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DOMINIC LITTLEWOOD

Dom was born in Southend in 1965. His family had a strong work ethic. His mum and dad both had two jobs. He says he got his sense of humour from his dad and his business acumen from his mum. He has no time for moaners. When things go wrong his attitude is ‘the milk has been split, now just get on with it!’

His strength of character was put to the test in 1990 when he broke his neck in an accident. Doctors told him he was lucky not to be paralysed for life. After making a full recovery, this inspired him to concentrate on knuckling down and becoming successful.

Dom has always lived on his wits. He started in car sales as a teenager and built a reputation as an outstanding salesman in a highly competitive world. ‘You have to be good to survive. If you miss an opportunity, someone else will grab it. Don’t miss that moment.’

Dom’s life changed in 2000, when he appeared as a contestant on a TV quiz show. He enjoyed some quick-fire banter with the show’s host, Dale Winton. TV executives were quick to see Dom’s natural talent and he was soon appearing on Channel 4’s Faking It, teaching a vicar how to be a successful salesperson in just one month. Other TV offers followed and Dom made the most of the opportunity and has been a regular on TV screens ever since.

‘I’ve always felt at ease in front of the camera,’ says Dom. ‘I don’t try too hard. You come across as false if you do that. I just try to be myself and act naturally.’

Dom has starred in many top series including Strictly Come Dancing and The One Show. Don’t Get Done, Get Dom sees him at his very best. He faces every challenge with steely determination and, when the time is right, a cheeky sense of humour. He shows viewers how to stay cool under pressure, whether they are chasing a bargain, a refund or a victory over red tape.

‘Don’t let yourself be short-changed.’ This is Dom’s view of life. His positive attitude can work for you too. This book shows you how . . .






PREFACE

This book could save you hundreds or even thousands of pounds in the current credit crunch.

If, like millions of other shoppers, you have never dreamed of haggling with sales staff for the bargain of a lifetime, Dominic Littlewood will show you how. Prepare to be dazzled!

In BBC One’s hit series Don’t Get Done, Get Dom, the likeable presenter became a consumer crusader. As well as showing viewers how to make amazing savings on the high street, Dom also battles against bureaucracy. It is easy to feel powerless when faced with a huge organisation. How do you get your money back when you have been short-changed? How do you get justice when you feel your rights have been trampled upon?

The answers are all here in the official Don’t Get Done, Get Dom book.

Learn how to beat the recession and fight back against red tape.

See how Dom’s top tips can make your money go further than you ever thought possible.

Welcome to the rest of your life!






INTRODUCTION

‘Let the people’s champion Dominic Littlewood bag you a bargain or help you battle bureaucracy!’

 



With these bold words, BBC One launched its brand new consumer affairs programme, Don’t Get Done, Get Dom, back in 2006. Right from the start, the show was a winner. Viewers related to Dom in a big way. They liked the positive way he dealt with every problem he faced.

Suddenly, viewers saw it was possible to stand up for themselves by following Dom’s crystal clear guidelines. They were inspired by his strong personality and determination to succeed. Viewers realised this was a show you could really learn from. Word spread and soon Don’t Get Done, Get Dom  was attracting a large regular audience.

Three series have now been made by Flame Television Production Ltd. A total of sixty 45-minute shows. Every programme is full of excellent consumer advice and the timing is spot on. With the credit crunch biting hard, people all over Britain are watching every penny they spend. We need help more now than ever before. This book features the best tips and tricks from all three series. Learn how to get the best value for money every time. Stand up for your rights and get the fair treatment you deserve.

We are living in a tough world and it’s getting harder every day. Dom’s advice is clear, well-informed and easy to follow. With his warm, common sense approach, Dom is the perfect person to guide you through the current downturn. His eternal optimism will encourage you to deal successfully with salespeople and bureaucrats alike.

Be a winner . . . Don’t Get Done, Get Dom!







DO IT LIKE DOM




Dominic Littlewood says everything is possible

I love haggling!

