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Legacy Business Registry  

Case Report 
HEARING DATE: FEBRUARY 6, 2019 

* This report provides recommendations for four (4) Legacy Business applications. * 
 
Filing Date: January 10, 2019 
Case No.: 2019-000639LBR 
Business Name: Armstrong Carpet & Linoleum Company 
Business Address: 369 West Portal Avenue 
Zoning: NCD (West Portal Avenue Neighborhood Commercial) Zoning District 

26-X Height and Bulk District 
Block/Lot: 3012/016 
Applicant:  Liam Caldwell, Owner 
 369 West Portal Avenue 
 San Francisco, CA 94127 
Nominated By: Supervisor Norman Yee, District 7 
Staff Contact: Shelley Caltagirone - (415) 558-6625 

shelley.caltagirone@sfgov.org 
Reviewed By: Tim Frye – (415) 575-6822 

tim.frye@sfgov.org 
 

BUSINESS DESCRIPTION 

Armstrong Carpet and Linoleum Company (“Armstrong Carpet” or “ACLC”) is a family-owned flooring 
company that was established in 1946. ACLC first opened at 2123 Fillmore Street. The founder, Chuck 
Armstrong, started the business upon completion of his service in World War II. ACLC expanded and 
Armstrong enlisted partner Willis Zing. Later, Louis Cohen joined the partnership as the company 
evolved and prospered. The relocation of the business to 626 Clement Street in 1956, after a brief two-year 
stop at 406 Clement, created a flooring destination in the Richmond district of San Francisco. 

John and Theresa Petrini became the owners of ACLC in 1969, after John finished his tenure as an 
installer. Steve Balestrieri began working for his father-in-law John in 1974, and took the helm of ACLC in 
1991, partnering with his wife Anna Marie Balestrieri. In 1996, Liam Caldwell began working as an 
understudy at a California carpet king. After graduating from Humboldt State University in 2002, Liam 
returned to Armstrong Carpet fulltime coinciding with ACLC moving to its present resting place at 369 
West Portal Avenue. 

In 2017, Liam and Steve and Anna Marie entered into partnership as owners of Armstrong Carpet and 
Linoleum. Today, ACLC is stewarded by Liam Caldwell and Steve Balestrieri and Anna Marie Balestrieri 
- sons and daughter of San Francisco – who continued the tradition of licensed flooring contracting 
serving the San Francisco Bay Area. The partners share over 64 years of local flooring knowledge and 
expertise, as well as fastidious dedication to expertise in all surface flooring and window covering, and 
the attention to detail within the customer experience. 
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The business is located between 14th and 15th Avenues on the south side of West Portal Avenue in the 
West Portal neighborhood.  It is within a NCD (West Portal Avenue Neighborhood Commercial) Zoning 
District and within a 26-X Height and Bulk District.  

 
STAFF ANALYSIS 
Review Criteria 

1. When was business founded?   

The business was founded in 1946.  

2. Does the business qualify for listing on the Legacy Business Registry? If so, how? 

Yes. Armstrong Carpet and Linoleum Company qualifies for listing on the Legacy Business 
Registry because it meets all of the eligibility Criteria: 

i. Armstrong Carpet and Linoleum Company has operated continuously in San 
Francisco for 73 years. 

ii. Armstrong Carpet and Linoleum Company has contributed to the history and 
identity of West Portal and San Francisco.  

iii. Armstrong Carpet and Linoleum Company is committed to maintaining the physical 
features, craft, art form and traditions that define the business. 

3. Is the business associated with a culturally significant art/craft/cuisine/tradition?  

Yes. The business is associated with the craft of floor installation.  

4. Is the business or its building associated with significant events, persons, and/or architecture? 

No. The Department has no information related to potential historical associations with 
significant events, persons, or architecture. 
 

5. Is the property associated with the business listed on a local, state, or federal historic resource registry?   

No. The property has a Planning Department Historic Resource status of “B” (Properties 
Requiring Further Consultation and Review) due to its age as the building was constructed in 
1951.  

6. Is the business mentioned in a local historic context statement?   

No.  

7. Has the business been cited in published literature, newspapers, journals, etc.? 

Yes. The business was included in Hardware Mutuals Insurance Company’s “Underscore” 
publication for the education of insurance underwriting in May-June 1957.  

Physical Features or Traditions that Define the Business 

Location(s) associated with the business: 
• 369 West Portal Avenue 
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Recommended by Applicant 
• Neon sign 
• Custom flooring and window covering installations  
• Leadership in training and industry standards 
• Excellent customer service 
• Safe, flexible, and responsible work environment 

 
Additional Recommended by Staff 

• None  
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Filing Date: January 10, 2019 
Case No.: 2019-000701LBR 
Business Name: New World Market 
Business Address: 5641 Geary Blvd. 
Zoning: NC-3 (Neighborhood Commercial, Moderate Scale) Zoning District 

40-X Height and Bulk District 
Block/Lot: 1524/037 
Applicant:  Boris Fudym, CFO 
 5641 Geary Blvd. 
 San Francisco, CA 94121 
Nominated By: Supervisor Sandra Lee Fewer, District 1 
Staff Contact: Shelley Caltagirone - (415) 558-6625 

shelley.caltagirone@sfgov.org 
Reviewed By: Tim Frye – (415) 575-6822 

tim.frye@sfgov.org 
 

BUSINESS DESCRIPTION 

New World Market is an international grocer, delicatessen, and meat market specializing in traditional 
Slavic and Central Asian food and beverages that was established in November 1982 by Mikhail and 
Nonna Sukhovitsky, a married couple from the former Soviet Union. The market provides quality 
grocery products and freshly made food from across Europe and the world to the community of Little 
Russia in the Richmond District and all of San Francisco. Products include fresh Russian pastries filled 
with sweet fruits and/or cottage cheese, eggplant and mushroom salads, fresh rye bread and meat dishes 
(such as chicken Kiev, traditional Azerbaijani kebabs, house-made borscht and many others) that have 
been staples of Eastern European and Central Asian cuisine since the time of the Tsars. The products sold 
at New World Market are meant to preserve the culinary tradition of the Russian and Eastern European 
communities as well as give people who may not be familiar with this cuisine an opportunity to 
experience a relatively obscure culinary culture. 

In 2000, New World Market moved from its original location at 2051 Balboa Street to 5641 Geary 
Boulevard. The new space enabled the market to continue serving the community while expanding its 
offerings to include a wider selection of products and food. In 2015, the Sukhovitskys sold New World 
Market to Boris, Leon and Zina Fudym. Boris and Leon are cousins, and Leon and Zina are spouses. 

The new owners have given a new face to New World Market. They renovated the space, putting in new 
hardwood flooring and new equipment, upgrading the kitchen appliances and repainting the interior 
while still maintaining the traditional look and feel of the store. The new owners started preparing and 
smoking fresh salami in house and have widened the variety of fresh goods and produce. Some of these 
new products include wines from the Caucasus region and various cheese products from countries such 
as Latvia and Lithuania, reputed in Eastern Europe for producing some of the best dairy products 
available. New World Market is one of only four Russian-speaking-owned grocery businesses in all of 
San Francisco.  

The business is located between 20th and 21st avenues on the south side of Geary Boulevard in the Outer 
Richmond neighborhood.  It is within a NC-3 (Neighborhood Commercial, Moderate Scale) Zoning 



Legacy Business Registry  Multiple Cases  
February 6, 2019 Hearing  Multiple Locations 

 5 

District and within a 40-X Height and Bulk District.  

 
STAFF ANALYSIS 
Review Criteria 

1. When was business founded?   

The business was founded in 1982.  

2. Does the business qualify for listing on the Legacy Business Registry? If so, how? 

Yes. New World Market qualifies for listing on the Legacy Business Registry because it meets all 
of the eligibility Criteria: 

i. New World Market has operated continuously in San Francisco for 37 years. 

ii. New World Market has contributed to the history and identity of the Richmond 
neighborhood and San Francisco.  

iii. New World Market is committed to maintaining the physical features, craft, art form 
and traditions that define the business. 

3. Is the business associated with a culturally significant art/craft/cuisine/tradition?  

Yes. The business is associated with the Russian and Eastern European cuisine.  

4. Is the business or its building associated with significant events, persons, and/or architecture? 

No. The Department has no information related to potential historical associations with 
significant events, persons, or architecture. 
 

5. Is the property associated with the business listed on a local, state, or federal historic resource registry?   

No. The property has a Planning Department Historic Resource status of “B” (Properties 
Requiring Further Consultation and Review) due to its age as the building was constructed in 
1923. In a windshield survey of storefronts in the surrounding neighborhood commercial district, 
this building was found to have no architecturally significant storefronts. 

6. Is the business mentioned in a local historic context statement?   

No.  

7. Has the business been cited in published literature, newspapers, journals, etc.? 

Yes. New World Market has been featured in the following publications: 

• A book by Sylvan Brackett, Sue Moore and Wendy Downing, with Slow Food USA titled, 
“The Slow Food Guide to San Francisco and the Bay Area: Restaurants, Markets, Bars,” 
2005. 

• A book by Chowhound.com titled, “The Chowhound’s Guide to the San Francisco Bay 
Area,” 2005. 

• An article by Mark Shrayber titled, “Growing Up Russian in SF,” May 2014. 
• An article by Eater SF titled “A Guide to Russian Food in San Francisco,” March 2017.  
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Physical Features or Traditions that Define the Business 

Location(s) associated with the business: 
• 5641 Geary Blvd 

Recommended by Applicant 
• International cuisine and products familiar to Russian and Eastern European immigrants 
• Russian and Slavic language speaking staff 
• Traditional recipes 
• Façade features, including brick cladding, cornice, and storefront windows 

 
Additional Recommended by Staff 

• None  
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Filing Date: January 10, 2019 
Case No.: 2019-000703LBR 
Business Name: S & S Grocery 
Business Address: 1461 Grant Avenue 
Zoning: NCD (North Beach Neighborhood Commercial) Zoning District 

40-X Height and Bulk District 
Block/Lot: 0116/002 
Applicant:  Frances Lau, Owner 
 1461 Grant Avenue 
 San Francisco, CA 94133 
Nominated By: Supervisor Aaron Peskin, District 3 
Staff Contact: Shelley Caltagirone - (415) 558-6625 

shelley.caltagirone@sfgov.org 
Reviewed By: Tim Frye – (415) 575-6822 

tim.frye@sfgov.org 
 

BUSINESS DESCRIPTION 

S & S Grocery is a small family-run grocery and convenience store in the North Beach neighborhood 
established by S. Louie in 1959. The market sells products of everyday use including fresh fruits and 
vegetables, canned foods, cereals, milk, snacks and crackers, soaps, medicines, paper towels and more. In 
1975, S. Louie transferred the business to his son J. Toy and his son’s wife M. Toy, known as the Toy 
family. The income from the store helped them raise their children, putting them through school and 
college, and helped support their family. J. Toy and M. Toy worked very hard to be able to support and 
petition all of their family members to immigrant to United States. As with many family-owned grocery 
stores, all of the children worked after school at S & S Grocery, pitching in to help out. 

On October 17, 1989, the Loma Prieta Earthquake with a moment magnitude of 6.9 struck the Bay Area. 
The quake severely damaged the city’s freeway including the Embarcadero on/off ramp, which was a 
direct route into Chinatown and North Beach. The change that followed included the dismantling of the 
Embarcadero freeway making access to/from Chinatown and North Beach more difficult. Despite the 
physical changes to the environment, S & S Grocery maintained its presence serving the community and 
the residences on nearby Telegraph Hill. 

After many years of hard work, J. Toy and M. Toy retired in 1999 and transferred the business to their 
niece and nephews, F. Lau, J. Lau and S. Lau, known as the Lau family. As with the Toy family, many 
members of the Lau family work together to keep S & S Grocery in operation, through the dot-com boom 
in the late 1990s and the most recent recession in the 2000s. The store continues to serve the residents of 
North Beach as a family-owned grocery store with multiple family members involved in the business.  

The business is located between Union and Green streets on the west side of Grant Avenue in the North 
Beach neighborhood.  It is within a NCD (North Beach Neighborhood Commercial) Zoning District and 
within a 40-X Height and Bulk District.  
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STAFF ANALYSIS 
Review Criteria 

1. When was business founded?   

The business was founded in 1959.  

2. Does the business qualify for listing on the Legacy Business Registry? If so, how? 

Yes. S & S Grocery qualifies for listing on the Legacy Business Registry because it meets all of the 
eligibility Criteria: 

i. S & S Grocery has operated continuously in San Francisco for 60 years. 

ii. S & S Grocery has contributed to the history and identity of the North Beach 
neighborhood and San Francisco.  

iii. S & S Grocery is committed to maintaining the physical features, craft, art form and 
traditions that define the business. 

3. Is the business associated with a culturally significant art/craft/cuisine/tradition?  

No.  

4. Is the business or its building associated with significant events, persons, and/or architecture? 
Yes. The building is a contributor to the California Register-eligible Upper Grant Avenue Historic 
District, which is historically significant for its historical land use pattern, recreated after the 1906 
fire and essentially unchanged today. It is a tightly packed area of interdependent housing and 
small shops in vernacular Classic building styles. The district reflects the crowded living 
conditions typically experienced by recent immigrants to San Francisco at the turn of the 20th 
century. 
 

5. Is the property associated with the business listed on a local, state, or federal historic resource registry?   

Yes. The property has a Planning Department Historic Resource status of “A” (Known Historic 
Resource). It is located within the California Register-eligible Upper Grant Avenue Historic 
District and was identified as part of a historic district in a 1984 North Beach historic resource 
survey. The building was constructed in 1906. 

6. Is the business mentioned in a local historic context statement?   

No.  

7. Has the business been cited in published literature, newspapers, journals, etc.? 

No.  

Physical Features or Traditions that Define the Business 

Location(s) associated with the business: 
• 1461 Grant Avenue 
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Recommended by Applicant 
• 7-Up Sign from 1969-73 ad campaign 
• Inventory of items for everyday use 
• Family history representing the “American Dream” 

 
Additional Recommended by Staff 

• Storefront with tiled bulkhead, wood-framed windows and awning   
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Filing Date: January 10, 2019 
Case No.: 2019-000705LBR 
Business Name: Yuet Lee Restaurant 
Business Address: 1300 Stockton Street 
Zoning: CCB (Chinatown Community Business) Zoning District 

65-N Height and Bulk District 
Block/Lot: 0146/011 
Applicant:  Sam Yu, Owner 
 1300 Stockton Street 
 San Francisco, CA 94133 
Nominated By: Supervisor Aaron Peskin, District 3 
Staff Contact: Shelley Caltagirone - (415) 558-6625 

shelley.caltagirone@sfgov.org 
Reviewed By: Tim Frye – (415) 575-6822 

tim.frye@sfgov.org 
 

BUSINESS DESCRIPTION 

The Yu family opened Yuet Lee Restaurant (“Yuet Lee”) on January 1, 1977, at 1300 Stockton Street on the 
same corner of Stockton Street and Broadway where it is today. It was established by husband and wife 
team Chi Yuet Yu and Mee Hun Lee. The restaurant name, Yuet Lee, is a combination of both their 
names. The Yu family ran a neighborhood restaurant in Hong Kong – also called Yuet Lee – for a number 
of years. When they immigrated to San Francisco, they brought the family recipes with them. Yuet Lee is 
famous for their Hong Kong style seafood dishes. 

