
 
109 Angus Crescent 
Regina , SK 
26 August, 2011 
 
Dear Mr Clarke, Safeway; Mr Meikle, City of Regina; Fred Clipsham, City Councillor; James Youck, P3 
Architects; and Mayor Fiacco:  
 
Shock:  I was shocked to hear about the Safeway expansion, and the imposition of such a massive building 
onto one small neighbourhood block.  With no warning, consultation, and with no research paper presented 
to convince us that, indeed, we need a larger store, four houses were purchased for destruction to make 
room for the expanded Safeway. The hostile reactions which you heard during the information session were 
partly because of this lack of process.  The loss of four houses, in the middle of a housing shortage, would 
certainly change two charming residential streets.  A massive blank wall of a mega-store does not suit this 
neigbouthood.   
 
Branding:  I am more shocked that Safeway has so little regard for its own branding!  In economic terms, 
brand loyalty has great value.  Companies spend a lot of money to develop a brand.   Safeway’s 50 years in 
this location has earned it some very loyal customers.  The outcry which you heard at 'come and go' 
information session must tell you that your branding has taken hold in our hearts.   
 

         
   
A Modernist Classic: Marina Style Safeway.  
We who have grown up with the simplistic curve of the stylized S, and the Marina Style 1960s Modernist 
roof, whose curve so cleverly echoes the stylistics of the lettering, are attached to Safeway branding.  The 
swoop of the roof, the neon sign, the windows which reflect the shape of the building, the band of lettering 
in the perfect Safeway red - we have come to love the bold modernism of this building.  
 
Look at the interior of the roof!  Simplicity, honesty, elegance and a solid structure, after 50 years - wood 
and metal and concrete bricks have been used for their physical and material properties to give us an honest 
and utilitarian beauty -- the modernist motto of 'truth to materials' is seen here, using very basic materials in 
combination with simple yet strong structural engineering.  Brilliant! This should be celebrated as a 50 year 
milestone, rather than being sent to its death. 
   
The Marina Style Safeway has been given Heritage designation in Vancouver, BC, and in Butte Montana. 
The 33rd Street Safeway in Saskatoon was recently renovated.   
http://www.flickr.com/photos/huyd/4118362472/ 
Our 13th Avenue Safeway could also be renovated and retrofitted. 
 
The New Facade: We were told that the new facade, designed by P3, was a reflection of the Cathedral. 
Really??  The false front look like every outlet mall seen along any highway in North America, with its 
unconvincing touches of a misunderstood classicism.  The size of the building is out of scale, and the City 
of Regina’s Downtown plan encourages an active streetscape, with ‘windows onto the street’ to create a 
safe urban environment.  Why, in 2011, would we build long blank walls in a pedestrian neighbourhood?  
 
Neighbourhood: Cathedral Village has struggled as a community to maintain its identity and character, 
working together to create the Cathedral Village Festival, CACA, and to keep Connaught Public 



Library.  In real estate terms, it is an economic miracle; it is now very desirable neighbourhood, 
having recovered because people worked hard to revitalize and renew old houses.   
 
Cathedral is known to be an artistic neighbourhood.  Community is a poem by David Margoshes, written 
about the Safeway parking lot.  (Regina Secret Spaces: Love and Lore of Local Geography, p 128, 
Canadian Plains Research Centre, 2006).  Often, the light in the parking lot, as we round the corner of the 
building in the evening at sunset, takes my breath away.  The 60s sign, with the Cathedral spires behind, 
has become an iconic image of this neighbourhood to which we are so deeply attached, and has appeared as 
subject in the paintings of Heather Cline. 
 

                            
 
Economics:  I have been told that our 13th Avenue Safeway is the most profitable, per square feet, in all of 
Canada.  Would you change this winning formula, with the hopes that a doubling of the space will double 
the profit?  It may not work, if we feel that we have been alienated.  Without the expense of a new building, 
I would suggest profits would increase if better choice, and more appropriate choice, were offered.  
 
Sustainability: Improvement, renovation, expansion, energy efficient lighting, better windows, all 
ecological retro-fitting are all welcome ideas.  We are all for sustainability, and if Safeway would be able to 
tread more lightly on the earth, you would certainly win our respect and admiration.   The Marina Style 
roof could be insulated. The building is in great shape. The most sustainable approach is to retrofit, saving 
the landfill of yet another discarded building.  
 
