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Passengers at Bristol 
Temple Meads station have 
been enjoying some extra 
reading thanks to a  
book exchange.

There are now two 
bookshelves full of literature 
in the waiting room thanks 
to Network Rail, Great 
Western Railway employees 

and retailers at the station.
Frances Gibbs (pictured), 

station support assistant, 
decided to do something for 
passengers and sent an 
email asking the station 
community to help. She 
said: “I thought rather than 
books gathering dust on 
people’s shelves at home 
they’ll get read by our 
passengers. It’s completely 

free and it does seem to be 
successful so far.”

Since its launch in March, 
scores of books have been 
swapped and any not 
claimed in lost property 
have also found a place on 
the shelves.

“It’s great because we do 
feel like we are making the 
station better for our 
passengers,” added Frances.

Welcome
Welcome to the festive issue of 
Spotlight, our new magazine for 
tenants across the Network Rail 
property estate.

As we prepare for Christmas  
I have been out and about to see 
the stations’ fantastic preparations 
and events. These include charity 
sleepouts and the rollout of 
contactless donation points. It’s 
great to hear how stations and 
retailers are working with a one 
team approach to improve 
customer experience. 

In this issue we get to know how retailers prepare for the  
New Year sales and the steps they’re taking towards driving 
sustainability. We also visit retailers in Birmingham and London 
Bridge to hear how they are preparing for Christmas. And in 
Glasgow, we take stock of a fantastic project on the commercial 
estate, involving local graffiti artists.

Spotlight is issued every quarter by post and also online at 
networkrail.co.uk/property. Our Twitter following is growing – 
join us @Spotlight_NR to keep informed of competitions, retail 
offers and seasonal products. Our aim with Spotlight is to 
celebrate all the fantastic work you do and share best practice. 

Wishing you a wonderful Christmas and very happy new year!

Daniel Thompson, 
Retail Business Partner, Network Rail

Liverpool Lime Street 
scooped a top award at 
this year’s ‘railway 
Oscars’.

The station, which 
recently underwent a £140m overhaul, beat off stiff 
competition from other transport hubs at the 2019 National 
Rail Awards to take home the coveted major station of the 
year title.

Organised by Rail magazine, the annual awards celebrate 
the teams, individuals, projects and developments that have 
contributed to the UK rail network’s success.

Paul Spiers, station manager, said: “It feels amazing for 
my team to be recognised for all the hard work they’ve done 
at Lime Street. In the past few years the station has been 
transformed for passengers.

“Such major work is really challenging and can’t be 
achieved without the dedication and commitment of the 
entire team.”

TOP OF THE 
TRACKS 
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Daniel is the Network Rail  
Retail Business Partner  
covering Glasgow Central, 
Edinburgh Waverley, Bristol 
Temple Meads, Reading and 
Paddington stations. He plays a 

vital role of liaising with our 
retailers and the station team to 
support with the operational 
running of the units as well as 
supporting them in being 
successful businesses. 

Passengers at Edinburgh 
Waverley were greeted  
by soothing and uplifting 
birdsong as part of a national  
conservation campaign.

Let Nature Sing is part of the 
RSPB’s drive to boost wild bird 
numbers across the UK and took 
over businesses, public spaces 
and homes on 17 October.

The charity encouraged people 
to broadcast birdsong in public, or 
private, to help raise awareness of 
the plight of nature in the UK.

The team at Edinburgh played 
their part by joining forces with 
the RSPB to play birdsong to 
passengers as they passed 
through the station, while handing 
out campaign information.

I N  N U M B E R S

1.58 tonnes of  
aluminium cans 

recycled by Reading 
station in the latest 

period 

2 new Lush stores 
opened to passengers 

over autumn, at 
Clapham Junction and 

Paddington

94,355,000 
people passing  
through London 
Waterloo Station 

(2017-18)

0 - The name of the  
new platform being 

built at Leeds station 
that will increase 

capacity 

3 million meals given  
to homeless and 

vulnerable people each 
year through  

The Pret Foundation

NEWS

CHEEP CHEEP! CHIRPY TRAVEL   

We roundup some of the top 
tweets from across the network…

Congratulations to our  
competition winner, Caroline 

Tinsley, who scoops herself a  
delicious Hotel Chocolat hamper. 
Check out the competition on p12 and 
you could win an instant camera!

