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Welcome
A very warm welcome to the first 
2020 issue of Spotlight, our 
magazine for tenants across the 
Network Rail property estate.

Our property portfolio is full of 
variety, with unique and vibrant 
spaces that inspire creativity and 
entrepreneurship. Outside of the 
station portfolio, our tenant base 
is small and medium-sized enterprises that range from bakeries to 
microbreweries, leisure to gourmet eateries.

I’ve worked with Network Rail as a Portfolio Manager since 2017 
and the sense of community within our arches has always been 
strong. Our tenants have a crucial role in the protection and 
enhancement of the railway infrastructure, by creating viable and 
sustainable uses that benefit railway users and the communities 
they sit in. They help make the areas surrounding our Estate thrive 
by creating stimulating places to meet, eat, entertain and to simply 
enjoy as part of a railway journey.

We’ve got some great stories in this issue, including how a Big 
Issue seller became part of the station community and was offered a 
full-time job at WHSmith. We also meet the couple who run Hart’s 
Bakery, which has an enviable reputation for baked goods in Bristol 
and beyond. I can personally vouch for Pete and Laura’s hospitality 
and the deliciousness of their sausage rolls!
Derek Brace
Portfolio Manager | Commercial Estate | North West & Central

S P O T L I G H T2

Derek is the Portfolio Manager for 
the Commercial Estate in the 
North West & Central Region, with 
a diverse portfolio of 354 
properties stretching from 
London Euston in the south, and 

then on to Birmingham and 
Manchester, through to Carlisle 
and the Scottish border.  He plays 
a pivotal role in developing and 
helping our tenants build and 
sustain their businesses.

We round up some of the top 
tweets from across the network…

Congratulations to our  
competition winner, Denise 

Wilden, who scoops a Fujifilm Insta 
selfie camera. Check out the 
competition on p12 and you could win 
some tasty food and drinks vouchers.

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 Derek:  
derek.brace@network 
rail.co.uk

Our stations often feature in 
blockbusters and TV dramas 
but Birmingham New Street 
was recently the venue for an 
impromptu rock concert.

The busy station is shown in a 
new light in an advert for mobile 
network provider EE featuring 
British indie band Bastille.

The ad, filmed at New Street, 
Liverpool Lime Street and King’s 
Cross, shows commuters 

watching the unexpected 
performance alongside actor 
Kevin Bacon.

It first aired in January and was 
the world’s first augmented 
reality, multi-location gig to be 
broadcast over 5G.

Starring role 

Twickenham station has 
been transformed as part of a 
£25m redevelopment.

The Twickenham Gateway 
project was led by Solum – a 
joint venture by Network Rail 
and Kier Property – and 
features a new station building, 
public plaza, shops, restaurants 
and homes, as well as 
environmental improvements 
to the local area. 

Passengers will benefit  
from improved accessibility,  
a larger ticket office and extra 
bike parking. 

 The new look station 
opened in time for rugby fans 
flocking to Twickenham 
Stadium for the 2020 Guinness 
Six Nations Championship at 
the end of January.

Twickenham’s  
new look 

  Sleepouts across our network helped raise 
more than £100,000 for charity.

Teams from seven stations – Liverpool  
Lime Street, Birmingham New Street, 
Manchester Piccadilly, London Bridge, Waterloo 
(pictured above), Leeds and Glasgow Central 
– bedded down on concourses in January in aid 
of the Railway Children. 

The charity helps thousands of vulnerable 
children every year, often after running away 

from home. The team at Leeds took part in the 
sleepout for the first time. 

Rob McIntosh, managing director for Network 
Rail’s eastern region, was among those who 
took part. He said: “It was a hard night sleeping 
out, but it was made better knowing we had 
raised money for a great cause that will help 
those who need it most.”

Visit railwaychildren.org.uk/sleepout for 
more pictures and details.

Charity champs 

I N  N U M B E R S . . .

the size of a 
rugby pitch 
– the new 
public plaza at 
Twickenham 
Station

4.1m Over 1,000 

130-years-old  

½

the age of Scotland’s rail landmark, 
the Forth Bridge  

more  
passengers 
passed through 
Birmingham 
New Street in 
2018/19

volunteers, 
including 
dozens of our 
station staff, 
supported  
Brew Monday

NEWS

What’s your station’s claim  
to fame? Email us spotlight@
abcomm.co.uk or tag us on 
Twitter @Spotlight_NR
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INSIGHT     Lush

getting my stern parents to start recycling 
more. It’s a residual effect of the job.”

