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ABOUT THE BID

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

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

MATTHEW NEEDLEMAN*
ANJAC Fashion Buildings, LLC
The Orpheum Theatre

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.

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

SUZETTE WACHTEL
KMW Enterprise, LLC

*proxy

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 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.
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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.

CLEAN TEAM

Throughout the third quarter, our
Clean Team continued to provide
daily deployments, maintaining the
cleanliness and visual appeal of
our district’s 10O+ blocks.

In July, we launched the LA
Fashion District Beautification
Project, a targeted effort to
elevate the public realm through
enhanced maintenance and visual
improvements. Efforts this quarter
included:

- Sticker and graffiti removal
from public fixtures such as
parking meters, streetlight
poles, electrical boxes, and
street signs

+  Sidewalk pressure washing and
sanitation

«  Weed abatement and curbside
cleaning throughout key
corridors

In addition to ongoing
maintenance, our team continues
to engage with unhoused
individuals in the district,
fostering cooperation to maintain
cleanliness and safety in shared
public spaces.

These proactive efforts ensure
that the Fashion District continues
to serve as a welcoming and
attractive destination for shoppers,
workers, and visitors alike.

SAFE TEAM

Our Safe Team also maintained
consistent daily deployments
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Clean Team member pressure washing

throughout @3, focusing on
visibility, deterrence, and
community engagement.

To address emerging challenges,
we implemented strategic
temporary deployments in key
areas of concern:

«  7th & Spring Street Safety
Initiative: In response to
increased activity—including
drug sales, drug use, and
loitering—we added temporary
patrol coverage to enhance
safety and promote a more
welcoming environment for

residents, workers, and visitors.

Burglaries Reduction Initiative:
Over the past 90 days,
burglaries were identified as

a key concern. In response,

we launched a focused safety
deployment targeting hot
spots across the district. As a
result, burglaries decreased
by 53.33% by the end of
September 2025.

Our dedicated Safe Team

continues to collaborate with local
law enforcement, business owners,
and residents to address quality-
of-life concerns, respond to service
calls, and maintain a positive,
secure environment throughout
the district.

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.
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SAFE TEAM STATISTICS

11,541

&

MERCHANT
CONTACTS

(check in with merchants
to see if they have any
questions and/or problems)

48

ROBERRY/
VANDALISM

(responding to calls about
robberies or vandalism to

property)

968

e
e

&
WELLNESS

CHECKS

(checking on a person
who appears to be sick or
injured)

43

S

THEFT CALLS

(responding to calls about
theft)

40

&

CITIZEN
ASSISTS

(provide directions, answer
questions, or help look for
lost vehicles)

1,375
¥k
S
DISORDERLY
CONDUCT

(responding to calls about

disturbing the peace)

42,427

LOCATION
CHECKS

(checking the areq,
showing their presence,
reporting any crime)

17

FIRES

(responding to calls for

encampment, property, or

trash fires)

CLEAN TEAM STATISTICS

230,379

SQ. FT. GRAFFITI
REMOVED

(labor assistance to
remove graffiti)

1,01

]
lg !
FECES CLEANED

(removal and cleanup
of feces on sidewalks
or curb lines)

14,839,476

SQ. FT.
PRESSURE WASHED

(equivalent to about 15
Crypto.com Arenas)

432

SYRINGES
DISPOSED OF

(number of syringes
collected and
disposed of)

637

(&

TONS OF TRASH
COLLECTED

(equivalent to the
weight of 3 antarctic
blue whales)

658

Wik

WEED
ABATEMENT

(trims or cuts of over-
grown weeds or grass
on sidewalks)

156,761

TRASH BAGS
REMOVED

(numbers of bags
collected)

816

=

BULKY ITEMS
REMOVED

(illegally dumped
items like couches,
mattresses, etc.)
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RESPONDING TO CHALLENGES, SUPPORTING OUR BUSINESSES

In the aftermath of the federal
activity that impacted our
district in June, our Marketing
& Communications department
pivoted rapidly to develop
campaigns focused on recovery,
resilience, and awareness. Our
goal: to remind the public that
the Fashion District is open and
our business community, largely
immigrant- and family-owned,
needs support now more than ever.

Key initiatives included:

NOW MORE THAN EVER
CAMPAIGN

Promoted the message that the
Fashion District, and especially
Santee Alley, remains open for

business.

«  Highlighted local merchants
through storytelling, photo and
video content, and business
spotlights.

Reinforced a strong call to
action: shop local, share, and
show your support.

DTLA IS OPEN CAMPAIGN

In partnership with fellow
Downtown BIDs, we joined

a citywide effort to remind
Angelenos that Downtown LA

376K+ 67K+
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DA Nathan Hochman and Anthony Rodriguez, President & CEO, LA Fashion District BID

remains open for business.

+  Developed anew “DTLA is
Open” webpage on our site
as a central hub for district
information.

Produced bilingual newsletters
and social media content
promoting district businesses,
driving traffic to the webpage.

