
5 8 0  B R O A D W A Y,  S T E .  3 0 1   |   L A G U N A  B E A C H ,  C A  9 2 6 5 1   |  T E L  9 4 9 . 7 1 5 . 4 1 0 0    F A X  7 1 5 . 4 1 0 6

B E V E R L Y  H I L L S   |   D E E R  VA L L E Y   |   K A PA L U A  B AY   |   L A G U N A  B E A C H   |  L O S  C A B O S   |   PA L M E T T O  B L U F F

LIFE, WELL LIVED SUMMER 2018

 LOS CABOS 
LUXE

RIDE & DRIVE
ALL-WHEEL DRIVE CADILLACS ARE NOW 
AVAILABLE TO MONTAGE GUESTS

SWEET 15
ONE-OF- A-KIND EXPERIENCES 
CELEBRATE MONTAGE’S 15TH ANNIVERSARY

SURF’S UP
RIDING WAVES AT SOME OF THE 
WORLD’S PRIME SURF SPOTS

ON THE SHORES OF 
ICONIC SANTA MARIA BAY

MO25-Cover.indd   1 6/8/18   8:32 AM

A SUSTAINABLE
RENOVATION
MONTAGE LAGUNA BEACH DEBUTS 
A NEW, REFRESHED LOOK

LIFE, WELL LIVED SPRING 2019LIFE, WELL LIVED SPRING 2019

MO28-Cover_FINAL2.indd   1 3/14/19   5:27 PM

LIFE, WELL LIVED FALL 2019

THE GREAT 
OUTDOORS
EXPLORING MONTAGE DEER VALLEY’S 
ADVENTURE-FILLED BACKYARD

MO30-Cover.indd-eV2.indd   1 9/11/19   12:27 PM

2020 MEDIA KIT



B E V E R L Y  H I L L S   |   D E E R  V A L L E Y   |   K A P A L U A  B AY   |   L A G U N A  B E A C H   |   L O S  C A B O S   |   P A L M E T T O  B L U F F

5 8 0  B R O A D W A Y ,  S T E .  3 0 1   |   L A G U N A  B E A C H ,  C A  9 2 6 5 1   |  T E L  9 4 9 . 7 1 5 . 4 1 0 0    F A X  7 1 5 . 4 1 0 6

Montage Magazine is the exclusive lifestyle 
publication for the transcendent Montage 
Hotels and Resorts brand. Dedicated to the 
guests, aficionados, and residential owners 

of each Montage destination, the pages of the magazine 
reflect the comfortable elegance and grace of Montage and 
the lifestyle it embodies.

Montage has established itself as one of the world’s 
leading luxury hotel groups. With iconic mountain, city, 
and beach resort locations, Montage is ideally positioned 
to serve the most discriminating travelers. And now, these 
guests have a magazine worthy of their refined sensibility 
and adventurous travel spirit. Montage Magazine reflects 
and speaks to the upscale aesthetic of its readers, 

providing an insider’s look at Beverly Hills, Deer Valley, 
Kapalua, Laguna Beach, Los Cabos and Palmetto Bluff, 
as well as other destinations around the globe. With 
stunning photography, design, and exceptional writing, 
every issue of Montage Magazine captures the essence 
of the people, lifestyle, and destinations relevant to the 
Montage guest and owner. 

Montage Magazine offers advertisers an exceptional 
environment and opportunity to reach an extraordinary 
audience. With an annual income in excess of $1 million, 
the Montage guest and residential owner is the target 
customer for luxury goods, travel, and other products and 
services. No other media reaches this demographic more 
completely and efficiently than Montage Magazine.

