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How to get what you want… 

Top tips for effective 

negotiation 
 

 
 
 

 

 

 

 

 

 

 

 

 

Whether it’s to gain a pay rise or to secure a a 

valuable contract, 

you need to be a great negotiator. Here’s 

how… 
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Introduction 
 

Being a strong negotiator is critical to business and personal success. It helps you as a sales person to 

persuade the buyer to procure the goods or services which you’re selling; it helps you as a buyer as 

you seek to drive the best possible deal from the suppliers. And of course even if you’re not in sales 

or purchasing, it helps you as an employee, when seeking that well deserved pay rise!! 

 

So please do take time to read this e-book for effective negotiation – follow the advice and I promise 

that you will get a better deal in life and in your career!!  

 

 

 

Contents of this Negotiation e-book 
 

1. What is ‘negotiation’? 

 

2. Types of relationships and the relative balance of power 

 

3. Styles of negotiation 

 

4. Planning prior to the negotiation 

 

5. On the day of the negotiation – doing it for real! 

 

6. Closing the deal – time to clinch it! 
 

 



4 | P a g e  

 

 

What is “negotiation”? 
 

One definition which we like is “A process through which parties move from their initial divergent 

positions to a point where agreement may be reached.” 

 

Remember that you used to be great at negotiating!  

  
 

If you have ever had children, you will know that a lot of the skills of a great negotiator are already 

inside us, instinctively. Children seem to learn from an early age how to get around their parents 

barriers to get what they want. They tend to be better negotiators than their parents because they have 

few inhibitions, are prepared to use the sanctions available to them and are only concerned with the 

present not the future. It seems that this natural ability is slowly trained out of us as we get older – as 

we have to take into account people’s feelings and be aware that it might appear rude to ask for what 

we really want! Cultural niceties have to be considered and so it’s not surprising that we find it more 

difficult in our adulthood to push for a better deal.  

 

Remember negotiation for us is a game, and not life and death, identify real-life situations that 

offer an opportunity to practice your negotiation skills, particularly when the outcome is not 

important to you. Try negotiating to buy something you don’t really want – see what a 

difference it makes when you take emotion out of the process. The most important thing is to 

practice negotiation at every opportunity; this will boost confidence and give a greater feeling of 

control.  

 

Rest assured that none of the advice outlined in this e-brief should result in falling out with the person 

with whom you are negotiating with.  It’s about being sufficiently self-confident to ask for what you 

want whilst recognising that the other side must feel that they have also gained from the negotiation 

for it to be a success. 
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Types of relationships and the relative 

balance of power 
 

A key aspect of the way a negotiation is likely to go is how the two sides view the relationship and the 

power between the two sides. It is worth considering how important the relationship is with the other 

side both from your perspective and from theirs as this will reflect the relative power that each side 

has in the negotiation. Let’s consider this from the buyer’s and seller’s perspectives… 

 

The Buyer should consider how critical the supplier is to the success of his/her business operation and 

profitability. As a rule of thumb, the more critical the supplier (i.e. higher risk and higher value), the 

more likely the buyer should see the supplier as being a “partner”.  This in turn will make the 

negotiation more likely to be managed sensitively by the buyer. Conversely if the buyer has 

significant power in the relationship then it may use that power in the negotiation to seek even better 

terms to the detriment of the seller, in particular in those areas of supply where there are many 

potential suppliers in the market place and where the failure of supply is of minimal negative 

consequence to the buyer. This type of relationship may well be at arm’s length, with the buyer 

playing one seller off against another.  

 

From the seller’s perspective, they will spend the most energy courting those customers with the 

highest long term profit potential.  

 

Ultimately for a negotiation to be concluded satisfactorily for both sides there needs to be a genuine 

desire on both sides to create mutual trust. Cooperation will be severely damaged if one side uses 

coercive power.  
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Styles of negotiation   
 

Everyone has a natural tendency to negotiate using a particular style. It’s worth reflecting on what 

your own negotiating style is, and considering how your style should be adapted to persuade the other 

party in a negotiation. It should be noted that many people stick to the same style regardless of the 

style being shown by the other party. This rigidity of style can make them predictable and vulnerable. 

 

The three styles of negotiation likely to cause unilateral movement by the other side are: 

 

 

 

1. Emotion - powerful, often used by advertising 

agencies 

2. Logic - get your logic in early, before the other 

side. Timing and preparation is key. 

