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Welcome
As we say goodbye to a difficult 
2020, it is with a renewed 
optimism that we enter the 
year ahead. I believe it is time  
to look to the arrival of spring 
with smiles on our faces, in what 
I am sure will be a better year  
for everyone.

Having joined Network Rail 
last March, I arrived in 
unforeseen circumstances. I had 
spent 18 years in retail, 11 of 
which were spent managing 
units in Network Rail stations. To see the travel retail industry 
so devastated from the impact of Covid-19 was tough to take on a 
personal level, as I am a retailer like you. 

Everyone in the retail team on our stations has totally amazed 
me and has given me a huge sense of pride in my industry. I have 
seen fantastic attitudes, strength of character and teamwork to 
re-open shops and to give our passengers an excellent service. As 
retailers you are a real credit to your brands, and I congratulate 
everyone on the effort you put in during 2020. 

In the issue you will see what a great place travel retail is and 
join me in congratulating Ali Mehmood on 20 years in retail on 
stations. What a fantastic achievement, and extra special for me 
as a previous colleague of Ali’s.

Wishing you all a Happy New Year!

Tom Vale
Retail Business Partner, Network Rail

Tom is the Network Rail Retail 
Business Partner covering King’s 
Cross St Pancras lower level, 
Waterloo, Clapham Junction and 
Guildford stations within the Southern 

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

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 Tom:  
tom.vale2@networkrail.co.uk
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T W E E T  O U T

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

Congratulations to our competition 
winner, Dale Askew, who can look 
forward to a Lush pampering  
experience. Check out the competition 
opposite, where you could win a £100 
Reiss voucher!

www.networkrail.co.uk/property
mailto:tom.vale2@networkrail.co.uk


18 Million – bricks and 
stones make up the Dark 

Arches below Leeds station 

5 – prizes scooped by Network 
Rail at the National Railway 

Heritage Awards 

38 – six-star ratings awarded to 
CC’s café by Just Eat customers 

250 – hot takeaway meals 
served to homeless people at 

Birmingham New Street on 
Christmas Eve

Fashion brand Reiss opened a 
new store in London Bridge 
Station on 2 December. 

Reiss designed the store  
to be in-keeping with the  
original features of the station, 
adding ‘a Reiss-inflected 
intervention’ against the 
backdrop of the original 1830s 
exposed brick arches. 

Located in the Western Arcade, 
the 711-square-foot interior was 
imagined by D-Raw architects in 
collaboration with Reiss’ Creative 

Director. The design embraces 
the original interior features.

The branch stocks a range of 
womenswear, menswear and 
accessories, as well as offering a 
click-and-collect service for 
purchases made online. 

“We’re delighted to have Reiss 
open at one of London’s great 
landmarks and are very much 
looking forward to welcoming our 
customers into store,” said 
London Bridge store manager 
Stefania Di Vincenzo.

Reiss opens 
in London 
Bridge

A popular pub outside Euston 
celebrated its tenth anniversary 
with the opening of a new 
outside seating area.

The Euston Tap was delighted 
to welcome back beer fans after 
the second lockdown – and 
followed this with the launch of  
a new decking area, which can 
seat an extra 70 people, and  
was due to open as Spotlight 
went to print.

It’s another extension for the 
Tap, which has become famous 
among ale aficionados since 
opening in 2010. 

The business began in the 
historic West Lodge – part of the 
original station frontage – before 
expanding into the identical, 

opposite East Lodge in 2012. 
The buildings are linked by a 
huge underground cellar, which 
allows the Tap to serve dozens of 
beers, ales and ciders on draft 
despite its small size.

The new decking area – 
located behind the West Lodge 
– means even more people can
now enjoy the Tap’s huge range
of tipples.

Speaking before it opened, 
owner Jon Dalton said: “It’s 
amazing and it will be great for 
us. It means everyone’s not out 
sitting on the street. We can have 
a lot more seated waiter service 
and it fits in well with the [Covid] 
restrictions going forward. It 
finishes things off nicely.”

