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The Manifesto Code: Social-Tech Fieldbook

How technology is changing the game for Manifesto Mavericks and 
Business of Belonging Founders!

People have been building businesses, organizations, institutions, purposeful 
communities, and social movements for as long as we’ve existed. We call these 
living, breathing entities--where people are drawn not just to buy a solution to a 
basic consumer problem, but also to associate with the story, values and brand 
on a bigger level--Businesses of Belonging™ (BoB). 

While the fundamental truth of the basic human need to associate and belong 
hasn’t changed, what has changed is what is now possible, because of mobile 
and social technology. In the last decade, the game (whether that’s the game of 
entrepreneurship, artistry, non-profit work, politics, social movements, etc) has 
been turned on it’s head by these two technologies in four critical ways.

Mobile and social technology has led to exponential increases in:

1. Speed of Conversation & Distribution - While building a business is still 
hard work, the pace of the work has changed - for better and worse. But, in 
the context of sharing your story, your message, your vision and call-to-
action, word-of-mouth--a/k/a the most effective and efficient form of 
marketing possible--now has the ability to travel exponentially faster than 
ever before. What used to take days, weeks or months can now happen in 
seconds. And, it can all start with a single, provocative idea, extraordinarily 
well expressed, and shared at the right time, with the right people on the 
right medium with a click of a button. 

2. Reach - The complement to speed, of course, is a massive expansion in 
reach. One of the most wonderful parts of the progression of technology is 
the ability to find and deeply connect with people you resonate with, no 
matter how far apart you might be geographically. And as tools for sharing 
become easier and cheaper, we can reach more people at a faster speed, 
for a fraction of the cost and effort.
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3. Shareability - More than anything else, the primary driver of mobile 
technology is social platforms and real-time messaging. Texting and app-
based messaging like What’s App, plus social platforms like Facebook, 
Instagram, Snapchat, Twitter and more not only make sharing engaging 
ideas one-touch simple, they incentivize sharing as a form of social currency 
and status-building. 

The “push” nature of these apps, meaning the way most apps push 
notifications to you and alert you in real-time, also plays on a psychological 
phenomenon called “intermittent reinforcement,” triggering your brain to 
want more and more. 

Whether this is a good thing, a bad thing or just our new reality is a 
conversation for another time. Right now, we just need to understand that it 
is the state of the world and we have a stunning opportunity to leverage the 
ease and pull of social to help get our story told and rally people to action. 

4. Gatekeeper Negation - One of the most fundamentally radical and cool 
things about technology is that it allows us to leapfrog many of the 
traditional gatekeepers and “middlemen” and communicate directly with our 
communities. 

While we still may want to engage with them, increasingly we now have the 
ability to simply go around people like agents, labels, editors, producers, 
networks, distributors, publishers, galleries, and other individuals and 
organizations that, for generations, were considered mandatory access-
points for the people we most wanted to access, serve and rally. We can now 
find them in the digital world, start conversations directly, build our own 
channels of media, our subscriber lists, our own communities and have the 
conversation directly with those we’re ultimately in service of.

So what’s the downside to all of this technology? 

1. People expect to be heard and replied to. There’s a lot to manage if 
you want to keep up with the digital Joneses. Sure you can get your 
message out with lightening speed, but your customers also expect you 
to respond, to be available, and to create new content at that same pace. 
Scaling reciprocal access to, and conversation with you is a vastly harder 
task than scaling the distribution of an idea.
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2. The quantity and volume of noise is also exponentially greater. You can 
reach large numbers of people, but so can everyone else and suddenly you 
have to cut through all the noise to be heard. Everything is more shareable, 
but now everyone is faced with an overwhelming amount of shared things to 
sift through and sharing carries less weight than it used to. There’s a new 
freedom from traditional gatekeepers, but along with that often comes a 
profound lack of quality, vetting and the level of polish that these gatekeepers 
often serve as filters for.

With all of that, it can be tempting to skip the tech and go old school. Depending 
on what you want to build, that might be an acceptable option. A tremendous 
amount of word-of-mouth still happens in the non-digital sphere. 

Do you have to tap technology to be successful? 

Nope. There are people who are building up their businesses by hitting the 
pavement, picking up the phone, and hustling. And that hustle is crucial even if 
you use every app, bell, whistle, plug in, and social media hack in the book (or e-
book… or whatever the kids are reading these days). What technology is all 
about is gaining the ability to do what works for your business, your community, 
your resources and life. 

