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Welcome
It’s June and officially the 
start of the Great British 
summer. And what a summer 
it promises to be, as the 
country emerges from the 
rollercoaster of the last 15 
months and we look to get 
back to living life again.

  Our stations will play a 
massive role in enabling our 
communities to recover, change 
and come together as our cities 
reopen. In this issue you can 
read about how we’re working to boost customer numbers across 
all our managed stations through our retail recovery campaign. 

The summer also brings major events to our stations again, 
as delayed UEFA European football championship games are 
hosted in London and Scotland, bringing two stations dear to 
me, Euston and Glasgow Central, into focus.

Staying in Glasgow, I would like to congratulate Lynn 
Dodds and her team at Smart’s Barber Shop for 20 years 
trading under the Hielanman’s Umbrella at Central Station. A 
tremendous achievement and who would have thought when I 
was a customer 15 years or so ago that I would get to say that?

This issue will highlight some of the positive change 
amongst retailers and Network Rail stations and I am 
incredibly optimistic about what the future holds... and not 
just for Scotland at the Euros!

 
Emyl Lewicki 
Retail Business Partner – Birmingham New St, Euston,  
Liverpool Lime Street & Manchester Piccadilly

Emyl is the Retail Business Partner 
for the North West & Central Region. 
Emyl’s background is in retail and 
rail station management. Having 

joined Network Rail in March 2020, 
he ensures station retail operations 
run smoothly and helps to provide a 
great experience for customers.

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 Emyl:  
Emyl.Lewicki@networkrail.co.uk

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

T W E E T  O U T

Congratulations to our spring competition 
winner, Rachel Perkins, who received a 
£100 Oliver Bonas voucher. Check out 
the competition opposite, where you 
could win a £100 FatFace gift card!
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If you’re planning to go paperless, you can 
opt out of receiving a printed copy of 
Spotlight by emailing:  
marketingenquiries@networkrail.co.uk 

Remember, you can still catch up with all the 
latest Spotlight news and views online at
https://www.networkrail.co.uk/industry-and-
commercial/network-rail-property/
retail-and-commercial-estate-news

http://www.networkrail.co.uk/property
mailto:Emyl.Lewicki%40networkrail.co.uk?subject=
mailto:marketingenquiries%40networkrail.co.uk?subject=
https://www.networkrail.co.uk/industry-and-commercial/network-rail-property/retail-and-commercial-estate-news
https://www.networkrail.co.uk/industry-and-commercial/network-rail-property/retail-and-commercial-estate-news
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COMPETITION!

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

N E T W O R K  R A I L  W I F I  I N  N U M B E R S

stations now 
with live WiFi 

8 1M+69,270 11.38TB

users across  
all stations

data consumed  
across stations 

WiFi connections

Bloomin’ marvellous

Latest arrivals

As part of the Network Rail Build Back Better 
campaign, colleagues at Manchester 
Piccadilly station brightened up the forecourt 
in support of Manchester Flower Show, which 
took place on 29 May to 6 June.

 In preparation for the show – billed as the 
city’s first re-opening event of 2021 – station 
control assistant Claire Fogg volunteered to 
help source colourful blooms for the planters 
along Station Approach.

“Station Approach is the main route from 
the town centre to the station, so more 
colourful flowers make the station much 
more inviting to customers shopping and 

working in the area,” she said.
Alongside the works delivery team, Claire 

filled the once drab planters with colourful 
flowers such a geraniums, lobelia, dahlias, 
begonias, pansies and lilies. 

“It looks really beautiful now. It’s important 
we show our support for our city by taking part 
in events like the Flower Show,” Claire said.

The works delivery team has also 
repainted the benches in the station’s picnic 
area, aptly named ‘Manchester Picnicadilly’. 

Customers are encouraged to come and 
sit in the sun to enjoy an al fresco lunch 
during the summer months.

Clothing and accessories brand 
FatFace opened a new branch on 
the Western Arcade at London 
Bridge station last month.

