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Now you have a manifesto in your hands (or on video, audio or bits and bytes). 
And, you want to give it the biggest send-off possible. To get it in front of the right 
people as fast as you can and start the engagement, participation and 
evangelism engines rolling. 

Question is, how? What’s the best way to make this happen. The variations are 
endless. We’ve done it a number of different ways and seen it done many, many 
more. But, two general approach tend to prevail.

Two Theories on Launches 

1. Grass Roots.

With this approach, you start low-key and grassroots, it requires low investment 
and low risk. You simply begin to share your manifesto in small, individual 
interactions, post it wherever you can, let the conversation around it happen 
slowly and organically over time and trust that they'll build if they’re meant to. 

It’s a completely valid way to launch. And it makes for a less intensive and 
potentially less stressful experience and some might even say, a “purer” launch, 
because it’s based purely on the power of the idea and the strength of the story. 
It also gives you more time and space to see how your messaging and solution 
are landing, so that you can continue to adapt to feedback and keep iterating 
until you know you’ve really nailed it. 

But, there’s also a downside. It is much harder to hit the tipping point. While it 
requires low investment and low risk, it can also mean that it takes way longer to 
hit a point where people are generating substantial word of mouth, where there's 
enough momentum to hit a tipping point where things really start to fuel 
themselves. In fact, it may lock you into a perpetual slow-build pattern that never 
gathers the steam needed to take off. That’s not always a bad thing, but it should 
be a consideration when you’re setting expectations and making decisions.
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2. Go Big (our focus in this roadmap).

The other approach is to go big. You organize, rally and harness all of your 
resources to launch your manifesto (and potentially solution) with as much 
fanfare and attention as possible in a short, compressed window of time. 

The idea is to, more or less, be everywhere your potential avatar looks for a brief 
intense burst, leading them to feel “everywhere I look, everyone is talking about X, 
there must be something big happening, I have to be a part of it!” That experience 
can often drive not only fierce interest, attention and adoption, but also then 
create the big-drop in the word-of mouth point to touch off a second wave of 
mass-sharing. 

It creates the feeling of being swept up in something bigger, something that’s very 
much “of the moment,” something that people want to “get credit for discovering 
and sharing” before anyone else does, so they share even more fiercely.

In the fitness industry, you see this on a regular basis with extensive pre-opening 
campaigns. This is also the way many mission-driven online ventures launch. 
Harry’s razors is great example, building an email list of more than 100,000 people 
in less than two-weeks. And it’s main competitor, the Dollar Shave Club, also 
launched in a big way, using a video manifesto. Everyone from authors to 
musicians to bootstrapped mission-driven apparel companies have done the 
same, often leveraging crowdfunding platforms, like Kickstarter and Indiegogo, 
and launching their projects with a manifesto in the guise of a Kickstarter page 
that then generates a ton of attention and launches their BoB. 

The Go Big approach also taps an interesting psychological phenomenon that 
Jonathan calls The Packed Restaurant Phenomenon. If you go out in New York City 
and you see two restaurants side by side, you've been to neither of them and one 
restaurant is jammed with a 30-minute wait, while the other is empty, guess which 
one most people choose? The jammed one. 

https://www.harrys.com/products
https://www.dollarshaveclub.com/our-products?_ga=1.40455718.540372038.1470094220
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People see the activity and they make certain assumptions. A lot of people will 
wait half an hour for the restaurant that's packed because they make the 
assumption that there's a reason that all these people are there and they're 
waiting and there's an energy and a vibe, and they want to be a part of it. They 
want to step into the story of the big, packed buzzfest, then turn around and 
tell others they’ve been to that restaurant. Even better, they want to get “credit” 
for having found the cool new place and told everyone else about it. Because, 
deep down, it reinforces that person’s “place in the tribe” as someone who is in 
the know, a “super-node.” 

