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Abstract: The advent of decentralized digital economies, particularly in the cryptomarket, 

necessitates new and ethical marketing approaches that prioritize transparency, trust, and long-

term value. Dignified Branding (DB), a concept introduced by Mandeep Gupta, proposes a 

revolutionary shift away from the traditional commission-driven network marketing model by 

focusing on community-driven, volunteer-based product promotion. This paper examines the 

core principles of Dignified Branding and its potential impact on the cryptomarket. The 

absence of financial incentives, commissions, and competitive influences in DB creates a novel 

approach, one that aims to build trust, promote education, and ensure that the entire community 

benefits rather than individual investors.  

Keywords: Cryptomarket, Digital economy, Dignified branding, Volunteer based product 
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 1. Introduction 

The cryptomarket is characterized by its rapid evolution, decentralization, and the promise of 

financial independence. However, it has also been plagued by speculative behavior, scams, and 

marketing strategies that mislead consumers. Traditional network marketing (NM) has often 

failed in this environment, as its commission-based structure, focus on investors, and the 

competition among influencers undermine trust and lead to market instability. 
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Dignified Branding offers an alternative marketing strategy that shifts the focus from profits 

and individual gains to community benefits and educational value. By eliminating 

commissions, reducing competitive pressures among influencers, and fostering a sense of 

community ownership, DB has the potential to transform how crypto products and services are 

marketed. In this model, individuals buy into a brand as volunteers—not as investors seeking 

quick returns. When a product succeeds, the entire community shares the profit, not a select 

few. 

 

Network Marketing vs Dignified Branding 

Network marketing and Dignified Branding represent two different approaches to marketing, 

with distinct philosophies and outcomes for the marketers involved. Let’s break down these 

approaches to highlight their differences and the innovation brought by the concept of 

Dignified Branding introduced by Mandeep Gupta. 

 Network Marketing: 

   - Business Model: This model focuses on selling products or services directly through a 

network of associates or representatives, often relying on a multi-level structure where 

marketers earn commissions from their own sales as well as from those of their recruits. 

   - Challenges: 

     - Overvalued Products: Products sold through network marketing are often seen as 

overpriced compared to similar options in traditional retail, causing dissatisfaction among 

consumers. 

     - Unfulfilled Promises: There is frequently a mismatch between the expected and actual 

earnings. Associates are often promised significant returns, but if the commission structure is 

not as beneficial or if sales targets aren’t met, many become discouraged and may develop 

negative feelings toward the business. 

     - Focus on Investors: Network marketing tends to focus heavily on recruiting investors and 

getting them to make quick returns, creating pressure and a short-term profit mindset. Early 

investors tend to benefit the most, while those who join later often struggle. 

     - Reputation Issues: The reputation of network marketing has diminished over time, leading 

to many people being skeptical or outright rejecting the idea of building a career in this field. 
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This is often because they face discomfort and disrespect from potential clients who are wary 

of the business model. 

Dignified Branding: 

   - Core Philosophy: Dignified Branding shifts the focus from profit-driven sales to a more 

respectful, educational, and value-based marketing approach. It aims to restore dignity to the 

marketing agent and avoid the uncomfortable experiences often associated with network 

marketing. 

   - Key Differences and Innovations: 

     - Educational Focus: Rather than pushing products with a focus on commissions or prices, 

Dignified Branding emphasizes educating consumers about the value and culture of the product 

through research, seminars, and meaningful engagement in esteemed environments such as 

educational institutions or governance bodies. 

     - Building a Cultural Movement: This model focuses on creating a sense of pride and 

association with the product. People are encouraged to buy products not out of financial 

incentives or greed, but because they want to align with the product’s values, modern trends, 

or the educated ecosystem it represents. 

     - Volunteers Instead of Investors: Instead of building a system on investors looking for 

short-term returns, Dignified Branding promotes a volunteer-driven approach. This ensures 

that the people involved are genuinely interested in the product and its message rather than 

focusing on financial gain. 

     - Respect and Professionalism: By shifting the sales narrative to one that fosters respect for 

both the marketer and the client, Dignified Branding seeks to eliminate the discomfort and 

disrespect often experienced in network marketing interactions. This gives marketers a sense 

of dignity and pride in their work, making it more attractive as a career option. 

