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Introduction
What if we were able to “ply together, wire together” a shift in human consciousness that lends 
itself entirely to collaboration, co-creation and positive energy? What if we could create a new 
social frame that could bring positive focus and energy to a global structure and that would allow 
us to invent and re-invent ourselves as we evolve?

What if we could create a model that gave us more ways to succeed, that increased our reach and 
encouraged growth? What if that model rewarded positive energy, creativity and collaboration and 
brought success to our businesses and to our lives?

This paper, studying social interaction across an mFabric model, is the first in a series to examine 
the principles and philosophy surrounding mCommuning and the YouTopian stack. The paper 
examines how, by combining existing technology, models and science, it is possible to create a 
shift in human consciousness toward positive interaction.

The mFabric model was inspired by mBraining and the work and vision of Grant Soosalu, Dr 
Suzanne Henwood and Sarah Carruthers. Thanks also to Elizabeth Summerfield for academic 
collaboration and editing.

Abstract:
Social networking sites are now estimated to have 3.96 billion users and these figures are 
expected to grow as mobile device usage and mobile social networks increasingly gain traction in 
previously under-served markets.
-
As one of the founders of mBraining, Grant Soosalu was explicit in his future vision: In one of his 
final interviews, he tells us we should ask, “by being the most compassionate, creative, 
courageous me, how can I encourage greater co-creativity in a community?” In short, he 
challenges that we should look "to build a community of co-creativity that can shift human 
consciousness".
-
The mCommuning Fabric brings a living, breathing, Gestalt approach to forming a robust and 
meaningful community which in turn ensures relevance to its focus. The strongest Gestalt principle
is connectedness1 when concerned with relatedness. It refers to the fact that elements that are 
connected by uniform visual properties are perceived as being more related than elements that are
not connected. In a world where social media has grown well beyond its original bounds, 
connectedness is vital to relevance.
-
Grant’s view was that by changing our approach to life, we would also be able to shift human 
consciousness in a positive manner. The mFabric concept looks to change the structure of neural 
connections by training the human consciousness that every act of collaboration or creativity will 
be rewarded. In a nodal based fabric environment, cooperation and collaboration brings mutual 
benefit across the entire community. Such benefit seeks to reinforce positive change through 
repetition; hard wiring a neural structure habitually geared toward positive interaction.

1 Andy Rutledge :: Gestalt Principles - 3: Proximity, Uniform Connectedness, and Good Continuation   

https://www.andyrutledge.com/gestalt-principles-3.html
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Being Social
Social media may be described as being interactive digitally-mediated technologies that facilitate 
the creation or sharing/exchange of information, ideas, career interests, and other forms of 
expression via virtual communities and networks2.

The world is full of data and we are constantly inventing new, faster and more exciting ways of 
using it. The processing power of the average mobile telephone is around 100,000 times greater 
than the computer used to land the first man on the moon and technology is constantly evolving.

We carry our smart mobile devices in our pockets, tap away at our laptops and computers while 
being entertained by Smart Speakers and TVs. Technology dominates our lives while the Internet 
allows us to plugin and connect to just about whoever and whatever we please. While once we 
relied upon audible words spoken through a wired telephone, we are now able to communicate 
instantly using images, text, video and telemetry.

There are an estimated 3.96 billion active users of social media worldwide3, that’s just over 58% of 
the world’s total population. We are all busy living a second digital life; connected via a series of 
disparate applications so to communicate, be entertained, do business, educate and be educated. 
The internet is awash with information fed by endless streams of data.

It is estimated that a staggering 90.4% of all Millenials use social media and the figure for 
Generation Z is probably even higher. These are the Digitally Native4, born into a world already 
flooded by technology and fluent in the language of the digital age. To the Digitally Native, 
connection and life management via digital media is not only preferred, it is expected.

But they are not alone, with 77.5% of Generation X and 48.2% of Baby Boomers now classified as 
Digital Immigrants; a person who grew up before the Internet and other digital computing devices 
were ubiquitous - and so have had to adapt and learn these technologies. Generally those born 
before the year 1985 (those before the Millennial generation) are considered to be Digital 
Immigrants5.

Connecting with others is more important than you might think: Social connection can lower anxiety
and depression, help us regulate our emotions, lead to higher self-esteem and empathy, and 
actually improve our immune systems. By neglecting our need to connect, we put our health at 
risk6. Research does suggest that the quality of connection may vary between digital and face-to-
face communication, with much dependent on the reason for connecting and the desired results7. 
Studies do suggest that digital may actually be the better form of communication in matters of 
research and business due to the tools it affords, while face to face is preferred for achieving a 
feeling of closeness. In all cases however, being connected is better than isolation.

What has shifted greatly however, is the methods and ways in which we communicate. Technology
has driven us from largely face-to-face, same room interaction toward screen based methods such 
as Face Time, photo sharing, message exchange and forum style threads.

Millennials and Generation Z are leading a revolution in how we choose to communicate, learn and
express ideas. We still follow our basic human need to connect, it is only the method that has 
changed.

2 https://en.wikipedia.org/wiki/Social_media
3 https://backlinko.com/social-media-users
4 Digital native is a term first coined by Mark Prensky in 2001
5 Investopedia - https://www.investopedia.com/terms/d/digital-immigrant.asp#:~:text=A%20digital%20immigrant

%20is%20a%20person%20who%20grew%20up%20before,considered%20to%20be%20digital%20immigrants.
6 The CMHA - https://cmha.ca/blogs/the-importance-of-human-connection#:~:text=But%20connecting%20with

%20others%20is,put%20our%20health%20at%20risk.
7 Online versus Face-to-Face Catch-Ups: The Good, the Bad and the Ugly | Pip Pip (thepip.com)   

https://thepip.com/en-eu/2016/08/online-versus-face-to-face-catch-ups-the-good-the-bad-and-the-ugly/


The Internet allows us to spread our wings, to reinvent ourselves and to become more of what 
once we could only dream of being. It breaks down geographical barriers and can level the playing 
field between generations. Communities can spring from a single idea with voices heard from any 
culture and from all walks of life.

As individuals, we now enjoy a voice far louder than at any time previously and as a collective, we 
have the power to make change.

The 16th Century English poet, John Donne wrote “No man is an island entire of itself; every man is
a piece of the continent, a part of the main”. Not withstanding that in today's society his words 
would better be changed to “no person is an island”, it still remains clear that even in the 1500s 
people craved connection. Donne’s words suggest an understanding that people do badly when in 
isolation and need to be a part of a community in order to thrive.

But island or not, we are surrounded by an ocean of content, with each of us the source of a river 
that constantly floods to the waves below. We rely on the Internet for communication, its tides and 
currents, driven by software, are our daily roads and pathways as we go about the business of 
living.

But the waters are rising – everything we do in the digital age creates data, giving rise to a greater 
need to be “smart” about the way we index, analyse and use the information around us.