 I was told at the information evening that the old store’s roof was too big to be energy efficient. However, 
the new store has an even bigger expanse of roof.  If it is possible to insulate the bigger new roof, why is it 
not possible to retrofit the old roof? The cost-saving lighting proposed for the new store could be also be 
installed into a renewed marina style Safeway. 
  
Better Produce, More Selection: We would all like to have better fresh food.  In the last few years, the 
produce has improved, and we have been very happy not to be forced to the edge of town to buy fruit. We 
have bought boxes of oranges and mangos, and the seasonal Canadian fruit is delicious! I am happy to 
finally see a few eggplant in the produce section, and watercress would be especially welcome!  If more 
space is needed for the good fresh produce to be provided, would the space vacated by the tenants on the 
west side allow for an expansion of the produce section?   
 
More selection of food that would suit this neighbourhood is a great idea, but it has seemed to me that 
Safeway has not really understood this neighbourhood for many years.  Since the 1970s, Cathedral has 
always had the highest proportion of vegetarians, but I have had to plead to have the very excellent but 
rather elusive Safeway brand Vegetarian Potstickers.  We have been to the South Albert Safeway (in search 



of Vegetarian Potstickers) and we did not enjoy the experience.  Perhaps the unfamiliar layout put us off, 
but it just seemed to be too big.  We gave up; we left without many of the things we needed. While it was 
bigger, it did not seem to have more choice in produce, only more space to walk around. We would love to 
have better fresh produce, but I believe that all these things can be accomplished without demolition, with a 
slightly bigger footprint, not a mega-store with inhuman dead wall space on the street.  
 
A Functional Building, an Expanded Building, a Beautiful Building: We would like a clean Safeway, 
with doors that work, but that is a mere question of will. I do see that the large trucks have a hard time 
unloading: we see them sticking out into the street. Perhaps, if the present lane on the east side could be 
part of an expanded building, the trucks could have a proper-sized longer unloading bay on the west side.  
With the space of the hairdresser and bagel shop on the west, and the Laundromat on the east, and an 
extension behind the bank of Nova Scotia, would this allow for more produce?  International artist Bob 
Boyer’s mural could remain on that wall. The 60s style Safeway could be preserved, as well as the mural. 
 
LOVE: WE write because we love our neighbourhood, and we love our classic modernist Safeway.  We 
love the friendliness of the cashiers.  We love coming on our bikes, and coming often, buying what we 
need, when we need it. It is almost a big city experience.  Granted, the bike racks do not work for 21st 
century bikes, but we overlook flaws in the people and institutions we love.  However, we do not love 
Starbucks. On this point, I am sure that we are in the minority, but if you have tasted coffee in Italy, 
Starbucks coffee is just terrible.  I find Starbuck’s off-putting in Chapter’s, and I would find it off-putting at 
the 13th Avenue Safeway. 
 
Cultural Memory:  When our geographical memory is lost, we lose a bit of who we are, as people and as a 
city. We are not against change, but change must be sensitive to what has existed before.  Architectural 
erasure destroys the love and connections, upsetting the collective culture built up over the years.  We do 
this at our peril, it fosters a disconnection to place, and erodes small bits of ourselves. 
 
60s Cool! Marina Style Safeway!! 
Because Cathedral already has a ‘cool’ edge, we would suggest that Safeway could draw in more customers 
from around the city by playing up that aspect.  A renovated, retrofitted, ecologically aware  and stylish 
supermarket could be known for specialty  gourmet produce, local produce, artisanal cheeses from across 
Canada, and specialty breads. The interior could emphasize its 60s modernist aspects.  It could be beautiful 
and profitable and fun to shop in, a destination supermarket, which would exude ‘cool.’   
 
Please keep the neon sign!  I remember a moment when the Vancouver Safeway stores were re-introducing 
neon for in-store product marking. 
 
Please consider retrofitting this Modernist Gem, the 13th Avenue Safeway!    
 
 
 
Yours sincerely, 
 
 
 
 
Jeannie Mah and Edward Jones 
 
 
 
 
 