 

 

 
 

3. Threat – the counter-balance to emotion; threat feeds on fear. Bad feeling is the risk here. 

Often cloaked within phrase like “It would be a shame 

if…” The other side may call your bluff so only use it if 

you can counter a rebuff. 

 

The best negotiators:  

 Put themselves in the other party’s shoes so that they can 

understand perceptions as well as facts and information; 

 adapt their style to match the other side and to be less 

predictable; 

 maintain a warm relationship whilst remaining strong 

and firm in pursuit of their objectives; 

 achieve an understanding of the other party’s intentions 

and beliefs quickly through careful listening and 

observation; 

 know that negotiating assertively on fewer points is better than adding lots of small points; 

 never appear triumphant at the end of the negotiation and make the other side feel good about 

the deal – possibly by offering a small concession just before the end of the negotiation. This 

is particularly so if there is likely to be an ongoing relationship with the other party.      
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Planning prior to the negotiation 
 

 

 

 

Of all the tips we put forward in this 

paper, the most crucial point of all is 

to prepare prior to going into the 

negotiation. We believe that the key 

to successful negotiation is to 

prepare in advance, to be clear 

about what you’re looking to 

achieve, to be equally clear about 

what the other side in the 

negotiation will be looking for in 

return and finally to set parameters 

in your mind prior to going into 

battle as to what the “best-best” and 

“least-best” outcomes looks like. Without deciding what the least good outcome is, you risk agreeing 

to something which in retrospect you wish you hadn’t agreed to in the first place. Equally, having a 

list of tradeables up front will help to sweeten the deal for the other side whilst making the chances of 

keeping the deal sweet for you that much higher.  

 

It also worth considering that you can start managing the other party’s expectations well before you 

physically meet for the formal negotiation. Manage all aspects of your behaviour and keep them 

positive. And try to reduce the aspirations of the other party. Finally seek to emphasise a couple of 

key points to plant in their minds prior to the meeting. 

 

Often in negotiations you feel weak – and of course you are only too aware of your own 

weaknesses:  maybe you have fallen in love with a particular product or service, or you are in a 

hurry, or you can’t find any other supplier, or you need the work, or you don’t have the time for 

a long negotiation. 

  

Whatever your weaknesses, you’ll be thinking about them before you begin negotiating, and 

this weakens you and make you more likely to not open bravely enough, concede and settle for 

a poor deal. 

  

Of course the other person probably has weaknesses too, but you can’t see their weaknesses, so 

you don’t even think about the possibility of them having any. 

  

Try to put your weaknesses out of your mind by thinking about theirs instead.  Use “I bet 

they….” as a positive affirmation to yourself whilst probing for these weaknesses - just thinking 

in your head that they may have weaknesses is enough to make you feel much better about 

negotiating.   

 

 I bet this car dealer hasn’t sold many cars this week and really needs the business.  

 I bet they know that a replacement model is coming out soon and they need to shift 

the stock. 

 I bet that supplier is making a huge profit on this contract and is desperate to keep it.  

 I bet that customer can’t find anyone else who can do what we can. 
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Consider all the variables that make up a negotiation – it’s not just price! 

 

It is important to consider what makes up a negotiation and to remember that unit price is only one of 

the variables to consider. Ideally you need to break up the total package into smaller sub-units and 

consider the costs of each both to you and to the other party. The price tag never represents the total 

cost of purchasing a product or service and so never focus on total unit price to the exclusion of all 

other variables. There is no single “best” or “lowest” price. 

 

How wide should your opening offer be? Clearly if it's too wide they will laugh at you and 

perhaps walk away from the deal completely and perhaps this will discredit you for future 

negotiations, but if it's not ambitious enough, you're giving money away. Research has shown 

that those who seek more, achieve more. 

 

 A rough rule of thumb, is to think about what you expect to get (this will be lower 

than their offer if you are buying and higher than their offer if you are selling),  

 then think about what you might get if everything was in their favour (take a moment 

to have a mini-fantasy about them being desperate to sell  

 Then you have to go slightly beyond this point  - don’t worry you can always back 

down using the list of tradeables that you have prepared in advance 

 

Remember in any negotiation the power is in the hands of the party with the best alternative. This 

'Plan B' should be half-enacted - some of the work should already be done, this makes your walk 

away point easier to visualize. ‘Plan B’ should also be real, practicable, written up and agreed by your 

team in advance – in fact the true test of a great alternative is that it starts to look an attractive 

proposition in its own right! 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Be sensitive to cultural differences when negotiating. Different cultures have different ways 

of approaching a negotiation and knowing this in advance of the negotiation will help ensure 

a successful outcome. 

