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December 18, 2017
2017‐016394LBR
AIDS Legal Referral Panel
1663 Mission Street, Suite 500
NCT‐3 (Neighborhood Commercial Transit)
85‐X Height and Bulk District
3514/030
Bill Hirsh, Executive Director
1663 Mission Street, Suite 500
San Francisco, CA 94103
Supervisor Jeff Sheehy, District 8
Shelley Caltagirone ‐ (415) 558‐6625
shelley.caltagirone@sfgov.org
Tim Frye – (415) 575‐6822
tim.frye @sfgov.org

BUSINESS DESCRIPTION
The AIDS Legal Referral Panel (ALRP) is a 501(c)(3) nonprofit organization that was founded in 1983 and
officially incorporated in 1989. ALRP is governed by a 30‐member board of directors. ALRP was formed
in 1983 by attorneys Frederick Hertz, Steven Richter, Mark Senick, and Gary James Wood as a committee
of the LGBT organization Bay Area Lawyers for Individual Freedom (BALIF). The founders were
responding to the deaths of many gay men from complications of AIDS. Their original intent was to help
these dying men draft legal documents such as wills and durable powers of attorney in order to help
them die with dignity and fulfill their wishes about healthcare and disposition of assets. The four began
by publicizing a phone number that people with AIDS could call to receive legal help, and by recruiting
other attorneys to join them.
The four founders and 10 other original ALRP members sustained the organization the first few years
without any other infrastructure, but the number of clients was mounting, and the diversity of their legal
needs was growing – many were encountering discrimination, housing threats and problems with
insurers. In 1986, ALRP hired attorney Clint Hockenberry as its Administrator (and later, Executive
Director). Until 1989, they provided services as a committee of BALIF; however, even during this period
ALRP had its own budget, funding sources, and staff. With Hockenberry at the helm, ALRP grew from a
grassroots community of concerned attorneys to an established lawyer referral service. Fundraising
efforts expanded, and ALRP professionalized its recruitment, training and supervision of volunteers.
ALRP also began partnering with the Bar Association of San Franciscoʹs Volunteer Legal Services
Program (now the Justice & Diversity Center), and this partnership continues to today.
Hockenberry expanded outreach to better serve people of color, children, women, injection drug users,
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non‐native English speakers and the homeless. During Hockenberry’s tenure, ALRP hosted the first
national AIDS Law Conference and published the first AIDS Law Manual, extended outreach to other
counties, was awarded Ryan White CARE Act funds and founded a Public Policy Project. ALRP was
incorporated in 1989 and physically separated from BALIF in 1990, becoming an independent
organization separate from BALIF with its own Board of Directors.
In March 1992, Hockenberry passed away from AIDS, but the agency’s work continued. Kristin
Chambers, ALRP’s second Executive Director, and her successor, Irwin Keller, maintained Hockenberry’s
model of dynamic client services. Under Chambers’ and Keller’s tenures, the 1990s saw an expansion of
services and public policy efforts and an improved client referral system that better served the legal
needs of the HIV community. Full‐time housing attorneys were hired when rising real estate prices left
many people with HIV confronting homelessness. “Working in the Cycle of HIV,” an educational
manual published in conjunction with AIDS Benefits Counselors (now Positive Resource Center) and the
Employment Law Center, was created to respond to the large numbers of people with HIV who wanted
to return to the workplace after experiencing positive outcomes from new treatments. On the public
policy front, ALRP advocated for national health care reform, continued and improved HIV privacy and
confidentiality protections, and promoted Social Security reform to provide expanded, fair and adequate
access to benefits.
In 2000, Bill Hirsh became ALRP’s fourth and current Executive Director. From its roots as a simple
lawyer referral service, ALRP has now grown into an organization with 10 staff attorneys and 700
volunteers that offers both direct legal representation and personalized attorney/client referrals in more
than 2,100 cases a year. They help people with HIV keep their housing, maintain their financial stability,
get and keep their access to health care, fight discrimination in the workplace and address immigration
issues that keep them from becoming fully integrated into society. Through their work, especially their
housing work, they have helped preserve the character and identity of many neighborhoods and
communities in the city.
ALRP has an existing five‐year lease that expires in February 2019. Negotiations with the landlord will
begin in early 2018. ALRP expects the rent to increase by approximately 15%, which is a significant rent
increase. Inclusion on the Legacy Business Registry will enable ALRP to access assistance and grants. If
not included in the Registry, ALRP would face a significant risk of displacement.
Located on the east side of Mission Street between Plum and 12th streets at the northern edge of the
Mission District. ALRP is within the NCT‐3 (Neighborhood Commercial Transit) Zoning District and an
85‐X Height and Bulk District.

STAFF ANALYSIS
Review Criteria
1.

When was business founded?
The business was founded in 1983.

2.

Does the business qualify for listing on the Legacy Business Registry? If so, how?
Yes, the AIDS Legal Referral Panel (ALRP) qualifies for listing on the Legacy Business Registry
because it meets all of the eligibility Criteria:
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i.

ALRP has operated continuously in San Francisco for 35 years.

ii.

ALRP has contributed to the history and identity of the HIV/AIDS and LGBT
communities in all neighborhoods of San Francisco by serving as a source of legal
assistance and advocate, particularly in the areas of healthcare, immigration,
insurance, and housing. The organization is a regular beneficiary of the Folsom
Street Fair, the Castro Street, Fair, and LGBT Pride. Also, by helping its clients
maintain housing, the organization works to maintain neighbor character by
retaining long‐term residents.

iii.

ALRP is committed to maintaining the traditions that define the organization,
including (a) relying heavily on attorneys to volunteer their time to serve our clients;
(b) taking on cases in all areas of civil law, with a special emphasis on fields that
impact many people with HIV, such as housing, benefits, immigration and
employment law; and (c) providing all services by ALRP staff as free, and providing
low‐cost services by ALRP volunteers governed by a fee protocol, with no fee
charged to clients who earn less than $20,000 a year.

Is the business associated with a culturally significant art/craft/cuisine/tradition?
The business is associated with the tradition of supporting the AIDS/HIV and LGBT
communities by connecting clients with free or low‐cost legal services.

4.

Is the business or its building associated with significant events, persons, and/or architecture?
ALRP was one of the first agencies formed to provide a specific response to the burgeoning HIV
epidemic in San Francisco more than 30 years ago—a highly significant event for the LGBT
community, and for the city overall. ALRP was responsible for marshaling the legal community’s
response to the HIV epidemic. ALRP was awarded the State Bar of California Board of
Governors commendation in 1985. It was awarded Honorable Mention for the John R. May
Award in 1986. It was recognized by the White House on its 10th anniversary in 1993. It was
recognized by Senator Boxer in 2008, by Mayor Ed Lee in 2011, and by Senator Pelosi in 2013.
Clint Hockenberry, Administrator and Executive Director of ALRP from 1986‐1992, was also a
leader in San Francisco’s response to the HIV epidemic in the 1980s.
The building at 1663 Mission Street was constructed in 1925 by architect Samuel C. Herman. The
building was evaluated for historical or architectural significance in 1978 by the Foundation for
San Francisco Architectural Heritage and assigned a rating of “Contextual Importance”.

5.

Is the property associated with the business listed on a local, state, or federal historic resource registry?
No, the property has not been evaluated for eligibility for local, state, or federal history resource
registries.

6.

Is the business mentioned in a local historic context statement?
No, the property has not been listed in any historic context statements. However, the history of
the AIDS epidemic in San Francisco that ALRP is associated with is addressed in the LGBTQ
Historic Context Statement.
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Has the business been cited in published literature, newspapers, journals, etc.?
The work of the organization has been referred to in several newspapers including:


The Bay Area Reporter (April 25, 1996; July 10, 1997; November 26, 1998; March 4, 2004)



The San Francisco Sentinel (August 5, 1988)



The Bay Times (October 28, 2010)



The Daily Journal (May 27, 1987; October 19, 1994)



The Recorder (October 25, 1991; January 6, 1992; December 1, 1992; November 23, 1998)



The San Francisco Chronicle (April 16, 1997; May 4, 1998)



The San Francisco Examiner (November 12, 1988; July 25, 1996; April 16, 1997).

Copies of articles are included in this Legacy Business Registry application.

Physical Features or Traditions that Define the Business
Location(s) associated with the business:
 1663 Mission Street, Suite 500 (1983‐1990 and 2001‐present)
Recommended by Applicant
 Relying heavily on attorneys to volunteer their time to serve our clients;
 Taking on cases in all areas of civil law, with a special emphasis on fields that impact
many people with HIV, such as housing, benefits, immigration and employment law;
and,
 Providing all services by ALRP staff as free, and providing low‐cost services by ALRP
volunteers governed by a fee protocol, with no fee charged to clients who earn less than
$20,000 a year.
Additional Recommended by Staff
 No additional recommendations
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December 18, 2017
2017‐016397LBR
Noe Valley Bakery
4073 24th Street
NCD (24th Street – Noe Valley Neighborhood Commercial)
40‐X Height and Bulk District
6507/020
Mary Gassen, President
4073 24th Street
San Francisco, CA 94114
Supervisor Jeff Sheehy, District 8
Shelley Caltagirone ‐ (415) 558‐6625
shelley.caltagirone@sfgov.org
Tim Frye – (415) 575‐6822
tim.frye @sfgov.org

BUSINESS DESCRIPTION
Noe Valley Bakery was established in 1989 when Egon Grundmann purchased the existing business,
Sweet Cakes, from owner Frank Tarantino after it was listed for sale in November 1988. He changed the
name to Noe Valley Bakery when it re‐opened in March 1989. Noe Valley Bakery is one of several
bakeries that have been located at 4073 24th Street since 1923, including Plate’s Bakery from 1933 to 1985
and Sweet Cakes from 1986 to 1988.
Egon Grundmann, originally from Cologne, Germany, had already owned large scale bakeries in San
Mateo and Burlingame, but wanted a smaller operation. Grundmann himself and one other baker did
most of the baking at Noe Valley Bakery. In 1994, husband and wife Michael and Mary Gassen bought
the business. Noe Valley Bakery makes everything daily in the store and sells out almost every day.
Michael Gassen has been a master baker for over three decades. Pulling inspirations from the pastoral
and tactile art of baking, Michael has been the creative soul behind his San Francisco neighborhood
bakery. He also is the mastermind behind the famous train sets in the store’s window display on 24th
Street. Mary Gassen is an operations and finance expert for artisan food businesses. Michael handles all
the bakeryʹs culinary operations and Mary handles the finances and business administration. The couple
opened a second bakery, at 28 West Portal Avenue, in March 2017.
The pressures on profitability are reaching a critical point and Noe Valley Bakery needs help to remain in
the Noe Valley neighborhood into the future. The bakery profit margins have always been low, and there
are now constant upward pressures on the costs of doing business in San Francisco. With the minimum
wage increasing to $15 per hour, the Health Care Security Ordinance (HSCO) City Option payments and
the upcoming increase in rent, the owners need to find new ways to stay slightly profitable and in
business. The one thing that has kept the business profitable in the past is that the original lease had a
very reasonable level of rent. This is now in serious jeopardy given that the owners are renegotiating a
new lease with the next generation of the Eberle family in August 2018.
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Noe Valley Bakery is located on the south side of 24th Street between Castro and Noe streets in the Noe
Valley neighborhood. Its building is a contributor to the California Register‐eligible 24th Street
Commercial Corridor Historic District. The subject business is located within the NCD (24th Street – Noe
Valley Neighborhood Commercial) Zoning District and a 40‐X Height and Bulk District.

STAFF ANALYSIS
Review Criteria
1.

When was business founded?
Noe Valley Bakery was founded in 1989; however, the building has been used as a bakery since
1923 and the building exterior retains features from the earliest bakery, including the storefront.

2.

Does the business qualify for listing on the Legacy Business Registry? If so, how?
Yes, Noe Valley Bakery qualifies for listing on the Legacy Business Registry because it meets all
of the eligibility Criteria:

3.

i.

It has operated for 29 years as Noe Valley Bakery; however, baked goods have been
served out of the 4073 24th Street location since 1923, and the location has been used
continuously as a bakery for the past 94 years. As such, the business significantly
contributes to the neighborhood’s history and identity by continuing this long
tradition. The business also would face significant risk of displacement if not
included in the Registry. With the minimum wage increasing to $15 per hour, the
Health Care Security Ordinance (HSCO) City Option payments and an upcoming
rent negotiation in August 2018, the owners need to find new ways to stay slightly
profitable and in business.

ii.

Noe Valley Bakery has contributed to the identity of the Noe Valley neighborhood
by continuing a more than 85 year tradition of maintaining a bakery at this location.

iii.

Noe Valley Bakery is committed to maintaining the physical features and traditions
that define the bakery and the 1902 building located at 4073 24th Street.

Is the business associated with a culturally significant art/craft/cuisine/tradition?
The business is associated with the culinary traditions of an artisan full‐line bakery. The bakery
makes everything from scratch, by hand and in the old world traditions.

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 24th Street Commercial
Corridor Historic District. The 24tʺ Street historic district displays the architectural congruity
necessary to qualify for listing under Criterion 1 for its early history as the commercial corridor
for the Noe Valley streetcar suburb. Generally the 24th Street historic district features a range of
one to three story buildings that have ground floor commercial storefronts that were constructed
either originally as part of the building, or were later alterations made to residential buildings.
As the street became more and more commercialized, early residences were modified to
accommodate a retail space on the ground floor. Contributors to the historic district are mixed
residential and commercial buildings constructed sometime between the 1880s,‐ when the first
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residential properties were constructed along 24th Street, up until the 1920s, representing the last
significant commercial infill along the street. The historic district contains a wide variety of
popular architectural styles from the turn of the twentieth century including, Victorian, Queen
Anne, Edwardian, and Period Revival.
5.

Is the property associated with the business listed on a local, state, or federal historic resource registry?
No.

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 has been cited in numerous publications, including Noe Valley Bakery has been
written about in SF Chronicle, SF Business Times, CNET, Food & Wine Magazine and Gourmet
Magazine among others..

Physical Features or Traditions that Define the Business
Location(s) associated with the business:
 4073 24th Street (1989‐present)
 28 West Portal Avenue (2017‐present)
Recommended by Applicant
 Full line of artisan baked goods
 Building façade and footprint at 4073 24th Street
Additional Recommended by Staff
 Storefront components at 4073 24th Street, including large glass panels, transom, wood trim,
Art Deco tile base, bracket sign, and awning feature
 Storefront displays of baked goods
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December 18, 2017
2017‐016398LBR
San Francisco Market Corporation
2095 Jerrold Avenue, #212
PDR‐2 (Production, Distribution, and Repair)
80‐E Height and Bulk District
5284A/004
Michael Janis, General Manager
2095 Jerrold Avenue, #212
San Francisco, CA 94124
Supervisor Malia Cohen, District 10
Shelley Caltagirone ‐ (415) 558‐6625
shelley.caltagirone@sfgov.org
Tim Frye – (415) 575‐6822
tim.frye @sfgov.org

BUSINESS DESCRIPTION
The San Francisco Wholesale Produce Market (“SFWPM” or the “Produce Market”) was built in the early
1960s and opened in 1963 in the Bayview‐Hunters Point commercial district as part of a redevelopment
effort. The merchants at that time were moved from what is now the area near the Embarcadero Center,
where they had been in operation since the 1870s. The City and County of San Francisco assisted with
obtaining financing for the project, which was fully repaid from merchant rent. The SFWPM, which held
a 50‐year ground lease from the City that expired in January 2013, operated from 1963‐2013 as a City‐
controlled entity operated jointly by the City and County of San Francisco Market Corporation and the
San Francisco Produce Association, with oversight by the City Controller and the Real Estate
Department.
In 2013, when the 50‐year ground lease expired, the leadership of the Produce Market, in order to
preserve the long‐term stability of the businesses, decided to create a new governance structure in the
form of a non‐profit entity. The City and County of San Francisco Market Corporation became the San
Francisco Market Corporation and was able to negotiate a 60‐year ground lease and plans for expansion
under new legislation backed by Mayor Ed Lee and Supervisor Malia Cohen. The legislation provided
the ground lease, and as a result the Produce Market plans to invest $100 million in order to continue the
economic benefit that it provides to the city of San Francisco.
The Produce Market currently occupies 300,000 square feet of space in 10 buildings, housing over 30
produce wholesalers and distributors, a restaurant and a catering business. The property is bound by
Innes Avenue to the north, Kirkwood Avenue to the south, Toland Street to the west, and the railway
alignment to the east. The independent merchant businesses, united at one distribution center, are
dedicated to providing Bay Area markets and retailers of all kinds with quality fresh produce. The
merchants employ 650 full time employees. Over 50 percent of these businesses have operated more than
20 years, one since 1888.
The mission of the San Francisco Market Corporation is to link the produce and food communities of San
Francisco and beyond through the successful operation and development of the Produce Market. The
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merchants sell and distribute a wide variety of produce to retailers across the Bay Area, including
restaurants, independent grocery stores, hotels and other food businesses.
The Produce Market has become integral to San Francisco’s culinary fabric by carrying out the behind‐
the‐ scenes sourcing and distribution of produce, while also partnering in pioneering the City’s
composting program to bring organic waste back to the region’s farms.
San Francisco Market Corporation office is located on the south side of Jerrold Avenue between Toland
and Selby streets in the Bayview neighborhood. The subject business is located within the PDR‐2
(Production, Distribution, and Repair) Zoning District and an 80‐E Height and Bulk District.

