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Shutdown Corner 
Street artists and food vendors who work near the Embarcadero are out of business for a few weeks thanks to the 
Super Bowl.

By Chris Roberts

For some of San Francisco’s 
working artists — the creative types 
without public commissions who prefer 
slinging T-shirts and inoffensive kitsch 
to tourists over starving — Super Bowl 
50 has become a civic holiday, albeit un-
planned and unpaid.

More than 130 holders of city Arts 
Commission-issued Street Artist Li-
censes set up shop on Justin Herman 
Plaza near the Embarcadero, some-
times every day of the week. On Jan. 4, 
the Arts Commission informed them 
they had to pack up on Jan. 18 and 
make way for the “Super Bowl City” 
fan village, which is to occupy their 
erstwhile sales fl oors until Sunday, 
Feb. 14, a week after the big game.

 “It’s basically three weeks of lost 
revenue,” says vendor Michael 
X. Trachiotis, who has 
waged a vocal public cam-
paign to raise awareness 
of the plight of the artists, 
many of whom he says are 
lucky to earn $100 a day.

Joining them on the 
sidelines are a handful of 
food cart vendors, who 
were told by their city 
overseers, the Department 
of Public Works, that they 
too have to move — but 
at least the artists had 
some warning. 

“On the 19th [of 
January], I got a call to 
move by the 23rd,” said 

Stan Roth, proprietor of the epon-
ymous Stanley’s Steamers hot dog 
carts and the owner of a cart that sells 
Indian dosas near Market and Drumm 
streets. 

“You can’t give somebody three 
days’ notice to tell them they’re going 
to be out of business for a month.”

Except you can. For the food sellers, 
a DPW spokeswoman said that the 
notice to relocate was issued as soon 
as Super Bowl City event promoters 
told the city they needed the space for 
loading and unloading.

In the case of the artists, offi  cials 
with the Arts Commission say the fi rst 
warning to move was made at a public 
meeting in November (although no 

offi  cial notice to vacate came 
until the Jan. 4 entreaty). 

Whatever the rea-
son, no compensation 

for the lost 
business is 

available — neither to artists nor food 
sellers — from the NFL, the Super 
Bowl Host Committee, or from the 
city. (Ten artist stalls will be allowed 
to set up between � ird and Fourth 
streets, and some food carts will be 
given new locations, but both classes 
of merchant say the short notice will 
hurt business.) � is is in part because 
“there is no precedent for compensa-
tion” for a shutdown caused by a large 
“public event” like Pride, according to 
Kate Patterson-Murphy, a spokeswom-
an for the Arts Commission.

But that’s not entirely true. When 
a fi lm production — be it television, 
commercial, or Hollywood — shuts 
down a public street, the fi lm-
ing company has to compen-
sate the merchants whose 
businesses are harmed. 

Patterson says a “free event” like 
Super Bowl City is “no comparison” to 
the shutdown of a public street — and 
that some artists, including members 
of the Arts Commission, are getting 
hooked up by the Super Bowl: they’re 
getting paid to play some of the free 
concerts. 

Why can’t the NFL or the Super 
Bowl Host Committee, which is fa-
mously raising $50 million for charity, 
cover the artists’ spread? 

Probably for the same reason 
why it’s not covering San Francis-
co’s $5-million-and-growing bill for 
hosting the big game: It could, but it 
doesn’t have to.

SUCKA FREE CITYNEWS Friendly Fire
Mayor Lee wants guns 
with a conscience. 

When you think of socially 
responsible products, you think of Fair 
Trade coffee or solar panels. Now, 
Mayor Ed Lee wants to add guns to that 
list.

On Jan. 20, Lee issued an exec-
utive directive ordering city cops to 
buy fi rearms and ammunition only 
from “socially responsible” arms man-
ufacturers. He also asked the Offi  ce of 
Contract Administration to review 
the city’s fi rearms vendors to “iden-
tify opportunities for more socially 
responsible procurement practices.”