The new unit marks the 55th 
trading store at London Bridge, 
testament to the marked 
success of the station’s 
ever-growing retail portfolio.

“We are delighted to have 
opened the store,” said area 
manager Chrissie Wood-Unwins. 
“We can’t wait for the customers 
to come and visit us at London 
Bridge station.”

Over in the north-west of the 
capital, London Paddington 
station welcomed two new stores 
in early June to Platform 1. 

A prominent member of our 
retail mix, fashion, jewellery, 
homeware and gifts store Oliver 
Bonas is centrally located, nearby 
the information desk. 

And, next door, a new store for 
growing brand Flying Coffee Bean, 
which specialises in bringing 
speciality coffee to the travel 
network is opening 28 June. 
(Check out our story on page 12). 

MANCHESTER PICCADILLY ADDS SPECIAL TOUCHES TO SUPPORT  
THE CITY’S FLOWER SHOW

NEW STORES OPEN AT LONDON BRIDGE AND LONDON PADDINGTON
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(Data applicable to April 2021)
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This new support plan is made up of 
three workstreams:

• Reopen: processes and procedures to 
help retail stores open again

• Restore: a two-year financial support 
plan for our retailers 

• Revive and Reimagine: a long-term 
plan for our 19 managed stations 
based on research into emerging 
trends and behaviours 

It’s good to be back 

This summer we are celebrating the 
return of passengers and getting back to 
the things we all enjoy. 

Our retail recovery campaign, ‘It’s good 
to be back’, launches on the 19 July in line 
with our nationwide safety 
communications and the government’s 
roadmap out of lockdown. 

IN FOCUS     Recovery plan

Back
with a
bang!
Our retail recovery 
plan to boost customer 
numbers and sales

Picture taken pre-Covid-19 

Pictures taken pre-Covid-19 
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Throughout the Covid-19 
pandemic, we’ve been 
supporting our station 
retailers as much as possible 
with rent relief and have 
introduced a remobilisation 

strategy to help them reopen as 
efficiently as possible.

This support has helped many of our 
partners get through this challenging 
time, but we know it’s vital that as 
lockdown measures ease, we continue to 
help our retailers while passenger 
numbers return – and do everything we 
can to encourage customers back through 
our doors. 

That’s why we’ve agreed a Retail 
Recovery Plan, which takes into account 
both the immediate impact of Covid-19 on 
our 140 retailers and commercial partners, 
as well as the longer-term effects on 
customer behaviour.  

We’re celebrating the return of 

passengers and shoppers



A welcome return

When Kiehl’s opened all of its 
stores again on 12 April, it 
implemented new services and 
measures to ensure Kiehl’s 
Customer Representatives 
(KCRs) can continue to offer the 
expert skincare advice the 
brand is renowned for, while 
remaining Covid-safe. 

Rigorous health and safety 
processes mean customers can 
now test Kiehl’s luxury products 
in-store and book consultations for 
personalised skin treatments with 
a KCR. 

“We really focus on KCRs having 
meaningful contact with 
customers, providing warm, 
welcome advice,” said Will Britto, 
store manager at King’s Cross. 

The brand has also introduced a 
same-day delivery service for 
orders placed within five miles of 
any Kiehl’s store.* 

“It’s a fantastic service, like 
UberEats for skincare,” explained 
Riccardo Montalti, Kiehl’s Retail & 
Education Executive. “We know 
there is a big community around 
stations so the teams are working 
hard to make those local 
connections.” 

“Our team is so happy to be able 
to have these relationships with our 
customers again,” Will continued. 
“Every day we receive feedback 
from customers on how happy they 
are to see us back in store.”

(*with a £50 minimum spend)

Colleagues are continuing 
to offer consultations

We want to work with retailers to 
understand where there might be 
opportunities to promote new 
products, sales and incentives. 
Get in touch by emailing:  
marketingenquires@networkrail.co.uk

Teams are happy 
to be back

Products can now be  
delivered same day
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A mix of exciting events and 
advertising across our stations will help 
build excitement for new and returning 
customers. 

