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COASTAL COATS

JACKET TRENDS FOR WARMTH 
AND STYLE THIS SEASON 

BEYOND BLAZERS
WOMEN’S OFFICE ATTIRE 
GETS A MODERN UPDATE

FASHION FINDS
A GUIDE TO SHOPPING 
AT LOCAL BOUTIQUES
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JEWELRY-INSPIRED WATCHES
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ENTRANCE TO IMPRESS
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TRAVEL: SAN DIEGO’S 
GASLAMP QUARTER
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LOCAL ATHLETES HEAD TO THE OLYMPICS

LIDO THEATRE THROUGH THE YEARS

INTERIOR DESIGN FOR YOUR YACHT

FASHION: BOHO CHIC
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Culinary 
CelebrationCelebration
WINE & FOOD FESTIVAL TEMPTS WITH NEW EVENTS

LASTING LEGACIES
LANDMARK RESTAURANTS CELEBRATE LONGEVITY

IN THE KITCHEN
LOCAL CHEFS AND THE CULINARY MASTERS THEY ADMIRE

FAST-CASUAL GOURMET
LAID-BACK EATERIES GO BOLD WITH FANCIER FARE

FC_NBM43_COVER1.indd   14 8/11/16   12:30 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
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Dedicated to the people, places and happenings that make 

the city unique, Newport Beach Magazine offers unparalleled 

coverage of Orange County’s most upscale and vibrant 

community. With engaging and informative editorial, along 

with stunning photography, Newport Beach Magazine is the 

premier publication for the residents and visitors of this jewel in 

the California Riviera. As well, Newport Beach Magazine  

is the most targeted and effective way for advertisers to  

reach this valuable and affluent market.
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 MONOCHROME  
MAKEOVER

PERSONAL SPACE
LOCALS DESIGN WITH 
THEIR PASSIONS IN MIND

WANDERLUST WALLS
SPACES INSPIRED BY 
TRAVEL DESTINATIONS

LIVING IN NEWPORT 
DREAM HOMES FOR 
ANY PRICE POINT

BEAUTY THAT 
GIVES BACK

4 NEWPORT
WEDDINGS

PRIVATE JET 
ESCAPES

+
DRAMATIC LOOKS  

FROM HEAD TO TOE

  

HOME & DECOR SECTION
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MEN’S EASYGOING ENSEMBLES
MAKE A STATEMENT WITH  

ATHLETIC WEAR THIS SPRING

CHARITABLE GOAL
ANAHEIM DUCKS CAPTAIN  

RYAN GETZLAF GIVES BACK

UP TO PAR
GOLF’S YOUNG STARS  

AND NEW TECHNOLOGIES

FULLY LOADED
CUTTING-EDGE CARS TURN 

HEADS AROUND TOWN

DESTRESS WITH  
ART THERAPY

RAVING OVER RIBS

SPOTLIGHT ON  
NEWPORT COAST

TRAVEL: HAWAII
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BEHIND THE SCREENS: INSIDE THE NEWPORT BEACH FILM FESTIVAL

THE

ISSUE
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the 
EAT & DRINK 

ISSUE

DECEMBER 2015/JANUARY 2016
OCINSITE.COM

INFLUENTIALS: MOVERS & SHAKERS CHANGING THE LOCAL LANDSCAPE IN 2015

FOOD & INK: CHEFS REVEAL THEIR CULINARY TATTOOS 
SECRET’S OUT: DISCOVER OFF-MENU DISHES AND HIDDEN BARS 

THE HAPPIEST HOUR: A GUIDE TO DRINK DEALS AND SMALL PLATES

PLUS:
BIGGEST DINING TRENDS

NEWPORT’S NEWEST EATERIES
MILESTONE MOMENTS FOR LOCAL RESTAURANTS
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UNSURPASSED COVERAGE OF NEWPORT BEACH

HOME DELIVERY: Delivered to 15,000 single-family 
homes valued in excess of $1.5 million, reaching Newport 
Beach’s most affluent residents and communities, including: 

• Corona del Mar •  Newport Coast 
• Peninsula Point •  Lido Island 
• Cameo Shores •  And many more …

HOTEL DISTRIBUTION: Reaching the visitor to  
Newport Beach, with distribution in key luxury hotels and 
resorts, including:

• Balboa Bay Resort •  Island Hotel 
• Hyatt Newport Beach •  Pelican Hill 
• Fairmont Newport Beach •  And more …

TARGETED DISTRIBUTION: Reaching key influencers 
and businesses, including:

• Real estate offices  • Doctors’ & medical offices 
• Luxury auto dealers  • Salons & spas 
• Key community events • And more …

NEWSSTANDS: Newport Beach Magazine is available at 
select newsstands and  bookstores, including Barnes & Noble, 
Gelson’s, Bristol Farms and local airports. 

ONLINE DISTRIBUTION & VISIBILITY: Every issue of 
Newport Beach Magazine is available online in its entirety on 
the Firebrand websites, digital portals and newsletters.  
All magazine advertisements are hotlinked, offering exceptional 
visibility and response. 

