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Selling Downtown

Buy Local Santa Monica advertisements are featuring local businesses. 
Photo provided by BDC.

There’s no doubt about it. The economic downturn is being felt by everyone.
That’s why local officials say it’s more important than ever for Santa
Monicans to stick together in these hard times. 

As more Downtown businesses come
together to promote their unique products
and services, the Bayside District Corporation
is busy working on a number of projects to
keep the area’s economic climate healthy for
years to come.

A Buy Local program is now underway to
encourage Santa Monica residents to spend
more of their money here in town. A partnership
with Shop America Alliance is set to help buoy
the Downtown tourism trade. And a Bayside
marketing committee – with anticipated
increased funding under the recently-formed
new assessment district – will be working to
extend the benefits of new marketing strate-
gies throughout the entire Downtown area.

BUY LOCAL
To make sure Downtown Santa Monica

remains profitable and sustainable, the
Bayside District Corporation, along with the

continued on page 9

“Networking 

is key at 

this time.” 
– Hanna Hartnell, Owner

Hanna Hartnell Studio

City of Santa Monica and business leaders, is
moving forward Buy Local Santa Monica, a
new program aimed at keeping more money in
the local economy.

“We are very excited about this program,”
said Bayside Executive Director Kathleen
Rawson. “It’s so important – environmentally,
economically and emotionally – to nurture the
relationships right here in our backyard.” 

In the first phase of the program, City and
Bayside officials are unleashing an eight-week
public awareness campaign to let people know
about the benefits of buying locally.

As the campaign rolls out, television seg-
ments featuring local businesses will appear
on Santa Monica City TV, press releases will
be sent out and advertisements featuring
local shops and services will appear in print
and on-line media. In all, 32 Downtown busi-
nesses will be highlighted.
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T H E W O R D By Ed Moosbrugger

Lean Times for Eateries
Downtown Santa Monica's restaurants continue to suffer a bit of indigestion from economic weakness
that showed up early last year and got worse toward the end of 2008. As was the case a year ago,
restaurant owners count themselves fortunate if they can post even a small sales increase.

“Restaurants are down 3 to 30 percent,”
said Jeff King, co-founder and chairman
of King’s Seafood Co., which has 17 restau-
rants in Southern California, Nevada and
Arizona, including i.Cugini and Ocean
Avenue Seafood on Ocean Avenue in Santa
Monica. Business is down at least 12 per-
cent at King’s Santa Monica restaurants.

Indeed, keeping sales level is a big
accomplishment in today’s difficult times,
said the former chairman of the California
Restaurant Association. “If you’re even
with last year you are up,” King said.

In mid-December the National
Restaurant Association forecast a 2.5
percent sales increase for the industry
this year (or a 1 percent inflation-adjusted
decline), but that may prove to be a bit
optimistic unless there is a pickup as the
year progresses.

“The economic situation is hurting
everyone,” said Stuart Montalvo, director
of operations at Yankee Doodles on the
Third Street Promenade. “The main area
hurting is corporate events. There is a lot
of pressure on companies not to do par-
ties.” Walk-in traffic is also down at
Yankee Doodles, although weekends
remain strong, he said.

At Broadway Deli on the Promenade,
business is down substantially, said
Roman Cortes, general manager. Business
has dropped more at night than during
the day. For the first time in all his years
at Broadway Deli the restaurant has had
to lay off a couple of people, Cortes said.

Broadway Deli has been hit by a double
whammy: the weak economy and the
temporary closure of Santa Monica Place
across the street. The restaurant fed off
visitors going back and forth from the
shopping center, which is not scheduled
to reopen until 2010.

Now, Cortes said, some shoppers are
hesitant to walk that far south on the
Promenade because the shopping center
is not open.

The visitor industry, which is important
to restaurants, has been weakening. Santa
Monica’s hotel occupancy rate plunged
16.8 percent from a year earlier in January
to 63.9 percent, and the average daily room
rate dropped 9.2 percent to $252.42,
according to PKF Consulting. That followed
declines in November and December.

Despite the tough times, there are some
glimmers of hope. King expects things to
start improving. “I look for our year to do
nothing but get better,” he said. “If we're
not at the bottom we are close.”

Santa Monica restaurants should benefit
from the 100th anniversary of the Santa
Monica Pier, the return of Cirque du Soleil
in October and perhaps events marking
the 25th anniversary of the 1984 Summer
Olympics in Los Angeles, King said. 

Montalvo expects a good summer for
Yankee Doodles and Santa Monica as
people stay closer to home rather than
traveling out of the area.

Even with the difficult times, some
restaurants are holding up pretty well.
“Generally, business is still quite good,”
said Lisa Powers, operations manager of
Ye Olde King's Head Pub & Restaurant on
Santa Monica Boulevard. “I've noticed it’s
quieter during the day.”

Although business is down slightly, the
restaurant has benefited from being in
the moderate price range.