While network marketing has its place, it has increasingly become synonymous with negative 

experiences, unfulfilled promises, and discomfort in client interactions. Dignified Branding, on 

the other hand, seeks to correct these issues by focusing on creating a culture around the product 

through education, professionalism, and pride. Instead of driving sales through commissions, 

it aims to build long-lasting brand loyalty and a sense of accomplishment among consumers. 

This model could potentially offer a more sustainable and respectful path for marketers while 

avoiding many of the pitfalls associated with traditional network marketing. 
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Table 1 Difference between Network Marketing and Dignified Branding 

Aspect Network Marketing Dignified Branding  

Primary Focus Focuses on selling products 

and recruiting 

investors/associates. 

Focuses on educating 

customers and creating a 

cultural connection to the 

brand. 

Commission Structure Associates often receive 

commissions or incentives 

for sales. 

No commissions or 

incentives for volunteers; 

the community benefits as a 

whole. 

Role of Participants Participants act as investors 

or salespeople aiming for 

profit. 

Participants act as 

volunteers, influencing 

market sentiment without 

profit motives. 

Marketing Strategy Heavy emphasis on financial 

gain and quick returns for 

participants. 

Focuses on spreading 

awareness and pride in the 

product, without financial 

incentives. 

Target Audience Primarily investors and 

associates seeking financial 

returns. 

Educated ecosystems like 

students, employees, and 

governance institutions. 

Product Pricing Products are often 

overpriced to accommodate 

commissions. 

Products are priced fairly, 

and a price decrease 

increases sales and buyer 

pride. 

Reputation Often viewed negatively due 

to failed promises and high 

investor competition. 

Emphasizes respect for 

volunteers and aims to 

dignify their role in 

promoting the product. 
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Product Education Minimal focus on educating 

consumers, with more 

emphasis on recruitment. 

Strong emphasis on 

educating consumers 

through seminars, articles, 

and cultural engagement. 

Community Impact Individual profits are 

prioritized, with competition 

among associates. 

Community-oriented, where 

the success of one purchase 

benefits the entire 

community. 

Emotional Connection Buyers may feel pressured to 

purchase due to promises of 

financial return. 

Buyers feel pride and 

connection to the brand, 

seeing it as a symbol of 

modernity and education. 

Risk to Late Entrants Late entrants may suffer 

losses if the system collapses 

or sales slow down. 

No risk of financial loss as 

there are no promises of 

returns or commissions. 

Use Case Focus Often, products may have 

limited or exaggerated use 

cases to drive sales. 

Focuses on real cultural and 

educational value, 

promoting long-term brand 

loyalty. 

  

2. Literature Review 

 2.1 Network Marketing and the Challenges in Cryptomarket 

Network marketing has traditionally relied on commissions and incentives to motivate 

individuals to promote products. While this can drive sales, it also creates problems, such as: 

- Overvaluation of products to justify high returns for early investors. 

- Unsustainable promises that lead to disillusionment when commissions are not met. 

- Intense competition among influencers to maximize personal gain, resulting in a loss of trust. 

These issues are amplified in the cryptomarket, where volatility, speculative behavior, and lack 

of regulation make it difficult for traditional network marketing models to sustain themselves. 
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 2.2 The Role of Trust and Community in Cryptocurrency Adoption 

For cryptocurrencies and decentralized projects to succeed, they must build trust with their 

users. Blockchain technologies provide inherent transparency, but the marketing strategies 

surrounding these technologies often fail to meet the same standards. Trust-based, community-

centric models are essential to growing user adoption and ensuring long-term success in the 

cryptomarket. 

 

 2.3 Dignified Branding as an Ethical Alternative 

Dignified Branding presents a model that eliminates the need for commissions and financial 

incentives. Instead of relying on investors who expect short-term returns, DB encourages 

volunteer-based promotion. This model focuses on community empowerment, creating a sense 

of shared ownership and pride in the success of the product. DB’s emphasis on education rather 

than sales enables potential users to make informed decisions, promoting long-term 

engagement rather than speculative short-term gains. 