STAFF ANALYSIS
Review Criteria
8.

When was business founded?
The City and County of San Francisco Market Corporation was founded in 1963. The corporation
was transferred from a City‐controlled entity to the control of the San Francisco Market
Corporation non‐profit in 2013. The San Francisco Wholesale Produce Market, which is governed
by the San Francisco Market Corporation, was originally founded in 1870s along the
Embarcadero Center. The Produce Market has been in its current location since 1963.

9.

Does the business qualify for listing on the Legacy Business Registry? If so, how?
Yes, San Francisco Market Corporation qualifies for listing on the Legacy Business Registry
because it meets all of the eligibility Criteria:
iv.

San Francisco Market Corporation has operated for 55 years, first as a City‐controlled
entity and now as a non‐profit entity. The corporation is also associated with the
Produce Market that it governs and that has operated in the City for nearly 150
years.

v.

San Francisco Market Corporation has contributed to the identity of the Bayview
neighborhood and to San Francisco’s culinary heritage by acting as a foundation for
the food economy in the City. The corporation governs the Produce Market, which
supplies markets, stores, hotels, and restaurants throughout the region, and it
provides many local jobs in the community. The business also provides local access
to produce to the surrounding residents.

vi.

San Francisco Market Corporation is committed to maintaining the physical features
and traditions that define the produce market. The market is located in a large scale
PDR neighborhood in buildings that are industrial warehouses housing many
vendors. The long‐term ground lease secured by the corporation provides the
opportunity to redevelop the market into an even more cohesive hub for produce
vendors, as new buildings will be built to house these vendors. There is also a plan
to enclose the market to prevent through traffic and allow a safer, greener
atmosphere for the vendors. The corporation has already completed two new
modern structures, one of which is Gold LEED Certified at 901 Rankin Street which
houses three vendors including Good Eggs and Mollie Stones. The entire area is
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undergoing a massive redevelopment project in partnership with the Public Utilities
Commission in order to further maintain the area as a hub for San Francisco’s
industrial economic sector, and the San Francisco Wholesale Produce Market is
central to this vision..
10. Is the business associated with a culturally significant art/craft/cuisine/tradition?
The business is associated with the culinary traditions of a wholesale food market that distributes
produce throughout the region to local markets and restaurants.
11. Is the business or its building associated with significant events, persons, and/or architecture?
Yes. Different from many small businesses in San Francisco, the San Francisco Market
Corporation is largely associated with the development of the produce and food service sectors
in San Francisco. The first largescale redevelopment of the SFWPM in 1963 was a significant
event for the wholesale produce industry, as it provided a stable space for produce vendors to
conduct business, and food service businesses to access product. The additional signing of a 60‐
year ground lease in 2013 and the formation of the nonprofit entity to protect the Produce Market
also served as a landmark event in protecting PDR space in a city with very dire real estate
issues.
12. Is the property associated with the business listed on a local, state, or federal historic resource registry?
No.
13. Is the business mentioned in a local historic context statement?
No.
14. Has the business been cited in published literature, newspapers, journals, etc.?
Yes. Throughout the history of the Produce Market, it has been mentioned in a wide range of
publications, from local media publications to business trade publications. Some of these
publications include: SF Chronicle, The Packer (an industry publication), TechCrunch, Produce
Business, Good Food Economy Digest, SF Magazine, SF Gate, SF Business Times, KPIX News, SF
Examiner, FreshDigest and many more publications pertaining to the industry as well as local
media.

Physical Features or Traditions that Define the Business
Location(s) associated with the business:
 2095 Jerrold Avenue, #212
Recommended by Applicant
 Large warehouses
Additional Recommended by Staff
 Large open space (Marshalling Yard)
 Wide variety of vendors
 Night time operation
 Affordable spaces to incubate new and small vendors
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December 18, 2017
2017‐016399LBR
Lucca Delicatessen
2120 Chestnut Street
NC‐2 (Neighborhood, Commercial, Small‐Scale)
80‐E Height and Bulk District
0486A/018
Paul Bosco and Linda Fioretti, Owners
2120 Chestnut Street
San Francisco, CA 94123
Supervisor Mark Farrell, District 2
Shelley Caltagirone ‐ (415) 558‐6625
shelley.caltagirone@sfgov.org
Tim Frye – (415) 575‐6822
tim.frye @sfgov.org

BUSINESS DESCRIPTION
Lucca Delicatessen was opened in 1929 by Michele (Mike) Bosco along with his partners, Chef Maggiore
Colona and Italo Cencini.
Mike Bosco was born and raised in Glenwood Springs, Colorado. He grew up working on the Denver &
Rio Grande Railroad and working at the Star Hotel in Glenwood. Like many other Italians in the years
before the Great Depression, he decided to move to San Francisco to start a business and raise his family.
At the time, the Marina District was hardly inhabited. Historic photographs show Chestnut Street and
surrounding blocks at the time with many vacant lots. As the neighborhood became more populated,
landlords realized that by converting the spaces under their upper‐story units to retail they could
generate more income. Chestnut Street became a thriving shopping district. This is how Lucca
Delicatessen was born – it was originally a parking garage beneath a 6‐unit apartment building.
The owners of Lucca Delicatessen sold many imported Italian and French shelf items. They created a
kitchen in the rear of the store to cook and produce Italian food. They purchased a machine built in Italy
to make ravioli and fresh pasta. The raviolis were so popular that the owners of Lucca Delicatessen
decided to start delivering them. One of their first customers was the Fairmont Hotel. As the business
and neighborhood grew, deliveries were no longer needed as customers would simply come into the
store.
In 1959, Maggiore and Italo sold their ownership in the deli to Mike Bosco. Mikeʹs son Ed Bosco had been
working at the deli since he was a young boy. After the sale of the deli to Mike, Mike and Ed worked
together to manage the business. In 1968, Ed became the sole owner of Lucca Deli. Ed ran Lucca
Delicatessen continuously for 40 years with great success. His commitment to fresh, quality food and
customer service was paramount. Business blossomed with his attention to detail, demand of consistency
and continental style and service.
In the 1980s, Ed’s children Linda and Paul began working at Lucca Delicatessen during summers and
some weekends when they were in high school. Both went to college. After they graduated from college
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and started their own careers, Ed began talking about the possibility of selling the deli. This was a wake‐
up call for Linda and Paul who couldn’t imagine someone else running Lucca’s. So after growing up in
the deli and working all those summer vacations and holidays – they both decided to come into the
business full‐time. Today, Linda Bosco Fioretti and Paul Bosco represent a brother and sister team with
over 25 yearsʹ experience running the shop.
Lucca Delicatessen is located on the north side of Chestnut Street between Pierce Street and Mallorca
Way in the Marina District. Its building is a contributor to the California Register‐eligible Marina
Corporation Residential Historic District. The subject business is located within the NC‐2 (Neighborhood,
Commercial, Small‐Scale) Zoning District and an 80‐E Height and Bulk District.

STAFF ANALYSIS
Review Criteria
15. When was business founded?
Lucca Delicatessen was founded in 1929.
16. Does the business qualify for listing on the Legacy Business Registry? If so, how?
Yes, Lucca Delicatessen qualifies for listing on the Legacy Business Registry because it meets all
of the eligibility Criteria:
vii.

The business has operated continuously by the Bosco family for 89 years as Lucca
Delicatessen.

viii.

Lucca Delicatessen has contributed to the identity of the Marina District and to San
Francisco’s culinary heritage by providing Northern Italian food and recipes
originating from the areas of Lucca and Piedmonte. The Bosco family helped develop
an Italian community in San Francisco.

ix.

Lucca Delicatessen is committed to maintaining the physical features and traditions
that define the Italian deli that has served the Marina District since 1929.

17. Is the business associated with a culturally significant art/craft/cuisine/tradition?
Yes, the business is associated with the culinary traditions of Northern Italy, originating from the
areas of Lucca and Piedmonte. The delicatessen makes its own ravioli.
18. Is the business or its building associated with significant events, persons, and/or architecture?
Yes. The property is located within the California Register‐eligible Marina Corporation
Residential Historic District. The historic district is bounded by Marina Boulevard to the north,
the east side of Scott Street, the west side of Fillmore Street, and the north side of Chestnut Street
(not including commercial or mixed‐use properties along Chestnut) represents the high volume
of initial residential development that took place in the short time following the PPIE (1922‐1940)
and the unique approach to attracting residents by utilizing and incorporating ideas drawn from
previously developed residence parks such as curvilinear streets to provide maximum
picturesque views of the bay. The Marina neighborhood is characterized by single‐family
dwellings with the occasional multi‐unit dwelling scattered throughout and commercial
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corridors along Lombard Street and Chestnut Street. The predominant architectural styles are
Mediterranean Revival, Spanish Eclectic, and other Period Revival style buildings. Overall, there
is great uniformity in scale, styles and materials throughout the neighborhood. The period of
significance is 1922‐1939.
19. Is the property associated with the business listed on a local, state, or federal historic resource registry?
No.
20. Is the business mentioned in a local historic context statement?
No.
21. Has the business been cited in published literature, newspapers, journals, etc.?
Yes, the business has been cited in numerous publications, including Lucca Delicatessen has been
written up in the SF Chronicle, Marina Times, New York Times, Sunset Magazine, AAA
magazine, American Airlines magazine, Hoodline, and SF Eater. The business has been
mentioned in many travel and food destination books and is a Zagat‐rated business.

Physical Features or Traditions that Define the Business
Location(s) associated with the business:
 2120 Chestnut Street
Recommended by Applicant
 Lucca sign
 Traditional green, red, and white striped awning
 1920s black storefront tiles
 Original storefront windows
 Original store shelving
 Ravioli machine
 Front window displays
 Hanging cured meats
 Recipes for ravioli, Bolognese sauce, Pomodoro sauce, minestrone soup, frittata, and potato
salad
 Employee training and long‐term retention
Additional Recommended by Staff
 No additional recommendations
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PROJECT DESCRIPTION
The Applicants have been nominated as a ʺLegacy Businessʺ by a member of the Board of Supervisors or
the Mayor.

OTHER ACTIONS REQUIRED
Per Administrative Code Section 2A.242, the subject nominations require review and approval by the
Small Business Commission at a public hearing in order to be added to the Legacy Business Registry.

PUBLIC/NEIGHBORHOOD INPUT
The Department has received no public input on the project at the date of this report.

ENVIRONMENTAL REVIEW STATUS
Nomination to the Legacy Business Registry does not constitute a “project” requiring environmental
review per the California Environmental Quality Act (CEQA). The nomination act would not result in
any physical alteration to the subject property and could not have an effect on the environment.

PLANNING DEPARTMENT RECOMMENDATION
Staff recommends that the Historic Preservation Commission find that ALRP, Noe Valley Bakery, San
Francisco Market Corporation, and Lucca Delicatessen qualify for the Legacy Business Registry under
Administrative Code Section 2A.242(b)(2) and recommends safeguarding of the above listed physical
features and traditions as amended by Staff.

ATTACHMENTS
Draft Resolution
Legacy Business Applications
SC: LBR%20Case%20Report%2012_17_18%20(ID%20971092).doc
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Historic Preservation Commission
Draft Resolution No. XXX
HEARING DATE: JANUARY 17, 2018

Filing Date:
Case No.:
Business Name:
Business Address:
Zoning:
Block/Lot:
Applicant:

Nominated By:
Staff Contact:
Reviewed By:

December 18, 2017
2017‐016394LBR
AIDS Legal Referral Panel
1663 Mission Street, Suite 500
NCT‐3 (Neighborhood Commercial Transit)
85‐X Height and Bulk District
3514/030
Bill Hirsh, Executive Director
1663 Mission Street, Suite 500
San Francisco, CA 94103
Supervisor Jeff Sheehy, District 8
Shelley Caltagirone ‐ (415) 558‐6625
shelley.caltagirone@sfgov.org
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 AIDS LEGAL
REFERRAL PANEL, CURRENTLY LOCATED AT 1663 MISSION STREET (BLOCK/LOT 3514/030).
WHEREAS, in accordance with Administrative Code Section 2A.242, the Office of Small Business
maintains a registry of Legacy Businesses in San Francisco (the ʺRegistryʺ) 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 January 17, 2018, the Historic Preservation
Commission reviewed documents, correspondence and heard oral testimony on the Legacy Business
Registry nomination.

www.sfplanning.org

Resolution No. XXX
January 17, 2018

CASE NO. 2017-016394LBR
1663 Mission Street

THEREFORE BE IT RESOLVED that the Historic Preservation Commission hereby recommends that
the AIDS Legal Referral Panel 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 the AIDS Legal Referral Panel.
Location (if applicable)

1663 Mission Street, Suite 500
Physical Features or Traditions that Define the Business
 Relying heavily on attorneys to volunteer their time to serve our clients;
 Taking on cases in all areas of civil law, with a special emphasis on fields that impact many
people with HIV, such as housing, benefits, immigration and employment law; and,
 Providing all services by ALRP staff as free, and providing low‐cost services by ALRP volunteers
governed by a fee protocol, with no fee charged to clients who earn less than $20,000 a year.
BE IT FURTHER RESOLVED that the Historic Preservation Commission’s findings and
recommendations are made solely for the purpose of evaluating the subject businessʹs 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 2017‐
016394LBR to the Office of Small Business.
I hereby certify that the foregoing Resolution was ADOPTED by the Historic Preservation Commission
on January 18, 2018.
Jonas P. Ionin
Commission Secretary
AYES:
NOES:
ABSENT:
ADOPTED:

2

Historic Preservation Commission
Draft Resolution No. XXX
HEARING DATE: JANUARY 17, 2018

Filing Date:
Case No.:
Business Name:
Business Address:
Zoning:
Block/Lot:
Applicant:

Nominated By:
Staff Contact:
Reviewed By:

December 18, 2017
2017‐016397LBR
Noe Valley Bakery
4073 24th Street
NCD (24th Street – Noe Valley Neighborhood Commercial)
40‐X Height and Bulk District
6507/020
Mary Gassen, President
4073 24th Street
San Francisco, CA 94114
Supervisor Jeff Sheehy, District 8
Shelley Caltagirone ‐ (415) 558‐6625
shelley.caltagirone@sfgov.org
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 NOE VALLEY BAKERY,
CURRENTLY LOCATED AT 4073 24TH STREET (BLOCK/LOT 6507/020).
WHEREAS, in accordance with Administrative Code Section 2A.242, the Office of Small Business
maintains a registry of Legacy Businesses in San Francisco (the ʺRegistryʺ) 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 20 or more years, with no break in San
Francisco operations exceeding two years, the business is significant to San Francisco history, and the
business would face significant risk of displacement if not included in the Registry; and
WHEREAS, the subject business has contributed to the Noe Valley neighborhood and City’s history and
identity; and
WHEREAS, the subject business is committed to maintaining the traditions that define the business; and

www.sfplanning.org

Resolution No. XXX
January 17, 2018

CASE NO. 2017-016397LBR
4073 24th Street

WHEREAS, at a duly noticed public hearing held on January 17, 2018, the Historic Preservation
Commission reviewed documents, correspondence and heard oral testimony on the Legacy Business
Registry nomination.
THEREFORE BE IT RESOLVED that the Historic Preservation Commission hereby recommends that
the Noe Valley Bakery 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 the Noe Valley Bakery.
Location (if applicable)
 4073 24th Street (1989‐present)
 28 West Portal Avenue (2017‐present)
Physical Features or Traditions that Define the Business
 Full line of artisan baked goods
 Building façade and footprint at 4073 24th Street
 Storefront components at 4073 24th Street, including large glass panels, transom, wood trim, Art
Deco tile base, bracket sign, and awning feature
 Storefront displays of baked goods
BE IT FURTHER RESOLVED that the Historic Preservation Commission’s findings and
recommendations are made solely for the purpose of evaluating the subject businessʹs 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 2017‐
016397LBR to the Office of Small Business.
I hereby certify that the foregoing Resolution was ADOPTED by the Historic Preservation Commission
on January 18, 2018.
Jonas P. Ionin
Commission Secretary
AYES:
NOES:
ABSENT:
ADOPTED:
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Historic Preservation Commission
Draft Resolution No. XXX
HEARING DATE: JANUARY 17, 2018