I was born that way. Even as a little boy, I didn’t like taking no for an answer when it came to getting a deal. In Don’t Get Done, Get Dom I show how being positive can really change your life . . . and your wallet. This book features the best tips and tricks from the first three series. Learn how to get the best value for money every time. Stand up for your rights and get the fair treatment you deserve.

Want to know how to get the best deal on the high street? No problem, I’ll show you how.

Angry about not getting a refund for shoddy goods or services? No worries. We can deal with that.

Worn down by the frustration of dealing with red tape on a community issue that really matters to you? I can help there too.

In every case my advice is the same.

Stay calm. Stay focused. Use the tips I give in Don’t Get Done, Get Dom.

Why? Because they work!




My first haggle

I was just four when I haggled for the first time. I had an accident on my very first day at school. I tried to jump over a chair, caught my toe and landed on my chin. It was a bad cut  and I had to go to hospital for stitches. Both my parents were at work, so the next-door neighbour had to come down. Not who a four-year-old wants to see when he’s pouring with blood, and the nurse is trying to come at you with a needle and thread.

As a young child I was very headstrong. I was kicking, screaming, crying, anything I could do. I remember the nurse offering me a toy to pacify me and I didn’t like it, it didn’t work. I had my eye on this huge yellow dumper truck. It wasn’t necessarily a better toy, but it wasn’t offered to me, so there was a challenge immediately. I just kept pointing at the truck, that’s what I want, that’s what I want. And finally, when it was put in my hands, I laid down, kept quiet and took my stitches like the brave little soldier I was.

I can remember it all very clearly and thinking I’d got something I shouldn’t have got just by asking. So I realised at a very early age: ask for more than you expect, even if you don’t think you’ll get it. Ask anyhow because you might just find you get what you want. That’s still my philosophy today.

I’ll haggle over anything.

I remember proving that to a friend of mine. This was at the time when it was fashionable for men to wear one earring. He’d seen an earring in a jeweller’s for £4.99. I told him I could get a discount on it. I went in with him and got 25 per cent off, £1.25. When we came out he said, I can’t believe that. I wouldn’t dare ask for a discount on a £4.99 earring. I said,  Well, that’s the difference between you and me. It’s not the principal, it’s the money.

I enjoy shopping. I think a bit of retail therapy does you the world of good. And when I start asking for a discount and get that banter going with the shopkeepers, it makes the whole day that much more fun. I love it and I do it all the time. I’ve had that spirit in me since I was young. My mum  always said ‘Never miss an opportunity in life.’ It’s the best bit of advice I’ve ever had. That philosophy found its way into Don’t Get Done, Get Dom.




Origins of the show

The original idea for the show came about when I had lunch with the BBC One controller. She is a really shrewd, lovely lady but suffers no fools. I get on very well with her. I’d been doing a series for BBC Two called Wrong Car, Right Car and it was the first time TV had ever been filmed the way we did it. We gave people hidden earpieces and I mentored them while the deal was going on live, in places where the salespeople didn’t know they were being filmed. I’d be around the corner in a van.

I couldn’t see a video link, but I could hear what was being said and that was the most important thing. I knew what was going on and I could talk to the people I was helping, who were all members of the public who wanted to buy a car. New or used, it didn’t matter. We narrowed it down to one new and one used. I talked to them through their earpiece and helped them to haggle. Of the 22 people we worked with, 21 bought cars they were very happy with.

We got some amazing deals. I remember one woman who turned out to be really good at haggling. She pushed so hard the car salesperson turned round and said to her, There’s nothing left to give. Do you want ten pounds out of my pocket to put some petrol in it? I (still hidden) said, Say yes, say yes, say yes, and she hesitated then said, Yes please. And the salesperson stood up and took ten pounds out of his pocket and put it on the table. He said, You’ve cleaned me out! And I was outside in the van saying, Take the ten pounds, take the ten  pounds. It was hilarious. Of course, the salesperson hadn’t been cleaned out, it was just part of their humorous banter.