At Locanda del Lago at Arizona
Avenue and the Promenade, owner West
Hooker was “very happy” with a slight
increase in sales in January compared
with a year ago, but expected business to
be off about 5 percent for February.

With operating costs rising, the restaurant
is taking steps to achieve cost savings
without compromising the product. It
may bring more of its food preparation in
house to save money and retain staff.

Lago already is making all its pasta and
desserts in house, as well as 30 percent
of its breads. The latter may increase to
100 percent.

On the customer front, “we are making
people more comfortable with ordering
less expensive items on the menu” and
the restaurant is using its seasonal menus
to offer less expensive items, Hooker said.

That helps to deal with the fact that
some diners may be shifting to lower cost
restaurants in the recession. In fact, restau-
rant operators see an increased focus on
value as the top trend for 2009, according
to the National Restaurant Association.

Hooker believes Lago is also attracting
a younger crowd. “We feel that the
younger guests are going out more often
and are not as concerned with how much
they spend,” he said.

To boost business, which has been
dampened this year in part by rainy
weather, Yankee Doodles may do some
special coupon-based offers, but it is
pretty much staying with what it has,
Montalvo said.

Meanwhile, the leasing market for new
restaurants has slowed down. “There
are a couple hovering, but nothing yet,”
said Robert O. York, a real estate devel-
opment consultant for the Bayside
District Corporation.

Some places have been opened in recent
months under leases signed last year.
Alexandria Café has recently opened, and
Pourtal wine bar is set to open this month.

King sees better things ahead. “I think
Santa Monica is going to be fine,” he said.
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H A P P E N I N G S

and a day of celebration” when the beach
house doors open after a more than $30
million renovation, thanks to a grant from
the Annenberg Foundation. On April
24th, the public will be welcome to tour
the site, and on April 25, it’ll be beach
party time, with a community picnic and
fun by the sea. Shuttles will be provided
from the Civic Center.

The original beach house was built by
newspaper magnate William Randolph
Hearst and local architect Julia Morgan
for actress Marion Davies and was a play-
ground for the likes of Charlie Chaplin,
Gloria Swanson and Clark Gable.

The site has been refurbished and
enhanced by the City in partnership with
the Annenberg Foundation and California
State Parks, and features the renovated
original swimming pool and North House,
an historic colonnaded guest house and
docent tours.

Volleyball courts, yoga classes and
cultural events will be offered, as well as
rental spaces for private receptions.

Starting April 26th, the beach house
site will be open to the public seven days
a week from 8:30a.m. to sunset. Access
to most of this historic site will be free
of charge.

For more details about the grand open-
ing, visit www.beachhouse.smgov.net.

The Annenberg Community Beach Club will open to the public this month. 
Photo provided by the City of Santa Monica.

It’s seen fire and it’s seen rain, and it
was slated for demolition at least once.
For those who are old enough to remem-
ber, it’s a wonder the Santa Monica Pier
is still standing.

To celebrate the Pier’s centennial this
year, the Pier Restoration Corporation
(PRC) – which has overseen the wooden
structure since a storm almost destroyed
it in 1983 – has kicked off a series of free
events that are set to continue through
September 2009.

Watch for Sideshow at the Pier – a day
of eclectic performances by jugglers, fire
eaters, clowns, magicians, acrobats and
more – set to take place on Saturday,
May 16, 2009.

Later, on June 20, 2009, the pier will
host a special School’s Out celebration
for kids, promising “top-notch children’s
entertainment,” including arts and
crafts, storytelling, aquarium activities,
dancers, fashion shows and lots of fun at
Pacific Park. 

Then get your dancing shoes ready for
July 23, 2009. That’s when the spirit of
the pier’s once-hopping dance scene – La
Monica Ballroom, Redux – will be recreated
on the pier deck parking lot in the form of
a dance party featuring big bands from
swing to salsa. 

Once the largest ballroom on the West
Coast, the La Monica was a staple venue
for big-name bands from the 30s through
the 50s. It would have turned 85 on this
day if it had not been torn down in 1962
after a fire.

The fun culminates in a Centennial Day
Grand Re-Opening, September 9, 2009,
when three barges will light up the bay
with the first large-scale fireworks display
off the pier in 18 years. Local dignitaries,
celebrities and a few centenarians will
cut a 100-foot long birthday cake. The
scheduled entertainment includes a
concert featuring special musical guests.

The celebration of the Santa Monica
Pier’s centennial is made possible by a

Preserve America Grant and the support
of the City of Santa Monica. For more infor-
mation, visit www.santamonicapier.org.

After the centennial events end in
September, Cirque du Soleil will return to
the beach from October 16, 2009,
through December 20, 2009.

While the pier turns 100, another old
wooden structure is getting a new lease
on life when the City opens to the public
this month its much-anticipated
Annenberg Community Beach House at
415 Pacific Coast Highway.

And like the pier, the beach house
should prove a boon for Downtown busi-
nesses, according to City officials. 