Filing Date:
Case No.:
Business Name:
Business Address:
Zoning:
Block/Lot:
Applicant:

Nominated By:
Staff Contact:
Reviewed By:

December 18, 2017
2017‐016398LBR
San Francisco Market Corporation
2095 Jerrold Avenue, #212
PDR‐2 (Production, Distribution, and Repair)
80‐E Height and Bulk District
5284A/004
Michael Janis, General Manager
2095 Jerrold Avenue, #212
San Francisco, CA 94124
Supervisor Malia Cohen, District 10
Shelley Caltagirone ‐ (415) 558‐6625
shelley.caltagirone@sfgov.org
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 SAN FRANCISCO
MARKET CORPORATION, CURRENTLY LOCATED AT 2095 JERROLD AVENUE, #212,
(BLOCK/LOT 5284A/004).
WHEREAS, in accordance with Administrative Code Section 2A.242, the Office of Small Business
maintains a registry of Legacy Businesses in San Francisco (the ʺRegistryʺ) 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 Bayview neighborhood and City’s history and
identity; and
WHEREAS, the subject business is committed to maintaining the traditions that define the business; and

www.sfplanning.org

Resolution No. XXX
January 17, 2018

CASE NO. 2017-016398LBR
2095 Jerrold Avenue

WHEREAS, at a duly noticed public hearing held on January 17, 2018, the Historic Preservation
Commission reviewed documents, correspondence and heard oral testimony on the Legacy Business
Registry nomination.
THEREFORE BE IT RESOLVED that the Historic Preservation Commission hereby recommends that
the San Francisco Market Corporation 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 the San Francisco Market
Corporation.
Location (if applicable)
 2095 Jerrold Avenue, #212
Physical Features or Traditions that Define the Business
 Large warehouses
 Large open space (Marshalling Yard)
 Wide variety of vendors
 Night time operation
 Affordable spaces to incubate new and small vendors
BE IT FURTHER RESOLVED that the Historic Preservation Commission’s findings and
recommendations are made solely for the purpose of evaluating the subject businessʹs 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 2017‐
016398LBR to the Office of Small Business.
I hereby certify that the foregoing Resolution was ADOPTED by the Historic Preservation Commission
on January 18, 2018.
Jonas P. Ionin
Commission Secretary
AYES:
NOES:
ABSENT:
ADOPTED:
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Historic Preservation Commission
Draft Resolution No. XXX
HEARING DATE: JANUARY 17, 2018

Filing Date:
Case No.:
Business Name:
Business Address:
Zoning:
Block/Lot:
Applicant:

Nominated By:
Staff Contact:
Reviewed By:

December 18, 2017
2017‐016399LBR
Lucca Delicatessen
2120 Chestnut Street
NC‐2 (Neighborhood, Commercial, Small‐Scale)
80‐E Height and Bulk District
0486A/018
Paul Bosco and Linda Fioretti, Owners
2120 Chestnut Street
San Francisco, CA 94123
Supervisor Mark Farrell, District 2
Shelley Caltagirone ‐ (415) 558‐6625
shelley.caltagirone@sfgov.org
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 LUCCA
DELICATESSEN, CURRENTLY LOCATED AT 2120 CHESTNUT STREET, (BLOCK/LOT 0486A/018).
WHEREAS, in accordance with Administrative Code Section 2A.242, the Office of Small Business
maintains a registry of Legacy Businesses in San Francisco (the ʺRegistryʺ) 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 Marina District’s and City’s history and identity;
and
WHEREAS, the subject business is committed to maintaining the traditions that define the business; and
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Resolution No. XXX
January 17, 2018

CASE NO. 2017-016399LBR
2120 Chestnut Street

WHEREAS, at a duly noticed public hearing held on January 17, 2018, the Historic Preservation
Commission reviewed documents, correspondence and heard oral testimony on the Legacy Business
Registry nomination.
THEREFORE BE IT RESOLVED that the Historic Preservation Commission hereby recommends that
the Lucca Delicatessen 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 the Lucca Delicatessen.
Location (if applicable)
 2120 Chestnut Street
Physical Features or Traditions that Define the Business
 Lucca sign
 Traditional green, red, and white striped awning
 1920s black storefront tiles
 Original storefront windows
 Original store shelving
 Ravioli machine
 Front window displays
 Hanging cured meats
 Recipes for ravioli, Bolognese sauce, Pomodoro sauce, minestrone soup, frittata, and potato salad
 Employee training and long‐term retention
BE IT FURTHER RESOLVED that the Historic Preservation Commission’s findings and
recommendations are made solely for the purpose of evaluating the subject businessʹs 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 2017‐
016399LBR to the Office of Small Business.
I hereby certify that the foregoing Resolution was ADOPTED by the Historic Preservation Commission
on January 18, 2018.
Jonas P. Ionin
Commission Secretary
AYES:
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Resolution No. XXX
January 17, 2018

CASE NO. 2017-016399LBR
2120 Chestnut Street

NOES:
ABSENT:
ADOPTED:
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CITY AND COUNTY OF SAN FRANCISCO
E D W I N M. L E E , M A Y O R
OFFICE OF SMALL BUSI NESS
REGINA DICK-ENDRIZZI, DIRECTOR

Legacy
Business
Registry
Application No.:
Business Name:
Business Address:
District:
Applicant:
Nomination Date:
Nominated By:

Application Review
Sheet
LBR-2017-18-023
AIDS Legal Referral Panel
1663 Mission Street, Suite 500
District 6
Bill Hirsh, Executive Director
October 30, 2017
Supervisor Jeff Sheehy

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?
Yes
X

No

1663 Mission Street from 1989 to 1990 (1 year)
114 Samsome Street, Room 1129 from 1990 to 1995 (5 years)
582 Market Street, Suite 912 from 1995 to 2000 (5 years)
205 13th Street, Suite 2170 from 2000 to 2001 (1 year)
1663 Mission Street, Suite 500 from 2001 to Present (16 years)
PER CRITERION 1: Has the business operated in San Francisco for more than 20 years but less
than 30 years, significantly contributed to the history or identity of a particular neighborhood or
community and, if not included in the Registry, face a significant risk of displacement?
X
Yes
No
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: NA
DELIVERY DATE TO HPC: December 18, 2017

Richard Kurylo
Manager, Legacy Business Program

1 DR. CARLTON B. GOODLETT PLACE, ROOM 110, SAN FRANCISCO, CALIFORNIA 94102-4681
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Member, Board of Supervisors
District 8

City and County of San Francisco

JEFF SHEEHY
October 30, 2017
Re:

Nomination of AIDS Legal Referral Panel (ALRP) for the Legacy Business Registry

Dear Director Regina Dick Endrizzi:
I’m writing to nominate AIDS Legal Referral Panel (ALRP) for the Legacy Business Registry. Since
1983, AIDS Legal Referral Panel (ALRP) has been providing legal services to an especially
vulnerable population, people living with HIV/AIDS.
For over three decades, San Francisco’s response to the AIDS epidemic has been a model to the rest
of the country and indeed to the rest of the world. The volunteer army that was mobilized in the
1980’s is still alive and well in agencies like ALRP. Each year ALRP leverages more than a million
dollars in donated legal services. As the legal needs of its clients have changed over the years, so has
the agency expanded it services to meet those needs, most especially in the areas of immigration,
insurance, and housing. I strongly believe the business would benefit greatly from being a part of
San Francisco’s Legacy Business Registry, and thank you for your consideration.
Sincerely,

Jeff Sheehy
Member, San Francisco Board of Supervisors

AIDS LEGAL REFERRAL PANEL
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 AIDS Legal Referral Panel (ALRP) is a 501(c)(3) nonprofit organization that was founded in
1983 and officially incorporated in 1989.
ALRP was formed in 1983 by attorneys Frederick Hertz, Steven Richter, Mark Senick and Gary
James Wood as a committee of the LGBT organization Bay Area Lawyers for Individual Freedom
(BALIF). The founders were responding to the deaths of many gay men from complications of
AIDS. Their original intent was to help these dying men draft legal documents such as wills and
durable powers of attorney in order to help them die with dignity and fulfill their wishes about
healthcare and disposition of assets. The four began by publicizing a phone number that people
with AIDS could call to receive legal help, and by recruiting other attorneys to join them.
The four founders and 10 other original ALRP members sustained the organization the first few
years without any other infrastructure, but the number of clients was mounting, and the
diversity of their legal needs was growing – many were encountering discrimination, housing
threats and problems with insurers. In 1986, ALRP hired attorney Clint Hockenberry as its
Administrator (and later, Executive Director). Until 1989, we provided services as a committee
of BALIF; however, even during this period ALRP had its own budget, funding sources, and staff.
With Hockenberry at the helm, ALRP grew from a grassroots community of concerned
attorneys to an established lawyer referral service. Fundraising efforts expanded, and ALRP
professionalized its recruitment, training and supervision of volunteers. ALRP also began
partnering with the Bar Association of San Francisco's Volunteer Legal Services Program (now
the Justice & Diversity Center), and this partnership continues to today.
Hockenberry expanded outreach to better serve people of color, children, women, injection
drug users, non-native English speakers and the homeless. During Hockenberry’s tenure, ALRP
hosted the first national AIDS Law Conference and published the first AIDS Law Manual,
extended outreach to other counties, was awarded Ryan White CARE Act funds and founded a
Public Policy Project. ALRP was incorporated in 1989 and physically separated from BALIF in
1990, becoming an independent organization separate from BALIF with its own Board of
Directors.
In March 1992, Hockenberry passed away from AIDS, but the agency’s work continued. Kristin
Chambers, ALRP’s second Executive Director, and her successor, Irwin Keller, maintained
Hockenberry’s model of dynamic client services. Under Chambers’ and Keller’s tenures, the
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1990s saw an expansion of services and public policy efforts and an improved client referral
system that better served the legal needs of the HIV community. Full-time housing attorneys
were hired when rising real estate prices left many people with HIV confronting homelessness.
“Working in the Cycle of HIV,” an educational manual published in conjunction with AIDS
Benefits Counselors (now Positive Resource Center) and the Employment Law Center, was
created to respond to the large numbers of people with HIV who wanted to return to the
workplace after experiencing positive outcomes from new treatments. On the public policy
front, ALRP advocated for national health care reform, continued and improved HIV privacy and
confidentiality protections, and promoted Social Security reform to provide expanded, fair and
adequate access to benefits.
In 2000, Bill Hirsh became ALRP’s fourth Executive Director, a role he continues to fill to this
day. From its roots as a simple lawyer referral service, ALRP has now grown into an organization
with 10 staff attorneys and 700 volunteers that offers both direct legal representation and
personalized attorney/client referrals in more than 2,100 cases a year. We help people with HIV
keep their housing, maintain their financial stability, get and keep their access to health care,
fight discrimination in the workplace and address immigration issues that keep them from
becoming fully integrated into society. Through our work, especially our housing work, we have
helped preserve the character and identity of many neighborhoods and communities in the
city.
ALRP has an existing five-year lease that expires in February 2019. Negotiations with the
landlord will begin in early 2018. ALRP expects the rent to increase by approximately 15%,
which is a significant rent increase. Inclusion on the Legacy Business Registry will enable ALRP
to access assistance and grants. If not included in the Registry, ALRP would face a significant risk
of displacement.
b. Describe any circumstances that required the business to cease operations in San Francisco
for more than six months?
ALRP has provided continuous service to people with HIV in San Francisco since its founding in
1983.
c. Is the business a family-owned business? If so, give the generational history of the
business.
ALRP is not a family-owned business.
d. Describe the ownership history when the business ownership is not the original owner or a
family-owned business.
ALRP does not have an "ownership" but is governed by a 30-member board of directors. Board
members are nominated by the Board's Nominations Committee. Terms are for two years, and
can be renewed. Officers are chosen by the Board in a vote at the beginning of each calendar
year, after an open nominations process and a recommendation from the current executive
committee, comprised of the board Co-chairs, Treasurer and Secretary.
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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.
This item is not applicable.
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.
ALRP is located at 1663 Mission Street in San Francisco. The location has housed small and midsized nonprofit organizations and small businesses for decades, though more recently there has
been an influx of technology-related firms. ALRP has been at its current location since 2001.
CRITERION 2
a. Describe the business's contribution to the history and/or identity of the neighborhood,
community or San Francisco.
ALRP has served people with HIV from every neighborhood in San Francisco. We have
contributed significantly to the identity of the HIV and LGBT communities in San Francisco. We
were among the first HIV-specific agencies in San Francisco, and we quickly became part of the
broader framework of HIV services in the city—the well-known “San Francisco Model” for
providing a comprehensive and largely volunteer-based response to the HIV epidemic, which
was overwhelming the city, and especially the LGBT community. We remain an integral part of
the HIV and LGBT communities to this day:
•
•

•
•
•

We handle more than 2,100 cases each year, with a focus on issues that have a very
significant impact on the health and well-being of our clients, especially housing,
immigration status, disability income, and employment.
We offer client presentations, staff trainings, and other joint services in collaboration
with other HIV agencies including the San Francisco AIDS Foundation, Shanti Project,
Positive Resource Center, API Wellness Center, Mission Neighborhood Health Center,
Ward 86, Catholic Charities, Larkin Street, Project Open Hand, Maitri, Westside Mental
Health, HealthRight 360, Lutheran Social Services and AIDS Housing Alliance.
We are a regular beneficiary of the annual Folsom Street Fair, for which we provide
dozens of volunteers each year.
We have frequently been a beneficiary of the Castro Street Fair and LGBT Pride, and
have also provided volunteers for those events.
ALRP’s Executive Director serves as a co-chair of the HIV/AIDS Provider Network, an
organization HIV/AIDS service providers, which has advocated for funding for San
Francisco’s HIV services, helped to prepare the City to implement the Affordable Care
Act, and is currently working to help the City become the first in the country to achieve
the goals of Getting To Zero: zero new HIV transmissions, zero HIV related deaths and
zero HIV stigma.
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Through our efforts to help people with HIV retain their housing, we have also preserved
neighborhood identity. The mostly low-income, mostly LGBT clients that we provide with
eviction defense (and other forms of housing legal services) contribute to the identity of their
neighborhood—often, they face eviction because they are long-term tenants, giving landlords a
strong financial incentive for evicting them. Last year alone, we helped more than 700 San
Francisco residents fight to keep their housing and ensure its habitability.
b. Is the business (or has been) associated with significant events in the neighborhood, the
city, or the business industry?
ALRP was one of the first agencies formed to provide a specific response to the burgeoning HIV
epidemic in San Francisco more than 30 years ago—a highly significant event for the LGBT
community, and for the city overall. ALRP was responsible for marshaling the legal community’s
response to the HIV epidemic. That response has grown to include 700 attorneys from some of
the city’s largest firms and from solo practitioners alike. Our volunteers contributed more than
$1.3 million in free legal services in 2016 alone.
c. Has the business ever been referenced in an historical context? Such as in a business trade
publication, media, or historical documents?
There are many references to our work in newspapers including the Bay Area Reporter, the Bay
Times, the Daily Journal and the Recorder, and also in the San Francisco Chronicle and the San
Francisco Examiner. This 1988 issue of the San Francisco Sentinel has an article about ALRP on
page 12, a copy of which is included in this Legacy Business Registry application:
http://digitalassets.lib.berkeley.edu/sfbagals/Sentinal/1988_SFS_Vol16_No32_Aug_05.pdf
d. Is the business associated with a significant or historical person?
Yes, Clint Hockenberry was a leader in San Francisco’s response to the HIV epidemic in the
1980s.
e. How does the business demonstrate its commitment to the community?
ALRP’s record of service reflects its commitment to the community. We have been providing
services to people with HIV since 1983. We have 700 volunteers, a 30-person Board of Directors
and 14 full-time staff. Our work receives more than $800,000 annually in support from City
departments including the San Francisco Department of Public Health, the San Francisco
Human Services Agency and the San Francisco Mayor’s Office of Housing. Additionally, we raise
approximately $700,000 annually from private sources (e.g., individuals, law firms, foundations
and corporations) to fund our work. We are committed to serving the community, and the
community is committed to funding those services.
f. Provide a description of the community the business serves.
ALRP serves two intersecting communities: the LGBT community and the HIV community.
Members of both communities can be found throughout the city, with concentrations of
population in the Castro, the Tenderloin and South of Market. Both communities are diverse. In
2016, 49% of ALRP’s clients were White, 15% were African-American, 25% were Latino, 5%
were Asian/Pacific Islander, 1% were Native American and 5% self-classified as Other.
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g. Is the business associated with a culturally significant
building/structure/site/object/interior?
No
h. How would the community be diminished if the business were to be sold, relocated, shut
down, etc.?
We serve approximately 1,100 San Franciscans annually. We help them keep their housing, gain
legal status in this country, obtain access to health care and income benefits and keep their
jobs. The health and well-being of these San Franciscans would be substantially diminished
without ALRP. No other provider in the city has the expertise to serve this community.
CRITERION 3
a. Describe the business and the essential features that define its character.
Essential features that define ALRP include the following: (a) We rely heavily on attorneys to
volunteer their time to serve our clients; (b) We take on cases in all areas of civil law, with a
special emphasis on fields that impact many people with HIV, such as housing, benefits,
immigration and employment law; and (c) All services provided by ALRP staff are free, and all
services provided by ALRP volunteers are governed by a fee protocol, with no fee charged to
clients who earn less than $20,000 a year.
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)
ALRP has a commitment to all three of the business features outlined above, and we consider
all three of them to be essential to the historical character of our work.
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.).
This question is not applicable.
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.
This question is not applicable.
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T r a c k f o r G a y E d i t o r 's C a r e e r
reg Brock, Sunday editor of the San Fran
cisco Examiner, is arguably the most power
ful openly gay newsperson in the United
States. The operative phrase is “ openly gay,”
since the closets of the Fourth Estate are no less crowded
than those of corporate America. Brock is one of the few
upfront journalists in the country working at the policy
making level in a major daily newspaper.
B rock's candor
has not been a de
terrent to his career.
Reliable sources in-

