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THE CALIFORNIA LIFESTYLE MAGAZINE

Pacific Coast Magazine celebrates the iconic coastal California lifestyle and its entrepreneurial and creative 
culture. Our readers have refined tastes and adventurous spirits. Sophisticated, yet laidback, they‘re immersed in 
the trendsetting California lifestyle everyday…so this magazine is not only for them, it’s about them. Every issue 
expresses what it’s like to live and work in one of the most spectacular places on the planet.

CIRCULATION AND DISTRIBUTION
Published quarterly, Pacific Coast Magazine reaches the highest net earners in the most exclusive  
neighborhoods of coastal Southern California, stretching from Long Beach to San Clemente, with an average 
home value of $1.85 million.

Issues of Pacific Coast Magazine are distributed to all members of our exclusive mailing list, home delivered and 
mailed into select coastal communities, and available at events, select businesses and high visibility locations 
including private yacht clubs, country clubs and Sotheby’s offices in 63 countries.

100,000 COPIES DISTRIBUTED –  
MORE THAN 350,000 READERS PER ISSUE

385 SECOND STREET, LAGUNA BEACH, CA 92651  |   949-715-4100   |   INFO@FIREBRANDMEDIAINC.COM

ABOUT THE STANFIELD GROUP
Pacific Coast Magazine is made possible through a premier corporate sponsorship from HOM Sotheby’s International Realty 
and Stanfield Real Estate. Stanfield Real Estate specializes in all types of real estate throughout Southern California and has 
consistently been ranked as the #1 Team in Orange County and among the Top 10 in the nation by the Wall Street Journal. As one 
of the world’s top producing real estate organizations, Stanfield Real Estate is committed to providing not only the best real estate 
services, but also the greatest expertise and professional, personalized service to each and every client. 

ABOUT HOM SOTHEBY’S INTERNATIONAL REALTY 
HOM Sotheby’s International Realty is the exclusive coastal and desert Southern California representative of Sotheby’s  
International Realty, managing their business in the finer coastal markets of Southern California. The global platform of Sotheby’s 
International Realty, combined with HOM Group’s local expertise and understanding of the region, affords clients with the best of 
local and international representation and exposure.
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READER DEMOGRAPHICS & INTERESTS
Pacific Coast Magazine readers own the finest homes in the most exclusive neighborhoods throughout Orange County’s and south LA 
county’s coastal communities. Our readers are well educated and interested in travel, entertainment, dining and food, art, outdoor sports, 
home decor and interior design, outdoor living area landscapes, and real estate market trends.

Average home value . . . . . . . . . . . . . . . . . . . . . . . . . . . .  $1.85 million

Annual Household Income . . . . . . . . . . . . . . . . . . . . . . . . . $295,000

Average Household Net Worth . . . . . . . . . . . . . . . . . $2.65 million

Any college  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 96%

Married  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 56%

Female . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 58%

Male  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 42%

Average Age. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 46

Our readers charitable contributions index 241% higher than the national average
They spend 211% more than the national average on household furnishings and operations

Our readers spend 230% more than the national average on gifts and entertainment

“Affluent investors  
are heavy  

print readers”
- IPSOS AFFLUENT SURVEY USA, 2015

“Print readers are  
top spenders on home  

remodeling and  
decorating”

- IPSOS AFFLUENT SURVEY USA, 2015

“A man who stops  
advertising to save  
money, is like a man  

who stops a clock  
to save time.”

- HENRY FORD
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DIGITAL MARKETING & SOCIAL MEDIA OPPORTUNITIES
Readers of Pacific Coast Magazine print edition are avid digital, social, and mobile users who engage with our content and  
advertisers on PacificCoastMagazine.com, through our monthly newsletter, and daily across our social media channels.
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COMBINED, THE DIGITAL AUDIENCE 
OF PACIFIC COAST MAGAZINE  
AND OUR PREMIERE CORPORATE 
PARTNERS INCLUDES...
• 210,000+ Fan Page Likes on Facebook

• 15,000+ opt-in emaiils

• 14,000+ Followers on Instagram

• 7,500+ Twitter Followers

80% of US social network  
users prefer to connect to brands 

through Facebook
—Source: State of Inbound Marketing

Instagram is the fastest  
growing social network in the U.S., 

15.1% this year versus 3.1%  
for social as a whole.