When Yuet Lee Restaurant first opened in San Francisco, it had a difficult time being accepted by its 
North Beach neighbors. They had located their restaurant on the north side of Broadway, which was the 
demarcation line separating Chinatown and North Beach. Everything south of Broadway was 
Chinatown; everything north of Broadway was North Beach. Yuet Lee Restaurant, located on the north 
side of Broadway, was infringing on the Italian section of North Beach. Despite the neighbors' initial 
disfavor with the restaurant, the family overcame the adversity and won support of local patrons. In 
1998, Yuet Lee transferred to Chi Yuet Yu and Mee Hun Lee’s three children: Jane Yu, Sam Yu and Wing 
Tim Yu. In 2016, following Jane’s withdrawal due to health reasons and Wing Tim’s passing, Sam took 
over the entire operation of Yuet Lee Restaurant. 

Yuet Lee Restaurant, originally located in North Beach, is an important contributor to the Chinatown 
neighborhood. The distinctive green color of the building and its bright interior lighting have made the 
building an icon and a beacon to those natives and tourists seeking delicious seafood. According to Sam 
Yu, the distinctive green color has made it a landmark in Chinatown. Although the restaurant can serve 
only 47 people at a time in the main dining room, they serve 300-500 customers a day. 

The business is located at the northeast corner of Stockton Street and Broadway on the border between 
North Beach and Chinatown.  It is within the CCB (Chinatown Community Business) Zoning District and 
within a 65-N Height and Bulk District.  
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STAFF ANALYSIS 
Review Criteria 

1. When was business founded?   

The business was founded in 1977.  

2. Does the business qualify for listing on the Legacy Business Registry? If so, how? 

Yes. Yuet Lee Restaurant qualifies for listing on the Legacy Business Registry because it meets all 
of the eligibility Criteria: 

i. Yuet Lee Restaurant has operated continuously in San Francisco for 42 years. 

ii. Yuet Lee Restaurant has contributed to the history and identity of North Beach and 
Chinatown neighborhoods and San Francisco.  

iii. Yuet Lee Restaurant is committed to maintaining the physical features, craft, art form 
and traditions that define the business. 

3. Is the business associated with a culturally significant art/craft/cuisine/tradition?  

Yes. The business is associated with the Cantonese cuisine.  

4. Is the business or its building associated with significant events, persons, and/or architecture? 

No. The Department has no information related to potential historical associations with 
significant events, persons, or architecture. 
 

5. Is the property associated with the business listed on a local, state, or federal historic resource registry?   

No. However, the property has a Planning Department Historic Resource status of “A” (Known 
Historic Resource) as it was identified as part of a historic district in a 1984 North Beach historic 
resource survey. The building was constructed in 1906. 

6. Is the business mentioned in a local historic context statement?   

No.  

7. Has the business been cited in published literature, newspapers, journals, etc.? 

Yes. There have been many articles and reviews written about the restaurant that have appeared 
in the San Francisco Chronicle (June 2018), AAA Via Magazine (Feb. 2013), SF Weekly, San 
Francisco Magazine (Nov. 2005), California Magazine (Feb. 1982), Continental Magazine, and a 
book titled, "Restaurants of San Francisco - The Definitive Guide to the Bay Area's Best" by 
former SF Chronicle Restaurant Critic, Patricia Unterman and Stan Sesser. Recently, the 
restaurant owner was interviewed by reporter Angelina Wong and featured on KTSF Channel 26 
TV. 

Physical Features or Traditions that Define the Business 

Location(s) associated with the business: 
• 1300 Stockton Street 
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Recommended by Applicant 
• Cantonese cuisine 
• Seafood specialties 
• Bright green exterior color  
• Brightly-lit interior 
• Fish tanks 
• Interior design and layout 

  
Additional Recommended by Staff 

• None  
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Historic Preservation Commission 
Draft Resolution No. ### 

HEARING DATE:  FEBRUARY 6, 2019 
 
Case No.: 2019-000639LBR 
Business Name: Armstrong Carpet & Linoleum Company 
Business Address: 369 West Portal Avenue 
Zoning: NCD (West Portal Avenue Neighborhood Commercial) Zoning District 

26-X Height and Bulk District 
Block/Lot: 3012/016 
Applicant:  Liam Caldwell, Owner 
 369 West Portal Avenue 
 San Francisco, CA 94127 
Nominated By: Supervisor Norman Yee, District 7 
Staff Contact: Shelley Caltagirone - (415) 558-6625 

shelley.caltagirone@sfgov.org 
Reviewed By: Tim Frye – (415) 575-6822 
 tim.frye@sfgov.org 
 

ADOPTING FINDINGS RECOMMENDING TO THE SMALL BUSINESS COMMISSION 
APPROVAL OF THE LEGACY BUSINESS REGISTRY NOMINATION FOR ARMSTRONG CARPET 
& LINOLEUM COMPANY CURRENTLY LOCATED AT 369 WEST PORTAL AVENUE, (BLOCK/LOT 
3012/016).   
 
WHEREAS, in accordance with Administrative Code Section 2A.242, the Office of Small Business 
maintains a registry of Legacy Businesses in San Francisco (the "Registry") to recognize that longstanding, 
community-serving businesses can be valuable cultural assets of the City and to be a tool for providing 
educational and promotional assistance to Legacy Businesses to encourage their continued viability and 
success; and 
 
WHEREAS, the subject business has operated in San Francisco for 30 or more years, with no break in San 
Francisco operations exceeding two years; and 
 
WHEREAS, the subject business has contributed to the City’s history and identity; and 
 
WHEREAS, the subject business is committed to maintaining the traditions that define the business; and 
 
WHEREAS, at a duly noticed public hearing held on February 6, 2019, the Historic Preservation 
Commission reviewed documents, correspondence and heard oral testimony on the Legacy Business 
Registry nomination. 

mailto:tim.frye@sfgov.org
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CASE NO. 2019-000639LBR 
369 West Portal Avenue 

 

THEREFORE BE IT RESOLVED that the Historic Preservation Commission hereby recommends that 
New World Market qualifies for the Legacy Business Registry under Administrative Code Section 
2A.242(b)(2) as it has operated for 30 or more years and has continued to contribute to the community. 

BE IT FURTHER RESOLVED that the Historic Preservation Commission hereby recommends 
safeguarding of the below listed physical features and traditions for New World Market. 
 
Location(s): 

• 369 West Portal Avenue 
 
Physical Features or Traditions that Define the Business: 

• Neon sign 
• Custom flooring and window covering installations  
• Leadership in training and industry standards 
• Excellent customer service 
• Safe, flexible, and responsible work environment 

 
BE IT FURTHER RESOLVED that the Historic Preservation Commission’s findings and 
recommendations are made solely for the purpose of evaluating the subject business's eligibility for the 
Legacy Business Registry, and the Historic Preservation Commission makes no finding that the subject 
property or any of its features constitutes a historical resource pursuant to CEQA Guidelines Section 
15064.5(a). 

BE IT FURTHER RESOLVED that the Historic Preservation Commission hereby directs its 
Commission Secretary to transmit this Resolution and other pertinent materials in the case file 2019-
000639LBR to the Office of Small Business. February 6, 2019. 

Jonas P. Ionin 

Commission Secretary 

 
AYES:    
 
NOES:   
 
ABSENT:  
 
ADOPTED:  
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Historic Preservation Commission 
Draft Resolution No. ### 

HEARING DATE:  FEBRUARY 6, 2019 
 
Case No.: 2019-000701LBR 
Business Name: New World Market 
Business Address: 5641 Geary Blvd. 
Zoning: NC-3 (Neighborhood Commercial, Moderate Scale) Zoning District 

40-X Height and Bulk District 
Block/Lot: 1524/037 
Applicant:  Boris Fudym, CFO 
 5641 Geary Blvd. 
 San Francisco, CA 94121 
Nominated By: Supervisor Sandra Lee Fewer, District 1 
Staff Contact: Shelley Caltagirone - (415) 558-6625 

shelley.caltagirone@sfgov.org 
Reviewed By: Tim Frye – (415) 575-6822 
 tim.frye@sfgov.org 
 

ADOPTING FINDINGS RECOMMENDING TO THE SMALL BUSINESS COMMISSION 
APPROVAL OF THE LEGACY BUSINESS REGISTRY NOMINATION FOR NEW WORLD MARKET 
CURRENTLY LOCATED AT 5641 GEARY BOULEVARD, (BLOCK/LOT 1524/037).   
 
WHEREAS, in accordance with Administrative Code Section 2A.242, the Office of Small Business 
maintains a registry of Legacy Businesses in San Francisco (the "Registry") to recognize that longstanding, 
community-serving businesses can be valuable cultural assets of the City and to be a tool for providing 
educational and promotional assistance to Legacy Businesses to encourage their continued viability and 
success; and 
 
WHEREAS, the subject business has operated in San Francisco for 30 or more years, with no break in San 
Francisco operations exceeding two years; and 
 
WHEREAS, the subject business has contributed to the City’s history and identity; and 
 
WHEREAS, the subject business is committed to maintaining the traditions that define the business; and 
 
WHEREAS, at a duly noticed public hearing held on February 6, 2019, the Historic Preservation 
Commission reviewed documents, correspondence and heard oral testimony on the Legacy Business 
Registry nomination. 
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CASE NO. 2019-000701LBR 
5641 Geary Boulevard 

 

THEREFORE BE IT RESOLVED that the Historic Preservation Commission hereby recommends that 
New World Market qualifies for the Legacy Business Registry under Administrative Code Section 
2A.242(b)(2) as it has operated for 30 or more years and has continued to contribute to the community. 

BE IT FURTHER RESOLVED that the Historic Preservation Commission hereby recommends 
safeguarding of the below listed physical features and traditions for New World Market. 
 
Location(s): 

• 5641 Geary Boulevard 
 
Physical Features or Traditions that Define the Business: 

• International cuisine and products familiar to Russian and Eastern European immigrants 
• Russian and Slavic language speaking staff 
• Traditional recipes 
• Façade features, including brick cladding, cornice, and storefront windows 

 
BE IT FURTHER RESOLVED that the Historic Preservation Commission’s findings and 
recommendations are made solely for the purpose of evaluating the subject business's eligibility for the 
Legacy Business Registry, and the Historic Preservation Commission makes no finding that the subject 
property or any of its features constitutes a historical resource pursuant to CEQA Guidelines Section 
15064.5(a). 

BE IT FURTHER RESOLVED that the Historic Preservation Commission hereby directs its 
Commission Secretary to transmit this Resolution and other pertinent materials in the case file 2019-
000701LBR to the Office of Small Business. February 6, 2019. 

Jonas P. Ionin 

Commission Secretary 

 
AYES:    
 
NOES:   
 
ABSENT:  
 
ADOPTED:  
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Historic Preservation Commission 
Draft Resolution No. ### 

HEARING DATE:  FEBRUARY 6, 2019 
 
Case No.: 2019-000703LBR 
Business Name: S & S Grocery 
Business Address: 1461 Grant Avenue 
Zoning: NCD (North Beach Neighborhood Commercial) Zoning District 

40-X Height and Bulk District 
Block/Lot: 0116/002 
Applicant:  Frances Lau, Owner 
 1461 Grant Avenue 
 San Francisco, CA 94133 
Nominated By: Supervisor Aaron Peskin, District 3 
Staff Contact: Shelley Caltagirone - (415) 558-6625 

shelley.caltagirone@sfgov.org 
Reviewed By: Tim Frye – (415) 575-6822 

tim.frye@sfgov.org 
 

ADOPTING FINDINGS RECOMMENDING TO THE SMALL BUSINESS COMMISSION 
APPROVAL OF THE LEGACY BUSINESS REGISTRY NOMINATION FOR S & S GROCERY 
CURRENTLY LOCATED AT 1461 GRANT AVENUE, (BLOCK/LOT 0116/002).   
 
WHEREAS, in accordance with Administrative Code Section 2A.242, the Office of Small Business 
maintains a registry of Legacy Businesses in San Francisco (the "Registry") to recognize that longstanding, 
community-serving businesses can be valuable cultural assets of the City and to be a tool for providing 
educational and promotional assistance to Legacy Businesses to encourage their continued viability and 
success; and 
 
WHEREAS, the subject business has operated in San Francisco for 30 or more years, with no break in San 
Francisco operations exceeding two years; and 
 
WHEREAS, the subject business has contributed to the City’s history and identity; and 
 
WHEREAS, the subject business is committed to maintaining the traditions that define the business; and 
 
WHEREAS, at a duly noticed public hearing held on February 6, 2019, the Historic Preservation 
Commission reviewed documents, correspondence and heard oral testimony on the Legacy Business 
Registry nomination. 



Resolution No. ### 
February 6, 2019 
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CASE NO. 2019-000703LBR 
1461 Grant Avenue 

 

THEREFORE BE IT RESOLVED that the Historic Preservation Commission hereby recommends that S 
& S Grocery qualifies for the Legacy Business Registry under Administrative Code Section 2A.242(b)(2) as 
it has operated for 30 or more years and has continued to contribute to the community. 

BE IT FURTHER RESOLVED that the Historic Preservation Commission hereby recommends 
safeguarding of the below listed physical features and traditions for S & S Grocery. 
 
Location(s): 

• 1461 Grant Avenue 
 
Physical Features or Traditions that Define the Business: 

• 7-Up Sign from 1969-73 ad campaign 
• Inventory of items for everyday use 
• Family history representing the “American Dream” 
• Storefront with tiled bulkhead, wood-framed windows and awning 

 
BE IT FURTHER RESOLVED that the Historic Preservation Commission’s findings and 
recommendations are made solely for the purpose of evaluating the subject business's eligibility for the 
Legacy Business Registry, and the Historic Preservation Commission makes no finding that the subject 
property or any of its features constitutes a historical resource pursuant to CEQA Guidelines Section 
15064.5(a). 

BE IT FURTHER RESOLVED that the Historic Preservation Commission hereby directs its 
Commission Secretary to transmit this Resolution and other pertinent materials in the case file 2019-
000703LBR to the Office of Small Business. February 6, 2019. 

Jonas P. Ionin 

Commission Secretary 

 
AYES:    
 
NOES:   
 
ABSENT:  
 
ADOPTED:  



 

www.sfplanning.org 

 

 

 
 

Historic Preservation Commission 
Draft Resolution No. ### 

HEARING DATE:  FEBRUARY 6, 2019 
 
Case No.: 2019-000705LBR 
Business Name: Yuet Lee Restaurant 
Business Address: 1300 Stockton Street 
Zoning: CCB (Chinatown Community Business) Zoning District 

65-N Height and Bulk District 
Block/Lot: 0146/011 
Applicant:  Sam Yu, Owner 
 1300 Stockton Street 
 San Francisco, CA 94133 
Nominated By: Supervisor Aaron Peskin, District 3 
Staff Contact: Shelley Caltagirone - (415) 558-6625 

shelley.caltagirone@sfgov.org 
Reviewed By: Tim Frye – (415) 575-6822 
 tim.frye@sfgov.org 
 

ADOPTING FINDINGS RECOMMENDING TO THE SMALL BUSINESS COMMISSION 
APPROVAL OF THE LEGACY BUSINESS REGISTRY NOMINATION FOR YUET LEE 
RESTAURANT CURRENTLY LOCATED AT 1300 STOCKTON STREET, (BLOCK/LOT 0146/011).   
 