G

ONTOE

JOB
A R T H U R LAZERE

the cKsptrtes^at-dfove hospital
workers and nurses to strike against seven
city hospitals are issues involving iesbian
and gay health care workers.
George Mendenhall reports, p .3

dicate th ^ ^vance^
ment to an even more
significant position, Greg Brock,
assistant managing
editor for news, is imminent.
During his 14 years in the business. Brock, 35, has gar
nered experience with the Washington Post, the Charlotte
Observer and thePfl/w Beach Post. Larry Kramer, exec
utive editor of the San Francisco Exam iner and the man
who hired Brock away from the prestigious Washington
Post, comments, “ Greg has a very rare mix of talent. He is
a great newsman and he knows graphics and presentation.
ConUnued on page 4
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CITY AND COUNTY OF SAN FRANCISCO
E D W I N M. L E E , M A Y O R
OFFICE OF SMALL BUSI NESS
REGINA DICK-ENDRIZZI, DIRECTOR

Legacy
Business
Registry
Application No.:
Business Name:
Business Address:
District:
Applicant:
Nomination Date:
Nominated By:

Application Review
Sheet
LBR-2017-18-020
Noe Valley Bakery
4073 24th Street
District 8
Mary Gassen, President
October 16, 2017
Supervisor Jeff Sheehy

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?
Yes
X

No

4073 24th Street from 1989 to Present (28 years)
28 West Portal Avenue from 2017 to Present (9 months)
PER CRITERION 1: Has the business operated in San Francisco for more than 20 years but less
than 30 years, significantly contributed to the history or identity of a particular neighborhood or
community and, if not included in the Registry, face a significant risk of displacement?
X
Yes
No
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: NA
DELIVERY DATE TO HPC: December 18, 2017

Richard Kurylo
Manager, Legacy Business Program

1 DR. CARLTON B. GOODLETT PLACE, ROOM 110, SAN FRANCISCO, CALIFORNIA 94102-4681
( 4 1 5 ) 5 5 4 - 6 1 3 4 / w w w. s f o s b . o r g / l e g a c y b u s i n e s s @ s f g o v . o r g

Member, Board of Supervisors
District 8

City and County of San Francisco

JEFF SHEEHY
October 16, 2017
Dear Director Regina Dick Endrizzi:
I’m writing to nominate the Noe Valley Bakery for the Legacy Business Registry. For 28 years,
the Noe Valley Bakery has been a mainstay of the neighborhood of Noe Valley. Without the
Bakery, the neighborhood wouldn’t be the same.
The Noe Valley Bakery has been a place for the neighborhood to come together over the years.
The cakes and treats from the bakery have made countless celebrations special. I strongly
believe the business would benefit greatly from being a part of San Francisco’s Legacy Business
Registry, and thank you for your consideration.
Sincerely,

Jeff Sheehy
Member, San Francisco Board of Supervisors

NOE VALLEY BAKERY
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.
Noe Valley Bakery was established in 1989 when Egon Grundmann purchased the existing
business, Sweet Cakes, from owner Frank Tarantino after it was listed for sale in November
1988. He changed the name to Noe Valley Bakery when it re-opened in March 1989. Noe Valley
Bakery is one of several bakeries that have been located at 4073 24th Street since 1923,
including Plate’s Bakery from 1933 to 1985 and Sweet Cakes from 1986 to 1988.
Egon Grundmann, originally from Cologne, Germany, had already owned large scale bakeries in
San Mateo and Burlingame, but wanted a smaller operation. Grundmann himself and one other
baker did most of the baking at Noe Valley Bakery. Erich Eberle, the former owner of Plate’s
Bakery, also came in once or twice a week to help out.
During the time of Grundmann’s ownership, husband and wife Michael and Mary Gassen lived
in Noe Valley and for years contemplated owning their own bakery. They used to walk by 4073
24th Street daily and dream that they could own it one day. They wanted to revitalize the
concept of the neighborhood full-line bakery that had all but vanished from San Francisco's
neighborhoods with only a few, mostly ethnic, exceptions. In the fall of 1994, they received a
call that Noe Valley Bakery was for sale and they went full speed ahead to make their dream
happen. Grundmann never meant to sell his bakery so quickly, but after two heart attacks and
the advice of his doctor, he decided it was best for him to sell the business because he was not
handling the stress well in operating it. (Noe Valley Voice, February 1995).
On opening day on February 18, 1995, Michael and Mary Gassen filled the shelves of their new
bakery with a huge inventory so that the neighborhood would see they were open for business.
They had enough baked goods for the first few days – or so they thought. When they opened
the doors, they sold out of everything by noon! Noe Valley was eager for a quality
neighborhood bakery and they haven't let up since. Noe Valley Bakery makes everything daily
in the store and sells out almost every day.
Michael Gassen has been a master baker for over three decades. Pulling inspirations from the
pastoral and tactile art of baking, Michael has been the creative soul behind his San Francisco
neighborhood bakery, growing it to be as delicious as it is profitable. Michael got his start at
Tiffany Bakery as a baker’s helper at 14 years old, where he quickly turned in a mop for a mixer.
His lifetime passion for baking has taken him through bakeries all over California including Oh

La La, La Seine, Acme Bread, Semifreddi's and II Fornaio. When he's not overseeing the bakery,
Michael loves mentoring other food business owners, teaching them the creative and culinary
skills needed to run a successful business. He loves bike riding in Marin and Sonoma and
cooking at home with his family. He also is the mastermind behind the famous train sets in the
store’s window display on 24th Street and can be caught in the garage many nights working on
his newest display.
Mary Gassen is an operations and finance expert for artisan food businesses. After running her
San Francisco neighborhood bakery profitably for over 20 years, Mary opened Launch, her
consulting business where she brings the best of her analytical strengths and years of
experiences to help food business owners keep more of their hard earned money and fall in
love with their businesses again. She's no stranger to operations large and small, having lead
major restaurant brands, like II Fornaio, through openings and expansions and helping dozens
of local artisan shops smooth operations or clean up their financials. When she's not running
Noe Valley Bakery or helping others get a handle on their finances and operations she can be
found hunting for new foods, geeking out on efficiency systems and cooking at home with
friends.
Michael and Mary make the perfect mom-and-pop team as Michael handles all the bakery's
culinary operations and Mary handles the finances and business administration. The couple
opened a second bakery, at 28 West Portal Avenue, in March 2017.
The pressures on profitability are reaching a critical point and Noe Valley Bakery needs help to
remain in the Noe Valley neighborhood into the future. The bakery profit margins have always
been low, and there are now constant upward pressures on the costs of doing business in San
Francisco. With the minimum wage increasing to $15 per hour, the Health Care Security
Ordinance (HSCO) City Option payments and the upcoming increase in rent, the owners need to
find new ways to stay slightly profitable and in business. The one thing that has kept the
business profitable in the past is that the original lease had a very reasonable level of rent. This
is now in serious jeopardy given that the owners are renegotiating a new lease with the next
generation of the Eberle family in August 2018. Getting listed on the Legacy Business Registry
will be exactly the help the owners need to remain open in Noe Valley for the next 20 years.
The Legacy Business Program will be an important component of the lease negotiations and
possibly the key to the bakery’s continued viability in Noe Valley.
Describe any circumstances that required the business to cease operations in San Francisco
for more than six months?
In the Noe Valley location, there has been almost no business interruption in over 94 years –
4073 24th Street is the neighborhood's bakery.
Is the business a family-owned business? If so, give the generational history of the business.
The business is currently owned and operated by husband and wife Michael and Mary Gassen.

Describe the ownership history when the business ownership is not the original owner or a
family-owned business.
The ownership history of Noe Valley Bakery is as follows:
1989 - 1994:
Egon Grundmann
1994 - Present:
Michael and Mary Gassen
There is a rich history to the Noe Valley Bakery location at 4073 24th Street. It has been the
neighborhood bakery in Noe Valley since 1923. The current property owner, Erich Eberle, was a
baker in that location starting in the 1964 at Plate's Bakery and later bought the bakery and
building from Mr. Plate. The Gassens purchased the Noe Valley Bakery from Egon Grundmann
who had operated it for five years as Noe Valley Bakery.
Timeline of 4073 24th Street, San Francisco as a bakery
1923-1925:
Bakery; BF "Benj F" Owens
1926:
Bakery; Louis Egenburger
1927-1932:
Bakery; Wilfred and Ethel Werner
1933-1967:
Plate's Bakery; Henry and Dorothy Plate
1968-1985:
Plate's Bakery; Erich and Marianne Eberle
1986-1988:
Sweet Cakes; Frank Tarantino
1989-1994:
Noe Valley Bakery; Egon Grundmann
1994-Present:
Noe Valley Bakery; Michael and Mary Gassen
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.
A copy of the asset purchase agreement executed in October 1994 between Egon Grundmann
and Michael and Mary Gassen for the purchase of Noe Valley Bakery is available upon request.
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 building at 4073 24th Street is classified as a Category A building (“historical resources
present”) with regard to the California Environmental Quality Act. The building at 28 West
Portal Avenue is classified as a Category B building (“properties requiring further consultation
and review).

CRITERION 2
Describe the business's contribution to the history and/or identity of the neighborhood,
community or San Francisco.

Noe Valley Bakery has been embraced by neighborhood residents for its vision and consistently
excellent quality of baked goods and friendly service. The mission of Michael and Mary Gassen
is to create a place where everything is made from scratch on premises and baked by people
standing 10 feet in front of its customers. This allows the customers to see and experience the
love and care that goes into each item. It is also a place where you are welcomed by a friendly
smile and personal greeting, where your server remembers your name and your favorite treats
and cares about what is happening in the neighborhood. The interactive experience taps into
the old world concept of the artisan bakery, and the revitalization of a full-line neighborhood
business. Throughout the business's operation, the Gassens have listened to their customers
and adapted menus to meet changing tastes and preferences. Noe Valley Bakery is more than a
great neighborhood bakery—it’s a community resource.
Is the business (or has been) associated with significant events in the neighborhood, the city,
or the business industry?
Whenever there are significant events in the neighborhood, Noe Valley Bakery is there to help.
After all, what is a celebration without cake? Among the many events the business has
supported are:
• St. Paul’s School’s 100th anniversary – cake for 1,000 participants
• Noe Valley Ministry’s many anniversaries and celebrations
• Jewish Community Center of San Francisco’s Rosh Hashanah Ceremony (annually)
• St. Phillip’s School Festival (annually)
• Noe Valley Library’s 100th Anniversary
• SF Friend’s School’s Blue Party Fundraiser (annually)
• Academy of Friends’ Oscar Night Fundraiser (annually)
• Taylor Family Foundation’s Fundraiser (annually)
• Warrior Canine Connection (annually)
• KALW Public Radio (annually)
• St. Anthony’s Dining Room (annually)
• One Warm Coat (annually)
• Food Runners – daily food donations since 1995
Has the business ever been referenced in an historical context? Such as in a business trade
publication, media, or historical documents?
Noe Valley Bakery has been written about in SF Chronicle, SF Business Times, CNET, Food &
Wine Magazine and Gourmet Magazine among others.
Is the business associated with a significant or historical person?
Some of our well-known regular customers are: Gavin Newsom, Bevan Dufty, Matt Cain, Willie
Brown and Tracy Chapman.

How does the business demonstrate its commitment to the community?
Michael and Mary Gassen are great citizens of Noe Valley because they are both passionately
devoted to the neighborhood. First, they understand their role in the community and take
seriously the role that the neighborhood bakery plays in the every-day lives of Noe Valley
residents. Second, they have forward-thinking vision and have participated (and will continue to
participate) in the improvement of Noe Valley — they know that they cannot rest on their
laurels and need to stay relevant in the marketplace as the neighborhood continues to change.
Michael and Mary Gassen have participated in many Noe Valley Merchant Association events.
Among them are the annual Hay Ride, Easter Egg Hunt, Harvest Festival and Wine Walk.
Michael and Mary Gassen were instrumental in getting Noe Valley designated as a Community
Benefit District (CBD) and strongly support its mission to beautify and improve Noe Valley. Mary
was the Treasurer at its inception and served in that capacity for five years.
Michael and Mary support many Noe Valley organizations and their fundraising efforts through
donations and gift certificates. One of the most popular items at any silent auction is a gift
certificate for one of our celebration cakes, so we give one to almost everyone who asks so they
can raise money to help their cause. We support our neighborhood organizations, but also
other organizations that are important to our customers. Among the many recipients of these
gifts are: Rooftop School, Sacred Heart, French American School, Miraloma Elementary, Harvey
Milk Civil Rights Academy, Fairmount School, Gates & Bridges Preschool, Commodore Sloat
School, San Francisco Day School, Laurel Hill Nursery School, Children’s Day School, Phoebe A.
Hearst Preschool, Project Open Hand, Plate by Plate, Cooper’s Dream Rescue, Susan G Komen
Race for the Cure, Pathway for Kids, SF Japanese School, St. Anthony, George Washington High,
SF Boys Chorus, West Portal Lutheran School, Clarendon Alternative School, Mercy High School,
New Generation Health Center, West Portal Elementary Arts Festival, SF Waldorf School, Stuart
Hall, Leonard Flynn School, French American School, Mission Dolores Academy, Katherine
Michaels School, Tenderloin Health, Adda Clevenger School, SF Junior League, Gateway High
School, Muttville Senior Dog Rescue, Buen Dia Family School, City College, LGBT Seniors and SF
Suicide Prevention.
The owners also take seriously their role as mentor to the young people from Noe Valley that
they have hired as retail employees and bakers. They train them to understand the role of a
business in a community and how to provide friendly place for neighbors to meet with efficient
service. It is always fun when a young person comes to apply for a job and says that every
birthday cake they have ever had was from the bakery!
Provide a description of the community the business serves.
Noe Valley Bakery serves the neighborhood of Noe Valley, but also serves as a destination
bakery for people from all over the city of San Francisco. People from all age groups and all
demographics love a bakery. While walking down the street with their children, or running

errands in the neighborhood, or shopping for a dinner party with friends; Noe Valley Bakery has
something for everyone. Noe Valley Bakery has always tried to be the complete neighborhood
bakery, meaning it wants to serve the complete community. We have smiley face cookies for
children and a blueberry morning pastry just like it was made 40 years ago for our older
neighbors. We serve all of the community all day, every day. Consistently good products and
service are how we serve all the people who come through our doors.
How would the community be diminished if the business were to be sold, relocated, shut
down, etc.?
The Gassens understand how important it is to preserve independent businesses in San
Francisco. They feel strongly that independent, unique businesses make our city a better place
to live; that it would be a shame if all of San Francisco's storefronts were occupied with large
corporations and chains. As a matter of fact, Mary started her consulting firm Launch
(www.sflaunch.com) so she could help other independent food businesses thrive in our
challenging economy. She conducts a few free seminars yearly through SF Made to encourage
and share expertise with other food entrepreneurs so they will unleash their creativity to the
San Francisco community. She also has lots of free resources to help new businesses of all kinds
get started. The Gassens know that Noe Valley would be a less wonderful place for its residents
to live without their bakery. They also feel that way about other SF institutions like Noe Valley
Cheese Company, Pasta Gina's, Bernie's, Martha and Brothers, Chloe's, Anchor Oyster Bar,
Tartine Bakery, Bi-Rite Foods and many others. If we lose businesses like these, our city will be
less interesting and less wonderful.

