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Welcome
Welcome to our Autumn edition of 
Spotlight. Never in our generation 
has a sense of community been so 
important; so we hope you enjoy 
reading some of the very positive 
news from our own community 
and some well-known faces across 
our estate.

It’s been a challenging year for 
us all, but in this issue we see 
some great examples of 
innovation and resilience, the 
importance of wellbeing and steps 
we are collectively taking to look after 
each other and the environment.

Within the retail portfolio management team at Network Rail 
we have been working hard with all of our retail and commercial 
partners to give support to sustain businesses and maximise 
re-openings. It is essential to re-animate our stations and build on 
the fact that they play a key role for our local communities and not 
just commuters passing through our stations. We are also 
innovating, having just acquired Brunel’s original Old Station 
Buildings at Bristol Temples Meads Station, including our first 
large events space in a Grade 1 listed building, and a social 
enterprise hub in the Engine Shed. Watch this space for more on 
how we continue to diversify and work in partnership to make our 
station estate a welcome everyday part of the lives of commuters 
and surrounding communities.

Michelle Morgan,
Retail Portfolio Manager, Network Rail 

Michelle is the Retail Portfolio 
Manager for Wales and Western 
Route, responsible for Paddington, 
Reading and Bristol Stations. She 
is focused on the day-to-day 

management of leases but also on 
future developments and support to 
station teams, Putting Passengers 
First initiatives and station 
masterplans: building for the future. 

I N  N U M B E R S

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/prop-
erty

Get in touch with Michelle:  
Michelle.Morgan@networkrail.
co.uk

 
1.2m – visitors each year to the 

Harry Potter Shop and  
Platform 9 3/4 at King’s Cross 

 

 
130 – the number of distilleries in 

Scotland.
We’ll cheers to that! 

 

 
30% - the number of people who 
recycle their coffee cups when 

travelling * 
 

 
61% are likely to use trains in 

the next 6 months*

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

T W E E T  O U T

Congratulations to our competition winner, 
Emma Leeming, who scoops herself a 
Nespresso coffee machine. Check out the 
competition, opposite, and you could win a 
Lush pampering experience!

The annual Landscape 
Photographer of the Year 
exhibition is back and 
coming to a station near you.

From stunning shots of 
silent spring mornings to 
dramatic storms – The 
Landscape Photographer of 
the Year Awards 2020 are 
guaranteed to entice many 
city dwellers to discover 
Britain’s beautiful country-
side. And what better place 
than in train stations to 
inspire that journey.

Each year for the past six, 
concourses across our 

network have played host to 
the exhibition – which has 
since become a staple in 
commuters’ calendars.

Winner of the Lines in the 
Landscape category this year, 
in association with Network 
Rail, was Brian Nunn with 
‘Ribblehead’. The Network 
Rail Award is for the 
photographer who best 
captures the spirit of today’s 
rail network as it relates to 
the landscape around it.

The exhibition will 
premiere at London Bridge 
station from 16 November 

and runs until 12 February 
before it tours the country. 

Landscape photographer 
Charlie Waite, who founded 
the awards, said: “For those 
who are sadly unable to 
experience even a small 
patch of our natural world, 
then the Network Rail station 
touring exhibition will provide 
them with a wonderful 
opportunity to enter into the 
heart of  these breathtaking 
locations through the work of  
the exceptionally talented 
landscape photographers 
exhibiting.”

Enjoy the view 

Sip, save and recycle – that’s the message 
to coffee lovers who commute.

Coffee cup recycling bins have been installed in seven of our 
stations as part of our commitment to make Britain’s biggest and 
busiest stations more sustainable.

Thirty-two new coffee cup recycling bins are now in use at King’s 
Cross, Leeds, London Bridge, Waterloo, Liverpool Street, Charing Cross 
and Cannon Street stations.

We have partnered with Hubbub, an expert recycling organisation, to 
deliver the scheme. All recycled cups are turned into upcycled reusable 
cups or tissue and packaging – reducing waste and encouraging a 
circular economy.

The move comes as passenger numbers increase and 60 per cent of 
station retailers are now open. Train users will find it hard to miss the 
bright orange, specially designed bin around stations, with the scheme 
being rolled out to all our managed 20 stations in the coming months.