T W E E T  O U T

A B O U T  O U R  G U E S T  E D I T O R

Find out more 
www.networkrail.co.uk/
property

Get in touch with Daniel:  
daniel.thompson@network 
rail.co.uk

PASS IT ON 
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“We start work at 5am so we see a lot of 
homeless people when we’re walking in,” 
she said. “It’s a horrible position for them to 
be in, so we really wanted to help.”

The Big Sleepout launched last year 
when 150 railway staff spent a night at 
Liverpool Lime Street, Birmingham New 
Street, Manchester Piccadilly and London 
Bridge in aid of Railway Children. Karen 

Hornby, head of performance and customer 
relationship for Network Rail, took part. 

“I got absolutely no sleep at all, but I had 
the luxury of going home to my warm bed, 
unlike the people we were doing it for,”  
she said. “It really brings home to you how 
difficult it must be to have nowhere to go. It 
really left an impression on me that I want 
to do more to help.”

Railway Children, which supports 
homeless children in the UK, India and East 
Africa, received £18,000 from the event. 

Such was its success, a rerun is planned 
for 30 January at eight Network Rail 
stations: the original four, plus London 
Waterloo, Leeds, Glasgow Central and 
Derby. Visit railwaychildren.org.uk/sleepout.

For advice about how you can support 
rough sleepers in your station, visit  
safety.networkrail.co.uk and search for 
‘street homelessness’.  

ith the arrival of harsh 
weather and the 
absence of home and 
family being felt most 
keenly, the festive 
period is when 

homeless people need the kindness of the 
station and local community the most.

This year, more than ever before, retail 
and railway colleagues are coming together 
to raise awareness and generate funds for 
charities supporting those who seek shelter 
in stations. Network Rail is partnering with 
non profit organisations to spread seasonal 
cheer through two special events.

Wrapland is a pop-up gift-wrapping 
service taking place at Liverpool Street, 
London Victoria, Manchester Piccadilly and 
Glasgow Central throughout December. 

Customers buying presents from on-site 
retailers can have their purchases wrapped 
for free by the station team. Optional 
donations will support homelessness 
charity Crisis.

Steph Morrow, store manager at 
Starbucks Glasgow, is looking forward to 
taking part as it’s a great way to support 
people in need. “We’ll be handing out 
samples of our Christmas promo drinks, 
which will be well-received as it’s absolutely 
freezing in the station right now,” she said. 

“Wrapland is an amazing idea. Sample 
events in the station always drive footfall 
to our store, so we’ll get a massive return.”

Steph’s team is already going the extra 
mile for Glasgow’s homeless, having 
committed to a 5k fundraising run, the 
Santa Dash, for a local shelter.

Wrapland – our gift 
wrapping service in 
partnership with Crisis UK 
– will be at the following 
stations:
London Liverpool Street: 
9 – 13 December
London Victoria: 
9 – 13 December
Manchester Piccadilly: 
16 – 20 December
Glasgow Central: 
17 – 19 December

 

C A S H  O N  T A P
Homelessness charities in 
London will benefit from two 
contactless donation points 
installed at Charing Cross and 
London Bridge stations. 

Installed by non-profit 
organisation TAP London, the 
devices enable people to give 
£3 straight from their bank 
cards to teams providing 
essential services to rough 
sleepers in the capital. 

For more information, visit 
taplondon.org

British Transport Police 
Inspector Adam Swallow 
(pictured), officer in charge at 
Manchester Piccadilly, says 
retailers should follow the Five 
Step Appeal strategy if they 
encounter people sleeping in 
shop doorways. “The first stage 
is the Simple Appeal,” he said. 
“This is just a question asked in 

plain English, for instance ‘Can 
you please move?’ 

“If you don’t get any 
cooperation, you move 
on to the Personal 
Appeal. ‘I’m asking you to 
please move for me.’ 