CRITERION 3
Describe the business and the essential features that define its character.
Noe Valley Bakery is part of a dying breed: an artisan full-line bakery. That means that we make
a full line of baked goods from breads to breakfast pastries, cookies and cakes every day fresh
from scratch on the premises. We passionately believe that what makes us different is you can
see the person making your baked goods standing ten feet away from you.
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)
We will always make everything we sell from scratch, by hand and in the old world traditions
that are our hallmark. We donate all day-old baked goods to Food Runners each day and bake
fresh for our customers. We will never deviate from this business model.
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 mission of Noe Valley Bakery is to preserve the existing character of their bakery and focus
all energies on making great baked goods. The building façade and footprint is the same as it
has been for 90 years and fits in with Noe Valley’s overall architectural heritage.
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.
Included in this application are some pictures of the bakery when Michael and Mary Gassen
purchased it in 1994.

NOE VALLEY
4073 24th Street

1994

WEST PORTAL
28 West Portal Avenue

http://hoodline.com/2017/03/noe-valley-bakery-debuts-second-location-in-west-portal

Noe Valley Bakery Debuts Second Location In West
Portal
by Susan Xu
Mon. March 27, 2017
Location: 28 West Portal Ave., San Francisco, CA

Photo: Noe Valley Bakery
Back in November, we reported that Noe Valley Bakery (4073 24th St.) would be opening a
second location in West Portal, at 28 West Portal Ave. Now, the new location is officially
open—complete with a cupcake-filled display case.

Inside Noe Valley Bakery in West Portal. | Photo: Noe Valley Bakery
The bakery, which opened on March 22nd, received more than $10,000 in financial assistance
from neighbors, who prepaid for baked goods through Credibles, a service that allows new
businesses to get money upfront in exchange for offering credits for goods once they open.
Unlike the original location, the new bakery offers seating, with a gray and "sea mist green"
color scheme. The freshly baked treats include cookies, croissants, eclairs, challah rolls, warm
breads and savory "tiles," made from croissant dough.

Photo: Julie L.
Owner Michael Gassen and his wife Mary purchased the original 24th Street bakery in
December 1994, and the mom-and-pop business has been steadily growing ever since.
Much like its predecessor, the West Portal expansion is set in a family-friendly neighborhood; it
takes over the former home of Noah's Bagels.
Noe Valley Bakery West Portal is now open Monday–Friday from 7am–7pm, and Saturday–
Sunday from 7am–6pm.

From: Debra Niemann [mailto:debranemo@gmail.com]
Sent: Friday, September 22, 2017 2:55 PM
To: LegacyBusiness (ECN) <LegacyBusiness@sfgov.org>
Subject: Letter of Recommendation for Noe Valley Bakery

Dear Rick,
The Noe Valley Association a CBD whole heartedly endorses the Noe Valley Bakery for the San
Francisco Legacy Business program.
The actual storefront has been a bakery for about 100 years and its current owners, Michael and
Mary Gassen have created a very successful bakery by offering the community a wide variety of
baked goods as well as sandwiches and coffee, coffee being a major staple of business on 24th
Street. One of their best business practices is the creation of new products, not just baked goods
but goods you can bring home to complete and or great small sandwiches you can buy on the
run. Their products have won many awards, especially their breads. The double raisin and
cherry chocolate are served at many a morning community meeting in Noe.
But Mary and Michael have done more than create exceptional baked goods, they have
consistently contributed to the community both their busy savvy as small business owners and
their wonderful baked goods. Mary served as treasurer of the NVA when it was first formed in
2005. She helped us form the CBD and continued to serve as treasurer from start-up to 2010,
five years of service. Michael has been generous in his donations to the community. Starting
with the Harvest Festival in 2010 when we held pie eating contests and we’d roll a red wagon
down to the bakery and bring back 20 pies for the contest, all donated. Or the time we held a
holiday cookie decorating project as part of 24 HoliDays on 24th Street, Michael donated the
plain holiday cookies and the kids got to decorate them, same goes for past Easter Egg Hunts and
their donation of hot cross buns or easter egg cookies.
The Noe Valley Bakery has been an exemplary member of the Noe Valley community and the
NVA strongly recommends they be included in the legacy program.
If you have further questions or need any additional information please contact me directly.
All good wishes,
Debra

CITY AND COUNTY OF SAN FRANCISCO
E D W I N M. L E E , M A Y O R
OFFICE OF SMALL BUSI NESS
REGINA DICK-ENDRIZZI, DIRECTOR

Legacy
Business
Registry
Application No.:
Business Name:
Business Address:
District:
Applicant:
Nomination Date:
Nominated By:

Application Review
Sheet
LBR-2017-18-025
San Francisco Market Corporation
2095 Jerrold Ave., #212
District 10
Michael Janis, General Manager
November 1, 2017
Supervisor Malia Cohen

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

2095 Jerrold Ave., #212 from 1963 to Present (54 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: NA
DELIVERY DATE TO HPC: December 18, 2017

Richard Kurylo
Manager, Legacy Business Program

1 DR. CARLTON B. GOODLETT PLACE, ROOM 110, SAN FRANCISCO, CALIFORNIA 94102-4681
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Member, Board of Supervisors
District 10

City and County of San Francisco

MALIA COHEN

馬莉亞郭嫻
November 1, 2017
Regina Dick-Endrizzi
Office of Small Business
1 Dr. Carlton B. Goodlett Place, Room 110
San Francisco, CA 94102
Re: Nomination of the Wholesale Produce Market to the Legacy Business Registry
Dear Director Dick-Endrizzi,
I am writing to nominate the Wholesale Produce Market to the Legacy Business Registry.
Wholesale Produce Market has evolved over a 100+ year history, moving to the Bayview
District in 1963 as an essential pillar of the Bayview in its redevelopment phase.
The Wholesale Produce Market has also served as an incubator for more than 30 startup food
vendors, providing real estate and business acumen for each tenant business. The Market’s has
been historically essential in connecting out-of-town growers and cultivators to San Francisco’s
acclaimed farm-to-table restaurant scene. The landmark “Food Recovery” recycling program is
an important step in working to minimize waste and create a sustainable food system for the
City.
This business plays an essential role in the lasting and critical identity of the City’s small
business community, the industrial and PDR sectors of District 10, and in the health and wellbeing of our citizens and our retailers across the city.

Sincerely,

Malia Cohen
Member, San Francisco Board of Supervisors

City Hall  1 Dr. Carlton B. Goodlett Place  Room 244  San Francisco, California 94102-4689  (415) 554-7670
Fax (415) 554-7674  TDD/TTY (415) 554-5227  E-mail: malia.cohen@sfgov.org

San Francisco Market Corporation
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 San Francisco Wholesale Produce Market (“SFWPM” or the “Produce Market”) was built in
the early 1960s and opened in 1963 in the Bayview-Hunters Point commercial district as part of
a redevelopment effort. The merchants at that time were moved from what is now the area
near the Embarcadero Center, where they had been in operation since the 1870s. The City and
County of San Francisco assisted with obtaining financing for the project, which was fully repaid
from merchant rent. The SFWPM, which held a 50-year ground lease from the City that expired
in January 2013, operated from 1963-2013 as a City-controlled entity operated jointly by the
City and County of San Francisco Market Corporation and the San Francisco Produce
Association, with oversight by the City Controller and the Real Estate Department.
In 2013, when the 50-year ground lease expired, the leadership of the Produce Market, in order
to preserve the long-term stability of the businesses, decided to create a new governance
structure in the form of a non-profit entity. The City and County of San Francisco Market
Corporation became the San Francisco Market Corporation and was able to negotiate a 60-year
ground lease and plans for expansion under new legislation backed by Mayor Ed Lee and
Supervisor Malia Cohen. The legislation provided the ground lease, and as a result the Produce
Market plans to invest $100 million in order to continue the economic benefit that it provides
to the city of San Francisco.
The Produce Market currently occupies 300,000 square feet of space in 10 buildings, housing
over 30 produce wholesalers and distributors, a restaurant and a catering business. The
independent merchant businesses, united at one distribution center, are dedicated to providing
Bay Area markets and retailers of all kinds with quality fresh produce. The merchants employ
650 full time employees. Over 50 percent of these businesses have operated more than 20
years, one since 1888.
The mission of the San Francisco Market Corporation is to link the produce and food
communities of San Francisco and beyond through the successful operation and development
of the Produce Market. The merchants sell and distribute a wide variety of produce to retailers
across the Bay Area, including restaurants, independent grocery stores, hotels and other food
businesses.

The Produce Market has become integral to San Francisco’s culinary fabric by carrying out the
behind-the- scenes sourcing and distribution of produce, while also partnering in pioneering the
City’s composting program to bring organic waste back to the region’s farms.
b. Is the business a family-owned business? If so, give the generational history of the
business.
San Francisco Market Corporation is not a family-owned business. However many of the
merchants located within the Produce Market are family-owned generational businesses.
c. Describe the ownership history when the business ownership is not the original owner or a
family-owned business.
From 1963 until the 50-year ground lease ended in 2013, the City and County of San Francisco
Market Corporation operated as a City-controlled entity, jointly managing the SFWPM with the
San Francisco Produce Association with oversight from the Office of the San Francisco
Controller and the Real Estate Department. In 2013, when the lease ended, the City and County
of San Francisco Market Corporation became the San Francisco Market Corporation, a nonprofit entity whose goal is to continue to manage and grow the Produce Market. San Francisco
Market Corporation currently operates with a Board of Directors and is no longer a Citycontrolled entity. It maintains a 60-year ground lease on the space to ensure the stability of the
Produce Market as a space for produce merchants to sell their goods.
d. 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 building is not listed on any historic registry, however it is located in the heart of the
Bayview-Hunters Point Production Distribution Repair (PDR) sector and has operated as a PDR
space for over a century.

CRITERION 2
a. Describe the business's contribution to the history and/or identity of the neighborhood,
community or San Francisco.
The Produce Market has long been associated with Bayview-Hunters Point and the greater city
of San Francisco due to its longstanding history in the city. The current market, located since
1963 in the Bayview-Hunters Point commercial district, makes up a large produce district in the
neighborhood, along with many other restaurant suppliers. The San Francisco restaurant
community is heavily reliant on the Produce Market as it is a one-stop-shop for many of its
produce needs, as well as many of the other restaurant resources nearby in the neighborhood.
The Produce Market also has a regional pull, as restaurants from all over the region from Napa
to Monterey visit or are serviced by the Produce Market to procure their produce, as it is easily
accessible between I-280 and US 101 in the industrial Bayview District.

b. Is the business (or has been) associated with significant events in the neighborhood, the
city, or the business industry?
Different from many small businesses in San Francisco, the San Francisco Market Corporation is
largely associated with the development of the produce and food service sectors in San
Francisco. The first largescale redevelopment of the SFWPM in 1963 was a significant event for
the wholesale produce industry, as it provided a stable space for produce vendors to conduct
business, and food service businesses to access product. The additional signing of a 60-year
ground lease in 2013 and the formation of the nonprofit entity to protect the Produce Market
also served as a landmark event in protecting PDR space in a city with very dire real estate
issues.
c. Has the business ever been referenced in an historical context? Such as in a business trade
publication, media, or historical documents?
Throughout the history of the Produce Market, it has been mentioned in a wide range of
publications, from local media publications to business trade publications. Some of these
publications include: SF Chronicle, The Packer (an industry publication), TechCrunch, Produce
Business, Good Food Economy Digest, SF Magazine, SF Gate, SF Business Times, KPIX News, SF
Examiner, FreshDigest and many more publications pertaining to the industry as well as local
media.
d. Is the business associated with a significant or historical person?
San Francisco Market Corporation has a long history of working with the city’s political elite.
Because of its contribution to the vitality of San Francisco’s food economy, the Produce Market
has been a high priority of many politicians. George Moscone was behind the initial relocation
of the Produce Market to Bayview-Hunters Point, though it was contentious among the venders
at the time. One of the vendors who worked to keep the Produce Market at its original
downtown location was Joe Carcione, who later became famous for his role on television as the
Green Grocer. Other figures include Mayor Ed Lee, Supervisors Malia Cohen and Sophie
Maxwell, who both stood in support of maintaining the space as a mainstay of produce
distribution in San Francisco.
e. How does the business demonstrate its commitment to the community?
The mission of the San Francisco Market Corporation is to link the produce and food
communities of San Francisco and beyond through the successful operation and development
of the San Francisco Wholesale Produce Market.
The vision of the San Francisco Market Corporation is to make the San Francisco Wholesale
Produce Market a vibrant, thriving and sustainable food center.

The San Francisco Wholesale Produce Market fulfills an essential role in the Bay Area’s food
system. As the integral infrastructure link between farmers and consumers seeking fresh
produce, the Produce Market provides a variety of services:
1. A Healthier Bay Area: The Produce Market supplies retail outlets throughout the Bay Area
with fresh, healthy, affordable produce, as well active involvement in increasing access to
healthy food in San Francisco as a founder of the Healthy Retail SF program, and produce
donations to Bayview community organizations;
2. A Culinary Destination: The Produce Market is central to the behind-the-scenes supply chain
that makes San Francisco a delicious place to live and visit;
3. Business Incubator: Supporting over 30 businesses, the San Francisco Market Corporation
can provide the space, expertise and produce for anyone starting or growing a food
business;
4. Support for Farmers: The merchants at the Produce Market source from local and regional
farms, increasing the supply of local food and providing critical market access;
5. Food Recovery: The Produce Market has launched a first-of-its-kind food recycling program,
working to prevent perfectly edible, healthy produce from going to waste; and
6. Education: Through programming open to community members of all ages, the San
Francisco Market Corporation pulls back the curtain on food infrastructure and educates
the public on how produce travels from farm to plate.
f. Provide a description of the community the business serves.
The San Francisco Market Corporation provides services and goods to a myriad of different
communities through the wide variety of produce vendors it serves at the San Francisco
Wholesale Produce Market and the nature of the Produce Market itself. The vendors
themselves utilize regional suppliers, many of whom are farmers throughout the Bay Area and
the Central Valley, and provide 650 jobs to members of the local community and the Bay Area.
The vendors supply produce to a diverse array of restaurants, local markets, independent
grocery stores, hotels and other food businesses ranging from all parts of the Bay Area, north to
Napa and south to Monterey. Through donations to local community organizations based in
Bayview-Hunters Point, the Produce Market serves the local residents with access to healthy
produce. The Produce Market also has the goal to provide employment opportunities to the
residents of Bayview-Hunters Point, a neighborhood with the city’s highest unemployment rate
and also highest percentage of diabetes as a result of it being a “food desert.” The San
Francisco Market Corporation serves to mitigate these issues and provide jobs and healthy food
to the community whenever and wherever it can.

g. Is the business associated with a culturally significant
building/structure/site/object/interior?
No, the San Francisco Wholesale Produce Market is located on an industrial site that does not
have any such historical or cultural significance attached to it.
h. How would the community be diminished if the business were to be sold, relocated, shut
down, etc.?
The loss of the San Francisco Market Corporation and, consequently, the San Francisco
Wholesale Produce Market that it manages would be an enormous blow to the food economy
of San Francisco, affecting the local community, the restaurant community and those that work
for one of the various vendors that operate in the Produce Market. Because the Produce
Market is concentrated in the Bayview-Hunters Point neighborhood, many of the restaurants
do not have to travel long distances to gather their produce, and because the vendors are all
located in the same place, travel time, money and pollution is lessened as a result. The city
would also be losing a produce entity that has a history of over 135 years in San Francisco, as
well as a key provider of jobs in the community.