As well as the ethically sourced 
ingredients that go into Lush’s products, its 
iconic black pots can be brought back into 
any store to be recycled. 

Lush recently made headlines when it 
launched its first ‘naked’ store in the UK. 
The branch, in Manchester, is completely 
plastic packaging free. If shoppers need 
something to take their products home in, 
they can choose from a range of ethically 
sourced containers, such as cork pots. 

The company’s eco-conscious efforts 
have also helped establish the Clapham 
team as a popular member of the retail 
community. Before it opened, staff litter 
picked around the station and hand-picked 
products that they gifted to local, independ-

features worktops and shelving made from 
sheets of 100% recycled plastic and a sink 
manufactured using a high percentage of 
recycled steel.  

Marj Tajalli is among the team at 
Clapham, which opened in October. The 
trainee manager, who has worked for Lush 
for six years, said: “It’s very empowering to 
be part of a company that does everything 
like this, to be able to spread that knowl-
edge and talk honestly about what’s happen-
ing to our planet. 

“And to be able to take those core brands 
home and alter things in my life, while 

nown for its fresh 
innovations and funny, 
tongue-in-cheek 
product names, Lush 
has been a popular 

brand for beauty lovers across the 
UK since 1995.

It has always championed the 
environmental and ethical standing 
of its handmade products, which 
are cruelty free, vegetarian or vegan 
friendly and made using responsibly 
sourced ingredients. In recent years the 
chain has upped its environmental game, 
slashing plastics and packaging and 
recycling fixtures and furnishings for  
its stores.

Two of its latest branches – at Padding-
ton and Clapham Junction – are champion-
ing this reuse message, having been decked 
out with a variety of materials including 
ones with recycled content.

The 29sqm store at Clapham Junction 

K “It’s very empowering to be 
part of a company that does 
this, to be able to spread 
that knowledge and talk 
honestly about what’s 
happening to our planet.”
MARJ  TAJALLI

Retailers are stepping up 
their efforts in the war on 
plastic as consumers 
demand their favourite 
brands have ever more 
environmentally friendly 
credentials. With an eco-
friendly ethos that dates 
back more than 20 years, 
handmade cosmetics 
company Lush is helping to 
lead the charge

THE BODY SHOP has introduced four 
new animal-shaped bath bombs that 
are packaging free. It has also teamed 
up with Plastics 4 Change to source 
recycled, rather than virgin, plastic.

HOTEL CHOCOLAT is using bagasse – 
a biodegradable and compostable 
material – to package some of its 
products. Its Dozen Quails Eggs for 
Easter, filled with caramel, praline and 
truffle, can be found nestling in 
recyclable material.
 
 
 
 
 
 
 
 

 
Independent HART’S BAKERY, which 
sits in two arches under Bristol Temple 
Meads, uses a milk dispenser for 
coffee, which is hooked up to metal 
churns that sit in a fridge underneath. 
The dairy that provides the milk takes 
the urns back and cleans them every 
day. This one change saves about 
7,000 plastic bottles being thrown 
away every year. 

GOING GREEN 
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Scrubbing up for 
sustainability  

ent businesses. They’ve since held three 
events for shoppers and plan to take part in 
the Handmade Festival at Battersea Park 
later this year.

Most important to the team, however, is 
giving their customers the best experience. 
Marj added: “Whether the customer is in 
store or not they will share that experience.” 

Is your company doing  
something that’s helping the 
environment or the community? 

 Tell us about it by emailing 
us at spotlight@abcomm. 

co.uk or tagging us on  
Twitter @Spotlight_NR

 Lush team  
 Clapham Junction  
 station 
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Recycling revolution 
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An innovative new waste scheme is helping one of our busiest stations 

s thousands of people pass 
through them each day, our 
stations process a huge amount 
of rubbish.

Recycling as much of it as 
possible is a key aim for us, which is why 
we’re introducing a new scheme to boost 
our environmental efforts.

From April, retailers at Victoria will be 
trialling new ‘pay as you throw’ rubbish 
bags for their recyclables. Each bag costs 
£3 and is electronically tagged so 
businesses can keep track of how many 
they’re throwing away.

The bags will help retailers become 
more mindful of their waste and encourage 
them to make full use of each bag. 

The scheme is being run by cleaning 
and waste management consultants Green 
Block. Its team will collect cardboard and 
plastic from retailers while all other dry, 
mixed recyclables can be placed in the 
tagged bags. 