—Source: eMarketer 

91% of consumers  
check their email daily

—Source: ExactTarget

PACIFIC COAST MAGAZINE IS PUBLISHED BY FIREBRAND MEDIA LLC, AND MADE POSSIBLE THROUGH A PREMIERE 
CORPORATE SPONSORSHIP FROM HOM | SOTHEBY’S INTERNATIONAL REALTY AND STANFIELD REAL ESTATE

PacificCoastMagazine.com

Monthly Email Newsletter Social Media

DIGITAL ADVERTISING OPPORTUNITIES START AT $250/MONTH FOR PARTNERS ON SCHEDULES
(ASK YOUR REP FOR MORE DETAILS)
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REGIONAL PUBLICATION - COPIES PER ISSUE

Pacific Coast 
100,000 Copies
Avg Home Value  

$1.85 mil

Coast 
49,000

Scattered  
distribution,  

not mailed to gated 
communities

Modern Luxury (OC) 
40,000

Only 53% mailed  
to home, majority  

of rest bulk  
dropped

Orange Coast 
50,000

Covering all OC,  
not concentrated  
to prime coastal  

areas
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SAN CLEMENTE

UNRIVALED DISTRIBUTION & AUDIENCE TARGETING
No regional publication can match our powerful distribution due to the strong partnership amongst HOM Sotheby’s International Realty, Stan-
field Real Estate and Firebrand Media. Pacific Coast Magazine has hand selected its distribution of 100,000 printed copies per issue to reach 
the most desirable addresses in the most exclusive neighborhoods of coastal Orange and Southern Los Angeles Counties. Home delivery and 
select mailing will deliver 93% of these copies, with a small portion going to private yacht clubs, golf country clubs, and other high visibility 
locations, including Sotheby’s International offices in more than 63 countries.

>

Locale 
20,000

Smallest circulation, 
spread throughout  

LA, OC and SD



TRENDSETTING PROFILES & FEATURES

TRAVEL & ENTERTAINMENT

SPORTING LIFE

u Profiles & Features
u Travel & Entertainment
u Food & Drink
u Arts & Culture

u Sporting Life
u Home Design & Real Estate
u Fashion & Style
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IN EACH ISSUE
EACH ISSUE INCLUDES INFORMATION  
AND ARTICLES THAT EXPRESS THE ICONIC 
CALIFORNIA LIFESTYLE, INCLUDING:

FASHION

60 OCINSITE.COM 

Basix Black Label 
beaded dress, $795, 
at Saks Fifth Avenue, 
South Coast Plaza; 
14-karat white gold 
earrings with 0.96 
carats of diamonds, 
$3,850, platinum 
briolette necklace 
with 22.1 carats of 
diamonds, price upon 
request, at Jewels by 
Joseph, Corona del 
Mar Plaza

MODEL: OLIVIA KARINA, PHOTOGENICS LOS ANGELES; HAIR: SAMANTHA FRYLING USING KEVIN MURPHY;  
MAKEUP: DEBRA JOHNSON OF MAKEUPBYDEBRA.COM; PHOTOGRAPHY ASSISTANT: ANDREW PETRICH;  

FASHION ASSISTANTS: KATHERINE DUNCAN, LAUREN MATICH

Sirens of the 

Silver
Screen

REVISIT OLD HOLLYWOOD GLAMOUR WITH STYLE 
INSPIRED BY NEWPORT’S RED CARPET HISTORY. 

PHOTOGRAPHER: STEVE FISCHER 
FASHION EDITOR: ALLISON HATA 

CREATIVE DIRECTOR: SONIA CHUNG
LOCATION: LIDO LIVE

40 BESPOKE CONCIERGE WINTER 2014/15   41

Wylie Dufresne embraces molecular gastronomy at Alder in New York City.