Part of the idea of the big launch is to see if we can leverage this psychology to 
build a substantial amount of energy, of buzz, of word of mouth, of momentum 
from the very beginning, and this is even if we're looking to create a sustained 
BoB over time. Because if you can create that initial fire in the very beginning, it 
elevates the fundamental energy from the very first day, and even though you 
would very likely see a bit of a dip afterwards, it will slowly then recover and 
potentially grow from a much bigger baseline, if you start it that way. 

Key Elements of Go Big Launches (after the manifesto is ready to go)

• Establish your Homebase - This will the primary place be where you share 
most of your messaging, your manifesto and also lead people back to in 
order to learn more and take the first step in the path. Examples include a 
blog, website, crowdfunding page. Read more about establishing your 
homebase in the Social Tech Fieldbook. 

• Identify your core message sharing channels - Prepare short messaging 
prompts, posts, updates & more, designed to inspire people to engage with 
and share your manifesto. Read more about communication channels in the 
Social Tech Fieldbook. 

• Identify your true-believers & first-line influencers - Make a list of the 
people you know who will be powerfully-aligned with the message of your 
manifesto and likely to share it. Make a second list of those same people, 
with whom you do not yet have relationships, yet would like to invite them to 
check out your manifesto. 
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• Identify your true-believers & first-line influencers - Make a list of the people 
you know who will be powerfully-aligned with the message of your manifesto and 
likely to share it. Make a second list of those same people, with whom you do not 
yet have relationships, yet would like to invite them to check out your manifesto. 

• Outreach to true-believers & first-line influencers - For those who are already 
“in the fold,” begin to reach out in whatever way is appropriate or most-preferred 
by them (phone, email, text, social). Your goal is to let them know what you’re 
about to do, why, give them a sneak peak, so they can see it before anyone else, 
understand it and decide to get on board (or not). Ask if they are on board for 
sharing, then ask for a commitment to sharing your manifesto and message 
during a specific moment or window in time.

• Create “swipe” messaging for evangelists - Many of your evangelists will want 
to share your manifesto using whatever channels and messaging is right for 
them. Others may be more likely to come on board if you provide them copy, 
images or other “ready-to-share” or ready-to-edit and share content. It’s a good 
idea to create these “swipe-able” bits of content, in order to help make it as 
effortless as possible for those who are well-aligned to say yes to your requests 
for help.

• Launch day blitz - Let everyone know the manifesto is live and tap every 
channel, resource and relationship, the ones you’ve set up above, and any others 
that will emerge once you go live, to get the word out as fast and big as possible. 
The idea is to be as everywhere at once as possible.

• Monitor & adapt - Some of what you’ve planned--messages, channels, resources 
and relationships--will work well. Other ideas, channels and resources will not. 
Still others will appear that you had no idea might be valuable. As much as you 
try to anticipate which will be the winners and which will be the losers, you will 
always be surprised. Keep your finger on the pulse of what is working, what is not 
and be prepared to quickly “prune” the failing efforts, double down on the ones 
that are working and create whatever is necessary to tap previously unforeseen 
ones that emerge.
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It’s important to note, the above list is, by necessity, an overview. You job is to fill in 
the details in the way that is most relevant to you and what you’re looking to do. 
We’ve created a more detailed checklist below to help out with that. But, before we 
get there, we also wanted to touch on one last topic, since it’s come up a lot in 
conversations around launching both manifestos and mission-driven endeavors.

Tapping mainstream media to help get the message out

One of the most effective ways to land mainstream media and even digital media 
features is to piggyback hot news stories. How does that work? 

Look at what's in the news. Ask if what you're creating is, in some way, relevant to 
anything going on the news. Can you piggyback on some news story? Jonathan has 
generated a lot of mainstream publicity for various ventures over the years, and 
always through his own efforts, not through hiring somebody. 

How do you do that? Create news that rides along with a hot story or topic. Some 
stories, generally the leading ones on the major media outlets, have short lives, 
like elections or discoveries or occurrences. Other stories or topics are perpetually 
hot, like weight, sex, politics and more. Look for those stories and topics and see if 
what you’re doing creates a new spin or commentary on them. Producers and 
editors love to keep a hot topic alive, so they’ll be far more open to a pitch that 
helps them do that.

