
L ess “train,” more “boutique 
hotel on rails,” Cruise Train will 
cost about $50 million to develop 

and is the brainchild of Japan’s JR 
East Railway company, in collaboration 
with designer, Ken Okuyama, whose 
resume includes designing eyewear, 
furniture, and even Ferraris. His talent 
for producing sleek, innovative (and 
sometimes futuristic) design is what 
makes this train in a league all its 
own.
With a 34-passenger capacity, Cruise 
Train will offer 10 carriages composed 
of both standard suites and split-level 
deluxe suites in addition to a dining 
car and lounge area. Contrary to what 
travelers are used to on the road, each 
deluxe suite will have a living area/loft 
on the top floor, a sleeping area below, 
and a private bathroom on the entry 
level in between. 

This lavish bathroom features marble 
flooring with a classic, black & white 
theme. After getting primped and 
ready for the evening, guests can head 
on over to the dining car where one 
glass of champagne will have them 
forgetting that their romantic, white 
tablecloth restaurant is in motion.
The real “wow” factor lies in the two 
glass-encased observation areas 
located on either end of the train—an 
eye-opening way to experience the 
countryside. Beyond being another 
opportunity to enjoy incredible view-
points, the central lounge area is the 
perfect place to meet and mingle with 
fellow passengers on-board
The opulent transport, which will cost 
about $50 million to develop and seats 
34 people, will begin running in 2017.
Thanks to: http://www.theagencyre.
com/

WITH A 34-PASSENGER 
CAPACITY, CRUISE TRAIN 

WILL OFFER 10 CARRIAGES 
COMPOSED OF BOTH 

STANDARD SUITES AND 
SPLIT-LEVEL DELUXE 

SUITES IN ADDITION  
TO A DINING CAR  

AND LOUNGE AREA.

WINNING
THE NEGOTIATION GAME

by Real Estate Results CEO, Michael Sheargold

It is my belief that negotiating really well is what you as 
an agent, get paid for. This article is designed to give you 
some fast, key strategies to help you negotiate even more 

effectively. Recharge and refocus on your negotiation tips and 
be confident to negotiate more effectively with your buyer 

and sellers! 

RER
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34



Let me first talk about the two modes 
of negotiating:  

1. You’re a participant in the negotia-
tion – will I hire you to sell my prop-
erty? Do I believe what you’re actually 
saying to me? Am I going to back you 
as the winner to be able to achieve my 
property goal?
2. You’re an adviser in the negotiation 
– you can’t make the decision to buy 
or sell in behalf of someone, but you 
can advise them. You can give them 
the information so they can make 
an informed decision about moving 
forward.

The fastest way for you to get what 
you want... Help other people get what 
they want! In this business it is not 
possible for you to achieve your goals 
unless you are helping other peo-
ple achieve their goals. From a listing 

point of view, you need to come from 
the point of view of you wanting the 
listing so you can provide the level of 
service and experience that has them 
become a raving fan out there in the 
market place, spreading exceptional 
word-of-mouth and having them be-
come part of your ‘unpaid marketing 
team’. With a buyer, they are looking 
to secure their desired property at the 
lowest possible rate – whereas a seller 
is looking to sell their property at the 
highest possible rate – herein lies the 
tension of the real estate business and 
your goal, as an agent is to ensure the 
seller and the buyer both walk away 
delighted with their experience. 

The ultimate question here is “What is 
the most effective pathway to an ideal 
outcome?” Your potential clients need 
to think: “You provide me a significant 
value upgrade when I have you on my 

team” – particularly from a selling 
point of view. Secondly, A strong belief 
in what you’re selling – you and prop-
erty. People buy properties because 
they see value in it. Typically this has 
two big drivers in terms of purchasing 
property:
a) Lifestyle Driver - “What lifestyle 
do you want to achieve and does this 
property meet that lifestyle criteria?”
b) Financial Driver - “Does this prop-
erty meet my financial point of view?” 
For wealth creation and investment.

THE KEY TO NEGOTIATION 
IS HAVING EACH PARTY 

FEEL THEY’VE DONE THE 
BEST DEAL THEY COULD – 
IT HAS ALMOST NOTHING 

TO DO WITH MONEY.

35



We need to be clear on the “Goal of 
the Goal”. When someone buys a prop-
erty, they’re buying it for a reason, and 
the clearer you are on the goal of the 
goal the more motivation you can have 
on the negotiation process. Similarly, 
when someone sells a property, the 
clearer you are on the goal of the goal, 
(the reason for selling) the more you 
can focus on helping achieve that par-
ticular outcome.

