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The LA Fashion District Business 
Improvement District (BID) is a private, 
non-profit corporation created and 
maintained by property owners. 
We serve the LA Fashion District 
community -- businesses, employees, 
residents, visitors, and more. Our 
mission is to help facilitate and 
provide a clean, safe, and friendly 
place to work, shop, live, and do 
business.

We serve a 107-block area generally 
between 7th Street to the north and 
the Santa Monica 10 Freeway to the 
south, and from Broadway to the west 
and Paloma Street to the east. 

LA Fashion District BID services 
include:

CLEAN & SAFE -- The LA Fashion 
District’s sidewalks and public right-of-
way are maintained and patrolled by 
our Clean and Safe Teams. Clad in the 
LA Fashion District’s historic signature 
yellow, these teams are on patrol 24 
hours a day, 7 days a week. 

The Clean Team crew is responsible 
for keeping up with the demands of 
the district’s cleanliness, and keeping 
the public right-of-way free of excess 
trash, graffiti, and so much more.

As goodwill ambassadors for the LA 
Fashion District, the highly visible staff 
of yellow-shirted Safe Team members 
welcome and enhance experiences for 
residents, visitors, and employees in 
the LA Fashion District.

MARKETING & EVENTS -- The 
Marketing Team is responsible for 
elevating the LA Fashion District’s 
brand. Through comprehensive 

ABOUT THE BID

marketing, communications, and 
special events program, the LA 
Fashion District BID promotes the 
LA Fashion District as a premier 
destination for shopping, dining, living, 
working, and doing business. Year-
round marketing and communications 
activities include, but are not limited 
to: managing fashiondistrict.org, 
managing social media profiles, 
publishing monthly newsletters and 
quarterly reports, and producing 
annual reports.

POLICY -- The Policy department 
focuses on monitoring, researching, 
and reviewing State and Local 
municipal legislation, initiatives, 
and programs that may impact the 
Fashion District community.

The LA Fashion District BID is 1 of 9 
BIDs in Downtown LA and 1 of over 
40 BIDs in the City of Los Angeles. A 
binding assessment levied on property 
owners funds BID activities, and a 
15-member Board of Directors elected 
by district property owners oversees 
the organization. 

To learn more about the LA 
Fashion District BID, please visit 
fashiondistrict.org.

2025 BOARD OF DIRECTORS
KARA BARTELT 
Hoxton Hotel

MARK CHATOFF 
California Flower Mall

MARGOT GARCIA 
The Hirsh Collective

TOM KEEFER 
The New Mart

ERIC KIM 
California Market Center

STEVEN KIM 
Daily Investment

LISA KORBATOV 
Fisch Properties

SUZETTE WACHTEL 
KMW Enterprise, LLC

JESSICA LEWENSZTAIN 
ANJAC Fashion Buildings, LLC 
The Orpheum Theatre

DIANE H. PAPPAS 
J&E Solutions, LLC

ALBERT RHEE 
Active Basic USA

LAURIE ROSEN 
Academy Award Clothes

LAURIE SALE 
SCS Building Fund, LLC

KAYHAN SHAKIB 
Raha Lakes Enterprises, LLC

BRIAN TABAN 
JADE Enterprises
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YOUR OPERATIONS TEAM AT WORK

Q1 2025 has been a productive and successful quarter for our 
Safe Team, who continue to play a crucial role in maintaining 
the safety and security of the LA Fashion District. Here are the 
key updates:

SAFE TEAM HIGHLIGHTS

During the busy Valentine’s Day period in February, the Safe 
and Clean teams worked together to ensure safety and 
cleanliness, especially in the Flower District. The Safe Team 
deployed officers to each block, and the Clean Team provided 
dedicated support, ensuring a coordinated effort. Collaboration 
with various city departments, including DOT, LAPD, LASAN, 
and the Sheriff’s Department, greatly enhanced street 
monitoring during this high-traffic period.

The Safe Team also experienced leadership changes this 
quarter, with new leadership focused on improving safety 
procedures, operations, and team morale. This leadership shift 
has helped strengthen our approach to handling the district’s 
dynamic environment. With optimal staffing levels, the Safe 
Team maintained a strong presence throughout the district, 
ensuring both day and night patrols. Their ability to adapt 
to fluctuating demands has been key to ensuring the safety 
of all in the district. The Safe Team also played an essential 
role in preparing for major events that will be coming to the 
Downtown area, making sure security protocols are in place 
and supporting both attendees and local businesses during 
these busy times.

