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Over one million copies sold and nine months on the New York Times bestseller list!For

readers of the bestsellers Atomic Habits and Never Split the Difference—this bestselling

classic will teach you to hone your intuition to effectively communicate and negotiate...making

sure you win every time. These groundbreaking methods will yield remarkable results!YES,

YOU CAN WIN!Master negotiator Herb Cohen has been successfully negotiating everything

from insurance claims to hostage releases to his own son's hair length and hundreds of other

matters for over five decades. Ever since coining the term "win-win" in 1963, he has been

teaching people the world over how to get what they want in any situation. In clear, accessible

steps, he reveals how anyone can use the three crucial variables of Power, Time, and

Information to always reach a win-win negotiation.No matter who you're dealing with, Cohen

shows how every encounter is a negotiation that matters. With the tools and skill sets he has

devised, honed, and perfected over countless negotiations, the power of getting what you

deserve is now a practical necessity you can fully master."Flawlessly organized."—Kirkus

Reviews

About the AuthorHerb Cohen has been called “the world’s best negotiator” by Playboy

magazine. Cohen’s expertise is harnessed in business, government, commercial dealings,

corporate management, and crisis management. Cohen has written several books and

publications and has given speeches around the world. --This text refers to the mass_market

edition.
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have even been contemplated, let alone completed, without her.Before you go any further, let

me elaborate upon three things that you will notice as you proceed.First, I wish to assure the

majority of my readers that I intend no slight in using the masculine tense predominantly. In

writing this book, I spent endless hours trying to grapple with the semantic bias of the English

language. My initial attempts to eliminate the pronoun problem resulted in prose that was either

confusing or clumsy. Consequently, you may occasionally come across a bit of verbal sexism.

When this occurs, accept my apology. Obviously, I do not believe that because Eve was

fashioned from Adam’s rib, women are a side issue. In this age of emancipation, the fault lies

primarily in our fatherland’s mother tongue.Second, I have chosen not to furnish any footnotes,

references, or technical texts to support the concepts or ideas in this book. My purpose was



not to produce a scholarly work for the specialist, but to write a practical and readable guide for

laypeople. The thoughts and examples must make sense on their own. If they don’t, even a

divine footnote cannot provide salvation.Third, I have “painted with a broad brush,” so you will

not become mired in technicality or legalese. This was done to make it easy to understand the

broad underlying concepts. Obviously, in some instances I have made suggestions tongue in

cheek, in a figurative sense—not to be taken literally.It is not my intention to prescribe behavior

or tell you what you should want. Instead, my aim is to illuminate your reality and its

opportunities. In doing so, I will point out thinking and behavior that may be limiting you, as well

as options and alternatives from which you can choose. Each of you will then, within your own

comfort and belief system, have a way of getting what you want, based on your unique

needs.H.C.Northbrook, IllinoisSeptember 1980PART ONEYES, YOU CANTo get to the

Promised Land you have tonegotiate your way through the wilderness.1. What is negotiation?

Your real world is a giant negotiating table, and like it or not, you’re a participant. You, as an

individual, come into conflict with others: family members, sales clerks, competitors, or entities

with impressive names like “the Establishment” or “the power structure.” How you handle these

encounters can determine not only whether you prosper, but whether you can enjoy a full,

pleasurable, satisfying life.Negotiation is a field of knowledge and endeavor that focuses on

gaining the favor of people from whom we want things. It’s as simple as that.What do we want?

We want all sorts of things: prestige, freedom, money, justice, status, love, security, and

recognition. Some of us know better than others how to get what we want. You are about to

become one of these.Traditionally, rewards presumably go to those possessing the greatest

talent, dedication, and education. But life has disillusioned those who hold that virtue and hard

work will triumph in the end. The “winners” seem to be people who not only are competent, but

also have the ability to “negotiate” their way to get what they want.What is negotiation? It is the

use of information and power to affect behavior within a “web of tension.” If you think about this

broad definition, you’ll realize that you do, in fact, negotiate all the time both on your job and in

your personal life.With whom do you use information and power to affect behavior off the job?

