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Let’s talk about giving. And not the trading-blankets-for-maize kind. 
 
Common sense says that you can’t give your product away for free and still 
expect to turn a profit. But more and more often, companies are playing the 
giving game — and they are winning big-time. Brands like Evernote, Dropbox, 
and Surveymonkey are well-known to be wildly successful using this model. It’s 
practically a cakewalk for these companies: of the mass user base, only a small 
percentage needs to upgrade to paid accounts in order to make a profit. 
 
But the freemium model is just one way of offering value up front. For those of 
us without a subscription-based business where profit is only a click away, it 
can feel much more challenging to give away freebies. And we’re not just talking 
about free samples or give-away contests. Giving value away only has a 
meaningful impact when you can meet potential customers’ real needs. Gary 
Vaynerchuk, CEO ofVaynerMedia, is well-versed in reaping the rewards of his 
targeted value-first approach. He says,“A funny thing happens when you give 
value up front. You guilt people into buying stuff.” 
 
What Vaynerchuk is referring to is a theory he calls “jab, jab, jab, right hook,” 
which is also the name of his forthcoming book. Each of Vaynerchuk’s jabs is a 
hit of giving something valuable away for free. But the cost of his generosity isn’t 
always financial; his jabs include introductions, ideas, and jokes. He takes 
requests regularly from the Twitterverse and has built his reputation — and his 
business — on this calculated generosity. Once his targets have been primed by 
a smattering of jabs, they are wide open for his right hook: guilt, in Vaynerchuk’s 
words. 
 
We’d prefer to call it goodwill. 
 
Author and co-founder of Lamp Post Shelley Prevost would likely agree with us. 
“I suggest that it is only in the process of giving to others that we can really live 
with purpose. Service to others is the bedrock of success, but it may very well 
be the foundation of a meaningful life, too.” And others agree. Prevost cites the 
likes of Wharton professor Adam Grant, whose book Give and Take touts the 
business impact of being a “giver” rather than a “taker.” Likewise, venture 
investor Chris Sacca posits that you must “create value before you ask for value 
back.” Prevost’s three core components — giving, purpose, and meaning — 
show precisely how human elements intersect with business to create brands 
about which people feel passionate. 
 
When you have a culture of giving, your brand gets these benefits: 
 



 
- Public goodwill and the lasting positive impression on the recipients of your 
generosity 
 
- A purpose that creates cohesive internal and external communities: givers and 
takers 
 
- A deeper, richer brand meaning that you have influence over by choosing how 
and why you give 
 
More and more players are joining the giving game to instigate changes that are 
as positive for the business as they are the consumer. How will you design your 
giving game to create profit for your company, equity for your brand, and more 
value for your customers? 
 
 