The campaign includes: 

• Experiential events across seven 
flagship stations, with sampling and 
retail promotions 

• JCDecaux digital advertising 
• Ticket barrier advertising 
• Targeted online adverts to customers 

near the stations 
• A social media campaign 
• National press 

To develop the campaign, we asked 
customers how they feel about the prospect 
of returning to a more normal way of life: 
they said they’re excited to shop, travel and 
socialise. When shown various creative 
routes, 27% of the general public said 
illustrations would inspire them to shop, 
eat and drink in a station. 

“The campaign creative therefore uses 
bright and colourful designs to celebrate all 
of the fantastic retail available across the 
station portfolio,” explained senior 
marketing manager Emily Papworth. 

“The designs, by illustrator Michael 
Parkins (www.parkinparkin.com), remind 
our customers how fantastic it is to get 
back to all the things we have missed.”

The campaign looks to attract customers 
from the local community as well as regular 
station users, and is adapted to suit each 
station’s retail mix. 

Look out for upcoming promotions, 
giveaways and other marketing events at 
your station in the coming weeks.

For up-to-date news, visit our website 
and check out our retail directory via 
networkrail.co.uk/shop-eat-meet . 

mailto:marketingenquires%40networkrail.co.uk?subject=
http://networkrail.co.uk/shop-eat-meet


Euan Robb has twice as many 
reasons to look forward to 
football crowds coming to 
Glasgow, due to being sales 
manager at two concourse 
businesses: Gordon Street Coffee 
and Alston Bar and Beef.

“In normal times we get fans 
come into Alston for a gin or a pint 
on match days,” he said. “We 
usually see a pickup in business, 
so we’re hoping to get diners in for 
a steak, pre- or post-match. 

“The coffee shop will definitely 
get plenty of people grabbing a 
Glasgow Roast latte and a cake or 
a croissant to take away. 

“It’s going to be great for 
Glasgow to host some matches. 
It was fantastic when Hampden 
hosted the Champions League 
final in 2002, and the 2014 
Commonwealth Games was 
amazing for businesses. The 
Australian athletic team 
became regular customers at 
Gordon Street Coffee, which 
was a real coup.”

Krispy Kreme at 
Glasgow Central will be 
welcoming fans with 
discounted doughnuts so 
long as they’re wearing a 
football shirt. 

Store manager 
Amanda Simpson said: 
“We get a big increase in 
customers if there’s 
anything on at Hampden 
Park – the same when 
there’s a game at Ibrox 
or Parkhead. Before the 
pandemic, we’d always 
keep an eye out for when 
the football was on so we 
were ready for it.

“We’re a ‘grab and go’ 
place where you can get 
things quickly before or 
after the game, so we’re 
currently forecasting 
how many doughnuts 
we’re going to need over 
the next few weeks.

“I’m really looking 
forward to it.”

EVENTS     Football fever

The big kick-off
Station families hope Euro 2020 will  
mark a return to prosperity

Station communities in 
Glasgow and King’s Cross are 
gearing up for the nation’s 
first big post-lockdown event 
when the 2020 Euros kicks  
off  this month. 

With four matches at Hampden Park 
and eight at Wembley, both stations are 
expecting high numbers of supporters, 
and retailers are hoping to capitalise on 
the opportunity. 

Glasgow Central station manager Drew 
Burns has spent  months preparing a 
station plan for the tournament, 
featuring queuing facilities that comply 
with social distancing. 

“Hampden Park is allowing 14,000 fans 
in, plus there will be a fanzone for 3,000 
people at nearby Glasgow Green, so we 
need to be ready,” he said.

“We’ve been in discussion with the train 
operating companies, city council and 
event organisers to make sure we know 
what to expect.”

And it’s not just fans coming into the city 
that Drew and his team need to be aware of.