WHEREAS, in accordance with Administrative Code Section 2A.242, the Office of Small Business 
maintains a registry of Legacy Businesses in San Francisco (the "Registry") to recognize that longstanding, 
community-serving businesses can be valuable cultural assets of the City and to be a tool for providing 
educational and promotional assistance to Legacy Businesses to encourage their continued viability and 
success; and 
 
WHEREAS, the subject business has operated in San Francisco for 30 or more years, with no break in San 
Francisco operations exceeding two years; and 
 
WHEREAS, the subject business has contributed to the City’s history and identity; and 
 
WHEREAS, the subject business is committed to maintaining the traditions that define the business; and 
 
WHEREAS, at a duly noticed public hearing held on February 6, 2019, the Historic Preservation 
Commission reviewed documents, correspondence and heard oral testimony on the Legacy Business 
Registry nomination. 

mailto:tim.frye@sfgov.org


Resolution No. ### 
February 6, 2019 

 2 

CASE NO. 2019-000705LBR 
1300 Stockton Street 

 

THEREFORE BE IT RESOLVED that the Historic Preservation Commission hereby recommends that 
Yuet Lee Restaurant qualifies for the Legacy Business Registry under Administrative Code Section 
2A.242(b)(2) as it has operated for 30 or more years and has continued to contribute to the community. 

BE IT FURTHER RESOLVED that the Historic Preservation Commission hereby recommends 
safeguarding of the below listed physical features and traditions for Yuet Lee Restaurant. 
 
Location(s): 

• 1300 Stockton Street 
 
Physical Features or Traditions that Define the Business: 

• Cantonese cuisine 
• Seafood specialties 
• Bright green exterior color  
• Brightly-lit interior 
• Fish tanks 
• Interior design and layout 

 
BE IT FURTHER RESOLVED that the Historic Preservation Commission’s findings and 
recommendations are made solely for the purpose of evaluating the subject business's eligibility for the 
Legacy Business Registry, and the Historic Preservation Commission makes no finding that the subject 
property or any of its features constitutes a historical resource pursuant to CEQA Guidelines Section 
15064.5(a). 

BE IT FURTHER RESOLVED that the Historic Preservation Commission hereby directs its 
Commission Secretary to transmit this Resolution and other pertinent materials in the case file 2019-
000705LBR to the Office of Small Business. February 6, 2019. 

Jonas P. Ionin 

Commission Secretary 

 
AYES:    
 
NOES:   
 
ABSENT:  
 
ADOPTED:  



CITY AND COUNTY OF SAN FRANCISCO 
LONDON N. BREED, MAYOR 

 
  OFFICE OF SMALL BUSI NESS 

REGINA DICK-ENDRIZZI ,  DIRECTOR 
 

 
 
 

1  DR.  CARLTON B.  GOODLETT PLACE,  ROOM 110,  SAN FRANCISCO,  CALIFORNIA 94102-4681  
(415)  554-6134 /  www.s fos b.org  /  legacybus iness@sfgov. org  

 
Application No.:  LBR-2018-19-022 
Business Name:   Armstrong Carpet & Linoleum Company 
Business Address:   369 West Portal Avenue 
District:   District 7 
Applicant:    Liam Caldwell, Owner 
Nomination Date:   December 21, 2018 
Nominated By:   Supervisor Norman Yee 
 
CRITERION 1: Has the applicant has operated in San Francisco for 30 or more years, with no 
break in San Francisco operations exceeding two years?  X Yes   No 
 
2123 Fillmore Street from 1946 to 1954 (8 years) 
406 Clement Street from 1954 to 1956 (2 years) 
626 Clement Street from 1956 to 2002 (46 years) 
369 West Portal Avenue from 2002 to Present (17 years) 
 
CRITERION 2: Has the applicant contributed to the neighborhood's history and/or the identity of a 
particular neighborhood or community?  X Yes   No 
 
CRITERION 3: Is the applicant committed to maintaining the physical features or traditions that 
define the business, including craft, culinary, or art forms?  X Yes   No 
 
NOTES: N/A 
 
DELIVERY DATE TO HPC: January 10, 2019 
 
 
Richard Kurylo 
Program Manager, Legacy Business Program 
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Member, Board of Supervisors  City and County of San Francisco 

District 7   
 
                                              NORMAN YEE 
 
December 21, 2018 
 
Dear Director Regina Dick-Endrizzi: 
 
I am writing to nominate Armstrong Carpet and Linoleum Company (369 West Portal Ave) to the Legacy 
Business Registry. The owner’s contact info is below:  
 

Liam Caldwell 
Floors@armstrongcarpet.com 
415-751-2827  
 

Armstrong Carpet (ACLC) is a family-owned business that has been serving San Francisco since 1946 by 
providing licensed flooring contracting. From its beginning, ACLC has served at the forefront in safety 
and regulation training in the industry. They have also trained multiple generations of master 
mechanics, journeymen installers and employees who have moved on to be masters in the flooring 
industry throughout the Bay Area. ACLC are proud members of the Greater West Portal Neighborhood 
Association and the West Portal Merchants Association. ACLC has performed installations for many 
famous clientele, but local residents and families remain at the cornerstone of their business. The 
company has also donated to fundraisers and donated area rugs to school classrooms.  
 
I am proud to nominate Armstrong Carpet to the Legacy Business Registry and thank you for your 
serious consideration regarding their application.  
 
Sincerely,  
 

 
Norman Yee 









ARMSTRONG CARPET AND LINOLEUM COMPANY 
Section 4: Written Historical Narrative 

CRITERION 1 

Provide a short history of the business from the date the business opened in San Francisco to 
the present day, including the ownership history. For businesses with multiple locations, 
include the history of the original location in San Francisco (including whether it was the 
business's founding and or headquartered location) and the opening dates and locations of all 
other locations. 

Since 1946, Armstrong Carpet and Linoleum Company (“Armstrong Carpet” or “ACLC”) has built 
its reputation on craftsmanship, quality and customer service all while operating continuously 
as a family-owned business in San Francisco. The company is presently located at 369 West 
Portal Avenue in the West Portal neighborhood. 

Almost three-quarters of a century ago in 1946, ACLC welcomed its first customers at its 
original 2123 Fillmore Street address. Upon completion of his service in World War II, Chuck 
Armstrong, the founder, returned to San Francisco and envisioned and executed a dream to 
bring premium floor covering installations to the Bay Area. Naturally, he named the showroom 
after his favorite person, and ascribed the storied moniker of “Armstrong Carpet and Linoleum 
Company” to the new corporation born 1946 in the San Francisco Bay Area. 

ACLC expanded and Mr. Armstrong soon enlisted partner Willis Zing. Later, Louis Cohen joined 
the partnership as the company evolved and prospered. The relocation of the business to 626 
Clement Street in 1956, after a brief two-year stop at 406 Clement, created a flooring 
destination in the Richmond district of San Francisco. 

John and Theresa Petrini became the owners of ACLC in 1969, after John finished his tenure as 
an installer. 

Steve Balestrieri began working for his father-in-law John in 1974, and took the helm of ACLC in 
1991, partnering with his wife Anna Marie Balestrieri. The business stood through the quake of 
1989 fortunately escaping with just the front exterior plate glass windows breaking. 

In 1996, Liam Caldwell unknowingly began his fortuitous tutelage as an understudy as a 
California carpet king. Traveling on the 29 Muni bus or by bike during his junior year at Lincoln 
High School, Liam labored at the shop after school, on weekends and summers. After 
graduating from Humboldt State University in 2002, Liam returned to Armstrong Carpet full-
time coinciding with ACLC moving to its present resting place at 369 West Portal Avenue. 

In 2017, Liam and Steve and Anna Marie entered into partnership as owners of Armstrong 
Carpet and Linoleum.  



Today, ACLC is stewarded by Liam Caldwell and Steve Balestrieri and Anna Marie Balestrieri – 
sons and daughter of San Francisco – who continued the proud tradition of licensed flooring 
contracting serving the San Francisco Bay Area. The partners share over 64 years of local 
flooring knowledge and expertise, as well as fastidious dedication to expertise in all surface 
flooring and window covering, and the attention to detail within the customer experience. 

b. Describe any circumstances that required the business to cease operations in San Francisco 
for more than six months? 

ACLC thankfully has not encountered circumstances that required the shop to cease operations 
in San Francisco for more than six months. 

C. Is the business a family-owned business? If so, give the generational history of the 
business. 

We are a family owned business since inception. Chuck Armstrong created the company in 
1946 and collaborated with Willis Zing, and later Louis Cohen. Mr. Armstrong and Mr. Cohen 
sold the business to former Armstrong installer John Petrini, who partnered with his wife 
Theresa. John handled sales and Theresa did the bookkeeping. Their daughter Anna Marie 
Balestrieri and her husband Steve Balestrieri followed their footsteps and formula, mirroring 
the duties when they bought the business in 1991. In 2017, Liam Caldwell entered into 
partnership with the Balestrieris and will become the sole owner in 2019. 

d. Describe the ownership history when the business ownership is not the original owner or a 
family-owned business. 

Chuck Armstrong was a flooring installer who opened the shop and later partnered with Willis 
Zing and Louis Cohen. The later partners were more involved in the sales and management of 
the shop. John Petrini was an installer at Armstrong and purchased the business from his 
employers with his wife Theresa. Their daughter and son-in-law, Anna Marie and Steve 
Balestrieri, both worked at the shop and took ownership when their parents wished to retire. 
Anna Marie and Steve partnered with long time employee Liam in 2017 to continue the 
succession of the business. Liam’s daughters Nia and Aya Caldwell both assist their father from 
time to time at the store following in ACLC’s storied family legacy.  

An ownership history of Armstrong Carpet and Linoleum Company is as follows: 
1946 to 1954:  Chuck Armstrong 
1954 to 1958:  Chuck Armstrong and Willis Zing (Partners) 
1958 to 1969:  Chuck Armstrong, Willis Zing and Louis Cohen (Partners) 
1969 to 1991:  John and Theresa Petrini 
1991 to 2017:  Anna Marie and Steve Balestrieri 
2017 to Present: Anna Marie Balestrieri, Steve Balestrieri and Liam Caldwell (Partners) 
Pending in 2019: Liam Caldwell 



e. When the current ownership is not the original owner and has owned the business for less 
than 30 years, the applicant will need to provide documentation of the existence of the 
business prior to current ownership to verify it has been in operation for 30+ years. Please 
use the list of supplemental documents and/or materials as a guide to help demonstrate the 
existence of the business prior to current ownership. 

Documentation is included in this Legacy Business Registry application demonstrating the 
existence of the business for 30+ years. 

f. Note any other special features of the business location, such as, if the property associated 
with the business is listed on a local, state, or federal historic resources registry. 

The property has a Planning Department Historic Resource status of “B” (Properties Requiring 
Further Consultation and Review). 

CRITERION 2 

a. Describe the business's contribution to the history and/or identity of the neighborhood, 
community or San Francisco. 

Installation expertise has always been the engine behind the success of Armstrong Carpet and 
Linoleum Company. The business owners are adept at locating and training good people and 
valuing the continuity of a skilled labor force. Generations of master mechanics, with residential 
and commercial prowess, are built at ACLC. The unfamiliar muscles of the green flooring 
apprentices or “carpet lumpers” soon are transformed and grown by lugging heavy materials 
along narrow, tight streets, steep unparkable hills and endless stairs of the notorious San 
Francisco topography. The intricacies of installation complications are magnified in centuries 
old architecture and the incongruous artisanship. Our shop is unique in having the capabilities 
to create these craftsmen that still spring forth from ACLC.  

These great laborers soon grow to seasoned installers, forged in the terrain and historical 
homes and businesses of San Francisco. We produce exceptionally strong journeymen 
installers, adept at all types of soft and hard surface installations. They have all the brawn, but 
have the trained eye to produce and appreciate a fine heat welded outside corner, or the 
chemical expertise to specify the exact flash point of finicky mastic, and the confidence to 
denigrate a hacked carpet seam. These are the master senior mechanics at ACLC that have floor 
covered the San Francisco Bay Area since 1946. We have proudly trained and produced 
generations of installers, and our family tree of mechanics speak for itself. Many of our 
employees have moved on to be master trainers, business owners and fixtures of the flooring 
fabric in the Bay Area.   

b. Is the business (or has been) associated with significant events in the neighborhood, the 
city, or the business industry? 



ACLC has be at the forefront of training and industry standards for years. In 1957, the upstairs 
of the shop at 626 Clement Street served as the backdrop for a fledgling flooring insurance 
industry publication outlining the difficulties and dangers of the mastics and solvents used in 
installation. John Petrini and longtime installer Joe Aguilar were photographed installing VAT or 
vinyl asbestos tile. Regulations and plastics revolutionized the industry, and we were at the 
inception of training. Steve Balestrieri served on labor relation board helping to guide the 
flooring trade into the future. 

Enclosed is a photo of our apprentice we trained, David Christie, who won first place in a 
national combination installer competition in Hawaii in 1992. This was back when industry 
supported labor training events such as this! He is standing next to John Galea Sr., the head 
trainer for Northern California, who also cut his installation teeth at ACLC, as did his son John 
Galea Jr. This photo has been displayed at ACLC since 1992.   

We are proud members of the International Design Guild, a coveted and prestigious alliance of 
an elite guild of the top preforming flooring showrooms. 

c. Has the business ever been referenced in an historical context? Such as in a business trade 
publication, media, or historical documents? 

Our inclusion in Hardware Mutuals Insurance Company’s “Underscore” publication for the 
education of insurance underwriting in May-June 1957 shows our prominence at the inception 
of the flooring industry’s growth. Copies of that publication are included in this Legacy 
application. 

d. Is the business associated with a significant or historical person? 

ACLC has catered to the building, design and retail sector of the San Francisco Bay Area for 
decades. Many customers are well-known people. We have performed installations for many 
prominent residents such as Danielle Steele, The Getty Residence, Raymond Burr, Gary Radnich, 
Greg Popovich and Sharon Stone within their homes. Yet, it is our generations of Bay Area 
families that are our MOST significant customers.   

We have fabricated and furnished custom red runners for the U.S. Military that were rolled out 
for the arrival of three United States Presidents when they visited the Presidio. Bill Clinton, 
George Bush Sr. and George Bush Jr. on separate trips during their tenure have stepped on our 
custom runners.  

e. How does the business demonstrate its commitment to the community? 

ACLC is best served by an adage of owner Steve Balestrieri: “Take care of your employees and 
customers and the financials will take care of itself.” Focus on maintaining generous 
relationships steeped in respect and honesty with your employees and customers, and that will 
lead to prosperity. We believe at our core that being a good employer and neighbor go hand in 



hand. We are committed to being good neighbors and upstanding citizens within our San 
Francisco community.   

We are proud members of the West Portal Merchants Association and the Greater West Portal 
Neighborhood association. Each year we receive calls from public and private school in San 
Francisco, and Bay Area and we donate to the fundraisers or donate area rugs to the 
classrooms for our children to have a comfortable place to learn.  

f. Provide a description of the community the business serves. 