M O N TA G E  B E V E R L Y  H I L L S
• 201 well-appointed guestrooms, including 55 suites, located  
   steps from Rodeo Drive
• Two restaurants including Georgie, helmed by renowned chef  
   and restaurateur Geoffrey Zakarian, offering Modern American  
   cuisine and The Rooftop Grill, serving fresh California fare with  
   striking views of the Hollywood Hills
• Luxurious, sophisticated, and innovative Spa Montage and  
   flagship Kim Vō Salon
• The Garden Bar, a bustling, dynamic lounge also developed by  
   Chef Zakarian, and £10, an exclusive lounge featuring  
   handcrafted cocktails by The Macallan
• 13 miles from Los Angeles Intl. Airport (LAX), 13 miles from  
   Bob Hope Airport (BUR)

M O N TA G E  D E E R  VA L L E Y
• 220 guest rooms, suites and residences located minutes from  
   charming Old Town Park City
• Five dining options including Daly’s Pub & Rec. featuring  
   classic comfort food; Apex, a celebration  of classic continental  
   cuisine and Burgers & Bourbon offering gourmet burgers and  
   handspun shakes
• Alpine inspired Spa Montage with an indoor lap pool
• Ski-in/ski-out access to one of America’s finest ski resorts
• 36 miles from Salt Lake City Intl. Airport (SLC)



M O N TA G E  L A G U N A  B E A C H
• 248 ocean view guestrooms, including 60 suites, located in  
   a vibrant artist colony
• Three restaurants offering modern French cuisine with  
   California influences at Studio, creative American bistro dishes  
   at The Loft, and beach fare at Mosaic Bar & Grille
• Ocean and nature inspired Spa Montage and Kim Vō Salon in a  
   resplendent retreat setting 
• Steps from premiere beaches and moments away from  
   enchanting downtown Laguna Beach
• 18 miles from Orange County’s John Wayne Intl. Airport (SNA),  
   37 miles from Long Beach Airport (LGB), 55 miles from Los  
   Angeles Intl. Airport (LAX)

M O N TA G E  K A PA L U A  B AY
• 50 ocean view residential-style accommodations and six grand  
   residential-style accommodations
• Two restaurants and a lounge, featuring island inspired  
   cuisine and cocktails
• Tropical Spa Montage and salon offering treatments infused  
   with indigenous Hawaiian ingredients
• Set across 24 acres on legendary Kapalua Bay, one of the  
   finest beaches in Maui
• 4 miles from Kapalua Airport (JHM) and 33 miles from  
   Maui’s Kahului Airport (OGG)

M O N TA G E  L O S  C A B O S
• 122 ocean view guestrooms and suites, steps from the azure waters   	
   of Santa Maria Bay
• Two restaurants featuring abundant seafood and innovative use of              	
   fresh, local ingredients
• 40,000-square-foot Spa Montage, Fitness Center and Movement     	
   Studio
• Access to The Fred Couples Signature Golf Course
• 24 miles from Los Cabos International Airport (SJD)
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M O N TA G E  PA L M E T T O  B L U F F
• 150 cottages, cottage suites and village homes located in the  
   heart of South Carolina’s Lowcountry
• Distinctive restaurants offering innovative cuisine inspired by  
   the region’s unique heritage and culture
• Spa Montage, a sanctuary of relaxation and wellness
• Renowned Jack Nicklaus Signature Golf Course surrounded  
   by a sweeping nature preserve
• 23 miles from Savannah/Hilton Head International Airport (SAV)
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R E A D E R  D E M O G R A P H I C S *
The Montage guest & Montage magazine reader

Average annual household income  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                                                 $1,138,000

Assets . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                                                                         $11,100,000

Median net worth  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                                                                $5,300,000

Value of real estate holdings  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                                                       $2,900,000

Travel domestically . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                                                                      91% 

Travel internationally  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                                                                    73% 

Vacationed at a resort in the last year . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                                                      55% 

Amount spent on average on vacation travel per year . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                                   $11,000

Use a wealth advisor . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                                                                     25% 

Bought a luxury car in the last 2 years  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                                                     59% 

Purchased jewelry in the last 2 years . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                                                       46% 

Feel that private jets are practical business tools . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                                             52% 

Have purchased a vacation/second home in the last 3 years . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                                  22% 

Have purchased a primary home in the last 3 years . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                                          19% 

* Based on portfolios and surveys of frequent Montage guests
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O U R  R E A D E R S
125,000  Readers Per Issue
Montage Magazine is distributed in every suite, guest room, 
and residence at all six Montage properties: Beverly Hills, Deer 
Valley, Kapalua, Laguna Beach, Los Cabos and Palmetto Bluff. 
In addition, Montage Magazine is distributed in every suite 
and guest room at Pendry San Diego and Sagamore Pendry 
Baltimore. This is an exceptional opportunity to reach and 
influence an exclusive, affluent audience, 365 days per year. 