Cheers to pub’s new deck
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Reiss colleagues  
welcome customers

The new Reiss store  
at London Bridge Station

Euston Tap manager  
Liam Daly

Euston Tap is housed across  
two separate lodges

To celebrate the 
opening of the first 
Reiss station branch 
at London Bridge, 
we’re giving you the 
chance to win a £100 
voucher to spend in 
store! Head over to 
our Twitter page  
@Spotlight_NR to  
see details of how  
to enter. (Check 
pinned tweet).

COMPETITION!

https://twitter.com/Spotlight_NR
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T here’s no doubt 2020 was a 
tough year for everyone. 
Covid-19 forced all businesses 
to change their working 
practices almost overnight 
and many were closed for 

months at a time as part of lockdown rules. 
Although the roll-out of a vaccine is a 

huge positive, it remains difficult to 
predict what customer behaviours will 
look like in 2021 and beyond. For most 
businesses, strategizing for 2021 must 
consider a range of scenarios. 

While there are many challenges still to 
overcome, lessons learned from 2020 
mean our retailers are in a strong position 
to put their best foot forward in this 
shifting landscape.

Across the country, many of our 
partners have already employed 
innovative ways to encourage customers 
through their doors – whether they are 
physical or virtual. 

From video consultations to ‘endless 

aisles’, we spoke to three retailers about 
how they’ve adapted their business models 
throughout the pandemic, and how this 
flexibility is already helping them in 2021.

NatWest
As soon as the country went into 
lockdown, NatWest in Manchester 
Piccadilly began offering customers video 
consultations via Zoom. Branch manager 
Corinne Hill said they started well and 
continued to be very popular as Covid-19 
restrictions continued. 

“Customers can book them  
through our app and online banking. They 
tell us what they want to talk about, 
then they’re allocated to a senior 
personal banker (SPB) who 
can go through and do a full 
financial health check,” 
Corinne explained.

“Johnathan is our SPB and 
he did them as part of a pilot 
before they were rolled out to 

NatWest branch  
manager Corinne Hill

As we start the new year – and, for many, 
a new way of doing business – we share some 
of the clever ways our retailers have adapted 
to encourage customers through their doors

Making 
changes

McDonald’s business manager 
Georgiana Moldoveanu



“I think this pandemic has made us 
even more aware of the importance of our 
relationship with customers. We really 
enjoy having them in our restaurant and I 
can see that our customers also appreciate 
us, which is a great motivation.”

Rituals 
Having to close its stores during the 
second lockdown didn’t stop luxury 
cosmetics brand Rituals from looking 
after its customers.

It started offering click and collect 
services – allowing shoppers to order 
online and pick up their products from 
their local store.

The King’s Cross branch was among the 
stores that offered this service, which was 
well received by customers, said manager 
Sherry Fernandez.

She said: “We adapted to offer it and it’s 
gone down really well.”

Rituals also introduced an innovative 
new home delivery service this year, which 
has been particularly popular at King’s 
Cross. Called ‘Endless Aisle’, it allows 
customers to browse in store, select and 
pay for the items they want and then have 
them sent directly to their homes.

Sherry added: “It’s a really great tool, 
especially for people who are travelling 
with their suitcases. It’s very popular 
because it’s so convenient for our 
customers – they don’t have to worry 
about carrying stuff, which can put  
them off buying at a station.”

And with people spending more  
time at home, Sherry has plans to 
bring Rituals directly to customers 
through a series of residential pop-ups. 
These are still in the pipeline but show  
how retailers are continuing to adapt in 
the pandemic. 

all SPBs. They have got that personal 
connection – rather than it being a 
telephone call, they can see a face as well 
as hearing a voice.”

The branch will continue to offer these 
consultations post-Covid-19 to provide 
more choice for customers. Corinne 
added: “It’s giving them that flexibility. A 
customer said recently how great it was. 
They logged off from work and came 
straight to the call and they hadn’t had to 
leave home.”

McDonald’s
McDonald’s at Liverpool Street Station 
was already offering a delivery service via 
Uber Eats before lockdown but took on 
another delivery provider – Just Eat – to 
ensure it could service more customers.