A PolyScience sous vide machine will cook vacuum-sealed cod in a warm water bath. 

G L O B A L  G O U R M E T

C aviar made of olive oil, 
a crystal clear canape, 
spaghetti created from 
arugula—all are examples 

of what some refer to as molecular 
gastronomy. French chemist Hervé 
This and physicist Nicholas Kurti 
in 1988 coined the term “molecular 
and physical gastronomy,” meaning 
the examination of reactions between 
chemicals and molecules during cook-
ing. By looking at these interactions, 
it’s possible to see exactly why a souffl e 
collapses or an egg cooks to perfection. 

With this knowledge, as well as 
experimentation that resulted in 
dishes like a reverse baked Alaska 
that’s hot on the inside and cold on 
the outside, some considered it the 
birth of a new culinary style. At its 
roots, however, cooking is chemis-
try—and molecular gastronomy is 
the scientifi c study of that process.

Food preparation has evolved 
through time as new tools and ideas 
emerged, from cavemen introducing 
fl ame to modern equipment like 
refrigerators, blenders and stoves, 
which have become integral in kitch-
ens worldwide. Increasingly, new 
technologies such as centrifuges have 
been added while older techniques, 

like fermenting and blending, have 
been reimagined.

For Wylie Dufresne, the chef-
owner of Alder in New York City, 
the appeal of molecular gastron-
omy is continued education. “As 
chefs, we haven’t always had a deep 
understanding of why we do the 
things that we do other than we 
get the results that we do,” he says. 
“At certain temperatures, things 
respond in different ways. Having 
the knowledge of the chemistry and 
the reasons why this happens is like 

fi nishing off the observations.”
Learning the science behind 

cooking allows top chefs to try new 
approaches with results that couldn’t 
have been imagined 10 or 20 years 
ago, whether it’s fl avor-packed foam, 
liquid-fi lled gel spheres, crispy sheets 
of dehydrated vegetables, or ravioli 
made with clear, edible fi lm. 

SCIENCE MEETS ART
Food can be straightforward and 
simple, about survival and suste-
nance, or it can encapsulate creativity, 
thoughtfulness and stimulation. 
While cooking techniques have been 
passed down for generations, with 
advances in technology and chemis-
try, chefs can now put their own spin 
on those methods, becoming artists, 
pushing boundaries and challenging 
what makes a dish special. 

Some call this molecular gastron-
omy, but it’s not a phrase all chefs 
like using. Dufresne sums up one 
of the issues he and some of his 
contemporaries have with the pop-
ular phrase: “It doesn’t sound very 
delicious. And it sounds like we’re 
wearing lab coats.”

Few restaurants around the world 
have a menu entirely dedicated to 
what could be called molecular gas-
tronomy, but many top eateries boast 
chefs who experiment and play with 

modern techniques and exploit how 
science and chemistry can transform 
food. Whatever this approach is 
called, when chefs get creative with 
their dishes and push boundaries in 
terms of technology and tastes, it 
makes their guests’ experiences more 
fun, fl avorful and memorable.

Award-winning chef Danny 
Grant, previously of Miami’s 1826 
Restaurant & Lounge and RIA in 
Chicago, says he revels in being able 
to break down and dissect ingre-
dients. “An egg is one of the best 
examples,” he explains, describing 
how the creaminess and texture of 
the yolk becomes the focus, revolu-
tionizing something ordinary into 
something new. “You can cook it 
quickly in a frying pan, and it has the 
perfect balance. [Or] you can cook 
it in its shell in a water bath for an 
hour at a very low temperature.” 

THE WOW FACTOR
While the fundamentals are impor-
tant, molecular gastronomy and 
modern techniques combine for an 
impressive presentation that’s not 
easily replicated. 

