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Laguna Beach Magazine is the only magazine dedicated to the people, culture and lifestyle of Orange 
County’s most eclectic and affluent community. With engaging and award-winning editorial and photography, 

Laguna Beach Magazine is the must-read magazine for residents and visitors alike.

Laguna Beach Magazine has more than twice the circulation and readership of any magazine in Laguna, 
making it the most effective and comprehensive way for advertisers to reach this valuable market.
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unsurpassed coverage of laguna beach

READER DEMOGRAPHICS
The Laguna Beach Magazine reader tends to be:  

Confident | Experiential | Independent

Average age  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                         45

male  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                               40%

female . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                             60%

married . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                            54%

any college  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                       96%

Average home value  . . . . . . . . . . . . . . . . . . . . . . .                       $1.5 MILLION

average household income . . . . . . . . . . . . . . . . . . .                    $220,000

Home Delivery: Copies are delivered to more than 10,000 
Laguna Beach homes in the most affluent communities, including:

H  Emerald Bay 	 H  Three Arch Bay 
H  Irvine Cove 	 H  And many more

Hotel Distribution: The magazine reaches visitors to  
Laguna Beach at more than 20 hotels, including:

H  Montage Laguna Beach	 H  Surf & Sand Resort 
H  La Casa del Camino	 H  Pacific Edge Hotel 
H  Marriott Vacation Villas	 H  Hotel Laguna 	  
  		  H  And many more

Targeted Distribution: Reaching key influencers, venues 
and events, including:

H  Real estate offices 	 H  Medical offices 
H  Luxury auto dealers 	 H  Community events 
H  Art galleries 	 H  Select retailers

Newsstand: Laguna Beach Magazine is sold at select news-
stands.

paid subscriptions: Mailed directly to subscribers’ homes, 
locally and nationally.

ONLINE DISTRIBUTION & VISIBILITY: Offering  
visibility and access anytime and anywhere. Each issue of Laguna 
Beach Magazine is available on the local portals, OCinSite.com and 
lagunabeachmagazine.com, as well on our Laguna Beach Magazine 
app available for iPad and smartphones.

Circulation and Distribution
Highly targeted and effective distribution in Laguna Beach allows advertisers to reach a qualified and valuable audience of 
residents, visitors and local leaders. 

Total Copies per issue:  15,000                     Total Readership per issue:  51,000

T hey complement and enhance each 
other in all the right ways and, for 
centuries, they’ve remained com-
mitted partners—with their union 

showing no signs of weakening. Nowadays, it’s 
almost indisputable that one of the culinary 
world’s most enduring couples, wine and cheese, 
are a surefire match. Why, then, does the process 
of pairing them properly often come with unnec-
essary confusion and stress? After all, they’re 
meant to be enjoyed together, and there’s really 
no wrong way to do so. 

“There are no steadfast rules when it comes 
to pairing wine with cheese, but there are a few 
guidelines,” explains Vito Pasquale, a certified 
sommelier at Laguna’s Selanne Steak Tavern. 
Pasquale, who has spent more than 13 years 
supporting the food and beverage teams of res-
taurants and resorts up and down the Orange 
County coast, notes that when considering 
the best cheeses to pair with particular wines, 
it’s important to start at a rudimentary level. 
The more acidic the wine, the richer and more 
intense the varieties of cheeses it can handle as 
partners, he says. 

Michael Campbell, chef de cuisine at The 
Loft—the Montage Laguna Beach restaurant that 
famously plays host to its own cheese bar com-
plete with about 50 options available at any given 
time, including a rotating selection of rare variet-
ies from small domestic and international produc-
ers—agrees with Pasquale’s assessment. “Another 
important factor to consider is the texture of the 
cheese and the mouthfeel of the wine,” Campbell 
adds. “Creamy cheeses pair well with rich, soft 
wines, and salty cheeses with high-acid wines.” 

With these introductory tips stashed in our 
back pocket, we set out to glean Pasquale’s and 
Campbell’s advice for pairing cheeses with three 
types of vino—sparkling, white and red—and to 
secure their best recommendations for delight-
ing in the ultimate duo. 