Viewing figures for that show went over three million, which was more than anyone had expected. It was clear that this style of filming really worked. When Wrong Car, Right Car  finished and I met the BBC controller for lunch, she asked what I fancied doing next. I said I’d shown people how you can get deals on cars, but it’s not just cars, you can do it on anything. She said, Do you mean anything? And I said,  Anything. And she said, Okay, I like it, let’s do it, and we formatted Don’t Get Done, Get Dom from there.




Bureaucratic nightmares

Something I feel passionate about is how to deal with bureaucratic nightmares and how to get your money back when things go badly wrong. We decided to incorporate this kind of advice into the new shows. We focused on all sorts of cases where ordinary people deserved justice. These kinds of issues really suits my personality. I’m a very headstrong person: extremely stubborn. I will dig my heels in. My dad was the same; he would spend three hundred pounds to argue about a ten pound bill if he felt he was right. He would argue and fight for it tooth and nail and I’ve got that gene from him.

I have taken three companies to the Small Claims Court myself in the past, because I didn’t like what they were doing. I didn’t agree with their principles. If something’s not right, I will stand my ground and that’s the concept we brought to the programme. We said, let’s address people’s problems. We all have things that go wrong and that we’re not happy with. Whether it’s bills, bad workmanship, nightmare holidays or the fact that the sole fell off your shoes after three days - it  doesn’t matter. We’re all unhappy with the service we get from time to time and I try to teach people it’s a David and Goliath scenario. Let’s stand up to the big boys and teach them a lesson. There are lots of ways of doing it.

What we found on Don’t Get Done, Get Dom was that we had opened up a can of worms. The BBC, my agent and I all got sack loads of emails and registered delivery letters from people requesting my help to sort out their problems. We still get them, all the time. People want to know how to complain, what to do, how to deal with a situation when you’re getting fobbed off and when red tape and bureaucracy are standing in the way of getting resolution. Obviously, I can’t take on every individual case. I’d need an office block full of helpers to do that. But this book will answer many of the questions people ask.

What I want the public to pick up on is that if you have some dedication, some tenacity, and keep your calm and your cool, you can fight your own battles very successfully. I like the fact I’m teaching people to do that. I don’t like it when people think, I’ve got a problem, Dom will sort it out. That’s not the case. I need to educate people to sort out their own problems. Stand up for yourself and be persistent. We get that message across in Don’t Get Done, Get Dom.




Haggling in shops

Teaching people how to haggle in shops is a major part of the show and I get a lot of retailers mocking me and joking with me. Some of them moan but it’s never aggressive. They say, I keep getting people coming and asking for a discount. I say, You shouldn’t knock me, you should be thanking me for the fact that there are people coming in. If they ask for a discount and you give it,  quite often what you’re doing is buying the customer’s loyalty.

Retailers with a negative attitude will say, I don’t want people coming in here asking for a discount. My attitude to that is you have to move with the times. You’ll be out of business soon if you don’t. These are changing times and customers are looking for the best deals they can get, whether it’s on the high street or the internet.

As far as shopkeepers are concerned, profit is not a dirty word. They’re entitled to their profit. We all go to work, we all earn our wages. What I’m saying to retailers is, make people feel good about what you’re doing by allowing people to haggle. People are shrewd now, they’ve got to watch their pennies. They will haggle more and that can be a good thing for shops and shoppers. It works both ways.

When Brits are abroad, they love going to markets and haggling. The whole environment is set up like that. Everybody, every stall and every shop is bartering, so they do it too and have some fun. Even the most embarrassed and reserved of Brits will haggle in those places because they feel it’s expected, and they enjoy it. They don’t really know whether they’ve bought something at cost price or whether they’ve paid a fortune for it, but they’ve enjoyed the experience.

And that’s what we should do more in this country now: shake off that old British reserve. The attitude that says, That’s the label price, that’s what we’ve got to pay. You can haggle in the UK. I do it all the time. The advice I give people in Don’t Get Done, Get Dom is more relevant today in the credit crunch than ever. It‘s a buyer’s market: there’s never been a better time to haggle.