Another Southern chef pushing 
boundaries is Richard Blais at The 
Spence in Atlanta. Best known for 
winning Bravo TV’s “Top Chef All-
Stars,” he previously worked at The 
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Talented chefs across the nation employ science 
and modern  techniques to create standout dishes

that impress the palate. 
BY KRISTIN CONARD

Nitrogen-frozen 
horseradish pearls 
on oysters at The 
Spence in Atlanta.
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ADVERTISING

PACIFIC COAST MAGAZINE RATES

SIZE  1X  4X

FULL PAGE 4/C  $6,500  $5,000

HALF PAGE 4/C  $3,750  $2,750

1/3 PAGE 4/C  $2,250  $1,750

OPENING SPREAD (2pgs) $16,250  $12,000

COVER 4 (BACK)  $8,500  $7,000

COVER 3  $7,500  $6,000

BIND-IN PROMO CARD*  $1,500 $1,200

POLYBAG INSERT* $4,250 $3,000

* Must also buy at least one FULL PAGE AD for BIND-IN CARD AD.  
The POLYBAG INSERT AD must be smaller than magazine size specs  
and less than 12 pages.

385 SECOND STREET, LAGUNA BEACH, CA 92651  |   949-715-4100   |   INFO@FIREBRANDMEDIAINC.COM

PUBLICATION & CLOSING DATES 
Pacific Coast Magazine is published quarterly.

FALL 2016
AUGUST 31 Space closing and ad materials deadline  
SEPTEMBER 9 Available, in market

WINTER/HOLIDAY 2016
NOVEMBER 23 Space closing and ad materials deadline 
DECEMBER 2 Available, in market

SPRING 2017
FEBRUARY 13 Space closing and ad materials deadline  
MARCH 3 Available, in market

SUMMER 2017
MAY 15 Space closing and ad materials deadline 
JUNE 2 Available, in market

FALL 2017
AUGUST 14 Space closing and ad materials deadline 
SEPTEMBER 1 Available, in market

WINTER 2017
NOVEMBER 13 Space closing and ad materials deadline 
DECEMBER 1 Available, in market PACIFIC COAST MAGAZINE IS PUBLISHED BY FIREBRAND MEDIA LLC, AND  

MADE POSSIBLE THROUGH A PREMIERE CORPORATE SPONSORSHIP FROM  
HOM | SOTHEBY’S INTERNATIONAL REALTY AND STANFIELD REAL ESTATE

For additional information, contact your
Firebrand/Pacific Coast Magazine representative or:
Denise Adams/Publisher
denise@firebrandmediainc.com | ph.949.438.0522



ADVERTISING SPECIFICATIONS
This publication prints computer-to-plate. 
Printing: Web offset  
Bindin: Perfect bound 
Trim Size: 9” width x 10.875” depth  
Line Screen / Density: 150 line / 300% maximum density 

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: Pacific Coast 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 manipula-
tion 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:

PACIFIC COAST MAGAZINE c/o Firebrand Media, LLC 
Attn: Tina Leydecker 
385 Second Street, 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”

1/2 PAGE
TRIM:
8” X 4.875”

1/3 VERT.
TRIM:
2.5” X 9.875”
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FIREBRAND PORTFOLIO

FIREBRAND MEDIA PUBLISHES A WIDE PORTFOLIO OF PRODUCTS, INCLUDING:
l Montage Magazine: The international in-room print publication and digital  
     magazine for Montage Hotels & Resorts

l Omni Escapes Magazine: The in-room print publication and digital blogging 
       for 60+ Omni Hotels & Resorts nationwide

l Meritage Collection Magazine: Official in-room print magazine and digital  
      content publishers for this award-winning luxury hotel collection

l Sea Island Life Magazine: In-room print magazine publishers for the  
      iconic Sea Island Resort 

l Salamander Magazine: The in-room publication for Southeast luxury 
      destinations of The Salamander Hotels & Resorts 

l Evans Hotel Magazine: In-room print publishers for the Sand Diego 
     based Evans Hotel Group

l Bespoke Concierge Magazine: Regional luxury travel publication  
      in top hotel rooms and concierge desks in major US cities 

l Pacific Coast Magazine: 100,000+ circulation regional publication  
      celebrating the iconic California lifestyle and culture

l Laguna Beach & Newport Beach Magazines: Award-winning city  
      publications for Laguna Beach, CA and Newport Beach, CA

l OCinSite.com: A coastal Orange County lifestyle portal

l Laguna Beach & Newport Beach Independents: The weekly newspapers of  
     choice for Laguna Beach & Newport Beach

l Coastal Real Estate Guide: Weekly guide reaching more  
      than 180,000 affluent readers in select Orange County  
      coastal neighborhoods