Husbands negotiate with wives, and wives with husbands. (I hope your marriage is a

collaborative Win-Win negotiation.) You use information and power with your friends and

relatives. Negotiations may occur with a traffic cop poised to write a ticket, with a store

reluctant to accept your personal check, with a landlord who fails to provide essential services

or wants to double your rent, with the professional who bills you for part of the cost of his or her

education, with a car dealer who tries to pull a fast one, or with a hotel clerk who has “no

room,” even though you have a guaranteed reservation. Some of the most frequent and

frustrating negotiations occur within a family, where parents and children often unknowingly

engage in this activity. Let me give you an example from my personal experience.My wife and I

have three children. At nine, our youngest son weighed fifty pounds, remarkably light for a child

his age. Actually, he was an embarrassment to our entire family. I say that because my wife and

I like to eat, and our two oldest children have voracious appetites. Then there was this third kid.

People would ask us, “Where did he come from?” or “Whose kid is that?”Our son arrived at his

emaciated state by developing a life strategy of avoiding vicinities where food might be served.

To him “meals,” “kitchen,” “dinner,” and “food” were profane words.Several years ago, I returned

home on a Friday evening after an ascetic week of travel and lectures. It’s lonely on the road—

at least for some of us—so I pondered a potential negotiation with my wife later in the evening.

As I entered our home, I was dismayed to find my wife curled up in a fetal position on the

couch, sucking her thumb. I perceived that there might be a problem. “I’ve had a rough day,”

she murmured.To snap her out of her doldrums, I said, “Why don’t we all go to a restaurant for



dinner?”She and our two oldest replied in unison, “Wonderful idea.”The nine-year-old

dissented. “I’m not going to any restaurant! That’s where they serve food!” At this point I lifted

him bodily and carried him to the automobile, which is one type of negotiation.As we entered

the restaurant, the nine-year-old continued to complain. Finally he said, “Dad, why do I have to

sit around the table with everyone? Why can’t I be under the table?”I turned to my wife. “Who’ll

know the difference? We’ll have four around and one under. We may even save money on the

check!” She was against this at the outset, but I convinced her that the idea might have

merit.The meal began, and the first ten minutes were uneventful. Before the second course

arrived, I felt a clammy hand creeping up my leg. A few seconds later my wife jumped as

though she’d been goosed.Angry, I reached under the table, grabbed the culprit by his

shoulders, and slammed him down on the seat beside me. I muttered, “Just sit there. Do not

talk to me, your mother, your brother, or your sister!”He replied, “Sure, but can I stand on the

chair?”“All right,” I conceded, “but just leave all of us alone!”Twenty seconds later, without

warning, this lean child cupped his hands around his mouth and shouted, “This is a crummy

restaurant!”Startled though I was, I had enough presence of mind to grab him by the neck,

shove him under the table, and ask for the check.On the way home, my wife said to me, ”Herb,

I think we learned something tonight. Let’s not ever take the little monster to a restaurant

again.”I must confess that we never have offered to take our lean child to a restaurant again.

What our nine-year-old did on that embarrassing occasion was to use information and power to

affect our behavior. Like so many of today’s youngsters, he’s a negotiator—at least with his

parents.You constantly negotiate at work—though you may not always be aware you’re doing it.

Subordinates or employees use information and power to affect the behavior of those above

them. Let’s say you have an idea or proposal you want accepted. What’s required is that you

package your concept in such a way that it meets the current needs of your boss, as well as

the present priorities of your organization. There are many people with technical expertise who

lack the negotiating skill needed to sell their ideas. As a result they feel frustrated.In today’s

world a wise boss always negotiates for the commitment of his employees. What is a boss?

Someone with formal authority who attempt to get people to do voluntarily what must be done.

You and I know that the best way to shaft a boss these days—to transform him into a shaftee

with you being the shaftor—is to do precisely what he or she tells you to. When told what to do,

you write it down and ask, “Is this what you want?” Then you proceed to comply, literally.Two

weeks later, your boss runs up to you and blurts, “What happened?”You reply, “I don’t know. I

did exactly what you told me to do.”We have a name for that in today’s world. We call that

phenomenon “Malicious Obedience.” And there are many people out there who practice it to a

refined art. So if you happen to be a boss, you never want an employee to do exactly what you

tell him to do. You want him to occasionally do what you don’t tell him to do … often what you

can’t tell him to do, because many problems can’t be anticipated.Not only do you negotiate with

your boss or your subordinates, but you also negotiate with your peers. To get your job done,

you need the cooperation, help, and support of many people whose boxes aren’t situated

beneath yours on an organization chart with the arrows pointing upward. These people may

have different functions or different disciplines. They may even be in different parts of town. You

need negotiation skill to obtain their help and support.You may negotiate with customers or

clients, bankers, vendors, suppliers, even governmental agencies from the Internal Revenue