 

 

 

 

Prepare in advance a list of tradeables, remember the definition of a tradeable 

is something that is valuable to them and easy for you to give. In most 

negotiations we think solely about money and we forget other tradeables, but 

remember that time is a resource and just as valuable as money – think about 

the value of time to them and use it as a lever. 

 

 Maybe they would give you something in exchange for saving time 

if time and hassle is important to them?  

 Maybe giving some of your time to help them do some of their work 

is valuable to them and easy for you to give?  

 Maybe getting the product or service earlier (or later) is worth 

money to them?  

 Maybe you can use time pressure to your advantage?  If they need 

a deal quickly, they are much weaker, and if you appear to be a bit 

slow or to get bogged down in detail they will be forced to say; “Oh 

OK then, let’s just agree this and move forward” 

 



9 | P a g e  

 

On the day of the negotiation: doing it for real! 
 

 

When setting up the meeting, make it appear that your diary is busy and that you can squeeze them in 

for the meeting. Don’t sound too desperate.  

 

When it comes to the day of the negotiation, think about the layout of the room. Let the other party sit 

down first before sitting near to the key decision maker, or else use nameplates to encourage them to 

sit where you want them to sit.  

 

When you meet, use a firm hand shake and seek to build rapport before you get down to business with 

some small talk, ideally discussing something where there is a common interest between the two of 

you. It’s always a good idea to write down anything you learn about the person when talking about 

their personal lives, hobbies, names of partners, children, etc. This can then be mentioned when you 

meet again, as it shows a personal interest in the person. 

 

It’s best not to be late for the meeting and dress smartly. Beware of giving away information on route 

from the reception desk to the meeting room.  

 

Ask yourselves one simple question before you go into that deal-breaking meeting - What will we do 

if we don't do this deal? Never go into a room knowing you have to do the deal. If the other side 

believes that you have to do the deal at any price, they will tend to exploit the position. You should 

therefore be prepared to walk away when necessary or at least try to persuade the other party that you 

will. 

 

Some classic ‘tricks of the trade’  

 

There are several ‘tricks of the trade’ that you can consider when preparing for your negotiation. Even 

if you choose not to use them, you should at least be aware of them as they may be used by the other 

party on you, so it’s best to be ready for them! 

 

 Whilst it may be tempting to resort to the classic “let’s split the difference” this is a 

compromise which should only be considered as a last resort. It seems an easy way of 

agreeing a way forwards but often leads to a less than optimal result. 

 

 

 Remember the power of silence! Sometimes you can gain 

intelligence simply by encouraging the other party to talk. 

Asking a question and then deliberately keeping quiet for 

a slightly longer than normal period of time will make the 

other person feel slightly awkward and they may feel the 

need to fill the silence void with words. Some of these 

words may bring insights that you may otherwise not have 

gained. 
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QUESTIONS, QUESTIONS…. 
 

 
 

 

How you use questioning can be key to the degree of success in the negotiation. The types of 

questions (see below) should be combined at different stages of the negotiation. But to be 

effective they should be used appropriately. Excessive use of closed questions, for example, 

may close the meeting down at the very point when you want to encourage the other person 

to talk about a particular issue.  You should plan as many of the questions as possible in 

advance of the negotiation. You should also write down important points raised in the 

meeting as it shows to the other side that you’re paying attention. 

 

 

Open questions (e.g. “How can we help?”) is a great way of starting the negotiation, 

as a way of encouraging discussion; 

 

Closed questions (e.g. “Have we got a deal?”) demand a yes or no answer and are 

useful for establishing specific points of fact and gaining commitment. They can also 

help with summarising, to clarify the other person’s understanding of the situation or 

what has been agreed.  

 

Leading questions (e.g. “These prices will be stable for three months, won’t they”) 

indicate the answer that is expected. 

 

Probing questions (e.g. “What makes you think that?”) are used to clarify points of 

detail, and for tying down the other party and making them give you more 

information you require. They tend to be open questions directed to a specific subject. 

Probing may be a question or it may be a statement (e.g. “Please, tell me more”). 

