
 

 

 

Sales Workshop 

 

This is a simple but powerful sales activity that can help you show value of your product/service to a 

customer requesting a discount or comparing your product/service to a lower priced competitor. 

Pick a participant and hold out two objects (pens, pieces of paper, etc.).  Offer to sell him one for $100 and one 

for $1.  Ask him which one he would like.  <<he will pick the $1>> 

Before you give it to him, explain a few things about the $100 pen: 

The $100 pen is guaranteed for life.  Even if you lose it, you can come back and get another one. 

do you still want the $1 pen? 

If you show your pen at a gas station or movie theatre, you will automatically go to the front of the line – for as 

long as you own the pen. 

do you still want the $1 pen? 

The $1 pen will run out of ink in a week 

do you still want the $1 pen? 

The $100 pen retains 75% of its value – so you can sell it to someone else later on for $75 

do you still want the $1 pen? 

etc... 

The point is that, eventually, someone will pay $100 for a pen, proving that it is value, not price that drives 

decision-making 

 

 

 

 



This is a very powerful yet a very simple activity with very strong points and important sales lessons to learn from 

: 

Bringing a handful of dice , ask for 3 volunteers and hand each person only one. 

Tell them that their target is to throw six sixes in 30 seconds and you will time them. 

start your countdown and watch how frenzied it becomes when you start counting down loud near the end of the 

30 seconds. 

Key learning points from this quick activity: 

-  The more throws the more chances of hitting the six sixes. Selling is a numbers game , why wait till the 

deadline is near to start working and in our case here  throwing 'selling'  at full force? why didn't they start 

throwing 'selling' quickly from the start. 

-  One thing that could have really improved their chances in making the six sixes on time was if they used more 

dice. Ask them why didn't they ask for more dice? Linking this to selling shows the value of cross selling and up 

selling and asking ourselves what other potential exists?  or how can I expand my sales mix to this specific 

customer and digging through other possibilities to increase sales potential. 

You can expand more and uncover more examples and link this simple powerful activity to your sales 

situation.  This exercise is mainly used for sales people, but can be used also in the context of proper time 

management and how to direct effort to maximize results. 

 

“Pass The Buck” 

 

The game goes like this.  Pick a day when you want to maximize sales and give the first person who makes a 

sale a $20 dollar bill to hold (or $10 bill or $50 bill depending on how hard you want your staff to play!) When 

someone makes a bigger sale they get “passed the buck.” The next time an even larger sale is made the “buck” 

gets passed again. The person who has the highest sale that day is left holding the buck and gets to take home 

the $20! 

 

We love this contest for six very specific reasons: 

 

It’s really fun. 

It’s super simple. 

It encourages lots of add-on sales. 

It encourages up-selling. 



It rewards great retail sales performance immediately. 

It puts more money in the cash register! 

This game has never failed to please our employees or put more money in the register. And it’s so easy you can 

do it today! 

 

- See more at: http://www.whizbangtraining.com/retail-management-training-resources/retail-strategy/retail-

selling-articles-reports/184-retail-sales-games#sthash.K4Wj3jxj.dpuf 

 

eonardo DiCaprio plays convicted stockbroker, Jordan Belfort and early in his career he 
is trying to turn a group of inexperienced, undisciplined misfits into junk bond 
salesmen.  In order to show them how sales works, DiCaprio pulls out a pen and going 
around the room, thrusts it in their faces, one by one, with the instruction to “Sell me 
this pen.” 
As each one takes the pen from him, they fumble through an attempted sales 
pitch:   “This is the best pen ever made…” 
“This may be the last pen you ever have to buy…” 
“This is the same pen used by Abraham Lincoln…”(I made that one up) 
After each one,  DiCaprio shakes his head and takes the pen back.  Finally one member 
of his team grabs the pen from him and hands DiCaprio a piece of paper. 
“Write your name on this piece of paper,” he tells DiCaprio. 
When DiCaprio looks around for something to write with, the future salesman replies: 
“Oh, you don’t have a pen anymore. Supply and demand, bro.” 

This scene illustrates a fundamental selling point; one that is often rushed past in our 

enthusiasm to present product features and benefits.  Until a need is recognized, it simply 

doesn’t matter how great your product or service is.  I would add to that: until that need 

has a higher priority than your prospect’s other needs, it doesn’t matter either.  A sales 

presentation or conversation that doesn’t uncover or address an urgent need is usually a 

waste of time. 

So how do you identify a need and create the urgency to act on it? (After all, only in the 

movies is grabbing something from your prospect and then trying to sell it back to them a 

viable tactic.)  Lets look at each separately: 

1.  Identifying needs 

Often the need is not readily apparent to the prospect, or buried under a lot of other wants 

and needs.  You can probably recognize this in yourself:  Perhaps you have a project that 

you know you “need” to get done, but it keeps getting put off as you get distracted by life 
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or other things that come up.  Or, you’ve been living with your “work-around” solution so 

long that you start to convince yourself you don’t need to fix it, upgrade it or change it 

altogether. People can lose sight of their needs when overwhelmed with too many 

responsibilities and decisions. This is where salespeople can serve an important role. 

We are in a unique position to help our customers step back and take a more objective view 

of their needs through a discovery session or needs analysis.  This is the basis of 

consultative selling, to ask probing questions that reveal pain and discover underlying buyer 

motivation.  Find out which questions encourage your prospect to open up about their 

needs here.   

 

But what if a need is not obvious or a product is new – as is the case with much of 

technology?  We have to establish the need and a buyer’s desire to change by highlighting 

the discrepancy between what they currently have – and what they can potentially have by 

delivering a compelling value proposition. 

2. Creating Urgency 

Keep in mind that I am not referring to the manufactured “This is the last one in stock!” or “I 

have another buyer waiting” type of urgency.  Although occasionally true, people can smell 

false pressure tactics a mile away.  The seller who screams “fire sale!” too often is taken as 

seriously as the boy who cries “wolf!”  I am talking about authentic urgency:  addressing 

needs that have been pushed aside or given a lower priority than perhaps they deserve. 

As product or service experts, we have a responsibility to raise the potential consequences 

of indecision or making a poorly informed decision to our clients.  Everyone has 

experienced wanting something, sitting on the fence too long and regretting it.   As a 

salesperson, you have the power to help someone avoid this painful experience. 

3. Applying Needs and Urgency in Sales 

Have you ever seen a movie where the character’s needs are not of the utmost 

urgency?  Probably not as they don’t get made.  A film about a character who is not 

convinced he needs to solve his or her problem immediately (or at least in the next two 

hours) is a film that goes nowhere.  A prospect who is not convinced that he has to solve his 

problem quickly, is a sale that goes nowhere. 

You can help a client reconnect with his needs and the urgency to act upon them by using a 

simple but effective technique from the movies called Raising the Stakes.  By making a 
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series of associations you can help re-prioritize a decision and bring to light the 

consequences of either indecision or a poor decision.  To learn more about how Raising the 

Stakes can help you increase urgency, click here. 

In your next sales conversation, hopefully you will catch yourself if you get the cart 

(product) before the horse (need). 
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