MEDIA & CREATOR OUTREACH

Our team continues to work to
elevate the District’s visibility
through strategic partnerships and
storytelling collaborations:

+  Content Creator Engagement:

95K+ 27K+
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Outreach to bilingual local
influencers and micro-creators
to amplify the message that the
Fashion District is open and
thriving.

« LA Tourism Partnership: In
coordination with LA Tourism,
we are working to feature the
Fashion District in upcoming
editorial calendars and update
their “A Day in DTLA" itinerary

to showcase our neighborhood.

STRATEGIC COMMUNICATIONS
& POLICY ENGAGEMENT

Beyond day-to-day marketing, this
quarter also focused on strategic

234K+ 12K+

WEBSITE
PAGEVIEWS
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positioning and advocacy to
strengthen the district’s voice and
inform key stakeholders about the
realities our business community
faces.

+  Regional Intelligence and
Policy Analysis Report by
Beacon Economics: The BID
commissioned an updated
report from Beacon Economics,
providing a comprehensive
analysis of regional market
conditions, economic recovery
trends, and the ongoing
impacts of federal enforcement
activity on local commerce.
This updated study builds
upon the original report, giving
data-driven insight to guide our
advocacy and recovery strategy
moving forward.

Strategic Communications
Work with Katherine
MacDonnell LLC: In Q3,
the BID engaged Katherine
MacDonnell to provide

strategic communications

p b

BID Staff, Board Members and key stakeholders at meeting with CM Jurado

support, focused on message
refinement, stakeholder
engagement, and media
positioning. This partnership

is helping ensure the BID's
communications efforts remain
aligned, credible, and effective
in representing the needs of
our property and business
community.

Meeting with Councilmember
Ysabel Jurado (CD14): BID Staff
and Board Members met with
Councilmember VYsabel Jurado
to discuss ongoing challenges
faced by our businesses,
opportunities for City support,
and ways to collaborate on
recovery initiatives. This direct
engagement helps ensure

City Hall remains aware of the
district’s evolving needs and
the importance of continued
partnership with the BID.

Townhall with District
Attorney Nathan Hochman:
The BID hosted a Townhall

with DA Hochman, engaging

in constructive discussions
around public safety, business
crime, and accountability. This
dialogue reinforced the BID’s
commitment to advocacy

and collaboration with law
enforcement and city agencies
to ensure the safety and well-
being of our community.

BUSINESS OUTREACH &
SUPPORT

Our outreach strategy focuses

on direct engagement, resource
access, and collaboration with
partners across the city. Key efforts
this quarter included:

«  Partnering with CD14 and
the Coalition for Responsible
Community Development
(CRCD) to plan coordinated
business outreach and one-on-
one support sessions.

Continuing to amplify small
business stories across our
social media, newsletter, and
website in both English and
Spanish to better reach our
diverse community.

LOOKING AHEAD

As we move into the final quarter
of 2025, our focus remains clear:

to ensure the LA Fashion District
remains clean, safe, and vibrant
while supporting our small business
community through recovery.

We extend our deepest
appreciation to our property
owners, business owners, residents,
and community partners for

your continued collaboration

and support. Together, we are
reimagining what's possible for the
heart of Downtown Los Angeles.
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DISTRICT OVERVIEW - VISITATION METRICS

Insights and visitor demographics provided in this report were aggregated using datasets from the start of July 2025
to the end of September this year and are benchmarked against quarter - 3 of 2024 to provide a look at Year-over-Year
changes that have taken place.

VISITS UNIQUE VISITORS VISIT FREQUENCY
2025 2025 2025

4™ 2.0M 2.04

9 e o

2024 @ 2024
2.5M 1.94

SATURDAY %

TYPICAL VISITOR PERSONA CCNER MOST VISITED DAY

LATINO o
$75-100K 12 PM (%%

MOST VISITED HOUR OF DAY

2024

4.8M

HOTEL

L
000 99 Min %%?
400+ oon AVG. VISIT DURATION

$66K

MEDIAN INCOME

Qooo
22

=

5,000+ $97K

RESIDENTIAL UNITS AVERAGE INCOME
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VISITOR AUDIENCE: DEMOGRAPHIC PROFILE

33.6 49.947% 35.92%

MEDIAN AGE MALE MARRIED
30-34 50.067% 55.67%
MOST COMMON O FEMALE O O  FAMIY HOUSEHOLDS
AGE GROUP
(9.57%) o,
o (PLY ua33 D
NON-FAMILY HOUSEHOLDS
DEGREE EMPLOYMENT STATUS AGE GROUPS
21.57% 91.57% 17.2% 17.6%
COLLEGE/ASSOCIATE DEGREE EMPLOYED GEN ALPHA BABY BOOMERS
0, (o)
18.8% 8.5% 14.6% 4.7%
GENZ SILENT & GREATEST
BACHELOR’S DEGREE UNEMPLOYED
26.87%
8.8% MILLENNIALS
ADVANCED DEGREE L= 19.1% OG
GEN X
HOUSEHOLD SIZE ETHNICITY
31.58% 1.75% 61.5%
1 PERSON HOUSEHOLD 5 PERSONS HOUSEHOLD LATINO
25.93% 3.647% 14.4%
2 PERSONS HOUSEHOLD 6 PERSONS HOUSEHOLD WHITE
14.92% 3.51% 10.9%
3 PERSONS HOUSEHOLD 7+ PERSONS HOUSEHOLD /\ BLACK
12.67% L] 10.1% @
4 PERSONS HOUSEHOLD ASIAN
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DISTRICT OVERVIEVW - VISITATION METRICS