Armstrong serves the San Francisco Bay Area from Petaluma to San Jose and the Pacific Ocean 
to Oakland. We will follow a customer most anywhere in the Bay Area, and our area of 
coverage expands as relationships grow.   

The majority of our business comes from San Francisco proper, and we service and beautify all 
neighborhoods in San Francisco, residential and commercial.   

g. Is the business associated with a culturally significant 
building/structure/site/object/interior? 

Armstrong Carpet’s iconic neon sign was hung on the 406 Clement Street building when the 
shop opened in 1954. That original sign moved to West Portal when the business relocated. It 
became necessary to augment the original neon sign for improved visibility, so a matching neon 
sign was created in 2004 and erected perpendicular to the building. The two signs are 
prominently visible up and down West Portal Avenue. The classic neon is a beacon on the 
“quiet” block of West Portal.  

h. How would the community be diminished if the business were to be sold, relocated, shut 
down, etc.? 

Armstrong Carpet is a fixture in the community it serves, and acts to beautify the homes in San 
Francisco and the surrounding areas. We care about our neighbors and neighborhood. We 
strive to be accountable, respectful partners in the community. We are a local, family owned 
business rooted in San Francisco. As a small business, we are able to offer a higher level of 
flexibility and detail to artisanship than any cookie cutter big box store that cannot begin to 
compete with the level of and customer service and custom installations. We give the local 
community members the option to shop with and support a company that boasts employees 
who grew up and live in the neighborhoods and are vested in the community. 

CRITERION 3 

a. Describe the business and the essential features that define its character. 



Armstrong Carpet and Linoleum Company provides quality custom flooring and window 
coverings.   

At its essence, ACLC is a professional contracting service business ingrained with laser focus 
dedicated to the installer and customer. We stand by our installations and perform all jobs with 
quality, artisanship, and excellent customer service. Our reputations is literally built on our 
many years of installations in the homes and businesses of generations of Bay Area people.   

b. How does the business demonstrate a commitment to maintaining the historical traditions 
that define the business, and which of these traditions should not be changed in order to 
retain the businesses historical character? (e.g., business model, goods and services, craft, 
culinary, or art forms) 

Armstrong Carpet and Linoleum Company is committed to quality customer flooring and 
window coverings installation.   

Our commitment to our traditions can be easily seen throughout our employees. We are still 
flourishing by being able to train and maintain a skilled floor laying work force in San Francisco. 
Our reputation is owed to the retention of the most skilled flooring and window covering 
craftsmen and women in the Bay Area. We provide a safe, flexible and responsible work 
environment that breeds excellent installers. We adhere to industry and federal work standards 
and treat our customers and employees like family.  

c. How has the business demonstrated a commitment to maintaining the special physical 
features that define the business? Describe any special exterior and interior physical 
characteristics of the space occupied by the business (e.g. signage, murals, architectural 
details, neon signs, etc.). 

Armstrong Carpet and Linoleum Company is committed to maintaining the neon sign that dates 
back to the 1950s and is prominently displayed up and down West Portal Avenue, as well as the 
replica neon sign made of identical quality craftsmanship.  

d. When the current ownership is not the original owner and has owned the business for less 
than 30years; the applicant will need to provide documentation that demonstrates the 
current owner has maintained the physical features or traditions that define the business, 
including craft, culinary, or art forms. Please use the list of supplemental documents and/or 
materials as a guide to help demonstrate the existence of the business prior to current 
ownership. 

Documentation that demonstrates the current owner has maintained the physical features or 
traditions that define the business is included in this Legacy Business Registry application. 

































































CITY AND COUNTY OF SAN FRANCISCO 
LONDON N. BREED, MAYOR 

 
  OFFICE OF SMALL BUSI NESS 

REGINA DICK-ENDRIZZI ,  DIRECTOR 
 

 
 
 

1  DR.  CARLTON B.  GOODLETT PLACE,  ROOM 110,  SAN FRANCISCO,  CALIFORNIA 94102-4681  
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Application No.:  LBR-2017-18-046 
Business Name:   New World Market 
Business Address:   5641 Geary Blvd. 
District:   District 1 
Applicant:    Boris Fudym, CFO 
Nomination Date:   June 6, 2018 
Nominated By:   Supervisor Sandra Lee Fewer 
 
CRITERION 1: Has the applicant has operated in San Francisco for 30 or more years, with no 
break in San Francisco operations exceeding two years?  X Yes   No 
 
2051 Balboa Street from 1982 to 2000 (18 years) 
5641 Geary Blvd. from 2000 to Present (19 years) 
 
CRITERION 2: Has the applicant contributed to the neighborhood's history and/or the identity of a 
particular neighborhood or community?  X Yes   No 
 
CRITERION 3: Is the applicant committed to maintaining the physical features or traditions that 
define the business, including craft, culinary, or art forms?  X Yes   No 
 
NOTES: N/A 
 
DELIVERY DATE TO HPC: January 10, 2019 
 
 
Richard Kurylo 
Program Manager, Legacy Business Program 
 

Legacy  
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Application Review 
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NEW WORLD MARKET 
Section 4: Written Historical Narrative 

CRITERION 1 

a. Provide a short history of the business from the date the business opened in San Francisco 
to the present day, including the ownership history. For businesses with multiple locations, 
include the history of the original location in San Francisco (including whether it was the 
business's founding and or headquartered location) and the opening dates and locations of all 
other locations. 

New World Market opened on November 1, 1982, at 2051 Balboa Street. The original owners 
were Mikhail and Nonna Sukhovitsky, a married couple from the former Soviet Union looking to 
accomplish the American dream of success while as the same time trying to bring a piece of 
their home culture to the United States through cuisine and Russian and Eastern European 
culinary culture.  

Since the beginning, New World Market has been providing quality grocery products and 
freshly made food from across Europe and the world to the community of Little Russia in the 
Richmond District and all of San Francisco. Products such as fresh Russian pastries filled with 
sweet fruits and/or cottage cheese remind people, we have been told, of the smells from their 
childhood in the Soviet Union and former Soviet countries. And the eggplant and mushroom 
salads, fresh rye bread and meat dishes (such as chicken Kiev, traditional Azerbaijani kebabs, 
house-made borscht and many others) have been staples of Eastern European and Central 
Asian cuisine since the time of the Tsars. The products sold at New World Market are meant to 
preserve the culinary tradition of the Russian and Eastern European communities as well as give 
people who may not be familiar with this cuisine an opportunity to experience a relatively 
obscure as well as delicious culinary culture. 

In 2000, New World Market moved to a new location at 5641 Geary Blvd. This new space was 
bigger than the original location but only a few blocks away. The new location enabled the 
market to continue serving the community while expanding its offerings to include a wider 
selection of products and food.  

In 2015, the Sukhovitskys sold New World Market to Boris, Leon and Zina Fudym. Boris and 
Leon are cousins, and Leon and Zina are spouses. 

The new owners have given a new face to New World Market. They renovated the space, 
putting in new hardwood flooring and new equipment, upgrading the kitchen appliances and 
repainting the interior while still maintaining the traditional look and feel of the store. The new 
owners started preparing and smoking fresh salami in house and have widened the variety of 
fresh goods and produce, as well as upgrading the caliber of the merchandise, now including 
various organic products. Some of these new products include wines from the Caucasus region 
and various cheese products from countries such as Latvia and Lithuania, reputed in Eastern 



Europe for producing some of the best dairy products available. Fudym family recipes for fresh 
food were also added to the already large repertoire of fresh food offered at New World 
Market.   

b. Describe any circumstances that required the business to cease operations in San Francisco 
for more than six months? 

New World Market has not ceased operations for longer than six months. 

c. Is the business a family-owned business? If so, give the generational history of the 
business. 

Since its opening, New World Market has always been a family business. A first it was run by 
husband and wife team Mikhail and Nonna Sukhovitsky. Then it was sold to Boris Fudym and his 
cousin and cousin’s wife Leon and Zina Fudym. Many Fudym family members work at New 
World Market including Leon and Zina's children. The family is fully invested in the store and 
works hard to make it a success. 

d. Describe the ownership history when the business ownership is not the original owner or a 
family-owned business. 

Mikhail and Nonna Sukhovitsky, a married couple, ran the business from its start in 1982 until 
2015, when it was bought by Boris, Leon and Zina Fudym. The new owners have turned New 
World Market into a family project and endeavor. An ownership history of the store is as 
follows: 

1982 to 2015  Mikhail and Nonna Sukhovitsky 
2015 to Present Boris, Leon and Zina Fudym 

e. When the current ownership is not the original owner and has owned the business for less 
than 30 years, the applicant will need to provide documentation of the existence of the 
business prior to current ownership to verify it has been in operation for 30+ years. Please 
use the list of supplemental documents and/or materials as a guide to help demonstrate the 
existence of the business prior to current ownership. 

Documentation showing the existence of the business prior to the current ownership is 
included in the Legacy application.  

f. Note any other special features of the business location, such as, if the property associated 
with the business is listed on a local, state, or federal historic resources registry. 

Not applicable. 

  



CRITERION 2 

a. Describe the business's contribution to the history and/or identity of the neighborhood, 
community or San Francisco. 

New World Market is a representation of San Francisco’s vibrant Russian speaking community. 
The market is located in the middle of “Little Russia,” an area of the city with a large 
concentration of Russian speaking people. The store provides San Francisco with a taste of real 
Russian and Slavic culture in terms of food and produce. 

New World Market features imported products from Russian and Eastern Europe as well as 
traditional food with recipes that have been in the Fudym family for many generations. Foods 
available include dolma (stuffed grape leaves), smoked sausages and meat, stuffed pepper, 
manti, dumplings, vereniki, pelmeni, stuffed eggplants, olivie (Russian potato salad), blintzes, 
manti, borsch, plov (rice with lamb or beef), crepes with red caviar, vinaigrette (Russian beet 
salad), smoked fish, cheesecake, candies, sweets, preserves and beverages, as well as hundreds 
of other products imported from Eastern Europe and elsewhere in the world. 

New World Market is dedicated to providing the Eastern European community with a 
welcoming and friendly environment and a place to congregate. The market is a staple of the 
Russian speaking community in San Francisco and a go-to spot to experience true Russian 
culture. 

b. Is the business (or has been) associated with significant events in the neighborhood, the 
city, or the business industry? 

In June 2018, New World Market hosted a complimentary Georgian Wine Tasting in which 
attendees had a chance to taste unique wines that were aged in Qvevris (large Clay jars buried 
under the ground) following the 8,000-year-old traditional Georgian method. A food pairing 
was provided with the tasting as well. The tasting took place at the Hermitage Banquet Hall 
restaurant next door to New World Market, recently opened by the Fudym family as a space for 
Russian and Eastern European people to be able to dine and socialize. 

There are currently plans to host more tastings and culinary events of this nature such as red 
and black caviar tastings.  

c. Has the business ever been referenced in an historical context? Such as in a business trade 
publication, media, or historical documents? 

New World Market has been featured in the following publications: 

• A book by Sylvan Brackett, Sue Moore and Wendy Downing, with Slow Food USA titled, 
“The Slow Food Guide to San Francisco and the Bay Area: Restaurants, Markets, Bars,” 
2005. 



• A book by Chowhound.com titled, “The Chowhound’s Guide to the San Francisco Bay 
Area,” 2005. 

• An article by Mark Shrayber titled, “Growing Up Russian in SF,” May 2014. 
• An article by Eater SF titled “A Guide to Russian Food in San Francisco,” March 2017. 

d. Is the business associated with a significant or historical person? 

No. 

e. How does the business demonstrate its commitment to the community? 

New World Market has catered to the San Francisco community, and more specifically the 
Russian-speaking community, since 1982. The business specializes in traditional European 
comfort food and creates an atmosphere of familiarity where old friends meet each other and 
talk while shopping for their groceries.  

f. Provide a description of the community the business serves. 

New World Market is located on Geary Blvd. between 20th and 21st avenues in the heart of 
Little Russia in the Richmond District. The market caters mainly to the Russian-speaking 
community and immigrants from the former USSR countries: Russia, Ukraine, Georgia, 
Kazakhstan, etc. The business serves traditional Slavic and Central Asian food, and is proud to 
expose the non-Russian community in and around San Francisco to the amazing cuisine of the 
Russian-speaking region. 

g. Is the business associated with a culturally significant 
building/structure/site/object/interior? 

The historic resource status of the building at 5625 - 5641 Geary Blvd. is categorized by the 
Planning Department as “Category B - Unknown / Age Eligible” with regard to the California 
Environmental Quality Act. The building is an attractive, brick building with multiple large 
windows letting passersby see into the store. The large “New World Market” sign on the face of 
the building is a staple of the architecture and one of the most recognizable aspects of the 
building. It is one of the first things to welcome costumers and the community into the store.  

h. How would the community be diminished if the business were to be sold, relocated, shut 
down, etc.? 

New World Market is one of only four Russian-speaking-owned grocery businesses in all of San 
Francisco. If the market were to close, the community would lose a staple of the community. 
New World Market's recipes are based on traditional family recipes and without the store these 
recipes and traditions would disappear from the community. 

  



CRITERION 3 

a. Describe the business and the essential features that define its character. 

New World Market is an international grocery, delicatessen and meat shop specializing in 
traditional Slavic and Central Asian food and beverages. The essential features of the business 
are the international cuisine and the products that are familiar to Russian-speaking people and 
immigrants from Russia and surrounding countries, reminding people of their childhood and 
time in their native countries. 

The essential features of the business aren't all physical. The ambiance and the feel of the store 
itself – the homely and welcoming atmosphere of the store and the people who are there 
including shoppers and employees – are the essential features of New World Market that 
contribute to the community that has formed around it. New World Market is a place of 
community characterized by its familiarity and “feel of home.” 

b. How does the business demonstrate a commitment to maintaining the historical traditions 
that define the business, and which of these traditions should not be changed in order to 
retain the businesses historical character? (e.g., business model, goods and services, craft, 
culinary, or art forms) 

New World Market is dedicated to preserving the Russian/Slavic-speaking traditions in terms of 
food and ambiance. The kitchen uses recipes passed on from generation to generation that 
have had few, if any, alterations. New World Market is dedicated to preserving the 
community’s traditions and values to continue to cater to the Russian-speaking population and 
expose the rest of San Francisco to the wonders of Russian culture and food. The owners of 
New World Market are extremely proud of the food, which is a staple component of the 
business. 

c. How has the business demonstrated a commitment to maintaining the special physical 
features that define the business? Describe any special exterior and interior physical 
characteristics of the space occupied by the business (e.g. signage, murals, architectural 
details, neon signs, etc.). 

The owners of New World Market are committed to preserving the attractive historic building 
that houses the business, including the brick, cornice and multiple large windows. 

  



d. When the current ownership is not the original owner and has owned the business for less 
than 30years; the applicant will need to provide documentation that demonstrates the 
current owner has maintained the physical features or traditions that define the business, 
including craft, culinary, or art forms. Please use the list of supplemental documents and/or 
materials as a guide to help demonstrate the existence of the business prior to current 
ownership. 