Service to the Occupational Safety and Health Administration. You may negotiate for a larger

budget, more office space, greater autonomy, time off from work, a geographical transfer, or

anything you believe will meet your needs. The point I’m making is that you negotiate more

often than you realize. Therefore you should learn to do it well. You can learn to be effective—



and thus enhance the quality of your life—on and off the job.In every negotiation in which

you’re involved—in every negotiation in which I’m involved—in fact, in every negotiation in the

world (from a diplomatic geopolitical negotiation to the purchase of a home)—three crucial

elements are always present:Information. The other side seems to know more about you and

your needs than you know about them and their needs.Time. The other side doesn’t seem to

be under the same kind of organizational pressure, time constraints, and restrictive deadlines

you feel you’re under.Power. The other side always seems to have more power and authority

than you think you have.Power is a mind-blowing entity. It’s the capacity or ability to get things

done … to exercise control over people, events, situations, and oneself. However, all power is

based on perception. If you think you’ve got it, then you’ve got it. If you think you don’t have it,

even if you have it, then you don’t have it. In short, you have more power if you believe you

have power and view your life’s encounters as negotiations.Your ability to negotiate determines

whether you can or can’t influence your environment. It gives you a sense of mastery over your

life. It isn’t chiseling, and it isn’t intimidation of an unsuspecting mark. It’s analyzing information,

time, and power to affect behavior … the meeting of needs (yours and others’) to make things

happen the way you want them to.The fine art of negotiation isn’t really new. By my definition,

two of the greatest negotiators in history lived approximately two thousand years ago. Neither

man was part of the Establishment of his time. Neither had formal authority. However, both

exercised power.Both men dressed shabbily and went around asking questions (thereby

gathering information), one in the form of syllogisms, the other in the form of parables. They

had objectives and standards. They were willing to take risks—but with a sense of mastery of

their situation. Each man chose the place and means of his death. However, in dying, both

gained the commitment of followers who carried on after them, changing the value system on

the face of this earth. In fact, many of us try to live by their values in our daily lives.Of course,

I’m referring to Jesus Christ and Socrates. By my definition, they were negotiators. They were

Win-Win ethical negotiators, and they were power people. In fact, both of them deliberately

used many of the collaborative approaches I will teach you through this book.The sign wasn’t

placed thereby the Big Printer in the Sky.2. Almost everythingis negotiableInformation, time

pressures, and perceived power often spell the difference between satisfaction and frustration

for you. Using a hypothetical situation, let me illustrate. You awaken one morning and go to the

refrigerator for a glass of milk. You plan to drink most of it straight, then pour the rest into your

coffee. As you open the refrigerator door and grasp the container, you’re aware that it’s clammy.

Stepping back, you notice a pool of water on the floor. You call your spouse over to diagnose

the situation, and your spouse gives you the technical name for the problem: “Broken

refrigerator.”You comment, “I think we need a new one. Let’s buy it at a ‘one-price store,’ where

we won’t be hassled.” Because your children are too young to be left alone, you tell them, “Get

in the car. We’re going to buy a refrigerator.” En route you discuss your cash-flow problem.

Since you’re not very liquid at the moment, you decide to spend no more than $450.00 for the

acquisition. In other words, you have a firm objective in mind.You arrive at the one-price store:

Sears, Ward’s, Gimbel’s, Marshall Field’s, Macy’s, Hudson’s, or whatever. For the sake of the

narrative we’ll say it’s Sears. You walk briskly to the Large Appliances Department, with your

organization trailing behind you. As you run your eye over the refrigerators, you see one that

appears to meet your needs and specifications. However, as you approach, you notice that on

the top of this model is a sign reading, “Only $489.95”—$39.95 more than your checking

account can handle. It’s no ordinary sign scrawled with a Magic Marker. It’s symmetrical and

professionally done: block-printed on expensive chipboard. And it appears to have been placed

there by the Big Printer in the Sky.You call out, “Hello, there!” and a salesperson ambles



over.“Yes … may I help you?”You reply, “I’d like to chat with you about this refrigerator.”He says,

“Do you like it?”“I certainly do,” you admit.He says, “Good … I’ll write up the sales slip.”You

interject, “No … wait—maybe we can talk.”He arches an eyebrow and says, “When you and

your wife finish discussing this, you’ll find me in Hardware,” and strolls away.Now I ask you, will

this be an easy or a difficult negotiation? Most people in our culture would say difficult. Why?