We are still subject to the global downward visitation trend. September 2025 had the lowest visitation of any September
in recent years (1,310,355 visits), which is 13.1% lower than September 2024. August 2025 was down 12.7% vs. August
2024, and July 2025 was down 19.3% vs. July 2024. The decline slowed sharply after June (-32.3%) compared to June
2024.

From this we can conclude that Downtown is very vulnerable to any political changes. Protests and federal activity have
caused serious damage to visitation and the Fashion District's economy overall. Visitation can drop suddenly, while
recovery will be slow.

Visitation is the core of the economy: the more people come and spend time in the Fashion District, the more money they
leave in the area and the more they support local businesses. Business and the surrounding environment make the place
attractive - but the balance is very easy to disrupt.

In October and November, we expect visitation to grow; these months are usually favorable because of the holidays. We'll
see what Q4 shows, but if December 2025 reaches at least 1,600,000 visits, that will be a good result.

| JuLy | | AUGUST | | SEPTEMBER
1,341,456 1,444,360 1,312,741

| GLOBAL VISITS TREND (2017-2026)

2.5M\
\X
S May 2017 March 2018
Ap .{.%1; 201 oo May 2019 ‘ i
. b May 2021 April 2022 May 2024
2 . O M March 2017 - May 2025
January 2@ -.:w‘:‘.1~3p
February 2017 et - . M g
1 i 5 M February 2019 January 2020 S - 'g;r 2
~
January 2025 j1y 20
1 & O M March 2020
The gray dashed trendline shows how the
overall visitation trend changed over time
0.5M

April 2020

2017 2018 2019 2020 2021 2022 2023 2024 2025 2026

Source Placer.ai
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DISTRICT OVERVIEVW - VISITATION METRICS

| ZONES VISIT COMPARISON
3M
74,05%
2M
1M
11.40% 10.89%
467,266 446,296 459
S 1.22%
M ———— s
Fashion District Flower District Santee Alley Showroom Buildings San Pedro
(Without Subzones) Wholesale Mart
Source Placer.ai
| DISTRICT VISITS (2023-2024-2025) |
m 2023 2024 m 2025
2.1M
1,989,496
1,905,746 1,936,564
1,805,206
1.8M

1,707,637 1,727,677
1,653,394

1,583,

1,744,528 1,676,913

1,660,254

1,749,685 1,735,140
1,581,541

1.5M 1,521,615

1,627,803

1,443,870 1,565,123

1,507,233

1,340,332

1,354,823 1,373,600

1.2M

1,311,108
1,222,679

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec

Source Placer.ai
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VISITOR JOURNEY, ROUTES & DENSITY

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.

PRIOR VISITOR JOURNEY POST

Home 39.2% 29.9% Home

Shops & Services 9.1% ﬁ /—} n.3% Dining

Work 8.3% —_—) ey — 9.4% Work

DISTRICT
Dining 79% ——/ \¥> 7.9% Shops & Services
Otfhar 4.7% 5.4% Other
TOP 5 PRIOR VENUE VISITS | | TOP 5 POST VENUE VISITS

McDonald’s / E Olympic Blvd, Los Angeles <0.5% McDonald'’s / E Olympic Blvd, Los Angeles <0.5%
LAX Airport / World Way, Los Angeles <0.5% King Taco / S San Pedro St, Los Angeles <0.5%
76 / E Olympic Blvd, Los Angeles <0.5% McDonald’s / W Washington Blvd, Los Angeles <0.5%
Shell / W Olympic Blvd, Los Angeles <0.5% Jack in the Box / S Broadway, Los Angeles <0.5%
ROW DTLA / S Alameda St, Los Angeles <0.5% Downtown LA Proper Hotel / S Broadway <0.5%
| VISITS BY AUDIENCE

M Random Visitors
80 K B Workforce

75,245
73,213

B Residents

72,986

64,681

60K

56,178

40K

40,08940,35140,636 29,919

37,390

1315050471 33,745

28,420

20K

OK
September

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.

RESPONDING TO CHALLENGES,
SUPPORTING OUR BUSINESSES

In the aftermath of the federal activity that
impacted our district in June, our Marketing &
Communications department pivoted rapidly to
develop campaigns focused on recovery, resilience,
and awareness.

YOUR OPS TEAM AT WORK

The team remains committed to ensuring the

district is a clean, safe, and welcoming environment
for businesses, residents, employees, and visitors.