LIFE, WELL LIVED

SUMMER 2016

STAND-UP
ADVENTURES
DISCOVER SPECTACULAR 

PADDLING DESTINATIONS

FC_Montage17-V2.indd   5

5/24/16   9:59 AM

online at newportbeachindy.com  “For Locals, by Locals”  June 17, 2016 | Volume VII, Issue 24

Independent
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PAGE 16 | Stepping Out

Five Crowns 50th 
Anniversary Menu 
and Decor Makeover

PAGE 20 | Artscapes

A Sizzling Summer 
with Sunset Jazz at 
Newport Concerts

PAGE 14 | Charity

Spotlight on Hoag 
with George and 
Julia Argyros

Newport Beach Police Department 
will conduct a specialized Bicycle and 
Pedestrian Safety Enforcement Operation 
on Tuesday, June 21, according to a press 
release from NBPD.

In an effort to reduce injuries, extra 
officers will patrol areas frequented by bi-
cyclists and pedestrians, and where recent 
traffic collisions have previously occurred, 
NBPD Press Information Officer Jennifer 
Manzella wrote in the message. 

Officers will be focused on specific 
offenses including driving under the 
influence of alcohol or drugs, speeding, 
making illegal turns, failing to stop for 
signs and signals, and any other danger-
ous activities, Manzella explained. 

“Enforcement will be taken for ob-
served violations when vehicles failing to 
yield to pedestrians in crosswalks, or when 
pedestrians fail to yield to drivers who 
have the right of way. Citations will be 
issued to bicyclists who fail to follow the 
same traffic laws that apply to motorists, 
and to drivers who fail to share the road 
safely with bicyclists,” the statement reads. 

Police also used the message to remind 
cyclists under the age of 18 that the law 
requires them to wear a helmet. Pedestri-
ans should only cross the street in marked 
crosswalks or at corners, Manzella added. 

The operations are part of NBPD’s 
grant-funded Special Traffic Enforcement 
and Crash Prevention activities. Funding 
for these Safety Operations is provided 
by a grant from the California Office of 
Traffic and Safety through the National 
Highway Traffic Safety Administration.

PUMPOUT PROGRAM Page 22 BIKE SAFETY Page 22

Police Conduct 
Bicycle and 
Pedestrian 

Safety 
Operation

City Starts Effort to Improve 
Bike Safety Around Schools

Council 
Discusses 
Possible 

Pumpout 
Program

By Sara Hall | NB Indy  
In response to a young boy recently 

being hit and killed while riding his 
bike near his school, Newport  Heights 
Elementary, city officials moved 
forward this week with an effort to 
improve bike safety around schools and 
other key areas.

Newport Beach City Council unani-
mously approved an item Tuesday that 
directed staff to examine ideas about 
better bicycle safety, seek input from 
the community, police, and school dis-
trict, and report back to the council on 
how to enhance and improve ways to 
get to and from schools and other key 
areas frequented by children on bikes.

“I am encouraged to do this,” said 
Councilman Tony Petros, a cyclist 
himself and an advocate for bike safety. 
“I will do everything I can to advance 
initiatives as we move forward.”

The item asks the city to take some 
more time and, as part of a new effort, 
look at safe routes to and from school, 
with an initial focus on the Newport 
Heights area. 

“This matter is very important to all 
of us in the community,” said Mayor 
Diane Dixon.

Brock McCann, 8, a third grader 
from Newport Heights Elementary 
School was riding his bicycle home 

Five Crowns restaurant completes its 50th anniversary renovations wuth a new sign and refreshed facade. See Stepping Out on page 16 for details.

