuals who can 
support you with their influence 

(e.g., head of a big unit), 
credibility (e.g., recognized 

expert), or unfailing support 
(e.g., a team of long-standing 

employees).

Keep your message simple �
and consistent to ensure it is 

credible and memorable.
Adopt the same basic pattern 
when communicating, even if 
you adapt the details to your 

audience; always use the same 
images, anecdotes and key 

numbers to reinforce your impact.

Adapt the presentation of �
your project to your audience  

to capture their full attention.
Get briefed by local point people. 

How interested is your audience in 
what you have to say? What terms 
do they use to talk about it? What 

are their main concerns? 

Win both hearts and minds 
to rally people around your 
project—give them a dream!
Always have a brief story to tell 
about your project. Communicate 
the momentum by sharing where 
you started and where you want 
to go.
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