“We’ve heard there will be 10,000 
members of Scotland’s ‘Tartan Army’ 
travelling to London for the England match 
on 18 June,” said Drew. “London had better 
be aware!”

The Glasgow team is also planning to 
offer  retailers space on the concourse to 
promote their businesses throughout the 
Euros, with UEFA-branded decorations 
brightening the surroundings. 

“We’re hoping to generate a bit of 
excitement and entertainment – and 
hopefully at last put a smile on people’s 
faces,” added Drew.  

Krispy Kreme store 
manager Amanda Simpson

Gordon St Coffee 
cheers on Scotland
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As a huge football fan, Chris Pearson 
– general manager at The Parcel 
Yard at King’s Cross – can’t wait for 
fans to visit his pub on their way to 
and from Wembley. 

The Arsenal supporter will be 
setting up ‘Euros-only zones’ for the 
duration of the tournament, complete 
with TVs and banners. 

“A lot of fans pass through 
King’s Cross for Wembley, 
especially if they’re coming from 
up north,” he said. 

“It’s a really good location because 
you can get back here after the 
game, have a few pints while 
watching a match on TV and know 
you’re not going to miss your train.

“I can’t wait for the Euros. It’s 
injecting some life at the perfect time 
after being closed for so long.”

Parcel Yard general 
manager Chris Pearson

Chris’ 
predictions:

How will 
England do?
“I hope we’ll go to the final, but 
my expectation is the semis.”

Who will win the title?
“Belgium will certainly go a 
long way, and you can never 
write off France.”

Favourite England player?
“I’m not allowed to say Harry 
Kane, because of my Arsenal 
connection! I’m hoping for a 
big tournament from Jack 
Grealish of Aston Villa.”

Euan’s 
predictions:

How will 
Scotland do?
“Hopefully we’ll win a game 
or two. Obviously the 
England game will be the 
biggest – it would be great 
to beat them for the first 
time in a while. I’m forever 
the optimist!”

Who will win the title?
“Probably France.”

Favourite Scotland player?
“Billy Gilmour at Chelsea is 
doing well and it’s great to 
see he’s been picked for 
Scotland for the first time.”

Amanda’s 
predictions:

How will 
Scotland do?
“Nobody’s expecting us to do 
amazingly well, but as long as 
we compete and do the best 
we can, that would be a big 
positive. Getting to the next 
stage would be amazing.”

Who will win the title?
“I always do the sweepstake 
and manage to pick 
someone who gets kicked 
out at the start. 
I’ll wait and see 
how it goes.”

Favourite Scotland player?
“I support Leeds United, so 
I’m hoping our captain 
Liam Cooper will get a 
game. I like QPR forward 
Lyndon Dykes too.”
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Anational rollout of charging 
points for electric vehicles 
across all our major stations 
has kickstarted at Leeds City 
Station Multi-Storey Car Park.

Following improvement 
works, the car park reopened on 1 June 
with 56 electric vehicle charging points 
(EVCPs), including in six disabled bays. 

The points provide enough power for 
customers to charge their cars within as 
little as two hours, meaning passengers can 
now re-charge their car while they travel by 
train across our network.

“We’re really happy to be able to be 
the first to roll out the project on behalf 
of Network Rail,” said station interface 
manager James Moy. “Our customers 
can now arrive at the station in their 
electric car and travel on electric trains 
to their destination.”

The EVCPs are marked with green 
parking bays. Passengers pay for what they 
need quickly and easily via the APCOA 
parking app. 

The integrated system means the cost of 
parking and electric charging is combined 
into a single payment, making it easy and 

Watt an improvement!
Rollout of electric vehicle charging points begins 

10%
of Network Rail car parking 

spaces electric by March 2024

7-22 kWh
power generated per EVCP

6.5m
electric vehicles on the  

road by 2030

working towards delivering a low-
emission railway is a key part of 
the strategy. 

“We hope that by providing affordable, 
efficient and reliable charging points we can 
encourage more electric vehicles onto the 
road and help promote healthier air in and 
around our stations,” she said.