 

Reflective questions (e.g. “You seem unclear about that”) are powerful for expressing 

your own feelings and seeking out information about other people’s feelings. They 

help to encourage the other person to continue talking and to drill down further into a 

particular situation. 

 

Hypothetical questions (e.g. “What if” or “Suppose”) are useful for encouraging the 

other party to think of new ideas or to break deadlock situations. They enable various 

options to be explored without any commitment (e.g. “Suppose we gave you an 

extended payment term?”) 

 

Multiple questions (e.g. “How do you ensure low prices, high quality and 

consistently high delivery performance without losing money?”) are useful for putting 

pressure on the other part – though ensure that they answer all parts rather than just 

that part which suits them best. 
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Some other top tips: 
 

 

 Take a helicopter view and remain emotionally detached from the argument. 

 Remain adult and try to keep the interaction as adult/adult or it will degenerate 

to parent/child and never recover. 

 Use of discreet threat can have a place, though should be used with caution. 

Misuse can result in collapse of negotiation. 

 Show empathy without agreeing - 'I can understand why you might say that...' 

 Ask lots of questions to clarify their situation and gain better understanding - 

this shows you are listening and buys time – remember long negotiations for 

best outcomes. 

 

 

 

 Pick them up on the actual words they use. 

 Comment on the process rather than the emotion. 

 Use feel/felt/found - 'I understand how you feel – he/she felt the same way 

once - but they found that .....' 

 Do your research thoroughly and use written ‘evidence’ to back up your 

position 

 Try to avoid putting down ‘markers’ at the start of the negotiation which 

might indicate what you would be happy to accept. Markers immediately put a 

ceiling on what you can achieve, and can stop the other side moving further in 

your favour. Examples of poor negotiation are “If you can’t reach 20%, I’ll 

walk away from the deal” as for all you know, they would have offered 40%.  

 

 

 Remain poker faced to not reveal too much about how you’re feeling about the 

negotiation. Using words like ‘interesting’ help to hide true feelings too. 

 

 If you get stuck on a point within the negotiation, suggest that you both park it for a 

while. The other side may then forget about the issue. But equally don’t let the other 

side park an issue that is critical for you – place the issue high on the agenda and 

keep re-visiting it. 

 

 Hide any feelings of desperation. If you discover that the other side are desperate 

then you can raise your expectations accordingly. Be careful what language you use 

and seek to manage the other side’s perception of your position. 

 

 

REMEMBER TO LISTEN! 

 

 Remember to actively listen. By doing so you will gain more intelligence about what 

the other side is seeking from the negotiation. You will also be able to make better 

use of time as you are likely to have understood more quickly. It will also help you to 

remember and recall information and demonstrates consideration and respect to the 

other side. And it will give you more authority. 
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 One of the best listening skills is the use of summary. You are checking 

understanding and gaining control over the meeting. This is best done by repeating to 

the other side what they have just said, using a phrase like “So what you are saying 

is…” 

 

 Negotiation on the phone is 

more challenging as you miss the 

non-verbal communication cues. 

We would recommend that you 

meet face-to-face where at all 

possible, particularly for key 

negotiations. Over the phone the 

stronger case tends to win out, 

whereby in a face to face meeting 

there is a greater chance that both 

sides will move together. That 

said, there is a case for a pre-meeting telephone call to help condition the other side 

prior to meeting with them, such as when there is a discussion to be had relating to 

price increases or a change of expectation. It is important at the end of the phone 

discussion to summarise what has been agreed as it is easy to misunderstand what 

you thought you heard. 

 

 Use of guilt – try not to feel guilt if the other side plays the sympathy card. Feeling guilty 

can make you give in to demands, which is precisely why this trick is often used. You 

might want to counter the guilt card with an equally emotional response. 

 

 “I’m your friend” – beware someone who comes across as being too friendly. They may 

not mean it! That said, warmth isn’t necessarily a bad thing as it helps to build trust. Just 

be aware that they want a deal more than they want a friend. 

 

 Trust – this tends to work wonders for the best deal outcome, though be aware that 

genuine trust can take a long time to secure.  

 

 “Bad Cop” – if the other side is acting in a cold way, it may be an attempt to make you 

feel awkward or uncomfortable. Or it may indicate that they’re actually in a weak position 

but trying to hide this fact by acting tough. Be sensitive to this and listen carefully to what 

they actually say as opposed to their body language. Try and work out why they’re 

behaving in such a manner.   