“Downtown hotels and other businesses
will have an opportunity to partner with
beach house staff on marketing the site’s
incredible event spaces to their clients,”
said Barbara Stinchfield, the City’s director
of community and cultural services, who
has shepherded the project from dream
to reality.

“On a sunny weekend, people visit the
Promenade, the Pier, Palisades Park and
the beach.” Stinchfield said. “The
Annenberg Community Beach House will
join these venues as yet another option
for visitors to enjoy the best that Santa
Monica has to offer.” 

The City promises “a day of discovery

It’s Party Time
One old landmark on Santa Monica beach is turning 100, while another is being reborn up the coast, and
both the birthday bash for the Pier and the opening of the Annenberg Community Beach Club at 415
PCH promise to bring glad tidings for Downtown businesses for years to come. 
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TA K E 5

The selection of Davis – who is co-chair
of Santa Monicans for Renters’ Rights
(SMRR) – makes it the first time in a
decade that two women occupy seats on
the dais. The Bayside Beat asked Davis to
talk a little bit about herself, what she
likes or dislikes about the Downtown and
to discuss some of the key issues facing
Santa Monica and the Bayside District. 

You are the first new face on the council in
more than four years. What qualifica-
tions and perspectives do you bring to
the council, and what do you hope to
accomplish over the next two years?

In terms of qualifications, I am a former
Planning Commissioner and former co-chair
of SMRR. I have been very involved with
our public schools. In the next two years,
the City Council’s biggest challenge may
be navigating the faltering economy. In
the face of these economic challenges,
public health and safety must be our

paramount priorities. The council also
will be concluding the LUCE (Land Use
and Circulation Element) process.
Among other things, the LUCE should
preserve our wonderful diverse neigh-
borhoods, promote affordable housing to
ease the jobs-housing imbalance, and
reinvigorate our business districts.  In the
coming months, the City and the School
District should renew their joint facilities
use agreement and address the relation-
ship between the redevelopment of the
Civic Center and the redesign of Santa
Monica High. 

What is your vision for the Downtown?
Downtown is the heart of our city. I

hope the LUCE, the new Santa Monica
Place and the Expo Line activate the
streets surrounding the Promenade to
create a vibrant neighborhood stretching
from Ocean Avenue to Lincoln Boulevard
that excites residents and draws visitors.
While I support upgrading movie theaters
and other amenities, I want Downtown to
continue to have a sense of organic
development rather than the artificiality
of the Grove and other venues.  

Once again, the Downtown area
claimed the highest concentration of
homeless in the city. What are your
views about how best to tackle the
problem of homelessness? 

The City Council has worked hard to
address the difficult problem of homeless
persons. That work has led to an 8 per-
cent decrease in the number of homeless
persons on our streets. The City is on the
right track in looking for regional as well
as local solutions and in funding innova-

tive programs like the Police Department’s
H.L.P. program, which trains officers so
that they can assist homeless persons in
connecting with social services. I will
support efforts to further reduce the
number of homeless persons throughout
the City.

What are the roles of businesses in the
community? How do you see businesses,
government and residents partnering?

Local businesses play a vital role in our
community.  They make us sustainable by
serving residents near their homes and
within easy reach of transit. They provide
jobs to residents and they generate
income that allows the City to provide a
high level of services to the community. I
believe that business, government, and
residents already partner on a number of
issues and projects that benefit our com-
munity. The Bayside District, the Pier
Restoration Corporation, and the
Convention & Visitors Bureau all bring
together the talents, energies, and
resources of business, residents, and city
government to improve and promote
Santa Monica and all that it has to offer.

On February 24, after deadlocking for seven rounds before a packed
audience, the City Council elected Planning Commissioner Gleam
Davis to fill the vacancy left by Herb Katz, who died in January after
a long bout with cancer.

Meet Gleam Davis

“I want Downtown 

to continue to have 

a sense of organic

development.”
– Gleam Davis, Councilmember 

City of Santa Monica

Gleam Davis
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TA K E 5

Residents and business have come
together to support our local schools,
the arts, and non-profit groups, all of
which are integral parts of the fabric of
our community.  

The City Council is scheduled to put the
finishing touches on the update to the
Land Use and Circulation Element (LUCE)
later this year. What are your views on
offering developers height bonuses in
exchange for community benefits?

I support the idea that developers
should be encouraged to provide mean-

ingful community benefits when they
build projects in Santa Monica. I am not
convinced that height bonuses are the
best or only method for doing so. In some
neighborhoods, like Downtown, with
appropriate limits on design, we may be
able to tolerate a limited height bonus.  In
other parts of the City, additional height
may have a negative effect on sur-
rounding neighborhoods. I want to
review the draft EIR and hear from the
community (both residents and local
businesses) before making a decision on
that issue. 

How often and why do you visit the
Downtown? What do you like and dis-
like? Did you shop Downtown during
the holidays? 