Sparkling Wine
With their high levels of acidity, sparkling wines 
like Champagne serve as some of the most ver-
satile counterparts to cheeses, particularly saltier 
ones. Their signature bubbles cleanse the pal-
ate, readying it for new flavors before each bite, 
while the fats in cheeses lubricate the mouth to 
alleviate wine-induced dryness between sips. In 
fact, the symbiotic relationship between acidic 
wines and cheeses is supported by evidence 
released by researchers from Rutgers University, 
who in 2012 concluded that mouthfeel—the 
physical sensations in the mouth and on the 
tongue caused by certain flavors—is a key 

Michael Campbell, chef de cui-

sine at The Loft, recommends 

Ruinart Blanc de Blancs Cham-

pagne with double- and triple-

cream cow’s milk cheeses. 

Paired 
Pleaseto

Local experts weigh in on how to 
enhance the age-old partnership 
between wine and cheese. 
By Tess Eyrich | Photos by Jody Tiongco
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Vito Pasquale, a 

certified sommelier 

at Selanne Steak Tavern, 

suggests pairing a California 

cabernet with a local blue cheese.

determinant when it comes to successfully pair-
ing different types of foods and flavors. To get 
the most out of the pairing, consider coupling 
sparkling wines with soft, spreadable double- or 
triple-cream cow’s milk cheeses. 

“Here at The Loft, we serve Fromager d’Affinois, 
a double-cream cow’s milk cheese from the 
Rhône-Alpes [region] in France,” Campbell says 

of one of the restaurant’s selections. “In addi-
tion, we also feature a domestic alternative: a 
triple-cream cow’s milk cheese, St. Stephen from 
Four Fat Fowl in Stephentown, New York. Both 
are beautifully accented by Ruinart Blanc de 
Blancs, a particularly elegant Champagne.” The 
buttery, Brie-like consistencies of both cheeses 
work to accentuate and temper the dryness of 

62 LAGUNABEACHMAGAZINE.COM LAGUNA BEACH MAGAZINE 63

Daily morning yoga on the beach is one of Miraval 

Life in Balance Spa’s many wellness offerings.

LIFE IN 
BALANCE

HEALTH & WELLNESS

I
t’s no secret that Laguna Beach is a mecca for 
health enthusiasts. From multiple smoothie 
and juice shops to an abundance of gyms, 
vegan restaurants and free outdoor yoga, 
Lagunans have countless opportunities when 
it comes to working toward their wellness 

goals, whatever they may be. But for those who are 
truly dedicated to immersing themselves in one 
of the healthiest possible environments for mind, 
body and spirit, there’s one incomparable destina-
tion in the Southwest: Miraval Resort & Spa. 

Up until recently, the word “Miraval” evoked 
a singular image: the idyllic, world-class well-
ness destination resort tucked away in the Santa 
Catalina Mountains in Tucson, Arizona. Known 
for its “Life in Balance” philosophy and empha-
sis on living in the moment, Miraval’s innovative 
spa and wellness brand offers a diverse range of 
programs, all aimed at increasing guests’ overall 
well-being and sense of self-awareness. But today, 
the coveted Miraval getaway experience can also 
be enjoyed just steps from the Pacifi c Ocean at 
Monarch Beach Resort in Dana Point, following 
a $40 million comprehensive renovation. Miraval 
Life in Balance Spa’s newest location, a state-of-
the-art, 30,000-square-foot facility, marks both the 
brand’s fi rst hotel partnership and coastal location.

Discover endless possibilities for 
improving health and well-being 

at Monarch Beach Resort’s 
world-class Miraval spa.

By Elizabeth Nutt
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Cabo’s 
Reinvention

The premier tourist destination in Mexico has seen 
a regeneration with luxury properties and new 
culinary powerhouses.  
By Ashley Burnett

L
os Cabos allows for many choices: the 
option of soaking in the old-school 
atmosphere of San José del Cabo ver-
sus the luxe feel of Cabo San Lucas; 

traversing the stark desert landscapes dotted 
with cacti or taking a dip in the sparkling Pacific 
Ocean. And during the ride from the airport to 
my hotel, the cab driver pointed out as much 

when he asked which route I wanted to take: the 
one that winded its way past the sea, or the one 
that went through the desert sands? 