Because of the great imbalance in information, apparent time pressure, and perceived

power.Information. What do you know about the salesman’s needs or the store’s needs? Is the

salesman on salary, commission, or a combination of both? You don’t know. Does he have a

budget, a quota, or a deadline? You don’t know. Has he had a great month, or did his boss

warn him to sell a refrigerator today “or else”? You don’t know. What’s the inventory situation on

this model? Is it the store’s hottest item, currently on backorder, or is it a dog the store

manager will dump at any price? You don’t know. What are the itemized costs on this model?

You don’t know. Is the store making a profit on this model? If so, how much? You don’t

know.Obviously, you don’t know very much about the salesman or the store. But does the

salesman know something about you? Yes. He knows you’re interested in the refrigerator.

People may browse in the Sporting Goods, Clothing, or Stereo Departments at Sears, but not

in the Large Appliances Department. They examine refrigerators when and because they need

them. Over and above this “given fact,” the salesman knows which nearby competitors sell

refrigerators, whether they’re featuring special sales at present, and how much they’re

charging.Though he may—for the moment—seem to be ignoring you and your spouse, he’s

actually listening to your conversational exchanges with a cocked ear. He hears you discussing

your old refrigerator, your cash-flow problem, and your need for a new refrigerator. Almost

anything you and your spouse say furthers the informational imbalance and strengthens the

salesman’s hand.Little comments like: “The color really is just right” … “I don’t think we’ll be

able to beat this price at Ward’s across the street” … and “The freezer compartment is the

roomiest I’ve seen” give the salesman a growing edge.Note that the salesman never responds

directly to any question that might give you information. His response to any question is a

counter-question. If you ask, “I’m not saying I’ll buy this refrigerator, but if I do, when do you

think you could deliver it?” he’ll say, “When would you like it delivered?” When you reply, “How

about early this afternoon?” he’ll say, “Why so soon?” At that point one of you will comment,

“Because we have about seventy dollars’ worth of food spoiling rapidly.”Does the salesman like

this information? Yes, because you’ve exposed your deadline to him without knowing his.Time.

Compounding the expanding informational gap is the problem of organizational pressure and

time. The salesman you’re dealing with seems relaxed. His organization isn’t visible. How about

your organization? It’s very visible, but it’s not united. The wife says, “Let’s go.” The husband

says, “Let’s stay,” or vice versa.What about the two children you brought into the store with

you? Where are they? Are they beside the refrigerator, at parade rest, quietly waiting for the

sale to be consummated? No. One youngster is playing hide-and-go-seek in the

refrigerators.“Where is he?”“I think he’s in the yellow one … the one with the door closed. If we

don’t get him out in three minutes, he’ll suffocate!”Where’s the other kid? At the far end of the

store with a hockey stick and a plastic puck, shooting slap shots against washers and dryers.

Every few minutes he shouts, “Come on! Hurry up! The game is starting!”While your

organization is putting the screws to you, the appliance salesman wanders around acting as

though he is almost totally disinterested in selling that refrigerator. Periodically he carelessly

says, “Hi, there. Make up your mind?” as though he were passing on his way to pluck a mango

or a papaya.Power. In addition to all this, there’s the problem of power. Power, in this instance,

manifests itself in two forms:A. The power of precedent. Most people firmly believe that they



can’t negotiate with a one-price store. If I ask them why, they’re likely to reply, “Why else would

they call it a one-price store? This results in the following chain of cause and effect.They’re

convinced they can’t negotiate with a one-price store….Therefore, they don’t try to negotiate

with a one-price store …… which results in their inability to negotiate with a one-price store,

proving they were right to begin with.This is a prime example of creating a self-fulfilling

prophecy.Have you ever observed someone make a half-hearted attempt to bargain with a one-

price store? The approach itself contains the seeds of failure.The customer walks up to the

sign indicating the price and points to it timidly. Of course, the salesman knows the customer’s

intent, since he’s been through this scenario many times. But he wants the customer to say the

words.The salesman finally asks, “What’s the problem?”The customer just points to the sign

and mumbles, “You know.”The salesman says, “Is something wrong with the sign?”The

customer stammers, “No, no … it’s just the pr … pr …”The salesman innocently asks, “The

what?” and the customer finally blurts, “The price!”At this point, the salesman adopts his

righteous indignation pose and states, “Please, sir, this is Sears!”If this ever happens to me, I

respond apologetically, “Oh … I’m sorry. I didn’t realize where I was!” at which point my wife

turns on her heel and starts to walk out of the store, remarking over her shoulder, “I’m never