My family visits Downtown about once
per week. We go to enjoy a nice dinner
out, a movie, or to shop. My favorite thing
about Downtown is that I frequently see
someone I know. I guess my only “dislike”
is that I would like to see the alleys
become a little more hospitable.  We did
shop Downtown during the holidays. We
found some great gifts at Puzzle Zoo.  

B I K E R A C K S

“Santa Monica’s Downtown is a place
to which many people already walk,
bike and ride the bus,” said City
Administrative Analyst Betsy Kollgaard.
“By making bicycles a more attractive
option, we can encourage more people
to enjoy downtown without contributing
to congestion.”

“‘Build and they will come’” works as
well for bicycle amenities as for baseball
fields,” Kollgaard added. Already, at
some events, 30 percent of parked vehi-
cles are bicycles.

Bikes can be locked to the metal posts,
making downtown shopping easier for
those who’ve chosen this healthy, green
alternative to cars, she said.

In addition to being often speedier
than driving, bikes save their riders
money, Kollgaard pointed out. And
money saved can be money to shop with.

The City “piggybacked” the bicycle
racks onto its “Pedestrian Improvement
Project,” Kollgaard said, so most of the
racks on Second Street are already in place.  

The cross streets to the Promenade
and Fourth Street will get theirs next, and
the public parking structures and Santa
Monica Place will be outfitted with new
bike racks as well.

Bike Racks Hit Bayside
More visitors downtown mean more business. But they also can mean more traffic. That’s why the City
of Santa Monica is responding to requests from merchants like Exhale Yoga, Leonidas Chocolate Café
and REI to install more bike racks in the Bayside District.

Bike racks appear Downtown. Photo provided by BDC.
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E M P L O Y E E D I S C O U N T S

BUSINESS PHONE OFFER

Arts & Entertainment
The Dance Doctor, John Cassese 310.459.2264 20% off
Stone Art Picture Framing 310.395.6303 15% off

Beauty
Fresh 310.451.0302 10% off
Hair Cafe      310.393.0444 10% off
Hair Designer’s Studio     310.458.6961 10% off
The Kutting Room 310.458.1700 20% off, first time client services only 
L’Occitane en Provence   310.451.3845 10% off

Bookstores
Arcana: Books on the Arts 310.458.1499 10% off, in-store purchases only
Hostelling Travel Centre 310.393.3413 10% off, excluding rail passes, memberships and travel I.D. cards

Dining
Acadie Crepes 310.395.1120 10% off
Barney’s Beanery 310.656.5777 10% off, alcohol excluded
Border Grill 310.451.1655 20% off, Monday - Friday lunch/dine-in only, not valid with 

other discounts, alcohol excluded
Caffe Bellagio 310.394.3400 10% off
Fatburger 310.393.7331 10% off
i Cugini 310.451.4595 20% off, excluding Happy Hour, Sunday Brunch; not valid with any other offer
Il Fornaio 310.451.7800 10% off lunch, Monday - Friday, Limit party of 6, alcohol excluded, 

no holidays
La Salsa 310.587.0755 10% off, excluding alcohol
Leonidas Chocolate Cafe    310.917.4496    10% off
Locanda del Lago 310.451.3525 10% off
Monsoon Cafe 310.576.9996 15% off, not available during Happy Hour; maximum party of four
Ocean Avenue Seafood 310.394.5669 20% off, lunch only, Monday - Friday, alcohol, tax and gratuity excluded  
Thai Dishes 310.394.6189 10% off, lunch only, Monday through Friday, Limit part of 6, alcohol 

excluded, no holidays
Ye Olde King's Head Pub & Restaurant 310.451.1402 20% off, lunch Monday - Friday/dine-in only. Alcohol, tax & gratuity 

excluded. Limit party of 6
Gifts & Jewelry
Bubar’s Jewelry Inc. 310.451.0727 20% off, jewelry repair and special orders excluded
Jack’s Jewelers 310.394.6585 25% off, sale items excluded
Jewel Shop 310.451.1113 20% off, sale items excluded
Lone Wolf Fine Cigars 310.458.5441 20% off, cigars only
Papyrus 310.393.4749 10% off on custom printing only
Readers Fine Jewelers Inc. 310.451.1349 20% off, sale items excluded. Cannot be combined with other offers

Downtown Employee 
Discount Program
Enjoy the Perks of Working Downtown!

