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NEGOTIATE SMART

Introduction

You negotiate all the time, and you don’t even realize it.

Sure, some of the things you do are clearly negotiations—like when
you buy a new car, sign a lease for an apartment or accept a new job. One
party wants one price, you want another price.You both state your price.
If you’re lucky, you come to some kind of agreement. Now getting a
good price is important, and this book will show you how to get a better
deal when you negotiate. It will even point out all the tricks other people
might try to use on you and show you how to turn the tables on them. Ne-
gotiating smart means being prepared for anything.

But if that”s all you get out of this book, you’ ve missed some great
opportunities to improve the quality of your life. Price is only one aspect
of negotiating and often not the
most important one. One goal of
this book is to make you aware of NI
all the negotiations that go on ar-
ound you and teach you how to get
the most out of every single one.

When you and a friend debate
what movie to see that night, that’
$ a negotiation. When you decide
how much you are willing to pay
for dinner, you’ re negotiating
with yourself. When you subscribe
to a long-distance service or as-
sume the responsibility of a credit card, that’s negotiation too. The so-
oner you learn to recognize that negotiating is part of any choice, and the
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sooner you realize that nearly anything is negotiable, the better off you’
Il be. You’ll have more time, more money, and most importantly, more
happiness.

Sound too good to be true? When you negotiate smart, you engage
both sides in finding all the value there is in a deal. Most people stumble
through negotiations uncertain,
uncomfortable, unprepared, and
are surprised when they leave the
deal unsatisfied. Very often, it’s
not that a good deal with value for
everyone wasn’ t there to be struc-
k. It’s that the people left it on the
table. Negotiating smart means
leaving nothing on the table. Ever.

People think it should be ob-
vious when they’ re getting a good
deal and when they’ re getting a
bad one. It’s not. And if it’s diffi-
cult to tell if a deal is good or bad,

it’s nearly impossible to tell if a
deal is the best deal one could get. If you’ ve ever said to yourself, “I’ m
happy with what they offered. I don’ t want the hassle of asking for more.
I’ 11 just take the deal, ” you’ve ever said to yourself, “I’m happy with
what they offered. I don’t want the hassle of asking for more. 1’11 just
take the deal, ” you’ve cheated both you and the other side out of oppor-
tunities to discover value. Negotiation helps everyone. It defines respon-
sibilities, it clarifies ambiguities and it seeks out value.
As well, don’t think you have been offered a good deal because the
other side says it is the most “fair” offer around. You have no idea what
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pressure the seller faces in selling his product, or what pressure the buyer
is under to buy. Perhaps the car salesman’s been told if he doesn’t make
this sale, he’s out of a job. Perhaps the real estate agent has been told if
she doesn’t buy your land from you, a million-dollar deal will be lost. If
you come to an agreement after negotiating, you’re much more likely to
know for sure how the other side values the deal. If you negotiate smart,
the other side won’t necessarily know the same information about you.
Once you’ ve negotiated, you’ re in a much stronger position to decide if
you’ ve gotten a good deal.

Negotiate Smart shows you how to prepare for a negotiation, how to
read the people you’re negotiating with, and how to decide when it’s all
right (and sometimes necessary) to walk away from a deal. Normally,
years of training and negotiating would be required to get good at this
process. This book distills the process into a much shorter time frame by
focusing on real-life negotiations and giving you the tools you need to
start out right now as if you were an experienced negotiator. Everyone ne-
gotiates all the time—the best at it understand that and learn from their
daily lives.

We’ ve taken the most useful techniques from some of the best ne-
gotiators and organized them into an easy-to-follow, step-by-step book
that teaches the skills to become a better negotiator. Here you will find in-
formation on how to use negotiating tactics and gambits to your advan-
tage—and how you keep them from being used against you. We’ 1l show
you how to use communication, education, and timing to your advantage.
We cover the most important aspects of any negotiation from start to fin-
ish, including how to maintain a good relationship with the people you
negotiate with.

What will this book do for you? Well, you should see the results in
your wallet. That’s always welcome. But smart negotiation has many
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other benefits. Strong, honest, lasting relationships, less anxiety, and a
general sense of contentment all should emerge once you strengthen your
negotiating skills. If getting more of what you want is a goal of yours, this
book should enhance your quality of life considerably.

These techniques work only if you use them in everyday situations.
And, like anything else, they work better the more you use them. Try
them out. Get comfortable with them. Learn not only how to use them,
but how to use them confidently. Negotiation may not be something you
look forward to now, but soon enough you’ 1 relish the chance to use your
new and powerful skills.