The rollout of EVCPs across our owned 
and leased car parks supports the UK 
government’s plan to ban the registration 
and sale of petrol and diesel vehicles by 
2030 – a significant step towards reaching 
carbon neutrality by 2050.

To read more about our Environmental 
Sustainability Strategy, go to tinyurl.com/
NREnvironmentalStrategy 

EVCPs at Leeds

Gary Hunnam (L) and signage at Leeds (above)

INSIGHT     Sustainability
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convenient for customers.
“Travelling by train is one of the most 

sustainable ways to travel and we want to 
make it as easy as possible for passengers,” 
said retail business partner Gary Hunnam. 

Station retail brands are also taking 
great strides forward with the 
environmental agenda, from Boots 
switching to paper carrier bags to pub 
chain JD Wetherspoon moving to eradicate 
single-use plastics. 

“I am so proud that Leeds City station is 
leading the way by introducing these 
state-of-the-art facilities,” Gary continued. 
“This shows we’re truly thinking about the 
whole concept of sustainable travel, 
beyond train travel, and integrating with 
the community.”

As part of the wider Environmental 
Sustainability Strategy, Network Rail is 

committed to installing EVCPs 
across ten per cent of car 
parking spaces at our 
managed car parks by 
March 2024. The 
charging points will all be 
powered by guaranteed 
renewable energy.

Network Rail’s chief 
environment and 

sustainability 
officer Jo 
Lewington 

explained 
that 

https://www.networkrail.co.uk/wp-content/uploads/2020/09/NR-Environmental-Strategy-FINAL-web.pdf
https://www.networkrail.co.uk/wp-content/uploads/2020/09/NR-Environmental-Strategy-FINAL-web.pdf


o established is Smart’s 
Barber Shop, located on 
the edge of Glasgow’s 
financial district, that it’s 
come to be known by 
locals as ‘The Barbers 

Under the Bridge’. 
The name has stuck, with the shop 

even rebranding a few years ago to 
incorporate the slogan on their website 
and hair products.

“The shop has been here since 
November 2001 and when people are 
recommending us, they always say, ‘It’s 
the barbers under the bridge’, so we 
thought, why not use that?” explained 
manager Lynn Dodds, who’s been with 
the barbers since it opened. 

While Covid-19 has shifted the focus 
away from weekday workers coming in on 
their breaks, the shop still has a loyal 
customer base coming in from all over 
the city. “We’re known as an independent, 
traditional barber shop, offering a 
good-quality hair cut for a good price,” 
said Lynn.

The team of five professionals pride 
themselves on their friendly, down-to-
earth approach – a point of difference in a 

market that’s been saturated with 
hipster-style barber shops in recent years.

“Lots of our younger customers say 
they’ve gone to other barbers that are 
very showy and didn’t like it. They want 
to know they’re getting a good hair cut by 
people who’ve been doing this for a long 
time,” Lynn continued. 

While customers coming to Smart’s 
Barber Shop are of all ages, one thing’s 
for sure: they’ll be back. Lynn 
commented: “Children that we used to lift 
up onto the chair are now adults, and 
they’re still coming to us for a haircut 
today, sometimes bringing their own 
children in!”

Offering haircuts for men and women, 
the shop also has a range of styling 
products, from salt spray to wax, all 
branded with their unique nickname. 
Lynn says they’re really popular, but a firm 
favourite among customers is a rather 
special bit of kit: a vacuum. “It just means 
customers don’t leave with little hairs all 
over them, which they really appreciate.”

Previously a walk-in, Smart Barber 
Shop has now changed to an 
appointment-only system, in line with 
government requirements. 

“Our customers are saying ‘don’t go 
back to queueing!’ They like that they can 
book online and choose the person they 
want to cut their hair.”

Lynn and her team also personally 
telephone their older clientele, who may 
not be as proficient with online booking 
systems, to ensure they can reserve an 
appointment – testament to their 
personable approach.

