
Research your purchases and
know the true cost of ownership:

SHOP AROUND 
The Internet is a great place to make
sure you’re getting the best price, and
there are a number of online sites you
can use to search and compare services
beforeyou go to the store. If you decide
to purchase something on the Internet,
check several websites and make sure
you deal with reputable merchants.

Some great sites include:
www.pricegrabber.com
www.shopping.com

Consider reliability and warranties when
comparison shopping. A high-quality
product with a good warranty may be
worth paying a little more for up front.
Consumer guides can be worth the cost
if it leads to the right decision, and back
issues can be found at the library.

Read the fine print before you buy.
Look out for hidden fees, usage charges
and costs for additional services. Always
ask about refund and return policies.
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DON’T GET RIPPED OFF.

FIGHT BACKand keep your money.
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Scrutinize special offers, 
promotions and bundled packages:

EXERCISE DUE DILIGENCE 
Before you decide to purchase any 
kind of insurance, or phone, cable or 
Internet service, compare the bundled
cost with the price for each service 
separately. Select the company that 
offers the best overallplan at the 
best rate.

While bundle and
bargain offers can
promise significant
discounts, carefully
consider the pur-
chase of additional 
merchandise or
services. If you 
don’t really want or need the extras, it’s
not a good deal. 

Often, special offers are temporary 
price reductions on a longer-term 
contract. Make sure you calculate the
annual cost of each option for an 
accurate comparison.

Don’t be afraid to negotiate and ask
for discounts:

NEGOTIATE  THE BEST DEAL 
Always ask for fees to be waived; 
sometimes they will be, but if you don’t
ask, they definitely won’t be waived. 

Here are effective negotiation tips:

• Research prices and store policies, and 
bring evidence of better deals, such as 
Web printouts, flyers and ads.

• Be patient and pleasant.

• Ask a manager—the person helping 
you may not have the authority to offer 
a discount.

• Be willing to walk. The most persuasive
tactic you have is the ability to spend 
your money someplace else.

• Call your service providers periodically 
and ask for a rate reduction; competi-
tion is high and the mention that 
you are shopping around is usually 
enough to get a vendor to compete 
for your business.

With businesses focused on increasing profits, it’s an everyday
battle to hold onto your hard-earned dollars. 

Consider these facts:
• Banks, thrifts and credit unions take in billions each year on fees. 

In 2006, they took in $36 billion, up from $24.4 billion in 2000.

• In 2003, credit card companies made $20.7 billion in credit 
card fees.

• The value of unused gift cards was estimated to be $8 billion 
in 2006.

• A recent study by Consumer Reports found that 25 percent of 
rebates are never claimed.

• Approximately 78 percent of cell phone minutes paid for 
remain unused.