Restaurants will separate food 
waste, but under pay as you throw, 
food and liquids, such as coffee, can 
go in the same bag.

Adam Williams, Green Block’s head 
of transformation, said giving retailers 
the power to manage their waste will 
save money while increasing recycling.

“At the moment Network Rail will go 
round and collect bags half empty.

“Paper, till receipts, shrink wrapped 
plastic, plastic and glass bottles can fill the 

bags up and they can stay in store. They’re 
not a threat to vermin or a fire hazard so 
they can stay until they’re absolutely full.”

Once collected, Green Block will 
separate rubbish ensuring every item is 
recycled. Victoria recycles about 12.9% of 
its rubbish, but under pay as you throw 
this is expected to grow to 85%.

Retailer workshops have been held to 
help them get to grips with the scheme and 
Adam said feedback had been positive. 

The team at Knot Pretzels is excited to 
take part as it ties in with its efforts to go 
greener. Valentina Grifoni (pictured), area 
manager, said: “Using the bags will help us  
move to the next level of waste manage-
ment and make staff more conscious of the 
quantity of waste we create every day, and 
learn how to reduce it. It’s a great example 
to other stations.”

H O W  I T 
W O R K S

A
W

Let the fun be-gin 
When a new archway lease near Paisley 
Gilmour train station came up for grabs, 
Ian Campbell grabbed it with both hands 
- and he hasn’t looked back 

ith a background in hospitality, 
catering and financial services, Ian 
Campbell fancied a new adventure. 
He gave himself just 10 weeks to turn 
the space – previously an Italian 

restaurant – into Juni, a vibrant copper-themed gin bar 
and restaurant. 

“A lot of it is just my taste, so the nearer it got to 
opening day the more panicky I got,” he recalled. 

And despite a few hiccups, including a collapsed 
ceiling, Ian has a lot to show for his hard work. “It would 
be great if everything happened exactly how you 
planned it, but you have to be able to adapt.” 

Business is booming, being “exceptionally” busy at 
weekends. 

“The best thing has been the feedback,” he said. “One 
Saturday, we had 140 people across the bar, restaurant 
and mezzanine. We make more on a Saturday night 
than the previous tenant did in a week.”  

The new venue is already award-winning, having won 
Best Restaurant at the 2019 Scottish Business Awards. 

As for the gin, Ian prides himself on the Serbian 
organic house gin after which the bar is named. “The 
raspberry and plum served with hibiscus and juniper 
berries is massively popular,” Ian said.  

The bar also offers teaching experiences about the 
history of the spirit. “I show people all the botanicals we 
use,” he said. “They then pick the ones they like and 
within an hour have a bottle based on their recipe.”

Taking his passion for gin one step further, Ian is 
working on a recipe with the chemist who makes Juni 
93, so he can produce his own Paisley gin. 

“If you go in expecting perfection, 
you’ll always be disappointed.”

Ian’s tips to other new businesses: 

Collectors scan 
the bags to 

confirm the type 
of rubbish and 

number of bags

Retailer 
confirms the 

collection time 
and volume via 

electronic 
signature

Waste collector 
also signs to 
confirm time, 

date and 
location

Waste collectors 
use an app to 

scan into a 
premises

Tagged bags 
sold to retailers

3

4

5

2

1
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“The event has allowed us  
to have a closer relationship 
with other retailers, which  
is great.”
MAILA CARVALHO,  THE BODY SHOP

“It’s really refreshing. We are 
seeing a younger crowd come  
in thanks to London Bridge 
Fashion Week.”
DAMI TURNER,  TED BAKER

For marketing tips and information, 
contact the Network Rail Marketing 
Team via MarketingEnquiries@
networkrail.co.uk 

Spring in  
your step n the run up to London Fashion 

Week and Valentine’s Day, retailers 
in London Bridge took part in their 
own Fashion Week to share the 
love for all things fashion, beauty 
and style from February 12 to 14. 

Eleven retailers took part in 
London Bridge Fashion Week – a 
three-day event offering a combination 
of complimentary in-store activities 
such as makeovers, one-to-one styling, 
beard trims and skin consultations, as 
well as offers and discounts. 

More than 450 bookings were made 
and visitors left with a limited-edition 
tote bag full of goodies.

Natasha Smith, Network Rail 
marketing manager, said: “We wanted 
this event to be a celebration of the 
fantastic fashion and beauty brands the 
station offers and we think we did just 
that. Passengers welcome this 
high-quality convenience and after 
receiving a huge amount of bookings, 
we hope this helps put London Bridge 
on the map as their new destination for 
style and beauty.”