Pay special attention to the “Negotiation Tactic Boxes” scattered
throughout chapters 1 through 6. Work through the “Negotiating Arena”
in chapter 11. Try out the techniques we describe. It’s helpful to have a
partner with a copy of the book so you have someone to practice your
skills with. It’s always a good idea to try things out before there’s and
real money at stake.
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Think of this book as your best line of defense. In most negotiations,
there’s someone who takes less than she should have, who pays a little
more than she wanted to or who feels that if he were only a little bit better
at negotiating, he would have gotten a better deal. Take to heart the old
poker adage:“If you’ ve been sitting at a poker table for five hands, and
you can’t figure out who the sucker is...it"s you.”
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THE BASIS OF NEGOTIATION

“Good morning, San-

dy’s Shoe Store.”
“Hello,  Sandy?

My name’s Mike. I' m

looking for some Ger-

ardi leather shoes.”

“Well, Mike, you’ re in the right place. We sell Gerardi
shoes for 869 a pair, but you sound nice, so I Il sell them to
You for $49. Also, we have another brand that is exactly like
Gerardi but less expensive. They go for $39 a pair.”

“Gee, Sandy, you've been helpful. I want to be fair
though, so why don’ t you sell me the less expensive shoes,
but I’ d feel better if you’ d let me pay 835. That way I’ d feel
like I was rewarding you for your good service.”

“Oh, Mike, I couldn’t let you do that. Why don’ t we
split the difference? I Il sell you the real Gerardi shoes for
859 a pair. Does that sound good to you?”

“I’d love to pay that. Send them over.”

Wouldn’t it be- wonderful if every negotiation resulted in a perfectly
fair solution, fulfilling to every party involved? Wouldn’t it be great if
someone asked us to pay less instead of more than what we offered?
Wouldn’t it be great if everyone gave us all the information we needed to
make an accurate and informed decision?

How many times have you been involved in a negotiation like the
one between Mike and Sandy? If it’s happened to you even once, you’
ve led a charmed life. We’re not saying that most people don’t want to
be fair. Actually, and perhaps surprisingly, most people do. At the same
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time, if they had a chance, most people wouldn’t want to pay more than
they could have, or accept less than they were offered. As painful as it is
to say it, most people would not want to be like Mike. Or like Sandy, for
that matter.

It’ s true Mike and Sandy are both fulfilled by the deal they’ ve rea-
ched, because they both got what they wanted—for Mike, the shoes, for
Sandy, the money—and they both feel like they’ ve been fair to the other
person. But the reason this seems like a fantasy is that neither Mike nor
Sandy place value on having more money. Sandy seems to have no inter-
est in keeping her store afloat, and Mike seems to want to pay more mo-

ney for an inferior product.
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THE BASIS OF NEGOTIATION

In real life, negotiations like Mike and Sandy’s just don’t happen.
Most likely, Mike would call Sandy up, she’ d let him know the price, and
if he were serious about buying the shoes, he’d come down to the store.
He’ d have to decide whether to buy the shoes or not at the price Sandy
had marked them. If he liked them, he’d buy them. If he didn’t, he’d
leave the store. If he liked them but didn’t like the price, he’d go some-
where else. This is the time-honored practice of competitive pricing—if
someone can give you a better deal, that person will get your business. In
the real world, Mike and Sandy’ s negotiation would likely go like this:

“Good morning, Sandy’ s Shoe Store.”

“Hello, Sandy? My name’ s Mike. I’ m looking for
some Gerardi leather shoes.”

“We sell those. As a matter of fact, we have some in
stock.”

“And how much do they cost?”

“$69 a pair, plus tax.”

“Do you have anything cheaper?”

“Yes, but their quality doesn’ t match up to Gerardi’ s.
We have something slightly cheaper, but, you know, you get
what you pay for.”

“And you' re firm about the price for the Gerardi sho-
es?”

“Yes.”

“Thank you.”

“See you soon.”

Sandy is keeping some information from Mike, and Mike is keeping
his reactions guarded. They discuss availability and price, and that’s it
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There’s no negotiation here. There’s an offer to sell at a predetermined
price. Mike is likely to accept or reject that price without thinking about
negotiating. Mike is unlikely to think about all the benefits that could
come to him from negotiating.

Negotiation lets you direct your business to those you want to do
business with. Negotiation lets you dictate the parts of any deal that are
important to you—price, timing, method
of payment, anything that makes a differ-

ence to you. Negotiation tends to improve
your fulfillment with every aspect of
every deal you make. It follows that those
people who negotiate better end up hap-

pier in their business and personal lives.
Let’s imagine Mike is a better negotiator than he was before. This nego-
tiation might have gone like this:

9’

“Good morning, Sandy’ s Shoe Store.”

“Hello, Sandy? My name’ s Mike. I bought some
sneakers and boots from you last week.”

“Oh, yes.”

“I’'m wondering about your price for some Gerardi
leather shoes.”

“We sell those. As a matter of fact, we have some in
stock right now, if you want to pick them up today. They cost
$69 a pair, plus tax.”

“Yipes! I just called Dorothy’ s shoes down the block,
and they’ re selling them for $55 a pair. I really love the
sneakers and boots I bought from you, though, and I’ d rat-

her do business at your store—is there any way you can
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