How do you find these editors and producers? You can look at the magazines that 
you think will be good at distributing what you're trying to launch, at spreading the 
message, go online and find out who the editors are or open a magazine and look 
to the masthead in the first few pages and see who the editors are, and then reach 
out and see if you can find them. Look at stories on the topic, see who wrote them, 
then find them online or on social media. Go to places like Muckrack.com which 
has a list of social media accounts for major editors and producers across all 
media. Or, subscribe to free media lead services like Helpareporterout.com. 

Really do your homework, find these gatekeepers and producers and editors 
across social media and just start to engage in conversations with them. But again, 
the key here before you do any of this, is that you've actually got to have 
something that's newsworthy and deeply relevant to the market that those places
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are already serving. Do that, piggyback hot stories if you can, and it's actually not 
hard at all to let mainstream media outlets do all of your messaging and create buzz 
and anticipation for you. 

Depending on your approach and your resource, you can also buy traffic (not 
necessarily long-term), which we mentioned in the Social Tech Fieldbook.

So, are you ready?

It's come down to the big moment. Or, a series of moments…

Once you have the foundation and messaging elements firmly in-place and tested, 
AND, you've figured out your key inside people, outside influencers and allies and 
true-believers, you’re in a much better place to succeed. But, it’s also important to 
know, there is no magic bullet. No matter how much you prepare, how good your 
idea is, how well-crafted your messaging, story, call-to-action and solution are, it still 
takes a ton of work. And, success is never a foregone conclusion. 

You have to be willing to stay fiercely committed, vigilant and open to being both 
right and wrong, and adapting to correct course, redirect your efforts, rework your 
messaging and go where your community tells you success is most likely to live. 

That's why The Manifesto Code™ is a framework. It provides a robust structure that 
serves as a guide for your own continued experimentation. Your challenge is to 
discover how best to fill in the blanks in a way that serves both your quest and the 
needs of those whose lives, businesses or pursuits you seek to change.

It's critical that you stay open to possibility, to experimenting with different ideas, 
channels, players, messages and even potential outcomes. As much as you've 
thought things through, the Universe may well have different plans. Often times, 
way better ones. And when challenges and possibilities arise, the single most 
important thing you can do is to let go of your ego and be open to the possibility of a 
different, better way.
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One last thought, before you get to the checklist...

You can do everything right, technically, but still fail. Because your single greatest 
asset is also your single greatest potential point of failure. And, it’s not any 
platform, technology, word, document, video, bank account or relationship. 
It’s...wait for it...you!

A manifesto is personal. A Business of Belonging™ is personal. People will 
respond not just to the story you’re telling, the solution you’re selling and venture 
you’re building. They will respond deeply, quickly and viscerally to you. Your 
integrity. Your personal energy. Your ability to radiate service and authenticity.

So, before you share your work with the world, a few quick tips on optimizing 
your greatest asset:

• Gut check - why are you really doing this? If you are leading with ego and 
selfishness, rather than service and generosity, people will feel it and you will 
fail.

• Get clear on your values and beliefs. You should have already done this while 
creating your manifesto, but check back in with them and make sure your 
actions and story and solution are aligned with them. 

• Give more than you get.

• Assume abundance, not scarcity.

• Think collaboration, not competition.

• Conventional wisdom is a test, not a conclusion.

• Lower your shields & get real, people smell manipulation.

• Decide whether you're committed to working fiercely to make it happen.

• Do not skip the foundation work, it's what allows you to scale up faster without 
blowing up.
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• Commit to a daily practice of alignment and self-care that raises your personal 
energy. People will run from low energy and flock to high-energy. That doesn’t 
mean you have to be frantic or over-the-top energized, it just means you have to 
radiate a certain glow, like you’re alive and deeply connected to your mission 
and those it will serve. 

• Become a beacon. When you radiate genuine energy, there will be no bigger 
source of attraction. It is the ultimate marketing engine.