CLEAN TEAM HIGHLIGHTS

The Clean Team continued their vital work, ensuring the district 
remained clean, and welcoming for all. The team performed 
enhanced cleaning services, including deep cleanings of high-
traffic areas like Santee Alley. This work involved pressure 
washing, graffiti removal, and debris collection, ensuring the 
district stayed pristine for visitors and residents alike.

A comprehensive assessment of the Clean Team’s programs 
was also conducted this quarter to identify areas for 
improvement and increased efficiency. Based on the results, 
several key areas have been identified for additional attention 
in the upcoming months to ensure continued maintenance of 
the district’s cleanliness.

Don’t miss out on our monthly “Updates from the BID,” 
featuring Clean & Safe highlights and statistics, among other 
important operational updates. Subscribe to the Fashion 
District newsletter today to stay informed and engaged with all 
the latest happenings. 

Clean Team members

Safe Team officers

Safe Team vehicle
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642

TONS OF TRASH
COLLECTED

(equivalent to the 
weight of 5 antarctic 

blue whales)

46,554

TRASH BAGS
REMOVED

(numbers of bags 
collected)

50,458

SQ. FT. GRAFFITI 
REMOVED

(labor assistance to 
remove graffiti)

6,556,516

SQ. FT. 
PRESSURE WASHED

(equivalent to 8  
Crypto.com Arenas)

41

BULKY ITEMS
REMOVED

(illegally dumped 
items like couches, 
mattresses, etc.)

11

WEED 
ABATEMENT

(trims or cuts of over-
grown weeds or grass 

on sidewalks)

292

FECES CLEANED

(removal and cleanup 
of feces on sidewalks 

or curb lines)

87

SYRINGES  
DISPOSED OF

(number of syringes 
collected and  
disposed of)

CLEAN TEAM STATISTICS

SAFE TEAM STATISTICS

LOCATION
CHECKS

39,831

(checking the area,  
showing their presence,  

reporting any crime) 

16,366

MERCHANT
CONTACTS

(check in with merchants  
to see if they have any 

questions and/or problems)

47

CITIZEN
ASSISTS

(provide directions, answer 
questions, or help look for 

lost vehicles)

25

ROBERRY

(responding to calls about 
robberies to property) 

53

VANDALISM

(responding to calls about 
vandalism to property) 

64

FIRES

(responding to calls for 
encampment, property, or 

trash fires)

555

WELLNESS 
CHECKS

(checking on a person 
who appears to be sick or 

injured)

1,279

DISORDERLY 
CONDUCT

(responding to calls about 
disturbing the peace) 
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MARKETING HIGHLIGHTS

In the first quarter of 2025, our Marketing & 
Communications team made significant strides in 
elevating the LA Fashion District’s brand presence and 
strengthening our connections with the community. 

VALENTINE’S DAY RECAP

Valentine’s Day in the LA Fashion District was a true 
success, with foot traffic increasing as people flocked to 
the neighborhood for romantic gifts and vibrant blooms. 
This year, we partnered with California Flower Mall for 
a highly successful influencer marketing campaign. We 
collaborated with influencers to showcase the beauty 
and variety of flowers available in the Flower District, 
encouraging their audiences to come down and pick out 
the perfect bouquets for Valentine’s Day. 

STRATEGIC MARKETING PLAN FOR 2025

In addition to the successful Valentine’s Day campaigns, 
we’ve focused on restrategizing our marketing efforts for 
the year ahead. Our core marketing goals for 2025 are:

•	 Increase Foot Traffic: We’ll continue to highlight 
the district’s unique shopping, dining, and cultural 
experiences to drive visitors to the area.

•	 Business Retention and Attraction: Through targeted 
campaigns, we aim to support existing businesses and 
attract new tenants to the district.

•	 Enhance Brand Perception: We are refining our 
district’s messaging to improve how it’s perceived 
by both locals and tourists, showcasing our vibrant 
community and diverse offerings.