Being located under the railway bridge 
for so long also means Smart’s Barber 
Shop has a close connection with the 
other businesses on the street.

“It’s a really friendly community,” said 
Lynn. “We all look out for one another 
and help each other out.” 

S

Lynn is an 
expert barber

Manager Lynn Dodds
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Glasgow barbers celebrates
20 years in the business

Hair to stay



With staycations proving 
popular this summer, 
Reading station is set to 
be awash with 
holidaymakers, who can 
reach any UK 

destination from its platforms. But, having 
been named ‘2020 Major Station of the 
Year’, the stylish hub is set to be a 
destination in its own right. 

And it’s not hard to spot why: on the 
grand staircase, renowned for its 
impressive artworks, an enormous blue 
heart vinyl reads ‘Thank you NHS’, and 
over on the transfer deck, a history wall 
celebrates the station’s growth over 
almost two centuries. Meanwhile, the 
escalator wraps remind passengers to 
keep a safe distance. 

The station has also scooped a rather 
unique award: “We won Loo of the Year 2020 
for our recently refurbished Brunel toilets, 
and were awarded Platinum status for 2021,” 
explained station manager Andy Phillips.

Heading for 
Reading

Refurbished station steals the show this summer
The station is also keen on going 

green. “Outside, we’re planting and 
maintaining trees,” Andy continued. 
“In the car park, we’ve installed electric 
vehicle charging points and a secure 
bicycle bay parking area.”

“Reading station is really special, as it 
combines both the old and the new,” said 
retail business partner Daniel Thompson. 
“We have great relationships with everyone 
who works here, but it’s our retailers who 
make it such a vibrant experience for 
passengers.”

A Chocolat cheers
On the overbridge, purveyor of luxury 
sweet treats (and more), Hotel Chocolat is 
enticing customers with a range of 
summer goodies. 

“Some people still aren’t comfortable 
travelling, so we’re encouraging customers 
to enjoy our products in 
their gardens,” explained store manager 
Jody Orchard.

“We’ve launched two new fruity gins 
and, with any alcohol sale, we’re giving 
away cocktail recipes printed on seed 
paper, which can be planted and will bloom 
into flowers.” 

To keep cool, the brand’s Better 
Chilled offering boasts a range of 
chocolates that taste good straight from 
the fridge. All the flavours are specially 
paired with the Hotel Chocolat gin range 
for a taste sensation.

Special touches like this mean some 
customers return several times a week. 
Jody said: “They’ve become more like 
friends than customers.” 

For Jody, that friendly atmosphere 
extends across the station and its staff. “It’s 
a really tight-knit, family vibe.”

Community core
Boots in Brunel Arcade, which has a 
pharmacy as well as a retail offering, has 
been at the heart of the community 
throughout the pandemic.

“Lots of customers have moved their 
prescription pick-up location to our  
store. They don’t want to queue in  
busier shopping areas when they can come 
here,” explained store manager Alice Evans.

In line with the government’s Covid-19 
response, the unit also offers a GP referral 
service for any patients needing emergency 
medication.    

Alice says being open from 6am-8pm 
Monday to Friday is a lifeline for those 

The grand staircase

Luke Read at Hotel Chocolat 
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extends across the station and its staff. “It’s 
a really tight-knit, family vibe.”

Community core
Boots in Brunel Arcade, which has a 
pharmacy as well as a retail offering, has 
been at the heart of the community 
throughout the pandemic.

“Lots of customers have moved their 
prescription pick-up location to our  
store. They don’t want to queue in  
busier shopping areas when they can come 
here,” explained store manager Alice Evans.

In line with the government’s Covid-19 
response, the unit also offers a GP referral 
service for any patients needing emergency 
medication.    

Alice says being open from 6am-8pm 
Monday to Friday is a lifeline for those 

still travelling to and from work. “People 
often pop by in the evenings to pick up 
their prescriptions,” she said.