going shopping with you again!”—which, by the way, is not all that bad, because I’ve

accomplished a collateral objective in the process.There’s a way to break out of this bind: Don’t

act as though your limited experience represents universal truths. It doesn’t. Force yourself to

go outside your own experience by vigorously testing your assumptions. You’ll discover, to your

astonishment, that many of them are false. Raise your aspiration level. Avoid the negative

attitude portrayed in the following jingle:They said ’twas a job that couldn’t be done;He half-

heartedly went right to it.He tackled that job that “couldn’t be done” …And by George, he

couldn’t do it.As a negotiator, take some risk, break free from the precedent of your past

experiences, challenge your assumptions, raise your aspiration level, and increase your

expectations.While you and your spouse are confronting that $489.95 sign in the store, there’s

another form in which power is manifesting itself:B. The power of legitimacy. The power of

legitimacy is power derived from perceived or imagined authority—often authority that’s

represented by something inanimate, such as a sign, a form, or a printed document—normally,

authority that isn’t questioned.For instance, if I were to suggest that you do something, you

would evaluate my request based upon your needs. If my request and your needs matched,

you might comply. But if a sign directed you to do something, your chances of complying would

be virtually guaranteed. Let me emphasize that point with an example.If you travel at all, you’re

familiar with a little sign behind each Holiday Inn’s registration desk, plus a still smaller sign

posted on each room’s door. Both signs read: “Check-out time is 1 P.M.”What percentage of

guests do you think inconvenience themselves by literally checking out by 1 P.M.? Someone

once asked me that question. I pondered for a moment and replied, “Forty percent.” I

subsequently learned, from Holiday Inn executives, that the figure is roughly between ninety

and ninety-five percent, depending on the motel’s location.Does that figure startle you? It did

me. Fifty-five percent of Americans vote in a good year, but ninety-five percent check out by the

Holiday Inn check-out time. The question is, what causes this lemming-like migration of

ordinarily independent people to the cashier at the appointed hour?Five years ago, I happened

to be at a Holiday Inn. Because I had to catch an early afternoon flight, I walked toward the

cashier at 12.30 P.M. in order to pay my bill and leave. The lobby was empty. At that moment I

felt a slight hunger pang, so I decided to get the buffet luncheon, put it on my bill, and return.

After eating, I glanced at my watch. The hands indicated 1 P.M. Since there’d been no one at

the cashier’s cage before, I assumed there’d be no more than three people there now.When I



got to the lobby I noted twenty-eight people lined up before the cage, like prison inmates

waiting to be fed. I couldn’t believe it. How was it possible to progress from zero to twenty-eight

in a half hour? I mused: “These probably aren’t guests checking out. Chances are, from their

appearance, they’re out-of-towners on a guided tour of the area’s facilities. Part of the tour must

consist of showing them this Holiday Inn.” That being the case, I wasn’t going to wait in a line

that obviously was not mine. I decided to bypass the sightseers, walk up to the cashier’s cage,

and form the real check-out line.As I moved forward, passing these “tourists,” several of them

glanced at me—but not with love. Awareness hit me. Slightly embarrassed, I tried to appear

nonchalant as I positioned myself at the rear of the line.Once there, I tapped the shoulder of

the person in front of me and asked, “What’s the line for?”He replied, “Check-out.”“How

come?”“Check-out time, that’s how come,” he mumbled.“How’d you know about it?” I asked.“I

read it on my door, that’s how I knew.”That was a very significant comment. He saw it

emblazoned on a door, and that’s why he was there.A second example of the power of

legitimacy: A subordinate in a business organization whips up the nerve to walk into the boss’s

office and says, “Excuse me, but I’d like a raise. I really feel I deserve a raise.”Does the boss

reply, “No, you can’t have a raise”? Never. Instead he says, “You certainly deserve a raise.

However …” (“However” is synonymous with “Strike that!”) He shuffles papers aside, points to a

printed card positioned under glass on the desk, and quietly states, “It’s unfortunate that you’re

at the top of your pay grade.”The subordinate mutters, “Oh … I forgot about my pay grade!” and

backs off, aced out of what might rightfully be his by printed words. In effect, the subordinate

says to himself, “How can I possibly argue with a printed sheet positioned under glass?”—

which may be precisely what the boss wants him to say.A third example of the power of

legitimacy: Twenty years ago I was involved in the legal end of real estate. People came to me

to sign their leases and have them countersigned. Most paid their security deposits and moved

along without reading the forms. On rare occasions someone would say, “I’d like to read this