Business manager Georgiana 
Moldoveanu said: “We now have the My 
McDonald’s app, which is basically a 
personal self-ordering kiosk. The customer 
has all the information that they would find 
in the restaurant but on their phone. They 
can see the menu, the product allergen 
information, any news and any promotions.

“It’s contactless so you can have table 
service, or you can order from the train 
and by the time you arrive at the 
restaurant, your food will be ready. This 
helps the restaurant team with the flow of 
guests, and it is also fast and convenient 
for our customers – everybody’s happy.

“It really is a kiosk in your pocket – 
customers can order their favourite meal 
at the touch of button.”

Georgiana believes customers are much 
more confident using technology due to 
the pandemic and can only see interest in 
the app growing in 2021. She also believes 
using tech frees her staff up to concentrate 
on better customer service.
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Rituals manager  
Sherry Fernandez

Rituals now offers an ‘endless 
aisle’ shopping experience

Georgiana believes improved tech 
means better customer service

Has your business introduced 
an innovative new product or 

process? Tell us about it by 
emailing us at spotlight@abcomm.
co.uk or tagging us on Twitter  
@Spotlight_NR

mailto:spotlight%40abcomm.co.uk?subject=
mailto:spotlight%40abcomm.co.uk?subject=
https://twitter.com/Spotlight_NR
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Our journey to 
a greener future
We take a look at the positive changes our 
stations and retailers are making to protect  
our planet in the years to come

We are committed to 
delivering a 
sustainable railway, 
serving the nation with 
the greenest, cleanest 
mass transport. 

A key focus of the Network Rail 
Environmental Sustainability Strategy 
2020-2050 is engaging with retailers and 
contractors to minimise waste and embed 
a circular economy, forming meaningful 
partnerships and sharing resources,  
waste streams and best practice. 

We caught up with some of our  
retail partners on how they’ve put 
sustainability front and centre, from 
recycling to regeneration.
 
Lush
Lush spent much of 2020 working on its 
environmental policy. “Our mission 

statement is ‘We want to leave the world 
lusher than we found it’,” explained 
Earthcare retail lead Rae Stanton. “We’re 
focused on going beyond sustainability 
and looking towards regeneration. We’re 
not perfect but we’re on a journey and we 
want to share what we discover.”

Lush has recently introduced packaging 
innovations including cork shampoo bar 
pots, sourced from a family-run business 
that maintains and regenerates a cork 
forest in Portugal, as well as packaging 
made from UK-grown mycelium fungus. 

“It’s about creating more than you take 
away,” continued Rae. “We wanted to show 
that packaging can be regenerative, not 
just sustainable.”

In 2021, Lush is focused on its zero-
waste goal. For example, while Lush 
currently invites customers to return their 
empty pots for recycling, a scheme 

enabling the return of more Lush 
packaging items will allow increased 
transparency regarding company 
recycling. Lush have seen huge success 
with the plastic pots scheme, 
approximately 40 tonnes of which were 
recycled in 2019 alone. 

This focus on reuse, recycle and 
regenerate is also practised by people 
working across Lush stores and beyond. 
May Simon, Lush Paddington store 
manager, said: “There’s a real sense of 
community in the station amongst 
retailers and hospitality businesses. We 
share ideas, keep each other motivated, 
and it’s not uncommon for us to share 
perishable stock with each other for our 
respective teams to enjoy.”

Lush gives all of its stores the freedom 
to promote its products in whatever way 
they choose. May said of Paddington’s 

Kiehl’s London Bridge store manager 
Samantha Howard during the Vitamin 
Sea litter-picking trip

Lush’s black pots are made from 
100% recycled material

Lush Paddington store  
manager May Simon



store: “In 2021 we have lots of virtual events 
planned on sustainable cosmetics and living 
in general to offer to local businesses and 
schools, which we’re hoping to really focus 
on promoting in the new year.”

