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1. INTRODUCTION  

The CERA Code of Practice for Retailers is to ensure that their customers are supported in their purc

hase of mobility support aids to a high standard of Care and Integrity. In addition to the public this C

ode also covers Retailers dealings with Public Bodies (Such as Care Homes, NHS etc.) 

This Code will be reviewed annually, with input from Retailers, Customers & external bodies. 

2. REASON FOR THE CODE 

This Code of Practice determines the behavior of Retailers (CERA Members) that agree to hold the hi

gh standards of the CERA Organisation. It operates for retailer sales in the UK. CERA regulates the co

de to ensure compliance. 

The Code is intended to reflect the ethics of the CERA organisation. 

3. STAFF CONDUCT 

a) Staff should always have the best interests and safety of their customers in mind and shoul

d always act in a manner which upholds the good name of their organisation and CERA. 

b) Staff should never claim that they or their organisation are endorsed / or make reference 

to being endorse by any another organisation / support group if they are not. 

c) Staff should adhere to Consumer Rights Regulations and work within the law at all times. St

aff should never attempt to restrict the Customers Consumer Rights with unlawful contracts

 or impose unfair terms and conditions onto the customer. 

d) To the best of their knowledge all staff should always ensure that the customer is fully awa

re of the conditions of sale, the customer’s legal rights and what any contract entails. Natur

ally this should always be in line with the current law of the land. 

e) Hard or pressure sales tactics are unacceptable and should never be used. This includes but

 is not limited to: 

o Inducements for a quick decision 

o Persistent phone calls to a customer, such as offering an additional discount to attem

pt to close a sale 

o Quoting a price that does not include all the costs that will be incurred by the prospecti

ve purchaser that are specific to the item being purchased. 

o Non-disclosure of the full purchase price until the purchase of the said items has be

en agreed. 

f) Staff must not cold call customers. 
g) Staff must always clearly identify themselves with their Company business card / 

or identification badge when visiting a customer’s home. 

h) Staff should respect the fact they have been invited into the customer’s home and there shou

ld be no abuse of this courtesy. 

i) If a customer wishes to have a friend or relative present during a demonstration/sale in the

 home, the company / or representative must arrange an appointment that will facilitate th

is. 

j) Staff should never stay at a home if the customer has asked them to leave. 

k) Staff should always ensure they leave within two hours from arriving at a customer’s ho

me unless a Health Professional is leading the assessment. 

l)  
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l) Staff must report when they know of an incident where a product did, or could have 

resulted in a serious injury. Any incident must be reported to the appropriate authority (HSE or MHRA)

 and the Manufacturer 

m) Staff should not sell a product to a customer where there is any gift (financial or otherwise) or

 hospitality being given to them to ensure the sale happens. All products sold must have been

 selected because it is the correct product for the customer following an assessment. 

n) Staff should not claim any product can support any illness / disability unless this is verified

 by a Trusted Body or the supplier. 

o) Staff must never claim to be trained in any product or to have had medical training if this is 

not the case. They must never sell a product that they have not been trained on. 

p) Staff should continually update their training and knowledge of both existing and new products. 

q) Staff should always know their own limitations and if medical or further advice from a Healthc

are Professional is deemed necessary, the customer must be provided with this advice and th

e details of a referral point being provided to the customer. 

r) Staff should work closely with other Professional Bodies such as Doctors, Occupational

 Therapists, and Physiotherapists, where applicable. They must naturally give these pr

ofessionals the respect they deserve. 

s) Staff should take notice of the Customers’ Religion, Customs & Spiritual Beliefs. 

t) Staffs are responsible for ensuring the confidentiality of any information gained in their dealin

gs with the customer. This information should not be passed on to any other person apart fro

m to a colleague who is acting on their behalf and is part of the staff of the employing organis

ation, or is an attending Healthcare Professional. 

4. AT POINT OF SALE  

a) All products must either be clearly priced or pricing must be clearly explained to the customer

 at the first opportunity. 

b) Before a sale is concluded, a full assessment of the customer’s environment must be undertaken 

and this information recorded. A sale should only be made if the product fits both the customer’s

 needs and also fits into their environment. Any advice given regarding the ‘suitability’ that the cu

stomer chooses to go against should be recorded on the assessment form. Staff should always ke

ep a record of customer assessments within the Company. 

c) Where a customer needs training on a product, then adequate time must be given for this trainin

g. If this is declined by the customer then this must be noted on the paperwork along with the rea

son. The customer’s signature must be recorded on the paperwork. Where customers are being t

rained on mobility vehicles a proper assessment should be written out showing all the aspects of 

the training given. Naturally no vehicle should be sold unless both adequate training has been giv

en and the responsible trainer is happy that the customer has adequate control of the vehicle. 