By Sara Hall | NB Indy  
Mooring permit holders may 

soon see a free or discounted mobile 
pumpout service offered through the 
city as part of a pilot program dis-
cussed by Newport Beach City Council 
this week. 

Staff presented the idea of a vessel 
sewage pumpout program for moor-
ing permittees during Tuesday’s study 
session.

NBindy_6-17-16_Front.indd   1
6/16/16   4:08 PM

JUNE/JULY 2016  |  NEWPORTBEACHMAGAZINE.COM

BEACH READS
5 PERFECT PAGE-TURNERS

SOUNDS OF SUMMER
GUIDE TO CONCERTS  
AND FESTIVALS

MAIDEN OF THE SEA
SURFER MEAH COLLINS 
TAKES ON BIG WAVES

PACK THE PERFECT BEACH BAG

INTERNATIONAL TASTING TOUR

SUN-READY SKIN CARE

TRAVEL: SAN DIEGO

+

REVIVING A LEGEND: INSIDE THE TRANSFORMATION OF LIDO MARINA VILLAGE

SUIT UP
HAVE FUN IN THE SUN WITH THIS  
SEASON’S HOTTEST SWIMWEAR

FC_NBM42_cover.FINAL.indd   2
6/6/16   7:54 AM

JANUARY/FEBRUARY 2016 » OCINSITE.COM

CHEESY COMFORT FOOD  | ENTRYWAY ESSENTIALS | TRAVEL: SAN FRANCISCO

+

DELECTABLE 

DESIGN

PRO TIPS FOR 

CREATING 

PICTURESQUE 

PLATES

NEW YEAR 

NUTRITION

5 DIETS FOR A 

FRESH START 

IN 2016

Can we please change 
the deck for New Year 
Nutrition to “5 diets for 
a fresh start in 2016”? 
Everything else looks 
great.

The Loft 
at Montage 
Laguna Beach

FC_LB59.indd   1
1/25/16   2:11 PM

By Rita Robinson | LB Indy

To affi rm transparency of a subcom-

mittee established to structure a law 

governing short-term rentals, Mayor 

Steve Dicterow called for an open 

meeting to air concerns and suggestions 

at 4 p.m., Tuesday, June 21, in the City 

Council Chambers.

“There have been accusations that 

deals will be made,” Dicterow said in an 

interview Wednesday, adding that the 

complaints were made both publicly 

and in private. Dicterow and council 

member Bob Whalen comprise the 

subcommittee drafting the proposed 

ordinance.

With the exception of a dissent-

ing vote by council member Rob 

ZurSchmiede, the council rejected a 

SAN JUAN CAPISTRANO

32275 Peppertree Bend  |  $12,950,000

www.surterreproperties.com

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

BRE#01778230

Scholarship donor Lor Speach displays a scrapbook of recipients of the Dr. Steven and Mrs. Lor Speach Scholarship, which was again 

awarded at the high school’s annual honors convocation Friday, June 10. See more details and awards in Schools (page 12).
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PAGE 3 | NEWS

Sawdust Show 
Starts Outside 

PAGE 6 | CRIER

Obituary: 
Carlton Alfred Post

“Our Town, Our Paper” 
lagunabeachindy.com 

June 17, 2016 | Volume XIII, Issue 22

EDISON, page 3

MCCORMICK, page 22

RENTALS, page 26

MICE, page 26

Celebrate Summer 

With Music

PAGE 10 | A&E

Drafters of 
Short-term 
Rental Rules 
Invite Feedback

Imperiled Mice 
Released in Park 
By Andrea Adelson | LB Indy

Fifty endangered Pacifi c pocket mice 

raised in captivity in the hopes of saving 

the species from extinction were released 

into the Laguna Coast Wilderness Park 

this week. 