Your Business of Belonging, for example, may be designed to serve a community 
that:

• Doesn’t have ready access to technology

• Isn’t schooled in technology or motivated to learn or 

• Is just based on an ethos that prefers less tech-driven connection

So, you may find yourself leveraging tech heavily in nearly every other aspect of 
your endeavor, but not a ton in your work to get your message out, build 
conversation and gather community.  
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That said, even the smallest initiatives will likely benefit greatly from including 
technology in their strategy these days. And for most people, if you want to get 
the message out fast, wide, and sustainably, you don’t want to ignore the ways 
technology can help you do that. 

This is especially true when exploring how to launch and share your manifesto as 
an inciting incident to get your idea spreading, your community gathering and 
your BoB building.

While tech is moving so quickly that nearly anything we write will be somewhat 
“aged” by the time you read it, we still want to share some critical core ideas. 

Three key ways to tap technology to build a Business of Belonging: 

1. To distribute the manifesto and other key messaging points. Technology 
can help you distribute your manifesto and other key messaging points to 
the right folks, easily, quickly and reliably. As you go through this guide, think 
about which channels and tools will help you get the word out. This depends 
on who you are trying to reach and how you are communicating with them.

2. To find and organize community members. If you are using technology well, 
you can find where your potential community is already gathering. You can 
connect with them, listen to them, and build relationships with them. Once 
they’ve consumed your messaging and raised their hands to say they are 
interested in more - more content, more connection, and more opportunities to 
participate - technology can help you organize people and create sustainable 
and intricate connections between your community members.

3. To communicate with all levels of participants, from core team to outer 
ring. As we’ve said before, the manifesto is a crucial communication device. But 
it’s not the end of the work. In many ways, it’s just the beginning. As you 
build a business around a bigger idea and ideal, you’ll find you also want to be 
able to speak to people at different levels of commitment using different 
technologies. For example, your operations team might want to use a private 
messaging app like Slack, while your mass-communication/organizing platform 
might be a Facebook group or local meet-ups. 

https://slack.com/
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Key technologies & platforms to explore tapping, and primary uses:

Once you have your manifesto ready to share, you need to figure out WHERE to 
launch and distribute it. There are lots of options, but they come down to 
picking a home base for your manifesto, message and movement to live and 
then picking and activating a combination of distribution channels for your 
message.

1. Pick your home base (online and/or offline) 

What is a home base?

A home base is a central location, one main home for your business and 
community. If you have a brick and mortar business, your home base will be the 
physical location of your business. If your business is online, your home base 
might be your business website, facebook page/group, or other main hub where 
people can learn about you and what you offer. 

Why do you need a home base? 

While there are certainly exceptions to every rule, it’s MUCH harder to grow a 
business or community without a central place to direct people to learn more 
about you, what you offer, how they can join, and to take action to be part of the 
tribe. 

A home base will help you…

Distribute your manifesto and key messaging points - This is where your 
manifesto will live, where people will share it from, and where they will find out 
more about you. 

Find and organize community members - Having a home base will give you a 
place to collect the information of people who are interested in being part of 
your community.

Communicate with all levels of participants - Whether you create videos, 
blog posts, or email blasts - your home base will serve as the main 
communication hub for all levels of participants to stay up to date on what 
you’re building. 
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Provide a place to send people to take action - Your manifesto will call people 
to take a very specific action that will be the first step in the path you’ve created to 
both solve their problem and invite them to be your client. So, you need a place 
to send people to take that first step. That is most often your home base. 

What are the pros and cons of an online vs. offline home base? 

Physical ways to connect are awesome. If that fits in any way with your 
organizational model, definitely create spaces for people to gather. However, for a 
majority of you, even if you do have face-to-face interactions, they will mostly be 
one off events and not necessarily at a home base. Most brick and mortar 
businesses will still benefit from having a digital home base as well as a physical 
one. 

What should I consider when picking a home base and other technology 
options? 

Privacy and access for different circles of community members

As you design the path for your avatar to travel down, one of the things you want 
to build in, is different levels of access the closer in to the center of the circle they 
travel. As you build out the technology side of your business, what does it mean 
to create more private spaces for you members? What level of privacy, access to 
you, access to other community members, etc. makes sense for your avatar and 
your business? 