Ful-filing our promise 

To celebrate the re-opening of Lush at Liverpool 
Street, Paddington, Victoria and Waterloo, we’re 
giving you the chance to win The Comforter? – 
an indulgent 60-minute full body scrub and 
massage worth £100!

To be in with a chance of winning, answer the 
following question: Based on the number of 
passenger entries and exits, what is the 
busiest railway station in the UK?

Tweet your answer to @Spotlight_NR by 
November 16th and make sure you follow us 
too. Good luck!

C O M P E T I T I O N !

*YouGov survey *NR Retail Recovery research
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INSIGHT     Innovation

Hi-tech 
techniques
for higher sales

Station retailers 
innovate to 
maximise business 
in challenging times

ith footfall down and 
distancing restrictions 
in place, members of 
the station retail 
community are boxing 
clever to turn a profit 

in the post-lockdown period. 
Vendors across our property portfolio are 

turning to technology as they look for ways 
to maximise sales and minimise contact on 
their premises.

Many traders are offering click and 
collect arrangements, whereby customers 
can order goods on their inward journey  
for a friction-free transaction at their 
destination. But for food and drink 
suppliers, arrangements are understanda-
bly more complicated.

Naturally fast-food chain LEON – which 
has restaurants across our network, 
including Birmingham New Street and 
Leeds – has introduced Smart Order, a 
mobile order system. 

It allows customers to browse an online 
menu and select and pay for 

meals on their phone, either in 
advance or on site, giving them 

maximum flexibility if they want to avoid 
queues or being around other people. 

The platform was already in develop-
ment before the pandemic but has really 
come into its own over the past few months, 
according to LEON director Kirsty Saddler.

“This has been a steep learning curve, 
which has forced us to prioritise the right 
things,” she said. “Smart Order is an 
efficient and flexible way for people to order 
their food, which really helps speed up the 
process and limits the time they have to 
spend inside a building.”

Operations manager Sebastian 
Puchalski looks after five LEON branches, 

including the restaurant at Birmingham 
New Street. He said the app had been well 
received by train passengers.

“We have seen an impact of people 
wanting their coffee or food to be ready as 
they come off the train, especially in the 
busier stations it’s more popular,” he 
added. “I think it’s a matter of behavioural 
change where our customers now order 
over the phone, rather than coming to the 
counter. The technology is moving in the 
way that everybody’s using their phones so 
the app is a move in the right direction.”

Another initiative launched by LEON is 
its Unlimited Coffee scheme, which, for a 
one-off payment of £15, allows customers to 
have up to 75 coffees over 30 days, using a 
code on Smart Order.  

“It is a way of making it easier for people 
to rediscover habits they had before 
(Covid-19) and encourage them to feel safe 
but also rewarded when they come to visit,” 
said Kirsty. 

Modern Greek food chain The Athenian 
meanwhile, has accelerated initiatives it 
was planning as a result of Covid-19. 

These include delivery-only kitchens, 
self-service ordering kiosks, introducing a 
plant-based virtual brand – the Vegan 
Athenian – and partnering closely with 
home-delivery giant Deliveroo. 

These initiatives have gone down well 
with customers, including those at the 
chain’s newly-opened London Bridge 
branch, located on St Thomas Street. 

“We’re quite fortunate in that we 
started trialling a delivery-only kitchen in 
February,” said Neo Christodoulou, who 
founded the company with Tim Vasilakis. 

“At the height of the pandemic we 
removed some items to avoid food waste 
but we are now reintroducing them as we 
work with our supplies on produce pack 
size and looking at the demand. 

“Now we’re established, our business 
has almost doubled in size. We had seven 
sites in February, and we are now at 14, 
including London Bridge.” 

One pattern that has emerged is the 
demand for ‘grab and go’ solutions and 
this is where the Athenian’s self-service 
ordering kiosks have helped fill a need. 

“By curating the customer journey we 
have been able to better showcase items 

less visible in our board menus and have 
seen an increase in the average basket 
value,” Neo added.

Ultimately, the ethos of the Athenian was 
to celebrate food while giving customers a 
product they can enjoy together. 

“Greek food is about getting together 
and sharing,” Neo added. 

