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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

The Clean & Safe Team remains 
committed to ensuring that the LA 
Fashion District is a clean, safe, 
and welcoming environment for 
businesses, residents, employees, 
and visitors. Below is a summary 
of our operations and key 
accomplishments during the 
second quarter of 2025:

ONGOING CORE OPERATIONS

Our Clean and Safe Teams 
maintained consistent daily 
deployments throughout Q2, 
providing comprehensive coverage 
across the district. This includes: 
graffiti removal, pressure washing, 
trash and bulky item removal, 
and community engagement and 
safety presence.

We hosted our annual Clean & 
Safe Team Summer Luncheon 
to recognize the hard work and 
dedication of our frontline team 
members. This gathering served as 
a morale booster and a reminder 
of the essential role our team plays 
in the district’s success.

INTERAGENCY 
COLLABORATION & DISTRICT 
PARTNERSHIPS

We continued to build productive 
working relationships with Council 
District 14 (CD14), LADOT, LASAN, 
and LAPD, ensuring coordination 
on quality-of-life and public 
safety concerns throughout the 
district. These partnerships remain 
vital to our long-term success in 
addressing recurring challenges.

16TH STREET CASE STUDY

We are pleased to share a 
significant achievement in 
addressing a long-standing issue 
on 16th Street between San 
Pedro and Griffith, a high-visibility 

Clean & Safe Team Summer Luncheon

corridor and key gateway into the 
district.

Over several months, our 
team engaged in persistent 
advocacy and coordination 
with LADOT, LASAN, CD14, 
and LAPD to express concerns 
about encampments and unsafe 
conditions on the corridor.

LASAN and LAPD completed a 
major clean-up and clearance 
operation, successfully removing 
the majority of campers and 
dwellers, with only one individual 
remaining on site.

This milestone represents a major 
win for the district and for the 
hundreds of daily commuters who 
utilize this corridor to access their 
places of work or residence.

This case demonstrates the 
importance of a patient, 
coordinated, and multi-agency 

approach to encampment 
resolution. It also serves as a 
model strategy for how we plan 
to address similar issues in other 
high-impact areas of the district 
moving forward.

The Operations Team will continue 
to monitor priority zones, escalate 
concerns as needed, and maintain 
close contact with all relevant 
agencies to ensure the Fashion 
District remains clean, safe, and 
accessible to all.

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. 
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667

TONS OF TRASH
COLLECTED

(equivalent to the 
weight of 5 antarctic 

blue whales)

68,684

TRASH BAGS
REMOVED

(numbers of bags 
collected)

131,583

SQ. FT. GRAFFITI 
REMOVED

(labor assistance to 
remove graffiti)

9,098,137

SQ. FT. 
PRESSURE WASHED
(equivalent to about 9  
Crypto.com Arenas)

218

BULKY ITEMS
REMOVED

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

331

WEED 
ABATEMENT

(trims or cuts of over-
grown weeds or grass 

on sidewalks)

729

FECES CLEANED

(removal and cleanup 
of feces on sidewalks 

or curb lines)

593

SYRINGES  
DISPOSED OF

(number of syringes 
collected and  
disposed of)

CLEAN TEAM STATISTICS

SAFE TEAM STATISTICS

LOCATION
CHECKS

40,669

(checking the area,  
showing their presence,  

reporting any crime) 

13,611

MERCHANT
CONTACTS

(check in with merchants  
to see if they have any 

questions and/or problems)

32

CITIZEN
ASSISTS

(provide directions, answer 
questions, or help look for 

lost vehicles)

87

ROBERRY/
VANDALISM

(responding to calls about 
robberies or vandalism to 

property) 

29

DRINKING IN 
PUBLIC

(responding to calls about 
drinking in public) 

30

FIRES

(responding to calls for 
encampment, property, or 

trash fires)

581

WELLNESS 
CHECKS

(checking on a person 
who appears to be sick or 

injured)

1,501

DISORDERLY 
CONDUCT

(responding to calls about 
disturbing the peace) 
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MARKETING HIGHLIGHTS

As the district continues to navigate economic challenges 
and the aftermath of recent federal enforcement 
activity, the Marketing & Communications Department 
has remained focused on amplifying the resilience of 
our businesses, supporting recovery, and strengthening 
strategic partnerships. Below is a recap of our key efforts 
and accomplishments from Q2:

STRATEGIC PARTNERSHIPS & STAKEHOLDER 
ENGAGEMENT

•	 BID Renewal Communications Support: Supported 
internal efforts and stakeholder communications as 
part of the ongoing BID renewal process, ensuring 
consistent messaging across channels.