1,436 total suites and rooms, plus 181 permanent residences.

�More than 125,000 guests and owners read each issue  
of Montage Magazine.

D I S T R I B U T I O N
IN-ROOM & SPA 
Montage Magazine is placed in every suite and guest room at 
all Montage properties. Copies are also available at the spa at 
all six properties, offering additional exposure for advertisers.

�RESIDENTIAL & SALES 
Montage Magazine is delivered to every Montage residential 
owner. Also, copies of the magazine are sent to well-qualified 
prospective owners. 

�DIRECT MAIL & PARTNER DISTRIBUTION 
Copies are mailed to selected Montage VIP guests, and 
through selected Montage marketing partners. 

�EVENT DISTRIBUTION 
Copies are distributed at selected VIP events at the hotels 
throughout the year. 

On sale dates may change throughout the year due to unfore-
seen circumstances, your representative will keep you posted 
of the latest deadlines and on sale dates. 

LIFE, WELL LIVED SPRING 2018

THE ROAD 
TO HANA
A ONE-DAY, OFF-THE-GRID 
EXPERIENCE NEAR
MONTAGE KAPALUA BAY

D A Y  T R I P :
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2 0 2 0  A D V E R T I S I N G  R AT E S
SIZE	 1-TIME RATE	 4-TIME RATE

Full Page	 $5,000	 $4,300

cover 3 (per market)	 $5,000	 $4,300

cover 4 (per market)	 $6,000	 $5,000
cover 2 + page 1 
(opening spread)	 $12,000	 $10,000

pre toc spreads	 $11,000	 $9,000

* All rates are net
* �Advertisers contracted in multiple 

Firebrand magazines are entitled to a 10% discount
* 10% surcharge for additional premium positions 
   (first 25% of book

2020 PUBLICATION & CLOSING DATES

S P R I N G  I S S U E  2 0 2 0
Space closing and 	 FEBRUARY 28 
ad materials deadline

Publishes	 MARCH 13

S U M M E R  I S S U E  2 0 2 0
Space closing and 	 MAY 29 
ad materials deadline

Publishes	 JUNE 12

F A L L  I S S U E  2 0 2 0
Space closing and 	 AUGUST 28 
ad materials deadline

Publishes	 SEPTEMBER 11

W I N T E R  I S S U E  2 0 2 0
Space closing and 	 NOVEMBER 23 
ad materials deadline

Publishes	 DECEMBER 11
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For additional information, contact your 
Firebrand/Montage Magazine representative or:
Steve Zepezauer, Founder and Publisher 
steve@firebrandmediainc.com
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A D V E R T I S I N G  S P E C I F I C AT I O N S
This publication prints computer-to-plate. 
PRINTING Web offset  
BINDING Perfect bound 
TRIM SIZE 10 width x 12 depth  
LINE SCREEN / DENSITY 150 line / 300% maximum density 

A D  D I M E N S I O N S
			   TRIM 		  BLEED		    LIVE AREA

FULL PAGE		  10 x 12		  10.25 x 12.25	   9.5 x 11.5

SPREAD 		  20 x 12		  20.25 x 12.25	   19.5 x 11.5

NOTE: All live matter must be at least 1/4” from the TRIM and a 
minimum of 1/8” bleed added to all sides. Make sure that copy does 
not run into the gutter on two-page spread ads. If you are supply-
ing gatefold materials, please call your sales representative for the 
correct ad dimensions.

Prepress Guidelines: Firebrand is a Macintosh format Computer 
to Plate (CTP) environment, and Adobe InDesign is the primary 
page layout programs 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 prob-
lems, please read and follow the guidelines below.