“If that doesn’t illicit 
a response, the 
Rationalised 
Appeal will make 
them aware 

of why you’re asking them to 
move. It could be something 

like ‘This is a fire door – if 
we have a fire while you’re 
sleeping here, we would 

have a problem’. 
“The next stage is 

the Final Appeal. 
This should 

always be 
words to the 

effect of ‘Is 

there anything I can reasonably 
say or do to get you to move?’ 

“Having exhausted the 
communication strategy, you 
need to Take Action. This 
involves asking the police, 
Network Rail security or council.”

He added: “Councils have 
referral systems for homeless 
people in crisis. It’s useful to 
keep the number for your local 
rough sleeper team handy.” 

W
IN FOCUS     Help for homeless

Doing it for charity: Teams at London 
Bridge (below) and Manchester 
Piccadilly (below right) bed down during 
last year’s event  

P E R F E C T  P R E S E N T S

P R E T T Y  P L E A S

“It really brings home to you 
how difficult it must be to 
have nowhere to go.”
KAREN HORNBY

All wrapped up 
Advice and assistance is on hand in our stations   
for anyone affected by homelessness 

Cosy: Volunteers at Birmingham 
New Street’s Big Sleepout last year. 
Staff at Waterloo (right) are hosting 
an event in January 

All together now: The Glasgow 
Starbucks team are looking 
forward to Wrapland 
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Charity champion
For Arron Hurn, retail manager at the 
Krispy Kreme store at Glasgow Central 
station, going above and beyond is 
about more than leading his team and 
hitting sales targets 

aising money for charity is very close to 
Arron’s heart, and something which has 
been a big part of his life for many years after 
he joined the Army Cadets as a teenager.

He is currently making plans to take  
on the epic challenge of kayaking from one end of  
39 km-long Loch Lomond to the other, and then  
back again, next summer. 

He had originally been due to carry out the feat this 
year, but was set back by a knee 
injury. However, this won’t stop him 
leading his team to more 
fundraising success in-store. He 
sets them a target of raising 
between £200 and £400 for Krispy 
Kreme’s charity the Teenage Cancer 
Trust every month.

“I am very used to putting a lot of 
work into charity fundraising since 

being involved in the cadets – I once had to raise 
£8,000 in six months for a charity trip out to the 
Amazon,” he said.

“As a manager, of course it’s a great driver for me to 
think about sales and profits, but to know we are 
supporting a charity that is doing such great work is 
also a big motivation. 

“When we get to the end of a year and find out how 
much we raised and also what that money has been 
put towards, it’s an amazing feeling and very important 
to me.”

Arron has worked for Krispy Kreme for seven years 
at a number of different types of store, and has been at 
the Glasgow Central station branch for just over a year.

“This is my first time at a station store and I have to 
say it’s my favourite so far,” he said.

“The team is great and I love the concept too; the way 
Network Rail has kept the front [of the store] very 
traditional works really well.”

Lids lead 
the way  
National coffee company 
AMT has taken action to 
reduce the amount of 
plastic entering our eco 
system by becoming the 
first to use disposable cups 
and lids made entirely from 
plant-based materials.

The chain, which has 
outlets in stations across 
the UK, now serves 312,000 
hot drinks a year in 
containers made from 
bioPBS. This bio composta-
ble substance is made using 
crop waste and decompos-
es completely in ambient 
temperatures. 

The new cups, which are 
non-recyclable, can be 
disposed of in general waste 
or compost bins.

 “We recognise we need 
to lower the negative impact 
we have on the environment 
for a more sustainable 
future,” said marketing 
manager Rebecca Lam. 
“The time to change is now 
and we hope other 
companies can follow our 
lead. Another aim is to get 
more people to start using 
reusable cups.

“We’ll be 
giving a free 
drink to 
anyone who 
buys one, with 
a 25 per cent 
discount each 
time after that.”
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Each night instead of unsold food going in the bin, Pret A Manger 
gives it to the homeless as part of a long-running scheme 

f you’ve tucked into one of Pret’s 
Christmas sandwiches, you’ll be 
aware the store raises cash to help 
tackle homelessness during the 
festive season. But the sandwich 

chain’s charity efforts are not just for 
Christmas but all year round.

