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ALICIA GHASTIN & GREG DANIELS 

 
Present 

Dwight Schrute’s  

  Elements of Sales  

From the American Television Series “The Office” 

Introduction 
Hello. Dwight Schrute here, Assistant Regional Manager at Dunder Mifflin Paper Inc., Scranton, 
PA, branch. I know what you are thinking: “I know all the elements of a good sale, why do I need 
someone else to tell me what they are?” False. A salesman is always the student. Customers 
are fickle. One day they are signing your sales contract, the next they are selling their souls to 
the enemy, a.k.a. Big Box stores. You know what they need - our paper, of course - let me show 
you how to control their minds...I mean convince them...to want our  paper. 
 

RULE 1: Approach appropriately. 
 
Like a graceful doe in a meadow, customers are flighty and get startled easily. Do not attempt to 
emphasize simple statements by using a mark of exclamation. Be patient like a hunter: when 
the time is right you can go in for the kill...I mean closing the sale. 
 

Good morning! Good morning. 
 



Choose Dunder Mifflin paper                   Choose Dunder Mifflin paper for for all 
your paper needs!                          for all your paper needs. 

 
The exclamation mark is to be reserved for use after true exclamations or commands. A bear 
attack, calling for a superior, or when a subordinate submerges your stapler in jello are 
acceptable situations. 
 

Michael! 
Bear! 
Oh! Dammit, Jim! 

 
Also, words of wise teachers do not need exclamations to enhance the weight of their meaning. 
My sensei, (yes, I study ancient martial arts), speaks in such wise phrases and never needs 
added emphasis. 
 

  Information is power. 
May the force be with you. 
Dunder Mifflin has superior paper. 
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RULE 2: Begin with an anecdote. 
Or an ultimatum. 
Just as a ninja assesses the strength and weakness of his opponent, the salesman must also 
assess the intelligence and stubbornness of his client. You, as the salesman, can approach the 
sale in two ways: you can either sneak around in the dark and trick the customer into buying 
your paper, or you can charm the customer like a geisha. Most customers respond better to the 
second approach, but keep the first approach at the ready as a last resort. 
 
Use a charming anecdote, like this, 

 
Mr. Schnieder, I remember my first time golfing. I had no idea what golf club to use and 
ended up sending the caddy to the hospital. Similarly, your new company may not know 
what paper will best suit its needs. Let me teach you my valuable experience with paper 
so you can make the best choice. 

 
Or, for a more desperate approach try something like this: 

 
Father Mark, you have two options: you can either sell your soul to the big box devil 
company where you will receive subpar customer service and let yourself be enticed by 
the lies of discounts, or, you can go with the local, caring, quality choice of Dunder Mifflin 
paper. What would your parishioners say about you buying paper from the devil? I’ll put 
you down for five reams. 

 
 
 

RULE 3: Connect. 
Being too forthright with pricing will only drive away the customer. Instead, connect with the 
client through shared experiences. Both of you and the customer work at the best companies in 
their field and are both extremely awesome. Start your pitch with that: 

According to my records, your company is rapidly expanding.  Your shelter for the 
homeless suffering from rabies is the best out there. Where do I come in? The best 
shelter needs the best paper so you can better cure rabies. How about I set you up with 
a monthly paper plan so five reams are automatically delivered so you can continue 
being awesome. Sound good? 
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RULE 4: Keep taboo taboo. 
It is part of a salesman’s job to be in the know about the customer’s personal life. Many of these 
topics are great topics to connect with the customer, but some of these topics are best to avoid. 
 
Estranged family members: 
 

Mr. Pierce, how is your gay son doing with his broadway aspirations? 
 
Previous sexual partners: 
 

Ms. Phelps, how is your ex husband enjoying his second honeymoon in the  
caribbean? 
 

Sick or dying family members: 
 
Ms. Smith, is your grandmother still fighting cancer or did she die? 
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RULE 5: Colloquialisms. 

Customers, just like everyone else, can feel intimidated by a superior human being, i.e., you, the 
salesman. The use of slang can bridge the gap between you and make you appear more 
approachable. But, if you use a colloquialism, simply use it. The more confident you seem, the 
more likely the customer is to believe everything you say. Customers are weak people who look 
to more powerful and successful individuals to associate with and copy their behaviors. Be that 
person to your customer and infiltrate their mind...I mean influence… their behavior towards the 
outcome you want, which is the sale.  
 
I have invented some original slang alternatives myself. 

This one modifies an existing colloquialism, 
Customer: I do not want to buy your paper. 
Dwight: I bet your mother didn’t care enough about you to eat a  

                                    nutritious beet mush diet when you were a fetus and that’s  
                                    why you have defective judgement.  

Customer: Excuse me? 
Dwight: Only retaliation. Tit for tit.*  
Customer: That is not  the expression. 
Dwight: Well it should be. 

*A substitute for the expression, “tit for tat,” that is, the return of an injury for one that you have 
received. 



 
And this one is of my own invention: 

Dwight: What do you hear? (To passersby as he scouts out a potential big 
client.)  What's the scuttlebutt? 
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RULE 6: Coordinate. 

When approaching the customer, express ideas that go together in a similar way to make their 
relationship exceedingly obvious. Believe me, the average simpleton needs it and you want all 
the average simpletons in town to buy your paper. 
 

What makes the best paper? The best paper does its job. It is the vessel for important 
information. The best paper is both strong and supple. The best paper is Dunder Mifflin 
paper. 
 

RULE 7: No. Choppy. Sentences. 

 
The mind of a salesman no doubt runs at a speed much quicker than that of the customer. You 
already have the answers. You already know you have the best paper and company. 
 



Although it is most efficient and direct to speak like this during a pitch, 
 

What do you need? Paper. Paper from a tree. You need to save money. Will I save 
you money? Maybe. Regardless, I will give you the best paper. 
 

Something like this is more persuasive: 
 
Hello, Mr. Campbell. How is your campaign for mayor of Scranton going? (Customer 
responds over the phone.)  Great, great. Well, I just received your most recent mailing 
and thought, “Those flyers would look just superb  printed on Dunder Mifflin egg shell 
white card stock with a gloss finish.” And, the best part is that right now we are having a 
great sale on order of five reams or more, just in time for your next convention!  
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RULE 8: Close the sale. 
All of these efforts to control the customer mean nothing if you can’t seal the deal, tie the knot, 
or shoot to kill.  

1. Restate the main pitch. 
2. Answer: “So, what?” 
3. Answer: “Now what?” 
4. Close with an anecdote...or ultimatum. 

 
For example, you are pitching a sale to a psychiatry clinic: 
 



1. Restate the main pitch.  February is the most depressing time for your patients. As more 
of their romantic pursuits are rejected, the more appointments they will need to schedule. 
That means more bills will need to be sent to their houses and more prescriptions need 
to be written.  

2. Answer: “So, what?”  What does that mean for you? It means you need more paper this 
month than you ever needed before. Simple supply  and demand . 

3. Answer: “Now what? ” I can set you up with a large, automatically renewing order of 
quality paper that will meet this influx in patient need for a reasonable price. 

4. Close with an anecdote...or ultimatum.  Order this paper for your depressed patients. 
Your choice today means their mental well-being tomorrow. 
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The character Dwight Schrute is based on the character from the 2005 NBC American television 
show, The Office , created by Greg Daniels. 
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