 

 

 “Good Cop, Bad Cop” – don’t be taken in 

by this well used routine when there are two 

people on the other side of the table. 

 

 

 

 

 Don’t be put off by the use of extreme scenarios that the other side may use to make their 

offer appear more acceptable. Don’t allow comparisons to affect your view, but rather 

judge each offer on its merits. 
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 Early use of “Take it or leave it” – this shows signs of an inexperienced negotiator. A 

seasoned negotiator in response cannot accept (unless of course it’s not the first offer and 

matches or beats their highest expectations) as to do so will undermine their position in the 

future. Rather the experienced negotiator will reply with a suggestion that there are other 

alternatives to walking away (e.g. “I’m sure we can sort this out without resorting to such 

drastic measures.”) Heavy handed threats tend to be doomed to failure, so it’s best not to 

threaten unless you’re prepared to carry it through. 

 

 The “Colombo” tactic – also known as “one more thing…”  

It’s common at the end of a negotiation for the other party to add 

one last variable, e.g. “that does include free floor mats doesn’t 

it?” By doing this, the negotiator is challenging you to walk away 

for a comparatively small extra benefit. Be ready for this tactic 

and respond assertively. One way of stopping this tactic is to 

verify when you believe the deal to be done (pre-Colombo!) that 

“If I meet this demand do we genuinely have a deal?” This will 

make it clear to the other side that their credibility will be 

damaged if they don’t then move to completion. 

 

 Don’t allow a very low offer on one small element of the total product/service to seduce 

you into agreeing to the whole deal there and then (e.g. “I’ll cut the price of the car tax by 

70%” if you do the deal now”). Be clear what proportion of the total purchase price the 

sweetener variable represents. 

 

 

 Don’t be rushed into doing the 

deal. If it gets complicated or there 

are too many variables/costs to 

consider, there is no shame in 

asking for a PAUSE so that you 

can review the information without 

pressure before reconvening. This 

is particularly the case when new 

information is revealed to you 

during the negotiation which you were unaware of during your pre-negotiation 

preparation. Equally call a time out if you’re feeling the negotiation isn’t going your way. 

It can break up the flow or argument or conversation. 

 

 If the other party’s logic is strong, ask for as many extra reasons as possible. Eventually 

some of the weaker arguments may come out which can put you back in the game. If it 

happens to you, try and return to your two or three best points. Equally the use of emotion 

can often trump logic. So saying things like “the deal doesn’t appeal to me” can beat well 

argued statements. 

 

 Try and get your logic in first and let the other side pick on your case rather than the other 

way round. If the other side wins the logic argument then you will need to use the emotion 

card, albeit in a professional manner. Alternatively you could use counter logic (risky if 

they know their facts) or argument dilution – i.e. get them to put down as many of their 

reasons as possible in the hope that one of their arguments is weak enough for you to 

counter attack. 
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 If you feel manipulated in a negotiation, try using the rubber ball technique – bounce the 

comment back with “That’s a good point, what do you think? I’m not too sure, myself.” 

 

 Making notes is important for recall but also can off put the other side if they think that a 

note being taken indicates that they’ve given something away. 

 

 Let the other side talk, especially if they are naturally talkative. The more they talk, the 

more information you can gather. Equally if you recognize that you tend to be talkative, 

then perhaps you should consider holding back this part of your character to ensure that 

you don’t give too much away. 

 

 Questioning and listening give you control of the discussion and the initiative in the 

conversation. 

 

 Self-awareness if very important and the best negotiators understand their own strengths 

and weaknesses and based on the style being shown on the other side can adapt their 

behaviour accordingly. 

 

 Don’t get sidetracked or impressed by the other side showing spreadsheets or reports – 

these can be easily manipulated. 

 

 If you find the other person leading you with lots of questions, break the sequence. 

 

Tactics for when you have to move in a negotiation… 

 

 Delay putting down your own movement “marker” until you’ve made the other side move 

as much as possible unilaterally, and ideally made them put a marker down first. Because 

once you’ve put down your marker, it cannot be removed. So if the other side says “What 

do you want for that item”, you should reply with “What are you prepared to offer?” rather 

than by declaring your marker. If you are forced to play your marker, perhaps placing it 

hypothetically can minimize the damage, or place a marker which is clearly going to be 

unacceptable to the other side. Once you’ve done this, you will be in a stronger position to 

ask them to match it with their own marker. 