Ever since Pret opened its first store 
near London Victoria station in 
1986, it’s been giving away unsold 
food to the homeless. 

Since 1995 it has continued the 
legacy of giving through The 
Pret Foundation.

Isabel Bradbury, UK food 
donations coordinator at the 
foundation, said:  “The 
founders saw there was a 
problem and instead of 
throwing away the food 
they decided to start 
donating it.

“It was quite 
informal at the 
beginning, since then Pret has 
grown and the scheme has grown with it. 
Now we are donating three million meals 
a year.” 

In London, where there is a high density 
of stores, the company runs its own fleet of 
vans – the Pret Charity Run. Seven vans 
pick up from 200 stores and deliver to more 
than 100 charity partners.

In the regions, stores link with a local 
charity with employees packing boxes and 
meeting and greeting volunteers from the 

charity at the end of the day.
Amit Kumar, general manager 

at Pret A Manger in Leeds 
station, said: “For me, it is one of 
the most rewarding parts of my 
job. Knowing food we’ve made 
during the day but haven’t been 
able to sell is going to a good 
cause makes me very proud.”

“Sometimes it’s volunteers 
who collect,” explained Isabel, 

“sometimes its service users who 
want to get some volunteer 

experience.” 
As well as 50p from every Christmas 

sandwich sold going to the foundation, 10p 
from every large soup sale is donated all 
year round. “It’s been part of Pret from the 
beginning and it’s ingrained in the culture,” 
added Isabel. 

G O I N G  G R E E N

I

RFood for thought  
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INSIGHT     The Body Shop and Hotel Chocolat

on – women with beards on the men’s 
shaving kits.”  

Josie enjoys the atmosphere at the 
station in the run-up to Christmas, with the 
local German Christmas market boosting 
footfall. “Everyone wants something 
different,” she said. 

“We get a lot of people with time on their 
hands while they’re waiting for a train, 
they’re here for half an hour trying to kill 
time – we can give them a hand massage or 
a little makeover. 

“People want to be served a lot faster. It’s 
about figuring out what your customer 
needs from you.” 

Dean Dawson, store manager at Hotel 
Chocolat, agrees the customer is number 

one. He said: “We’re making sure we’ve got 
all the stock ready to go so we don’t run out 
of anything and that we have the staff, so 
everyone gets looked after and receives the 
service they deserve. 

“It’s all about the experience that you get 
here. We always have lots of samples to give 
to people and we make sure we’re prepared 
for the unexpected.” 

Having strong visual merchandising is 
key to getting customers in store, according 
to Dean. “All our windows are clean, 
everything is labelled and priced correctly 
and it’s easy for people to get around,”  
he added. 

Prioritising last-minute gifts is important 
for enticing customers passing through the 
station. “We’re looking at convenience for 
people because they want things on the go 
now,” Dean explained. 

And Dean’s top tip for other retailers 
during the busy period? “Look after your 
team because your team is the driving 
force,” he said. 

“If you look after them they will look 
after you – your customers will get the 
right service and you get the right sales 
from that. For me, the team is always  
the priority.” 

Another programme the retailer is 
donating to focuses on having a safe space 
for girls to talk about gender violence and 
LGBT+ issues. “We’ve a really great 
partnership this year,” Josie said. 

In terms of its product selection, The 
Body Shop is going for a “strong vintage 
look and feel” this year. Josie explained: 
“The packaging has some quirky stuff going 

Malina Islam, assistant manager Khiels tells us how offering free 
consultations is helping bring people into her London Bridge store.

rom well-stocked shelves  
to eye-catching product 
displays, retailers at 
Birmingham New Street 
station are doing everything 
they can to make their festive 

promotions stand out.  
The Body Shop has been putting things 

in place for some time, including its charity 
activities. Josie Maccall, team leader, said: 
“We are partnering with Plan International 
this year, which is a children’s charity 
focused on gender equality.” 