Access to your data

Whatever platforms you choose, it’s worth considering how much access you will 
have to your customers’ and clients’ data. You want to collect at least email 
addresses as much as possible. But the more data you can collect beyond that, 
the better able you will be to serve your community. Facebook is notoriously bad 
for letting you take your data with you. That doesn’t mean you shouldn’t use 
Facebook. But if you can use it in a way that lets you collect information from 
folks in another place, that’s ideal. 
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Your internal resources

It might be tempting to use the biggest, baddest, technology with all the bells 
and whistles. But if you need a team of 100 people to really take advantage of 
it, all that tech will drain your resources - time wise and financially. It’s better 
to use simple technology and spend your time implementing things, and 
upgrade as it makes sense. If you are technically inclined, you can piece 
together a lot of things yourself. But if you don’t know how to code, it might 
not be wise to think you will teach yourself along the way. That certainly 
works for some people, but running a business is hard enough. Give yourself 
a chance to make things easier in the tech department if you can. 

2. Pick your communication channels (for a full list, see below) 

Why do I need communication channels? 

• Distribute your manifesto and key messaging points - Once you have a 
home base for your key messaging and manifesto, you need to let people 
know it’s there. Communication channels also allow you to share snippets 
of the manifesto and key messaging points in ways that pique attention, 
inspire sharing, and draw people back to your home base to find out 
more. 

• Find and organize community members - Communication channels are 
awesome for finding your people. Different kinds of people are active on 
different platforms, and within each platform are groups, hashtags, lists, 
circles, and other subdivisions which let you narrow down and focus on 
the people you most want to connect with. Because people are already 
gathering with people who share their values, hopes, pain points, culture, 
and perspective, you can take advantage of those existing communities 
to connect, create, and build your own. 
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• Communicate with all levels of participants - As you find and connect with 
people, you’ll want to continue using the channels where those people 
interact to deliver new messages, important information and to listen to what 
matters most to the people you are serving. 

Which channels are right for your community? 

How do we choose those channels for messaging, outreach and sharing?

Brainstorm the channels where your avatar already goes - Identify and tap 
the channels where your followers already go, the ones that they already trust 
and use. If you’re working with GenZers, Snapchat might be a great option, but 
LinkedIn won’t necessarily be. Similarly, if you’re serving baby boomers, LinkedIn 
might be great, and maybe Facebook, but Instagram might not reach the group 
you’re looking for. It’s important to remember that there’s no perfect platform, 
just the right platforms for your community. If you’re serving the Greatest 
Generation, you may want to tap one of the least used functions on your 
phone...calling, or even in-person gatherings.

Where do they look for information, help, new experiences? - When we 
talked about creating the path, we want to actually meet people where they are, 
and part of that is to meet people where they look for information, where they 
look for news, where they look for new experiences. That may be online, that 
may be offline, that may be mainstream media, it may be something else. 

The idea is to identify those places where people look for information and for 
insights and for help, and go to those places. For initial outreach and messaging, 
and message distribution, go where that avatar already goes. If you're looking to 
create an experience where a lot of your people spend a lot of time on Facebook 
and certain people definitely do that, then that may be one of the main channels 
that you tap. If a lot of people spend a lot of time in a local knitting group or a 
forum, that may be the place that you go. You're trying to identify a handful of 
these places, where people already go. That's where they get the information, 
their insights, their ideas and solutions, and they build community. 
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As they get more familiar with your message, you can migrate them to 
the channels you are most comfortable using to communicate - As people 
become more engaged, then you have the potential to slowly move them from 
those channels where they're already comfortable over to a medium where 
you may have more control and you may be more comfortable over time. But 
you've got to meet them where they are. Figure out where do people already 
go now. 

Start with those channels and start to figure out, "How can I build my 
messaging that we've talked about so much and start to create the levels of 
programming or opportunities or engagement in a way where I can organically 
share them in those different channels, those platforms.” Start the dialogue, 
start the conversation, build the relationship. Let them see what's going on. 

Use the different levels to invite them to come deeper and move into 
your channels - Then as we want to learn more, we can use those levels of 
program here. We can use the interaction to invite them to come deeper into 
it and that may also mean coming deeper into the different platforms that you 
use on a more regular basis - to move them to your channels where you have 
more control. 

