
By Noelle Stapinsky

When Alexei Tsvetkov, CEO of Yummy Market, opened his first 
location in Toronto’s North York neighbourhood more than a decade 
ago, his goal was to bring an eastern European shopping experience 
to serve the cultural diversity of the area. Over the years, the 
business grew as a loyal customer base from the eastern European 
community flocked to the small supermarket for its in-house 
made-from-scratch prepared foods, and the specialty ingredients 
and products to create their own cultural dishes. 

So when it came time to expand with a second location, Tsvetkov 
wanted to start from scratch and build something different with an 
overall European experience – an environment that would be warm 
and welcoming for customers, and remind them of the places they 
or their ancestors came from.

“Before we even started negotiating with landlords, we used 
iPhone apps that use real census numbers to get an understanding 
of who was living in [different] areas,” says Tsvetkov. After extensive 
research around the Toronto area, Yummy Market honed in on a 
former Metro location in Maple, Ont. – a multicultural community 
that’s home to several European nationalities.
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The entire flow of the 
store evokes a European 
market feel. Next to  
the bakery is a café  
with a contemporary 
wood-plank-style  
vinyl-tile floor to set it 
apart from the rest of the 
marketplace. 

Enter API(+), a Florida-based design firm. “Our mission was to broaden 
the appeal and create a place where all Europeans feel at home,” says 
Tom Henken, vice-president and director of design for API(+). “That 
underlined quite a bit of the design cues that we developed, especially 
around the perimeter of the store.”

Tsvetkov wanted the 52,000-sq.ft. space transformed into a signature 
look that would hide any resemblance to the previous grocery retailer 
– a challenge that was obviously achieved. 

Upon entering, customers are instantly drawn to a large bakery 
situated directly in the middle of the store – where Metro once had its 
pharmacy. “The concept was to outfit a fully-functioning bakery that 
would produce a broad variety of artisan breads,” says Henken. “And 
since the kitchen had to be quite large, it ended up being constructed 
in the middle of the store floor.” 

The bakery, as Tsvetkov describes it, is like a mini bread plant. It 
produces over 35 different kinds of breads, 40 types of smaller buns, 
croissants, turnovers, etc., and hundreds of different kinds of cookies, 
macaroons and other treats. 

“The placement of the bakery is not only visual, but an olfactory 
experience as well,” says Ryan Martin, design services for API(+). 

Henken says that, while they did use some of the base materials 
already existing in the store, such as some multi-coloured red-toned 
tiles over the deli and meat area, they chose a diverse pallet of earth 
tones – one of which, appropriately, is called Borscht. The perimeter 
walls of the store are overlaid with iconic architectural imagery from 
different European countries. 

The entire flow of the store evokes a European market feel. Next to 
the bakery is a café with a contemporary wood-plank-style vinyl-tile 
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floor to set it apart from the rest of the marketplace. From there, 
customers can peruse specialty merchandise, a sprawling cheese and 
deli counter, and extraordinarily large prepared food and seafood 
sections that flank the fresh area. Dimensional text and communica-
tions in multiple languages highlight the types of food offered in the 
various departments. And above the large marketplace kitchen, a sign 
reads: “Modern times called for old-world recipes.” 

“That was kind of a play we added as part of the design – contrasting 
old-world recipes and products with a modern environment,” says Henken. 

The fresh department transitions into a bulk section, leading consum-
ers to the grocery aisles – except that at Yummy Market, Tsvetkov calls 
them avenues rather than aisles. And you don’t walk – you stroll and 
experience products. And what’s presented in the centre store is far 
from a traditional North American offering. There’s an entire aisle of 
confectionary items. “It’s part of the European culture,” Tsvetkov 
explains. “Sweets are really big on the other side of the ocean, and 
people want to spoil themselves a little bit.”

The aisle shelving features all-European casework displaying an array 
of imported products. “The shelving is very modern, and it’s open 
underneath so it’s easier to clean,” says Martin. 

In another design twist, most of the frozen section door cases were 
removed and replaced with reach-in bunkers to open up the area. 
“There were too many freezers,” says Tsvetkov. “We converted them to 

bunker-style coolers to make it more 
like an open street. It’s easier to find 
the product, and it’s much more 
comfortable to stroll that aisle.” 

Juan Romero, president and CEO of 
API(+), agrees. “It’s a wonderful end to 
the shopping experience due to that 
openness.”

The details and accents featured throughout the store are impressive. 
The Yummy brand adorns the walls in traditional Russian and Ukrainian 
patterns; the “R” in Dairy is reversed to reflect the Cyrillic alphabet; 
pendant lighting accentuates different service areas; and large wooden 
structures hang over the frozen department to emulate the pieces of an 
iconic Russian puzzle game. Even the staff of 180 speak a variety of 
languages – including Russian, Ukrainian, Polish, Farsi, Hebrew and 
Italian – to better serve the diverse community that shops there. 

“It’s all about a complete European shopping experience,” says Tsvetkov. 
As for future growth, Tsvetkov has his sights set on creating a 

full-scale catering service. Customers can already call in orders and pick 
up meals at the store, and Yummy has also delved into catering some 
large events. But for right now, Yummy Market is all about becoming a 
part of the community. Besides, says Tsvetkov, you always have the 
ability to grow, even if it’s within the same walls, with new products 
and services.    

“ It’s all about a  
complete European  
shopping experience.”

Alexei Tsvetkov,  
CEO of Yummy Market
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