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The simple act of giving — getting into the Christmas spirit all year round

thin the Christmas perspective people usually adopt

or reinforce specific values, behaviours and attitudes

that aren’t so evident the rest of the year. Concern

for the next man, greeting everybody; contributing
towards other introspections and spiritual reflections, attention to the
less fortunate, making our time available, giving to others - even those
we don’t know - by way of donations and presents, are just some
examples of the things we can take pleasure in experiencing in this
festive season. Which is also why I love Christmas.

The main driver for this Christmas behaviour, namely the act of
giving, has its roots in our culture and stems from social pressure
and rules and is either limited to one day (Christmas Day) or a
period of time (the Christmas season), with this giving being fairly
predictable and even expected. We can therefore say that there’s a
certain cultural pressure which turns into a ritual obligation.

But any reason to give is a good one and apart from the one just
mentioned, there are other and different types of motives to do so,
one of them of an eminently professional nature. Each motive and
the equivalent type of gift encompasses different objectives and
benefits for those doing the giving.

Therefore, another kind of gift is one that also has a low degree
of self-interest and is spontaneous and voluntary. It means giving
without asking for anything in return, as happens in altruistic
behaviour, for example, taking a cake to a neighbour that is laid
low in bed, taking part in an act of charitable voluntary work, or
giving up our time to go and speak to kids in a school. This kind of
gift is very gratifying and such generosity pays dividends in itself.
According to a recent article in the magazine ‘Visao, charitable
behaviour and gestures work on the brain, releasing the feel-good
hormones (Dopamine and Ocitocine), even encouraging the
creation of new neurons and strengthening the immune system
(Prof. Stephen G. Post).

This endogenous compensation phenomenon is already well-known
in the behaviour and gestures linked to love and friendship, a third
type of reason to give, indeed doing something that we feel like
doing and is satisfying has exactly the same chemical-hormonal
reaction. In this case, the type of gifts has a high degree of self-
interest and takes on a ‘obligational’ character, at the very least a
certain prism. Lastly, these are the most important gifts in the world
of business, namely in professional networking activities, which are
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motivated by the demand to create reciprocity. The act of giving is
to proactively help other professionals, sharing resources that can
contribute to the professional or personal success for those receiving
what could be information, opinions, opportunities, access,
introductions, or even recommendations and referrals.

Those receiving will want to reciprocate, even going that extra mile
in exceeding the perceived benefit, and therefore also contribute
significantly towards the success of the person who created the
asset in the first place, cultivating a mutually beneficial relationship
and fostering a culture of abundant resources. This type of gift is
of a voluntary character, spontaneous, pro-active and encapsulates
a high degree of self-interest. This might seem paradoxical, for

in respect to professional networking good practices — and that’s
what I recommend - is giving without expecting anything in
return, receiving without forgetting and always being thankful for
the benefits received and the choices that we were beneficiaries

of. However, this does not prevent us from knowing beforehand
the potential of the actions we take, and that is how reciprocity
works - that one day these gifts will probably return to us in greater
measure, if not from the person who benefited directly from our
actions or recommendations, then certainly from another.

In this way, we can observe that enshrined in the values and spirit
of Christmas, the actions of giving, of doing good for other people,
of doing good for our fellow human beings, of sowing our life

with good actions, have an equivalent at the business level, which
is cultivating relationships, namely giving generously without
demanding an immediate return; contributing to the development
of the stages in professional relations, and reaping the fruits of high
levels of confidence that are contained within them. Which is why,
as professionals, we should foster the values, behaviour and attitudes
typical of Christmas all-year-round, particularly in 2013 (and not
just at festive periods), creating an abundance of resource and
reference sources that will decisively contribute towards the success
of our buisness dealings and career.

Id like to offer all Partner in Business readers and my clients a sincere
wish for a Happy Christmas and prosperous New Year for 2012. ll

Note: this essay is based on a business workshop created by Valter
Alcoforado Barreira. If you would like to find out more about this speech

and others for your Christmas event in 2012 contact Valter via e-mail:
VAB@KNOWINGCOUNTS.NET