Just show proof of your employment in the Downtown

Santa Monica area to start receiving discounts from the

participating businesses. For a complete listing of retailers

and restaurants, visit www.downtownsm.com. Additional

limitations and restrictions may apply. 
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E M P L O Y E E  D I S C O U N T S

BUSINESS PHONE OFFER

Home & Office
Adamm’s Stained Glass & Gallery 310.451.9390 20% off gallery items
Architrave Interiors 310.395.5657 5% off cabinetry, kitchen & bath cabinets
Art One Gallery 310.472.6684 20% off on most artwork and framing
Mission Tile West Design Studio 310.434.9697 20% off
Pottery Barn 310.394.2550 10% off, excludes sales items and furniture

Services
Arcade Hearing Aid Center 310.393.4232 10% off, free consultation
Central Pharmacy & Compounding Lab 310.395.3294 10% off
Dellarobbia Design Studio & Flower Market 310.395.3337 15% off
Ezai Floral Design 310.260.1410 10% off, arrangements, plant, sale items excluded
Home Loans of America 310.261.0404 No loan fees or points, for purchase or refinance
Midas Auto Service Experts 310.395.9943 10% off on purchases of $100 or more, $50 total discount limit
Royalty Auto Body 310.451.5773 10% off on non-insurance work

Shopping
Adidas 310.393.0638 10% off
Beadniks 310.395.0033 10% off, not valid in conjunction with Beadniks Rewards Program
Candy Baron 310.458.6717 10% off
Clarks Shoes 310.393.7205 15% off, unstructured and sale merchandise excluded
Club Monaco 310.260.2851 20% off, regular priced merchandise only
Hanna Hartnell Studio 310.393.6587 10% off, sale items excluded
La’Tik Fashion Boutique 310.434.1010 20% off, sale items excluded
Max Studio 310.587.3226 10% off
Mudra 310.576.7972 10% off, sale items excluded
Santa Monica Tobacco 310.393.9592 10% off, excluding cigarettes and tobacco
Skechers 310.899.0151 20% off, some exclusions apply
Three Dog Bakery 310.260.9604 10% Arff, free Pupcake with any 5-lb Bakery Blend all natural dog food 

purchase; cannot be combined with other discounts
Theater
City Garage Theater 310.319.9939 Two tickets for the price of one, Friday & Saturday only, 8 p.m. show
Piero Dusa Acting Studio 310.393.9378 10% off private coaching and workshops
Promenade Playhouse & Conservatory 310.656.8070 10% off
Santa Monica Playhouse 310.394.9779 20% off, not valid for guest or rental productions
The Westside Eclectic 310.451.0850 10% off, improv classes. Theater: Buy one, get one free for any improv, 

sketch, stand-up or variety show
Travel Services
Hotel Carmel 310.451.2469 20% off, based on availability
Ocean View Hotel 310.458.4888 20% off and free breakfast, based on availability
Pacific Sands Motel 310.395.6133 20% off and free wireless internet access, based on availability
Santa Monica Beach Travelodge 310.451.0761 20% off and free breakfast, based on availability

For the most updated list of participants, log on to downtownsm.com

Would you like to add your business to the Downtown Employee
Discount Program? Please call us at 310.393.8355 or e-mail us at 
marketing@baysidedistrict.org for more information. 

To download a copy of the application form, please go to www.downtownsm.com and click on 
About: Downtown Employee Discount Program.
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T H E  H A L L  

The last minute U-turn came at the
March 3 council meeting after half a
dozen cab operators testified that their
businesses would suffer if cab licenses
were halted while staff finished preparing
a new law expected to come before the
council in May.

The moratorium had been proposed to
stem an influx that brought some 50 new
cabs into the city in the last six weeks,
swelling the number of cabs to more than
400, the highest per capita ratio in Los
Angeles.

“There are cabs everywhere,” said
Council member Bob Holbrook after a
recent visit Downtown.

“They are parked on residential streets
(near clubs) and turning around in resi-
dential driveways,” said Council member
Kevin McKeown “We have just too many
cabs. We have been over-saturated.”

Unlike other cities, Santa Monica does
not franchise taxicab operations but,
rather, grants permits to any taxicab
operator that meets insurance and other
minimal requirements. This has resulted

in a market with few regulations where
supply seems to far exceed the demand.

The free-for-all market has exacerbat-
ed Santa Monica’s traffic and parking
woes, resulting in a “wide and confusing
range of fares” and spurring passenger
complaints about overcharging, accord-
ing to a City staff report presented to the
council last November.

“The sooner we come to the end game
the better off we’ll be,” said Council
member Richard Bloom before joining
the rest of the council in a unanimous
vote against a moratorium last month.

The council seemed to share the con-
cerns of cab operators who feared that
the proposed moratorium, which called
for an immediate halt on police permits
for new drivers, would leave empty cabs
sitting idle.

“Ten to 15 drivers leave the company
every month,’ said Ahmed Salem, with
Taxi! Taxi! The Santa Monica company
operates 60 cabs in the city. “At some
point we would run out of drivers and go
out of business.”

“This would put an enormous financial
burden on the company,” said Wendy
Radwan, who owns Taxi! Taxi!, a Santa
Monica company. “We cannot operate
without drivers. There’s a high turnover.”

The moratorium, she warned, would
cause “a chaotic disruption of service
and essentially halt operations.”

Cab company owners also worried that
the proposed moratorium would shrink
their fleets by not allowing broken down
vehicles to be replaced and bar them
from adding new cabs that have been
recently purchased and are set to soon
hit the streets.