d) Where VAT relief is an option, this should be fully explained / discussed with the customer to 

allow them to make a decision on their eligibility. 

e) All contractual information including any cancellation rights, deposit details and credit details, sho

uld be given to the customer at the appropriate stage of the sales process and if necessary in larg

er print or Braille. These rights will vary if the product is sold in the home or on the premises – ho

wever, the rights of the customer should be clearly explained and all information should be in line

 with the current legislation. 
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l)  Customers must be informed if a product needs modification(s) and will be “bespoke”. Any stand

ard contractual changes for this modification must be clearly explained and put in writing, detailing 

the total cost to the customer. 

m)  Salesmen must put in writing any claims or promises made. A breakdown of prices (VAT / Credit ch
arge / Delivery / fitting charge etc.) must be clearly put in writing before the sale is finalised. 

n)  Any credit sales must be clearly detailed and set out, giving the customer the opportunity to cons

ider the details and consider any / the alternatives. Cancellation details must also be clearly explain

ed. 

o)  Delivery times should be clearly communicated to the customer. If the retailer fails to abide by a

ny timeframes agreed as part of the contract, then a full refund must be given, should the Customer 

so request. 
p)  If a retailer / or distributor is unable to fulfil an order as per the contract, a full refund must be gi
ven, should the Customer so requests. 

5. STAFF TRAINING  

a) Company training records must be kept for all staff on an ongoing basis. 

b) No member of staff should be selling a product on behalf of the Retailer until they have been full

y trained on that product. Whilst staffs are undergoing training they may be “shadowed” by a full

y trained person. Staff must have the appropriate product knowledge to advice and assist 

purchasers. 

c) Training should be updated on a regular basis. It is recommended that there is a maximum

 of a two year gap before refresher training is given. 

d) Fully trained staff must assist their colleagues to become competent. 

e) All staff must be updated with any change of legislation to do with their role. 

f) All staff working for the Retailer with Customer contact must be given a copy of this code. 

6. MANUALS & INSTRUCTION BOOKS  

Wherever possible a manual or instruction book must be given to the customer outlining as much in

formation as possible including product limitations, service requirements and any warnings about th

e use of the product. 

7. AFTER SALES SERVICING & REPAIRS  

a) All repairs and servicing should be acknowledged within 3 working days of request. 

b) All retailers should work to the target that no customer who relies on a piece of equipment f

or their mobility should be without their product for more than 10 days. Exceptions may occu

r due to shortages/slow delivery of parts - but any delay should be kept as short as possible. 

c) Customers must not be put under any pressure to purchase extended warranties etc. Infor

mation on any additional purchases should be made available to the customer for them to 

make an informed decision and to decide after consideration, whether to purchase. 

d) All repairs must have a minimum of three months warranty. 

e) The customer must be informed of the limitations of any product guarantees. If the pro

duct has been badly maintained or abused the guarantee will not cover these issues. 

f) For any work that is carried out, a schedule of the work undertaken and the charges incurr

ed must be clearly given to the customer. 

g) The customer must be provided with the shop opening hours including any emergency out 

of hour’s numbers. 



 
8. ADDITIONAL SERVICES 

a) A clear pricing menu must be available for any additional services 
b) If the product sold will need servicing on a regular basis then this must be explained to the

 customer along with likely costs. If the Retailer does not carry out this service then they n
eed to explain this service will have to be obtained elsewhere. 

c) When appropriate, Insurance should be discussed and details given and in line with curr
ent legislation. Any leaflets available should be given to the customer. 

d) Any details on Guarantees / Warranties must be explained in full and any leaflet
s / instructions regarding these must be given to the customer. 

9. COMPLAINTS 

a) All members must have a prompt and timely complaints procedure in place. All complaints s
hould be resolved within four weeks wherever possible. 

b) Customers must be informed of the complaints procedure which will include: 
o Who and how to make the initial complaint to. 
o What information they need to provide. 
o The timescales the complaint should be handled in. 
o If they are not happy with the outcome who to appeal to. 
o If they are not happy with that outcome go to CERA for arbitration. 

c) All staff should be friendly and co-operative with the customer. 
d) An appeal to either CERA or Trading standards will be upheld if members have not abided b

y the Code of Practice or the legal requirements. All paperwork will be requested. 

10. MYSTERY SHOPPING  

All members agree and acknowledge that ‘Mystery Shopping’ may be carried out at their store(s). R
esults from ‘Mystery Shopping’ exercises that are undertaken will be shared with the respective Ret
ailer. 

This Code of Practice is published by: 
Community Equipment Retailer Accreditation  
c/o CERA/NAEP 
P.O. Box 3906 
Chester  
CH1 9AZ  

 

For enquires relating to the Code of Practice Please e-mail info@ceracommunityequipme
nt.org 
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