My message to retailers is: make your customers feel good. Don’t just sell them a product, then wait for the next person to come through the door. Give them such a good deal they go out and tell their friends and family, Go and see that guy; he’s  great. When I say that I’m basing it on my own experiences as a salesperson. That’s how they operate in the car industry.

When I was younger I worked for a big g arage in Basildon and I used to get generations of family members coming in to see me because I’d given their brother, sister or parent such good service when I sold them a car. They used to walk into the showroom and there’d be half a dozen salespeople there all chomping at the bit to get their business. But they’d say,  No, we’re here to see Dominic. That used to give me a big buzz and the other salespeople a big wake-up call.

I’d have people queuing up at my desk to speak to me about buying cars, while the other salespeople were sitting around twiddling their thumbs and moaning to the sales manager. They’d say, He’s got four people waiting there, this is not on. And the sales manager would say, What’s the answer to that? If people want to deal with him, then he’s doing something right and you’re not. I used to have that all the time.

The place where I worked was the largest independent garage in Europe. They commissioned a survey into what their customers thought of the sales staff. Now this may sound conceited, but it’s not meant to be. I’m just saying I’ve always believed in a high level of customer care and the survey proved I was on the right track. The customers said,  That Dominic, he’s unbelievable. He’s the only person I know that I feel I can trust. I’ve come in to see him with a problem before; he’s just dropped everything, sorted it out. He ran me home. He didn’t have to do that. He did this, he did that . . .

The management showed me the report and it couldn’t have been better if I’d written it myself. They said, Whatever you’re doing, we wish other people would do it too. That was twenty years ago and I was on seventy grand a year. Sixty-seven thousand pounds of that was commission. I had directors going mad. I was earning three or four times what  they were earning because I was doing what I was good at. Why was I earning that much money? People trusted me, people liked me, I did a good job, I didn’t lie, I was always honest, and subsequently it had a knock-on effect. I couldn’t go wrong.




Tricks of the trade

I learnt a lot at that time and I used those experiences on Don’t Get Done, Get Dom. I knew the tricks of the trade when it came to selling, so I could warn people what to look out for. For example, when I was a salesperson I went on a training course, which was quite valuable. It was all about not giving discounts on cars. As a nation, Brits can feel awkward about asking for discount, especially when not on holiday! We don’t like doing it, although deep down we know we should. So quite often people won’t ask and if they do, they do it in a negative way.

They may say, I don’t suppose you’d do a discount? Or, No chance of a discount, is there? It’s said in a negative way and a trained salesperson will easily read the signs. They can see you’re not a negotiator, you’re not a haggler, and you feel awkward asking for a discount. What they taught me on that course was that as a salesperson, you don’t even need to answer the question. Just change the subject and the customer will never ask for a discount again. They feel relieved they’ve tried, it’s a weight off their shoulders, but they won’t push for it.

After that course, when people asked me for a discount, I’d say something like, I’ll tell you what, David, just let me have a look at the figures. Were you interested in a white one or a blue one? The blue one? Okay, let me just see if I’ve got one in stock. Then I’d come back and say, Yes, I’ve got one in stock, or No, I  haven’t but I can get one for Tuesday. I’ll tell you what, Dave, if I can get you that blue one ready for Tuesday have we got a deal?


And sure enough, the customers would never mention discount again. I learnt a huge lesson there and passed it on when teaching people to haggle in the show. I’d say, Don’t get sidetracked. If you ask the salesperson a question, make sure you get an answer. There were lots of tips like that.

When I was a salesperson I always used humour. Some of my customers were quite switched on when it came to asking for money off. I had my own way of dealing with the situation and it went something like this:

 



CUSTOMER: Can I have a discount?

 



DOM: I’ll tell you what, if you can spell discount I’m going to give it to you.

 



CUSTOMER: D-i-s-c-o-u-n-t.

 



DOM: No, you missed the F out. Spell it again.