Kiehl’s
Kiehl’s skincare brand encourages 
customers to return any skincare packaging 
– not just its own brand – to its stores for 
recycling. A loyalty card system means 
customers who bring back their empties can 
get a discount on Kiehl’s products. 

“We’ve also partnered with UK 
environmental charity Hubbub, and 
donated £35,640 through sales of our 
Limited Edition Rare Earth Deep Pore 
Cleansing Mask to ‘Vitamin Sea’, a new 99% 
recycled plastic boat,” explained Samantha 
Howard, Store Manager at London Bridge. 

“The boat included recycled plastics from 
our brand, which is pretty cool! Vitamin Sea 
also takes businesses and schools on 
litter-picking trips to help clear London’s 
waterways of plastic, which I had the 
pleasure of going on myself.”

One of the store’s most popular 
sustainable products, the jar and label for 
the Rare Earth Mask were designed and 
signed by singer John Legend. “For each 
mask sold, £5 is donated to Hubbub to help 
create environmental campaigns and 
initiatives that inspire people to make 
healthier, greener lifestyle choices,” said 
Samantha.  

Kiehl’s people have also made changes to 
their own practices to be more sustainable 
at work. “We made the switch from 
single-use coffee cups and takeaway 
lunches, to our reusable Kiehl’s cups and 
home cooking instead,” Samantha 
explained. “Some weeks, we even take it in 
turns to cook for each other, to avoid buying 
lunch in single-use plastic packaging.” 
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Working on waste

Greener and cleaner

Our waste management partner 
Interserve is working to achieve 
80 per cent recycling across all 
retail managed stations by the 
end of 2021. 

“Our aim is to work alongside 
retailers and passengers to 
make big steps to reduce the 
amount of waste in stations,” 
said Waste & Environmental 
sector manager Sharon 
Wiley-French. 

“The main focus this year is to 
target the segregation of easily 
captured recyclable items, such as 
cardboard, newspapers and 
plastic bottles through a joined-up 
approach tackling the train 
operator and retailer waste across 

the stations,” Sharon continued. 
This year will see a number 

of initiatives from Interserve 
including an educational 
campaign across stations, 
installing the right equipment  
to segregate waste facility visits 
and an e-learning portal.

“A focus on sustainability helps 
us to make a positive difference 
for our colleagues, customers and 
communities,” Sharon said.

Liverpool Street Station has 
doubled its previous seating 
capacity with new, sleek seating, 
made from 100 per cent FSC-
certified oak and beech wood. 

With legs made from 85 per 
cent recycled steel and feet from 
recycled ocean plastic, the project 
supports Network Rail’s 
Environmental Sustainability 
Strategy. Similar seating has been 
installed at London Bridge, Victoria 
and Paddington.

“As part of our transformation  
of Liverpool Street Station we’re 
building sustainability into the 

brief as much as possible. This is 
something that matters to us, our 
customers and our passengers,” 
said Network Rail’s head of route 
stations, Anglia, Oliver Ross. “A 
huge thanks to the wider station 
team and especially Jon Mills, 
transformation project manager 
for Liverpool Street, for the great 
work on behalf of our passengers.”

The seating is also welcome 
news for many retailers, as  
studies suggest an increase in 
capacity and quality of customer 
seating can help boost sales of 
food and beverages.

New seating at  
Liverpool Street Station

Kielh’s donates £5 to charity Hubbub  
for every Rare Earth Mask sold 
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It’s no doubt 2020 was a difficult year  
for small business owners. For Alicia 
Gilchrist, the key to survival has  
been to adapt her Glasgow cafe to  
the new normal, while never 
compromising on quality. 
CC’s – which stands for coffee and 

cones – offers sweet treats ranging from 
Kinder Bueno real ice cream milkshakes 
to caramel sundaes and fresh hot waffles, 
as well as fresh-pressed coffee and 
savoury snacks. 

Alicia, who runs the business single-
handedly, first opened in April 2019.  
“The archway is next door to one of the 
city’s most popular kebab restaurants. I 
saw a gap in the market for cool, sweet 
treats as the perfect follow-up to a spicy 
kebab,” she said.