When communicating a message, the focus may become lost, with the more niche a perspective, 
the less likely it may gain traction. The ocean is plain sailing for mainstream ideas, large 
companies and the famous – while families paddle safely, communicating in the shallows. But what
of those seeking to create, to evolve and to nurture innovation and change? With so much 
information flooding our senses, will new ideas be heard and will smaller companies grow?

Enhancing Existing Tools
This paper examines a model that encompasses design elements geared toward the enhancement
of a users digital presence through the use of existing social tools, such as Twitter, Instagram, 
Facebook and Pinterest. These are well established platforms with huge followings that form an 
extensive outer social layer.

It is not my view that these existing social platforms are broken, but more that our demands and 
expectations have, in most cases, shifted beyond their original design and focus.

For the purpose of this paper, I define digital presence as being a total online footprint; that being 
an amalgamation of a user or company’s web published content and messaging. This may be via 
social media platforms, websites, online journals and cloud based repositories. In nearly all cases, 
a user or company’s digital presence will appear entirely disparate and will span multiple platforms.

Statistics show that the average person will manage their digital content across no fewer than 8 
different accounts. This is partly due to the varying myriad of different platforms all lending 
themselves slightly differently in terms of their target audience, method of delivery and areas in 
which they are best used.

As you can imagine, this makes the management of a successful digital campaign both time 
consuming and complex, while making it difficult to build a digital present that provides full context.

For large companies with deep pockets and expert resource deployed full time to digital marketing,
building a global reach within relevant markets and gathering a large social following is more than 
attainable. Likewise, “personalities” that already demand a large following outside of their digital 
presence should have no problem in creating a large social following online.



Families, friends and individuals that use the existing social platforms merely to “stay in touch”, to 
be social or to make new friends will also find that the existing tools are more than adequate to 
satisfy their needs.

But what if you are a smaller company with a tighter budget and no time to spare? What if you are 
an individual or company attempting to promote your business or a new philosophy and the only 
tools you have available are the existing social platforms? What if you are seeking to promote or 
research niche areas of focus that can easily become lost beneath the many fathoms of messages 
and data that floods from the billions of active “users” every day?

How do we filter and analyze, aggregate and promote so we can increase reach, nurture interest 
and improve business? How do we reward creativity and encourage collaboration as a natural shift
in the way that we work and live?

Before these questions can be answered we must first come to understand a little more about the 
ocean itself.

How Big is the Ocean?
So just how many people actively use social media? Market leader Facebook was the first social 
network to surpass 1 billion registered accounts and currently sits at more than 2.7 billion monthly 
active users8. The company currently also owns four of the biggest social media platforms, all with 
over 1 billion monthly active users each: Facebook (core platform), WhatsApp, Facebook 
Messenger, and Instagram. In the third quarter of 2020, Facebook reported over 3.2 billion monthly
core Family product users.

 

8 • Most used social media 2020 | Statista   (www.statista.com)

https://www.statista.com/statistics/272014/global-social-networks-ranked-by-number-of-users/


The leading social networks are usually available in multiple languages and enable users to 
connect with friends or people across geographical, political, or economic borders. Social 
networking sites are now estimated to have 3.96 billion users and these figures are expected to 
grow as mobile device usage and mobile social networks increasingly gain traction in previously 
under-served markets.

So all in all, the ocean is huge and brimming with fish of all shapes, colours and sizes. The share 
between platforms, to some degree, is decided by how a specific format fits the focused need. For 
example, YouTube is specific to video and has a secondary use as a video server for third party 
sites. Pinterest is an image sharing platform while apps such as WhatsApp and WeChat are 
specific to messaging. Some platforms are geographically or theme specific and while some suit 
business (such as LinkedIn) others are perhaps better suited to private users. In most cases, users
serious about building a social presence will share their footprint across multiple platforms, 
distributing content accordingly (for example, quotes from Twitter, groups on FaceBook, video 
content from a YouTube channel and business profile from LinkedIn.

If we take Pinterest as an example, there are 416 million users actively pinning images on the 
platform with a total of 240 billion pins. There are 4 billion boards following 1.10 billion visits. Now 
interestingly, two thirds of all pins represent brands and products and yet the most popular 
categories are Food & Drink followed by Home Decor and Holidays as the most common 
searches.

There are an average of 2 billion searches on Pinterest every month with a reported 47% of social 
media users using the platform to discover and shop for products and yet the average visit duration
of a user is just 5 minutes9.

Despite all these huge numbers, Pinterest’s 416 million active monthly users, isn’t even among the 
big boys. Instagram has around 500 million active daily users with 25 million businesses 
represented and yet the most popular hashtags are around love, beauty and fashion – with pizza 
the most instagrammed food.

An astonishing 72% of all teenagers use Instagram which means a vast percentage of the platform
user base are not active buyers across most markets.

More than 50 billion photos have been uploaded to Instagram with 995 photos uploaded every 
second.

The ocean really is big – in fact it is very big with literally billions of fish grazing their own specific 
brand of content amid fleets of trawlers, each with their own very specific and unique missions and 
goals. Entire communities exist hidden beneath the depths of billions upon billions of messages, 
threads, photos, videos and text and all shared across multiple platforms, each with their own way 
of doing things.

How Big is My Boat?
Obviously the bigger your boat, the larger your nets and as we have already discussed, to some 
large degree the size of your boat is decided by the breadth of your focus subject, your status 
within that subject and the relevance of your content.

The ocean is still growing. Swelled by the ever strengthening current of the digital age and 
connected generations. But the size of your boat is not just about subject and relevance, but also 
resonance and connection. Are you on the same wave length as your audience and are you 
providing focused content that resonates with their generation?

9 • Pinterest by the Numbers (2020): Stats, Demographics & Facts (omnicoreagency.com)   

https://www.omnicoreagency.com/pinterest-statistics/


Let’s look at some user data for Instagram. As of October 2020, 33.1 percent of global Instagram 
audiences were aged between 25 and 34 years. In total, over two thirds of total Instagram 
audiences were aged 34 years and younger and this makes the platform particularly attractive for 
marketers10 but not necessarily the best boat for all anglers. Indeed there is no one size fits all 
platform, which is why so many people share their social presence across numerous platforms. But
trying to keep an entire fleet of boats all sailing in the same direction can be tricky, time consuming 
and fraught with danger.

With over 1 billion monthly active users, Instagram belongs to the most popular social networks 
worldwide. The social photo sharing app is especially popular in the United States, India, and 
Brazil, which have over 140 million, 120 and 95 million Instagram users each. In the United States, 
the number of Instagram users is projected to surpass 130 million MAU in 2022.

One of the most popular features of Instagram is Stories. Users can post photos and videos to their
Stories stream and the content is live for others to view for 24 hours before it disappears. In 
January 2019, the company reported that there were 500 million daily active Instagram users of 
Stories. Instagram Stories directly competes with Snapchat, another photo sharing app that initially
became famous due to it’s “vanishing photos” feature. Snapchat had 238 million daily active users 
as of the second quarter of 2020.

