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Breakfng the code
with a new code of practice on service charges about to be released, new research showscompliance with the existing code is patchy at best

The RealService Best practice Group has
published its second benchmarking index
which shows the extent to which some of
the UK's leading owners and managers are
complying with the requirements of the
RICS service charge codes for commercial
and residential properties.

And the results show that property
owners and managers are flnding it hard to
demonstrate that they are complying with just
three simple tenets of the code.

The researchers from Realservice looked
at just three of the mandatory actions that
landlords are required to take. First was
the requirement to provide occupiers with
a servlce charge budget for the coming
year one month before rt was to come into
effect. And only 70 per cent of the accounts
surveyed could prove that they met this
deadline. down from 7g per cent a Vear aqo.

Second was the requirement to orouid.
reconciled financial service charge statements
within four months of the end of the service
charge year. Here, just 6g per cent of accounts
were found to be compliant, the same level as
last year.

Britrsh Lands Justin Snoxall, who chaired

SH0PPINc CEt'tTRE July 2011 www.shopping_centre.co.uk

the RealService Best practice Group, said:
"Many people say they comply with the cooe
but thats not enough. you have to be able to
demonstrate that you comply.,,And he added
"0ccupiers say that timeliness of informatron
is crucial if they are to make the right
decisions for their busrnesses.,'

The third element of the survey looked ar
the requirement to transfer a servtce charqe
accounts pack to the new managing age.i
within four months after the completion of
a sale of the property. Here, the low levei
of property transactions meant that oniy a
small sample was available. too small to be
statistically valid. But again there was scant
evidence of rmprovement.

Snoxall warned: "Owners and aqents will
need to focus on this area as in coming years
we expect there to be more acttvitv,,

However. on a more positive not", rnora
than half ofthe landlords surveved achieved
100 per cent compliance in all ihree areas.
Among those taking part were landlords
British Land, Highcross, MAG Developments
and Marchday alongside managtng agents
Broadgate Estates, Colliers, DTZ, GVA, Lambert
Smith Hampton, Montagu Evans, Monroe K.

Savil ls and Smith young.
Liz Peace, chief executive of the British

Property Federation, sard: "Our industrv
now has all the tools to demonstrate t-hat it
rs adopting and following best practice on
servrce charges. The new RICS code, which
comes into effect in October, is a far more
user-friendly document than its predecessor.
but for peace of mind occupiers also want to
know that their service charge managers are
compliant."

And service charge consultant John
Gray. chair of the pMAs shopping centre
management sub-committee, said:,,The
audit gives retailers confidence that the
exercise is notjust a back slapping one for
the participants but does actually take effort
to perform.

"lt continues to frustrare me, nowever
thar despite considerable global focus on
costs these are not always accounted for
In a code compliant manner as a matter of
course." l

Find out more:
For more information, please contact the author- : graham.parker@jldmedia.com
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while Mary Portas gets her teeth into saving the British high street, Howard Morgan hasbeen doing a spot of travelling at home and abroad to look for solutions
First stop Hatfield, Hertfordshire where
I joined colleagues from the RealService
Best Practice Group for an inspirational
behind-the-scenes tour of multi-award
winning etailer, 0cado.

Ocado's pledge to its customers 'to
del iver  the convenience of  shopping onl ine
with the same outstanding quality, range
of choice and service you,d expect in your
tavourite supermarket' attacks the hiqh
street head-on. What impresses is hoirv
they deliver a customised service and a
fantastic, stress-free shoppin g experience
for their customers - all through
sophisticated use of technology and by
being 100 per cent customer-focused in
their approach.

For example, 0cado,s'service Counter,
option enables customers to choose how
they want to have their meat and fish
fi l leted and prepared to order, giving them
the choice and control they'd expect from
a specialist deli counter, without the bother
of queuing for a ticket f irst. They even
personal ise the label  wi th the name of  the
customer and team member that prepared
the order.

Second stop was a tour of Colonial
Virginia, USA. I discovered that the too_
rated accommodation on TripAdvisor was
not a five-star chain but new-stvle bed
and breakfast. In America, B&B t*n.r,
have discovered that customers are wil l inq
to pay far more for a highly personalised
experience and are now charging premium
rates.

For example, theres nothing l ike waking
up to a freshly cooked breakfast that,s
oeen prepared and served by the owner,
and who'l l present you with a different
menu the following day. The owner wil l
become your friend - take an interest in
who you are, where you're from, and take
pride in ensuring that you have a great t ime
while you're in their corner of the world.
Priceless!

The Seattle Fish Market captured on a
YouTube video is my third and final source
of inspiration [http://wwwyoutube.com/
watch?v=82_lqcpXAUw]. Sell ing fresh
fish is not the most glamorous or sweet_
scented job in the world, but if you watch
these guys entertaining their customers
you'l l be convinced that there is no other
place they'd rather be.

They work and live by the premise that
if you entertain the customer they wil l buy
more, leave happier and, more importantly,
come back. lt 's that simore.

What do online retailers, American
B&B's and Seattle fish mongers have to do
with saving the Brit ish high street?

The lessons drawn from these
examples demonstrate that the kev

task for any retailer, or shopping centre
owner, in these tough economic times
to is to offer a genuine, personalised and
memorable customer experience. Basic
customer service should be taken as read.

Functional shopping is no longer
enough - the future is about the
extraordinary. lfyou can do this, your
customers wil l spend more, leave happier
and, more importantly, come back for
more. I
Howard Morgon is managing director of
RealService, real estate customer service
speciolists
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