•	 Strategic Partnerships: Collaborating with key 

@dangjoanne - collaboration with California Flower Mall & LA Fashion DIstrict

WEBSITE
SESSIONS

471,069

TOTAL
FOLLOWERS

67,880

TOTAL
FOLLOWERS

92,965

TOTAL SOCIAL 
MEDIA REACH

121,456

TOTAL  
VIDEO VIEWS

25,325

EMAIL
SUBSCRIBERS

12,807

partners to expand our reach, build stronger 
relationships, and create more opportunities for 
growth.

•	 Data-Driven Decision Making: We are incorporating 
insights and analytics into our marketing strategies 
to make informed decisions and maximize impact.

LOOKING AHEAD

As we move forward, our marketing team will continue 
to prioritize community engagement, expand our digital 
presence, and further amplify the district’s visibility 
through influencer partnerships, strategic campaigns, 
and exciting events. We’re eager to build on the 
momentum from Q1 and look forward to achieving even 
greater successes throughout the year.
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FOR THE NEIGHBORHOOD

Building a stronger connection with our community continues 
to be a key priority. Our efforts have been focused on fostering 
deeper engagement with both the businesses and residents within 
the district, while strengthening relationships with key community 
partners.

STAFF COLLABORATION FOR COMMUNITY ENGAGEMENT

Our BID staff has been working closely together to brainstorm 
and implement innovative ideas to increase our community 
engagement. These efforts include developing more interactive 
events, initiatives that highlight the district’s unique offerings, and 
ways to provide ongoing support to local businesses. The goal 
is to create a more inclusive and connected environment where 
everyone feels like they belong.

PARTNERSHIPS WITH KEY ORGANIZATIONS

We’ve also been planning and preparing to connect with influential 
community groups such as the DTLA Resident Association and 
DLANC (Downtown Los Angeles Neighborhood Council). These 
partnerships are key to aligning our efforts with those who live and 
work in the area, allowing us to better address their needs and 
involve them in the district’s growth. Through these collaborations, 
we aim to drive positive change, share resources, and work 
together to make the LA Fashion District a more vibrant and 
inclusive place.

ONGOING COMMUNITY OUTREACH

Our outreach initiatives this quarter have focused on gathering 
feedback from both businesses and residents to ensure our 

Talent walking by fabric stores on 9th Street

initiatives align with the needs of the community. By engaging 
directly with the people who are part of the district’s daily life, 
we’re able to make more informed decisions and create more 
impactful programs that truly reflect the community’s desires 
and values.

NEW CAMPAIGN TO HIGHLIGHT BUSINESS STORIES

One exciting new initiative we’re launching this year is a 
campaign aimed at inviting our local businesses to share 
their unique stories through our social media platforms. 
This campaign will give business owners the opportunity to 
showcase their journeys, the challenges they’ve overcome, and 
what makes their businesses special. It’s a great way to foster 
a sense of pride within the community and create deeper 
connections between our businesses and their customers. Stay 
tuned for the upcoming posts as we highlight the incredible 
people behind the businesses that make the LA Fashion 
District such a special place to work, live, and visit.

Looking ahead, we are excited to continue our efforts in 
building stronger community ties and driving initiatives 
that help the district thrive. As we plan future events and 
collaborations, we’ll keep the focus on creating opportunities 
for engagement, supporting local voices, and ensuring that 
the LA Fashion District remains a dynamic and welcoming 
space for everyone.



TREND REPORT	 Q1 2025

PAGE 8

DATA ANALYST UPDATE

In Q1 2025, we recorded 4.7 million visits, which is a 9.6% drop compared to the 5.2 million in Q1 2024. This is in line with a broader 
downward trend that’s been continuing since 2022 — now averaging a monthly decrease of 251,000 visits.

Despite the drop, March 2025 was still strong, with over 1.7 million visits, just slightly below the peak of 2022–2024. Nevertheless, 
despite the global downward trend, April and May remain the most visited months of the year in the Fashion District. It’s the perfect 
time for business owners to take advantage of this insight!

Visitors most often come from home, dining spots, and work, and they return in similar patterns.

Looking at visit trends:

•	 2020-2025 shows a general recovery from the pandemic dip, but recent years are flattening or declining.

•	 Q1 2025 underperformed slightly compared to Q1 2024, but stayed ahead of 2020–2021 levels.