Digital file requirements: We accept the following  
native file formats:

* PDF/X1-a  (preferred)        * Adobe InDesign 
* Adobe Photoshop               * Adobe Illustrator

You must package or collect all support files including fonts. True 
type and .dfonts are not acceptable and will be substituted with the 
closest equivalent. 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 TIFF 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 cannot 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 Image 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

�

For Creative Services email or call: 
sonia@firebrandmediainc.com, 949-715-4100

�

Ad submission: Please send or email materials and direct ques-
tions to the following:

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

FIREBRAND MEDIA PUBLISHES A WIDE PORTFOLIO OF PRODUCTS, INCLUDING:
• MONTAGE MAGAZINE: The international in-room  
   print publication and digital magazine for Montage Hotels  
   & Resorts
• SEA ISLAND LIFE MAGAZINE: In-room print magazine  
   publishers for the iconic Sea Island Resort
• SALAMANDER MAGAZINE: The in-room publication for  
  Southeast luxury destinations of The Salamander Hotels & Resorts
• MONARCH BEACH RESORT MOMENTS MAGAZINE:  
   The in-room publication for Monarch Beach Resort
• NEWPORT BEACH COUNTRY CLUB MAGAZINE: Official  
   NBCC magazine for members and guests.
• BESPOKE CONCIERGE MAGAZINE: Regional luxury  
   travel publication in top hotel rooms and concierge desks  
   in major US cities 

• PACIFIC COAST MAGAZINE: 100,000+ circulation regional  
   publication celebrating the iconic California lifestyle and culture
• LAGUNA BEACH & NEWPORT BEACH MAGAZINES:  
   Award-winning city publications for Laguna Beach, CA and  
   Newport Beach, CA
• OCINSITE.COM: A coastal Orange County lifestyle portal
• LAGUNA BEACH & NEWPORT BEACH INDEPENDENTS:  
   The weekly newspapers of choice for Laguna Beach &  
   Newport Beach
• COASTAL REAL ESTATE GUIDE: Weekly guide reaching  
   more  than 180,000 affluent readers in select Orange County  
   coastal neighborhoods

B E V E R L Y  H I L L S   |   D E E R  V A L L E Y   |   K A P A L U A  B AY   |   L A G U N A  B E A C H   |   L O S  C A B O S   |   P A L M E T T O  B L U F F

LIFE, WELL LIVED

SUMMER 2016

STAND-UP
ADVENTURES
DISCOVER SPECTACULAR 

PADDLING DESTINATIONS

FC_Montage17-V2.indd   5

5/24/16   9:59 AM

 
LAGUNA BEACH & NEWPORT BEACH COMMUNITIES

CoastalRealEstateGuide.com 
APRIL 7, 2017  | VOL. 7,  ISSUE 14

NELLIE GAIL RANCH
27605 Fargo Road  |  $5,895,000 www.surterreproperties.com

CHINA ∙ UNITED KINGDOM ∙ DUBAI ∙ RUSSIA ∙ INDIA ∙ MEXICO ∙ CANADA

BRE#01778230

FEATURED PROPERTY: NEWPORT BEACH
Easy Access to the Town’s Best Features

By Gina Dostler
Local real estate fi rm Team Lagu-

na has merged with Keller Williams 
Realty Inc., of Austin, Tex. Team 
Laguna owner Danielle Purcell feels 
the merger will bring her company 
to new heights and give her an ex-
panded role.

Q: Why merge with Keller Wil-
liams?

A: I chose Keller Williams to pro-
vide the best resources for my agents 
only Keller Williams can provide - 
education, training and technology. 
The added value gives Team Laguna 
a luxury brand that is recognized 
around the world. The Stanford 
University Study on the culture at 
Keller Williams was another key fac-
tor in my decision. It sets Keller Wil-
liams apart from other brokerages 
and will help Team Laguna reach its 
full potential.

Q: What is it in the company’s 

culture that will yield 
more success for Team 
Laguna?

A: Keller Williams 
brings a large interna-
tional team to Team 
Laguna, establishing a 
wider range of exposure 
for our clients. Also, the 
culture is rooted in a 
conviction we share and 
it states “who you are in business 
with matters.” This sets the tone for 
a company that can contribute to 
people’s lives in untold ways. The 
belief system incorporates a win-
win attitude, integrity and that cus-
tomers always come fi rst as well as 
commitment, communication, cre-
ativity, teamwork, trust, and success. 
Team Laguna thrives under those 
conditions. And with technology 
and training they provide a service 
no other company can match. This 
sets up Team Laguna for greater ac-

complishments. 

Q: What prompted 
you to make such a 
large merger right 
now?