 

 Think Salami Slice…once 

you do put down a marker, 

you must only move in the 

smallest of increments. Plan 

what the size of steps you 

will make prior to the 

negotiation. You must also 

try not to move unilaterally – 

that’s what you want the 

other side to do. Any move you make should be conditional on a move from them (i.e. “If 

you do….then I will…”). Remember If…Then…this is critically important. We’ll say it 

again to reinforce the point: NEVER GIVE ANYTHING AWAY FOR NOTHING!  

 

 If there’s no pressure to move, then don’t. But encourage the other side to move by saying 

that there stance is untenable, or that you will move if they move. Remember to “thank and 

bank.” Refusing a concession is poor practice and will discourage further movement – 



15 | P a g e  

 

even if the concession is not valued by you. Be courteous and thank them for the 

concession then go after the concession you really want. 

 

 Refer to the list of concessions made prior to the negotiation that will cost you nothing or 

very little. Use these as bargaining chips for important items that you want. Talk up their 

value using emotion. Make a little seem like a lot. 

 

 Be persistent in demanding to see a move on the other side. If you’ve moved, insist that 

there are no more moves until they’ve offered a move of their own. 

 

 Accept (with courtesy) the offer from the other side even if of minimal value to you – as 

you can always trade it back later on in the negotiation for something you do want.  

 As a way of removing a log jam towards the end of a negotiation, compromise may be 

used. Remember to give away the minimum here – why start at 50/50 when you can start 

at 99/1? 

 

Closing the deal…time to clinch it! 
 

As the end of the negotiation nears, both sides will sense 

whether there will be a deal or whether the deal is likely 

to collapse. At this stage, you can use various tactics to 

convince the other side that you can’t move any further: 

 

“I’ve exceeded my authority” - blame the bank manager, 

company policy, etc. Don’t mention your boss as it will 

undermine your authority and credibility. 

 

“This will cost me my job” - use of emotion but needs to 

be done carefully otherwise you will lose credibility. 

 

 

“I’ll have to reduce my order” – this takes back what has been offered by you to enable their demand 

to be met.  

 

Once the deal looks imminent there are various ploys you can use to make sure it really is concluded; 

you can use the “Colombo” trick of asking for one last small benefit; you can reach out to shake the 

other person’s hand. 

 

The deal is done! Now what? 

 

Once the deal is done, hide any feeling of triumph and show that the other side has really negotiated 

well (flattery always helps). Then get the summary of the deal on paper so that you make absolutely 

sure that both sides are clear about what has been agreed. Also make it clear if the other side suggests 

that the boss will need to sign off the deal that the deal is concluded and that it is not open to further 

negotiation.  

 

It is also important to keep the other negotiator on side. They in turn may need to sell the agreed deal 

to colleagues so it pays to be supportive once the deal has been struck. 
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FINAL SUMMARY: 
 

Most people don’t negotiate – so just DO IT – you will be amazed at what you can achieve if 

you try! Just remember to prepare and to listen and you will be well on your way to a successful 

outcome!  Thanks for spending time reading my e-book! 

 

 

 

 

Want to know more about effective negotiation? 
 

Did you know that we can further help you to become a Negotiation expert?! Buying Support 

Agency (BSA) has developed a practical “Effective Negotiation” training workshop which can 

be delivered to you and your business colleagues.  To find out more about this, or any of our 

other purchasing support services, simply contact BSA by telephone (0845 555 3344) or by 

email (info@buyingsupport.co.uk). And please do visit our website: www.buyingsupport.co.uk 

 

 

 

 

 

 

Are you UK based and want to save your company a lot of money? 
 

We’ve taken a leaf out of our own “effective negotiation” e-

book and negotiated some amazing overhead cost reduction 

deals for UK based SME businesses. Of course you can 

negotiate your socks off but unless you have massive buying 

power (which Buying Support Agency have via its Buying 

Group) then it’s unlikely that you will be able to secure the 

kind of price deals enjoyed by the largest companies. Call us 

today to find out how simple it is for us to boost your 

company profits through joining our Buying Group. There are 

over 15 overhead cost areas covered, including utilities, telecoms, office supplies, insurances, 

waste recycling, business rates, credit card processing fees, print, packaging, catering and 

cleaning supplies, eco buying… 

 

To find out more about this, or any of our other purchasing support services, simply contact 

BSA by email (info@buyingsupport.co.uk). And please do visit our website: 

www.buyingsupport.com. 
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