Documents that demonstrate the current owner has maintained the physical features or 
traditions that define the business are included in the Legacy Business Registry application.  
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A Guide to Russian Food in San 
Francisco 
Where to find the best borscht, pelmeni, caviar, blinis, and 
more 
by Stefanie Tuder @stefanietuder 
Mar 7, 2017 
 

 



 

Russian food in America is a very mixed bag. The cuisine encompasses 
Ukrainian, Lithuanian, Armenian, Polish, Georgian food, and more, and that's 
because all of those countries were considered Russia when many people 
from that area came to America in the 1980s and opened restaurants, which 
all fell under the Russian umbrella. The delicious consequence is that Russian 
food in America today encompasses all of those diverse cuisines, so keep that 
in mind when reading this map. 

David Nayfeld is the chef/owner of the upcoming Che Fico, and he grew up 
here in the Bay Area with his Russian family. Nayfeld has spent his entire life 
— minus the few years he worked at the three-Michelin-starred Eleven 
Madison Park in NYC — eating around the city's Russian gems, and has 
become a definitive expert on where to go when the craving for, say, pelmeni 
(Russian dumplings) strikes. 

The following eight places reflect Nayfeld's and Eater's picks on the best 
places to feast on Russian food in San Francisco (plus one in Alameda), 
with expert tips on what to expect, what to order, and how to succeed at 
dining there. On this list you'll find a mix of old-school neighborhood spots, as 
well as some some newer, trendier choices. 

  



6. New World Market 
5641 Geary Blvd 
San Francisco, CA 94121 
Visit Website  
 
The deal: Similar to Italian delis, this one has a Russian bent, with every meat 
you could imagine. There's also a large selection of prepared foods, making 
this much more than a typical market.  

David's tips: New World Market is the place to go if you want any selection of 
Russian grocery. Russians are known for having a sweet tooth, and there's a 
million different versions of candy here. Plus, it has — in my opinion — the 
best deli counter in the whole city. Before Whole Foods was a thing, New 
World Market set the model for fancy prepared foods and boutique goods. 
The dairy aisle is epic, with 15 or 20 choices for sour cream alone. You can 
get caviar, dairy, beers, smoked meats, cheeses, and there is a dessert case 
with no less than 15 or 20 pies in there and constantly fresh-baked pastries 
coming out o the oven. It's pretty magical. 

 
John G./Yelp   
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Growing Up Russian in SF 
 

 

By Mark Shrayber 

May 26, 2014 

My family immigrated to San Francisco in the early ’90s, leaving dreary 
Moldova behind for a land of gold-lined streets and rainbow flags. My 
parents found out too late that the flags stood for a different type of happiness 
than they were expecting, and the gold-lined streets were a myth. After being 
accosted by a homeless man who wasn’t supposed to exist in our new land of 



opportunity, my mother held my hand tightly, even though we lived in the 
safest part of the Outer Sunset. 

In a fit of anxiety, my mother would often visit my brother and me at school 
during lunch. “Doesn’t your mother have anything to do at home?” asked my 
third-grade teacher after one such visit. When I could find no way to describe 
why my mother wouldn’t stop embarrassing me during breaks, my teacher 
began making suggestions. “She could consider ironing or watching 
television. We have very good programs in the daytime.” 

My teacher had no idea that my parents couldn’t watch daytime television 
because they didn’t understand the language. In fact, the only television my 
parents watched was a Russian program called Russart that aired on Mondays 
at 9 p.m. on channel 27. Because the show was on the SF public access 
channel, my parents had to immediately turn the TV off after the credits 
rolled, lest my brother and I be assaulted by the naked bodies or swearing that 
would inevitably be on the air after 11 p.m. 

On Saturdays, my parents would take us to the Russian video store, a tiny 
nameless room on Balboa Street, where we’d pick bootleg videos out of 
catalogs, and my parents would spend what seemed like hours discussing 
their new American life with Tatiana, the store manager. Tatiana had been in 
America three years longer than we had and knew the places to go to, the 
doctors to avoid, and the funeral homes that would try to upsell you because 
they knew you had just immigrated. When my parents got tired of Tatiana’s 
chatter, they started renting their videos from the Russian supermarkets on 
Geary in the Outer Richmond. At the markets you could rent the newest 
releases and buy dried meats. 

My parents refused to go to the Russian market closest to our house in the 
Sunset. The market had once sold my mother a stale cake and refused her a 
refund. She threw the cake on the ground and wrenched my brother and me 
out of the store, promising never again to darken its doors, yelling that she 
hoped the store would go out of business and wishing she had the gumption 
to throw it not just on the ground but in the owner’s face. Several years later, 
when the store closed, my mother was vindicated. “I told them to treat 



customers better,” she told a friend on the phone in Russian. “This is what 
happens when you don’t put any effort into customer service!” 

We had options, however. The Sunset and Richmond are home to many 
Russians, so if one purveyor of piroshki did you wrong, there was always 
another to take its place. Quality Market, Europa Express (now both closed), 
and New World Market were all viable alternatives where my family could 
comfortably shop without fear of stale or moldy pastries. And if the products 
were unsatisfactory, my mother would have no problem raising a fuss over 50 
cents worth of blini. 

My childhood was filled with such petty arguments, some that my mother 
won and many that she lost. Her quick temper and my father’s tendency to 
make offensive jokes made it difficult for our family to keep friends, but 
there was a never-ending supply of Russian families in San Francisco, with 
children I was allowed to play with (none of whom I keep in touch with now 
because our parents’ friendship was our only connector). My parents refused 
to let me have American friends because the thought of being judged by these 
children (and their parents) scared them. But one day my mother actually let 
me invite friends from school to my birthday party. I spent hours making the 
invitations, which like the Valentine’s cards I also made (we didn’t know you 
could buy them in a store!), were hideous. They were folded over scraps of 
lined paper that read “YOUR INVAITED” on the front and “MARK IS 
HAVING PARTY” on the inside. For some inexplicable reason, I had also 
drawn either a tree or a sunflower baring fangs on each card. 

On the day I was to pass the invitations out at school, my mother 
unceremoniously canceled my party. 

“No party next week!” my mother yelled at me in her heavily accented 
English as I was preparing for school. “You bad and don’t deserve party. No 
birthday!” The reason wasn’t clear; it could have been any number of things. 
A week before I told her the F on my progress report stood for Friday (“My 
teacher just wanted to remind you,” I had said). And a few days before that 
I’d tried to make a cake by microwaving Fruit Loops, setting off every smoke 
alarm in the building. 



It was only years later that I learned my mother had changed her mind about 
the party because she was worried about Americans in her house. We had 
been in the country only three years then and my mother wasn’t yet the 
sophisticated woman who shops only at the best outlet stores. In 1993 she 
wore leopard-print dresses, dyed her hair a platinum blonde, and was terrified 
of being judged. Our furniture was used, we couldn’t afford a bounce house, 
and she had no idea what to serve the American children or how to make 
small talk with their parents. The parents, she had told me when I broached 
the subject of the party, would have to pick up their children outside. “This,” 
she said, “is rule.” And now the rule was a moot point, because there was to 
be no party. The Saturday of my birthday would be like any other. 

The day before my cancelled party, my mother told me that we could still 
celebrate. She would buy salads, piroshki, and cake from a Russian store that 
just opened on Clement. “You can’t invite people the day before,” I muttered. 
“And I don’t know anyone’s phone numbers.” 

“A day before is perfect time to invite,” my mother said. “All your real 
friends will come.” And with that she sat down and called all of her friends, 
inviting them and their children for a party that began at 3 p.m. and ended —
 unlike American parties — whenever we wanted it to. “Who tells you when to 
leave?” My mother scoffed at the idea of an end time. “Never do that. Is 
impolite and everyone talk about bad party and never visit again.” 

The next day I blew out my candles to a heavily accented chorus of “Happy 
Birthday,” resigned to the fact that for at least another year I would be the 
odd kid in class with the heavy accent and the smelly lunches. On Monday, 
no one would talk about my bounce house or ask me to come over to play 
Nintendo. But to my parents, this party was perfect. We had enjoyed pizza 
and Russian cake, keeping the balance between our old and new lives intact. 
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Legacy Business Registry Application

Section One:
Business / Applicant lnformation. proviae rhe fonowins rnformarion:

r The name, mailing address, and ofrrcr contact lnformation of the businese;

r The narne of the pe6on who owns the budness. For businesses witr multiple ownen1 idenlify tha pereon{s)
with the highast wmership etake in the business;

. The name, tiUe, and contact infurmation of the applicar*;

. The business'e San Francigm Business Account Number and entity number with the Secretary of $tate, if
applicable.

HAT'E OF BU$I}.IES$;

S&S Grocery
BUslt{E$S OUrrgnF} {UonUrrr0r. prroniai urur

Franm$ F. Lau

CURREilT BU$IT.IESS AT}DRE$$: TELEFHOHE:

1461 Grant Avenue
$an Fl:ancisco, CA 94133

t 4151 392-6777
EilIAIL:

WEBSffE: FACEBOOK PAGE: YELP PAGE

APPLICAIIT$ HAIIE

Frances Lau ,f l$ame as Businesg
APFLICAI{TIS TITLT

Orvner
APPLIGANTS AT}DRE8S: TELEPHONE:

1461 GrantAvenue
San Francisco, C 94133

t 
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$Aril FRAI{CNSCO BUSINESS ACCOUIIT }ltlllBEn: SEqRETT\RYOF Srere errrry }iuHBER{fr-fifffiffi

Aaron Peskin 10n0tfi
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Legacy Business Registry AppXicmti0n

Section Two:
Business Location(s).
List the business address of the original San Frandsco location, the start date of business, and the dates of operation at
the original locaton. Check the box indicatirq whether the original locaUon of the hrsiness in San Franclsco b the
founding location of the business. lf the business moved from its original Iocation snd has had additional addresses in
San Francisco, idenffff all other addresses and the dates of operation at eacfi address. For businesses with more than
one location, list the addi$onal locations in section three of the nanatirre.

OTHER ADDRESSE$ {if applicable}: ZIP CODE: OATE$ OF OPERANOI{

nd:

OTHER ADDRE$SES tif appllcable): ZIP CODE: DfiTES OT OFERANOil
Start:

nd:

OT}IER ADDRESSES {if applicable}: ZIP CODE: DATES OF OPERATION
$tart:

End:

OTHER ADDRESSE$ {if appllcable}: ZIP COBE: DATES OF OPERANON
Start:

End:

OTHER ADDRE$SES {if appllcable}: ZIP CODE: DAlg* OF OPERJINOT{
Start:

nd:

ORIGIiIAL SAN FRANCISCO ADDRE$S: ZIP COtrE: START OATU OF BUSI}IESS

1461 Grant Avenue, $an Franci$co, CA $4133 1974
IS THIS LOCATIO}I THE FOUNDIT{G LOCATION OF THE BUSIT'IESS? OATES OF OPERANON AT THIS LOCATOX

UNo EYes 11t1911974

OTHER ADDRESSES (if applicahle): ZIP CODE: DATES OF OPENANON

140 1 Grant Avenue, S.F. 94 133
Btart 1g5g
End: $74
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Section Three:
Disclosure Statement.
San Francisco Taxes,
lnformation Release.
This section is verification
current and complete, and
informati,:n rvill be verified
business registration, and
be efigible to apply for the

Legacy Business Registry rii:,,11., U:::iii ii '::,:: 
;i;l 

'it: 
ii ,i,:r lt'i:

Business Registration, Licenses, Labor Laws and Public

that all San Francisco taxes, business registration, and licenses are
there are no current violations of San Francisco labor laws. This
and a business cleemed not current in with all San Francisco taxes,
licenses, or has current violations of San Francisco labor laws, itiill not
Businsss Assisianss Grant.

ln addition. we are required to inform you thai all inforrnation provided in the apptication wlllbecome
subject to disclosure under the California Public Records Act.

Please iead ihe following statements and cherk each to indicate that you agree with the
stai.emeni. Then sign below in the space provided.

ilt **authcrizerl io sui:mit this applicatir:n on hehalf af the hrusiness.

Efi aftesi ihat the business is current on all of iis San Francisco iax obligations.'

E(attest thai. the business's buslness registration anr! any applicable regulaiory ticense(s]
are current.

E(attest that the Office of Labor.$iandards and Enforcement (OL$E) has not determined
that the husiness is cirrrently in vialation of any *:f the City's lahor laws, and that the
br,rsiness does not owe any outsianding penalties or payments orclered by the OLSH.

d unCerstand that docunrents subnriited with this application may be rnacle available to the
puhlic fr:r inspection and copyins pursuani io ihe California Public Records Act and San
Francisco Sunshine Ordinance.

Z I frereny acknowledge and authorixe that alt photographs and intages submitierl as pari. oi
tfre application nia1, be usecl b), ihe City without componsation.

d I understand that the $nral! Busin*ss Golnmission may revoke the placemen'r oi ihe
business on ihe Registry if it finds that the i:usiness no longer qualifies, anrl that plar:ement
on the Registry does not entitle the business ir: a grant of City funds.

(Print): Sig nature:



S & S GROCERY 
Section 4: Written Historical Narrative 

CRITERION 1 

a. Provide a short history of the business from the date the business opened in San Francisco 
to the present day, including the ownership history. For businesses with multiple locations, 
include the history of the original location in San Francisco (including whether it was the 
business's founding and or headquartered location) and the opening dates and locations of all 
other locations. 

S & S Grocery, located at 1461 Grant Avenue, was established by S. Louie in 1959. The market 
sells products of everyday use including fresh fruits and vegetables, canned foods, cereals, milk, 
snacks and crackers, soaps, medicines, paper towels and more. S & S Grocery is not just a store 
but an integral part of the neighborhood which makes up the community of North Beach. 

For over 59 years, S & S Grocery has been operating in the Italian North Beach district close to 
Chinatown. During the years S & S Grocery has been in operation, it has seen many changes 
throughout the city, but the store has continued to maintain its original identity as a family 
grocery store. 

In 1975, S. Louie transferred the business to his son J. Toy and his son’s wife M. Toy, known as 
the Toy family. The Toy family operated the business from early in the morning until midnight 
on Sunday to Thursday and until 2:00 a.m. on Friday and Saturday. The income from the store 
helped them raise their children, putting them through school and college, and helped support 
their family. J. Toy and M. Toy worked very hard to be able to support and petition all of their 
family members to immigrant to United States. As with many family-owned grocery stores, all 
of the children worked after school at S & S Grocery, pitching in to help out. Even now, some of 
the neighbors who are in their golden years still remember the Toy family working together at S 
& S Grocery.  

In the 1980s, the city experienced a development boom referred to as “Manhattanization” that 
saw the development of skyscrapers. During this time, high-rise condominiums were 
constructed in residential neighborhoods, which experienced much growth. Housing and 
neighborhoods changed, but S & S Grocery continued to strive as a local neighborhood grocery 
store. 

On October 17, 1989, the Loma Prieta Earthquake with a moment magnitude of 6.9 struck the 
Bay Area. The quake severely damaged the city’s freeway including the Embarcadero on/off 
ramp, which was a direct route into Chinatown and North Beach. The change that followed 
included the dismantling of the Embarcadero freeway making access to/from Chinatown and 
North Beach more difficult. Despite the physical changes to the environment, S & S Grocery 
maintained its presence serving the community and the residences on nearby Telegraph Hill. 