� e mayor’s criteria for social 
responsibility are vague (and his 
offi  ce didn’t respond to a request for 
details by press deadline), although 
he values companies that cooper-
ate with law enforcement, educate 
buyers on gun safety, and keep clear 
inventory records.

Jersey City, N.J., issued a similar 
order in 2014, and in 2000, New 
York State sought to codify a “code 
of conduct” for gun manufacturers 
doing business with local govern-
ments. Gun companies and the Na-
tional Shooting Sports Foundation 
successfully sued to nix that mea-
sure, and say Lee’s effort is similarly 
doomed.

“This recycled gun control tactic 
failed utterly when tried 15 years 
ago,” says Larry Keane, senior 
vice president of the NSSF. “Law 
enforcement should be free to se-
lect the firearm that best suits the 
needs of its officers.”

For the SFPD, that firearm 
is manufactured by Sig Sauer, a 
German company that’s been inves-
tigated for alleged illegal exports 
to Kazakhstan and Colombia. Of 
course, these days, Mayor Lee 
should worry less about who made 
those guns and more about how 
cops use them. JL  

The Super 
Bowl’s City 
When it comes to selling 
San Franciscans on 
the Super Bowl, it’s 
all about branding. 

By Jeremy Lybarger

A funny thing happened on 
the Super Bowl’s way to a $5.3 mil-
lion-and-counting price tag: it trans-
formed from a corporate 
extravaganza for America’s richest 
professional sports league into a 

“civic celebration.” At least, that’s 
what Mayor Ed Lee’s office now calls 
Super Bowl 50, and with the title  
comes some juicy perks.

For starters, it allows building 
owners to skirt the city’s planning 
code. Four Embarcadero Center 
and the Hilton Union Square both 
unveiled multistory Super Bowl 
banner ads last week, in apparent 
violation of the city’s ban on “gen-
eral advertising.” City planners told 
Hoodline that the Mayor’s Office ap-
proved the ads because they’re tem-
porary and because the Super Bowl 
is a “civic celebration.” (The Plan-
ning Department didn’t respond to 
SF Weekly’s repeated requests for 
comment.) 

Another perk: the city will waive 

permit fees, as it did for some of the 
garish Super Bowl 50 statues cur-
rently attracting selfies and anti-Ed 
Lee graffiti in Alamo Square, Civic 
Center, the Palace of Fine Arts, and 
other hotspots around town.

Supervisor Aaron Peskin, whose 
district includes Four Embarcadero 
Center, says he’s “not happy about 
[the Super Bowl ads].” And he’s not 
the only one on the board insisting 
that the city got a raw deal. 

On Tuesday, Supervisor Jane 
Kim introduced emergency legisla-
tion calling for the city to renego-
tiate its host city agreement with 
the NFL and the Super Bowl Host 
Committee, arguing that the Super 
Bowl is not a “civic celebration” like 
Pride or Bay to Breakers.

But those whose industries stand 
to profit from the big game don’t 
agree. Robert Linscheid, president 
and CEO of the San Francisco 
Chamber of Commerce, says the city 
knew from the beginning what it 
was getting into with a Super Bowl 
bid.

“We got what we asked for,” he 
says, adding that people “get heated 
because of misinformation.” The  
price tag, he says, repeating the Su-
per Bowl backers’ line, will be more 
than covered by revelers’ spending 
in hotels and restaurants. According 
to him, hotels in the city are 80 per-
cent occupied in February; this year, 
that figure will be closer to 100 
percent, and average daily rates are 
spiked because of the demand. 

“To look back on the bid now 
and complain is like playing Monday 
morning quarterback,” Linscheid 
says, excusing the pun.

Joe D’Alessandro, president and 
CEO of San Francisco Travel, has 
been to the last five Super Bowls, 
and says the way that San Francisco 
rolled out the red carpet for the 
NFL is much classier — and more 
subtle — than previous host cities.

The skyscraper ads are “decor,” 
he says, similar to the balloons or 
streamers that announce a party — 
and what is the Super Bowl except 
“a global party”?

“People complained about the 
Bay Bridge lights at first, too,” 
D’Alessandro says. “Now they’re an 
icon.”
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