Entrepreneur Alicia wanted to a create a 
space where customers could drop in for a 
chat. “I love putting a smile on people’s 
faces. It’s the little things that make a big 
difference – and keep your customers 
coming back.”

The first lockdown was a huge blow for 
CC’s, which was counting on summer ice 
cream sales. “I was really worried,” Alicia 
said, “but Network Rail pausing my rent 
gave me the chance to hold on until we 
could open up again.”

The closure of the nearby High Court 
meant CC’s lost a lot of passing trade, so 
Alicia set to work adapting her business. 
“Initially I opened up at lunchtime just  
for my retail neighbours, who would come 
for coffee every day. But I had to come up 
with a way of reaching people who were 
working from home.

“I set up Just Eat home delivery service. 
It’s worked really well. I invested in very 
high-quality packaging and I put a packet 
of sweets in each order to say thanks to my 
customers.” CC’s now has 38 six-star 
ratings on the platform.

Alicia also installed a serving hatch to 
prevent people coming into the shop. “It 
means I can keep myself and my customers 
safe,” she said. The hatch is adorned with 
fairy lights, and covered with a canopy, to 
create a cosy and inviting atmosphere. 

The change in customer habits also 
meant a change in opening hours. “Now I 
open between 9:45am and 2:30pm, and 
again at 6:30pm to 11pm to catch the night 
market traffic. It’s made a real difference,” 
Alicia said.

Alicia’s New Year’s resolution is to boost 
CC’s social media presence while continuing 
to use the best quality ingredients. “People 
are watching what they spend and they want 
to spend on quality,” Alicia explained. “And 
take pictures of their delicious treats for 
Instagram!

“I’m so grateful to my customers and  
to the other Network Rail kiosk owners. 
Without their support I wouldn’t be able  
to do what I’m doing,” she continued. “We 
all help each other and will continue to do 
so in 2021.” 

Sweet
temptation
Alicia’s flexible approach is 
key to dessert shop’s success

Alicia includes a free packet of  
sweets in each online order

CC’s offers a range of tasty  
ice cream flavours

IN THE SPOTLIGHT     CC’s



P revention is better than 
cure when it comes to 
dealing with crime at 
Britain’s railway stations. 

That is the philosophy 
British Transport Police 

(BTP) officers apply when providing 
support to retailers across the 
Network Rail estate.

Experts like Superintendent Mark 
Cleland (pictured above) work in 
partnership with station communities 
to advise on the best ways to tackle 
and, above all, deter crime. 

In his role as Western Commander, 
Mark provides security across the 
south west of England – from Reading 
to Truro – covering everything from 
the theft of metals and property to 
vehicle and retail crime.

“Together with a regional point of 
contact at Network Rail, we work 
across 20 hub stations, looking at 
what we can do to support retailers at 
those locations,” he said. “Our real 
drive is to try to prevent as much 
crime as possible. We do that through 
our crime teams, station 
commanders, response teams and 
neighbourhood teams.”

BTP’s main preventative strategy 
involves visits to retail premises for 
an assessment of the ways to make 
them safer and more secure.

“We advise putting measures in 
place to make stock less attractive to 
thieves,” said Mark. “This can be done 
by keeping more valuable items 
locked away behind glass or not 
having it by the doors. 

“Equally important is looking at 
ways to prevent threats to lone 
workers who may feel vulnerable, as 
well as advice around social behaviour, 
homelessness and begging.”

Another major aspect of proactive 
crime prevention is the mounting of 
visible patrols at stations – an 
approach that depends heavily on the 
cooperation of retailers. 

“That kind of proactive response is 
intelligence and data driven,” 
explained Mark. “We target our 
resources based on where the 
statistics say crime is happening, so 
it’s really important for crime to be 
reported to us. If we don’t know 
where and when it’s happening, then 
we’re going to go somewhere where 
we do know it’s happening. 

“We always push for retailers in our 
stations to report crimes to us if 
they’re aware of them, because we 

only have limited resources.”
Mark recommends traders contact 

their station commander to arrange a 
visit from the Designing Out Crime 
unit to find out what action they can 
take to protect themselves.