On the ground, the Clean and Safe Teams stayed active:

•	 Over 40,000 location checks conducted.

•	 643 tons of trash collected and nearly 7 million sq. ft. pressure washed.

•	 292 feces cleanups and 87 syringes disposed of.

Despite a cooling in foot traffic, the data points to a steady, engaged, and returning visitor base — and that’s a strong foundation to build 
on.

Photo of models in Santee Alley Photo of Santee Court



	 FASHIONDISTRICT.ORG  |  213.488.1153

PAGE 9

DISTRICT OVERVIEW - VISITATION METRICS

Insights and visitor demographics provided in this report were aggregated using datasets from the start of January 2025 
to the end of March this year and are benchmarked against quarter - 1 of 2024 to provide a look at Year-over-Year changes 
that have taken place.

12:00pm

2025

4.7m
2025

2.4m
2025

1.98

2024

2.02
2024

2.6m

visits unique visitors visit frequency

2024

5.2m

210

1 PM

SATURDAY

LATINO
$75-100K

HOTEL ROOMS

112 MIN
AVG. VISIT DURATION

MOST VISITED HOUR OF DAY

TYPICAL VISITOR PERSONA MOST VISITED DAY

5,000+
RESIDENTIAL UNITS

$68K
MEDIAN INCOME

$98K
AVERAGE INCOME
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VISITOR AUDIENCE: DEMOGRAPHIC PROFILE

25-29

50.34%

49.66%

21.4%

15.9%

7.4%

61.1%
latino

14.8%
white

9%
black

12%
asian

33
median age

most common
age group
(12.26%)

29.44%
1 person household

8.20%
5 persons household

25.32%
2 persons household

4.04%
6 persons household

15.40%
3 persons household

3.82%
7 persons household

13.74%
4 persons household

37.50%
married

37.52%
non-family households

62.48%
family households

male

female

18.8%
gen alpha

16.7%
baby boomers

26.15%
millennials

14.8%
gen z

4.5%
silent & Greatest

19.07%
gen x

college/associate degree

bachelor’s degree

advanced degree

household size

degree employment status age groups

ethnicity

9%

91%
employed

unemployed
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DISTRICT OVERVIEW - VISITATION METRICS

12:00pm

4M

VISITS 2020-2025

5 YEARS Q1 VISITS COMPARISON

Source Placer.ai

Source Placer.ai
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DISTRICT OVERVIEW - VISITATION METRICS

12:00pm

4M

DAILY VISITS DISTRIBUTION

THE MOST VISITED MONTHS

Source Placer.ai

Source Placer.ai
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VISITOR JOURNEY, ROUTES & DENSITY

VISITORS’ ROUTES: TO DISTRICT

TOP 5 PRIOR VENUE VISITS

VISITORS’ ROUTES: FROM DISTRICT

TOP 5 POST VENUE VISITS

Crypto.com Arena
Los Angeles International Airport
ROW DTLA
Beverly Connection
Market Street Cafe

Los Angeles International Airport
International Packing Express
King Taco
ROW DTLA 
St. Vincent Court

0.23%
0.23%
0.21%
0.2%
0.16%

0.25%
0.22%
0.22%
0.21%
0.20%

Visitor Journey looks into the familiar places visitors originate from and the places they head to after leaving the district. 
Visitor Routes provide insights into the typical roads visitors take to and from the district. By comparing Visitor Journey to 
the Visitor Routes, you are able to look into the commercial activity that takes place to and from the point of interest.

Home 53.6% 39.8%

7.5% 12.6%

5.9% 5.6%

3.7% 4.6%

2.9% 3.5%

PRIOR VISITOR JOURNEY POST

Home

Dining

Work

Shops & Services

Groceries

Dining

Work

Shops & Services

Leisure

Source Placer.ai
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IN THIS ISSUE

DISTRICT VISITATION 
We’ve increased our efforts at obtaining and 
reporting data on neighborhood visitation. 

FOR THE NEIGHBORHOOD 
We’ve been busy working on several projects to 
enhance our district, and we hope you’ve noticed! 

YOUR OPS TEAM AT WORK 
Don’t miss out on our monthly “Updates from 
the BID,” featuring Clean & Safe highlights and 
statistics.

WWW.FASHIONDISTRICT.ORG

5.3m