 



CUSTOMER: There’s no F in discount.

 



DOM: No effing discount. That’s right. Now how do you want to pay?

 



CUSTOMER (laughing): I don’t believe you - you’re such a cheeky little . . . !

 



DOM: Exactly right. Come on, give us your money!

 



I had managed to steer the question about discount away and got on with the sale. It made them laugh and I always found  humour helped things along. It’s never good to be confrontational, whether you’re buying or selling. Make haggling fun, remember it’s a game. I really enjoy educating the public about the fact that you can get deals out there, because usually people just don’t ask. I love the fact that when people watch the programme they feel empowered to go out and try it. I believe you can haggle for anything you buy.

Everything is possible.




Valuable lessons

When you get a great deal it’s a buzz. I love it and I try to instil it into people. I don’t just do it on TV, I do it with friends and family as well. My sister went through quite a bitter divorce. Her two kids were in their early teens and I said to them, Look after your mum, you know, she’s on her own, struggling a bit with money, you’ve got to be nice to her, don’t give her a hard time. They’re great kids and they really supported her well, so when things were finally sorted out, I said, Right, I’m going to reward you both. We’re going to Lakeside Shopping Centre. They were over the moon.

I knew they’d enjoy the day, but I wanted them to learn something from it too. So I said to them, When we get there you can choose whatever you want. I’m not going to question what you buy, it’s entirely up to you and I’ll pay for it, up to two hundred pounds. If you get a discount on the item, then you’ve saved yourself some money and you’ve got more to spend. If you don’t and you give up and I then get some discount, whatever I save is mine. And they agreed to that.

My niece saw a Bench tracksuit she wanted to buy. It was priced up at £80. Like most people she was saying, I won’t get a discount, but she knew she was duty-bound by me just to try  it. The young girl she spoke to in the shop was probably about the same age as her, about fifteen or sixteen. My niece said,  Can I have a discount? The Saturday girl said no. My niece came and told me she couldn’t get a discount. She gave up at that point, so I went over to the girl on the till and politely asked who was in charge. She pointed out the manager, whose name was Dave.

I went up to him and said, Dave, I’m treating my niece here to a tracksuit. It’s £80, that’s a lot of money. I like the tracksuit, not too keen on the price. I didn’t even need to ask for a discount. He asked if my niece was a college student and I said no. I never lie. I wouldn’t, because to me that’s deception, that’s not getting a good deal. I just joked, She’s not now, might be one day! Cheeky reply. He smiled and said, That’ll do, then he called across to the girl on the till, Give the student discount. We got the tracksuit for £64, which was 20 per cent off, a saving of £16. My niece, and I admire her for doing this, said, I’ve got sixteen more pounds! I said, Uh-uh, I’ve got sixteen more pounds.

We carried on shopping like that and my niece was asking questions and wanted to learn. I was giving her the same advice I give people on Don’t Get Done, Get Dom. Why didn’t she get a discount on her tracksuit? She went to the wrong person. You have to use your common sense. She was asking someone the same age as her, who was obviously not even a full-time member of staff. There was no way a Saturday girl would have the authority to give a discount. You’ve got to speak to the right person. If you don’t know who that is, ask and find out. Then get on first-name terms with them and talk about the product. Make it clear you’re happy to buy it today . . . if the price is right though.

My nephew picked up on how to haggle very well. He was asking for discounts and being very cheeky. Shopkeepers quite  like that old-fashioned bartering. It can be enjoyable, a nice experience, and he saved himself a little fortune. In the end he got about two hundred and forty pounds worth of spending . . . just because he asked for it. That’s such a valuable lesson I’ve taught them both. It’s the same when we’re filming the series. When I help people who are nervous about haggling to get a deal on their big buy, it’s a good feeling.

Viewers at home have learnt how to haggle too. I have been inundated with letters and emails from people saying how much the show has helped them. I had one recently from an elderly man who wrote to tell me he’d bought a car using the tips I give on TV.
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