lease before signing it. I have a constitutional right to do so!”I’d always reply, “Of course you

have a right to do so. Go right ahead and read it!”Halfway through the form the person would

exclaim, “Wait a second! Hold it! This document practically makes me an indentured servant

for the duration of the lease!”I’d reply, “I doubt that. This is a standard form. There’s the form

number in the lower left corner.”The person usually responded, “Oh … a standard form. Well, in

that case …” and he or she would sign, bullied into submission by several printed digits that

apparently possessed some magical property.In rare cases where a person still hesitated to

sign his or her name, I might add, “The legal people won’t approve of any changes.” Keep in

mind that the legal people didn’t even know they wouldn’t approve of any changes.

Nevertheless, the phrase worked like a charm, since “legal people” projects, on a wide screen,

a powerful image of legitimacy. One theoretically doesn’t fool around with the legal

people.Meanwhile, back at the Sears outlet, you stand staring at that $489.95 sign, overawed

by supposedly unchallengeable power, as were the people at the Holiday Inn, the subordinate

asking for a raise, and the people signing leases. Yet in none of the situations should you be

overawed. Every one of the situations is negotiable.How can I say that? Because almost

anything that’s the product of a negotiation has got to be negotiable, including the price on the

sign above the refrigerator.Think about it for a moment. How did Sears come up with the

$489.95 figure? You know as well as I do. The marketing people said, “Let’s make it $450.00.

That’ll move a lot of refrigerators.”The financial people said, “Prudence dictates that when we

sell a refrigerator it should be at a profit. Make that $540.00.”The advertising people interrupted

and said, “Psychological studies indicate that the best number is $499.95.”Someone else

impatiently said, “Look, we have a business to run. Can’t we get together on this?”They did.



They compromised. They got together and came up with the $489.95. There was no Big Printer

in the Sky.Some things are not the product of a negotiation. The Ten Commandments was not

a negotiated document. It’s certainly difficult to negotiate with the Lord when he presents you

with a fait accompli etched in stone. The Sermon on the Mount was not a negotiated document.

Christ didn’t get together with his followers and say, “Give me your input. We’ll form a task

force. Break up into subcommittees and work something out.” Since these items are “sacred

givens,” they’re in a different category from the Sears price, Holiday Inn’s check-out time, the

pay grade, and even the standard lease.Because so many things are negotiable doesn’t mean

that you or I should negotiate all the time. If you were to ask me, “Do you negotiate with one-

price stores? Do you negotiate with Sears? ” I’d be perfectly frank with you and reply, “One of

my life strategies is never to go into Sears.”My point is, whether you do or don’t negotiate

anything should be strictly up to you, based on your answers to the following questions:Am I

comfortable negotiating in this particular situation?Will negotiating meet my needs?Is the

expenditure of energy and time on my part worth the benefits that I can receive as a result of

this encounter?Only if you, as a unique individual, can answer yes to all three of these

questions should you proceed to negotiate. You should always have a sense of mastery over

your situation. Pick and choose your opportunities based upon your needs. Don’t allow yourself

to be manipulated or intimidated by those who aren’t concerned with your best interests.You

have the freedom to choose your attitude toward any given set of circumstances and the ability

to affect the outcome. In other words, you can play a much greater role than you thought in

shaping your life and improving your lifestyle.The secret of walking on wateris knowing where

the stones are.3. Getting your feet wetLet me reconstruct the scenario. You, your spouse, and

your two children are at a Sears store confronted by a refrigerator whose asking price is more

than you can afford to pay. Yet you want that refrigerator. Is it worth negotiating for? If your

answers to the three questions that closed the last chapter were yes, you should proceed full

speed ahead. But how? What can you say and do?Generating competitionTo begin with, don’t

define yourself too narrowly. Don’t regard yourself as someone who wants to buy a refrigerator.

Regard yourself as someone who wants to sell money. Money is the product that’s up for sale.