Without losing this ethos the chain is 
now making the most of technology to 
“enhance the customer journey” as it 
adapts its operations to offer more safety to 
its team and customers. 

Neo said: “Quite a few of our brick and 
mortar sites are in communal venues and I 
do look forward to the day when safely we 
will see these spaces buzzing once again.” 

 “By curating the customer 
journey we have been able 
to better showcase items 
less visible in our board 
menus and have seen an 
increase in the average 
basket value.”W

Serving customers safely
at Leon

The Athenian serves
modern Greek food

The Athenian’s dishes
are in demand

Sebastian Greek food is about 
sharing, says Neo
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INSIGHT     Business

ver the summer we 
conducted large scale 
research across our 
network asking 
passengers how they felt 
about train travel, 

spending time in stations and shopping 
in our stores, in the wake of Covid-19.

The results of this project are now in and 
have given us interesting insights into how 
consumer behaviour and attitudes have 
shifted in light of the pandemic.

Showing us what customers value in 
a post-Covid world can help us further adapt 
to their needs and encourage them back into 
our stations safely and with confidence.

We have developed a three-year recovery 
plan which is now with stakeholders for 
approval, and the research will complement 
that. The plan sets out how we can further 
support our retailers, but we know right 
now, driving footfall is key to getting people 
back into our shops. 

Head of Retail Daniel Charles said: “At 
the moment we know that the spend per 
head in our retail units across the whole 
managed estate is roughly the same as it 
was pre-Covid. However,  the problem that 
we face is that we have significantly less 
customers visiting our stations and 
accessing retail units, which is therefore 
impacting on their ability to generate sales 
and income. 

“The focus for all of us moving forward is 
to ensure that the environments that 
people travel to and the shops that they 
visit are as welcoming and safe as possible. 
We know our retailers are ready to 
welcome back their customers.”

The overriding barrier for people not 
travelling is due to working from home and 
fear over Covid.

And despite footfall dropping off, the 
research gave us plenty of positives to take 
away. It showed there is a desire from 
customers to return to the railway – to 

bring back some normality to their lives – 
with 61 per cent of people saying they’re 
likely to use a train in the next six months.

And there are clear signs footfall is 
improving with retail sales rising in August 
and September. Improvements are being 
seen across most categories for sales, with 
grab-and-go food and health & beauty 
brands being the most successful.

Dwell time was also performing well with 
people staying in stations for 15 minutes on 
average, compared to 16 minutes in 2018.

All transport has been impacted by 
changing travel behaviour over the past 
six months, however, station users haven’t 
shifted to other forms of transport. And 
the majority of those travelling are still 
using retail in stations, according to 
penetration rates.

The research showed 18-24-year-olds 
feel the most confident using stations and 
the majority of those surveyed are hopeful 
to return to using trains within the next 

O
six months. Retailers can capitalise on 
this by harnessing social media to promote 
opening hours, promotions and the fact 
units are back in business. 

And while there is a greater 
reluctance from older people to return 
to stations due to safety concerns, 
researchers found that most of the 
measures customers want are already in 
place and raising awareness of them will 
drive confidence.

The research concluded retailers will 
benefit from offering hassle-free 
shopping in a high hygiene 
environment, reconfiguring layout and 
check-outs, offering longer opening hours 
and focusing on digital capabilities.

In addition, appealing to leisure 
travellers – including those in older age 
groups – by teaming up with trusted 
brands, such as Visit Britain, means less 
reliance on the traditional commuter trade.

For up-to-date news visit our website. 

What
customers
want
Wide-reaching retail survey across our network 
shows appetite for people to return to stations 
– and how we can help get them back safely 

H O W  W E  C A N  H E L P  P E O P L E  B A C K

We asked people what would encourage them back to stations:

• Safety signage – 60% said this would help them feel safe
• Promotions and discounts – 57% would take advantage of these
• Loyalty scheme – 47% would sign up
•  Order online – 46% would like to order food and drink in advance
• Up-to-date info – 38% would like to know about opening hours  

We also asked them what services they’d like to see in retailers in 
the future. The top three were:

• 69% = self checkouts
• 43% = click and collect
• 36% = vending options

S U P P O R T  L O C A L

With people not wanting to travel far, shopping locally and 
supporting neighbouring businesses has become an important 
trend. Shopping sustainably is also more popular than ever. 
Crucially, people see stations as a contributor to their community 
and a major role model in supporting ethical shopping.