10 •   Instagram: age distribution of global audiences 2020 | Statista   (www.statista.com)

https://www.statista.com/statistics/325587/instagram-global-age-group/#:~:text=With%20over%201%20billion%20monthly,95%20million%20Instagram%20users%20each.


When Considering Bait
Even if we take only 6 of the top platforms as a study (2020 data) we can still see that not only are 
we fishing from relatively small boats on an enormous ocean, but that even choosing our bait can 
prove problematic.

Monthly
Active Users

Demographics Formats Frequency Best For Challenge

Facebook 2.7 Billion All Ages
53% Female

Text
Image
Video

1 to 3 posts
per day

Building a
community.

Groups
Connecting
with family

and Friends

Low organic
reach

YouTube 2 Billion All Ages
62% Male

Video Once a
week

Adverts
tutorials

infomercials
films

Animations

Time and
resource
intensive

Instagram 1.15 Billion 70% 34 or less
68% Female

Text
Image
Video

Once a day Connect with
existing

customers

Creativity
required

LinkedIn 260 Million Mostly 25-54
56% Male

Text
Image
Video

1 to 2 posts
per day

Thought
leadership
advertising

Users aren’t
as active

Twitter 353 Million Mostly 18-29
53% Male

Text
Image
Video

10+ Posts
per day

Connect with
influencers

Posts have
a short
lifespan

Pinterest 416 Million 69% 49 or less
71% Female

Image 30 pins
per day

Drive traffic
and leads

Custom
images
required

Sources11

What difference could this make?
How do you answer a broad brush question with an answer that is contextual to each individual? 
Well, of course you can’t. The fact is that as individuals, we are all looking for something different. 
As a business person, you are perhaps looking to improve your business development, while as a 
practitioner, coach or trainer, you may be looking to boost your engagements and as a community 
you might simply be looking to increase your membership. Maybe you want to change the world, 
make a difference or increase your social footprint; the fact is, mCommuning directly embraces 
modern business in terms of connectivity, collaboration and partnership. It provides a framework 
that is relevant in almost any environment, be that those involved in business operations or private 
individuals.

Grant Soosalu’s vision12

As one of the founders of mBraining, Grant was explicit in his future vision. In one of his final 
interviews, he tells us we should ask, “by being the most compassionate, creative, courageous 
me, how can I encourage greater co-creativity in a community?” Or in short, he challenges that we 
should look "to build a community of co-creativity that can shift human consciousness".

Grant Soosalu was acutely aware that no one individual can build a tower alone, you achieve the 
headiest goals by working together in a collaborative manner. This resonates with me on a number

11 Angie Gensler (AngieGensler.com) Omnicore: Medical & Healthcare Digital Marketing Agency 
(omnicoreagency.com) & www.statista.com

12 Grant Soosalu/Suzanne Henwood - Grant Soosalu's vision for mBraining 2019 - YouTube 

https://www.youtube.com/watch?v=WaSoIaSbxwQ&feature=emb_logo
https://www.omnicoreagency.com/
https://www.omnicoreagency.com/


of levels and because I have built my entire 30 years of business modeling around partnering and 
collaboration.

A few years ago I created a framework for an entirely hypothetical anthropological study around a 
community, that lent entirely on being self-sustaining, without the need of currency. My “YouTopian 
Stack”, as it has become known, is simply unrealistic in today’s society due to our reliance on 
status and our reflex to base decisions on “what is best for us as an individual”. But if we could shift
the narcissistic self first reflex toward collaboration and creativity, anything would be possible.

Just as social media has decentralised wisdom by giving a louder voice to individuals and the 
ability to form communities; these social groupings now lend an opportunity to provide an 
alternative way in which to conduct commerce. The mFabric model lends itself perfectly to the 
exchange of skills, products and services as an optional “currency”.

As we enter the uncertain times that will follow the COVID19 pandemic, rising unemployment, 
crippling debt and global recession will force a need for out of the box solutions, creativity and 
collaboration on a level never before considered.

While this paper sets the social foundations for the model as a whole, later papers will study 
business applications of the model, including the internal commerce layer and the outbound push 
to external commerce.

At best, when considering our lives, we are capable of stretching our bubble to our immediate 
family, but only within the constraints of financial capability. In business, we will sometimes “use a 
sprat to catch a mackerel” but even the most successful partnerships are based on net gain for 
each partner rather than the collective result. In 30 years of business, the question I hear most 
often is, “what is in it for me?”

The idea of creating a symbiotic collective that makes a community greater than the sum of all of 
its parts is incredibly attractive to me. Imagine a world where money is no longer needed because 
we are all able to rely upon one another to be creative in the areas in which we are “Capable”. In 
short, each individual performs their role within the collective for the greater good of the 
community. There are a number of benefits to such a model, but that is a matter for discussion at 
another time. Being realistic, such a shift will take generations and face enormous resistance and 
so for now, I am focusing only on social interaction as this in many ways is the ANS of any 
community.

Grant’s words have shifted my focus toward a community framework that will allow us all to be the 
most compassionate, creative, courageous versions of ourselves, so to encourage greater co-
creativity in the community. How do I apply the best elements from my “YouTopian Stack” while 
evolving the model to become geared toward creating a natural shift in human consciousness? 
This is my starting point from which this community will be built.

It is my firm belief that the world is on the brink of a radical shift toward a more difficult time. 
Community, wisdom, creativity, compassion and collaboration are set to become crucial to 
reinvention as we seek to evolve and adapt. The mFabric model provides a balanced, well formed 
structure that allows us to make better use of existing, well established tools, while providing valid 
and reliable alternatives to currency, education, communication and business.

I have started to develop the mFabric, a modal approach to “communing”, with a working algorithm
that rewards active collaboration, energy and positive focus. I have not tried to reinvent the wheel 
but merely tinkered by creating a new way of using it.



Getting Started
First of all, in order to make a community framework successful, it is my view that certain things 
need to be included:

The Physical – The actual tools that allow the dots within a community to be joined. “How do I 
make it happen?”

The Motivation – Engagement is critical as just like a vehicle with no fuel, a community without 
people (or with people that are disparate or uninterested) will go nowhere. “What is in it for me?”

Relevance, Scope, Range and Vision – The length and breadth of the communities global reach 
and its relevance in terms of appeal to an audience. What is the end message and is that message
focused. What will the future hold and how will we grow? “What is in it for the world?”

Education – “Why change anything at all? Why do we need to consider a new way of building 
digital communities when the world is already saturated with social networking platforms”?

The Physical
A community fabric is constructed by means of networking nodes into clusters and in turn 
networking clusters through common joins. For example, a coaching cluster may consist of a 
number of different nodes (such as mBraining, NLP, TA, Executive Coaching practitioners, RTT etc 
…) which are joined through a common core (containing tools and materials useful to all nodes). 
Each node is a self contained community, but members of each community can also intermingle 
and all of the nodes can use “common” tools found at the core.

Additionally, clusters are “joined” through common points of interest, for example a Coaching 
Cluster may also join with a Training Cluster and a Marketing Cluster as members of each may 
share common points of interest. Additionally “super clusters” form so to represent a wider view of 
a particular industry, such as Coaching, Training, Engagement and Mentoring clusters would form 
a Learning and Development super cluster.