After picking the desert route, we were off to 
our destination in Cabo.

Cabo San Lucas, which has always been a hot 
spot for spring breakers and luxury-oriented 
travelers alike, is back after the devastation of 

Hurricane Odile in 2014 and better than ever, 
with properties such as The Resort at Pedregal 
rebuilding to offer new, high-end accommoda-
tions. And the area further lures visitors with 
refined menus and events centered solely around 
food and drink—and the subsequent gathering 
of chefs and sommeliers from all over the world 
in the seaside town. 

While the specter of spring break may linger—
as evidenced by the expansive Señor Frog’s res-
taurant and famed party spot at the harbor—it’s 
clear that Cabo is reinventing itself, growing in 
terms of its appeal to visitors’ discerning palates 
as well as the number of properties from which 
they may choose to stay. And, just as one can 
opt to drive by the sea or via the sand, the area 

promises more and more choices that allow your 
getaway to unfold just as you want it to. 

What’s Cooking in Cabo
One thing that hasn’t changed in Cabo is the pre-
ferred restaurants of locals and travelers in the 
know. There are plenty of standbys that visitors 
in Cabo still flock to, including The Office, which 

boasts a singular dining experience right on 
the sand, and Nick-San, which blends Mexican 
ingredients seamlessly with traditional Japanese 
fare. There’s also Edith’s, which offers steak and 
seafood prepared with locally sourced ingredi-
ents. Mi Casa, another beloved eatery, has been 
offering traditional Mexican bites for more than 
20 years, while cigar aficionados from around the 

Los Cabos’ new restaurants and luxury resorts offer 

even more ways to enjoy the picturesque locale.
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2018 Editorial Calendar & Closing Dates

In Every Issue
The Arts: The best in performing  
and visual arts 

Calendar: Key events and  
opportunities in the community

Fashion, Shopping & Retail:  
From luxury goods to local finds

Society  Coverage: From charity 
events to the best parties

Personalities & Profiles:  
Laguna Beach’s leaders and influencers

Design & Decor: From interior decor to 
outdoor entertaining 

Real Estate: The top homes on  
the market 

Restaurants & Cuisine: From dining 
trends to new restaurants

Health, Beauty & Wellness: From  
the great outdoors to fitness 

Issue	E dit and features	A dvertising Sections	 space CLOSE & 	 on sale
								       MATERIALS DUE 	DATE

January/February 	 H Health and Wellness Issue	 H Chef Profiles	 Jan. 12		  Jan. 26	
	 H Fashion: Jewelry	 H Wedding Guide 
	 H Travel: OC Staycation

March 	 H Eat & Drink Issue	 	H Best Happy Hours	 Feb. 23	                          March 9	
	 H Travel: Palm Springs	  
	
April/May 	 H The Men’s Issue	 	H Fitness Directory	 April 6		A  pril 20
	 H Fashion: Menswear
	 H Travel: Hawaii 
	
June 	 H Arts Special Section	 H Gallery Showcase	 May 25		  June 8	
	 H Summer Festivals 
	 H Travel: Glamping

July/August 	 H Sun & Surf Issue	 H Beach Rental Guide	 July 6		  July 20	
	 H Fashion: Swimwear	
	 H Travel: Aspen

September 	 H The Fashion Issue	 H Boutique Profiles	 Aug. 17		  Aug. 31	
	 H Fashion: Fall Fashion
	 H Travel: Napa Wineries
	
October/November 	 H Home & Design Issue	 H Interior Design Guide                Sept. 28		  Oct. 12	
		  H Travel: Cabo	
	
December	 H Laguna’s Most Influential	 H Snow Seekers Guide	 Nov. 16		  Nov. 30	
	 H Travel: Ski Resorts
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Combo  
(advertise in both Laguna Beach and Newport Beach magazines  
and get a 5% discount)