Spotlight chatted to some of the 
retailers. Dami Turner, sales advisor at 
Ted Baker, said: “It’s definitely a good 
idea and really refreshing. We are 
seeing a younger crowd come in thanks 
to London Bridge Fashion Week. It’s 
really nice seeing new faces.

“We’ve been offering style consulta-
tions for a couple of months but some 
people don’t know about it. 

“The event has really made more 

people aware of us and we are seeing 
different people in the store. It’s made 
us as retailers interact with each other, 
it’s nice to have a buzz in the station.”

At Aveda Men Cutters Yard, 
customers could get a complimentary 
beard tidy-up, express facial, hairline 
trim-and-tidy or hot towel with 
shoulder massage.  

Manager Matthew Nelson said: “I 
think it’s great what’s happening here  
at London Bridge – there’s food, drink, 
fashion, you can get treatments and 
haircuts. It’s not just a station, it’s  
so much more.

“We’ve just had a customer saying 
that he usually gets the train and bus 
from the station and didn’t realise we 
were here. He was a bit apprehensive at 
first, however he really enjoyed his 
complimentary treatment and we have 
now gained a new customer.”

Make up experts Mac were gearing 
up for a busy Valentine’s Day by offering 
a complimentary lipstick tutorial.

Assistant Manager Hannah Cunning-
ham said: “There has been a nice 
combination of different businesses 
involved and the organisation has been 
pretty smooth. We’d definitely do it 
again – it’s important to help let people 
know we are here.”

The team at The Body Shop saw a 
spike in footfall, with complimentary 
hand massages and skin consultations 
proving popular. Assistant Manager 
Maila Carvalho said: “London Bridge 
Fashion Week is bringing in a lot of 
footfall – a lot of customers didn’t know 
there was a Body Shop in the station. 

“The event also allows us to have a 
closer relationship with other retailers, 
which is great. It’s a great event.”

Other retailers taking part included 
Boots, Accessorize, Kiehl’s, Oliver 
Bonas, Rituals and TM Lewin.

A new season brings new opportunities, 
and capitalising on this with 
innovative retail ideas and joint 
events can rev up the customer 
numbers and get those tills ringing 



DESTINATION STATION     Bristol

as his excellent customer service and selling 
skills, so impressed Amberlea Knowles, 
manager of the station’s WHSmith, that she 
offered him a job. 

Mike said: “I got to the point where I was 
thinking, it’s time for me to move on [from 
the Big Issue]. 

“I saw Amberlea and asked if she had any 
jobs and she said, ‘I have been waiting for 
this for ages, I’ve got a job for you right now, 
I’ve wanted you on my team for a while’.  

“She’d seen me with my customers, 
talking to them and seeing how good I was. 
I felt really good. On my first day I was 
really nervous but within 20 minutes of 
being on the shop floor and on the till, I felt 
at home again.”

Mike remains popular with commuters 
and customers passing through the station, 
who now pop into WHSmith to say hello, 
and he’s enjoying being a full-time member 
of the Temple Meads team. 

“All my colleagues are lovely,” he added. 
“I couldn’t have done it without the Big 
Issue, they helped me keep that routine [of 
selling] and that got me to where I am.”

Bristol is a city steeped in history and a rich 
creative scene – and that’s reflected at 
Bristol Temple Meads station, where 
independent cafes mix with trusted high 
street brands, spaced around the iconic 
Victorian building designed by Isambard 
Kingdom Brunel.

“Because it’s small, we have massive 
interaction with everything that goes on in 
the station,” station support assistant Fran 
Gibbs said. “With retailers, particularly the 
managers, you get a lot of turnover often, 
but not here. Most of them have been here a 
while so it’s a really good community.”

If anything embodies the community 
spirit at Bristol Temple Meads it’s the story 
of former Big Issue seller Mike Hall.

He earned himself a coveted pitch 
inside the station, after selling on 
various streets around the city, and soon 
became a firm favourite with customers 
and retailers. 

He gained so much knowledge about 
train timetables and the station that 
customers would come to him with their 
queries. And his response to them, as well 

Cross section of culture

The two arches Hart’s Bakery 
occupies lend themselves 
beautifully to Laura Hart and Pete 
Young’s commitment to having 
customers and kitchen together 
in one space.