This structure allows a member, through a single sign in, to effectively index their social presence 
according to their areas of interest. An mBraining coach that also uses NLP and needs programme
management tools would have 100% relevance in the mBraining node, while also gaining value 
from the NLP node and use of the tools at the cluster’s core. That same coach may also wish to 
collaborate with a training company and a marketing consultant as secondary points of interest.

A Typical Node (Using the Coaching Cluster as an example)
The creation of tools logically connected so to support a “relevant” community and their businesses
in a co-creative, collaborative and profitable manner. Grant himself was heard to say that he 
wanted to create a community where its members and their businesses would support one another
so to propagate the mBIT model.



So when considering the physical, we must consider that vision and the overall purpose of the 
mBIT mission. This means building a platform that meets the actual requirement and to this end, 
the first step was to create an iterative solution. That is to say, a platform that is constantly updated
so to continuously deliver the exact tools the community needs so to be creative, compassionate 
and courageous and to be so together.

Through the Profile system, coaches and trainers can better advertise their services to a relevant 
audience from a safe, verifiable and supported environment. With time this may grow into a range 
of  ancillary tools that further aid session time through management, science, analysis and 
reporting.

The Social system includes communication through instant messaging and a FaceBook style 
platform that promotes co-creativity through conversation and the sharing of ideas. It also 
embraces the unique concept that a social fabric should be indexed into clusters of community 
nodes, allowing an individual to “Fish” only in pools that are relevant. We will look at this in more 
detail later.

Taking mBraining as a single modal node from within a specific cluster (in this example, coaching), 
research and development may be supported through the library archive of video, audio books and
articles. The File share system provides a platform through which researchers may share their 
papers, poll opinion and provide knowledge and the Blog supports authors with a platform through 
which they may publish. But this is simply a reflection of a typical node that may be reproduced an 
unlimited number of times and across an endless number of subjects; thus indexing research to 
relevant communities and as such, generating a greater amount of interest.

And finally, there is the learning management system (LMS), allowing courses and challenges to 
be shared between the community members, constantly updating a collective knowledge base, 
continuously moving the modality forward.

All of this is supported not only by the “capabilities and functionality” of neighboring nodes but also 
by the cluster’s core where common tools are provided as a service to all of its orbiting nodes.

The mCommuning Fabric brings a living, breathing, Gestalt approach to forming a robust and 
meaningful community which in turn ensures relevance to its focus. The strongest Gestalt principle 
is connectedness13 when concerned with relatedness. It refers to the fact that elements that are 
connected by uniform visual properties are perceived as being more related than elements that are
not connected. In a world where social media has grown well beyond its original bounds, 
connectedness is vital to relevance.

Underpinning all of this and at the heart of the co-creative social framework is the empowerment to
build a community presence formed around a related audience by means of Social Constructivism.

According to the theory of Social Constructivism, social worlds develop out of individuals' 
interactions with their culture and society. ... Social Constructivism teaches that all knowledge 
develops as a result of social interaction and language use, and is therefore a shared, rather than 
an individual, experience14.

13 Andy Rutledge :: Gestalt Principles - 3: Proximity, Uniform Connectedness, and Good Continuation   
14 Science Direct - https://www.sciencedirect.com/science/article/abs/pii/S0001879104000065

https://www.andyrutledge.com/gestalt-principles-3.html


The Motivation
While I may have been a little liberal with my use of the Gestalt principle of connectedness as an 
underpinning frame for community presence, it is clear to see a parallel.

Using the rather exceptional explanation of this principle, as given by Andy Rutledge, we can 
consider that a community should have proximity, uniform correctedness and good continuation. 
He goes on to explain this in very simple terms simply by comparing two paragraphs of text. The 
first is well formed, with the words in the correct order and easily read while the second is a 
random mass of those same words sprinkled across the page. In the first paragraph, the words 
come together so to properly form a meaningful sentence while in the second the words are 
disparate and isolated, effectively meaning they stand alone.

So by applying the principle of proximity and the idea that “things that are close to one another are 
perceived to be more related than things that are spaced farther apart” we can start to see how 
that same principle can be applied to relevance within social media and to a community as a 
whole.

We then can add uniform connectedness and the idea that elements that are connected by uniform
visual properties are perceived as being more related than elements that are not connected at all.

One of the most common drivers of business development is the employment of a social presence.
But with each new social platform comes dilution and with that dilution, the social message 
becomes more and more in danger of being a meaningless paragraph of words randomly placed 
across the page. If we then imagine a group of individuals, each operating their own independent 
social strategy, they become as the words themselves in that random paragraph, disparate and 
isolated.

Relevance, Relevance, Relevance!
Only through being close together and well connected can a more relevant audience be developed
and productivity be improved. Of course this principle varies according to the overall appeal and 
popularity of a subject. A super star football player may command a presence across all media 
simply by being known and having a popular following. But by the same token, the less known a 
subject or individual, the more the principle may be applied.

To this end, organically growing a new or scarcely known science from green shoots to healthy 
sapling requires a more focused approach where everything is in one place and well connected (A 
community).

Imagine social presence as a fishing trip. You have spent a fortune on your tackle, you have 
researched the best bait for your target species and paid out on the best guide possible. The day 
of your fishing trip arrives and you could not be more prepared and yet you only catch 3 fish while 
your friend fills the boat.

The problem is that you are fishing in a wide ocean using a bait that only a few fish species will be 
attracted to. Your focus is very narrow because your point of interest (relevance) is limited to a 
single species. Your friend, by contrast, has used a bait popular with most species meaning they 
have a wide focus making it easier to generate appeal.



The next time you go fishing you copy your friend and use a bait more popular with a wide variety 
of different species of fish and like your friend you fill the boat. At first you are delighted with the 
result but then you come to realise that after throwing back all the species that you don’t like eating
and all the fish that are to small to keep, you actually don’t have any fish left. By widening your 
appeal, you have entirely lost your specialist focus and only caught fish you cant eat (lack of 
relevance).

This is commonly seen on social platforms such as Twitter, where community members increase 
their social appeal by posting messages that are not directly relevant to their point of focus. For 
example, an mBraining coach posting a picture of what they had for dinner. The post potentially will
create a greater reaction due to its broader relevance to the greater community (while a post 
specific to mBraining is considerably more narrow). While the greater community reaction may be 
pleasing, it does not carry any impact to the poster’s primary aim (to spread awareness of 
mBraining or perhaps even to build some business development).

By applying this analogy to business, we may conclude that if fishing for clients across numerous 
wide angle social platforms using a little known subject as bait, you are not likely to have the level 
of success you desire.

But what if you were able to fish in a calm sea populated only with the species of fish in which you 
are interested. In such a case relevance ceases to be an issue because every bite is relevant.

By bringing together all of the coaches, trainers, author’s researches and others interested in being
a part of something specific (for example, mBraining), we create something that is easier to see 
(proximity). And through  uniform connectedness we are able to create a commonality with each 
community member adding further relevance to the message and making the whole greater than 
its parts.

