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BID INFO

Board of Directors:

Daniel Farasat, President
Sylvia Weintraub, Secretary
Julian Chicha, Treasurer
Pierson Blaetz, Board Member
Warren Blum, Board Member
Isack Facllon, Board Member
David Hay, Board Member

Staff:
Executive Director: Donald Duckworth
Marketing Director: Kim Sudhalter

Cleaning: Streetscape Services
Safety: Critical Solutions (CSPSG)

Meetings:

BID Board Meetings: 2nd Friday of
the month, 10am. Crime Prevention:
1st Wednesday of the month, 7pm.
Check BID website for Zoom links.

Resources:
LAPD: Taoufik Nkila, (213) 793-0708,
41123@lapd.online

BID Security Ambassador:
Please call (213) 423-8108 or email
MelroseBIDAmbassador@gmail.com

Graffiti Removal/Sidewalk Cleaning:
Contact Don Duckworth,
duckworth.donald@gmail.com

Website & Social Media:
www.melroseartsdistrict.com
FB: melroseartsdistrict

IG: melroseartsdistrict

TW: melroseartsdist
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A MELROSE CONNECTION WORTH CELEBRATING

When Nike and Shoe Palace came to Melrose with plans for a World Cup
watch party, they came to the BID first. That conversation, and the
approval that followed in partnership with Melrose Action and Council
District 5, turned into something none of them expected: a lasting gift for
a group of seniors who needed one. It is a reminder of what the BID
makes possible for this community, well beyond keeping the corridor
clean and safe.

The event took place on July 12, and the idea was simple: free food, free
drinks, and a big screen for the USA game, open to anyone in the
neighborhood. While fans a few blocks away at the Original Farmers
Market were paying $5 to watch, Melrose and Fairfax had it free, thanks
to two brands willing to invest in the community that hosts them. That
would have been a nice story on its own. But the real win came after the
final whistle.

Following the event, Nike representatives on site, Joe and Christie,
offered to donate the astroturf and 30 chairs from the pop-up to the
Fairfax Senior Citizens Center. The pop-up itself had been built out by
FreeHold Group, the retail design and production agency that has spent
years helping Nike bring activations like this one to life. The gift turned
out to be exactly what the Center needed.

Its garden, built up over the years with donations from its own seniors,
had been badly damaged in a fire, leaving scorched concrete that
pressure washing could not fully clean. Council District 5 and the LA Parks
Foundation have been working with the Center on a plan to bring the
garden back, and the donated turf became a major piece of that plan.
The Center had previously been quoted $9,000 by a neighboring vendor
to install turf in the garden, so the donation solved a real budget
problem, not just a cosmetic one.

The turf has since been installed and the new chairs put to use, and the
difference is visible. Altogether, Shoe Palace, Nike, and FreeHold Group
contributed an estimated $10,150 in donated items to the Center. Seniors
now have a garden space that can host outdoor yoga classes and
community meetings, with the new turf covering the burn marks that had
been a daily reminder of the fire.
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A MELROSE CONNECTION (cont.)

Bill Meyerchak, longtime volunteer at the Center, put it simply: “Shoe Palace really helped the Center and the
Seniors truly benefited from the donated items. It was a win-win situation that was great for the community.”

It's a reminder that the relationships built along Melrose don't stop at the sidewalk. The Los Angeles Parks
Foundation has built its own relationship with FreeHold Group, opening the door to more community dona-
tions like this one down the line.

This is the kind of outcome the BID exists to create: brands, neighbors, and local institutions connected in
ways that leave the corridor, and the community around it, better than they found it.

BLACKBOX BARBERSHOP BRINGS FIRST U.S. FLAGSHIP TO MELROSE

The Melrose Arts District is about to get a lot sharper. BLACKBOX,
the Paris-born barbershop brand backed by hip-hop icon Snoop
Dogg, opens its first U.S. flagship at 7472 Melrose Avenue in
August, 2026.

Founded in 2019, BLACKBOX has grown to thirty-five locations
across France, plus shops in Dubai and Morocco. Snoop Dogg met
the BLACKBOX team through the 2024 Paris Olympics and has since
become a partner and investor in the brand. The Melrose location
marks the brand’s first flagship in America and the first all-black
barbershop concept the brand has brought to the U.S. market, a
striking, high-end space built around BLACKBOX's signature look
and elevated service.

BLACKBOX chose Melrose deliberately. “It's a multi-ethnic location,
an arts district, and a place where people already come for their
hair,” said Orion Kalonji, GM of BLACKBOX USA, describing the
neighborhood as a natural fit for the brand’s identity and energy.

Don Duckworth, Executive Director of the Melrose Arts District BID,
welcomed the news. "BLACKBOX is exactly the caliber of business
we want on Melrose; a quality, globally recognized brand that fits the
character of our district,” Duckworth said. “We're happy they chose
Melrose for their U.S. flagship.”

Melrose marks the beginning of BLACKBOX's U.S. expansion, with
additional locations planned as the brand builds its presence across
the country.

BLACKBOX's ambitions extend beyond the barber chair. The

company is developing a retail line of clothing and cosmetics, and Black Box in Paris
plans to open its first barber academy next year, positioning Melrose

as an anchor for its broader U.S. growth.

BIDNews | Quarterly Newsletter of the Melrose Business Improvement District | ISSUE 3.0 | SUMMER 2026




	Q3 2026 Melrose Newsletter
	Pg1
	Pg2

	Pg2