•  74% of people said stations have a role to play in supporting local 
businesses, up from 65% in 2018

•  70% feel stations should be leading the way in environmental 
processes, up 6% from 2018

•  57% said environmental credentials and sustainability was 
important to them, up from 53% in 2018

 “The focus for all of us 
moving forward is to 
ensure that the 
environments that 
people travel to and 
the shops they visit are 
as welcoming and safe 
as possible.”

Daniel Charles, 
Head of Retail
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TOP TIPS     Staying healthy

he unprecedented events of 
this year have had countless 
far-reaching impacts on the 
way we live.

For many, a renewed focus 
on their health and immune 

systems has led them to get creative about 
how they stay fit and well. One archway 
business experiencing an increase in 
demand is Glasgow’s Clever Kombucha. 

Kombucha is a sparkling tea with high 
levels of vitamins, minerals and organic 
acids. The drink has a long history, 
originating in China around 220 BC, when 
it was prized for its healing properties. 

The creation process can vary greatly, 
but Clever Kombucha’s brewers use oak 
barrels to ferment their tea, which they say 
creates a greater depth of flavour than 
stainless steel versions used elsewhere.

Head brewer Fraser Barrett is an 
expert on the fermentation process, with 
an extensive distilling background in gin 
and whisky.

“I discovered Clever Kombucha when it 
was brand new,” he explained. “I was 
working in a whisky distillery in Glasgow 
and I found out they were using oak barrels, 
which was what I was using too, so I got in 
touch with the owners to see if they’d be 
interested in collaborating and ended up 
giving them advice as they got set up. 

“Down the line they approached me 
and asked if I’d be interested in becoming 
their head of production as the business 
was getting bigger.”

Kelsey and Alan Moore launched the 
business just over three years ago, moving 

into their current archway home in 
January. “We outgrew our last 

premises quicker than we expected. 
It was just under half the size of 
what we have now, but the 
jump-up was necessary with our 
sales growth,” said Fraser. 

The bigger space has also 
allowed the company to speed 
up its production process with 
new equipment.

During lockdown, Clever 
Kombucha’s taproom was 

closed, only reopening at the end of July. 
However, the business saw a large uplift 

in online sales as its customers remained 
at home. “Pre-lockdown, the majority of our 
sales were through health food shops, cafes 
and specialist retailers. 

“We were fortunate a lot of those 
retailers weren’t closed completely, but we 
also found our online sales shot up and we 
were able to cushion the blow of the loss of 
sales from bars and cafes,” added Fraser.

As well as our increased interest in 
health and wellbeing, Fraser attributes 
the boom in sales to people seeking 
exciting alternatives to the usual 
beverages they have at home. 

“People were looking for natural 
immune-boosting options, and also for new 
nice drinks to have around the house 
which would make them feel good.”

The company is now ramping up 
production following its success this year. 

“More and more people are becoming 
aware of kombucha now so we think the 
company will just keep expanding.” 

Tea break with 
a twist Healthy tea brand 

flourishes in lockdown 
from archway home

Winter wellness

Not-so-secret ingredient

Nadia Bujang is 
a pharmacist at 
Boots, Waterloo.

1) Keep hands clean: “We have to 
make sure we’ve got good basic hand 
hygiene, especially when using public 
transport. Take hand sanitiser, avoid 
touching your face, clean your hands 
before and after putting your mask on, 
and when you get to your destination.”

2) Stay active: “Maintain good 
mental and physical health. 
One of the best ways to 
do that is to minimise 
stress. Take time to do 
things you enjoy and 
ensure you exercise.”

3) Eat and drink well: “Don’t forget to 
eat your five [fruits and vegetables] a 
day. Vitamin C is very important to 
support immune function and you can 
get sufficient amounts of it by eating a 
healthy, balanced diet. Staying 
hydrated is also very important.” 

4) Snuggle down: “Get plenty of sleep – 
this is when your body repairs itself and 
builds its defences. If you’re not getting 
enough sleep you’re more susceptible to 
stress and getting ill. Adults need six to 
nine hours sleep every night.”