“We just got the ‘09s from the dealer,”
one of the operators told the council. “I
don’t think it’s fair or even legal.”

The council considered allowing police
to grant permits to new drivers and
allowing companies to replace vehicles or
add recently purchased cabs to their fleet,
but backed down after staff warned that
would be cumbersome and distract City
staff from working on a permanent law.

Business licenses are set to expire in
September, and a new ordinance likely
wouldn’t go into effect until January 1, so
the city may need to brace for even more
cabs before it replaces the system that
sets no limits.

The City Council last month delayed a moratorium that immediately would have put the brakes on
Downtown’s runaway cab service while City staff explores ways to permanently limit the number of cabs
operating in Santa Monica.

Cab Service Remains Unchecked, For Now

“There are cabs

everywhere.”
– Bob Holbrook, Councilmember

City of Santa Monica

Cabs regularly inundate Santa Monica Boulevard, among other Downtown streets. Photo provided by BDC.
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M O R E  D O W N T O W N
continued from page 1

The City wants to awaken appreciation
for the diverse range of businesses avail-
able in Santa Monica, said Jennifer Taylor,
senior administrative analyst at the City’s
Economic Development Division. 

“There is a huge range of products and
services that we have right here in our
community,” Taylor said. “When you’re
supporting local businesses, you’re sup-
porting the local community, employees,
neighbors – and you’re keeping money in
the community. Those are cyclical benefits
that it brings back to the community by
buying local.” 

Doing business with your neighbors
makes good economic sense. For every
$100 spent at a local business, $45 stays
in Santa Monica, City officials say.

Buying local also means less pollution
and traffic, as many businesses are within
walking or biking distance. And being
socially responsible and economically
smart go hand in hand. Santa Monica’s
unique businesses are typically more
supportive of community events and
charities, and often provide greater
choice to consumers and better wages to
employees than national chains, local
officials say.

Buying local now may be more important
than ever to help Santa Monica weather
the current economic storm, said City
Manager Lamont Ewell.

“Having the community come together
in support of one another is essential to our
getting through these difficult economic
times,” Ewell said. “Shopping locally not
only helps to achieve this objective, it
also helps to reduce carbon emissions. In
the end, we become an economically
stronger and healthier community.” 

Bayside’s partners in the program
include the City’s Office of Sustainability
and the Environment, the Economic
Development Division, CityTV and the
Santa Monica Daily Press. 

Downtown businesses can find out how
to get involved with Buy Local Santa
Monica through a new webpage on down-
townsm.com. The webpage features
important facts about the program and
information about what other cities are
doing. Additional information can be
found at www.buylocalsantamonica.com.

SHOP AMERICA TOURS
Buying local is just part of what’s needed

to balance Downtown’s economic equation.
Internationally known as a premier shop-
ping and dining destination, Downtown
shops and restaurants depend heavily on
tourism to keep their doors open. 

To keep the visitors coming back and to
encourage new ones, the Bayside District
Corporation has teamed up with Shop
America Alliance – an exclusive travel
trade association that promotes hun-
dreds of top shopping centers, outlets,
retailers, museum stores and shopping
destinations to wholesale operators.

“Downtown Santa Monica has become
a member this year to draw more atten-
tion and visitors to our area,” said Debbie
Lee, marketing director for the Bayside
District Corporation.

The association’s tour division, Shop
America Tours, currently offers some 180
tour packages in 40 cities throughout the
country, including nearby tours at the
Getty Center, Beverly Center, Huntington
Gardens and Old Town Pasadena.
Through the recent partnership with the
Bayside, Downtown Santa Monica should
soon be added to that list. Many of the
tour packages cost less than $150. 

“Shopping, dining and cultural travel
are the top tourism activities in America,”
said Rosemary McCormick, president of
Shop America Alliance. “Shop America
Tours and CultureToursAndMore provide
unique and appealing shopping, dining
and cultural experiences that guests
enjoy at value prices.” 

To date, Shop America has sold more
than 30,000 tour packages, half of them
internationally, according to the associa-
tion. Tours are offered in English, Spanish
and in Japanese.

The tours are sold through tour
operators, hotels and travel partners
including DiscoverAmerica.com, Expedia,
Orbitz, Priceline, Marriot Hotels,
VisitCalifornia.com and directly to con-
sumers at ShopAmericaTours.com.

BAYSIDE MARKETING COMMITTEE
Overseeing a long-range approach in

promoting the Downtown economy is the
job of the Bayside Marketing Committee.

In the coming months, the committee –
made up of Bayside board members
Barbara Bryan, Todd Flora, Rob Rader,
Carleen Robison, Barbara Tenzer and
Kelley Wallace – is set to share ideas and
seek out advice from marketing profes-
sionals about “re-branding” the entire
Downtown area.