Relevance as a Scale
Relevance in itself is a little more complex than who you are or what you do. A little known 
goalkeeper playing in a lower division in a small country will attract less interest than a striker 
playing for a leading team in a country like England, Spain or Italy. In both cases the individual may
consider their social footprint is relevant to football fans but other conditions will also contribute, 
such as the population of the country they play in, the number of fans their club has and even 
whether there is something unique about that individual that may support the growth of their social 
presence (A Unique Selling Point or USP).

In general terms, an individual may organically grow their presence through posting within their 
chosen community, but also through gaining results in their focused subject. In the case of the 
above example, our goalkeeper may with time rise up through the leagues and then transfer to a 
top club in Spain, these are of course, all things that would raise their overall profile and with it their
relevance to other community members.

This is not unique to footballers. If we take mBraining as a separate example, an individual may 
organically build a social presence through posting, but will more quickly increase relevance to 
their focused community by becoming more active (researching, publishing, becoming a thought 
leader and so on …).

But the over all scope of relevance (in terms of a focused subject) for any individual is governed by
the breadth of community interest in that subject. What that actually means in real terms is that a 
footballer is more likely to build a relevant social presence faster than an mBraining coach because
the breadth of interest in the general community is likely to be greater for football than it is in 
mBraining.

Of course the mBraining coach may increase their scope by broadening their focused subject, but 
the broader the focus, the more diluted the message; and the more diluted the message the less 



relevant the social following. Again we are fishing an ocean with a popular bait but only catching 
fish we don’t want to eat.

In reality, if considering the wider digital social community across the more popular social media 
platforms, the wider your subject focus or the greater your status within that focus, the faster you 
are likely to build your social footprint.

So if we consider relevance as a scale between 1 and 10 and measure against our desired focus 
(rather than diluting that focus as a trade for greater popularity) it is logical to conclude that the 
more broadly popular your focus and the greater your status within that focus, the faster you will 
grow a relevant audience.

But if the social platform is specifically relevant to your focus subject, your relevance will always be
at the upper end of the scale. If you then work to increase your status within your focus subject, it 
is far easier to build a larger, more relevant social presence. In such an environment, your greater 
effort shifts from attempting to organically grow a presence to actively building your status which in 
turn will prove more greatly beneficial to you and to the community as a whole.

To conclude, it is more beneficial (both to the community and to the individual) for an mBraining 
coach or trainer to spend their time researching, coaching and training to a community specifically 
interested in mBraining, than it is for them to spend their time posting photos of their dinner to a 
wider global audience.

Community Presence within a Collaborative Framework
Grant Soosalu talks of moving consciousness away from naturally narcissistic tendencies and a 
self-first scarcity model and toward an mBIT focused wisdom and generosity model.

The “self-first” driver is usually triggered by the human survival instinct. Shifting human 
consciousness away from a naturally narcissistic tendency is therefor challenged by our very 
nature. It is easy to show generosity when financially viable to do so or trusting of the circumstance
in which that generosity is shown. But for most, with every day perspective, generosity can seem a 
luxury that can seldom be afforded.

Every time somebody thinks in a narcissistic way, it changes the structure of the neural 
connections at a head, heart, gut, sexual and ergonomic level, so to increase the probability that 
they will “ply together, wire together”15. Self-first may be driven by a defense mechanism or by habit
but in most cases it is the default bubble in which we all find ourselves living.

But co-creativity within the bounds of a collaborative framework can often lead to mutually 
rewarding results across all participants. If a fabric can be created that naturally lends itself to 
collaboration while benefiting each individual involved, then you shift consciousness toward making
decisions that benefit others. In effect, you create a natural state where helping others is rewarded 
by helping yourself.

15 Grant Soosalu https://www.mbraining-global.com/library-content/a7c9393c-8a51-4fc5-b086-aab4dfa56af3



The concept of mCommuning is that the actions of each individual benefits the community as a 
whole. In this way, the sum of all parts can become greater than the whole.

The fabric engine room is context and relevance built through developing a social footprint, both 
individually and collectively as a community.

By its nature, each node within the fabric pushes outward while pulling inward. So every post I 
make on the node’s social platform, every publication I post to the library, every video and every 
podcast I archive and every blog I put into print can also automatically be pushed outward to the 
external social layer, thus pulling back through the social funnel, any and all interested parties.

A single outbound message posted through the social funnel to the external layers can be 
automatically delivered via external social platforms (dependent on media). Any such message 
would be supported by the context provided from the “posters” profile, publications and blog 
(everything in one place).

At the posting end of the funnel, the focus is very narrow but with 100% relevance. The message is
distributed through the external social layer via any chosen external platforms which in turn form a 



conduit to the external commercial layer. Interested parties are then drawn back down the social 
funnel and back into the node.

The communal value of this push and pull action is that every post from the node, regardless of 
who the poster may be, is a baited hook that may pull back a relevant audience to the node as a 
whole. In this instance, there is a collaborative reward in every post an individual makes. We have 
created an instance where being collaborative automatically creates reward for all who participate.

Furthermore, within such a model, the greater the social footprint, the more noticeable the 
individual becomes. Because nodes provide context (everything in one place) the more active an 
individual is in building their social footprint, the more awareness they are able to create.

This can be hugely advantageous; building a presence using conventional social platforms can be 
extremely time consuming and offers only very diluted reward for the creation of new content such 
as blogs, videos, articles, papers and so on. The fabric model, by contrast, rewards individuals for 
being socially active within a certain area, increasing the profile of a social footprint in direct 
correlation with their activity in the community as a whole.

In this instance, an individuals social presence may be thought of as a light house. As an audience 
is drawn into the node, the more active members of the social group will be made more prominent 
through their posts, publications, blogs and over all profile. In short, the bigger a social presence 
within a group, the more visible the profile. 

Nodal and Cluster based Push and Pull
Of course it is not only the individual members of a node that pushes out and pulls in from the 
external layers. Just as each individual member of a node is able to collaborate in the creation of a 
relevant audience, so to are the nodes themselves.

Each node contains a “shop window”. In effect this may be thought of as a brochure for what ever 
business, organisation or grouping the node represents. As such, each node has its own social 
presence which pushes out to the external layer and pulls back interested parties.

Nodal pull is usually more generalist than that of the members within the community. For example, 
the mBraining node will push out general content around the mBraining modality and pull back 
anyone with a general interest in that modality. The members of the mBraining community 
meanwhile, are more likely to be pushing out based on research or publications in a specific area 
of the modality or materials specific to their particular angle.

In turn, each of the nodes within a cluster, collaborate through their generalist brochure material in 
bringing an audience into the fabric. So for example the coaching cluster may contain 10 different 
nodes (each a different modality of coaching). This provides a draw from the external layers for 
anyone interested in coaching as a general subject, while the nodes then give more specific 
content based on coaching modality. Then drilling deeper, the individuals within the nodal 
communities themselves are able to provide research and content within the narrow focus areas of
each separate modality (but to a 100% relevant audience).