CRITERION 3
a. Describe the business and the essential features that define its character.
The San Francisco Market Corporation operates and develops the San Francisco Wholesale
Produce Market. The Produce Market is a wholesale business that provides a space for 31
produce vendors to conduct business in San Francisco. The Produce Market is located in one of
the last PDR districts in San Francisco, the Bayview-Hunters Point commercial district, and is
made up of several large warehouses that house the vendors in easily accessible spaces for
distribution purposes. During operational hours, the vendors usually have trucks lined up to
load and distribute produce throughout the region to local markets and restaurants. The site
itself can largely be seen as a bustling market providing jobs and produce to the Bay Area and
beyond.
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)
The San Francisco Market Corporation is largely committed to maintaining the traditional sense
of a food market. Produce markets have largely existed throughout history in many forms,
however the one-stop-shop model that the Produce Market provides is an essential tradition
that defines the business. Having a wide variety of vendors in the same place allows suppliers
and restaurant/market clients to have ease of access to the goods they need to operate their
businesses. The Produce Market also has a longstanding tradition of operating during the night,

as this is when restaurants and other food-related businesses traditionally can purchase their
produce in order to have it on site for their operating hours. Incubator space is also a tradition
that the Produce Market has held on to, as being an affordable space for new vendors to grow
and expand their clientele. The San Francisco Market Corporation has long held the tradition of
providing space where the produce industry can grow and thrive and providing affordable
space to small produce vendors to access the enormity of the Bay Area food scene and culture.
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 San Francisco Wholesale Produce Market is located in a large scale PDR neighborhood in
buildings that are largely bland industrial warehouses housing many vendors. The long term
ground lease, however, provides the opportunity for the San Francisco Market Corporation to
redevelop the Produce Market into an even more cohesive hub for produce vendors, as new
buildings will be built to house these vendors. There is also a plan to enclose the Produce
Market to prevent through traffic and allow a safer, greener atmosphere for the vendors. The
San Francisco Market Corporation has already completed two new modern structures, one of
which is Gold LEED Certified at 901 Rankin Street which houses three vendors including Good
Eggs and Mollie Stones. The entire area is undergoing a massive redevelopment project in
partnership with the Public Utilities Commission in order to further maintain the area as a hub
for San Francisco’s industrial economic sector, and the San Francisco Wholesale Produce
Market is central to this vision.
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Expansions, newcomers invigorate produce market
By Mike Hornick
Staﬀ Writer

The San Francisco Wholesale Produce Market continues to ﬁnd renewal
in the arrival of new merchants and expansions by veteran companies.
Stanley Produce is soon moving
to a building on the west side of the
market. “They’re making a major investment and upgrading with new
refrigeration,” Michael Janis, general
manager of the San Francisco Wholesale Produce Market, said Sept. 14.
“The new space and new location at
the market and investment will position Stanley Produce to build upon its
many years of success.”
New City Fruit & Produce recently
expanded its refrigeration and its kitchen for employee meals. Within the past
year, S&L Wholesale Produce added another stall to its operations. Shasta Produce has doubled its space and is in the
process of installing refrigeration.
The 60-year lease renewal that the
market received from the city in 2013

continues to generate investment.
“Since then, the amount of improvements done not only by the market
but by the merchants is phenomenal,”
Janis said. “That ﬁts right within our
strategy of long-term continual investing and upgrading of the market.”
The wholesale market has also taken another step toward e-commerce
with the arrival of GrubMarket, which
delivers organic and locally sourced
products. Another merchant from the
online and organic world, Good Eggs,
has solidiﬁed its position in the San
Francisco Bay Area after struggling in
some other cities. Good Eggs operates
in about 55,000 square feet.
“What’s unique about our market
is the diversity of business types,” Janis said. “In San Francisco, it’s natural
to have businesses marrying technology and distribution. Businesses are
sharing infrastructure yet competing,
but the technology component stands
out. These two are typical technology
companies funded by outside sources.

Courtesy Arcadio’s Produce

The San Francisco Wholesale Produce Market has a history of making space for
small startup produce companies, and Arcadio’s Produce is the latest company
making a go of it, says Michael Janis, the market’s general manager. Arcadio’s was
operating out of a truck before market management found them 400 square feet.

They have people cooling and they
also have people coding. It’s a very different business model, but what they
have in common with merchants who
have been here for 80 or 90 years is
that they’re moving food.”
The market also remembers its his-

tory of making space for small startups. Earl’s Organic Produce started
with a desk on a back dock and is now
in 35,000 square feet.
Arcadio’s Produce is the latest example of a new company trying to carve
out a niche.

“They were just operating out of
a truck,” Janis said. “They needed a
little space, but the market has been
full. We never want to slam the door,
we want to keep it open for what may
become the next big company. So we
found them about 400 square feet and
a small refrigerator about a year ago.
Now they’ve got three or four trucks,
they’re busting at the seams and need
more room.”
Arcadio’s Produce partner Manuel Orozco and his brother worked at
GreenLeaf for about 12 years before
striking out on their own.
“We kept giving a lot of support
to the market, mainly some new customers,” Orozco said. “They gave us a
chance and a little space.”
“GreenLeaf’s people really know
what they’re doing, and we were lucky
to learn the whole process there,” he
said. “We’re doing something small
but similar with good quality, good
customer service and prices.” Arcadio’s
now has about 40 clients.

Earl’s Organic finds niche for premium locally grown produce
By Mike Hornick
Staﬀ Writer

Just a few acres, or even pallets, of organic fruits and vegetables can be enough to excite
some retailers in the San Francisco Bay Area, so Earl’s Organic
Produce connects them with
product from California’s boutique growers.
The extra cost that inevitably
adds to blueberries, tomatoes,
apples and the rest can only be
justiﬁed by quality. Flavor is the
main attribute. Unusual timing
or great shelf life can also help.
“Everybody’s selling organic
one way or another, whether it’s
Raley’s, Whole Foods or Safeway,” said Earl Herrick, owner
of Earl’s Organic Produce. “So
smaller retailers command their
presence on the market by having something unique. Though
it may be higher priced, most
people understand they’re getting unique items with added
value. We enjoy working that
small grower.”
Blueberries from Forbidden
Fruit Orchards, a 6-acre oper-

ation in Lompoc, Calif., were
making their last hurrah of
2016 in late September with
the arrival of a single pallet at
Earl’s Organic. The wholesaler
has worked with grower Sandy
Davis for a decade or so.
“We’re able almost to auction
them oﬀ,” Herrick said. “We
try to ﬁnd the right price point
that it takes me a week to sell a
pallet in the fall. We sometimes
see resistance because of sticker shock, but if you compare it
to any of the imports in ﬂavor
there’s no comparison. People
have kept them for up to two
weeks in a refrigerator. It’s a
blueberry that can hold up and
you can cherish.”
Price premiums on such
items can stop seeming absurd
when you consider some things
that are happening in the broader produce industry.
“Look at apple prices, with
Honeycrisp selling for $80 a carton,” Herrick said. “If the volume
is right, you can ﬁnd the money
that works for everybody.”
“Forbidden blueberries aren’t
for everybody, but the retailers

who have it sell a lot,” he said.
“What happens is that you get
a broad exposure to diﬀerent
people. They may not buy ﬁve
or six clamshells, but a lot are
buying steadily.”
Earl’s Organic has lately been
featuring tomatoes from another boutique grower, Ellwood
Canyon Farms in Goleta, Calif.
“The owner took over an old
property that was grown organically for decades but hadn’t
been worked for a while, called
the Growing Concern,” Herrick
said Sept. 23.
“This spring he had a great
crop of sugar snap and snow
peas. Now in his tomato program he’s running up some
great mixed medleys, heirlooms
and a nice San Marzano roma.
It’s kind of a farmers market
thing, but he’s able to pack it
and have the quality such that
we can resell it and get it to the
smaller retailers in the Bay Area
who appreciate unique items.
Again, we’re able to support a
small grower on his land doing
a great job.”
For apples, Earl’s Organic

will have California fruit until
it runs out, probably in November, and source fully from the
Paciﬁc Northwest thereafter.
Until then the wholesaler will
promote regional growers like
Rider and Sons, Freedom, Calif.;
and Cuyama Orchards in Santa
Barbara County.
“We love Cuyama’s fujis,
their galas, grannies and Honeycrisp, and of course their Arkansas blacks,” Herrick said. “It’s a
great selection of high quality
apples, grown at a little higher
elevation and in the middle of
nowhere, so there isn’t the usual
pest pressure.”
When local sources dry up,
there are other ways to proﬁt.
“A wholesaler has an opportunity when the local deals
end,” he said. “Then we’re able
to supply local customers with a
larger percent of their set.”
When rains and chill come
to much of California, for example, Earl’s will turn to partners
in the Mexican vegetable business like Covilli.
Some
California
items
proved disappointing. Organ-

White tablecloths fade;
corporate dining gains
forced many restaurants to raise
prices and the result has been a
loss of foot traﬃc.
The foodservice scene in the
“Produce prices are basically
San Francisco Bay area has been ﬂat or in a bit of deﬂation on
drifting away from ﬁne dining average now,” Ballentine said.
formats, but bars and corporate Naturally, that can’t make up for
cafes are gaining ground.
what’s happening to other costs.
Those cafes are picking up
GreenLeaf’s corporate foodsome of the slack for produce service clients include Apple
sellers, and even the bars need and Facebook.
garnishes or appetizers.
“The corporate cafes are
Employees stuck with one- doing well,” he said. “They’re
or
two-hour
feeding more
commutes each
people
and
way, often in
more
meals
‘So most of the
company-proas they grow.
restaurants
that
vided
buses,
They’re putting
are eating more
are opening, esemployees on
of their meals
buses because
pecially in Silicon
in
corporate
the commute
Valley, are basifoodservice —
is so bad in the
cally bars serving
a growing part
Bay Area. They
of the business
want to get the
high-end bar
for distributors
most productivfood.’
like Brisbane,
ity out of them
C a l i f. - b a s e d
that they can,
FRANK
GreenLeaf Proso they provide
BALLENTINE
duce.
the food and a
GREENLEAF lot of services
When they
go out on the
PRODUCE to keep everytown, it’s often
one happy.”
for drinks in“That changstead of lunch
es the restauor dinner.
rant scene,” Ballentine said.
“The white tablecloth restau- “Because if you’re full and you
rants are struggling,” said Frank go out, you’re going to drink. So
Ballentine, GreenLeaf Produce most of the restaurants that are
president. “They’re designed opening, especially in Silicon
mainly for the baby boomer Valley, are basically bars serving
generation. In the city they’re high-end bar food.”
being replaced by a lot of high“They’re going for mixology
tech workers, and that’s not drinks which run from $18 to
where they want to go. The de- $26,” he said. “There are also
mographics determine the type fast-casual restaurants, or highof restaurant.”
end places for $100 a plate and
Rising rents and labor costs up. There is always a need for
plus a shortage of labor have quality produce.”

ic keitt mangoes, for example,
were available in much lower
numbers to the wholesaler than
last year.
“It’s a wonderful mango,”
Herrick said. “Last year we had
outstanding movement, but
this year was just a fraction. ”
An early end to the California avocado season was also a
surprise.
eran of the San Francisco scene.
Earl’s Organic Produce re“Our growth continues to be
cently named a new director of strong,” Herrick said. “We’re up
sales, Drew Knobel, who’s a vet- to 90 employees now.”
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131 Terminal Ct.
South San Francisco, CA
Easy Access from Hwy. 101
• A & A Produce
• Banner Fruit Co.
• Bay Area Herbs & Specialties
• Berkeley Bowl
• Brother’s Produce
• Bruno’s Produce
• C.D. Edulis
• Cabe Fruit
• CaliFresh
• Carcione’s Fresh Produce Co.
• Coast Tropical
• Earthquake Produce
• Franzella Distributing
• Franzella Produce
• FreshLine
• J.C. Cheyne
• J. Gomez Produce
• J.V. Produce
• Morales Produce
• Parkview Produce
• Petra Produce
• Rigo’s
• Shasta Produce
• T.M. Summit
• Twin Peaks Distributing
• United Produce
* tenant list in alphabetical order
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San Francisco market dives deep for food recovery
By Mike Hornick
Staﬀ Writer

The San Francisco Wholesale Produce Market has made big strides toward getting unmarketable but still
fresh produce to food banks faster
and in higher volumes during a threemonth pilot project.
In one three-week stretch the project, which in September neared completion, recovered about 30,000 pounds
of produce that otherwise would have
been composted. That was from just
four merchants — Washington Vegetable, S&L Wholesale Produce, Stanley
Produce and Berti Produce.
The market’s 30 merchants donate
more than 100,000 pounds each year.
The new program’s amounts can’t be
generalized yet, given sharp weekly
ﬂuctuations. But the yearly gains are
expected to be substantial if or when
it’s scaled to all 30, a step the board will
soon consider.
A new hire, Carolyn Lasar, is coordinating the market’s eﬀort. Before,
merchants were largely left to handle
things on their own.
“Food recovery is a huge issue na-

Courtesy San Francisco Wholesale Produce Market

The San Francisco Wholesale Produce Market’s Carolyn Lasar shows colored carrots recovered from market vendors for donation to a food bank. Lasar was hired
recently to coordinate the market’s 30 merchants in a pilot project to collect more
of the market’s unmarketable produce.

By Mike Hornick
Staﬀ Writer

Courtesy CDS Distributing Inc.

CDS Distributing is Smitten
with club apples, tree fruit
Staﬀ Writer

Most fresh apples on the
northern California market pass
through San Francisco-based
CDS Distributing Inc.
“CDS has positioned itself as
the premier leader in the newer
club varieties, introducing them
to foodservice, retail and wholesale,” said Jan Garrett, who
joined the company in July as
vice president of marketing and
business development.
Varieties gaining acceptance
or continuing their growth
trend of recent years include
Ambrosia, grown primarily by
CMI Orchards; Smitten, from
Honey Bear Tree Fruit Co.; and
the Aurora Golden Gala from
Auvil Fruit Co.
“The Smitten we’re introducing in a bigger way,” said
Alberto Navarro, sales manager.
“You’ll see point-of-sale material
and demos in the stores. We’re
really pushing that.”
“Last year there was just a
handful of Smitten out of Washington. Now we expect quite a
few more,” he said “We look forward to it becoming one of the
top apples in the next four or
ﬁve years. It’s from New Zealand
originally, with a ﬂavor similar
to braeburn or cripps pink.”
Navarro got his ﬁrst taste of
the new Aurora crop Sept. 16,
the same week that Ambrosia
kicked oﬀ at CDS. “The ﬂavor is
really good,” he said. “It’s a delicate apple with a nice balance,
not too tart and not too sweet.”
Other oﬀerings include
SweeTango and Honeycrisp.
For Honeycrisp, f.o.b. prices
in the $60 to $70 range haven’t
killed demand. “No matter what
they retail for, people want them,”

also has implications for the bottom
line.
“If this product can get to organizations that distribute food, that will save
merchants fees for composting it,” said
Janis.
“Warehouse and cooler space is limited,” Brock said. “If there’s product
merchants can’t sell, they are excited
to be able to give it away and free up
space for incoming product.”
Given the high proﬁle of social responsibility issues in the San Francisco
Bay Area, the program might also attract volunteers over time.
“Many food banks today have wonderful programs for volunteers who
help pack or unpack boxes,” Janis said.
“We can envision a program at the market where people who are passionate
about this help us glean the product.”
“We put some resources into this
and measured the results, and thus far
they show that a longer-term program
could beneﬁt people meaningfully,” Janis said. “Our big ﬁnding is that we’re
delighted by how much more is out
there. This is new product that’s being
recovered. It’s not taking the place of
other product.”

Twin Peaks adds Mexican vegetables

CDS Distributing Inc. aims to be
the leader in supplying newer
club apple varieties to its customers, such as Honey Bear
Tree Fruit Co.’s Smitten apple
variety, which the company is
introducing in a bigger way this
year, says Alberto Navarro,
sales manager.