Through one project, The Body Shop is 
providing vocational training for girls in 
Brazil and girls and boys in Indonesia, 
helping around 1,500 children in total. 

F
“People want to be served a 
lot faster. It’s about figuring 
out what your customer 
needs from you.”
JOSIE MACCALL

“Look after your team because 
your team is the driving force.”
DEAN DAWSON

@Spotlight_NR

On social media

Festive 
cheer
Spotlight travelled to Birmingham to see 
how retailers are preparing for the busy 
Christmas season 

Taking stock 

Retailers at Birmingham New Street give their top tips  
for keeping up the sales momentum in the new year
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“When you offer the best service, 
people talk with other customers 
as they go around. It’s about 
word of mouth.”
YURI DELL’ORIENTE, HEMA

INSIGHT

In the blink of an eye Christmas 
will be a distant memory and 
retailers will move their focus to 
sales and new season stock. 

Jade Marshall, store manager  
at Oliver Bonas (pictured above left 
with some of the store team), said: 
“In January, we make sure we’re 
offering our sale stock and new 
products, and getting excited about 
the year ahead.” 

Coping with sale shoppers is 
something 

retailers are 

prepared for. “We make sure 
we’re organised in-store,” Jade 
said. “We treat every customer 
the same – sale shoppers aren’t 
any different to our normal 
customers.”  

This is the same case for Yuri  
Dell’Oriente, team leader at 
Hema. “Still offering good 
customer service is number one,” 
he said. Yuri said Christmas 
stock, such as chocolate, can still 
be popular in the new year and 
keep customers coming in.



Destination Station     INSIGHT

physical space and touch the products. All 
our partners produce very high-quality goods 
and we want to give customers a chance to 
really interact with the products.” 

London Bridge has proved a winning 
location, Erica added: “We’ve been very 
happy with the footfall. In a station, 
everyone’s on a mission to go somewhere, so 
when customers stop it’s really special.”  

It’s an ethos also on display at Ted Baker. 
Since September the team has been ramping 
up for the holidays. 

“The buzz is great around Christmas,” said 
store assistant Travis Miller. “Everyone 
bounces off each other – we’re a great team.” 

Most customers are looking for gift ideas 
but also outfits for the party season. 

But it’s Ted Baker’s partnership with 
Wrap Up London, a charity that 
distributes donated warm clothing to 

the city’s homeless, that has 
provided the most sparkle. 

Assistant manager Paige 
Perry-Daniels said sacks 

of coats had been 
donated. 

“Homelessness is 
unfortunately all 

too common 
around here,” 

she added. 
“But this 

initiative brings people together and shows 
we’re not just individuals who’ll walk by 
without caring.”

 The station’s festive feel increased when 
the Christmas lights were switched on. This 
year’s tree is sponsored by Hotel Chocolat, 
whose staff handed out samples and discount 
cards during the switch on. 

Bryony Warwick, retail marketing 
manager, said: “We decided to sponsor the 
tree and support the switch-on because we 
thought it was a fantastic opportunity to get 
our brand out there and talk to some of the 
local community, not just commuters.”

Hamleys added to the fun, with elves and a 
cuddly bear mascot entertaining youngsters 
and handing out vouchers. 

s the UK’s fourth busiest rail 
station more than 131,000 
people buzz through 
London Bridge every day. 
But it also offers the chance 
to pause and pick 

up a gift with heart, with the 
ever growing selection of 
retailers and eateries on offer. 
Until 23 December it’s 
hosting a Not On The 
High Street pop-up store. 
This usually online store 
is a marketplace for more 
than 5,000 small British 
businesses. Having a 
temporary physical store 
is important, said Erica 
Tain, head of pop-ups.
“We believe it’s crucial 
for our customers to be 
able to get into a 

Cause for 
celebration 

London Bridge 
is spreading 

festive cheer and 
doing good 

Consider your store’s 
layout and how you 
can reduce the 
number of 
unmonitored 
accesses, blind 
corners and recesses.

Place expensive 
goods away from 
entrances and exits 
and in the sight of 
staff.