Again, the greater the activity of each node in collaboration with the rest of their cluster the greater 
the reward for the community as a whole.



Finally, just as nodes may work in collaboration, some clusters may also do the same (super 
clusters). An example of this might be that the coaching, training, engagement and mentoring 
clusters collaborate by collectively posting generalist content around Learning and Development. 
As the audience draws down from the external layers it is then able to refine its focus on a specific 
area of Learning and Development, then a specific modality, before finally, a specific piece of 
research, individual member or content.

The Seed
Additionally the “Seed” pulls the structure of the mCommuning fabric together and acts as an 
additional funnel to the recruitment of membership. The seed is a commonality to all nodes and 
clusters, a brochure website with generalist content, geared to the purpose of attracting and 
registering new membership into the mCommuning Fabric.

The seed acts like a super trawler, fishing the wider ocean of the external social layer, driven by the
rich and highly indexed content of its nodes, so to funnel new membership to areas of relevance.

One of the greater issues faced by business and members sites alike, is how to fill their contact 
database. It is one thing to build a structure but entirely another to fill it with people. The seed, in 
combination with the social funnel, allows nodes to populate organically and at a faster pace than if
powered by any single individual or organisation.

Scope
The scope and relevance for the mCommuning fabric is bound only by the limitation of human 
imagination. Because the fabric is entirely dynamic in nature and its modal substance can be 
adapted to demand or requirement, clusters can be grown for any industry, subject or area of 
interest.

Each node is a self contained essence linked to the greater “hive” through joins and via the “Seed”.
A brochure presence, social tools, profiling system, archives and tools means that nodal visitors 
get a deep dive experience of a specific area of interest, can gain context around information and 
posters and can “port” to other related areas of interest on one single login.

The scope of the fabric is huge and while this paper is specific to its strength in building a social 
footprint, there are clear advantages to be had in adopting the fabric for a co-creative, co-
collaborative approach to commerce, business, gaming, Artificial Intelligence, investment and 
education. These will be covered in future papers as the concept of mCommuning continues to 
develop and evolve.



Range and Vision
The range and vision of mCommuning stretches beyond the simple fabric of nodes indexed into 
clusters according to theme or genre.

While scope is bound by human imagination, the range and vision of mCommuning is truly global. 
Each node grows its own social community, curated precisely to its members and indexed to a 
specific area of a subject, concept or market. These nodes feed a larger, but still highly relevant 
social group within their “owning” cluster. So for example, an mBIT Coaching node has a very 
specific membership at nodal level but is also part of a wider coaching social group (at cluster 
level).

Clusters may then combine according to their relevance to one another and thus grow a still wider 
social group. Continuing with our above example, the coaching cluster may group with the training 
and employee engagement clusters to form holistic super clusters. Over all relevance would lean 
toward any individual involved in Learning and Development, with the specific social groups then 
indexed at both cluster and nodal level, so to refine relevance to pinpoint focus. In other words, an 
individual can define the scope of their social content by choosing how far outbound they travel 
from their node.

Messaging outbound can then stretch beyond the mCommuning fabric itself and penetrate the 
external social layers. So for example, an individual messaging on the subject of mBraining may 
choose for their social content to also “Share” to their external platforms such as Twitter, Facebook 
and Instagram (for example). This is an exciting concept because “dripping” content into the 
external social layer may act as a hook to draw further relevant membership into specific nodes. 
So an NLP node member posts to their nodal social group but elects to share their posts to their 
Twitter account – a second individual, interested in NLP, reads the content in Twitter and is “pulled”
back into the mCommuning universe where they join the NLP node.

There are two immediate consequences of this style of social expression. The first is that if 
choosing to share social content to the wider external social layer, the individual is able to build 
their social presence within the mCommuning environment while still automatically casting a wider 
net for their specific subject or area. The second is that in this way, all members of all nodes within 
all clusters, automatically co-collaborate in growing the wider mCommunity and their more specific 



nodal areas. In turn this gives rise to a greater number of relevant community members across 
each node and cluster.

As social messaging is pushed outbound from a node, it increases its scope (as it is broadcast to a
wider audience) but relevance is diluted. In the node, a social message is 100% relevant while in 
the external social layer, it is considerably less.

Individuals pulled back through the external social layer (via a social message pushed out from a 
node) discover that the relevance of the mCommuning environment increases the deeper they 
travel. So when reaching the originating node, they find themselves immersed in the subject or 
area through which they were originally hooked.

Nodal Porting
Unlike the social funnel, nodal porting allows for the fact that individual members of the fabric may 
wish to freely pass between nodes or clusters that are not logically connected. For example, an 
mBraining coach may have an interest in a specific sport and also enjoy cookery and flower 
arranging. This would require connection to unrelated nodes that are not in the logical funnel when 
pushing outbound from the mBraining node (the logical funnel being the mbraining node → 
coaching cluster → L&D super cluster → external social layer).

For this reason, all nodes are connected via the core of their cluster to “the seed”. The seed acts 
as an indexed directory allowing users to pass transparently from node to node anywhere in the 
fabric. A member may then “bookmark” these additional nodes to their profile for future access.

This can be particularly useful if, as a member, you have more than one specific business area. An 
example might be a Web developer that also works as a coach. Imagine this almost as a teleport 
system where you are able to pass instantly from place to place according to your inerest and 
always with complete relevance to your needs.

Nodal Indexing versus #Tags
The seed acts as a super directory, providing a topographical, indexed structure through which 
users may “port” to specific nodes.

A node should not always be thought of as an industry or area of business. Nodes may be 
attached to any area of human interest and formed as a social grouping.

The benefit of a nodal based social presence is that everything is on one place (not just social 
messaging, but also shared files, research archives, books and other learning materials along with 
anything else that may be relevant). A node represents a deep dive experience in a specific subject



or business area. The greater a presence within that node, the more noticeable a node member 
may become. So rather than a social footprint that is loosely distributed across numerous social 
platforms and disparate from a meaningful profile, research and published works – everything is 
grouped together. The node member pushes their presence outbound through the funnel to the 
external social layer and pulls interest back, inbound, to their node. Every social message 
outbound is a collaborative pull back inward toward the originating node.

In general, social platforms do allow for some grouping, usually through hashtags. But in reality this
merely presents messaging without context and to dig deeper I am forced to weave through a 
network of outbound links. For example, if I find a post on mBrainng that interests me, I can do a 
search on #mBraining, but there are a number of limitations in doing so. For one, there is no set 
indexing structure to hashtags, there could be any number of tags set by any number of people, all 
slightly different and all producing a different set of results (#mBraining #mBIT #mbraningcoach 
#mbrain #mBITtrainer etc …).

There are no limits to the number of tags and while a message can command multiple tags – how 
do I know which tags are best and will give me the best information. Instagram alone, allows the 
user to include up to 30 hashtags on any given post which can feel rather more like using a 
machine gun on a potters wheel than a focused clean shot from a sniper’s rifle.