By Mike Hornick

team member work every day with our
merchants to identify every potential
pound or box that could be diverted
for people to eat?”
“Despite everyone’s best eﬀorts,
there is still product moving into compost that could be going to hungry
mouths,” he said.

tionwide now,” said Michael Janis,
general manager for the San Francisco Wholesale Produce Market. “Like
other markets we’ve done great work
with food banks and nonproﬁts for
years, moving excess product to them.
But then we asked, what happens if we
dive deep into this and have a market

There are many ways good produce
becomes unmarketable, from cosmetic
ﬂaws to incompatibility with a buyer’s processing equipment. Part of the
market’s task now is to get it ready for
receivers.
“Often our partners don’t have the
capacity to deal with the product if
they have to remove leaves, clean it or
can only use half a box,” said Andrea
Brock, program manager for the San
Francisco Wholesale Produce Market.
“We’re putting in some work to make
sure what people get from the market
is 100% ready to use.”
“It’s like repacking, but we call it
gleaning because that’s the term used
in food recovery at the farm level,” Janis
said. “Historically we thought of this as
waste management, but now we’re positioning it around food recovery.”
Donors also beneﬁt.
“It takes a lot of eﬀort by our merchants to donate product,” Brock said.
“Often it takes several calls to diﬀerent
organizations to arrange a pick-up.
Since Carolyn took that work on, she’s
made it possible to get more product
oﬀ the market.”
The social responsibility initiative

Navarro said. “Each year that
goes further through the season,
and it will probably be the third
or fourth-most grown apple in
Washington within a few years.”
On top of those and more
common commercial varieties,
organic heirloom apples will be
on oﬀer this fall through CDS
co-owner Craig Campbell in
his role as grower and partner
in Harmony Orchards, Tieton,
Wash. Apples grown there include Ashmead’s Kernal, golden
russet, Pixie Crunch and Lady,
said Navarro. They typically
go to smaller local retailers or
restaurants.
“Lady apples are a niche item,
hand-polished, really cool-looking and they’re the size of a golf
ball,” Navarro said. “He packs
about 12,000 boxes a year, all
in 12-pound boxes.” Lady, also
known as the Christmas apple,
is available mid-September to
early January.
In late September there were
still some California apples on
the market, but the big action
was on Washington fujis, galas,
granny smiths and other mainstream varieties.
“The older varieties like red
delicious and golden delicious
are transitioning out in volume
and most new acreage is being
planted in the club apple varieties,” Garrett said.
CDS Distributing serves clients ranging from Chico and
Sacramento in the north to as
far south as Bakersﬁeld. Besides
apples, the company oﬀers a
wide range of tree fruit, potatoes and onions. In California,
CDS represents 80% of apple
volume grown in the state and
75% of cherry volume. Its products are sourced from several
regions and countries.

Twin Peaks Distributing Inc. is extending its reach, adding Mexico vegetables to
its oﬀering and drawing more on Texas citrus than last year.
“We are trying to shake up the industry
with what we’re doing here,” said Guy Davidoﬀ, co-owner with Robert Scuoteguazza
of South San Francisco-based Twin Peaks.
“We have so many diﬀerent commodities
and a lot of chain stores don’t know it. We’d
love to do business with them.”
Lunardi’s Markets is one local retail
chain served.
Some changes were sparked by the recent arrival of Jack Holliday, a sales veteran
previously with Bay Area Produce Inc., at
Twin Peaks.
“He has brought in a whole new energy
level and is pushing hard in the Mexican
vegetable deal as well as creating a melon
deal,” Davidoﬀ said. “It’s all new to Twin
Peaks. Jack has brought a whole new dimension to our company.”
Another salesman, Jose Zelada, handles
a citrus deal supplied from California, Texas, Peru and even Australia. The company

represents Wonderful Citrus, including its
Halos mandarin label.
“The California citrus market is very
tight now, so we plan on having plenty of
supply out of Texas,” Davidoﬀ said in late
September.
Out of Mission, Texas, Twin Peaks was
loading Mexican lemons from Wonderful
Citrus. The distributor is also bringing in
Texas oranges and Wonderful’s Sweet Scarletts red grapefruit.
“The grapefruit will start around Oct. 1012 and we’ll have them in the Bay Area,” he
said. “Sweet Scarletts is a premier label on
the local markets here. Wonderful does an
exceptional package.” Texas navels will probably start the ﬁrst week of October. The distributor will also have some valencias.
Twin Peaks’ fall California and Chile
grape deals are run by Mike Richards, sales.
The company’s California grape marketing
partners include Sunlight International
Sales, R J Sales and Columbine Vineyards.
Richards and Holliday collaborate on a
cucumber deal with grower-shipper Prime
Time International, and get peppers there
as well. Cucumber supply out of Baja was
short in late September.
“Cucumbers are a very tough deal to

Courtesy Twin Peaks Distributing Inc.

Salesmen Jack Holliday (from left), Jose Zelada and Mike Richards join co-owner Guy
Davidoff Sept. 16 at Twin Peaks Distributing
Inc. in South San Francisco.

work and we’re lucky to have people like
Prime Time trying to help us along this
path to grow,” Davidoﬀ said. “They started
cucumbers a couple years ago with outside
growers, and then went from the growers’
label to the Prime Time label.”
Pepper supply, on the other hand, was
good, with loading in Somis, Calif., on reds,
greens and yellows.
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FOOD ISSUES

Second life
for fresh
produce
By Tara Duggan
Ebony Wilkerson’s eyes
widen when she sees the cases
of fresh portobello mushrooms
and bunches of bright green
organic cress with their roots
still attached.
“You want to take something?” asks Carolyn Lasar,
food recovery coordinator at
the San Francisco Wholesale
Produce Market, whose job is
to get donations of produce
that merchants can’t use to
local organizations that feed
the hungry.
“Yes!” says Wilkerson, who
prepares 50 to 60 meals and
snacks every day for homeless
families at Catholic Charities
in San Francisco. This is her
first time getting donations at
the market. Normally she has
to sort through whatever she
can find at the Food Bank and
uses up her budget at Safeway
or Costco. The quality here is
so much better, with boxes of
still-pristine Earthbound
Farms organic salad greens
and cauliflower that couldn’t
be sold because of slight marking.
“I’m super excited,” she
says. “ I can’t wait to do sweetand-sour cauliflower.”
Located in the Bayview
neighborhood, the San Francisco Wholesale Produce Market is one of the Bay Area’s
biggest produce hubs inside
one of its largest food deserts.
At the end of a working day,
which goes from midnight to 7
a.m. for the 31 produce businesses that lease space at the
market, there’s usually a lot of
leftover fresh and edible fruit
and vegetables that can’t be
sold for various reasons —
and nowhere to store it.
“For us to throw it in the
dumpster is a crying shame,”
says Stanley Corriea Jr. of
Stanley Produce Co., who has
150 pounds of sprouting garlic,
each box worth $95 at its
prime, to donate.
In August, the market hired
Lasar to ensure that more of
the food goes to the hungry
rather than compost bins.

Working with about half of
the merchants, the program
has recovered more than
224,000 pounds of produce,
enough to supply roughly
186,000 meals.
Walking around the market
with more visitors from Catholic Charities, Lasar points to
a donation of 50 cases of broccoli packed in ice with freshly
cut stems but slightly yellow
tips.
“But that looks better than
Safeway,” says Tim Evans of
Catholic Charities.
There are several reasons
the food gets left over. A supplier might send a produce
company the wrong order —
on the day I visited, those 100
cases of organic salad greens
were supposed to be arugula
— and the produce company
can’t find anyone to buy it. Or
the produce might be like the
broccoli, perfectly edible but
just past its prime, making it
unusable for a grocer that
needs it to last several days.
Or there might just be a glut.
Yet getting all this food to
the needy is complicated.
There’s a window of just a few
hours between when merchants decide to give it up and
charities have to come get it.
Lasar doesn’t know what’s
available until she gets to work
each morning, and then she
quickly texts clients, including
Mother Brown’s Kitchen in the
Bayview, Glide Memorial United Methodist Church, Food
Runners and Little Sisters of
the Poor. They have to pick it
up by 10, whether in a van, if
they have one, or someone’s
station wagon.
Homeless shelters and soup
kitchens have their own limits
on cold storage and staff, and
menus are often planned
months in advance. Getting
donations of spinach or cress
to add to a salad is easier than
vegetables that need a lot of
prep.
“Nobody wants artichokes,”
Lasar says.
For years, the wholesale
market donated extra produce
to the SF-Marin Food Bank,

which now more often works
directly with large farms. In
2013, the market signed a new
60-year lease with the city, and
its organization changed to
nonprofit status. That’s when
it expanded its community
programs, including one that
gets more fresh produce into
corner stores in the Bayview.
Ironically, the wholesale
market was where the city
piloted its compost collection
program back in 1996, which
diverted organic matter from
landfill. Now the goal is to
divert food from the compost
bin.
The wholesale market is
applying for a grant so it can
expand the program and possibly invest in its own cold
storage to hold donated food
longer for charities. Eventually, it might get its own delivery vehicles.
Recovering more food reduces the merchants’ compost
fees. But that’s not the main
reason they do it. As the cost
of living surges, so do hunger
rates in San Francisco, which
increased by 4 percent between 2007 to 2014 according
to SF-Marin Food Bank.
“The saddest thing is when
you have to lock up the garbage,” says Corriea, whose
grandfather and father found-
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Top: Carolyn
Lasar (right)
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Top: At S.F.’s Wholesale Produce Market, Carolyn Lasar (right) hands a box of donated greens
to Ebony Wilkerson of Catholic Charities. Above: Organizing donated fruit at the market.

ed his company in 1941 when
the wholesale produce market
was located on the Embarcadero.
Lasar has worked in food
recovery and agriculture for
years, and she knows all the
work and resources that go

into growing each onion and
orange. She’d love to get more
of them to people in need.
“With each of the cracks in
the system, the resources slip
away,” she says. “On the other
side, you have so many hungry
people — so many people

without an adequate healthy
diet.
“The food is here.”
Tara Duggan is a San Francisco
Chronicle staff writer. Email:
tduggan@sfchronicle.com
Twitter: @taraduggan
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Foodservice plays a big role in Bay Area
Tom Burfield
October 13, 2017 01:11 PM

CORRECTED: With a town full of foodies and home to some of the finest restaurants in the
U.S., it’s no wonder foodservice plays an important role for Northern California produce
distributors.

“San Francisco is the world of foodies,” said Larry Brucia, president of the San Francisco
Wholesale Produce Market Board of Directors and president, CEO and owner of Burlingame,
Calif.-based John Sutti & Associates Inc., a firm that designs and builds supermarkets.
“People are not afraid to be adventurous in food,” he said.
That’s why chefs love looking at new things, like colored cauliflower or edible flowers, he said,
and that presents a lot of opportunities for produce suppliers.
“Things that are unique and different are embraced,” he said. “Not all of them work — some of
them fail — but others catch on.”
The produce market has a highly diverse customer base, added Michael Janis, general manager.
And the restaurant segment is “a huge strength.”
Companies like Cooks Co. Inc. and VegiWorks Inc. continue to perform well, he said.
“They focus heavily on the restaurant side,” he said. “Without a doubt, they continue to see a lot
of growth.”
Twin Peaks Distributing Inc. on the Golden Gate Terminal Market in South San Francisco has
done a “significant amount” of foodservice business consistently for the past six or seven years,
said Guy Davidoff, an owner of the company.
“We have wonderful neighborhood restaurants,” he said, which means people don’t have to get
dressed up and go out to a fancy eatery to enjoy good food.
“Consumers want the best produce,” he said.
The San Francisco area is close to the growing area and has foodservice distributors that provide
“some of the finest product in the U.S.,” Davidoff said.
Bay Area Herbs and Specialties LLC on the Golden Gate Produce Terminal does a lot of
foodservice business, said Steven Hurwitz, owner and president, and sales are strong.
“The economy in the Bay Area is very robust,” he said.
That means big companies have bigger budgets for entertaining in restaurants, Hurwitz said.
While restaurants may buy a certain amount of organic produce, not many are certified organic
or offer 100% organic fruits or vegetables, said Robert Lichtenberg, director of purchasing for
Earl’s Organic Produce on the San Francisco Wholesale Produce Market.
“Where there’s a marketing edge, they use (organic),” he said. “But if it’s not marketed as
organic, mostly, they don’t buy organics.”

Pete Carcione, president of Carcione’s Fresh Produce Co. Inc. on the Golden Gate Produce
Terminal, said about 20% of the company’s business comes from people who buy for
restaurants, and he said that volume has increased.
One of the company's customers is The FruitGuys, South San Francisco, which buys ripened
bananas from Carcione’s that are delivered to offices at some of the region’s major technology
companies.
Those who procure fruit for the large corporations are very picky about what they buy, he said.
Brucia said he sees plenty of potential at foodservice for produce suppliers, particularly those on
the market.
“One of the goals of the market should be to continue to reach out to the food community of San
Francisco and let them know that coming down to the market and actually seeing and
experiencing new products is a very exciting and dynamic thing to do and is worth their while.”
Note on correction: The original version of this story incorrectly identified the extent of The
FruitGuys' business with Carcione's.

CITY AND COUNTY OF SAN FRANCISCO
E D W I N M. L E E , M A Y O R
OFFICE OF SMALL BUSI NESS
REGINA DICK-ENDRIZZI, DIRECTOR

Legacy
Business
Registry
Application No.:
Business Name:
Business Address:
District:
Applicant:
Nomination Date:
Nominated By:

Application Review
Sheet
LBR-2017-18-027
Lucca Delicatessen
2120 Chestnut Street
District 2
Paul Bosco and Linda Fioretti, Owners
November 3, 2017
Supervisor Mark Farrell

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

2120 Chestnut Street from 1929 to Present (88 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: NA
DELIVERY DATE TO HPC: December 18, 2017

Richard Kurylo
Manager, Legacy Business Program

1 DR. CARLTON B. GOODLETT PLACE, ROOM 110, SAN FRANCISCO, CALIFORNIA 94102-4681
( 4 1 5 ) 5 5 4 - 6 1 3 4 / w w w. s f o s b . o r g / l e g a c y b u s i n e s s @ s f g o v . o r g

LUCCA DELICATESSEN
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.
Lucca Delicatessen was opened in 1929 by Michele (Mike) Bosco along with his partners, Chef
Maggiore Colona and Italo Cencini.
Mike Bosco was born and raised in Glenwood Springs, Colorado. He grew up working on the
Denver & Rio Grande Railroad and working at the Star Hotel in Glenwood. Like many other
Italians in the years before the Great Depression, he decided to move to San Francisco to start a
business and raise his family. At the time, the Marina District was hardly inhabited. Historic
photographs show Chestnut Street and surrounding blocks at the time with many vacant lots.
As the neighborhood became more populated, landlords realized that by converting the spaces
under their upper-story units to retail they could generate more income. Chestnut Street
became a thriving shopping district. This is how Lucca Delicatessen was born – it was originally a
parking garage beneath a 6-unit apartment building.
The owners of Lucca Delicatessen sold many imported Italian and French shelf items. They
created a kitchen in the rear of the store to cook and produce Italian food. They purchased a
machine built in Italy to make ravioli and fresh pasta. The raviolis were so popular that the
owners of Lucca Delicatessen decided to start delivering them. One of their first customers was
the Fairmont Hotel. As the business and neighborhood grew, deliveries were no longer needed
as customers would simply come into the store.
In 1959, Maggiore and Italo sold their ownership in the deli to Mike.
Mike's son Ed Bosco had been working at the deli since he was a young boy. After the sale of
the deli to Mike, Mike and Ed worked together to manage the business. As time went on, Mike
worked less and Ed worked more. In 1968, Ed became the sole owner of Lucca Deli.
Ed ran Lucca Delicatessen continuously for 40 years with great success. His commitment to
fresh, quality food and customer service was paramount. Business blossomed with his attention
to detail, demand of consistency and continental style and service.
In the 1980s, Ed’s children Linda and Paul began working at Lucca Delicatessen during summers
and some weekends when they were in high school. Both went to college. After they graduated
from college and started their own careers, Ed began talking about the possibility of selling the

deli. This was a wake-up call for Linda and Paul who couldn’t imagine someone else running
Lucca’s. So after growing up in the deli and working all those summer vacations and holidays –
they both decided to come into the business full-time
Today, Linda Bosco Fioretti and Paul Bosco represent a brother and sister team with over 25
years' experience running the shop. They are delighted to share in the deli’s wonderful tradition
and legacy.
b. Describe any circumstances that required the business to cease operations in San Francisco
for more than six months?
The business has remained open continuously since it was founded.
c. Is the business a family-owned business? If so, give the generational history of the
business.
Lucca Delicatessen is a family owned business. Following is the ownership history:
Mike Bosco, Maggiore Colona and Italo Cencini: 1929 to 1959
Mike Bosco and Ed Bosco: 1959 to 1968
Ed Bosco: 1977 to 1991
Linda Bosco Fioretti and Paul Bosco: 1991 to Present
d. Describe the ownership history when the business ownership is not the original owner or a
family-owned business.
N/A
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.
N/A. There are additional materials that show Mike Bosco as owner more than 30 years ago,
including the Business Tax Registration Certificate.
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 building is not included on an historic registry. It is classified by the City as a Category B
building (i.e., property requiring further consultation and review) with regard to the California
Environmental Quality Act. However, the name “Lucca Delicatessen” is registered with the
United States Patent and Trade Office.