You may meet a lot of people initially on Facebook and on Twitter or maybe in 
your hometown in a meeting or something like that, and then as you build the 
conversation, if you want to move them, you invite them by sending them 
links over, "Come check it out. Listen what we've got going. I think this will 
really, really make a difference for you.” 

Initial Outreach Channels 
What are some of these potential places that you might be able to do the 
initial outreach and sharing of messaging? 
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Some examples:
• Twitter
• Facebook
• Instagram
• Reddit
• Pinterest
• StumbleUpon
• Tumblr
• Kickstarter

In the offline world, we talked about this a bit also, we're looking at existing 
gatherings, where people gather around shared interests. These could be 
meet ups. Go to meetup.com and you'll find tons, thousands, hundreds of 
thousands, potentially millions of local on the ground gatherings where you 
can find people who are already meeting around shared topics that may 
touch on that thing where you can really serve them, and then attend those 
meet ups, create your own meet up. Leverage that as a way to actually build 
your own channel that people become attracted to. Find topical events. 

How many channels should I use?

There’s no right number of channels. More than one way to connect with 
people is great, because you’ll catch different people, or the same people in 
different ways. But juggling 100 channels could mean you spend all your 
time liking and posting and commenting and sharing and never get around 
to the doing of your organization. 

Balance where your avatar lives, what your internal resources are, and what 
makes sense given the community you are trying to build. And don’t be 
seduced by a channel just because “everyone is on it.” Each platform and 
channel is a tool, but nothing is inherently perfect for everyone. You can play 
and experiment and try new things and then choose the places that makes 
the most sense for your goals and your community. 

https://twitter.com/
https://www.facebook.com
https://www.instagram.com/?hl=en
https://www.reddit.com/
https://www.pinterest.com
https://www.stumbleupon.com
https://www.tumblr.com
https://www.kickstarter.com/
https://www.meetup.com
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The importance of picking a first wave for testing and adjusting as you go on. 

As you go through the channels and pick a handful to work with, keep in mind that 
you might find some work better than others. Picking your channels isn’t a one 
time thing, but something that should be done on an ongoing basis, as you learn 
what works and what doesn’t, as your community grows and changes, and as 
technology changes. 

3. Adjust your messaging

Once you’ve picked your home base and the channels to distribute on, you’ll want 
to think about tailoring your manifesto and messaging to fit the aesthetic, the 
constraints and culture of the channel. Tweets should sound different from hour 
long keynotes. Plus, they need to say a lot in 140 characters. Instagram posts need 
to be visual, but Medium posts are all about good longform content. 

Generally each channel will have it’s own tone and style, constraints and 
expectations, so your content should evolve for each platform. It’s useful to take 
the time to learn the style of a platform and craft your messaging so it’s ready to 
go when you launch on all the platforms you are going to post on simultaneously. 

4. The importance of using technology to listen and adapt

Technology is such a valuable tool for communicating your message (the message 
you’ve worked incredibly hard up until this point to create). It can be easy to forget 
with a screen in front of us, that when we are communicating our message, we are 
talking to a human (or hopefully a bunch of humans). And in any conversation, it’s 
important to not just talk, but also listen. And technology is almost more powerful 
as a tool for listening than for talking.

As you develop your home base and explore the different channels for sharing 
your manifesto, think about the ways you can listen to your audience using those 
channels as well. 
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Why?

Feedback is valuable so you know if what you’re doing is working! And if you are 
focused on fulfilling a mission (which you should be if you’ve come this far), then 
you want to get feedback to know that you’re fulfilling on the mission you set out 
on. 

What does this look like? 

Social media stats

There are an almost infinite number of things to measure on each social media 
channel (likes, reshares/retweets, loves, comments, etc. etc.). Unless you have a 
dedicated team of folks to monitor and measure and respond to social media, you 
can’t measure everything (even then it’s pretty hard). So don’t feel like you need to 
log every single thing. But it’s worthwhile to think about what and how to measure 
a few key things. 

Most social media sites offer some built in tools to see statistics and there are a 
number of companies and apps that help with measuring this as well. Measuring 
social media stats can help you determine where you’re reaching the most people, 
where the people you are reaching are engaging the most, and where your energy 
would be best spent. It will also help you see if there’s been a big change in the 
way a company’s algorithm works, which can affect your success and reach even if 
your messaging and targeting are spot on.