All rates are NET 

	Nonprofit organizations: Entitled to a 50% discount from open rates

Guaranteed position: Available for a 10% surcharge 

Ad design available: $150 minimum; additional hours at $150/hour 

Early pay discount:	 5% for prepayment of season at first ad

SIZE	 1x	 2x	 4x	 8X

Full Page 	 $2,090	 $1,780	 $1,520	 $1,200

2/3-Page 	 $1,675	 $1,415	 $1,150	 $900

1/2-Page 	 $1,360	 $1,150	 $950	 $740

1/3-Page	 $850	 $710	 $575	 $450

1/6-Page	 $520	 $450	 $370	 $290

				  

Real Estate Section (Full Page)     $950			 

Artist and Galleries/Dining Guide (1/6 Page)	  

1X  $420      2X  $360      4X  $300

	

				  

Cover Positions	P er issue  
Cover 2 Spread	 $5,225			 

Cover 3	 $2,500			 

Magazine

2018 Advertising Rates
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spread Trim: 18” X 10.875”
BLEED: 18.25” x 11.125”
LIve area: 17.5” X 10.375”

Ad Dimensions: All live matter must be at least 0.25 (1/4”) from the 
trim and a minimum of 0.125 (1/8”) bleed added to all sides.

NOTE: All live matter must be at least 1/4” from the TRIM of the magazine. 
The bleed size listed above is the page trim size with 1/8” minimum bleed 
added to all sides. It is not the trim size. Make sure that copy does not run 
into the gutter on two-page spread ads.

Prepress Guidelines: Laguna Beach Magazine is a Macintosh 
format Computer to Plate (CTP) environment, AdobeInDesign is the 
primary page layout program used. PDF/X1-a and Macintosh formatted 
InDesign documents are the preferred material formats. Your files will 
pass through a preflight operation to confirm all elements are present 
and correct. If there are problems, we will contact you and work to 
resolve them (with applicable charges). To minimize problems, please 
read and follow the guidelines below.

Digital file requirements: We accept the following native file 
formats: Adobe InDesign (preferred) *Adobe Photoshop and *Adobe 
Illustrator. You must package or collect all support files including fonts. 
Do not apply style attributes to fonts. Use only standard Adobe fonts 
in PC-created documents. Convert all PMS spot colors used in any 
application to CMYK.

Images: All images must be submitted (grayscale or CMYK) as native 
Photoshop PSD, EPS or TIF at 300 dpi. (Images supplied at lower resolution 
will result in an inferior print quality that will not be the publisher’s 
responsibility.) Any images supplied as RGB, index, lab or containing color 

profiles will be converted to CMYK, which may result in an undesirable 
color shift. We can’t be responsible for files supplied in formats other than 
CMYK. Scaling, rotating or other image manipulation must be done prior to 
placement in the page layout program.

PDFs: PDF x1a files are acceptable only if they meet size, color and 
resolution requirements as detailed in the Images section above.

Proofs: For color-sensitive materials, a proof created to SWOP 
specifications is required. Ink jet and laser prints are acceptable for 
content only. We will not be responsible for color shifts on press if no 
approved color proof has been supplied.

FTP Site Information email or call: 
tina@firebrandmediainc.com, 949-715-4100

AD SUBMISSION: Please send or email materials and direct questions 
to the following:

Laguna Beach Magazine c/o Firebrand Media, LLC 
Attn: Tina Leydecker 
580 Broadway St. #301, Laguna Beach, CA 92651 
Phone: 949-715-4100  
Fax: 949-715-4106 
tina@firebrandmediainc.com

full Page
Trim: 
9” X 10.875”
BLEED: 
9.25” x 11.125”
Live AREA:
8.325” X 10.25”

2/3 vert.
Trim:
5.25” X 9.875”

1/2 Page
Trim:
8” X 4.875”

1/3 square
Trim:
5.25” X 4.875”

1/3 vert.
Trim:
2.5” X 9.875”

1/6 Page
Trim:
2.5” X 4.875”
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ADVERTISING SPECIFICATIONS
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This publication prints computer-to-plate.  