Okay, now, on to that launch checklist!
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Launch Checklist

ARE YOU READY TO LAUNCH? COMPLETE THE READINESS INVENTORY

Manifesto Creation Checklist

1) Identified your avatar and the pain they are experiencing

q Wrote out the consumer level problem your avatar is dealing with.

q Wrote out the deeper (2nd level) pain you will be addressing.

q Wrote out the deep (3rd level) communal pain you will be addressing.

q ID’d 5 different avatars and outlined the 3 levels of pain for each one.

q Selected your avatar. 

q Wrote (one full) page day-in-life description of your Avatar. 

q Created a full-page day-in-life detail. If multiple, wrote a page for each. 

Remember

→ Don’t try to serve everyone. Remember that if you try to serve everyone, 
you’ll end up serving no-one. You can always expand out to other avatars 
after you’ve established a pattern of success with the avatar you choose to 
start with. 

→ Don’t skip this foundational work. This part is hard and requires a lot of 
brain cells. It can be easy to think this is work you can skim through or do 
later. Remember that everything else is contingent on this work, so don’t 
skip it! The better you know your avatar, the better you can serve them.
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2) Created a provocative headline and compelling hook to get your avatar’s 
attention

q Came up with 5 possible headlines that are provocative pattern interrupters 
for your avatar. 

q Selected the best headline to begin your manifesto.

q Wrote your hook - a short paragraph that expands on your headline.

Remember: 

→ You can use provocative facts, surprising research, provocative questions or 
jarring claims as part of your headline - or some combination of all of these. 

→ Your headline should be one sentence and no more.

→ Your hook should be a short paragraph drenched in the self-interest of your 
avatar (which you will know inside and out after doing the previous section 
of work). 

→ Your hook should not give away everything, because then they will lose 
interest. 

3) Told your avatar’s pain story and ID’d the believed source of the pain

q Told your avatar’s 3 level pain story (consumer level, deeper pain, communal 
pain).

q ID’d the believed source of the pain and wrote a short paragraph identifying 
it.

q Wrote a short paragraph speaking to your avatar’s belief (or lack thereof!) in 
the possibility of their pain being resolved.

Remember: 

→ This work should be pretty straight forward. You are taking the section one 
foundational work and reworking it to be in narrative form. 

→ The avatar (or the avatar’s beliefs or negative thinking) shouldn’t be the 
source of the pain. See the FAQ for a more thorough explanation of why.
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4) Crafted your rally cry and unifying beliefs

q Wrote your pivot (“imagine if things could be another way…”) and painted 
the picture of the future that is possible with your solution.

q Crafted your rally cry - what you are rallying against and what you are 
rallying towards.

q Wrote your unifying beliefs.

q Crafted your creed (your rallying cry + unifying beliefs = short and sweet 
and shareable among your tribe). 

Remember: 

→ As you are crafting your rally cry, touch back briefly on the pain of their current 
solution and contrast it with the brightness of the possible future. 

→ Don’t worry about getting the wording perfect. Focus on getting clear about each 
element - you can always clean up the language later, or work with someone else 
to help you do that. 

→ The unifying beliefs should speak deeply to your avatar and incite them to want 
to join this thing that is bigger than themselves.

5) Transitioned into calls to action and integrated your solution

q Created a soft pledge - a way for people to raise their hands and say “me 
too!” without necessarily taking significant action. 

q Wrote a short paragraph integrating your solution into the manifesto and 
explaining its benefits and how it aligns with the unifying values - how does 
your solution solve the problem the avatar is facing?

q Created something that you can teach for free as part of launching your 
manifesto.

q Strategized the ways you will showcase credibility to your avatar. 
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Remember: 

→ Creating a small step that allows people to join in without paying money is 
a great way to begin developing a relationship with them. This is often 
signing up for a newsletter, or following you on a social media channel. 
Check out the swipe file and the bonus document on tapping technology 
for more examples of how this might look. 

→ Your solution should feel organic, not like a sudden change of direction, or 
like an opportunistic grab for money. If you aren’t sure that it will fit 
organically, it’s a good idea to talk to some of your potential avatars to get 
feedback. Check out the FAQ’s for more on integrating a solution without 
exploiting people when you are solving a very high level of pain. 