Actions (and lack of actions) 

Similar to social media statistics, tracking the different actions people take (and 
don’t take) is a form of listening. How many emails get opened? How many have 
people click through to your home base? How many people who click through take 
an action like signing up for an event or purchasing a course or adding their name 
to a pledge? 

The actions people take can tell you a lot about what people care about and you 
can use this to help you serve people better. If you aren’t reaching people, or 
you’re reaching people and not winning them over, you know that something’s off 
and it’s time to tweak things a bit.
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Surveys

Surveys can take a lot of work to write well, distribute, and analyze, but they give 
you feedback in people’s own words, which is priceless. You’ll be able to see 
exactly what’s working, what people care about, what they are struggling with, 
and where they’ve been unhappy. You want to make sure you have the space to 
really address what comes up with surveys, because you might discover more 
than you were counting on! 

We leverage surveys in our own ventures to create deliberate opportunities for 
people to tell us what, but for the invitation we create, they’d never share.

One-to-one conversations

As you are building your Business of Belonging or organization, AND even as 
you are growing and managing a large organization, it’s invaluable to have 
detailed one-to-one conversations with people to get feedback. Setting up face 
to face interactions, phone calls, and follow up emails from surveys to go deep 
with a few people can help you get deeper inside the minds of the folks you 
want to serve. This doesn’t scale, so it’s best used in combination with other 
methods of listening.

Unsolicited feedback

Sometimes folks will volunteer information and that’s great! For every one 
person who stops to tell you that they’re upset or that you are amazing, there 
are probably dozens of people who feel the same way and didn’t speak up. The 
most important thing to know about anyone who gives you unsolicited 
feedback is that they are invested in what you’re doing, AND they are the kind of 
people who take action unprompted. They care about what you’re doing 
actually working. These people (if won over or already are big fans) will be 
among your biggest evangelists. 
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5. Paid traffic and earned media

Should I use paid traffic? 

This is not for everyone, but if your quest aligns well with online advertising you 
may want to consider ads online. Some of the big places to explore are Facebook, 
Google, Instagram, Pinterest, Twitter, Bing, Yahoo and more. 

There may also be a useful way to build affiliate options but the success of this 
depends a lot on the work you are doing, as well as the way your work aligns with 
people who might want to become your affiliates. 

How do I create earned media (aka - get into the news/PR-cycle)? 

Again, not for everyone, but if your work ties closely to ongoing stories in the 
public's eye you might want to consider piggybacking well-aligned breaking news 
stories by pitching the journalists who cover the relevant beats.

A great place to begin is: Help a Reporter.

6. List of potential homebase & distribution platforms

While this list is absolutely not exhaustive, and there are new, specialized 
platforms launching non-stop, this short list is a good place to get started with 
your exploration.

https://www.helpareporter.com
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Website (CMS - Content Management Software): 

Why do you want one? 

Nearly everyone will want a website as part of their homebase strategy. 
Simple websites are relatively easy to build yourself, and most people will 
expect to be able to find you on a website. For most people, your website will 
serve as your home base. If your home base is not your website, a website 
can still help direct people to the best place to find you (like a Youtube 
channel if that’s going to serve as your home base, for example). 

How does it fit in with the 3 core goals of distributing your manifesto, finding 
and organizing people, and communicating with them? 

When you are building a website, you want to make sure it does a few critical 
things: 

1) Communicates and distributes your manifesto: 

Whether this is a video, beautiful downloadable pdf, or text right on the 
screen, your website should scream your manifesto right from the beginning.

However you share your manifesto, make sure there are easy ways for visitors 
to your site to ALSO share it. That means turn on those social share widgets 
so people can easily post on Facebook, Twitter, email it, etc. 

2) Helps you find and organize people: 

Your website should provide an opportunity for people to raise their hand 
and say they are part of the community (and provide you with their email 
address so you can keep communicating with them and build deep 
relationships). This is normally in the form of an email sign up page, but you 
can be creative with how you do that - aka the I Am That Girl pledge. 

http://www.iamthatgirl.com/
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3) Communicate with all levels of your community.