•	 Strengthened Partnership with CD14: Continued to 
foster a productive working relationship with Council 
District 14, including collaborative planning efforts 
for community engagement, public safety, and small 
business support.

•	 Earth Day Mini Clean-Up with The Hoxton Hotel: 
Coordinated a successful community clean-up effort 
to celebrate Earth Day, strengthening our relationship 
with local hospitality partners while showcasing our 
commitment to district beautification.

•	 Tourism Partner Check-ins: Maintained regular 
touchpoints with LA Tourism and Visit California to 
advocate for increased representation of the Fashion 
District in citywide campaigns and itineraries.

•	 Attended FIFA World Cup 2026 Host City Session: 
Began initial strategy development for leveraging 
the 2026 World Cup to drive visitation and highlight 
the Fashion District as a vibrant retail and cultural 

Earth Day Community Clean Up with Hoxton Hotel

WEBSITE
SESSIONS

137,663

TOTAL
FOLLOWERS

67,813

TOTAL
FOLLOWERS

94,665

TOTAL SOCIAL 
MEDIA REACH

210,742

TOTAL  
VIDEO VIEWS

17,298

EMAIL
SUBSCRIBERS

12,800

destination.

•	 9th & Main Median Activation Strategy: Engaged 
with the City and CD14 to explore opportunities for 
improving the visual and pedestrian experience of 
the 9th & Main median, a highly visible entry point 
into the district.

LOOKING AHEAD

The department is preparing for key activations in Q3, 
including potential influencer partnerships, expanded 
recovery messaging, and FIFA World Cup 2026 district 
branding opportunities.

To stay connected with everything happening in the 
LA Fashion District, we encourage you to follow us on 
social media and subscribe to our email newsletters. 
Be the first to hear about upcoming events, business 
spotlights, district updates, and more.



	 FASHIONDISTRICT.ORG  |  213.488.1153

PAGE 7

FOCUSED ON RECOVERY, ADVOCACY, AND A CLEAN & SAFE FASHION 
DISTRICT

As we continue to support our small business community 
through ongoing economic challenges and the impacts 
of recent federal enforcement activity, the LA Fashion 
District BID remains steadfast in its mission to advocate 
for our stakeholders, provide vital resources, and ensure a 
welcoming, clean, and safe neighborhood for all. Below is a 
summary of our Q2 efforts:

MARKETING & COMMUNICATIONS: RECOVERY IN 
FOCUS

In response to the disruptions caused by federal enforcement 
activity, our marketing team launched targeted campaigns 
and strategic outreach initiatives aimed at restoring shopper 
confidence and supporting local businesses, many of which 
are immigrant- and family-owned.

Now More Than Ever: This campaign centers on the message 
that Santee Alley and the wider Fashion District are open 
and in need of support.

DTLA is Open: In partnership with other Downtown BIDs, this 
campaign reinforces that DTLA remains open for business.

Content Creator Engagement: We’ve begun outreach to 
local bilingual content creators and micro-influencers to help 
amplify the message that the Fashion District is open and 
thriving.

Pop-Up Business Resource Center: We are actively exploring 
a district-wide, in-person pop-up event in coordination with 
other DTLA BIDs where business owners can meet with 

Clean & Safe Team members

agencies and nonprofits in a safe, supportive setting.

CONTINUED BUSINESS ADVOCACY

Maintained active communication and planning with 
Council District 14 and other City partners to ensure 
the needs of Fashion District stakeholders remain top of 
mind.

Advocated for expanded access to resources, and 
increased visibility for local businesses through citywide 
partnerships and events.

CLEAN & SAFE DISTRICT OPERATIONS

Ensuring that the LA Fashion District remains clean, 
safe, and welcoming is a foundational priority of the BID. 
Our Clean and Safe teams are deployed daily to provide 
visible, reliable services throughout the district.

Continued robust deployment of our Clean and Safe 
teams to ensure daily graffiti removal, pressure washing, 
waste collection, and neighborhood maintenance.

Regularly highlighted the work of our Clean Team 
through social media to build transparency and trust 
with the community.

We remain deeply committed to championing our 
stakeholders, uplifting our businesses, and ensuring 
that the LA Fashion District remains a safe, vibrant, and 
resilient destination.
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DISTRICT OVERVIEW - VISITATION METRICS

Insights and visitor demographics provided in this report were aggregated using datasets from the start of April 2025 to 
the end of June this year and are benchmarked against quarter - 2 of 2024 to provide a look at Year-over-Year changes 
that have taken place.