The more people there are who want your money, the more your money will buy. How do you

get people to did for that money? You generate competition for it.Staying with the Sears

situation, a foolproof way to generate competition for your money is to inform the salesman that

rival outlets have a comparable model at a lower price. The fact that rival outlets are eager to

accept your money gives you instant leverage … as does the fact that Sears is often in

competition with itself. You find it astonishing that Sears can compete with itself? Just examine

the catalogue displayed in the same store. There, right in the middle of a large-appliances

page, is the same refrigerator for $440.00 plus a $26.00 delivery charge. Show that page to the

salesman, then start negotiating.Satisfying needsYou have other options, and they pivot on the

satisfaction of your needs, real or fictionalized. In a fundamental sense, every negotiation is for

the satisfaction of needs. Sears presents you with a $489.95 asking price that meets its needs

… but what about yours? After all, you’re the other party in the transaction. Ideally, both parties

should win, or come out ahead, when a transaction is consummated.There are several ways

you can snap the Sears salesman into a keen awareness of your needs. You can ask, “What

colors does this model come in?” If the salesman replies, “Thirty-two,” you say, “What are

they?” When he finishes telling you, you exclaim, “That’s it? Those are the only colors you

have?”When he says, “Yes. Just what are you looking for?” you explain, “We have a

psychedelic kitchen. These colors are much too square. They’d clash! I hope you’ll make some

adjustment in the price.”A second way to express your needs is to discuss the refrigerator’s



icemaker. You comment, “I notice this model comes with a built-in icemaker.”The salesman

replies, “Yes, it does. It’ll make cubes for you twenty-four hours a day, for only two cents an

hour!” (Note that he’s made a totally unwarranted assumption about your needs.)You counter

this false assumption by saying, “That presents a difficult problem. One of my kids has a

chronic sore throat. The doctor says: ‘Never any ice! Never!’ Could you possibly remove the

icemaker?”He retorts, “But the icemaker’s the whole door!”You say, “I know … but what if I

promise not to use it? Shouldn’t that affect the price?”A third way to express your needs—and

your dissatisfaction with the refrigerator’s features—is to discuss its door. You can say, “This

model swings open from the left. My family’s right-handed.” Comments like this indicate to the

salesman that your needs aren’t being met fully. Therefore, his needs shouldn’t be totally

satisfied.Going on saleYou can also ask, “When is it going on sale?” or “Did I miss the sale?”

The assumption is that, if it’s not currently on sale, it either will be or just was. There’s no

earthly reason why you should be penalized for awkward timing.“A little blemish here!”An

extremely effective option you can employ is the old floor-model technique. The floor-model

technique has two aspects. With aspect number one, you walk up to the refrigerator, examine it

intensely while the salesman stares at you, and mutter, “I notice a little blemish here!”The

salesman replies, “I don’t see anything.”You persist, “There seems to be a little nick … a tiny

blemish on the side. In fact, as the light hits it, I notice there are multiple blemi on the side of

the refrigerator. Is there no multiple blemi discount?”What if there are no multiple blemi on the

refrigerator? You can always make blemi. (I’m not covering ethics now. I’m dealing with options,

even if I’m doing it tongue in cheek.) Remember the kid with the hockey stick and the puck?

Have him work on his slap shot closer to the refrigerator.Aspect number two of the floor-model

technique is known as the ITD, short for internal-trauma discount. The implication is that there

must be imperfections within a floor model. Perhaps they’re not visible to the naked eye, but

they’re there. After all, people have been opening and closing that refrigerator’s door and

fingering its trays and compartments for months. The floor model’s like a street walker who’s

been around the block several times: one of the walking wounded, suffering from the internal

stress of being manhandled. Because of this, you’re entitled to an internal-trauma discount, or

standard ITD.Off-tackle slantYou can always move off the major item under discussion and

deal with a secondary element related to the total price. Conceivably, the salesman is limited in

how much he can reduce the actual cost of the primary item, but he may have more flexibility

and “give” in other areas, such as a trade-in allowance.Therefore, you can say, “Well, if that’s

your price, I’d like $150 for trading in my present refrigerator. It’s in excellent shape.”If the

salesman says, “What … ?” you interject, “All right … I’ll make that only $50 off.”Now I concede

you may not often do this with refrigerators, but people successfully use this approach when

buying cars.What if … ?Another extremely effective option at your disposal is the use of the

words “What if?” “What if?” is a magic phrase in negotiations. For example: What if I buy four

refrigerators? Will that affect the price? What if I take it home in a pick-up truck, instead of

having you deliver it? Will that affect the price? What if I buy a washer-dryer and a waffle iron

at the same time? Will that affect the price? What if over the next six months, our neighborhood

syndicate buys one refrigerator a month? Will that affect the price?You may not always get

precisely what you want when asking “What if … ?” but nine out of ten times, the person you’re

dealing with will make a counter-offer in your favor.Don’t forget that although the posted

$489.95 price was arbitrarily arrived at, many things are buried in that figure, including

installation, delivery charges, service contract, and warranty, all of which cost Sears money. If

you can save Sears any or all these expenses, the store should kick the savings back to you.