At the very least, your website should provide clear links to direct people to your 
other channels (Instagram, Pinterest, Youtube, Twitter, etc.) so you can 
communicate with your community across multiple platforms. As you build out 
your website and offerings, you may also create specific ways to communicate 
with people right on the site - like a members only forum, live chat options, 
feedback and suggestion pages, etc. 

What are 1 or 2 platforms worth looking at? 

What platform you should use for your website depends on the goals of your 
organization, your personal tech skills, and your resources for bringing in external 
help. 

If you are a team of one, without much tech knowledge, you might enjoy something 
like Squarespace. Squarespace is easy to work with even if you aren’t a designer. 
You can create professional looking sites fairly easily, and it’s on the lower end of the 
price range. You are somewhat limited in your plugin options, so if you know you 
want your website to do a lot of work beyond distributing your messaging and 
collecting email signups, this probably isn’t the option you want. 

One of the best platforms for web hosting (and what we use at Good Life Project) 
is Wordpress. It is simple even if you aren’t a programmer, but it has the benefit of 
a nearly infinite number of plugins, widgets and pre-designed themes or designs 
to give you all the functionality you could dream of and get you up and running 
quickly. That means it can grow with your business - starting out simple and 
adding maps, message boards, membership sites, ecommerce plugins, and more 
as you need them. There are also tons of wordpress site builders who you can hire 
to help you.

If you want a more DIY approach using a wordpress site, you can check out some 
nice looking themes to build your website: Thrive Themes, Studio Press and 
Leadpages. These themes are designed to be user-friendly.

https://www.squarespace.com
https://thrivethemes.com/
http://www.studiopress.com/
https://www.leadpages.net/?gclid=CjwKEAjww_a8BRDB-O-OqZb_vRASJAA9yrc5JwlY083gx3oAcgjlspn_-Z-EKSu2L-OzrgXPmRD1zRoC3rzw_wcB
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Databases (CRM - Customer/Client Relationship Manager):

Why do you want one? 

A database serves as the container for your community. It lets you keep track of 
who’s part of your tribe and what things they have done to move deeper down 
the path of engagement you’ve created. Does everyone need a database? Yes and 
no. You should absolutely have a place to keep track of all the people in your 
community, even if it’s just an excel spreadsheet, or email platform like MailChimp
(more on that below). 

If you are feeling stressed out about technology and you have a very simple path, 
you can probably forgo a full database for now. As your business grows, you 
increase your resources, and the complexity of what you are asking people to do 
increases, you’ll most likely want to move to a full on database so you can track 
everyone’s actions in one place and do better targeting, marketing, segmenting 
and organizing. 

How does it fit in with the 3 core goals of distributing your manifesto, finding and 
organizing people, and communicating with them? 

Distribute your manifesto and key messages: The better organized your list of 
people, the easier it will be to share your manifesto and key messaging with the 
right people, in the right ways. 

Find and organize your people: A well organized database can also help you find 
new people. You might be surprised to discover that people are finding out about 
you from your podcast but not your Twitter account, or that you have a large 
following in Canada that you didn’t expect. Knowing the places that people are 
coming to you from gives you valuable insight into where to go to find more of 
your people. 

Communicate with people at all levels of your organization: And as you are 
building out leadership opportunities, new product offerings, etc, you will be able 
to target the right people, rather than sending the same communication to 
everyone. 
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What are 1 or 2 platforms worth looking at? 

ActiveCampaign is an increasingly popular platform that combines your 
database with email blasting and email marketing tools (but starting at their mid 
range level - the “lite” version doesn’t include a CRM). This is great if you know 
from the get go that email marketing will be a big part of your growth strategy. 

At Good Life Project, we use Infusionsoft. It’s great for creating complex auto-
responder series, and managing a hefty and multi-layered group of community 
members. The downside is that it doesn’t always play well with other systems 
(integration is a beast) and it can be pretty technical on the back end. 
Infusionsoft also lets you send email blasts right from the database, making it a 
multiple solution platform.

If you have the resources to have someone manage your Salesforce database for 
you, you can get all the bells and whistles you could possibly want. It’s not a great 
solution for solopreneur businesses though.

Email newsletter software (e-blast/ email marketing software): 

Why do you want one? 