5) Protect yourself: 
“Consider getting a flu jab. 
It’s the best way to prevent 
yourself getting the flu, 
especially for those in 

at-risk categories.” 

Katie Maloney is an 
education executive 
at Kiehl’s.

Why is it important to take care of skin 
in winter? 
“Exposure to colder temperatures and 
wind can increase trans-epidermal 
water loss, causing your skin to be 
dehydrated and lose essential moisture 
– both of which can lead to an 
imbalanced skin barrier. Anything that 
interferes with the skin’s barrier could 
lead to lack of radiance, uneven texture 
and premature signs of aging.”

What steps can we take to keep skin 
healthy over winter? 
“Making the switch from a lightweight 
summer routine to a nourishing winter 

one is key. Avoid over cleansing, opting 
for a formulation that cleans and 
comforts. Next, lock in moisture by 
patting a lightweight facial oil into your 
skin, and finish with your favourite 
winter moisturiser.”

What products should we always have 
to hand? 
“Winter skincare non-negotiables are a 
nourishing facial moisturiser, 
replenishing body lotion, protective 
hand cream and intensive lip balm. 
Exfoliation for the face is also key 
during the winter to ensure a fresher, 
brighter and more refined complexion. 
One of the biggest winter skincare 
must-haves should be SPF. UVA rays 
are just as damaging on a cloudy day 
as they are on a sunny day. Be sure to 
make it the last step in your skincare 
routine for all year-round protection.”

T
Kombucha originated in 
China and is high in vitamins

Kombucha is created by combining 
tea, sugar and a SCOBY (Symbiotic 
Culture Of Bacteria and Yeast). A 
SCOBY transforms sweet tea into 
tangy, naturally fizzy kombucha. 
Clever Kombucha is brewed with black 
tea and is available in Original, Ginger, 
Lime Sea Salt and Lemon Lavender.

Staying healthy is more important than ever. Experts at Boots 
and Kiehl’s share their tips for keeping mind, body and skin in 
peak condition over winter 

Fraser at the
Kombucha HQ

 
Oak barrels

Nadia Bujang

Katie Maloney

@cleverkombucha@cleverkombucha
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INSIGHT     Destination station

t’s a stone’s throw from the British 
Library and Central St Martins, 
the world-famous art college. And a 
certain boy wizard who saved the 
world – and changed children’s 
literature forever – set off for his 

first day of school from there. King’s Cross 
station is certainly at the heart of Britain’s 
cultural landscape. 

But what is it like to work there? And 
how has this endlessly regenerating area 
coped with the impact of the coronavirus 
pandemic? Spotlight spoke to retailers to 
find out more. 

Community roots 
“When we first came back in July there 
was a lot of work to do,” said Barry Nash, 
multi-site manager at Paperchase. “We had 
to spring clean the whole shop and make 
sure everything was in place for the safety 
of colleagues and customers.” 

Barry has been with Paperchase for 13 
years, starting out as a Christmas temp. He 
has grown with the company, he says, and 
now can’t imagine working anywhere else. 

He explained: “They care about their 
people. You make a lot of friends – and 
Paperchase do what they can to help.” 

That support has been particularly 
important in the last few months. 

“There was lots of training for the team, 
ensuring they feel as safe as possible.” 

The fast-approaching Christmas season 
will be a key time to assess whether things 
are returning to normal – and Barry is 
excited about the festive season. 

“It’s a very fun company to work for – 
every two or three weeks, new product 
ranges launch. Opening a delivery is like 
Christmas Day come early.”  

For Gary Hunnam, retail business 
partner, fostering that community 
approach is vital to the station’s success, 
especially as retailers emerge into the  
new normal. 

“Customers spend more time in this 
station than most others – they’re going 

away for weekends or on holiday. And 
managers are really switched on to that.

“They see it as a really great 
opportunity to spend more time with 
customers, to engage them more  
in conversation.” 

A touch of magic 
Conversation is what makes King’s Cross 
special for Dipa Thaba who has worked at 
the Pasty Shop more than four years. 

Trade has been slowly returning week 
on week and one-way systems in the 
station are being reduced to allow better 
customers flow across the station 
concourse while keeping vital social 
distancing measures. 