Printing Web offset  

Binding Perfect bound 

Trim Size 9” width x 10.875” depth  

Line Screen / Density 150 line / 300% maximum density



h Montage Magazine: The in-room publication for Montage Hotels & Resorts

h Bespoke Concierge Magazine: A regional luxury travel publication distributed at the top hotel concierge  
     desks in major cities

h Sea Island Life magazine: The official publication for Sea Island Resort and residences

h Newport Beach Country Club Magazine: Official NBCC magazine for members and guests

h Omni Escapes magazine: The in-room publication for Omni Hotels & Resorts

h Pacific Coast magazine: California Iconic lifestyle magazine

h Salamander magazine: The in-room publication for Salamander Hotels & Resorts

h Monarch Beach Resort Moments magazine: The in-room publication for Monarch Beach Resort

h Laguna Beach Magazine: An award-winning city publication for Laguna Beach, California

h Newport Beach Magazine: An award-winning city publication for Newport Beach, California

h OCinSite.com: A coastal Orange County lifestyle portal

h Newport Beach Independent: The weekly newspaper of choice for Newport Beach

h laguna Beach Independent: The weekly newspaper of choice for Laguna Beach

h Coastal Real Estate Guide: Reaches more than 80,000 affluent readers in Laguna and Newport

For more information, contact your Firebrand Media representative  
or Steve Zepezauer, CEO & Executive Publisher 

(steve@firebrandmediainc.com).

 
Visit us online at firebrandmediainc.com

LUXURY HOTEL PUBLICATIONS

REGIONAL LIFESTYLE PUBLICATIONS

online at newportbeachindy.com  “For Locals, by Locals”  October 7, 2016 | Volume VII, Issue 40
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PAGE 5 | Home & Garden

Roger’s Gardens 
Hosts a Spooky 
Halloween Boutique 

PAGE 15 | Biz Buzz

Irvine Company 
Named California 
Energy Champion 

PAGE 12 | Stepping Out

Pelican Hill Chefs 
Create a Festive 
Menu for “Festa”

By NB Indy Staff
A Newport Beach man was arraigned 

last week for posing as a fire marshal 
and charging small businesses for fraud-
ulent inspections. 

Brian Lee Carsten, 36, is accused 
of entering several businesses while 
wearing a uniform and posing as a fire 
marshal, and conducting and charging 
for fraudulent inspections, the Orange 
County District Attorney’s office ex-
plained in a statement. 

Over the past month, Carsten alleg-
edly did this several times, extorting 
$209 from each business. He provided 
fake invoices using forged Cal-Fire 
letterhead and logos, according to the 
OCDA.

Among the victims, are Beach Auto 
Sound in Huntington Beach, State 
College Distributors in Anaheim, and 
Newport Awning and Imperial Auto 
Service, both in Santa Ana.

On Sept. 23, Carsten is accused of 
possessing two firearms in violation of a 
domestic violence protective order from 
Los Angeles. Carsten was arrested by 
Anaheim Police Department.

He charged with four felony counts 
of second degree burglary, four felony 
counts of extortion by force or threat, 
four felony counts of forgery of an of-
ficial seal, four misdemeanor counts of 
fraudulently personating fire person-
nel, and two misdemeanor counts of 
possession of a firearm in violation of a 
protective order. 

If convicted, he faces a maximum 
sentence of 11 years and eight months 
in state prison. FORUM DEBATE Page 14 CANDIDATE FORUM Page 14

Newport Man 
Arraigned for 
Posing as Fire 

Marshal

Council Candidates Spar 
at Marina Park Meeting

Merits of 
Forums Debated
by City Council   By Sara Hall | NB Indy  

As the 2016 political season nears 
the final stretch, the Newport Beach 
City Council candidates are wrapping 
up the last few forums, including a 
community meeting held at Marina 
Park Wednesday. 

The Central Newport Beach 
Community Association hosted the 
discussion panel, which was a good 
culmination of the previous forums, 
hitting several hot topics, asking a few 
insightful questions, and providing an 
introduction of each candidate. 