But it’s the Boots meal deal which is 
the most popular product on offer. “At 
£3.29, it’s the best deal on the high street, 
and there are 1,000 combinations to 
choose from,” Alice said.

And, as the weather warms up, 
products most in demand include bottles 
of water, blister plasters and pocket-sized 
sun cream. “If it’s a sunny Saturday, we 
sell out!” 

History with a twist
The stunning Three Guineas pub, taken 
over by Fuller’s in 2015, stands in what used 
to be the old station ticket hall. 

The impressive décor incorporates lots 
of original features as well as creating 
some new ones – such the cosy Firefly 
Cellar bar, named after one of the first 
steam locomotives. 

The team serve coffee and pastries from 
a platform hatch in the mornings, before 
opening the doors at midday.  
“We see commuters, office workers, 

regulars and shoppers coming in here,” 
said manager Kim Bibby.

When fully open, the Grade II listed 
building draws in the summer crowds by 
screening events including the UEFA 
European Championship, the Six Nations 
Rugby and Royal Ascot – not to mention 
catering for those headed to Reading 
Festival each August. 

Outside, an enormous seating area can 
accommodate up to 200 customers, which 
meant it was all hands on deck when pubs 
were allowed to reopen in April. 

“It’s been really busy,” said Kim. 
“Everyone’s keen to get back out, 
socialise and have a drink. It’s so nice to 
meet different people.” 

Ally Tagg-Dammers 
at The Three Guineas

Store manager Alice Evans at Boots
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The bold decision to open two new station 
outlets during the pandemic is paying off for a 
high-quality coffee chain. 

Flying Coffee Bean (FCB) Coffee branches at 
London Bridge and Paddington have been 
attracting discerning customers, with the 

brand’s small-batch guest roasts being a big hit since the 
units opened last December and in late June, respectively.  

Founder Barny Clevely believes the change in commuting 
patterns has played a large part in that success. 

“Our objective is to bring seriously good, fresh, speciality 
coffee to the travel network,” he said. “Our single-origin 
beans are roasted on a Monday and on sale seven days 
later, with a four-week shelf life.

“I’m a great believer that, if you have a great product, 
customers who want the best will seek it out. The only time 
they don’t is when they run out of time. 

“Now people don’t have to be in the office for 9am, the 
rush-hour is gone, and that’s good news for us, because 
we don’t reach saturation point where people walk away 
because we can’t serve them fast enough.”

Barny began FCB Coffee while portraying “the world’s 
worst detective” Will Davies on TV soap Hollyoaks in 2007. 

He then quit acting to build a chain of station outlets 
across the south east, operating at six non-Network Rail 
sites, plus Guildford, before the recent expansion to major 
station hubs.

“We always try to make our shops look cool, but they’ve 
got to be welcoming to all types of people,” said Barny. 
“Paddington is used by long-haul people, so there’s quite a 

long average dwell time; as people want to sit and meet 
friends before they travel, it has to be comfortable. 

“Network Rail was looking for a speciality coffee 
offering to give more choice in the station, and we’re very 
pleased to have opened there just as things began to 
improve for us all.”

At London Bridge, store manager David Dempsey has 
found a lot of optimism among customers and traders, 
despite some tough times.

“We opened on 10 December 2020 and then everyone 
went home for Christmas and couldn’t venture far from 
home during lockdown,” he said. “It’s meant we’ve met a 
lot of local people and have quite a few regulars now. 

“We’ve also had time to make friends around the 
station. People really look out for each other here.” 

Back to the daily grind 

Follow us @Spotlight_NR 
for all things station retail!

@FCBCoffee

Business is brewing up nicely
for specialists FCB Coffee

https://twitter.com/spotlight_nr?lang=en
https://www.facebook.com/FCBCoffee/
https://twitter.com/fcbcoffee?lang=en
https://www.instagram.com/fcbcoffee/?hl=en
https://twitter.com/spotlight_nr?lang=en
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