While crime incidents are down 55 
per cent on last year due to reduced 
footfall during the pandemic, 
incidents – most commonly 
shoplifting, threats to staff and 
assaults – obviously do still happen. 

Mark’s tip is to stay aware of what’s 
going on in your business, and always 
report anything suspicious. 

“In an emergency dial 999, but if 
it’s not so urgent phone 0800 40 50 
40, or text us on 61016,” he said. 

“We would rather go to a call where 
there was a mistaken belief and it 
turned out okay than a missed 
opportunity because someone didn’t 
know whether to call the police.” 

Partners 
against crime 
How our friends in the BTP are 
supporting traders across the network

BTP officers work  
across 20 hub stations
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DESTINATION STATION     Leeds

The redevelopment of Leeds station and 
its surrounds means a new vibrant hub 
for the city 

Famous for its rich industrial 
past, Leeds station has been 
very much at the heart of the 
city. Now, with major financial 
investment and substantial 
redevelopment, the station is 

set to take centre stage.
Already the north’s busiest station,  

with more than 31 million people using it 
annually, the station is growing. A new 
platform – Platform Zero – has been built 
to accommodate more trains.

The £161m two-year redevelopment 
project included modernising the station 
entrance with a new transparent roof 
and glazed façade entranceway. The 
ticket gates have also been moved and 
enlarged, new toilets installed and retail 
façades upgraded. 

Station interface manager James Moy 
said: “The concourse is flooded with light 
and it’s much nicer for people to come to 
visit. It’s a stepping stone going forward, 
to making the station and the area around 
it a destination hub.”

“We’re continuing to work with brands 
to maintain an exciting and varied offer for 
customers, with a number of units due to 
be refreshed in the coming year,” added 
retail business partner Gary Hunnam. 
“One of my favourite things about working 
with the retailers in Leeds is how engaging 
they are and this passion translates into a 

great customer experience for passengers 
shopping and dining here.”

The multitude of events held in and 
around the city – such as Leeds Festival 
– in addition to a surge in football crowds
now Leeds United is in the Premier 
League, means the station is set to 
become even busier.

The wheel deal 
Evans Cycles has taken advantage of the 
high footfall after opening opposite the 
station entrance in January 2019. Manager 
Jim Morrell said: “The main draw from 
this location is the fact we are so accessible 
to the station and people commuting. 

“At the beginning of 2019, footfall in the 
morning was a non-stop stream; though if 
the station is quiet, we’re quiet.” 

Happily, with cycling encouraged during 
the pandemic, the company has seen a big 
uptick in sales, particularly online, 
explained Jim. 

And Leeds is a place where cycling is 
big. The city has hosted a stage of the Tour 
de France as well as other major cycling 
events, including the sport’s Road World 
Championships. 

“There are plans around Leeds city 
centre to make space for more cycling.  
A more cyclist-friendly network can only 
help,” Jim added.

His hopes for 2021 are like most 

retailer’s. “The key to our location is the 
commuter market, the city-based worker. 
So we can’t wait for people to come back 
into the city.”

A fresh look
These hopes are echoed by the team at 
Sainsbury’s. Colleagues at the store 
worked throughout the pandemic and  
look forward to busier times. But they 
were able to take some positives from  
the lockdowns, said customer trading 
manager Jack Dearnley.

“We had more chance to chat to the 
people that work in the station as they’re 
the people we saw every day, so we’ve got a 
better relationship because of that.”

The redevelopment work has made 
Leeds feel like a “new station” said Jack, 
and chimes with building projects 
happening across the city – including 

Evans manager  
Jim Morrell

Regeneration
station
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Channel 4 recently relocating its HQ to 
nearby City Square.

He added: “There’s always a project 
happening in Leeds and the atmosphere 
that creates is brilliant. When the new 
station entrance opened it was like a 
gateway into Leeds, showcasing how 
special things are around here.”

This year, Jack and his team will be 
focusing on making the store look even 
better to keep in line with the station’s 
redevelopment. “We want to keep it 
looking modern and fresh for customers,” 
he added.

