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When the hot sun goes down, the haute looks come out! 

The popular fashion website, app and social media 

provocateur WHO WHAT WEAR hosts a style-centric movie 

series at The Grove.  

For three years, the multi-hyphenate brand has held its sold-

out, summer-timed “Street Style Cinema” events in The Park 

for a dress-to-impress crowd that vies to make it to the 

brand’s site and social channels for their individual looks. 

The outdoor flicks are staged stylishly with luscious rugs, 

cushions and couches to lounge on – and are 

complemented with cocktail bars and pop-up shops. 
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To promote its “Reigning Men: Fashion in Menswear” exhibit, 

The Los Angeles County Museum of Art created a “mini-me-

sized” kids fashion show at The Grove.  The “Shrink to Fit” 

show featured ten handmade costumes based on looks in 

the exhibition, created by Los Angeles-based film costume 

historian Bobi Garland and costume designer Christina 

Ingalls.  

Garland, a longtime friend of LACMA, wanted to use her 

talents to help promote “Reigning Men” to kids and families 

– and provide ideas for boys’ costumes, beyond 

superheroes and rooted in history. All of the looks were 

created from items found around the house: construction 

paper, sweatpants, a pair of Vans    and a marker.  

The day’s festivities included crafting stations, photo opps 

and more for kids and parents alike.  To top it off, The Grove 

offered complementary shuttle service to and from LACMA 

to visit the “adult-sized” exhibit.
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The only thing hotter than the days in Los Angeles are the nights 

when they come alive with the annual Summer Concert Series 

at The Grove and The Americana at Brand.  As the lights go up 

and the sun goes down, The Park sings with the sounds from 

chart-topping favorites to up-and-coming artists, from The Jonas 

Brothers and Jordin Sparks to The Mowgli’s and All Time Low. 

Musicians love the intimate connection they can make with 

fans  

in this untraditional concert venue.  Sponsors love the unique 

ability to create VIP experiences that complement mass brand 

awareness.  Consumers love the opportunity to get up-close-

and-personal with the artists who populate their playlists. 

Together, it’s perfect harmony. 
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The Brand Boulevard Block Party, presented by Capital One 

ande sponsored by UberEats, BMW and  LA 

Weekly, celebrated the latest additions to the culinary 

community - joined by local favorites – with attendees treated 

to a mouth-watering, autumn afternoon filled with live music, 

adult beverages and more. More than 500 influential food 

and beverage enthusiasts from the Greater Los Angeles area 

attended this exciting festival which included the finest fare 

from 20+ chefs and restaurants, tastings from wineries and 

local craft breweries, live entertainment and much more. 

Participants included: Bacari GDL, Bourbon Steak LA, 

Coolhaus, Duke Bakery, Epic Taco Shop, Frida Mexican 

Cuisine, Golden Road Brewing, Granville Café, Greenleaf 

Gourmet Chopshop, Hitching Post Winery, Inception Wines, 

Jeni’s Splendid Ice Creams, K Ramen Burger Beer, Lemonade, 

Mainland Poke, Momed, Philz Coffee, The Pie Hole, Lobos 

Tuck, Porto’s Bakery, Recess Eater, Shake Shack, The Tsujita 

and The Wooden Fork. 

The beneficiary for the Brand Boulevard Block Party was 

“Careers thought the Culinary Arts Program,  which 

provides scholarships, education and career opportunities in 

the culinary arts to at-risk high school students throughout the 

nation. 



Founded by the folks behind A Curious Lean, POP UP FLEA 

brought a collection of American-inspired, well-crafted goods for 

a weekend-long shopping experience. The first-of-its-kind event 

on the West Coast, after its smashing debut in SoHo, attracted a 

hipster, stylish consumer, providing him with a new perception of 

the property and its unique offerings.  

More than 50 apparel, vintage, accessories, grooming and home 

décor vendors participated, including American Rag, Broome St., 

General Store, Tittmore Industry of All Nations, Made Solid LA, 

Baxter of California and Jungmaven. Cult-cool merchants from 

near and far included Deus Ex Machina, Alex Crane, Schott, 

Tanner Goods, Upstate, Ursa Major, Corridor, Counter Space, Bison 

Made, along with trendy food merchants including  Alfred 

Coffee, Church Key and Prova Pizzeria.   

The highly successful, weekend-only event was promoted via a 

paid street marketing campaign that featured wild postings in 

more than 50 locations throughout Venice/Abbot Kinney, Los 

Feliz, Silver Lake, West Hollywood, DTLA, Echo Park, Sunset & Vine, 

Melrose/Robertson, Hollywood, Santa Monica, Marina del Rey 

and Culver City.
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The Simply Stylist fashion and beauty conference connects career-

minded fashionistas, beauty lovers and geek-chic techies together in 

a space where they can network and learn from experts in their 

field.  With conferences in LA, NYC and Chicago, The Grove has 

hosted the West Coast event for three years with a multi-day, 

ticketed experience featuring fashion and beauty tastemakers, 

stylists, designers, bloggers, editors and tech mavens including Tyra 

Banks, Allesandra Ambrosio, Joe Zee, Jamie Chung, Olivia Culpo, 

Aimee Song and Whitney Port.  Presented by Citi, it was also 

sponsored by tenants including Barneys, Topshop and Nordstrom. 

Simply Stylist also featured networking events, mixers and workshops, 

all designed to help fashionistas connect and build lasting 

relationships with other style obsessers, companies and brands.
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TOMS celebrated its 10th Anniversary and #withoutshoes 

Instagram donation call-to-action with an offline 

activation in collaboration with Nordstrom at  The 

Grove. 

The experience invited guests and social media users to 

take a picture of their bare feet and tag the photo with 

#withoutshoes.  Every photo taken resulted in a 

donation up to 100,000 pairs of shoes (first time without 

a purchase!) to children in 10 countries. 

Throughout the afternoon, guests enjoyed music, 

games, customization stations for shoes and even a VR 

experience going to Peru to witness shoes being 

donated.  
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