 

 3. Core Principles of Dignified Branding 

 3.1 Volunteer-Based Promotion 

In Dignified Branding, the individuals promoting the brand do so not for financial incentives 

or commissions but out of belief in the product. This eliminates the traditional problems 

associated with investor-driven models, such as overpromising returns or product 

overvaluation. Volunteers engage with the product because they believe in its value and are 

committed to spreading awareness about it. This leads to genuine engagement with the brand, 

rather than marketing driven by greed. 

 

 3.2 Community Profit Sharing 

Unlike traditional network marketing, where the bulk of profits are distributed to early 

investors or top influencers, Dignified Branding ensures that profits are distributed across the 

entire community. This community-centric model promotes fairness and collective growth. As 

the product gains success, the benefits are shared among everyone involved, not just a select 

few who entered the system early. This removes the hierarchical structure seen in network 

marketing and fosters a collaborative rather than competitive environment. 
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 3.3 Elimination of Competition 

One of the major drawbacks of network marketing is the intense competition between 

influencers and promoters. Dignified Branding removes this competitive element by 

eliminating commissions and incentives. Influencers who are involved in DB focus on 

education and awareness-building rather than outperforming others. This results in a more 

collaborative atmosphere, where the primary goal is the product’s success, rather than 

individual profit. 

 

 3.4 Education-Centric Marketing 

Instead of focusing on selling a product based on its price or potential return, Dignified 

Branding promotes a deep understanding of the product through educational initiatives such as 

seminars, workshops, and research-based content. The product is integrated into a larger 

cultural and intellectual discourse. Users are encouraged to buy into the product not as an 

investment opportunity but as a symbol of modernization, education, and informed choice. 

 

 4. Role of Dignified Branding in the Cryptomarket 

 4.1 Enhancing Trust in Crypto Projects 

Trust is the cornerstone of successful crypto projects, but traditional marketing models often 

undermine it by focusing on speculative profits. Dignified Branding, with its volunteer-driven, 

commission-free structure, restores trust by presenting crypto products as long-term solutions 

to real-world problems rather than short-term investment opportunities. This aligns well with 

the decentralized ethos of blockchain technology, promoting sustainable growth over quick 

returns. 

 

 4.2 Reducing Volatility and Speculation 

One of the major challenges in the cryptomarket is its volatility, driven in large part by 

speculative behavior. Dignified Branding’s focus on education and community engagement 

reduces the likelihood of speculative bubbles. By fostering a deep understanding of the 

technology and its potential applications, DB encourages users to engage with crypto products 

for their utility rather than as speculative assets. 
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 4.3 Promoting Decentralization in Marketing 

The decentralized nature of cryptocurrencies requires equally decentralized marketing 

strategies. Traditional network marketing often leads to centralization of profits among a few 

key influencers. Dignified Branding, on the other hand, ensures that the entire community 

benefits from the success of a project, promoting a truly decentralized marketing ecosystem. 

This not only aligns with the core values of the cryptomarket but also creates a more resilient, 

engaged user base. 

 

 5. Challenges and Considerations 

 5.1 Adoption Barriers 

Transitioning from commission-based marketing models to volunteer-driven Dignified 

Branding will require a significant cultural shift. Many marketers may initially resist the model 

due to the absence of immediate financial rewards. 

 

 5.2 Educational Infrastructure 

For Dignified Branding to be successful, there must be an infrastructure that supports 

continuous education about the product. This will involve partnerships with educational 

institutions, governance bodies, and research centers to disseminate knowledge about 

cryptocurrency projects. 

 

 5.3 Regulatory Compliance 

As cryptocurrencies become more regulated, Dignified Branding will need to navigate 

emerging regulatory landscapes, ensuring that educational efforts are aligned with legal 

standards while maintaining transparency and trust. 

 

 6. Conclusion 

Dignified Branding represents a paradigm shift in how products, especially within the 

cryptomarket, are marketed. By eliminating commissions, reducing competition among 

influencers, and focusing on education, DB aligns with the core values of decentralization and 

community benefit. Its volunteer-driven model fosters genuine engagement and long-term 

trust, reducing speculative behavior and ensuring that the success of a project is shared by the 
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entire community. As the cryptomarket continues to grow, Dignified Branding offers a 

responsible, ethical approach to marketing that has the potential to reshape the industry. 
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