After many years of hard work, J. Toy and M. Toy retired in 1999 and transferred the business 
to their niece and nephews, F. Lau, J. Lau and S. Lau, known as the Lau family. As with the Toy 
family, many members of the Lau family work together to keep S & S Grocery in operation. 
They are committed to providing a vital service to the neighborhood and work long hours every 
day from morning till night. Although a few of the family members have different primary jobs 
working elsewhere, they are also dedicated to S & S Grocery by working at the store at nights, 
weekends and holidays. 

During the dot-com boom in the late 1990s, large numbers of entrepreneurs and computer 
professionals moved into the city. The poorer neighborhoods started becoming gentrified. The 
change that followed resulted in increased rents forcing people, families and businesses to 
leave the city. With the crash of the dot-com era, the once crowded offices had become a 
virtual wasteland. S & S Grocery struggled during the dot-com ups and downs, but survived. 

S & S Grocery also survived the Great Recession from the late 2000s to the early 2010s. After 
the recession ended, new internet and software start-up companies began moving into the city, 
attracting new residents. The tech industry also expanded north from Silicon Valley to San 
Francisco, lowering vacancy rates and attracting even more residents. Property values 
increased, and rapidly rising rents started causing problems for San Francisco’s many small 
businesses. That destructive pattern has continued unabated through today. In this challenging 
environment, S & S Grocery has been struggling much more than it had in the past. The store 
continues to serve the residents of North Beach as a family-owned grocery store with multiple 
family members involved in the business. But the financial burden demanded from the landlord 
who is continually increasing the rent may break the business. The situation is dire. 

The number of family-owned businesses in San Francisco are dwindling. The Laus have 
continued the family tradition of operating S & S Grocery in its current location for 60 years, but 
support is desperately needed to help maintain small businesses such as S & S Grocery so that it 
can continue to maintain its legacy in the city and service to the North Beach community. 

b. Describe any circumstances that required the business to cease operations in San Francisco 
for more than six months? 

S & S Grocery has not ceased operations in San Francisco since it opened in 1959. 

c. Is the business a family-owned business? If so, give the generational history of the 
business. 

S & S Grocery is a family-owned business. It was originally owned by the Toy family in 1959, 
transferring from the original owner to his son and daughter-in-law in 1975. It then transferred 
to the Lau family, who were their niece and nephews. An ownership history of the business is as 
follows: 

 



1959 to 1975:  S. Louie 
1975 to 1999:  J. Toy and M. Toy 
1999 to Present: F. Lau, J. Lau and S. Lau 

d. Describe the ownership history when the business ownership is not the original owner or a 
family-owned business. 

Not applicable. 

e. When the current ownership is not the original owner and has owned the business for less 
than 30 years, the applicant will need to provide documentation of the existence of the 
business prior to current ownership to verify it has been in operation for 30+ years. Please 
use the list of supplemental documents and/or materials as a guide to help demonstrate the 
existence of the business prior to current ownership. 

Documentation demonstrating the existence of S & S Grocery as a grocery store for 30+ is 
provided in this Legacy Business Registry application.  

f. Note any other special features of the business location, such as, if the property associated 
with the business is listed on a local, state, or federal historic resources registry. 

The historic resource status of the building at 1461 Grant Avenue is listed by the Planning 
Department as Category A (Historic Resource Present) with regard to the California 
Environmental Quality Act. It appears to be eligible for listing in the California Register or the 
National Register as a contributor to the Upper Grant Avenue Historic District. 

CRITERION 2 

a. Describe the business's contribution to the history and/or identity of the neighborhood, 
community or San Francisco. 

In addition to just trying to maintain the identity as a store serving the community, the store 
also integrates well into the neighborhood. Thus, the City should continue in kind to help keep 
that light on for S & S Grocery. 

b. Is the business (or has been) associated with significant events in the neighborhood, the 
city, or the business industry? 

The business is not associated with significant events in the neighborhood, city or business 
industry. 

c. Has the business ever been referenced in an historical context? Such as in a business trade 
publication, media, or historical documents? 



Although not specifically referenced in any historical context, the storefront of S & S Grocery 
itself was included in scenes from the movie “The Pursuit of Happyness” and recently the movie 
“Venom.” 

d. Is the business associated with a significant or historical person? 

No.  

e. How does the business demonstrate its commitment to the community? 

The business demonstrates its commitment to the community in a number of ways. S & S 
Grocery has maintained a friendly atmosphere for everyone to shop. It helps customers who 
have physical challenges by making deliveries. The business owners sometimes help by keeping 
packages for neighbors when they have to step out. They even help out neighbors by keeping a 
secondary key for emergencies. The store also provides good street lighting at night, which 
contributes to safety on the street. 

f. Provide a description of the community the business serves. 

S & S Grocery has always been a grocery store that serves the residents and businesses in North 
Beach, Chinatown, Telegraph Hill and the Italian district. The patronage coming to the store 
include tourists, elderly, kids, musicians, writers, artists, lawyers, doctors, nurses, etc.  

g. Is the business associated with a culturally significant 
building/structure/site/object/interior? 

S & S Grocery features a psychedelic 7-Up sign. It’s an image from 1969-1973 created by John 
Alcom for The Seven Up Company as a part of the famous UnCola ad campaign. The sign is a 
collector’s item, and tourists regularly take pictures of it. Many people comment on its beauty. 

 



h. How would the community be diminished if the business were to be sold, relocated, shut 
down, etc.? 

If S & S Grocery were to close, it would add to the current vacancy crisis in the North Beach, 
which has a vacancy rate of 10.25 percent. One contributing factor to the high vacancy rate is 
landlords leaving their storefronts unoccupied in hopes for higher rent. Some spaces have been 
vacant for over three years. Another reason is that more people prefer to shop online for 
convenience reasons. With fewer and fewer brick-and-mortar retailers, the vacancy trend will 
only worsen because people will do even more online shopping. The North Beach commercial 
district should be providing an environment to allow local businesses to thrive so that it can 
support locals and visitors. There should be a continual push to make the area vibrant and lively 
so it can grow the community instead of abandoning it. 

CRITERION 3 

a. Describe the business and the essential features that define its character. 

S & S Grocery sells products of everyday use including fresh vegetables and fruits, canned 
foods, chips, cereals, milk, crackers, soaps, medicines, paper towels, etc. S & S Grocery has 
remained a family grocery store that has been operated by only family members since it was 
first opened. The store is managed now by a third generation of Toy-Lau family members. 

Although a general grocery store is not as unique in a sense like a historical building or a 
painting from a famous painter, the tradition that the store brings over generations is the 
meaning of what is the “American Dream.” Everyone has an equal opportunity to achieve 
success through hard work, determination and initiative. “Everyone” means anyone willing to 
work hard to make their dream a reality. It could be you, me or someone just next to you. The 
owners of S & S Grocery came to the United States from China with few belongings. They did 
not speak or write English and were not familiar with American culture. Through hard work and 
determination, they learned the language and customs, and the principles of American 
businesses. The parents of the Lau family had to learn the English language, how to operate a 
credit card machine, how to use a cash register, how to work the lottery machine and 
understanding delivery systems. It was quite an accomplishment. Even now the father of the 
Lau’s family continues to help stock the shelves, price inventories and help customers. As old as 
the parents are, they have not flinched on learning but rather they embrace the opportunity to 
learn. The “American Dream” is more than just a phrase, it’s a reality achieved by 
determination and hard work, and it’s an essential feature that defines the character of S & S 
Grocery. 

b. How does the business demonstrate a commitment to maintaining the historical traditions 
that define the business, and which of these traditions should not be changed in order to 
retain the businesses historical character? (e.g., business model, goods and services, craft, 
culinary, or art forms) 



S & S Grocery is committed to maintaining its historical tradition as a grocery store. 

c. How has the business demonstrated a commitment to maintaining the special physical 
features that define the business? Describe any special exterior and interior physical 
characteristics of the space occupied by the business (e.g. signage, murals, architectural 
details, neon signs, etc.). 

S & S Grocery is committed to maintaining the historic 7-Up sign from the 1969-1973 ad 
campaign.  

d. When the current ownership is not the original owner and has owned the business for less 
than 30years; the applicant will need to provide documentation that demonstrates the 
current owner has maintained the physical features or traditions that define the business, 
including craft, culinary, or art forms. Please use the list of supplemental documents and/or 
materials as a guide to help demonstrate the existence of the business prior to current 
ownership. 

Documentation is provided in this Legacy Business Registry application that shows the business 
has been a grocery store for 30+ years. 
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https://blogs.library.duke.edu/rubenstein/2017/12/04/uncola/ 

 

 
 

FEATURED, FROM OUR COLLECTIONS, HARTMAN CENTER, STUDENTS AND INTERNS  

Uncola: Seven-Up, Counterculture and the 
Making of an American Brand 
DECEMBER 4, 2017 

AMY MCDONALD 

Post contributed by Claire Payton, John W.  Hartman Center for Sales, Advertising & Marketing 
History intern and Ph.D. candidate, Duke University Department of History 

It was 1967, and people weren’t drinking Seven-Up. Well, a few were: consumers mostly 
thought of the bubbly beverage as a mixer or a tonic to calm an upset stomach. But executives at 
the St. Louis-based Seven-Up Company were anxious to tap into a wider market. The company 
wanted to rebrand its product as a common soft-drink like the more well-known cola beverages, 
Pepsi or Coca-Cola. It enlisted a marketing team from the Chicago office of the J. Walter 
Thompson ad agency to help them. Out of this collaboration came one of the most famous 
advertising campaigns of the 20th century. 

The late 1960s were a difficult time in America. The Vietnam War and the fight for civil rights 
divided the country.  Disillusioned young people were building a robust oppositional counter-
culture that rejected war, racial segregation, and violence. The summer of 1967 became known 
as the “Summer of Love,” a period when hippies gathered in San Francisco and cities around the 
country in the hopes of igniting “a renaissance of compassion, awareness, and love, and the 
revelation of unity for all mankind.” 

Seizing on this oppositional energy, the JWT team designed a campaign that framed 7-Up as the 
ultimate oppositional drink: the “Uncola.” Rather than trying to play up the similarities the soda 
shared with its competitors, the new ads focused on its differences. In the company newsletter, 
the team explained “Seven-Up advertising tells people that, of the three top-selling soft drink 
brands, 7-Up, the Uncola, is the only one with distinctly different qualities.” 



 

The “Uncola” struck a chord with the younger generation as the first ads appeared in 1968. They 
focused on puns based around “un” part of the new slogan. By portraying Coke and Pepsi as “the 
Establishment,” JWT effectively situated 7-Up as an alternative brand for alternative people. 

The following year JWT created a contest inviting artists to submit wildly imaginative designs 
for 7-Up ads. The submissions were presented to the client, who chose the final images. The 
winner received a $2000 reward and the opportunity to work with JWT to make final versions. 
From this contest, JWT and the Seven-Up company built a campaign of colorful road-side 
billboards with psychedelic graphics. Art by young graphic designers including Pat Dypold, Ed 
Georges, and Milton Glaser dotted highways across the country in 1969. 

A 1973 article from Southern Advertising described the success of the billboard campaign: “To 
zero in on the college and younger age groups, [Seven-Up executive] Roesch has developed a 
different approach to the use of the outdoor medium. The agency’s media department uses 
outdoor as a means of zeroing in on a specific target . . . instead of as a mass media that doesn’t 
discriminate.  The boards are located accordingly, and the art used is slated to the specific likes 
of the age groups. The result has been demand for Seven-Up posters to be used as room 
decorations, party decorations, all without any promotion by the company.” 



 

The campaign complemented its print ads and billboards with television spots. The most 
memorable ads from this campaign featured Trinidadian dancer and actor Geoffrey Holder 
explaining the difference between ugly, dry, kola nuts and the tangy, juicy lemon and limes that 
flavor 7-Up. The ad broke racial barriers within the Seven-Up Company, which until then had 
never used black actors in its television ads. 

The Uncola campaign continued into the 1970s. As times changed, the campaign tried to stay in 
dialog with oppositional culture by incorporating new visual mediums such as grafitti. JWT 
argued that “In 1968, the rebellious approach of youth was a workable parallel for the rebellious 
approach of Seven-Up. Today, in the Seventies, the attack remains viable.” However, 7-Up’s 
hard-won market share declined over the course of the decade, losing ground to the growing 
popularity of another lemon-lime soda, Sprite. 



 

Perhaps the soda became a victim of its own success. The Uncola campaign had so effectively 
linked to the youth of the 1960s that by the 1990s, it was considered”what old people drink,” in 
the words of one financial analyst, “and that’s not what you want in a soft drink.” In 1998, the 
company finally dropped the Uncola slogan and reinvented its formula. Since then the company 
has since tried several different campaigns to redefine its identity without success. Regardless, 
the Uncola campaign will remain a mainstay of the consumer culture of 20th century America 
and a sign of the times in which it was created. 



https://flashbak.com/when-7up-was-cool-the-uncola-ad-campaign-1969-1973-27578/ 
 

 
 

Everything Old Is New Again 
 
 

From Uncool to Uncola – The 
Fabulous Psychedelic 7-Up Ads 
1969-1973 
 
By Rob Baker on December 11, 2014 
 
 

 
‘Un & Un is Too’ by Kim Whitesides in 1969 

 
 



No one really knows where the name 7-Up really comes from although we do know 
that it was invented in 1929 by Charles Leiper Grigg. In 1920 Grigg had already 
invented an orange carbonated drink called Howdy but it had never been as successful 
as he hoped mostly due to popular and dominating market leader Orange Crush. So 
Grigg searched around for a different kind of soda one without an obvious rival and 
after two years of experimenting came up with a lemon-lime flavoured drink. 
Despite being given the rather long-winded name of Bib-Label Lithiated Lemon-Lime 
soda the soda started selling well. 
 
The ”Bib-Label” part of the moniker referred to the paper labels on the bottle, while 
the “Lithiated” bit, referred to the Lithium Citrate that Grigg hoped would make the 
drink seem more healthy. Lithium affects the flow of sodium through nerve and 
muscle cells in the body and is used today to treat the manic episodes of manic 
depression. 
 
Grigg sensibly abandoned the original name of his popular soft drink and after a few 
pared it down to 7 UP. It was never completely clear what the name referred to but 
despite the company’s secrecy over the matter there isn’t a good reason to think that 
it’s not named after the drink’s seven ingredients. An original tagline went: “Seven 
natural flavors blended into a savory, flavory drink with a real wallop.” One of those 
ingredients, of course, was lithium and that might have been the ‘Up’ bit in the name. 
The US Government banned lithium’s use in foodstuffs in 1948 and, presumably with 
a licence to delay, 7 Up stopped including lithium citrate in its recipe two years later. 
No one seemed to notice the lack of the mood-stabilising ingredient and by now 7UP 
was the third best-selling soft drink in the world. 
 
Many of the images can be seen here by btreat on flickr. Some of these incredible ads 
are available there for rent and for sale. 



 
7UP ads were very family friendly in the 1950s, this ad from 1952. 



 
Ad from 1963. 7-Up’s demographic was becoming older in the sixties. The company aimed ads 

to teenagers but to no avail. 



