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With supply as constrained as 
it is in Manhattan, most prop-
erties don’t need much help to 
sell quickly at the asking price. 
Many agents are telling sell-
ers to make prices nonnego-
tiable and buyers who have 
already lost out on properties 
know that. 

Nonetheless, presentation 
still makes a difference, and a 
well-presented property can 
add value for a seller.

Typically, a listing agent will 
try to create a sense of urgency 
when putting a property on 
the market. By reaching out 
to as many potential buyers 
as possible and getting every-
one in at an open house, the 
property can sell very quickly. 

The purpose of marketing 
the property is to create visibil-
ity and desirability, and Shaun 
Osher, CEO and co-founder of 
the boutique real estate com-
pany CORE in New York City, 
said his team takes it to the 
next level.

Marketing Key 
“We’re like a SWAT team,” Osher 
said. Rather than a typical 
brokerage, CORE sees itself 
as a marketing agency first. 

“We’re pioneers of marketing 
with respect to marketing and 
sales, and the industry itself.”

Marketing a property is 
about making sure any prop-
erty is shown in the best possi-
ble light, said broker Tom Pos-
tilio, a founding member of 
CORE. 
“While we can’t create the 

market and we don’t know 
absolutely what a property is 
going to sell for, we can make 
sure it is perceived by the mar-
ketplace as well as it possibly 
can,” Postilio said.

Staging
Staging helps define a space, 
Postilio said. Simple as it 
sounds, oftentimes an occu-
pied apartment is laid out in 
the way that suits the seller’s 
needs, but not the buyer’s.

CORE broker Tony Sargent 
said presenting a property is 
like telling a story.

Last year, Sargent had a list-
ing centered between the 
Lower East Side, NoLita, and 
the East Village. “For me, that 
was like the cultural heartbeat 

of New York,” Sargent said. 
The property, located close 

to the Bowery Wall, was in an 
art-filled neighborhood, and 
Sargent came up with the 
idea to collaborate with a gal-
lery. Rather than a typical open 
house, people were able to walk 
through the staged property 
and see art on the walls they 
could actually buy.

“It’s promoting the environ-
ment, promoting the apart-
ment, promoting the life-
style,” Sargent said. Sargent is 
currently promoting a prop-
erty in West Chelsea with this 
same mindset.

“It’s in the gallery district, 
so I’m working with a gallery 
where they’ve loaned $30,000 
worth of photographs which 
we can stage the property 
with,” Sargent said. 

But staging a property means 
more than some redecorating 
and putting nice furniture in 
the space. A lot of people will 
do that, “but it doesn’t look 
lived-in. You can tell it’s staged,” 
Sargent says. “So I try to add an 
extra sense that there is a per-
son who lives here.”

In one staging, Sargent hand-
picked books for the coffee table, 
brought in photos and books 
from Africa, and worked with 
an artist he knew to give a sense 
color, style, and background.

“The owner had owned it for 
many years and rented it out so 
there was no sense of that,” Sar-
gent said. That particular prop-
erty had been listed twice before 
and never sold, and Sargent real-
ized he had to reintroduce the 
property in a fresh way.

For buyers who want a home, 
it’s a sensory experience. “Stag-
ing is to create a look and a feel 
that will appeal to the buyer 

most likely to be at that price 
point.”

Sellers Reluctant 
Sellers aren’t always keen on 
staging their properties.

“When they’re still in the pro-
cess, they’re unsure of how 
much money they’re going to 
get, so you’re asking them to 
spend money to make money,” 
Sargent said. In some cases, it 
could be unnecessary. But 
more often than not, if a prop-
erty has been lived in for years, 
clutter accumulates. For higher 
end properties, the option is 
highly recommended.

Another client of Sargent’s 
had a one-bedroom on the 
Upper East Side, and she had 
been unsure of staging at first. 
However, she had large win-
dows covered in layers of cur-
tains, and bookshelves from 
floor to ceiling.

They ended up staging the 
apartment and listed it for 
$649,000. It then sold for 
$100,000 more than the near-
est comparable in the same 
building. Three other apart-
ments of the same size and 
price range had been on the 
market at the same time didn't 
find buyers.

What Can Be Done?
“If people can’t see past every-
one else’s stuff [in the unit] 

they’re not going to be able to 
see themselves in it,” Sargent 
said. “People have the desire to 
buy, but they don’t necessarily 
have the vision to see.”

“My approach to this is: you’re 
hiring me to identify what a 
buyer is looking for,” Sargent 
said.

In the most basic sense, the 
best part of the property should 
be highlighted. The furniture 
layout defines the use of each 
space, but can also accentuate 
certain aspects of a property.

A fresh coat of paint can go 
a long way, Sargent suggests, 
as it creates a sense of novelty 
and can turn a blank slate into 
something warm and inviting. 

Carpet is also often lacking 
in units if the seller is a fam-
ily with children. Adding car-
pets underneath staged furni-
ture can help anchor the room.

Benefits
“If staging is done well, it allows 
people to see the space in a 
beautiful way they may not 
have imagined, or the owner 
may not have managed it,” 
Sargent said. “It maximizes 
the space by maximizing the 
entire area and identifying 
what works where.”

The demographics of buy-
ers haven’t changed over the 
years, Osher said, but their 
needs have changed. Events, 
social media, and other cre-
ative ways of accessing 
potential buyers are things 
his agents repeatedly brain-
storm. This could be either for 
individual listings or the new 
developments CORE often 
works exclusively with.
“We’re a boutique company 

so we’re able to make deci-
sions and market moves very 

quickly,” Osher said. “So that 
sets us apart from everyone 
else who has the disadvantage 
of being large and weighed 
down by policy and bureau-
cracy.”
“We’re innovators and lead-

ers because we believe the real 
estate industry is not being 
run the same way it was 20 
years ago, or 10 years ago, or 
even 5 years ago,” Osher said. 

“We believe business is always 
evolving and we like to be at 
the forefront of that.”

Neighborhoods are chang-
ing rapidly as well. With many 
developments coming back 
to life and revitalization and 
rezoning projects through-
out the city, the landscape is 
changing.

“Our asset is that we have a 
looking glass into the future,” 
Osher said.
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My approach 
to this is: you’re 
hiring me to 
identify what a 
buyer is looking 
for.
Tony Sargent, CORE