A: I made the change 
to strengthen the brand 
that I have built and to 
provide resources that 
otherwise weren’t avail-

able. Results are realized through 
people and by receiving world class 
training, strong values and state-of-
the-art technology offered through 
Keller Williams, Team Laguna will 
be able to provide the best service 
ever to our clients.

Q: What does Team Laguna 
bring to Keller Williams? 

A: Like I mentioned above, Team 
Laguna shares the same values as 
Keller William. We connect through 
a common goal that allows us to Continued on page 2

ONE ON ONE WITH DANIELLE PURCELL
Team Laguna Teams Up with Keller Williams

Danielle Purcell

Offering price: $1,500,000
Address: 2627 Vista Ornada, Newport Beach
Agent info: Tara Lewicki, Provenance Realty Group, 949-421-8668
Tara@provenanceestates.com, TaraLewicki.com

A Back Bay view home located in the Bluffs neighborhood boasts 
three bedrooms and 2.5 baths, with the master suites and powder 
room upstairs. Features include skylights and vaulted beam ceilings. 
Downstairs is the laundry with an additional living room. A two-car 
garage with driveway allows for extra parking. The location allows easy 
access to lush greenbelts and trails encircling the Back Bay as well as 
Fashion Island and Balboa Island.

bring both our local knowledge and 
experience with a huge clientele 
together in a way that enhances both 
companies’ talents. I have an incred-
ibly talented team I am very proud 
of and look forward to the team-
work this merger will create.

Q: You still own Team Laguna, 
yes?

A: Absolutely. I now have ex-
panded into two separate divisions, 
a rental division that I will continue 
to broker and manage, which still 
includes long term rentals, vaca-
tion rentals and property manage-
ment. And a sales division operated 
under Keller Williams, which I will 
continue to operate out of our Team 
Laguna location as their team leader.

Q: Has there been any person-
nel changes as a result of the 
merger?

A: I’ve bolstered our company by 
adding several strong experienced 
full time commercial and residential 
sales agents. It’s very exciting to see 
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Lower Sunset 
View Park 

Design Ideas
Discussed

By Sara Hall | NB Indy 

Newport Beach city staff got direction 

from the Parks, Beaches and Recreation 

Commission Tuesday on how to proceed 

with the conceptual design phase for 

lower Sunset View Park.

Located at the northeast corner of 

Superior Avenue and West Coast High-

way in West Newport, staff is exploring 

the feasibility of constructing pedestrian 

overcrossings, additional parking, and a 

recreational area. The conceptual design 

of the project is part of the fiscal year 

2016-17 Capital Improvement Program.

Commissioners generally supported 

exploring the ideas for a bridge, dog park, 

and additional parking, said Senior Civil 

Engineer Andy Tran.

Public comment on Tuesday was a bit 

of a “mixed bag” of support and concern, 

he added. 

The project is in the conceptual design 

phase. Staff is just now hearing ideas, Tran 

said, nothing is decided yet. This was the 

very first meeting on the idea, he added. 

“It’s in the very early stages,” Tran 

emphasized. 

Staff is currently developing the con-

ceptual design and will likely share that 

with City Council within the next two to 

three months, Tran explained. 

Only the conceptual design phase is 

part of the CIP budget, Tran noted. Noth-

ing is budgeted yet for the environmental, 

clearance, permitting, final design or 

construction phases. 

Buildout of the concepts could span 

over several years and multiple phases 

with the intent to fund this project 

through grants and other future funds. 
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 Arts Foundation: Sphere  

Today or Gone Tomorrow?Town Hall 
Topics Spark 
Hot Debate By Victoria Kertz | NB Indy

The arts are the foundation of any 

thriving community, but this city’s Arts 

Foundation is not exactly thriving.

The Newport Beach Arts Founda-

tion will dedicate the sculpture “Sphere 

112” by artist Ivan McLean on Tuesday, 

April 11, at 9 a.m.  in the north end of 

the Civic Center Park.

The Arts Foundation purchased 

the sculpture – voted “most popular” 

by those who attended the open-

ing ceremony of the Civic Center 

Sculpture Exhibit in September 2014 

– for $15,000 from funds raised at 

the annual Art in the Park event and 

from private donations, and is donat-

ing “Sphere 112” to the city, with the 

blessings of the Newport Beach Arts 

Commission.