And although a dollar amount hasn’t
been set yet, committee members are
expecting to get a substantially larger
piece of the budget this time to make
sure the new message and strategies
reach a receptive public.

“Marketing sounds like such a cold
word,” but its purpose is simply “to
inform people about what’s new and
exciting,” said Bryan, who owns the
Interactive Café at 215 Broadway.

Downtown Santa Monica offers some
unique values and experiences, she said,
adding that the committee’s job is to
communicate those values to prospective
customers throughout the region and the
world. “They won’t know unless we tell
them,” she said.

Other committee members stress the
need to build on the Bayside’s past suc-
cess. “Downtown Santa Monica is a very
strong brand and our work is to reinforce
that brand,” said Flora, a manager of
Corporate Citizenship at IBM Corporation. 

Given the state of the current economy,
Flora and other committee members
think the anticipated boost in marketing
dollars is coming at the right time. 

“I think we deserve (more funding),
because we’ve done a great job with
marketing,” said Rader, a Santa Monican. 

The Bayside District Corporation's participation in
Shop America should increase Downtown Santa
Monica's tourism. Photo provided by BDC. 
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Bryan summed up the committee’s
work. “Everything needs to market
itself,” she said. “It’s the only way you
know what’s going on.”

HELPING NEIGHBORS
While Bayside officials move forward

with marketing plans, local businesses
are teaming up to support each other
through creative marketing techniques
all their own.

Helping one’s neighbor takes place
daily in an historic art deco building on
Fourth Street near Broadway, where
several of Downtown’s small businesses
frequently refer their customers to each
other. That’s where you’ll find Jolene
Reynolds, co-owner of Dellarobbia florist.

"A lot of businesses have been here for
a long time,” Reynolds said. “We work
together as one networking group.”

Reynolds said her flower shop typically
doesn’t get a lot of walk-in customers –
most of her sales are to businesses that
phone their orders in. “We work a lot with
local hotels,” she said.

But those who do come into Reynolds’
shop are often sent there by other busi-
nesses in her building, she said. That’s
because she helps brighten her neighbor’s
shops with fresh floral arrangements.

“Their customers see them, and they
come into our shop, or we direct our
customers to them,” Reynolds said. “The
bridal salon (Hannah Hartnell Studio)
sends their customers to us. So does the
hair salon (Hair Designers Studio).”

For Reynold’s neighbor, Hanna
Hartnell, it’s vital that local business do
what they can to help each other.

“Networking is key at this time,”
Hartnell said. “When someone comes
into my shop to get a bridal gown, I drag
them over there to get flowers, and they
reciprocate.”

In addition to sending business to the
flower shop, Hartnell refers dance-chal-
lenged wedding parties to the Dance
Doctor studio for lessons. If clients are
looking for lunch, she tells them about
local restaurants including Border Grill
and Sushi Roll House. 

She also sends customers to Exhale
spa, and wedding parties to Anissette

Brasserie – which she says is the perfect
place for a wedding rehearsal dinner. 

At Dellarobbia, Reynolds supports the
local economy by buying regionally-
grown flowers at the Downtown farmers
market. In keeping with sustainable prac-
tices, she recycles all her shop’s green
waste, which the City turns into mulch.
And she further helps the community by
spending a portion of her business’s
advertising budget to support Step Up on
Second and the Ocean Park Community
Center (OPCC), two local social service
agencies that help the homeless.

“We have a really good response to that
because the local people see we support
the local charities," Reynolds said.

CREATING FRESHNESS
The Kutting Room on 2nd Street is all

about hair – and art and, sometimes,
music. That’s because the Kutting Room
is a hair salon that doubles as an art
gallery and occasionally as a concert
venue.

“Everybody is like an artist,” said salon
owner Jane Suh, “whether they showcase
their talents or showcase their looks.”

Every two months, the salon hosts an
art opening when new works go up on
the walls. Past exhibitions include works
by urban artist Blaine Fontana and
mixed-media experimentalist Ryan Miller.

In addition, the Kutting Room sells
unique items on consignment from bou-
tique fashion designers, and allows local
bands to perform. 

“I love introducing new people, new
talents,” Suh said. “It creates acknowledge-
ment of the salon, it creates networking,
and it creates freshness.”

The result is a loyal clientele of cre-
ative people who come together to
exchange ideas, teach and learn from
each other – and get a good hair style.

A few blocks away on Santa Monica
Boulevard, Three Dog Bakery keeps its
canine customers loyal by pleasing dogs
with discriminating palettes, keeping
prices low and putting on several special
in-store events, said the shop’s owners
Hannah and Rocky Keever.

Each month, Three Dog Bakery puts on
“yappy hours” and “cockertail mixers,”

Three Dog Bakery regularly holds “Yappy Hours” 
and “Paw-ties.” Photo provided by Three Dog Bakery.

“Marketing is one of the core functions
of the District, and it’s one of the things I
think we’ve done best,” Rader said. 