CIRCULATION AND DISTRIBUTION
Highly targeted and effective distribution in Newport Beach, allowing advertisers to reach a qualified and valuable audience of 
residents, visitors and local leaders:

TOTAL COPIES PER ISSUE:  19,000          TOTAL READERSHIP PER ISSUE: 66,500

ACTIVITIES
Fine Dining
Traveling
Shopping
Speed & Sport

PASSIONS
Art & Design 
Food & Wine
Style & Fashion
Philanthropy & Society

READER DEMOGRAPHICS 
The Newport Beach Magazine reader tends to be:  

Confident | Experiential | Independent
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AVERAGE HOME VALUE  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .$1 .8 MILLION

AVERAGE HOUSEHOLD INCOME .  .  .  .  .  .  .  .  .  .  .  .  .  . $225,000
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2017 EDITORIAL CALENDAR & CLOSING DATES

ISSUE	 EDIT	AND	FEATURES	 ADVERTISING	SECTIONS	 SPACE		CLOSE	 ON	SALE
	 	 	 	 	 	 	 	 MATERIALS	DUE	 DATE	
	
February/March	 » 	Home	&	Decor	Issue		 »	Designer	profiles	 Jan.	20	 	 Feb.	3	
	 » Fashion:	Jewelry »	Interior	Design
	 » Travel:	Los	Angeles	
	
April/May	 » 	The	Men’s	Issue	 »	Wedding	Guide	 March	24	 	 April	7	
	 » 	Fashion:	Menswear	
	 » 	Travel:	Las	Vegas

June/July		 » 	Best	of	the	Beaches	 »	Cosmetic	surgeon	profiles		 May	19	 	 June	2
	 » 	Fashion:	Swimwear/Resort	wear	 				
	 » Travel:	Tahiti	

August/September		 » 	Eat	+	Drink	Issue	 »	Chef	profiles	 July	21	 	 Aug.	4	
	 » 	Food	&	Wine	Festival	 	
	 » 	Travel:	Hawaii

October/November		 » 	The	Fashion	Issue		 	 	 	 	 Sept.	22	 	 Oct.	6	
	 » 	Fashion:	Fall	fashion	shoot	
	 » 	Travel:	Scottsdale	

December/January	 » 	Beauty	+	Wellness	Issue	 	 »	Holiday	gift	guide	 Nov.	22	 	 Dec.	8
	 » 	Nonprofits	 	 »	Snow	Seekers	Guids
	 » 	Fashion:	Jewelry
	 » 	Travel:	Ski	Trip	roundup	

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: 	
Newport	Beach’s	leaders	and	influencer

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	

In Every Issue
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2017 ADVERTISING RATES

SIZE	 1X	 2X	 4X	 6X

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) $420 $360 $300  
    

COVER	POSITIONS	 PER	ISSUE	 	 	

Cover 2 Spread $5,225   
Cover 3 $2,500   
Cover 4 $3,000 

COMBO		
(ADVERTISE IN BOTH NEWPORT BEACH & LAGUNA 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

OCTOBER/NOVEMBER 2015  |  NEWPORTBEACHMAGAZINE.COM

FASHION

ISSUE

The

ALL THAT JAZZ
MUSIC AT SEGERSTROM 
CENTER FOR THE ARTS

GIN IS IN
MIXOLOGISTS REACH FOR 
THE HERBAL SPIRIT

COASTAL STYLE
6 LOOKS FOR FALL 2015

CHIC COUTURE
CUSTOM CLOTHING  
FROM HEAD TO TOE

ON TREND
AUTUMN FOOTWEAR  
FORECAST

FUNCTION MEETS FORM
‘ATHLEISURE’ APPAREL 
IS ON THE RISE

DINE AT PELICAN HILL
NEW CULINARY OFFERINGS  
AT THE RESORT

INSPIRED BY DESIGN
RE-CREATE LOCAL RESTAURANT  
INTERIORS AT HOME
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BEACHES
Best of the 
PACK THE PERFECT PICNIC

GRAB-AND-GO EATS FOR THE GREAT OUTDOORS

PARTY ON THE PENINSULA

NIGHTLIFE AT BALBOA’S BEACHSIDE BARS

BUILDING THE BOARD

THE ART OF SURFBOARD SHAPING

+
TRAVEL: SAN DIEGO

LIVE MUSIC IN NEWPORT

7 SIPS FROM LOCAL JUICE BARS

Summertime  Style

Summertime  
Style

SUMMERTIME  
STYLE

THE LATEST LOOKS 

FOR SUN AND SURF
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ADVERTISING SPECIFICATIONS
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 

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:	Newport 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:

Newport Beach 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”

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 .375” X 4 .875”
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» Bespoke Concierge Magazine: A regional luxury travel publication distributed at the top hotel      
    concierge desks in major cities
» Sea Island Life: The official magazine for Sea Island resort and residences
» Montage Magazine: The in-room publication for Montage Hotels & Resorts
» Loews Magazine: The in-room publication  for Loews Hotels & Resorts
» Laguna Beach Magazine: An award-winning city publication for Laguna Beach, Calif.
» OCinSite.com: A coastal Orange County lifestyle portal
» Laguna Beach Independent: The weekly newspaper of choice for Laguna Beach
» Newport Beach Independent: The weekly newspaper of choice for Newport Beach
» Coastal Real Estate Guide: Reaches more than 80,000 affluent readers in Laguna and Newport

IN ADDITION TO NEWPORT BEACH MAGAZINE, FIREBRAND MEDIA PUBLISHES  
A WIDE PORTFOLIO OF PRINT AND DIGITAL MEDIA, INCLUDING:

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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