Former Newport Beach Indy pub-
lisher Tom Johnson moderated the 
event. 

The participating candidates in-
cluded: Brad Avery for District 2; Mike 
Glenn and Jeff Herdman for District 5; 
and Fred Ameri, Phil Greer, and Will 
O’Neill for District 7.

Lee Lowrey missed the forum 
because his wife gave birth Wednesday 
morning, Johnson and O’Neill ex-
plained. Shelley Henderson, a candi-
date  for District 2, was also absent. 

The Resort at Pelican Hill holds its annual Festa dell’Autunno this weekend. See the Off the Menu column on page 12 for details.

By Sara Hall | NB Indy  
The current Newport Beach City 

Council debated last week whether or 
not future Council candidate forums 
should be broadcast on the city’s televi-
sion channel.

Council voted 6-1 to continue an 
item that aimed to create a policy to 
regulate City Council candidate forums 
held at city facilities and/or filmed for 
broadcast on the city’s government ac-

NBindy_10-7-16_Front_t.indd   1 10/6/16   3:39 PM
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PAGE 6 | CRIER

Rotary Shows 
Off Motor Spirit

PAGE 10 | A&E

Festival’s Adds a 
Contemporary Work 
to its Collection  

PAGE 18 | SPORTS

Tartans Run past 
Laguna 35-14

Jennifer Erickson | LB Indy
Even as Laguna Beach County Water 

District prepares to raise rates over the 
next five years to pay for the escalating 
cost of supplying local customers with 
1.5 billion gallons of imported water 
annually, local resident Michael Beanan 
sees a solution in what he describes as a 
“goldmine”: 4 billion gallons of treated 
sewage that spews into the Pacific Ocean 
from an outfall pipe off Laguna’s coast 
each year.

Unlike the alchemists who never 
succeeded in turning base metals 
into gold, modern scientists have 
transformed wastewater into drinking 
water, which might as well be liquid gold 
given its increasing scarcity in drought-
stricken California. 

But that transformation is extremely 
costly and so far seems to be an 
undertaking of only huge water districts. 

Currently seven projects in the state 
are permitted to perform this modern-
day miracle of expanding groundwater 
supplies with water purified by state-
of-the art treatment plants, including 
Orange County Water District, which 
supplies water to 20 northern and 
central Orange County cities and water 
agencies. The city of San Diego has also 
recently completed a demonstration 
water purification project that, if 
eventually approved full-scale, would 
be the first in the state permitted to 
supplement a surface water supply, the 
San Vincente Reservoir, with treated 
water.
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A Drought of Solutions 
for Drawing More Water

By Jennifer Erickson | LB Indy
“Is this a three-ring circus I’m in, or 

what?” asked incumbent City Council 
candidate Kelly Boyd about midway 
through a boisterous debate hosted by 
Firebrand Media, owner of the Indy, 
Tuesday night at City Hall.

Firebrand owner Allan Simon fired 
provocative questions at the seven 
candidates vying for three City Council 
seats in the Nov. 4 election. Though he 
outlined a format for questions, answers 
and rebuttals in advance, Simon reserved 
the right to change things up as he saw 
fit.

The circus analogy rang true at times 
during the somewhat unorthodox 
debate as candidates alternately 

‘Diploma’ 
Raises 
Questions Anew 
Over Candidate
By Andrea Adelson | LB Indy

Embattled Laguna Beach City 
Council candidate Jon Madison, whose 
academic and professional claims 
cannot be independently verified, 
this week went on the offensive and 
produced one of two college diplomas 
that he says demonstrate the veracity of 
his resume.

Even so, the authenticity of the 
document Madison produced only 
raised more skepticism. The Cornell 
University diploma purporting to grant 
Jon Jay Joseph V. Madison a Ph.D. in 
horticulture on May 26, 1979, does 
not appear to bear the signature of 
Frank H.T. Rhodes, who was Cornell’s 
president in that year, nor that of David 
L. Call, who was dean of the College of 
Agriculture and Life Sciences in 1979. 