At dusk, a team of seven biologists 

opened acclimation cages, man-made 

underground nest chambers and 

burrows where the animals had spent 

the previous week adjusting to life in 

Laguna Beach. With the release, scientists 

involved in the nearly $1 million recov-

ery program aim to re-establish a fourth 

wild population of Pacifi c pocket mice 

in coastal Southern California, where 

the rodent has been squeezed out of its 

historic range.

During a press conference at the 

Nix Nature Center in Laguna Canyon, 

representatives from OC Parks, the U.S. 

Fish and Wildlife Service, the California 

Department of Fish and Wildlife, and 

San Diego Zoo Global provided details 

about the latest phase of a Pacifi c pocket 

mouse recovery program.

The tiny seed-eating species plays a 

critical role in the ecosystem by dispers-

Anti-Nuke 
Group Puts 
Pressure on 
Edison
By Rita Robinson | LB Indy

Urging local residents living near tons 

of stored radioactive waste at the San 

Onofre Nuclear Generating Station to 

take action, fi ve specialists presented 

views on safety dangers to more than 

200 people last Wednesday, June 8, at the 

Laguna Beach City Council Chambers.

Rita Conn, chair of Let Laguna Vote 

INSIDE OUT

In the Name of God

“In the name of God,” he said, as the 

CNN Sunday morning news anchor 

proclaimed 50 people dead.

I was in the midst 

of ironing my clothes 

while getting ready for 

the 25th anniversary 

celebration of Irvine 

United Congregation-

al Church’s decision 

to become Orange 

County’s fi rst open 

and affi rming church. 

Affi rming churches 

move through a formal educational and 

decision-making process to become 

intentionally welcoming to those who 

identify as gay or transgender. This was 

BY MICHELE 

MCCORMICK
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Authentic “old Laguna” charm still resides in a 1915 home built by a founding member of what has 
become the Laguna Art Museum. The historical home has stayed in the family for its entire existence 
and is eligible for property tax reductions under the Mills Act.  Constructed all in redwood, the artist’s 
home remains inviting and livable with high beamed ceilings and an ocean view sitting loft. A wooded 
hillside path leads to the sand. Below the three-bedroom, two bath home near a popular surf spot is a 
separate one-bedroom unit with a private entry. 

FEATURED PROPERTY: LAGUNA BEACHWhere an Endless Summer Begins

By Gina Dostler 
Besides lowering energy bills in summer, window treatments serve as design elements that complete a room. Ian Gibbs, co-founder and creative director of The Shade Store, is part of a three-generation family involved in customizing window treatments. The New York-based company opened a Laguna Design Center outlet in Laguna 

Niguel last year.

Q:  How did you get started?A:  Our roots trace back to 1946 when my grandfather and his brother started a retail textile business in Port Chester, N.Y. The company began as a dressmaker shop and evolved into a sought-after couture window treatment company for design trade and 

affluent homeowners. When the current generation came into adulthood - my two brothers, our cousin and myself - we looked at the family business and turned the model on its head with the objective of modernizing the way consumers shop for custom window treatments, making custom easy for consumers. 
Continued on page 2

OVER $400 MILLION CLOSED SALES IN  2015  O N C E  AG A I N  T H E  # 1  R E A L  E STAT E  T E A M  I N  O R A N G E  C O U N T Y

9 4 9 . 3 9 0 . 4 5 4 3
S TA N F I E L D G R O U P. N E T

According to information published by Trendgraphix for the time period of 1/1/15-12/31/15.

ONE ON ONE WITH IAN GIBBS:Store Rolls Out Customizing for Windows

Ian Gibbs

FROM THE PUBLISHERS OF
“Our Town-Our Paper” 
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OMNI AMELIA  
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PLANTATION 
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OF 
THINGS
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OU T D O O R S
GOLF WITH A VIEW

Exceptional courses with 
breathtaking scenery

H I STO RY
WALKING TOURS
Relive the past one 

step at a time

M USI C
JOIN THE CROWD
Outdoor festivals  

worth the trip 

WAT E R
HYDROTHERAPY
Rejuvenate with  

back-to-basics treatments

Spectacular resort pools  
that surpass expectations

     Endless
Summer Fun
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