Chris Messina, the man largely regarded as being the founding father of the hashtag, suggested its
use to make it easy for "lay" users to search for content and find specific relevant updates; they 
were for people who do not have the technological knowledge to navigate a site. Therefore, the 
hashtag "was created organically by Twitter users as a way to categorize messages." Today they 
are for anyone, either with or without technical knowledge, to easily impose enough annotation to 
be useful without needing a more formal system or adhering to many technical details.

But by design they were not created to index large amounts of data with perspective and context. 
They are extremely useful tools, but for a business attempting to attract attention, they are less 
useful than might at first be expected.

With a hashtag, the issue might be that a posters focus is too narrow for anyone to actually use it 
(anyone can create a hashtag, but then you still have to let the world know it exists). Let’s say I 
create an entirely new modality of coaching and call it “Andrews Coaching Modality”. At the point of
creation, the breath of focus for my new modality is one person (myself). I start posting on Twitter 
using #ACM as my hashtag and by design, all of my Twitter posts are now grouped by that tag. But
I am the only one that knows of the tags existence. At this point I become reliant on ensuring 
people know the tag exists, that they will adopt and use it and that nobody else will use the same 
tag for something entirely different.

The integrity of a hashtag is determined by its commonality and breadth of use. Or in other words, 
the more times a tag is used for a different purpose the less useful it becomes. For example, let’s 
suggest that my chosen tag of #ACM is already being used globally by 100 other organistions to 
post messages, each with their own entirely unique subject attached. This means that when 
searching #ACM, I not only find all of my posts about my new modality but also thousands of other 
posts on 100 other different subjects. The trick is of course to be as unique as possible with a tag 
so you are more likely to be the only one using it, but this still does not prevent others from copying
my use of the tag for other purposes and again, the more unique my tag, the more I potentially 
narrow the focus and thus make it less likely to be adopted.

Of course, hashtags can be a part of a marketing campaign and that can aid in adoption but there 
is still no guarantee of exclusivity.

Just as a narrow focus can prove problematic with the use of hashtags as a means of indexing, a 
more generalist tag can also be an issue. Consider that on Instagram for example, #love has 



attracted 1.824 billion posts (June 1st 2020)16 so when posting or searching this tag, you are really 
only scratching the very tip of a much larger iceberg. Generalist tags such as #coach or #coaching 
are in many ways too wide, as there are many types of coach and coaching, each with their own 
distinct user groups. Alternatively, a tag of #ACMCoaching may then become too narrow, or 
alternatively may inadvertently clash with an existing tag (ACM may also be used for example, by 
the Italian football club AC Milan and #ACMCoaching may be a tag they use for a football coaching
programme). 

Additionally, hashtags are not cross platform, I have to establish the same tag multiple times 
across each platform that I use. So if posting videos to YouTube, my profile to LinkedIn, my groups 
to Facebook and my one liners to Twitter – I have to appeal to each very different user group in 
turn and build a user awareness across separate campaigns.

Even if I find the best tag for mBraining, all I am now going to get is a lot of messages by numerous
people I know nothing about. The chances are that if they are suggesting I read a book I am going 
to be directed via a link to Amazon, for a white paper I will be directed to some third party site, for a
video, maybe to Youtube, for their group, perhaps to Facebook and it goes on.

Using a nodal approach means that as a “visitor” I have full access to publications, blogs, papers, 
pods, videos, profiles and messaging in one place and I can quickly access context surrounding a 
poster by accessing not only their other messages but also their blogs, publications, pods, videos, 
profile and so on. This is why building a presence within a node is so important – as once a visitor 
is drawn down to the nodal level, they will naturally be drawn to the most prominent individuals (the
ones dong the most research or blogging or whatever is relevant to that node).

So from showing an interest in mBraining in the external social layer, I have been drawn down to 
nodal level back through the social funnel and am now entirely immersed in the subject. I can then 
use the funnel to widen my search back the other way, passing back outbound to view other 
coaching nodes or coaching as a cluster – or further out to Learning and Development as a super 
cluster combining coaching, training, mentoring and engagement.

Algorithms
As if battling with millions of other users were not hard enough when posting to social media 
platforms, it is also necessary to consider how a platforms algorithm will effect your standing. Let’s 
take Instagram as an example.

16 The 2020 Instagram Hashtag Guide—How to Use Them and Get Results (hootsuite.com)   
https://blog.hootsuite.com/instagram-hashtags/ Christina Newberry
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To some degree we are now returned to the consideration of relevance which in turn would seem 
to lean on the correct use of hashtags. To me this simply feels like a minefield as even if my posts 
are liked, my reach may reduce if I achieve no engagement from any given post.

With Instagram, we not only need to build an audience, create content that is on message and 
achieve “likes” but we also have to achieve engagement. If a message you post is not liked, 
doesn’t score comments or if it achieves “likes” but doesn’t bring about engagement, your reach 
will actually reduce. What that means is that every post you leave is literally a gamble, as you cast 
your bait into the huge ocean filled with millions of fish, all browsing for their own distinct tastes.

Let us consider the variable at play here; my content is strong but the focus is narrow, reducing the
chances of “likes”, my content is generalist, increasing the chance of “likes” but possibly 
decreasing the chances of engagement because my following is more attached to my focus. And if 
a post is generalist, it could be easily lost amid all the other posts sharing the same hashtag. 
Messages appear in an entirely linear fashion, so if for example I view #apples and there are 1000 
posts against that tag, unless my post appears in the first 50 or so, the chances are it wont even 
get read.

Social Presence Measured through Gamification
Gamification17 is the application of game-design elements and game principles in non-
game contexts. It can also be defined as a set of activities and processes to solve 
problems by using or applying the characteristics of game elements.

The primary object of the mFabric gamification algorithm is to continuously improve the size of your
social footprint through being creative and collaborative. The idea of gamification is to provide a 
fun, compelling and addictive “stickiness” to social presence.

Due to the effect that it has on the brain, social media is addictive both physically and 
psychologically. According to a new study by Harvard University, self-disclosure on social 
networking sites lights up the same part of the brain that also ignites when taking an addictive 
substance.

When someone experiences something rewarding, or uses an addictive substance, neurons in the 
principal dopamine-producing areas in the brain are activated, causing dopamine levels to rise. 
Therefore, the brain receives a “reward” and associates the drug or activity with positive 
reinforcement18.

This is observable in social media usage; when an individual gets a notification, such as a like or 
mention, the brain receives a rush of dopamine and sends it along reward pathways, causing him 
or her to feel pleasure. Social media provides an endless amount of immediate rewards in the form
of attention from others for relatively minimal effort. Therefore, the brain rewires itself through this 
positive reinforcement, making people desire likes, retweets, and emoticon reactions.

But knowledge creates responsibility. If we accept that repetitive behaviour is being created so to 
bring about a shift in human conciousness, we must ensure that this is being used to enforce 
positive change. Creating a shift in behaviour through repetition may seem very head based, 
however – we are creating an entirely new approach to communing that through its collaborative 
nature, encourages creativity and provides greater context and perspective. We are creating an 
environment in which presence is naturally a shared experience, that we are naturally collaborative
and that creativity and helping others is rewarded.