12:00pm

2025

4.9m
2025

2.5m
2025

1.93

2024

1.93
2024

2.9m

visits unique visitors visit frequency

2024

5.7m

400+

12 PM

SATURDAY

LATINO
$75-100K

HOTEL ROOMS

95 MIN
AVG. VISIT DURATION

MOST VISITED HOUR OF DAY

TYPICAL VISITOR PERSONA MOST VISITED DAY

5,000+
RESIDENTIAL UNITS

$65K
MEDIAN INCOME

$93K
AVERAGE INCOME
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VISITOR AUDIENCE: DEMOGRAPHIC PROFILE

25-29

50.12%

49.88%

21.6%

18.4%

8.5%

63%
latino

13.3%
white

9.2%
asian

11.1%
black

33
median age

most common
age group
(9.5%)

31.07%
1 person household

8.05%
5 persons household

25.60%
2 persons household

3.77%
6 persons household

15.03%
3 persons household

3.62%
7+ persons household

12.86%
4 persons household

37.31%
married

44.66%
non-family households

55.34%
family households

male

female

17.5%
gen alpha

17.7%
baby boomers

26.8%
millennials

13.9%
gen z

4.6%
silent & Greatest

19.4%
gen x

college/associate degree

bachelor’s degree

advanced degree

household size

degree employment status age groups

ethnicity

8.3%

91.7%
employed

unemployed
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DISTRICT OVERVIEW - VISITATION METRICS

12:00pm

4M

VISITS 2020-2025

Source Placer.ai

The largest drop was recorded in June, immediately after the start of the ICE raids and the protests against them in 
Downtown. June saw the biggest year-over-year decline -32% compared to June of last year.

Placer has released an new update. We can now break down visitors to the Fashion District into several groups - casual 
visitors, workers, and residents. This is clearly shown in the “Weekly Foot Traffic by Visitor Type” chart. It’s now easier to 
track fluctuations in foot traffic by group.

As for the work of the Clean and Safe Teams, we’re continuously improving our data collection methods. We’ve become 
more accurate in tracking syringe pickups - the numbers rose from 87 in Q1 to 593 in Q2. The same goes for the Weed 
Abatement category.

In the Clean Team stats, the increase in removed graffiti square footage is clearly visible: from 50,458 sq ft in Q1 to 
131,583 sq ft in Q2 - a +160.8% increase. Remember mid-June? The area was practically covered in graffiti.

We expect a couple more months of seasonal decline in foot traffic, tied to summer vacations. Around mid-September, we 
should start to see an uptick again - this will be reflected in the Q3 report.

APRIL MAY JUNE

1.7m 1.9m 1.2m
-7.2% Yoy -3.8% yoy -32.5% yoy
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DISTRICT OVERVIEW - VISITATION METRICS

12:00pm

4M

DAILY VISITS DISTRIBUTION

WEEKLY FOOT TRAFFIC BY VISITOR TYPE (LAST 12 MONTHS)

Source Placer.ai

Source Placer.ai
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VISITOR JOURNEY, ROUTES & DENSITY

TOP 5 PRIOR VENUE VISITS TOP 5 POST VENUE VISITS

Cliffs of Id / S Fairfax Ave, Culver City
Grand Avenue / N Grand Ave, Los Angeles
Jack in the Box / S Broadway, Los Angeles
California Career Services / Wilshire Blvd
King Taco / S San Pedro St, Los Angeles

McDonald’s / E Olympic Blvd, Los Angeles
King Taco / S San Pedro St, Los Angeles
California Career Services / Wilshire Blvd
Grand Avenue / N Grand Ave, Los Angeles
Olympic & Hill / W 9th St, Los Angeles

<0.5% 
<0.5% 
<0.5% 
<0.5% 
<0.5%

<0.5% 
<0.5% 
<0.5% 
<0.5% 
<0.5%

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 38.6% 31.4%

8.9% 11%

8.1% 8.3%

7.2% 6.7%

4.6% 4.6%

PRIOR VISITOR JOURNEY POST

Home

Dining

Work

Shops & Services

Other

Shops & Services

Dining

Work

Other

Source Placer.ai

5 YEARS Q2 VISITS COMPARISON

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. 

FOCUSED ON RECOVERY, ADVOCACY, AND 
A CLEAN & SAFE DISTRICTT 
We remain steadfast in our mission to 
advocate for our stakeholders, provide vital 
resources, and ensure a welcoming, clean, 
and safe neighborhood for all.

YOUR OPS TEAM AT WORK 
Don’t miss out on our monthly “Updates from 
the BID,” featuring Clean & Safe highlights and 
statistics.
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5.3m