Graduation that year actually 
occurred on May 28, according to the 
May 23, 1979, edition of the Cornell 
Daily Sun, Ithaca’s daily newspaper. 

And in 1979 the university discipline 
was known as the Department of 
Vegetable Crops, a precursor to the 
Department of Horticulture, according 
to citations in the 1979 scientific journal 
Horticultural Reviews and the university 
publication Cornell Chronicle and 
website Cornell Plantations.

Cornell’s registrar has no record 
of Jon Jay Joseph Madison attending 
the university, Cornell spokesman Joe 
Schwartz confirmed again Tuesday, Sept. 
30, reiterating a similar query made by 
the Indy on Sept. 8 of a slightly different 
name, Jon Jay Madison.  

In the statement released to 
supporters this week, Madison conceded 
he did not take the California State Bar 
exam and thus cannot properly describe 
himself as a lawyer, a claim he made in a 
sworn 2012 application for appointment 

DEBATE, page 32WATER, pages 28MADISON, page 29

Debate Elicits 
Sparks From 
Candidates

Longtime Laguna Beach resident Chad Nelsen grabs the top rail at the Surfrider Foundation. Story on Page 3

LBindy_10-3_Front_Page3.indd   1 10/2/14   3:19 PM
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A one-of-a-kind oceanfront property in Lower Three Arch 
Bay enjoys panoramic white water views of Salt Creek Beach and 
the Pacifi c Ocean. It all begins with a private gate opening into 
a secluded courtyard and what is believed to be one of the fi rst 

homes built in the gated community. The house on a cul-de-sac 
lot has a very deep setback, which likely would not be duplicated 

today. The property replicates a home located on the Amalfi  
Drive in Italy and was totally remodeled in 1984 and last sold in 
1991. It has a spacious layout with a Mediterranean fl air and 67 

feet of frontage. The home is equipped with a security gate. 

Offering price: $10,000,000
Address: 11 La Senda Place, Laguna Beach

Agent info: Spyro Kemble, Surterre Properties Inc.
Direct: 949.717.7248, Cell: 949.689.8377, skemble@surterreproperties.com

FEATURED PROPERTY: LAGUNA BEACH

Secluded Home Perches 
on a Prestige Point
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ONE ON ONE WITH MATT BROWN:

From Roller Coasters to Grain Silos, He Defi es Gravity
By Gina Dostler

Embedded in the nursery tale about the three little 
pigs is a truism that informs structural home design. 
One made of straw, the other of wood and the third 
made of bricks. Whereas the brick withstood the 
forces of the windy wolf, the others came crashing 
down. Yet in an earthquake zone, toppling brick 
from a rigid structural design proves more predatory 
than the wolf at the door. It’s Matt Brown’s job as 
president and chief engineer at Newport Structural 
Design to keep structural integrity in an architect’s 
design.

Q:  This is not a career one hears of too often. 
How did you start in it?

A:  Well, like the ol’ cliché, I played with a lot of 
Legos in my childhood. Since grade school I planned 
on being an architect, chose all the elected classes 
in college and some semesters before I graduated I 
realized I might have it wrong. I wanted to design 
the structure of buildings and learned architects 
work on the aesthetics of the building. Structural 

engineers make it stand. So I added courses and 
received a bachelor of arts in civil engineering as well 
as in architecture and continued on with a master’s, 
emphasis in structural design.

Q:  Structural engineers are sort of the 
unsung heroes of incredible structures.

A:  I bet most people would not recognize the 
names of those who built the incredible buildings 
around the world, except maybe one, Gustave 
Eiffel whose name marks the tower he designed. 
No, we don’t get much recognition. We are in the 
background making structural integrity a sure thing. 
Roller coasters wouldn’t stay up if it wasn’t for us 
and what fun would that be?

Q:  You and gravity are friends then, right?
A:  Gravity is an adversary that brings out the 

best in structural engineers. With buildings most 
foundations are designed to withstand gravity’s force 
pushing downward and the structural load must 

Matt Brown

Continued on page 2
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