Cheers to the future
The team at Wetherspoons is looking 
forward to hosting the pub chain’s annual 
events this year – such as its popular 
real-ale and international beer festivals 
– and seeing more people return to the 
station, especially in the summer and for
the football.

Pub manager John Tondeur said: 
“Leeds United going up has been a major 
draw in the last year, especially for the 
pub. When Leeds play well, the pubs 
generally do well.
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John (L) and Daniel (R)  
from Wetherspoons 

Leeds City Station’s new  
glazed façade entranceway 

Sainsbury’s customer trading 
manager Jack Dearnley 

Leeds lowdown

The city began its relationship  
with the railway in 1758, when 
Parliament granted a wagon- 
way to haul coal from Middleton  
to Leeds.

The London North Western and 
North Eastern railways jointly 
opened Leeds New Station in 
1869. As railway traffic increased, 
New station was merged with the 
city’s Wellington station, to create 
Leeds City Station.

Since then, Leeds City Station  
has seen many changes. It was 
completely rebuilt in 1967, when 
nearby Leeds Central Station 
closed, and underwent major 
refurbishment from 1999-2002. 

Sitting below the station are the 
Dark Arches – a network of 
unlined brick arches. The river Aire 
runs beneath and through the 
arches, which have become a 
favourite with Instagrammers as 
well as featuring as a film location. 
The Dark Arches’ name was coined 
by the city’s Victorian residents and 
has stuck to this day.

Leeds Dark Arches

“The August bank holiday/Leeds Festival 
weekend is probably the busiest time of the 
year for us. We always break records.”

Despite the difficulties of 2020, Jack 
thinks the station’s sense of community 
has been strengthened. “The station has 
gone above and beyond to make sure 
everything’s as safe as possible and there’s 
a good sense of people clubbing together 
to support the retailers.” 



 

 

This is not just any station retailer; this is a 
Marks and Spencer retailer… with 20 years’ 
experience serving customers in London’s 
busiest travel hubs.

If there was an advert for working in 
station retail, then it would be M&S Simply 

Food store manager Ali Mehmood.
Ali joined the SSP team that operates M&S Simply 

Food in June 2001 and over the years he’s worked at 
Waterloo, St Pancras and Cannon Street stations 
before joining Liverpool Street 11 years ago.

During that time, he’s served politicians and pop 
stars – from Nick Clegg, when he was deputy Prime 
Minister, to former Spice Girl turned fashion designer 
Victoria Beckham.

There’s never a dull moment, according to Ali, who 
enjoys the buzz of working in a station.

“Meeting new people, and the busy station 
environment are the most enjoyable parts of my job. 
No two days are the same,” he said.

And he’s seen significant changes over the years. 
“Our stations have transformed both in commuters’ 
expectations and also services available. They are not 
just travel points any more, they have actually grown 
into an industry under the travel sector. The stations 
have become more versatile, offering food and 
convenience as part of the daily commute.”

Plus, he likes the added community feel that comes 
with working in a station. “Over the years we have 
achieved a great sense of community within our 
station. The station management team and initiatives 
taken by Network Rail have helped bring retailers 
together. Quarterly tenants’ meetings are a great 
platform to meet people from every unit trading within 
the station.”

“For me, the best and most memorable time of the 
year is during Poppy collection events in November. 
Performances by our army band divisions and 
collection by our troops within our stations adds a huge 
sense pride. It’s a very unique experience.”

He’d recommend working in a station to anyone who 
likes to be in a busy environment.

“Aside from the short-term difficulties we’re currently 
experiencing, it’s a growing sector for anyone 
considering their long-term prospects. With our high 
street suffering under tough trading conditions, I 
believe the station trading sector will maintain and 
achieve further growth over the coming years once we 
are back to normal, post-Covid-19.” 

Don’t forget to follow us 
@Spotlight_NR for all things 
station retail!

Ali celebrates 20 years of 
customer service

Simply the best

https://twitter.com/Spotlight_NR