“Most bakeries are in big 
industrial units, miles out of town so 
customers never get to see where 
their food’s coming from, and a lot 
of high street bakeries, especially 
chains, no longer produce stuff on 
site,” Pete said. “Arches are just 
perfect for bakeries. It’s big enough 
that you’re not right in it but you see 
what’s going on.”

Just before 7am, the bread 
comes out of the oven and 
croissants are ready on the counter. 
“That makes a difference, and we 
like to think that’s reflected in the 
product,” Pete said.

The bakery offers everything 
from sourdough to a daily changing 
lunch special – such as lamb 
merguez sausage.

“Train journeys to and from 
Bristol are unthinkable without a 
quick detour to this station bakery,’ 
states the BBC Good Food website, 
which names Harts among the 
city’s top restaurants.

Away from the main station 

thoroughfare, the majority of Hart’s 
regulars come from local business-
es around Temple Meads. And that 
suits their ethos, Pete said. “It might 
sound strange that we don’t want to 
attract everybody, people have 
expectations, especially when you 
go in a cafe inside the station, so 
when you’re a little bit out of the 
way we’re able to make the 
products the way we want.”

Sourdough loaves and sausage 
rolls have lunchtime queues 
stretching into the car park outside. 
And the versatility of the arch also 
allows Hart’s to delight customers 
with events such as supper clubs, 
cheesemaking workshops and film 
screenings. “For us it was the 
premises and the location that were 
a real draw. Arches tend to be 
low-cost, they tend to have fairly 
easy lease terms, which means you 
can start a business with lower risk.”

Hart’s Bakery 

Tell us about your business 
tweet us @Spotlight_NR  

 Mike Hall  
 WHSmith 
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RETAILER TIP: Service is so 
important. The thing we talk about 
more than the food is the service and 
the overall experience. We try to have 
a service style where one person 
serves a customer from start 
to finish rather than a 
broken chain of people.

Pete Young  
Hart’s Bakery

HART’S
BAKERY

 Fran Gibbs  
 Station support 
 assistant 

Ahead of Bristol 
Temple Meads’ 180th 

birthday, we take a 
look around its 

thriving community 
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Top Marks 
Improvements across the board are 
helping to make our stations 
exceptional spaces for  passengers

ristol Temple Meads and London Bridge 
stations have recorded big rises in 
customer satisfaction.
The latest National Rail Passenger 
Survey (NRPS) figures reveal a 12% hike 

in customer satisfaction at Bristol Temple Meads 
compared to the previous year. Key areas of 
improvement were seating, WiFi and shops, eating 
and drinking facilities. While at London Bridge 
improved scores in bike parking and seating 
resulted in an overall increase of 8%.

Glasgow Central, Paddington, Charing Cross, 
Victoria and Clapham Junction also enjoyed 
significant rises. The best performing station was St 
Pancras with 96%. Jay Khan, head of stations, 
strategy & delivery at Network Rail High Speed, 
which manages St Pancras, said the team was 
delighted with the results. “It’s our best result for 
five years and is testament to all the hard work that 
has gone into delivering passenger improvements 
over the last 12 months,” he added. 

Phil Bushby (pictured), Network Rail’s research 
and insight manager, said the main drivers of 
station satisfaction were general upkeep, cleanli-
ness and the provision of information.
But customers are also increasingly looking for 
stations to be destinations.
“The survey gives us an insight into passenger 
habits moving forward,” he said. “What we’re seeing 
is that when people go to a station, they want the 
option to shop, or grab a drink or something to eat.”

Phil added: “We continue to take steps to improve 
areas passengers tell us are a priority. We have 
already added extra, and removed toilet charges. 
We are also rolling out fast, free WiFi this summer.”

B

                                                      Winter been tough? Ready to treat yourself? Well, we’ve got 
the perfect prize to help you do just that. For this issue’s competition, breakfast, lunch 
and dinner is on us! We’re giving away a £100 voucher to be used at the foodie 
destination of your choice. The lucky winner can choose to dine at Leon, Pret A Manger, 
Starbucks, M&S, Caffe Nero or Wetherspoon. 
To be in with a chance of winning, answer the following question: 
Which famous 19th century engineer designed Bristol Temple Meads station?  
Tweet us your answer to @Spotlight_NR by May 18th making sure you follow us too.

 It’s on us 
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increase in 
customer 

satisfaction  
at Bristol 

Temple Meads

priorities for station 
improvements,  
including WiFi and 
choice of shops/
restaurants

passengers 
spoken to for 

the survey

SURVEY IN NUMBERS 12%

5
30,000