Let’s move now to “At Listing” 
Negotiating. You are now in participa-
tion mode. 
• Hiring you - the big question of “Are 

you ready to put me to work?” 
• Method of sale
• Pricing strategy
• Marketing program

GENERATING
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• Fees - if you’ve done a great job 
of selling the value of doing busi-
ness with you, the fees won’t be as 
important! 

If we look at the Treasure Map, the top 
most part is Negotiate and Sell. But 
when you think about it, your negotiat-
ing starts when you qualify a potential 
buyer, when you’re at the listing, when 
you’re presenting a pricing strategy, 
when a client calls in to ask ques-
tions about a property…all of that is 
part of the negotiating process. From 
the very first time you interact with 
a buyer or seller, think ‘negotiation’. 
Also be thinking “advancement”. “I’m 
about to call an owner – how can I ad-
vance this? I’m going to call a Pipeline 
A seller – what can I do on this call to 
advance the process?” “I’m about to 
have a mid-way meeting with a seller 
– what can I add to this meeting to ad-
vance this?” This type of thinking will 
lead to “SOLD”. What can I do to have 
a higher advancement process? Be 
thinking in this mode!

There are two questions that I want you 
to have in your toolkit. They are: “Why 

buy now?” and “Why sell now?” The 
best way is to brainstorm with your col-
leagues all of the reasons you can think 
of and put them up on a whiteboard. 
If you’ve been keeping media files on 
your local area, the “Why buy now?” 
and “Why sell now?” exercise will be 
fun and you’ll be amazed at all the rea-
sons that can come out of your team 
brainstorm session. It is essential that 
you do this, so when you are talking to 
potential buyers and sellers you have 
an arsenal of information to use in that 
conversation. 

With the subject of winning the 
Negotiation Game, there’s a couple of 
strategies I can share with you. 

First is the Negotiating Funnel. We’ve 
established that your negotiating 
starts with Marketing. So your mar-
keting has to have standout capabili-
ties to create a level of interest. The 
next step in the funnel is Interest. I’m 
suggesting if it’s a phone call or email 
that comes in, you need to have a high 
level of responsiveness to that and pop 
some energy into it. Effectively what 
we want to get to is to the third level 

THE FASTEST WAY FOR YOU 
TO GET WHAT YOU WANT... 
HELP OTHER PEOPLE GET 
WHAT THEY WANT!
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NEGOTIATING FUNNEL

MARKETING

INTEREST

INSPECTIONS

ENGAGEMENT

OFFERS

SALE

on the Negotiating Funnel, which is 
Inspections. If it’s a private inspection, 
I would like you to have a 3-to-1 strat-
egy. In other words, someone that has 
inquired about 1 property, you show 
them 3 properties – keep in mind they 
have to be in range. This creates con-
trast and shows them the level of in-
spections and service that you have 
compared to your competitors. We are 
looking to create Engagement. We’ve 
talked about engagement and mar-
riage in real estate, and we’re actually 
looking for multiple engagements in a 
property and then a marriage. To have 
people more engaged in a process is 
moving them from a logical mode into 
an emotional mode about the prop-
erty. This leads to Offers. From there, 
the next goal is of course, the SALE. 
Where do you think you need the en-
ergy on this process? The answer is on 
every single level.

Let me do a recap of the “station” 
that buyers are tuned into, and that 
is Buyer FM. The more you speak my 
language as a buyer, the better results 
you will produce. Sometimes, an agent 
does less conversation with buyers 

and too much interrogation. Given 
this, these are tips for Buyer FM for a 
specific Property:
1. Property – What will this property 
facilitate lifestyle wise and from a fi-
nancial point of view? What is it about 
the property that a buyer might be in-
terested in? What are the non-obvi-
ous features of the property? Ask the 
owners about this! You need to sell the 
potential of the property as well. Most 
buyers cannot visualise what isn’t 
there or a potential feature of a prop-
erty that could be developed. By listing 
these and creating interest you’re one 
step closer to creating engagement. 
2. Street - What is it about this street 
that will interest and stand out for a 
buyer? This is where you need to know 
your area and street statistics, so you 
can say: “In the last 2 years, there has 
been only 2 properties sold which tells 
you that this street is very tightly held 
and people love living here”.  How has 
the street performed in the market? 
3. Area – The same goes for the area. 
What is it about this area that makes 
it attractive to live in? Is this a safe 
area? What properties are sold in this 
area? Is this a good area to invest in? 