For example, if you ask the salesman, “Does that price include an installation charge?” and he



replies, “Yes, it does,” you then comment, “Good … I have a set of tools at home. I can make

any necessary connections and adjustments myself.”The ultimatumSupposing your time is

limited and you don’t feel like negotiating. You approach the first salesman you see and say,

“Look … you want to sell this refrigerator, and I want to buy it. I’ll give you $450.00 right now,

take it or leave it.”When you turn on your heel and walk away, will the salesman follow you out

to the street? Nope, I don’t think so. Why? Because he has nothing whatsoever invested in a

relationship with you or in the overall transaction. Furthermore, he resents your curt approach.

The key to making an ultimatum prevail is always the extent to which the other side makes an

investment of time and energy.
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Ebook Tops Reader, “So informative. The book makes the are of negotiation so fundamentally

easy to understand and incorporate in your every day life. We negotiate all the time from ;

deciding where to go for dinner, getting a store discount or the jobs raises. The key takeaways

are: understand ing as best you can what the other party wants, having them commit to the

negotiation process by investing their time and personalizing the encounter. All around a great

read.”

VENANCIA GOMEZ N., “What a great book, very well written and with too many .... What a

great book, very well written and with too many important pieces of information to even start

counting. I bought this book after reading "Negotiate THIS!" which for me is better, because it's

distilled knowledge from "You Can Negotiate Anything". But reading this book widens your

frame of reference so is good to have them both. Hooray for Herb Cohen!”

Vintage Geek, “An oldie but a goodie!. I read this when it was first published and went back for

http://www.neutronbyte.com/api/Wa18oYTP/e/Eaoo/OPMw/ERmZa/You-Can-Negotiate-Anything-The-Groundbreaking-Original-Guide-to-Negotiation


seconds. Now I am analyzing the book content as well as seeing how it relates to my

negotiation skill today after reading it and many others like it, recordings, etc. You will need to

"translate" some aspects such as reference to playing "phone tag" etc. The technology is

different today but the problems are the same. It may be of value to think of how things were.

Maybe there is some old method we should bring back?”

Judson Somerville MD review rank, “A absolutel must for anyone who lives!. As Herb points out

we negotiate everything in life! If you want to achieve success in life it only follows that you can

negotiate. If you want to be good, no Great at negotiating then read this book! I recommend it

to everyone and have quoted it to my daughters since they could talk! That was decades ago!

A fun but super informative read!”

Chris Dobyns, “You Can Negotiate Anything. This is a very good book on negotiating that I

purchased, or had given to me about 30 years ago. It's sufficiently short in length, but long on

fundamentals, that you could quite literally read (and learn) the key points in a single day. I've

always liked the mix of the emphasis both on the win-win perspective of negotiating vs. the just

"I've got to win" angle, as well as the use of some light-handed psychology that helps shape

the expectations of your opposite negotiating party, and so that the transaction evolves to

something that both parties can live with (since nobody should always get everything they want

- or at least not in the real world).The book proved it's worth for me on at least 2-3 practical

occasions in the past (2 car-buying and one house-buying experiences). In some regards

those transactions and the negotiations, which I (and most people I suspect) usually dread -

were actually kind of enjoyable. The key is to never put yourself in the position of having to

close the deal (on whatever) right then. Time urgency-driven need will kill you, because you

always have to be willing to walk away from a deal, and have the attitude that this is not the last

car or the last house on the face of the planet. This isn't always easy when you're in

partnership with a desparately pleading spouse who isn't helping much with statements of "this

house is perfect", "we've got to have this house", and "we can't let this one get away no matter

what" - right in front of the seller, the seller's real estate agent and your real estate agent.

Because at that point you should pretty much realize you've surrendered virtually any

negotiating leverage you might have had.I've got my employees at work now reading this book,

because I find that for some of our employees negotiating appears to have become a totally

lost art. When they're all fully "read-in" on the book, I plan on trying to develop a negotiating

"primer" for our organization's recruiters - because I believe their current understanding of

negotiating with job candidates on the issue of salary, is limited to: would you like a little more

or a lot more?!?! Whether purchased New or Used, this book is a timeless winner, with

practical value for everyone - buy it.”

LSJ@ITALY, “Good hints old ideas. Ok but life has changed”

dan cahill, “Five Stars. Interesting book”

The book by Herb Cohen has a rating of  5 out of 4.4. 804 people have provided feedback.
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