
This report includes key findings from the Hollywood 
Community Studio’s (HCS) third survey of small 
businesses in Central Hollywood. HCS divided the large 
1,100-acre study area into three more manageable 
areas, with Central Hollywood East, reported on here, 
being the last area surveyed. During the summer of 
2011, HCS surveyed 55 businesses with 20 or fewer 
employees in this area in an attempt to learn about 
their economic stability and how they feel about 
being located in Hollywood. In addition to this, survey 
objectives included the following: 

• Gather demographic, economic, and social data;
• Evaluate the impact of redevelopment projects on 

small businesses;
• Assess how geography, proximity to amenities, and 

neighborhood characteristics influence opinions 
about neighborhoods; and 

• Track change over time.

The survey asks business owners questions about day-
to-day operations, employees and clients, financial 
stability, and whether or not available neighborhood 
services meet the needs of the small business community. 

Central Hollywood East, shown in detail above, is home 
to almost 13,000 residents. Ninety percent are renters 
and 35 percent are aged 24 or younger.1  In addition, 58 
percent of residents are foreign-born, while 24 percent 
live below the federal poverty line.2 

1 U.S. Census Bureau, Census 2010 Summary File 1.  ESRI Business Analyst using 
imported shapefile of study area. 
2 American Community Survey 5-year Estimates, 2005-2009, by Census Tract. 
HealthyCity.org, 11 Jan 2012.
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Types of Businesses Surveyed

Small businesses in Central Hollywood East 
cater to locals, not tourists.

Small businesses in Central Hollywood East predomi-
nantly serve residents. Rather than souvenir shops or 
other tourist-oriented businesses, this part of Holly-
wood is marked by a predominance of hair salons, 
auto body shops, and other types of businesses that 
meet the needs of local residents. Amongst those that 
we surveyed were a dress store that specializes in 
quinceañera gowns, tax preparation services, taco    
restaurants, two medical marijuana dispensaries (in-
cluded at right as part of the “Beauty and Health” 
category), and mobile phone stores. 

Small Business Survey Results
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Photos of area small businesses: HCS staff



There’s an almost even mix be-
tween businesses that have opened 
up recently and those that have a 
longer presence in the area. Almost 
a third of the small businesses in this 
area have been in business for over 
ten years. At the same time, about 
the same proportion of respondents 
have been in business for less than 
three years.  

Many businesses in the area pay 
lower rents relative to other ar-
eas of Hollywood with higher foot 
traffic. Over 80 percent of busi-
nesses surveyed pay less than $3 
per square foot for rent, with 48 
percent paying between $2-$3 
per square foot. A mere 4 percent 
of respondents indicated that they 
pay more than $4 per square foot.

Businesses overwhelmingly rent their 
spaces and have short-term leases. 
Of those businesses that rent, 47 
percent have less than three years 
left on their lease. About a quar-
ter have three to five years left, 
while slightly more than a quarter 
of businesses have more than five 
years left on their lease.

Small businesses in Hollywood reflect the ethnic diversity of the 
area.  Almost 60 percent of owners speak a language other 
than English with their customers, while almost half speak mul-
tiple languages with their employees. Although English and         
Spanish are the primary languages spoken by owners in the 
area, owners reported speaking an array of languages, includ-
ing Arabic, Armenian, French, Russian, and Turkish.

Employee turnover rates among the 
businesses included in the survey 
are fairly evenly distributed across 
years. A quarter of businesses keep 
their employees between five to 
ten years, while about 23 percent     
report keeping them for less than 
one. Only about 10 percent en-
joy a longer tenure of 10 or more 
years from their employees.

Length of time in business Rent per square footOwn or lease?

Employee turnover

Characterizing small business in Central Hollywood East

Employees Customers

Languages spoken with employees and customers
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How do small business owners see their neighborhood changing?

“What are the problems facing your business?”

“What physical changes would improve the environment 
right outside your business?”

When considering the immediate physical environment surrounding their small business, respondents 
overwhelmingly feel cleaner sidewalks are a priority. Other physical improvements were considered by 
respondents, but the clear desire for cleaner sidewalks indicate a smart choice for the city and the Busi-
ness Improvement Districts to invest in to support the small business community.
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Winter/Spring 2012

* Wrap up final activities and 
present findings for 3-year 

Hollywood project

* Present a session at the 
national American Planning 

Association conference entitled 
“Re-Imagining Hollywood,” 

April 14-19 in L.A.
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As a community resource, HCS is happy to share data 
that may help you with grants, school projects or 
empowering the community. Let know how we can help! 
Please contact  info@hollywoodcommunitystudio.org. 
This and all other HCS reports can be found online at 
www.hollywoodcommunitystudio.org/publications.  
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The Hollywood Community Studio (HCS), a project of the Los Angeles Community 
Studio, is a community-based research and resource center that tracks the 
physical and social changes taking place in Hollywood. The Los Angeles 
Community Studio is a project of Community Partners®. For more information 
please visit our website at www.hollywoodcommunitystudio.org.

ABOUT THE HOLLYWOOD COMMUNITY STUDIO

Business Planning

Varying levels of business preparation and access 
to capital could be directly related to the recession 
and the owner’s confidence or knowledge of what’s 
available. Encouragingly, over half (58%) of the 
businesses we surveyed have a plan for the future. 
A similar percentage (47%) also research their 
industry and market on a regular basis. For these 
businesses, planning means investigating buying trends, 
competitors’ prices, supplies, customer demographics 
and, to a lesser degree, local development and 
regulations. 

“Are you planning 
on making additional 
investment in your 

business?”

“How far into the future do you plan?”
Although only a quarter have applied for a traditional 
bank loan, over half have access to credit – mainly 
in the form of private loans, credit cards, or savings.  
Over a third of businesses plan to invest in renovations, 
expansion, or marketing to maintain competitiveness.  
Most alarming is the lack of knowledge about business 
assistance programs.  Less than 10 percent – or just 
5 businesses – are aware of business assistance 
programs. The most familiar are those offered by the 
Smass Business Association or trade associations rather 
than services provided by local agencies. 

4