Concealable, 
Removable, Available, 
Enjoyable, and 
Disposable 
(CRAVED) items, 
such as cosmetics, 
perfume, jewellery, 

electrical items, gift 
food and alcohol, can 
be particularly 
vulnerable. Move 
them to areas with 
more staff and CCTV 
coverage. 

Create clear sight 
lines in aisles and 
reduce display heights 
so staff can see what’s 
going on.

Consider increasing 
natural surveillance 
by reducing potential 
obstructions from 
windows and doors 
such as posters and 
advertising.

Don’t forget the 
decorations! Make 
sure trees and tinsel 
aren’t obscuring the 
sight lines of CCTV 
cameras.

Use empty display 
boxes for goods 
collected at point of 
sale, particularly for 
high-value CRAVED 
goods and electricals.

Ensure staff levels 
are adequate to deal 
with thieves who take 
advantage of busy 
periods, shift changes, 
opening and closing 
times.

It’s the most wonderful time of the year. But sadly, 
Christmas can also bring a rise in retail crime. As the 
busiest time of year for retailers, the extra footfall can 
provide the perfect cover for shoplifters. 

Guarding against shoplifters

“The buzz is great around 
Christmas, everyone bounces  
off each other.”
TRAVIS MILLER

A
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Spend more time 
watching staff than 
actually shopping. 

Enter the store 
frequently buying 
nothing or very little. 

Walk in a manner 
which suggests 

they’re concealing 
something.

Appear nervous 
and pick up random 
items but show no 
interest. 

Wear bulky or  
heavy clothing not 

appropriate for the 
weather.

Always approach 
someone who 
appears suspicious 
and offer to help, look 
them in the eye and 
ensure they’re aware 
they’re being watched.

With festive shoppers out in full swing, the British Transport Police is 
offering the following advice to retailers to help keep stock, staff and 
customers safe:

While there is no stereotypical shoplifter, all staff should be aware of 
behaviour which may be suspicious. Look out for people who:

 Sackfuls: Clothing 
donated for Wrap Up 

London Ted Baker 

 Entertainers: The Hamleys 
elves with Sophie Counsell  

 from Hotel Chocolat

Royal wave: An ice king and 
queen and Santa (below) 
joined the switch on

Popping up: Not On The 
High Street has proved a hit 
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Art on the arches
Artists from across the world spent 
more than 700 hours creating 
Scotland’s largest outdoor gallery

ailway arches in Glasgow provided the 
perfect canvas for international and 
local graffiti artists to transform a 
prominent thoroughfare with striking 
murals. Championing street art through 
trackside commissions, music and arts 

venue SWG3 used its relationship with Network Rail 
to unlock railway arches on the Clydeside 
Expressway and invited high-end artists to paint.

The project revitalised a neglected space 
connecting the city centre to the west end, said 
SWG3 studio director Gary MacKay. 

“It was really unsightly and quite unfriendly for 
people who used the cyclepath. That has literally 
changed overnight with the murals,” he said. 

For Network Rail, years of collaboration with 
SWG3 had proved beneficial in engaging the 
community. “We’ve taken part in a number of 
projects and given access to on-track and off-track 
sites and they’ve been hugely successful,” said  
senior community engagement manager Mark 
Henderson. “We weren’t prescriptive on this 
project, and it’s self-sustained by the community 
because of the reputation of the artists who have 
taken part.” Gary added: “The social impact has 
been huge for a little corner of Glasgow.” 

The murals were completed in September with a 
visit from First Minister Nicola Sturgeon.

Get snapping!
Time to get snap happy – this 
issue we’re giving you the 
chance to win a Fujifilm Instax 
mini 9 selfie camera. To win, answer the 
following question: WHSmith opened its first 
bookstall in 1848 at which station? Tweet your 
answer to @Spotlight_NR by 29 February. We’ll  
announce the winner on our feed.

R

Hot rod:  
One of the murals 

Tell us about your area or arch business.  
Email us spotlight@abcomm.co.uk
Follow us on Twitter @Spotlight_NR