As awesome as the newest social media apps are, nothing has proven as 
effective as building and maintaining an email list. Is this a requirement for 
everyone? Nope. But like a website, it’s one of those things that will be useful for 
the vast majority of people. If you are going to use a database, you might find 
that it comes with email blasting tools, in which case you don’t need a separate 
system for managing that. 

How does it fit in with the 3 core goals of distributing your manifesto, finding and 
organizing people, and communicating with them? 

Email blasts are one of the quickest ways to distribute your manifesto and and 
other key messaging to your entire community. And because most systems let 
you see who’s opening your emails and who’s clicking on your links, you can get a 
very accurate look at how effectively you’re distributing your messages. 

https://www.activecampaign.com
https://www.infusionsoft.com
https://www.salesforce.com
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Email is also a fabulous way to find and organize your folks. You can direct 
people to take all kinds of actions, including sharing the email by forwarding it 
to friends.

Clearly email is built for communicating with people. If you have any tools to 
delineate between different groups of people inside your community, you can 
customize your messages for those different groups. 

What are 1 or 2 platforms worth looking at? 

If you are looking for something super simple, Mailchimp is a great option. They 
have all kinds of built in features so you don’t have to worry about managing 
things like opt-outs. Mailchimp lets you have different lists, so you can begin to 
segment groups of people. It doesn’t include a full database, so the information 
you collect is extremely limited, but it’s a great start and you can always export 
the list and import it into a database when you decide to scale up. 

At Good Life Project we use a combination of InfusionSoft as we mentioned 
above (it also provides email list management), and Aweber, which has been a 
longtime player and keeps adding appealing options. 

A new player on the block, though one that is gaining traction quickly for it’s 
super intuitive and easy user experience and robust ability to easily build 
entire automated email campaigns in Convert Kit.

NationBuilder: If you’re looking for a platform that serves as a website, database, 
and email blasting solution - NationBuilder might be what you’re looking for. It 
integrates social networks organically into your database, has built in event and 
other action pages which make it easy to get people involved, move them through 
a series of deeper levels of engagement, communicate with them and organize 
folks. It is a lot of software, so it’s not necessarily a good fit for one-person 
operations unless you are more technical. NationBuilder also doesn’t have built in 
auto-responder sequences which make complex email marketing programs 
difficult. If you have a small team or the resources to hire a consultant to help 
with the system it can be a great option for building a highly engaged 
community. 

https://www.mailchimp.com
https://www.nationbuilder.com
https://convertkit.com/
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Project Management: 

Asana 
Trello 
Basecamp

Ambassador Programs:

Ambassador ReadyPulse

Surveys:

Typeform

Other Misc. Tech Tools to Make Distribution, Conversation & Gathering 
easier:

Event management technology:

Eventbrite 
Regonline  
Meetup 
Brown Paper Tickets

Crowdfunding: 

Kickstarter (only for artistic based projects)
Indiegogo (more broad than kickstarter and comes with an existing 
community of funders) 

https://www.eventbrite.com/
http://www.lanyon.com/event-management-software/regonline?domain=en-US
https://www.meetup.com
http://www.brownpapertickets.com/
https://www.kickstarter.com
https://www.indiegogo.com
https://www.asana.com
https://www.trello.com
https://www.basecamp.com
http://www.readypulse.com/products/brand-ambassador-programs/
https://www.typeform.com
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Misc:

Thunderclap 
Leadpages
Scratch It 
Tweet Chat 
ChangeThis
Zendesk
Standing on Giants 
Slack
Prezi

Communication Channels:

Online: 
Blog
Facebook page
Dedicated website 
Twitter  
Instagram
Pinterest
Google+ 
Snapchat
Vine
Forums  
Slideshare

Offline:  
Meet-ups  
Speaking & keynotes  
Street teams, wild-postings (where legal)  
Local groups populated by your avatar
Bulletin boards at community centers, coffee shops, restaurants, 
theatres, etc. 
Anywhere else your avatar already gathers

Scribd
Youtube
iTunes  
Soundcloud
Stitcher
Webinars  
Vimeo and other video-sharing sites  
LinkedIn groups  
Facebook groups  
Topic-specific communities, blogs, etc. 

https://www.thunderclap.it/en
https://www.leadpages.com
http://www.scratch-it.com/
http://tweetchat.com/
http://changethis.com/
https://www.zendesk.com
http://www.standingongiants.com/
https://www.slack.com
https://prezi.com/