Almost twenty years after the mood-altering drug was removed from the ingredient 
list the Seven-Up Company introduced the slightly counter-culture influenced 
UNCOLA advertising campaign. Possibly because the drink was considered by 
youngsters as distinctly uncool and a drink imbibed mostly by the older generation 
(despite the desperate attempt by 7-Up to use teenagers in their early sixties ads). 
7UP’s tagline had long been: “You Like It; It Likes You”, and many 
presumed because it was less gassy or stomach-upsetting than the cola drinks. 
 
The UNCOLA campaign changed everything and the ads seemed to say: ‘This is a 
drink that is definitely not Cola and we are different and we are proud of the 
difference’. Within a few months the ads sent 7UP sales rocketing. 
 
 

 
‘Un In The Sun’ By Pat Dypold, 1969. 

 



 
“UnCanny In Cans” by John Alcorn, 1969. 

 
 

 
“The Light Shining Over The Dark” by Pat Dypold, 1971. 

  



 
‘Like No Cola Can’ – Milton Glaser, 1971. 

 
 

 
‘Un For The Good Old Summer Time’ by Barry Zaid, 1971. 

  



 
Don’t Be The Last To UnCola by Pat Dypold, 1971. 

 
 

 
‘Butterfly & Bottle’ by Pat Dypold, 1971. 

  



 
‘Buy a Merry Can’ Jacqui Morgan, 1970. 

 
 

 
‘See The Light’ by Bill Bosworth, 1973. 

  



 
‘Money-Back Bottles Make Cents’ by Skip Willliamson 

 
 

 
‘Un With The Show’ by Ray Lyle, 1971. 

  



 
‘The Order of the Day’ by Simms Taback, 1971. 

 
 

 
‘Wet Un Wild’ by Ed George, 1970. 

  



 
‘The Youth Fare’ by Ed George 1971. 

 
 

 
‘Un Un and Away’ by Ed George, 1970. 



 
‘Visit Un City’ by Pat Dypold, 1971. 

 
 

 
‘Uncover Summer’ by Pat Dypold, 1971. 

  



 
‘Dog’s Best Friend’ by Bob Taylor, 1972. 

 
 

 
‘Hear No Cola, See No Cola, Drink Uncola’ by Nancy Martell, 1970. 

  



 
‘Matisse’ by Pat Dypold, 1971. 

 
 
Many of the images can be seen here by btreat on flickr. Some of these incredible ads 
are available there for rent and for sale. 
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YUET LEE RESTAURANT 
Section 4: Written Historical Narrative 

CRITERION 1 

a. Provide a short history of the business from the date the business opened in San Francisco 
to the present day, including the ownership history. For businesses with multiple locations, 
include the history of the original location in San Francisco (including whether it was the 
business's founding and or headquartered location) and the opening dates and locations of all 
other locations. 

The Yu family opened Yuet Lee Restaurant (“Yuet Lee”) on January 1, 1977, at 1300 Stockton 
Street on the same corner of Stockton Street and Broadway where it is today. It was established 
by husband and wife team Chi Yuet Yu and Mee Hun Lee. The restaurant name, Yuet Lee, is a 
combination of both their names. Yuet Lee Restaurant was established as a sole proprietorship 
with Chi Yuet Yu listed as the owner. 

The Yu family ran a neighborhood restaurant in Hong Kong – also called Yuet Lee – for a 
number of years. When they immigrated to San Francisco, they brought the family recipes with 
them. Yuet Lee is famous for their Hong Kong style seafood dishes.  

The fresh shrimp are steamed for half a minute, just until they turn pink. They are served 
unadorned in their shells on a platter with a little bowl of soy sauce and fresh chilis, a 
condiment that accompanies many of the dishes. The preparation is of the simplest nature. No 
sauce or oils are used. The natural sweetness and juicy, tender texture of the fresh shrimp is 
what you taste. Or sometimes the whole shrimp are quickly stir-fried with hot red chilis, ginger 
and garlic. Either way they are superb. 

The lobster and crab also get the briefest of cooking in the wok. It is cut into pieces, shell and 
all, and is sauced with one of the most delicate black bean preparations you can taste. The 
presentation on a large platter looks like an illustration for a Chinese cookbook, the red lobster 
pieces garnished by strips of black mushroom, green scallion and coriander dotted with shiny 
black beans. The lobster, perfumed by the vegetables in a sauce thickened only by the lobster’s 
tomalley and enriched by minced pork, remains the undisputed star of this accomplished dish. 

The clams are the best you could ever eat in any style of preparation. They are juicy and tender 
and made all the more wonderfully by a succulent, spicy black bean sauce that includes 
coriander, hot red peppers and green onions. 

When Yuet Lee Restaurant first opened in San Francisco, it had a difficult time being accepted 
by its North Beach neighbors. They had located their restaurant on the north side of Broadway, 
which was the demarcation line separating Chinatown and North Beach. Everything south of 
Broadway was Chinatown; everything north of Broadway was North Beach. Yuet Lee 
Restaurant, located on the north side of Broadway, was infringing on the Italian section of 



North Beach. Despite the neighbors' initial disfavor with the restaurant, the family overcame 
the adversity and won the hearts and stomachs of patrons from around the Bay Area and 
beyond. Their food was too good to deny, and eventually the neighbors acquiesced and let 
them be. After all, their good food brought more people to the area and helped the overall 
economy of that section of North Beach. Nowadays, there is no clear demarcation of 
Chinatown and North Beach. 

In 1998, Yuet Lee transferred to Chi Yuet Yu and Mee Hun Lee’s three children: Jane Yu, Sam Yu 
and Wing Tim Yu. In 2016, following Jane’s withdrawal due to health reasons and Wing Tim’s 
passing, Sam took over the entire operation of Yuet Lee Restaurant. 

b. Describe any circumstances that required the business to cease operations in San Francisco 
for more than six months? 

The restaurant has never ceased operations since its opening in January 1977. 

c. Is the business a family-owned business? If so, give the generational history of the 
business. 

Yuet Lee is a family-owned business that has been run by the Yu family for two generations. 
Husband Chi Yuet Yu and wife Mee Hun Lee were in the restaurant business in their native 
Hong Kong. When they arrived in the United States, they decided to bring authentic Cantonese 
cuisine to San Francisco where there were many Cantonese Chinese people. 

When Yuet Lee was established by Chi Yuet Yu in January, 1977, it was a sole proprietorship 
under the ownership of Chi Yuet Yu. Regardless, the entire Yu family have all have worked in 
the restaurant: husband Chi Yuet Yu, wife Mee Hun Lee, daughter Jane Yu, oldest son Sam Yu 
and youngest son Wing Tim Yu. In 1998, Chi Yuet transferred the business to his three children. 
Following Jane’s withdrawal due to health reasons and Wing Tim’s passing, Sam took over the 
entire operation of Yuet Lee Restaurant in 2016. 

d. Describe the ownership history when the business ownership is not the original owner or a 
family-owned business. 

The ownership history of Yuet Lee Restaurant is as follows: 

1977 to 1998:  Chi Yuet Yu 
1998 to 2016:  Jane Yu, Sam Yu, Wing Tim Yu 
2016 to Present: Sam Yu 

e. When the current ownership is not the original owner and has owned the business for less 
than 30 years, the applicant will need to provide documentation of the existence of the 
business prior to current ownership to verify it has been in operation for 30+ years. Please 



use the list of supplemental documents and/or materials as a guide to help demonstrate the 
existence of the business prior to current ownership. 

Documentation of the existence of Yuet Lee Restaurant for 30+ years is included in this Legacy 
Business Registry application. 

f. Note any other special features of the business location, such as, if the property associated 
with the business is listed on a local, state, or federal historic resources registry. 

The historic resource status of the building at 1300 Stockton Street is classified by the Planning 
Department as Category A, “Historic Resource Present,” with regard to the California 
Environmental Quality Act. Constructed in 1906, the building appears to be eligible for listing on 
the California Register or the National Register. 

CRITERION 2 

a. Describe the business's contribution to the history and/or identity of the neighborhood, 
community or San Francisco. 

Yuet Lee Restaurant, originally located in North Beach, is an important contributor to the 
Chinatown neighborhood. The distinctive green color of the building and its bright interior 
lighting have made the building an icon and a beacon to those natives and tourists seeking 
incredibly delicious seafood. According to Sam Yu, the distinctive green color has made it a 
landmark in Chinatown. All you have to say is, "Where's that crazy green building?" and anyone 
who knows Chinatown can tell you where it is. Sam's father originally painted the building that 
color to attract attention and awareness for the restaurant, and it worked. 

The restaurant is considered an icon in Chinatown and on any given day you will see tourists as 
well as Chinese diners enjoying the delicious authentic Cantonese seafood. Over the years, 
thousands of family holiday celebration banquets, especially around Chinese New Year have 
been held there. 

The restaurant, although not fancy, lets the food speak for itself. The restaurant is well-known 
for its lobster, crab, calamari, salt &pepper squid, clams with black bean sauce and traditional 
Cantonese chow fun dishes and is highly sought after as a destination to visiting tourists. They 
may laugh at the odd green color of the restaurant's exterior and overly bright interior lighting, 
but once they taste the food they know it was worth the trek to this special corner in 
Chinatown. 

Although the restaurant can serve only 47 people at a time in the main dining room, they serve 
300-500 customers a day. That’s quite an achievement for such a small restaurant. The 
restaurant is also one of the few that is open until 1:00 a.m. every night. 



Many of their employees have been with Yuet Lee Restaurant for a very long time because they 
are made to feel as though they are part of the family. Three employees had worked for Yuet 
Lee for over 40 years, and they just retired recently. Among current employees, two of them 
have been working for over 20 years. Sam's father started the restaurant in 1977 and 
eventually brought over other members of their family from Hong Kong to work in the 
restaurant.  

b. Is the business (or has been) associated with significant events in the neighborhood, the 
city, or the business industry? 

The restaurant has not be associated with any significant events associated with the city or the 
restaurant industry but Sam is an advocate who always takes a proactive role by voicing out 
issues that impact the business community or Chinatown as a whole.  

c. Has the business ever been referenced in an historical context? Such as in a business trade 
publication, media, or historical documents? 

There have been many articles and reviews written about the restaurant that have appeared in 
the San Francisco Chronicle (June 2018), AAA Via Magazine (Feb. 2013), SF Weekly, San 
Francisco Magazine (Nov. 2005), California Magazine (Feb. 1982), Continental Magazine, and a 
book titled, "Restaurants of San Francisco - The Definitive Guide to the Bay Area's Best" by 
former SF Chronicle Restaurant Critic, Patricia Unterman and Stan Sesser. Recently, the 
restaurant owner was interviewed by reporter Angelina Wong and featured on KTSF Channel 26 
TV. 

d. Is the business associated with a significant or historical person? 

Many celebrities have enjoyed meals at Yuet Lee Restaurant, including actor and Hong Kong 
and Hollywood Kung Fu Master Jacky Chan, Emmy Award-winning radio and TV personality 
Liam Mayclem, Travel Channel host Samantha Brown, actor Mikey Roe, as well as celebrity 
chefs Guy Fieri, Emeril Lagasse and Adam Gertler. 

e. How does the business demonstrate its commitment to the community? 

The owner, Sam Yu, has been a long-time member of Yee Fung Toy Family Association. The 
purpose of the organization is to make friendly contacts among clansmen, work for their well-
being by pooling wisdom and uniting forces, advance clan affairs, and support public welfare. 
Apart from the headquarters in San Francisco, 13 branches have been established: New York, 
Sacramento, Detroit, Boston, Southern California, Chicago, Phoenix, Seattle, Cleveland, Salt 
Lake City, Houston, Stockton and Columbus. The association conducts myriad events and has 
established a scholarship fund to award and encourage students with excellent academic 
performance. 



Sam is also a long-time member of the Ying On Merchants & Labor Benevolent Association. The 
association is a historical Chinese American association that was established during the 19th 
century for the purpose of promoting, fostering and encouraging the spirit and practice of 
sociability, fraternity, charity and benevolences among its members and the Chinese 
community. 

Yuet Lee Restaurant is always ready to offer help when there is a need in the community. For 
instance, on February 3, 2017, which was also the fifth day of the Chinese Lunar New Year, a 
fire broke out early that morning from one of the commercial units at Golden Plaza which is a 2-
story mixed use building located at 1199 Stockton Street in Chinatown. It took the firefighters 
more than 6 hours to contain the fire. Seven businesses located on the first floor and at least 25 
residents living on the second floor were affected and had to evacuate immediately. Most of 
the residents are seniors. They were provided shelter by Salvation Army Corp Chinatown 
Community Center on Powell Street. Yuet Lee provided dinners for the first two nights to at all 
those residents who lost their home from the fire. 

In addition, since Sam’s restaurant is located at the busy intersection of Stockton Street and 
Broadway, he has provided help to numerous pedestrians who gotten injured from auto 
accidents and the elderly who have fallen or tumbled by offering a resting place for the injured 
while awaiting the paramedics. 

Sam is also a big supporter of schools and nonprofit organizations in Chinatown and the 
neighborhood community. Whenever they have special events or festival celebrations, Yuet Lee 
Restaurant is always happy to donate food to the make the events more joyful. To name a few, 
these institutes include: 
• John Yehall Chin Elementary School 
• Jean Parker Elementary School 
• Saints Peter and Paul Catholic School 
• (The former) St Mary's School 
• The Salvation Army 
• Self Help for the Elderly 
• SFFD Station 2 
• SFPD Central Station 

Sam is very concerned with all the developments in Chinatown and wellness of Chinatown 
businesses. He has always been proactive in participating in various community meetings in 
Chinatown and speaks up on issues affecting the business community, including the Central 
Subway construction that began in Chinatown in September 2013 and the Broadway Chinatown 
Streetscape Improvement Project that began in January 2017.  

The restaurant received a Certificate of Honor from the San Francisco Board of Supervisors on 
July 1, 2002, recognizing “Yuet Lee Restaurant as one of San Francisco’s great late-night eating 
establishments, well known for its outstanding seafood, and to honor its achievement in 



winning the SF Weekly’s annual ‘Best of San Francisco 2002’ award.” The Board of Supervisors 
extended its highest commendation.  

f. Provide a description of the community the business serves. 

Chinatown is a crowded, bustling neighborhood with hundreds of tiny mom-and-pop shops and 
restaurants. To the experienced traveler, it resembles Hong Kong or Singapore. It primarily 
serves the large Chinese and Asian population that live and work in San Francisco, although 
many Asian families travel into the city on the weekends to purchase goods they can only find 
in the tiny shops in Chinatown. It is a sought-after destination by both young and old who often 
frequent the shops and restaurants. 

Since Chinatown is situated close to the city's financial district, it also has an influx of local 
business people seeking quick, cheap food where they can eat during their lunch hour. 

Besides serving the local population, Chinatown is one of San Francisco's top tourist attractions. 
Tourists want to have an authentic food experience, unlike what they may have in their 
hometown mall. The bustling neighborhood attracts not only tourists from China but other 
Asians as well from Taiwan, Thailand, Laos, Cambodia, Vietnam, Japan and Malaysia. Chinatown 
is also a destination for American, South American, Canadian and European tourists who want 
to taste "real" Chinese food. With exposure to TV shows like Anthony Bourdain's Parts 
Unknown travel food show and Guy Fieri's ventures into exotic foods, people are more open to 
trying food they've never had before. The hanging ducks and the unidentifiable exotic fruits, 
vegetables, and spices are not as forbidden to the naïve palate as they once were. More people 
are open to trying new things. 

