Buy X Get Y

watch full video here
Key takeaways

Buy X, get Y free is a highly effective offer format because free offers get more attention
than discount offers.

Reframing price (selling multiple items as “buy one, get two free”) can deliver the same
economics as a simple per-unit price but is far more compelling.

You can convert discounts into stronger free-offer framings (e.g., a 33% discount — buy
two, get one free).

Offers with more free items than paid items perform better (buy one, get two free > buy
two, get one free).

Free items can be different from the paid item as long as the free value makes the
overall deal compelling (e.g., socks free with a shirt).

Use buy X, get Y to collect prepayments and accelerate cash flow (e.g., membership
prepayments).

Small, limited differentiators (text access, grand-opening perks) let you charge higher
upfront prices while still delivering perceived value.

Raise prices before giving items away to preserve profits; don’t give away margin you
can’t afford.

Test different X/Y mixes to find the most compelling perception for the same economics
(examples: 12+6, 9+9, 6+12 months for same total).

Ethical salesmanship: make recommendations that truly help the customer; don'’t
deceive about qualification or quality.

Checklist

Decide framing: discount vs free
Choose whether to reframe your per-unit price as a “buy X, get Y free” instead of
advertising a percent discount.
Why: Free-framed offers capture more attention and feel stronger to customers even
when the economics are identical.

Calculate identical-economics scenarios
Compute the per-unit revenue and then create equivalent X/Y offers (e.g., three
shirts at $10 each = buy one for $30 get two free).
Why: Ensures you know your margins and that the free-offer will still meet financial
goals.

Convert percent discounts into free offers


https://www.acquisition.com/training/money/buy-x-get-y?hsLang=en
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Take your planned discount (e.g., 33%) and reframe as a free-item offer (e.g., buy
two, get one free or buy one, get two free depending on perception you want).
Why: You get the same effective price but a much stronger marketing hook.
Prioritize “more free than paid”
Structure offers so the free items outnumber the paid ones when possible (e.g., buy
one get two free).
Why: Offers with more free content are perceived as more valuable and perform
better.
Mix paid and free item types
Determine whether free items will be the same product as the paid item or different
(e.g., buy a shirt, get socks free).
Why: Different free items can raise perceived value and allow creative bundling while
controlling cost.
Test multiple X/Y combinations for the same total value
Create variants that deliver the same total delivered value but different front-loaded
free amounts (examples: 12+6 vs 9+9 vs 6+12 months).
Why: The variant with the most free-sounding framing will typically convert the best
while keeping economics constant.
Use free offers to generate prepayments and cash flow
Offer multi-period bundles (e.g., buy six months get six months) and collect full
payment upfront.
Why: Accelerates cash flow to cover acquisition costs and funds growth while still
delivering the same service amount.

Add limited differentiators to justify higher upfront price
Include small exclusive perks (e.g., text access during grand opening) as part of the
paid package.
Why: Lets you charge higher prices at launch while framing the offer as high value
and preserving margin.

Protect your margins: raise prices before giving stuff away
If you plan to give items away, increase base price or add value first so the giveaway
doesn’t destroy profitability.
Why: Prevents losing money; don’t give away margin you can’t afford.

Play with pricing until it makes financial and perceptual sense
Iterate pricing and bundle structure until the offer is both compelling to customers and
sustainable for the business.
Why: Small changes in framing can dramatically improve conversions without
altering unit economics.

Keep it ethical and transparent
Only recommend and advertise offers you genuinely believe will help customers;
don’t lie about qualifications or product quality.
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Why: Ethical salesmanship builds trust and long-term business; deception
undermines results and reputation.

Examples:

Boot Factory: advertised “buy one, get two free” by baking cost of three boots into the
one pair’s price (ended up as $600 for three $200 pairs).
T-shirt reframing: sell three T-shirts for $30 ($10 each) vs. sell one for $30 and get two
free — same economics, different perception.
Discount reframing: sell three shirts for $20 ($6.67 each, a discounted bundle) vs. buy
one for $20 get two free — equivalent discount but stronger framing.
Membership timing variants for same total value ($1,800 for 18 months):
Buy 12 months, get 6 months free = $1,800 for 18 months.
Buy 9 months, get 9 months free = $1,800 for 18 months.
Buy 6 months, get 12 months free = $1,800 for 18 months (most compelling due to
most free).
Cross-item free: buy one shirt for $10 and get $20 worth of socks free — different items
but perceived better value.

Notes:

Don’t give away margin you can’t afford; structure price increases or added
differentiators first to preserve profits.

Free offers are ethical and powerful when you’re truthful about qualification and product
quality.
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