6) Crafted your resonant story

q Determined if YOU are your avatar? (Yes or No). 

q If you are, used the hero’s journey template to craft your story. 

q If you are the not, used the mentor template to craft your mentorship 
journey.

q Wrote your resonant story (hero’s journey). 

Remember: 

→ The resonant story is a crucial element in establishing credibility. It 
answers the question of why you care, beyond just making money. 

→ You don’t need to get the wording perfect, but make sure you hit all the 
key parts of the journey. 
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7) Outlined the path your avatar will need to travel and called her to take the
first step.

q Outlined the different levels of participation your avatar will need to go 
through.

q Created your primary call to action to take the first simple step.

q Designed your levels of engagement to walk them down the path, once 
they’ve taken that first step. 

Remember:

→ If your avatar will need to go through multiple levels, you will want to have 
each level or step in the path clear in your own head even if you don’t 
detail them extensively in the manifesto. For the manifesto, you want to 
have one compelling call to action. Your product, solution and/or 
community should then be created so that each action then triggers a next 
invitation to move deeper into the solution. 

Bonus Launch Checklist

1) Created the elements of belonging

q Created rites of passage. 

q Created shared recurring practices or rituals.

q Created symbology.

q Created shared language.

q Created opportunities to gather in person and/or online.

q Created a code of conduct.

Remember: 

→ You don’t need to necessarily have all elements of this in place to launch. 
The more elements you have, the greater the sense of belonging. However, 
if they don’t resonate with your avatars, they will be useless. Some of these 
elements arise organically when people feel a sense of community. If you 
focus on building deep and authentic relationships with and among 
people, often these elements take care of themselves.
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2) Created your digital strategy

q Decided on a digital home base and built it out to host your manifesto 
and serve as a place for people to gather. 

q Chose your launch channels and adjusted your messaging accordingly.

q ID’d your true-believers and first-line influencers, and done outreach to 
them to get them on board for your launch.

q Created “swipe” messaging for evangelists.

q Determined if there was a way to leverage mainstream media and if so, 
reached out to reporters, editors, publishers, etc. 

q Created a plan for a “launch day blitz.”

q Set yourself up to be able to monitor and adapt your messaging based 
on what works and doesn’t work. 

Remember: Choose technology that: 

→ Fits your avatar’s beliefs, time, habits, inclinations, and patterns.

→ Fits YOUR beliefs, time, habits, inclinations, and patterns.

→ Works with the current resources you have at your disposal. 

→ Don’t be afraid to experiment and try (and quit!) new things. 

3) Set yourself up to be an effective leader

q Created and committed to a self-care practice.
q Did a final gut check to make sure things feel right and align with your 

personal values and the shared values and beliefs of your community.

Remember: 

→ It can be easy to skip this last section, but if you aren’t set up to take care of 
yourself, or you ignore your instincts, you’ll pay for it down the line. It’s also 
worth remembering, these last items are things that will never fully be checked 
off. You’ll always need to create and build new self-care practices, and there 
will always be new decisions to check in with yourself about. 
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Final notes: 

Give yourself time. You may need to tweak your manifesto, work with an editor, 
make a short film trailer to best reach your avatar, or you may find you get to the 
end and realize you need to go back and do some revising of your earlier work. It 
can seem frustrating or like you are “off track.” But it’s better to do it right than to 
do it badly just to do it. At the same time…

Don’t let perfection be your enemy. If you are delaying launching until everything is 
“perfect,” you may never launch. If you find yourself a bit overwhelmed by all this, 
think about what is the minimum amount you can offer your avatar that will be 
available to them to dip your toe in the water. Maybe while you are developing a 
year long course you can offer a one day event, or even a paid webinar. Test things, 
play with them, get feedback and adjust and shift based on that. 

Value people over profit. When in doubt, err on the side of taking care of people. 
Invest in feedback mechanisms. Be gushing with gratitude and give away credit. 
Small little gestures of love and appreciation will come back to you 10 fold and 
make the journey a lot more fun for you. 