With the help of websites like Yelp and a variety of food and restaurant mobile apps like 
Instagram and Twitter, good restaurants like Yuet Lee are being promoted by the public 
through word of mouth. 

g. Is the business associated with a culturally significant 
building/structure/site/object/interior? 

What makes the building distinctive is its bright chartreuse color. You can't miss it! The interior 
lights that appear really bright at night also help to make it noticeable and draw a lot of 
attention. 

h. How would the community be diminished if the business were to be sold, relocated, shut 
down, etc.? 

Yuet Lee is a cornerstone within the community. Residents and tourists alike would miss its 
quirky colored building as well as its delicious seafood if it were to close. Located on the well-
known Stockton (#30 bus) corridor, the restaurant is a staple within the community and seen by 
thousands of people every day while walking, driving, or commuting by bus. This restaurant is 



by far the best place to get great tasting seafood that is melt-in-your-mouth good. The only 
other places that offer the variety of seafood dishes that Yuet Lee does are on Fisherman's 
Wharf and they are prepared very differently than Yuet Lee's. Yuet Lee’s distinctive Cantonese 
seasonings and preparation are unsurpassed. 

  



CRITERION 3 

a. Describe the business and the essential features that define its character. 

Yuet Lee is a no frills, no reservations accepted kind of place. It's down home Cantonese 
Chinese food is made from three generations of family recipes. The small footprint limits the 
number of customers to only 47 people at a time. This causes it to have a long line of customers 
waiting outside the entrance and alongside the front of the restaurant. The long wait to get in 
makes people think, "What's so great about this place? I think I should try it!" They are not 
disappointed. 

The restaurant serves authentic Cantonese food. In the United States, this is sometimes called 
the “Hong Kong style” because of the many immigrants from Hong Kong, originally from the 
Canton province, who have settled here. Real Cantonese food is cooked differently than the 
Cantonese food Americans know. The wok is smaller, lighter, and one-handed. Cantonese chefs 
“throw the wok” when they cook. Also, Cantonese cooking involves more spices than 
Cantonese American food, especially garlic, and the spices are kept in the wok unlike the 
American style in which the spices are removed after they have flavored the oil. And in 
authentic Cantonese cooking, seafood is far more important than in the American version. As 
the food is cooked, it acquires “wok chi,” or wok energy. Fast hot cooking – 30 seconds or less 
for some dishes – forces the taste out of the ingredients and gives them wok chi. 

The odd bright green color and lighting of Yuet Lee make it very distinctive and adds to the 
quirkiness and the character of the restaurant. 

b. How does the business demonstrate a commitment to maintaining the historical traditions 
that define the business, and which of these traditions should not be changed in order to 
retain the businesses historical character? (e.g., business model, goods and services, craft, 
culinary, or art forms) 

Sam Yu, the owner, has been told many times that he should repaint the outside of the 
restaurant a more conservative color to be more tasteful. He has adamantly refused. "No, I 
intentionally painted the building that color to attract attention. I like it!" he'll say to anyone 
that makes that recommendation. As long as Yuet Lee remains within the Yu family, the 
building will remain that special color green. 

The restaurant takes great pride in its time-honored family recipes that have been handed 
down from one generation to the next. The current food trends of less fat, less oil, and no carbs 
don't apply at this establishment. This is traditional Cantonese Chinese food from the 
homeland. It will not change despite the trends that come and go. 

The restaurant's interior might be renovated from time to time, with new furniture added, but 
the fish tank and bright lights will always remain. It's part of the charm of the restaurant. 



c. How has the business demonstrated a commitment to maintaining the special physical 
features that define the business? Describe any special exterior and interior physical 
characteristics of the space occupied by the business (e.g. signage, murals, architectural 
details, neon signs, etc.). 

The restaurant hasn't changed its façade, exterior color, or interior design and layout for over 
20 years. Their customers like the familiar — it's like home and family. All that matters is that 
the food remains as good as it was when it first opened 41 years ago. Sam, his family, and staff 
are committed to providing the best traditional Cantonese food in San Francisco. That 
commitment honors the memory of its original founders, Yuet and Lee. Sam would have it no 
other way. 

d. When the current ownership is not the original owner and has owned the business for less 
than 30years; the applicant will need to provide documentation that demonstrates the 
current owner has maintained the physical features or traditions that define the business, 
including craft, culinary, or art forms. Please use the list of supplemental documents and/or 
materials as a guide to help demonstrate the existence of the business prior to current 
ownership. 

Documentation demonstrating that Yuet Lee Restaurant has served authentic Cantonese 
cuisine since it was founded in 1977 is included in this Legacy Business Registry application. 
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People love to suggest that the “authenticity” of Chinatown has 

evaporated—that Chinese Americans have moved out in droves and that the 
best dim sum can now be found elsewhere, in places like the western Sunset 
or the East Bay. But those naysayers, who choose to paint an entire 
neighborhood as no longer of relevance, couldn’t be more wrong. While 
there’s no doubt that Chinatown has changed over the past few decades, it’s 
far from a relic. 
 
I’ve lived in Chinatown for the past 20 years, getting to know the restaurants 
and the markets, the neighbors and the shopkeepers, the quirks and the 
charms. The sense of community and tradition run deep here; it’s not hard to 
see just how crucial of a role the neighborhood still plays in the local Chinese 
American community. Pick any day to take a stroll down Stockton Street, and 
you’ll see floods of Chinese people from the neighborhood and elsewhere in 
the Bay milling about, ducking in and out of shops like New Luen Sing Fish 
Market and Dong Hing Supermarket, plying their way through bags of bok 
choy and Chinese greens like yow choy and tong ho. It’s not just the older 
crowd either—teens continue to fill places like Uniq Salon and S & P 
Fashion Design Hair Studio, getting their hair done in the latest trendy K-pop 
and C-pop styles. 
 
Yes, you may be able to find more innovative and trendy Chinese restaurants 
around the Bay Area, but those new establishments don’t take away from the 
authenticity of Chinatown’s own eateries, many of which continue decades of 
service and uphold a tradition of a neighborhood restaurant serving neighbors 
food they crave. 
 
When it comes to food, Chinatown has always been a culinary destination in 
SF, with longstanding restaurants serving up affordable, delicious regional 
cuisines of China. Some may complain about their environments, but they 
remain as busy and beloved as ever even as new, fancier ones have popped 
up, like China Live. Yes, you may be able to find more innovative and trendy 
Chinese restaurants around the Bay Area, but those new establishments don’t 
take away from the authenticity of Chinatown’s own eateries, many of which 



continue decades of service and uphold a tradition of a neighborhood 
restaurant serving neighbors food they crave. 
 
San Francisco’s Chinatown arose in the 1850s due to the need of immigrants 
from China — mostly from Guangdong in the southern part of the country —
 to have a place to live. The construction of the Transcontinental Railroad 
especially drew in such immigrants to San Francisco, along with the gold 
rush. The City of San Francisco permitted the area to welcome Chinese 
immigrants and allow their property to be deeded to them and passed down to 
future generations. With these incentives, Chinese people gravitated to the 
area, and many businesses, including restaurants, sprung up here to cater to 
them. 
 
While the vast majority of Chinatown restaurants serve Cantonese dishes 
(including dim sum), it’s home to at least eight major cuisines of China —
 Anhui, Cantonese, Fujian, Hunan, Jiangsu, Shandong, Sichuan and 
Zhejiang — as well as many more lesser known cuisines. 
Of course, much of what we encounter now across United States as “Chinese 
food” is a cousin a few times removed from authentic Chinese food. In any 
Chinatown, whether in SF or New York City or elsewhere, people expect to 
eat more authentic food, food that Chinese people want to eat and not the 
Americanized version. At their smartest, SF Chinatown restaurants have done 
just that, creating food for their peers and staying close to their roots. 
 
SF Chinatown is special for the sheer number of regional fare available here. 
While the vast majority of restaurants serve Cantonese dishes (including dim 
sum), it’s home to at least eight major cuisines of China — Anhui, Cantonese, 
Fujian, Hunan, Jiangsu, Shandong, Sichuan and Zhejiang — as well as many 
more lesser known cuisines. It can be hard to know where to look for the best 
fare, but there are dozens of both well-known and lesser-known places 
serving up incredible food, places like the following: 
 

• Hong Kong Clay Pot Restaurant, a bastion of the type of comfort 
food Cantonese Americans have depended on, including savory 
chicken, lamb or seafood clay pots; Shanghai-style spare ribs; West 
Lake beef soup; and Kam Lok’s signature steamed ginger chicken and 
fish dishes. 



 
• Yuet Lee Seafood, which serves up Cantonese-style seafood — think 

salt-and-pepper squid, garlic crabs, clams with black bean sauce and 
sides of steamed bok choy — into the wee hours of the night, drawing 
lines of club-goers, students and police officers on the night beat—an 
experience similar to late-night Hong Kong snacks. 
 

• Hang Ah Tea Room, the oldest purveyor of dim sum in the city and 
possibly the country, along with Yank Sing, which reigns supreme for 
a nice sit-down dim sum meal in an atmosphere appropriate for 
business lunches or visiting relatives, and Delicious Dim Sum, a good 
spot for quick to-go dishes like har gow, shumai and other dumplings. 
 

• Good Mong Kok Bakery, a Hong Kong–style bakery known for its 
steamed pork buns, steamed rice rolls and dumplings, as well as sweet 
and savory baked goods (hot tip: get the pineapple buns). 
 

• Z & Y Restaurant, a bulwark of Sichuan in the neighborhood. It may 
now be a bit overly trendy since president Barack Obama and other 
luminaries have paid a visit, but it’s still a tasty spot serving classic 
Sichuan spicy dishes such as lamb with peppercorns, Hunan-style 
chicken, Dongpo pork and dandan noodles. The much newer Chong 
Qing Xiao Mian focuses on Sichuan noodle dishes, a staple of the 
regional cuisine. 
 

• Bund Shanghai, featuring Shanghainese cuisine with the famed 
xiaolongbao, or “soup dumplings,” plus yang chun noodles, lion’s head 
(beef meatballs) and a variety of plump steamed buns both large and 
small. 

 
I could go on. As you can see, with such delicious fare continuing to be 
served, I don’t fear the importance of Chinatown restaurants slipping. Both 
tourists and locals are still drawn here, a historic and vibrant place where they 
can taste a variety of Chinese fare in one walk, whihc is much easier to do in 
Chinatown than in the Inner Sunset or Outer Richmond. If you’re still 
skeptical of Chinatown, you should go and hang around, observing for 
yourself someone trying to carry an impossibly large rice cooker out of a 



housewares store or people wandering in and out of Louie Bros Book Store 
clutching magazines from Hong Kong or rare Chinese books on special 
order. They’re all the daily signs of a very vibrant community at play and at 
work — and certainly out and about for lunch or dinner, when the time comes. 
 
With so much talk of Chinatown “not being what it used to be,” it’s as if the 
chattering class would prefer that the neighborhood succumb to a loss of 
authenticity and be little more than the vast collection of tacky stores selling 
Asian-themed gifts and furnishings to tourists over on Grant Avenue. But that 
hasn’t—and won’t—happen. 

 



U.S. Yee Fung Toy Headquarters - A Brief Introduction

The first ancestor of Yee Clan is the Revered Yee
Chung-Sheung, a prominent personage of the North
Sung Dynasty, named Jing as a child, On-Doh when
grown up, and Moo-Kai as a form of address. Fung
Toy (elegant demeanor), a beautiful name, originated
from a congratulatory line of poetry by his
contemporary Choy Sheung: " Surely your strategies
benefit the Emperor's reign, and your elegant
demeanor uplifts spirits of court ministers."

Yee clansmen immigrated into the U.S. years ago. In
1886 (the 21st year of Gwang-shui Emperor, Ching
Dynasty), early clansmen organized the Sheung-Shin
Hall Hundred Person Association, to cherish memory
of ancestral virtues and promote clansmen relations.
Funds were collected to purchase the property at 131
Waverly Place in Chinatown of San Francisco, to
establish the Yee Family Association, whereby
clansmen could offer ancestral sacrifice and enjoy
family happiness, The April -1906 S.F. earthquake
burned down the property.

In winter of the same year, clansmen reorganized the
association under the name Sheung-yik Hall
Hundred-Person Association. They reconstructed the
Fung Toy House, which exists as the four-story
building as seen today, with the name Yee Fung Toy
Moo-kai Headquarters. The building went through a
renovation in 1958. A resolution was also passed at a
general meeting to adopt the standard name the U.S.
Yee Fung Toy Headquarters there after.

Apart from the Headquarters, 13 branches have been
established in New York, Sacramento, Detroit,
Boston, Southern California, Chicago, Phoenix,
Seattle, Cleveland, Salt Lake City, Houston, Stockton
and Columbus respectively. Branches conduct clan
affairs and connect members within areas of

Page 1 of 3U.S. Yee Fung Toy Brief Intro

9/17/2018http://www.yeefungtoy.org/usa/YFT_history.html



jurisdiction. The Yee clansmen in the U.S. number
over 10,000, which includes, registered or not, new
and old immigrants, the U.S. born, both genders old
and young.

Yee Fung Toy Headquarters' purpose is to make
friendly contacts among clansmen, work for their
well-being by pooling wisdom and uniting forces,
advance clan affairs, and support public welfare. All
U.S. branches meet every three years at a general
meeting, to discuss reform, revise the constitution,
and elect the grand president. This general meeting is
Yee Fung Toy's highest organization.

The Headquarters conducts myriad clan affairs:
Spring events -- New Year's Eve Reunion, New Year
Opening, Offering Ancestral Sacrifice, Spring
Banquet; other yearly events -- Dragon Boat Festival,
Mid-autumn Festival, Winter Solstice Party; other
meaningful activities --Ching-ming and Chung-yang
tributes to ancestors' tombs, the fall outing party,
Christmas gifts for children, winter visit to elderly
clansmen in nursing homes. Clansmen participate
well.

As to overseas Chinese public welfare and charitable
causes, we always try our best. Since 1958, the
Headquarters has established a scholarship fund to
award clan juniors with excellent academic
performance and encourage them toward goals to
benefit the multitude. This educational undertaking
of decades wins loud applause from the overseas
Chinese sector. In 1996, the U.S.-Five Tong
Associations Liaison Committee got the Hong Kong
Five Tongs to agree to a one-time appropriation of
US $1,000,000 for establishing the Hong Kong Five
Tong Associations Scholarship Foundation in the
U.S. Annually, $35,000 of the interest earned will be
set aside to continue the U.S. Five Tong Associations
Scholarship Program. Of this $35,000, $3,500 is to
go to the Canada Yee Fung Toy Headquarters for
scholarship awards throughout Canada. Also, as of
2004, on a yearly basis, Yee Fung Toy Headquarters
allocates US $4,000 from the Moo-kai Education and
Welfare Funds, for scholarships to distribute to Yee
clan juniors back in the native village, four middle
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schools, through the help of Hong Kong Yee Family
Associations. This is to implement the equitable ideal
that we care about all Yee juniors, inland or overseas.
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