Do people enjoy living in this area? Are 
there any interesting facts or history 
about the area? 

Buyer Negotiating  
– tips to remember 
Emotional Connection - The more 
emotional connection, the higher 
someone is willing to pay for a proper-
ty. When they see themselves living in 
the property, their furniture placed in 
the property, their kids playing in the 
backyard - that’s when they fall in love 
with the property and have an emo-
tional connection.
Offer extraction – Getting someone 
ready to put an offer in! This is when 
you can say: “Clearly you love the 
property, and now you want to own the 
property.” You are the key interested 
party in this property. It is now time to 
secure the property.” You need to posi-
tion the property in the correct way to 
negotiate more effectively. 
Price – This is part of the offer 
extraction. 
Terms – remaining terms of the prop-
erty. “You are in the box seat to secure 
this property. We need to go in with a 
great offer with terms that are going 
to work for you, and the owner to se-
cure this property.”

Seller Negotiating  
– tips to remember
• “It’s important for you to remember 
that I’m on your Team.”  - This is you 
making the client feel you’re working 
with them. 
• The best possible result – The best 
possible result for you in achieving 
your property goals. 
• Keep price – There’s another price 
aside from the sale price, which is the 
keep price. Maybe two weeks into the 
campaign you can say: “I’m clear on 
what you would sell the property for 

THERE ARE  
TWO QUESTIONS THAT 

I WANT YOU TO HAVE IN 
YOUR TOOLKIT. THEY ARE: 

“WHY BUY NOW?” AND 
“WHY SELL NOW?”
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today, I just need to be aware of your 
keep price.” This is where the property 
is more important for you to keep than 
sell and move on. 
• Information vs. Advice – Your goal 
is to provide them with the informa-
tion so they can make an informed 
decision. “Here’s the information, this 
is the first serious offer we’ve had. 
Ultimately it’s your decision, and I 
can’t tell you what offers will come in 
a month’s time, but this is the situa-
tion right now.”  Let the seller to make 
an informed decision. This is where 
your case studies (both success sto-
ries and horror stories) will come in 
handy! 

Negotiation Variables
Have these on a sheet of paper to al-
ways refer to – these are great to 
have in your tool kit! 

1. Motivation comes before 
Negotiation – With most negotiations, 
the reason why they’re stalling is be-
cause we have to go back and link in 
motivation. Everyone has a reason 
for selling. If you can tap into those 
you can understand more succinctly 
their motivation. From a buyer point of 
view, what is it that is motivating your 

buyers to buy in that particular area, 
that particular street, that particular 
property?
2. Needs... Wants... Desires... - The 
closer you can understand the needs, 
wants and desires (needs – a must 
have, wants – I would really like this, 
desire – I would love this). You can 
starting seeing the flexibility of where 
the buyers sits in terms of needs, 
wants and desires once you know the 
answers to these questions. 
3. Supply and Demand – You negotiate 
the highest price in the market place 
that’s presented to you at the time. 
Real estate is driven by supply and 
demand.
4. Scarcity and Urgency – How can you 
create scarcity in this property? How 
do you make the property so unique 
and stand out to make potential buy-
ers believe that if they missed this 
property, they’d miss out on some-
thing? Present information with a level 
of energy, enthusiasm and urgency 
that creates momentum. 
5. Flexibility = Strength – I’m sure 
you’ve heard the strategy around an-
swering question’s with a question. If 
someone asks you a question, do not 
feel that you are compelled to answer 
it. Have the flexibility to answer it in 

another way. To switch it in a differ-
ent way to present it. “Are the sellers 
negotiable on price?” “Well is this the 
type of property you’re looking for? Is 
this the property you’ve fallen in love 
with? Is this the property you’d like 
to secure?”  Think about how you can 
switch questions and create a bet-
ter question to create dialogue and 
engagement. 
6. Perspectives – The ability to step 
into another person’s shoes. To be 
in the client’s shoes. Where they 
are coming from, what is important 
for them, and what so they want to 
achieve? It is essential to always be 
thinking in perspectives. 

Negotiations must-have 
dialogues 
• “It’s my job to give you the informa-
tion as clearly and accurately as possi-
ble so you can make an informed deci-
sion about moving forward.”