But past budget constraints haven’t
made it easy, he added. “Our entire budget
for the holidays, the big shopping centers
would spend that much in a week.” With
resources spread thin, the committee in
the past has had to pick and choose a few
areas to focus on, he added.

“We were reactive, and we did a great
job at being reactive. We pulled off some
great victories, like ICE (at Santa Monica),”
said Rader, referring to the outdoor skat-
ing rink open during the holidays.

Now it’s time to “take a breath and be
more thoughtful about how we see our-
selves in this competitive environment,”
he said. “I’m very interested in making
sure we promote the district as a whole.”

That means taking a “much more unified,
comprehensive approach,” Rader said.
That could include more cooperative
advertising to make buying ad space
affordable for more small businesses,
promoting partnerships with hotels on
Ocean Avenue and other businesses
recently incorporated into the District,
and making sure people know that
Downtown doesn’t stop at Fourth Street. 

Flora would also like to see improved
signage, colorful messages in the parking
structures and banners that will “give
folks that sense of presence, that even
when they’re on Sixth street or Seventh
street, that they’re still in Downtown
Santa Monica.” 
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giving its patrons a chance to socialize
while sampling appetizers, or “yappetizers,”
depending on the species. Past mixers
include a Valentines Day dance and a
“Luck of the Irish Setter” celebration of
St. Patrick’s Day. 

“All of our events are free,” Hannah
said. “It’s an opportunity to have a fun,
free night out with your dog.”

The events “make it exciting for people
to keep coming back.” she said. “It’s really
important, especially right now. There is
not a lot of traffic, and the economy is tight.
So we want to do things to get people to
visit our stores again.”

In another example of Downtown

neighbors helping each other, the dog-
gie bakery teams up with other local
businesses. The Keevers are presently
working with Lululemon – a nearby store
that specializes in yoga apparel – to put
on a yoga event called “Poses and Paws.”
Ever see a dog meditate?

“It’s really great that in Santa Monica,
local businesses want to team up,”
Keever said. “It’s definitely a great place
to have a small business.”

BUSINESS NO NOS
Of course, there are some things you

can’t do to promote your business. You
can’t block foot traffic on the Promenade
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For more about Downtown...

downtownsm.com

For more news... 
surfsantamonica.com

economy as well as your appetite every
night from 10 p.m. until closing. A special
menu and reduced drinks are offered
every night.

Border Grill 
1445 4th St., 310.451.1655
Don’t wait until Happy Hour to get a deal.
Border Grill offers a $10 Quick Lunch at
the bar or to go. The menu changes daily,
but all lunches include a green corn
tamale appetizer and your choice of ice
tea or soda. Border Grill also offers a
Happy Hour featuring $4 drinks and $3
tacos Monday through Friday from 4 to 7
p.m. and Friday and Saturday after 10 p.m.

Fig at 5
Fairmont Miramar Hotel
101 Wilshire Blvd., 310.319-3111
Open since March 3, the Fig offers a $5
Happy Hour between 5 and 6 p.m. You
have a choice of one of five different wines,
a different selection of cheeses or a
choice of the following appetizers – rabbit
and pistachio terrine, pork rilette with
grilled baguette and beef tongue with
tomatillos and radish. 

Wokcano
1413 5th St., 310.458.3080
Wokcano offers reduced prices for items
on their menu from 11 a.m. to 3 p.m. and
kicks in a complimentary steamed rice
and house salad. On Monday through
Friday the Happy Hour from 4 to 7 p.m.
features half off on all draft beers and
well drinks, while house wines are $5 a

glass. Happy Hour appetizers range from
$3 to $6, about half the regular price, and
all sushi and sashimi is $3 for two pieces
or $4 for four standard sushi rolls.

Copa de Oro
217 Broadway, 310.576.3030
A cocktail lounge, Copa de Oro does not
serve meals, but it does have a Happy
Hour from 5 to 8 p.m. Monday through
Saturday that features $5 drinks from a
special list. You can accompany your
drink with grilled panini for $4 and $6.

Riva
312 Wilshire Blvd., 310.451.7482
In addition to Happy Hour from 5 to 6:30
p.m. everyday and 5 to 6 p.m. Friday and
Saturday. Riva also offers a "bar bailout"
that includes $4 cocktails and wine, $3
beers, and appetizers to stimulate the

Get Happy
Some Downtown restaurants are relying on a more traditional method of drumming up business during
hard times – they’re offering sales and specials. So if you want to grab an inexpensive meal, here are a
few choice deals:

– or anywhere else for that matter. You
can’t host large events that exceed your
building’s capacity or interfere with your
neighbors. And you must follow the City’s
signage ordinance and other regulations.
That means no balloon signs, no sandwich
signs, no unapproved banners and no
signs that make noise or talk to you.
When in doubt, check www.smgov.net to
find the Municipal Code Article 9.52.150
or call Events and Filming Coordinator
Kelly Boulware at the Bayside District
Corporation, 310.393.8355.