The Newport Beach Arts Foundation 

is the nonprofit fundraising entity that 

supports the City Arts Commission, 

but that support may be in danger of 

disappearing.

The Arts Foundation has a big job 

and not enough people to do it. At 

a time when other foundations seek 

money, the Arts Foundation is on a 

quest for people that want to work and 

support the arts. They need a fresh crop 

By Sara Hall | NB Indy 

Safety and parking were the two 

main issues discussed during a town 

hall meeting on Monday that, at times, 

got heated. 

Nearly 100 people gathered at Ma-

rina Park to discuss issues regarding 

Newport Beach District 1, which covers 

Balboa Peninsula, Lido Isle and some 

of West Newport. 

Councilwoman Diane Dixon hosted 

the monthly meeting, which featured 

city staff speaking on several important 

“Sphere 112” in the Civic Center Park
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VISITORS, page 26

Study Confirms it:
6.3 M Visitors in 2016

Student 
Contracts 
Rare 
Infection

By Cassandra Reinhart, 
Special To The Independent

A new study verifies that 6.3 million 
people visited Laguna Beach last year, 
and most of them are locals.

Visit Laguna Beach’s 2016 Visitor 
Profile Study shows that 95%, or 
about 6 million of Laguna Beach’s 
annual visitors, are day trippers. Just 
271,000 visitors stay in local hotels, 
and the remaining 44,000 visitors stay 
at friends or relatives’ homes.  

“Most visitors come for the day 
only,” said Ashley Johnson, president 
and chief executive of Visit Laguna 
Beach, the city’s contracted promoter.

The study, done by the tourism 
market research firm Destination 
Analysts, Inc. of San Francisco, shows 
96.4% of all visitors come from the 
U.S., and of those 80% are Califor-
nians. Only 3.6% of overall visitors 
are international.

“The goal was to gather reliable, 
fresh data to show the economic 
impact of tourism to Laguna Beach as 
well as visitor volumes,” said Johnson.

The new numbers reflect what is 
evident on any warm, sunny day:  a 
day-tripper influx that continues to 
increase, adding to congestion and 
complicating logistical issues for city 

MEASLES, page 30

By Andrea Adelson | LB Indy
Health officials determined that a 

Laguna Beach High School student 
contracted measles and potentially 
exposed classmates and staff to the 
infectious virus, the second occurrence 
in the county this year of the now rarely 
reported illness.

Communicable disease experts im-
posed a quarantine on a small number 
of unvaccinated students at the high 
school that could have had contact 
with the measles-infected student on 
Wednesday, March 29, barring then 
from attending school and instructing 
them to stay home until April 18, said 
OC Health Care Agency spokeswoman 
Jessica Good.

School officials said seven students 
were initially excluded, though one 
produced proof of vaccination and was 
permitted to return, said district spokes-
woman Leisa Winston.

The ill student, who also was unvacci-
nated, reported no recent travel outside 
Orange County or exposure to ill people, 
Good said. 

The county agency has not identified 
the source of the infection. To contain 
transmission, public health investiga-
tors notified people at a small number 
of sites – schools, clinics and other 
establishments where the ill student went 
before the virus was verified – about 
potential exposure, she said.

The only other resident to contract 
measles in the county this year likely was 
infected while traveling abroad, Good 
said. Because the adult was vaccinated 
and self-quarantined, exposure risk is 
minimal, she said.

Countywide, no measles cases were re-
ported to health officials last year, Good 

As city planners tweak transit plans to absorb summer crowds, a new study establishes the magnitude of the problem. 
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BUS, page 28

Riders Protest 
Transit 
Changes
By Marilynn Young | LB Indy

Jerry Lowenter, 84, boards a city trolley 
with Cassie, his seeing-eye dog, after rid-
ing from Top of the World to do business 
in town. Gary Schwager rides the bus, 
but finds city signage about routes un-
clear and confusing. Elaine Nadalin can’t 
afford a car and live in Laguna Beach.

All three bus riders are worried about 
how their personnel schedule will be 
upended by the newly adopted routes 
changes in the city’s daily bus and trolley 
service.

Students Earn 
Accolades For 
Creativity
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