• “My recommendations are based 
on what’s best for you to achieve your 
property goals.“
When you’re coming from this energy, 
a buyer and seller will recognise this 
and respond to it!

THE MORE YOU SPEAK  
MY LANGUAGE AS A BUYER,  
THE BETTER RESULTS  
YOU WILL PRODUCE
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✓ THE TRADE OFF PRINCIPLE – In 

a negotiation, you will only have 

trade off capabilities if you are in 

the trade. 
✓ THE LAW OF CONTRAST – If you 

only talk about 1 property, the buyer 

may not have enough contrast to 

where the property sits. Same goes 

for the seller – give them feedback 

on their property but also on prop-

erties in the area, or past proper-

ties you’ve sold.  
✓ WALK AWAY POWER – Even if 

you don't have this, act like you do. 

Care, but not as much. You could 

say “Well, look if this property is not 

right for you, it's not right for you. 

Let’s move on and find something 

else for you.”
✓ AGREEMENTS – Always focus 

on the agreements in a negotia-

tion. “We agree on X, we agree on 

Y, we agree on Z. There is just one 

little issue…” That issue could be 

the price, the terms, or the amount 

of deposit. Whatever it is, continue 

to focus on the agreements. “The 

owners would love to see you living 

in the property and enjoying the 

property as much as they have.”

✓ CHALLENGE AND CONVINCE 

ME! – From a buying point of view, 

when a low offer comes in that 

you weren’t expecting, you can ask 

them: “Can you convince me why 

the property is only worth $X? In my 

point of the view the property repre-

sents excellent value for money at 

the full asking price. If we came in 

NEGOTIATION QUICK-TIPS
closer to the full asking price, I’m 

sure we could present that to the 

owners as an offer. Ultimately it’s 

their decision.” Get the buyers to 

present the offer to you in writing, 

with their thoughts and concerns 

as to why the property is only worth 

$X. They could actually give you 

some excellent information that you 

can relay back to owners.
✓ HARD ON THE ISSUE, SOFT ON 

THE PEOPLE – without knowing it, 

you may have fallen into the trap of 

being hard on the people, soft on 

the issue. If you say “The owner is 

being really difficult on the price of 

the property.” The issue is the price 

– not the owners. You can say; “The 

owners are lovely people, they’re 

looking for someone to enjoy the 

property as much as they have, we 

do have an issue and that is the 

price. Let’s look at your flexibility 

around the price.” This is where you 

as an agent, need to be completely 

across what the difference in add-

ing an extra $20 or $30k to a 10 

year mortgage kicks in. It’s not 

about the price of the property – it’s 

about it’s affordability. Two different 

things. Also with the sellers, you 

can apply this strategy as well. 

✓ THE PULL BACK AND SQUEEZE 

– you want to be surprised with a 

low offer. You can be a little cheeky 

here, depending on your relation-

ship with them. Pull back a little as 

if to say “Didn’t see that coming.” 

Some cheekiness can be;  “You 

realise you get the house as well as 

the land?” “Do you know this house 

has a second level?”
✓ SAY YES SLOWLY – If you say yes 

too fast, they'll think they didn't get 

what they want, or they could have 

done a better job at negotiation. 

✓ ISOLATION AND PARKING - 

“Let's put the price aside for a mo-

ment. Can you see yourself living 

here? Can you see yourself raising 

your family here, living here for the 

next 5 – 10 years?” If it's yes, then 

“let's look at what we can do from a 

monetary point of view to make this 

work.”
 ✓ SUPPOSE... WOULD YOU…” - 

Make a bold suggestion. Suppose 

a buyer has put in a very low offer, 

you could say: “At this particu-

lar rate, I don’t think the owner 

would consider this offer favour-

ably. Would you then be back in 

house hunting mode or would you 

consider increasing the offer by 

$50,000?” Make a bold statement. 

“Suppose we are able to secure the 

property at the full asking price?” 

No. ”Well suppose we can increase 

your offer by another $20,000?” Or, 

“If someone put in an offer $30,000 

more than yours, would you match 

it or would you move on with your 

search?”  
Get a level of flexibility around 

someone’s thinking so you can  

best help them achieve their  

property goals.

SO – NOW YOU HAVE SOME AWESOME NEGOTIATION 

STRATEGIES THAT YOU CAN START USING TODAY TO  

CREATE RESULTS. 

WHAT ARE YOU GOING TO START DOING,  

STOP DOING, AND CONTINUE TO DO IN  

YOUR FUTURE NEGOTIATIONS?
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