CRITERION 2
Describe the business's contribution to the history and/or identity of the neighborhood,
community or San Francisco.
Mike Bosco and his partners, along with many other Italian immigrants, came to San Francisco
and the Marina District and brought with them the Northern Italian food and recipes originating
from the areas of Lucca and Piedmonte that their forefathers made before them. By starting
Lucca Delicatessen, Mike and his partners gave people jobs, fed hungry stomachs and helped
develop an Italian community that was just emerging in San Francisco. Many Italians that
settled in the area chose Lucca’s as their go-to store where they knew they could get the
products for the family recipes that their ancestors made.
b. Is the business (or has been) associated with significant events in the neighborhood, the
city, or the business industry?
Lucca Delicatessen donated food and was still open for business to customers after the Loma
Prieta earthquake and on September 11, 2001. The owner was interviewed by CNN after the
earthquake as one of the businesses in the area still going strong. Many customers during both
of these unfortunate events were able to purchase provisions from us and head to home or
shelters.
Lucca Deli also been fortunate to feed customers wanting to celebrate World Series, Super
Bowls, NBA championships, birthdays and weddings. During the winning 2010 Giants season,
the deli delivered a 7-foot long sub to the Giants clubhouse during the playoffs.
Lucca Delicatessen worked with the San Francisco Yacht Club during the America’s Cup, and San
Francisco’s Fleet Week is one of the busiest weeks along with the December holidays.
c. Has the business ever been referenced in an historical context? Such as in a business trade
publication, media, or historical documents?
Lucca Delicatessen has been written up in the SF Chronicle, Marina Times, New York Times,
Sunset Magazine, AAA magazine, American Airlines magazine, Hoodline and SF Eater. The
business has been mentioned in many travel and food destination books and are a Zagat-rated
business.
d. Is the business associated with a significant or historical person
Many politicians and celebrities have come through the doors of Lucca Deli over the years.
Some of the names are very identifiable with the history of San Francisco: the Pelosis, the
Aliotos, the San Giacomos, the Newsoms and the McGowans. Some of the deli’s former and
current customers over the years include Joe Montana, Brian Wilson, Pat Burrell, Nicole

Kidman, Sally Field, Danielle Steele, Janet Yellen, Diane Feinstein, Joe DiMaggio and Marilyn
Monroe.
e. How does the business demonstrate its commitment to the community?
Lucca Delicatessen makes donations of money and food to the community. Most donations are
customer based and are usually for fundraising for schools that their sons/daughters are
attending. The deli also donates gift baskets and gift cards for fundraising purposes. Lucca Deli
has been donating food for the Marin Italian Athletic Club’s bocce ball tournament for the last
several years for fundraising in order to give kids education scholarships. The deli has also
donated gift baskets to supporters of San Francisco Court Appointed Special Advocates (CASA),
which works with abused and neglected children involved in deprivation proceedings.
f. Provide a description of the community the business serves.
The majority of the customers of Lucca Delicatessen are neighborhood families, up-and-coming
young professionals and tourists from around the globe. Many of the business’s regulars are
known by first name.
There are many San Francisco families that have been shopping with Lucca Delicatessen for
generations. There are also many customers who have moved but, when visiting, stop by to say
hello and shop as the sights and smells remind them of their past.
g. Is the business associated with a culturally significant
building/structure/site/object/interior?
N/A
h. How would the community be diminished if the business were to be sold, relocated, shut
down, etc.?
There are only three delicatessens in San Francisco that have been in business since the early
1900s, and Lucca Delicatessen is one of them. Shutting down any of these delis would have an
effect on any community. For example, when Panelli Bros and Florence Ravioli Factory and Deli
shut down in North Beach, we began to see some of their customers shopping in our place. The
same goes for us. If we were to shut down, the authentic deli shopper has to find somewhere
else to go.

CRITERION 3
a. Describe the business and the essential features that define its character.
Lucca Delicatessen is all about consistency, quality and tradition. This cannot be achieved
without crediting the employees. Lucca Deli has been fortunate to have employees who are

committed to this belief. Of the business’s 13 employees, several have been with the company
for 10 years or more. One of the sandwiches called the Don’s Lucca Special was named after a
worker who was with Lucca Deli for 30 years.
Going to Lucca’s is an experience. It has an old-world charm that is unique to the Marina. Folks
first see the Lucca sign on the window and the traditional green, red and white striped awning
similar to those that hang from many Italian food establishments. Then they see the front
windows with all of the different products for sale – pastas, wines, olive oil, vinegars, cookies,
torrone, panforte and more. The next thing that brings them in is the smell of the salami
hanging on the rack and the prosciutto being sliced on the slicer. Once customers are inside,
everywhere they look there is something good to buy – cold cuts, cheeses, olives, bread,
roasted chickens, and prepared to go items. It reminds one of taking a mini vacation to Italy. All
sorts of smells can be emanating from the kitchen into the front depending on what the chef is
up to. It’s an old-school, take-a-number-to-get-helped sort of place. On the weekends, things
can get a little noisy as there could be up to 10 customers waiting to be served.
Many years ago, there were all Italian men behind the counter, and the housewives’ would
come in and shop to buy items and go home and cook for the family. Today, ready-to-go food is
more important. Originally, all of our sandwiches were only made to order, but a fixed price
sandwich menu was created in 2011. Customers now have a list of sandwiches to choose from
as well.
Since the internet came along, Linda and Paul created the website, Facebook page and
downloadable apps for ordering food without having to wait. Lucca Deli also works with
Postmates for customers that prefer delivered food. Lucca also does catering for parties and
events.
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.
Lucca’s is committed to sourcing products from only the finest purveyors. Many items are
imported from Italy and can be difficult to find anywhere else. Lucca’s also has certain recipes
such as ravioli, Bolognese sauce, Pomodoro sauce, minestrone soup, frittata and potato salad
that have been handed down from Mike Bosco’s era with the commitment of keeping them the
same. Lucca Delicatessen’s ravioli is arguably the best in San Francisco and is made from the
original machine from the 1930s. The recipe and process has not changed since the business
was founded. Many delis have abandoned making pasta this way because of the amount of
labor that is involved. It takes an employee at least one year to master. One stage of the
process uses the machine, but cutting and rolling the ravioli is all done by hand. It’s a lost art.
Most of Lucca’s cold cuts are purveyed from Molinari and Sons factory in South San Francisco,
which has been supplying Lucca’s since the beginning. Some of the cheeses and shelf items (like

Rocca Reggiano Parmigiano) can only be found at Lucca Delicatessen and are shipped to
different locations throughout the United States. The owners are committed to serving the
best, freshest food in the neighborhood, which is why the business is open every day with the
exception of only four major holidays.
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.).
Lucca Delicatessen still retains the original 1930s tiles and original display windows. The black
tiles of the storefront’s bulkhead are part of the building’s façade from the 1920s era. This
includes the apartment door entryway and alley door area. All the shelving inside the store is
original, including the cheese rack at the rear of the store. The rack that holds salami over the
counter is also original, as is the pasta machine in the kitchen. The awning was recently
replaced, but the original colors from the 1930s have been maintained.
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.
N/A
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Lucca is a Marina staple, serving up delicious sandwiches, salads and entrées as well as
selling meats, cheeses, pastas, and dry goods from their old-fashioned deli counter.
Opened in 1929 by Mike Bosco and partners Maggiore Colona and Italo Cencini, Lucca is
still family owned and operated today with the same pride and care by Bosco’s
grandchildren, Paul Bosco and Linda Bosco Fiioretti. Each sandwich is made (and priced)
to order from a great selection of cured meats and cheeses, and they roast their own beef,
turkey, chicken, and ham. Whole imported Italian marinated red and yellow peppers
make their trademark pepper spread, rolls are delivered fresh, and even the pickles are
sliced daily.
Tip: Order your lunch from the website ahead of time to avoid the long lines.
Not to miss: Porchetta, hot coppa, bresaola, rosemary prosciutto cotto, white cannelini
bean soup, house-made pastas and meatballs, ceci bean salad, Fra’Mani classic Italian
sausage
◆◆

2120 Chestnut Street (near Steiner)
415-921-7873
www.luccadeli.com
Monday–Friday 9 a.m.–6:30 p.m., Saturday–Sunday 9 a.m.–6 p.m.

Tags: Lucca Deli
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Meet Paul Bosco Of Chestnut Street's Lucca
Delicatessen

Photos: Stephen Jackson/Hoodline
Fri. March 4, 2016, 9:55am
by Stephen Jackson
Location
2120 Chestnut Street, San Francisco, CA 94123

Hoodline doesn't yet officially cover the Marina/Cow Hollow, but from time to time, we may
share important stories from the area. Want to help us expand to more neighborhoods? We're
looking for writers (and yes, we pay!)

In 1929, Mike Bosco moved to San Francisco from Glenwood Springs, Colorado and, along with
two partners, opened Lucca Delicatessen. Nearly 90 years later, Lucca is still a small, family-run
business that serves as a hub for food and conversation in the heart of Chestnut Street.
Today, the business is run by Mike's grandson Paul and his sister Linda, who inherited the
business from their father, Ed Bosco. (The Chestnut Street Lucca has no relationship to the other
Lucca on Valencia Street in the Mission.) The real jewel of Lucca is arguably its handmade
ravioli, which were once dined upon by patrons at the Fairmont Hotel, and are still made using
the same machine Mike Bosco shipped to San Francisco from Italy back in the 1930s.
We were lucky enough to catch up with Paul Bosco the other day and talk about the
neighborhood, tradition, and his genuine love of the family business.
Tell us a bit about your relationship to the Marina.
Well, I grew up going to work in this neighborhood. My sister and I would come down from
Marin with my father when we were kids. We would help out during the summer, when we were
in high school. We grew up around food.
This neighborhood, specifically, still had a lot of Italians in it. The Italians started out in North
Beach, but as things started to expand in San Francisco, a lot of them migrated to this area. My
[maternal] grandfather's house was behind the deli and over one house to the right, and his
brother lived across the street. It was a small, tight-knit community, where everyone kind of
knew everyone.
Your family has a lot of culinary roots in the city.
Yes. My grandfather on my mom's side and his two brothers started Columbus Salame. Then
they sold that company years and years ago ... Columbus Salame's first location was down in
North Beach, then they sold it out to one guy, then that guy sold it out to someone else. Now it's
a huge company.
My grandfather who started [Lucca] moved to San Francisco from Glenwood Springs, Colorado,
probably in the early '20s. He started the deli with two other guys, Maggiore Colona--who was a
really good cook--and Italo Cencini. He was partners with them, and after a certain amount of
time, he bought them out.

Lucca cofounder Mike Bosco (back) and his son Ed Bosco (far right) with other employees.
(Photo: Courtesy of Lucca Delicatessen)
What does a delicatessen like yours bring to a neighborhood?
Obviously, there's the food end of it. But I think it gives people a sense of comfort, a place they
can go. It comes down to value, really. Where can I go to get the freshest ingredients and bang
for my buck?
Nothing against them, but there's a sandwich place around the corner, and I see the people who
go in there are just out of college. I think our customers are a bit more refined. People who want
something they know is good, is going to taste good, is healthy, and has quality ingredients. I
think that's what the majority of people are looking for. I also think part of it is people wanting to
come in and BS a bit with the people behind the counter, stuff like that.
It really comes down to tradition. You know, we have a tradition that we're maintaining in the
neighborhood. We try to keep what we've established going. It's a family atmosphere. Instead of
just going into some place that might only be there for, say, five years, our place is more of an
institution.

What do you like most about your job?
I used to be more behind-the-scenes; I used to do a lot of cooking, a lot of kitchen work and
things like that. But I'm basically getting a little bit too old. Now, I like being up front, I like
waiting on customers. I totally like taking care of them, slicing meat and all that stuff. Taking a
half pound of prosciutto and slicing it for somebody is totally my deal.
What about the act of slicing meat do you love so much?
Aw, man, just the smell of the meat. I just love food. I'm always thinking one meal to the next.
When you're in the food business, you're just constantly thinking about food all the time.

What it was like in this neighborhood when you were growing up?
Well, I've been coming down here since I was six years old, back in the '70s. There were a bunch
of characters, really. It was funny. That Noah's Bagels across the street used to be a donut shop.
You'd go in there in the morning and there'd be just a bunch of crazy characters. At like six in the
morning, it would just be packed with people ordering donuts and coffee, and everybody knew
everybody else. Then me and my father would walk down the street and see the garbage men and
talk to them. It's kind of still the same, in some ways.
How is it the same?
Well, in terms of our customers. There are people we see every day that are regulars, that come
in all the time, once a week, twice a week or whatever. You get to know everybody. It's good
that way.
But yeah, it was all just mom-and-pop businesses. For example, that Pottery Barn? That was a
supermarket. Across the street was a five-and-dime. Over there, you had a stereo store called The
Good Guys. They were all just single-owner types of places.

When did you see changes really start to occur?
The big changes happened after the earthquake in '89. That's when I think a lot of people sold.
Part of that also has to do with real estate. Once real estate prices started going up, people started
thinking it was time to retire.
Are businesses like yours a dying breed?
Not really, but let me tell you what: Nobody can duplicate our ravioli. The machine that's in the
kitchen back there is 80 years old. It comes from Italy. Only something like three parts have been
replaced on it. The way that we do it, it's done by feel. The guy lays the crust down, puts the
filling in, then lays another crust on top, and we roll it out and cut it by hand.
No one else in San Francisco does this. This is old-school. $15 a box. People will sometimes
come by and ask, 'Why does it cost so much?' Well, it's made by hand, and we're not using fillers
and stuff. We're ordering center-cut chuck, we're ordering sausage and all these vegetables, and
we're roasting it all in the oven the day before. Then we take it out the next day and grind it, then
we mix it with swiss chard and eggs for our meat filling. We also do a cheese, and a pumpkin
too.

Paul's father, Ed Bosco. (Photo: Courtesy of Lucca Delicatessen)

How many boxes of ravioli do you sell a year?
Thousands. We sell about a hundred boxes a week, minimum. We make them fresh twice a
week, on Mondays and Fridays.
What does the future look like for Lucca? Anything new on the horizon?
We're going to keep doing what we're doing right now. It all comes down to maintaining what I
have.
Do you have any children you're planning on passing the business down to?
Well, I'm married with no kids. My sister has two daughters, but they haven't really worked here,
so I don't know what we're going to do. We haven't really figured that part out. It's hard to say!

Video:
How Lucca Deli Makes Bosco's Famous Fresh Ravioli
(https://youtu.be/1yDUP_M9KYg)

https://www.timeout.com/san-francisco/shopping/lucca-delicatessen
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Details
Venue name: Lucca Delicatessen
Contact:

Visit Website (http://www.luccadeli.com/)
Call Venue (415-921-7873)

Address:

2120 Chestnut St
San Francisco

Opening hours: Mon-Fri 9am-6:30pm, Sat-Sun 9am-6pm

Time Out says
Mike Bosco opened Lucca in 1929 in the former garage of a three-story apartment
building. It’s now run by his grandchildren, Paul Bosco and Linda Bosco Fioretti,
but the look and feel of the narrow, old-school Italian deli remains very much the
same. Prosciutto and salami still hang from the ceiling and adorn the front window.
(They even age cheeses on the same rack.) Follow the store-spanning deli case to
the back, where you’ll find a display laden with Rocca Parmigiano-Reggiano and
Locatelli Pecorino Romano. Peruse the marble board filled with over 50 kinds of
cheeses from Denmark, Italy, Vermont, and Wisconsin. The spot takes pride in
sourcing organic cheese from makers that avoid genetically-engineered hormones,
like Straus Creamery, Sierra Nevada Cheese Company, Springhill Cheese, Organic
Valley, and Cowgirl Creamery.