But for business management graduate 
Dipa – who began working at the Pasty 
Shop part-time around her degree – 
there’s still plenty of reasons to smile.  

“I love customer service,” she said. “I’ve 
got good friends here – we’re from lots of 
different cultures, and it’s a lovely mix of 
people. Working as a unit is vital.” 

This thought resonates with Calum 
Lopeman (pictured right), supervisor at 
King’s Cross’s most unusual store – 
Platform 9 ¾. 

This celebration of Harry Potter’s 
wizarding world is a major attraction in  
its own right, drawing fans from across  
the globe. 

“We used to get people coming from 
New York, all over the world,” he said. 

“It’s like a Harry Potter family – it 
doesn’t feel like working when you share a 
common passion with customers.” 

Unfortunately, this year’s 1 September 
‘Back to Hogwarts’ event, which celebrates 
the new school year, had to take place 
virtually – but that couldn’t dampen its 
charm for Calum. 

“It still felt pretty magical,” he 
commented. “The social distancing 
measures settled everyone’s nerves. It felt 
strangely quiet for a week or so – but we’ve 
got back into the flow now.”  

And the most important question for 
any Potterhead? “I’m a fully-fledged 
Hufflepuff,” Calum smiled.  

Hail to the king
King’s Cross is the jewel 

in the crown of north 
London’s rail network

King’s Cross Facts

•  The area known as King’s Cross got its name from a statue of King 
George IV erected at the crossroads of what’s now Euston Road, 
York Way, Pentonville Road and Grays Inn Road. The monument 
was demolished in 1845, but the area retained the name. 

•  King’s Cross station opened to passengers on 14 October 1852, 
designed by Lewis Cubitt to be simple and functional. At the time it 
was the largest railway station in Britain. 

•  German Gymnasium, right outside the main entrance to the 
station, is an important sporting landmark. Designed in 1864  
for the German Gymnastics Society, it is now a gorgeous  
restaurant space.   

•  The ground-breaking new Google building, the firm’s London 
headquarters, is under construction along King’s Boulevard. At 
330m, it will be as long as the Shard is tall – and 4,000 people  
will work there. 

I
Gary Hunnam,
Retail Business Partner

Dipa loves 
customer service

Barry in the colourful
Paperchase aisles

The Western Concourse

Caption: To be added 
once decided, later
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Glow with it
Mac makeup artist is all a Glow after 
reaching semi-finals in TV show 

f you watched the recent TV makeup 
challenge show Glow Up, you’re likely to 
recognise Hannah Cunningham.

Hannah, who works at Mac in London 
Bridge, reached the semi-finals of the 
popular series to find Britain’s next makeup 

star with her daring looks – highlighting her passion 
for special effects.

“Before I went on the show I was working in an 
office and I had never done makeup on anybody. I’d 
practised on myself – it was a creative outlet.

“After the show I couldn’t go back to office work. I 
had DIY knowledge and was interested in special 
effects but thought it would be good to get some 
professional experience and build my portfolio. I 
thought the best way to do that is work with a 
respected brand like Mac.”

Spending a month filming the programme was full 
of highs and lows for Hannah but she says it was all 
worth it.

“It was really intimidating at first as everybody was 
so established in their fields, but I learnt so much.

“I would never have had those experiences – 
working on the set of a TV show and on Fashion 
Week – I was fast tracked into doing all those things.

“My favourite moment was probably the mask 
round. I received such great feedback.”

Her worst moment was when she messed up in 
front of TV personality and former Strictly Come 
Dancing star Michelle Visage. “I’m such a big fan 
and was so excited. The look I did went totally wrong, 
and I was mortified.”

“I cried a lot on the programme, we all did,” she 
added. “You are living it – we are all in the same 
house – it’s so intense. We all got really close and 
now have a WhatsApp group and talk every day.”

Although worried how she’d be received having 
been on the show, she’s found everyone has been 
supportive and she’s often recognised.

For now, however, Hannah is happy to be at Mac 
with brush in hand awaiting a chance to practise her 
skills with customers when restrictions allow.

“I’d love to go into special effects but I’m loving my 
job and I’ve still got lots to learn.”

I