17 Wikipedia
18 Social Media Addiction - Addiction Center   

https://www.addictioncenter.com/drugs/social-media-addiction/#:~:text=Due%20to%20the%20effect%20that,when%20taking%20an%20addictive%20substance.


“Knowledge comes from but a single perspective; wisdom comes from multiple perspectives”.
Gregory Bateson 19

Through gamification we are able to measure presence and reward creativity in equal measure. 
For example, the position held by an individual within a nodal index can be entirely reliant on your 
activity within the community. A member that is actively publishing, messaging, blogging and being 
creative should position higher than a member that is entirely passive with their approach.

Gamification helps to drive a willingness to be actively creative with ranking determined by 
everything you do within the community from how regularly you login through to the blogs that you 
post and the things you create.

While the position of a member within its nodal index is determined by social presence, further 
filtering allows visitors to search members according to how active a member is and where that 
activity is focused. This may be useful if, for example, a visitor wishes to find members that are 
actively publishing new research, creating videos or perhaps writing blogs.

Of course the way activity is measured will differ from node to node, depending on focus but will 
always be geared toward promoting activity, collaboration and creation.

Other forms of gamification are wrapped through the LMS, where “Challenges” can be completed 
and rewarded with badges or “unlocking” new content, ranks or points. As well as being a fun 
addition to the fabric, it can also provide a “learn as you go” solution, constantly enhancing 
member knowledge while distributing new research and ideas.

I plan to cover the gamification algorithm I more detail in a later paper, but its importance to the 
fabric should not be underestimated.

Further Development Opportunities
The social aspect of the mFabric is just one facet of a much greater whole. In future papers I will 
outline other benefits that may be gained through taking a dynamic nodal approach. These include 
collaborative skill exchange as a currency shift, AI (Artificial Intelligence), the internal commerce 
layer, gamification and how the fabric can be used as a tool in business.

Summary
In one of his last interviews20 with Dr Suzanne Henwood, Grant Soosalu talks of co-support as part 
of a model whereby people support one another in their businesses, practices and in spreading 
mBIT. He reflects that if people were able to move away from the self first, scarcity model and 
toward a wisdom based mBIT generosity model, that humanity could be changed. This is true not 
only for mBraining but for everything we do. If we encourage community, collaboration and 
creativity, we are able to build a new world where consciousness shifts toward the betterment of 
civilization and the world in which we live.

What if we were able to “ply together, wire together”?
Every time somebody thinks in a narcissistic way, it changes the structure of the neural 
connections at a head, heart, gut, sexual and ergonomic level, so to increase the probability that 
they will “ply together, wire together”21. Self-first may be driven by a defense mechanism or by habit
but in most cases it is the default bubble in which we all find ourselves living.

Grant’s view was that by changing our approach to life, we would also be able to shift human 
consciousness in a positive manner. The mFabric concept looks to change the structure of neural 
connections by training the human consciousness that every act of collaboration or creativity will 

19 Borrowed from a quote in the book “mBraining, Using Multiple Brains to do Cool Stuff” by Grant Soosalu & 
Marvin Oka

20 Grant’s Vision for mBrainig Part 2 https://www.mbraining-global.com/library-content/a7c9393c-8a51-4fc5-b086-
aab4dfa56af3

21 Grant Soosalu https://www.mbraining-global.com/library-content/a7c9393c-8a51-4fc5-b086-aab4dfa56af3



be rewarded. In a nodal based fabric environment, cooperation and collaboration brings mutual 
benefit across the entire community. Such benefit seeks to reinforce positive change through 
repetition; hard-wiring a neural structure habitually geared toward positive interaction.

What  if  we  could  create  a  model  that  gave  us  more  ways  to  succeed,  that  
increased  our  reach  and encouraged  growth?
By positioning rank around digital footprint and gearing that presence to positive creativity, valuable
time is dedicated to moving forward. Conventional social presence is based around self promotion.
It requires dedication and large volumes of time promoting a single viewpoint (often without 
context), dispersed across multiple platforms and often with little reward. The fabric approach 
provides a shift where less time is needed in social promotion, allowing more time for positive input
(such as coaching, training, providing a service, creating, building etc …). In short, when adopting 
traditional social marketing methods, it is easy to spend more time promoting yourself and your 
services than you spend on actually providing the services themselves. With a fabric approach, all 
promotion is collaborative, while creativity and presence is rewarded as an integral part of a social 
footprint.

mCommuning provides a logical, readily indexed platform geared specifically to co-collaboration 
while promoting creativity. It is designed as a forum through which subjects of even the narrowest 
focus may be positioned in a greater light while giving a more contextual approach to social 
presence. It removes the dispersed architecture of the more conventional approach to social 
marketing and replaces it with a spot light (with everything in one place) that can be narrowed or 
widened as you travel through the social funnel.

What if we could create a model that rewarded positive energy, creativity and 
collaboration?
Members are rewarded for taking an active collaborative, creative approach to their digital social 
activities while encouraged to “do more” through a fun process of gamification. Every action 
outbound from any single member is an active example of collaboration across the community as a
whole.

Social funneling as a means of marketing and as an alternative, or augmentation to SEO, could 
change the way we approach digital business while enhancing profitability and improving a 
company’s ethical footprint. The applications of the fabric are numerous, this paper is a beginning 
but there is so much more to cover. The benefits to companies and organisations as well as 
individuals, are far reaching and have the potential to completely revolutionise the way that we 
work, interact and play forever.

What  if  we  could  create  a  new social  frame  that  could  bring  positive  focus  and  
energy  to  a  global  structure  and  that  would  allow us  to  invent  and  re-invent  
ourselves  as  we  evolve?
When positioned on the Fabric I am able to choose the neighbourhood in which I feel most 
comfortable. I am able to surround myself with a community that best matches my interests or 
perhaps more importantly, my “purpose”. As with real life, I can choose to stay at home and watch 
that community through the window – or venture out and become involved. I control my level of 
involvement and with it, my privacy.

I can venture from my community and visit other nodes, enrich my user experience and choose 
how I wish to interact with the rest of the fabric. I am in complete control of my “presence” and at 
any time can choose to reinvent myself, relocate to a different node and immerse myself within a 
different community. I can choose to adapt and evolve.

Unlike traditional social media, I fully control my surroundings, I have a greater say in my reach 
and level of involvement while my focus is always toward an audience with 100% relevance. I have
more time to be creative while my every action brings co-collaboration and a growth in the 
community. 



The usual model is to simply keep adding tools to a an already full toolbox – simply copying parts 
of those tools that already exist. There are 3.96 billion active users of these tools, all trying to fit 
their own very specific purpose to a range of similar platforms. The mFabric philosophy is to build a
toolbox that brings organisation to the existing model, rather than yet again trying to reinvent the 
screwdriver.
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