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Creative Image Design Group was founded in September of 2006 by Owner/Creative Director Robbie Destocki. After 12 years as Art  

Director	for	Powerboat	Magazine	and	17	years	of	design	experience	total,	Destocki	decided	to	start	his	own	firm	which	was	founded	as	a	

creative services studio focusing on Publication Design and Re-Design, Logo Design and Print Advertising.

 We focus on building brands that bring together two powerful ideas—lifestyle and innovation. But how we work is just as important as 

what we do. We believe that results are driven by strategic planning, superior design and out of the box creativity. We custom design and 

develop media that will not only communicate who our clients are today but will help them build a competitively superior brand over time.

 Whether you need a complete advertising campaign, a total magazine redesign makeover, corporate identity or sales brochure, or 

graphics for that upcoming trade show, Creative Image Design Group can provide solutions for all of your visual communications needs. 

Take a look at our work and we think you’ll see what we mean. Bold, brash, deliberate! Designed to stand out from the crowd and put  

distance between you and your competitors. Designed to get your message read and remembered. Designed to produce results. 

And the results are what really matter most.

 Creative Image Design Group’s	structured	process	provides	the	framework	for	results-oriented	creative	projects.	It’s	flexible	enough	

to adapt to individual client needs and goals, while it streamlines basic steps common to all projects. Our focus on branding shapes both 

our process and our approach to design. The combined strength of our process, experience and creative talent allows us to solve  

communication challenges quickly and effectively.

 Our creative process directs each of the integrated services we offer. Whether we create an individual project or an entire program, 

our strategic approach ensures that the communication solution works within its brand. Our design guidance and branding expertise 

strengthen	marketing	strategies,	either	through	consultation	or	in	the	form	of	a	design	solution	that	we	implement	from	start	to	finish.

A B O U T
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Westlake	Malibu	Lifestyle	delivers	high-profile,	thought-provoking	interviews	that	provides	substantial	depth	and	food	for	thought.	Focus	is	particularly	interested	in	remarkable	people	
who display the attributes of courage and altruism. Content ranges from the responsible elements of Eco-consciousness to admirable Portraits of Success.  [continued on next page] 
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40  Westlake Malibu Lifestyle SEPTEMBER 2009 SEPTEMBER 2009  Westlake Malibu Lifestyle  41

SHERYL CROW
Nine-time Grammy award-winning singer and song writer, Sheryl Crow, has made it to the top of the music 

profession because she is extraordinarily talented and hard-working.  From her admirable but humble roots 

as an elementary school teacher, Sheryl has earned every inch of her ascent to meteoric fame. 

But when it comes to the dignity stakes, few people can shine a light next to her. She’s that rare person who 

has confronted life’s challenges with immense courage. She’s experienced pain and emerged a stronger person 

for it. Moreover, she’s taught others – through her example – that challenges are surmountable – and that if we 

face our emotions and seek to � ll our lives with substance and meaning, we will emerge healthier for it. 

Sheryl is a deep-thinking artist whose work is � lled with social consciousness. She’s wise beyond her years 

and is not afraid to challenge the status quo. � is courageous breast cancer survivor is enjoying the fruits of 

her musical successes while being a devoted mom to two-year-old son, Wyatt.  Whether your favorite Crow 

anthem is My Favorite Mistake; � e First Cut is the Deepest; or If It Makes You Happy, enjoy this exclu-

sive interview as Sheryl chats with us and shares some of her innermost thoughts.

A  W O M A N  F U L L  O F  D I G N I T Y  A N D  H U G E  M U S I C A L  TA L E N T

S T O R Y  B Y  D I A N A  L Y L E
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The	magazine	is	available	-	free	of	charge	-	at	major	traffic	areas	all	around	Westlake	Village,	Malibu	and	Calabasas.	Magazines	can	also	be	found	at	all	doctors	and	
dentists’	offices.	The	strategy	is	to	saturate	prime	geographical	areas	where	there	is	the	highest	percentage	of	targeted	consumers.

44  Westlake Malibu Lifestyle JULY 2010 • www.wmlifestyle.com JULY 2010 • www.wmlifestyle.com  Westlake Malibu Lifestyle  45 

Pamela with Star - who featured in Baywatch

10  Westlake Malibu Lifestyle July 2009

The Invisible Hand  By Shaun Tomson

July 2009  Westlake Malibu Lifestyle  11 

I was part of the first generation of pro surfers, winning 

19 major pro contests and the World title in 1977, and 

enjoying a long career that stretched through the ’70s 

and into the ’80s, ending with my retirement in Decem-

ber 1989. As a hard-core and analytical competitor, it 

was my job to evaluate anyone new coming up though 

the ranks, as I liked to be forewarned of upcoming op-

position. I distinctly remember the first time I saw Mark 

Richards, Rabbit, Occy, Tom Curren and Tom Carroll. All 

of them made a strong impression and all had a special 

spark; potential waiting to be realized; a future that was 

going to be written in bold letters. I met Kelly Slater in 

December 1989 on the North Shore as I was leaving the 

pro tour – he was just 17 and I was double his age, a whole 

generation between us. He was a compact and slender kid, 

with a fluro orange Matt Kechle board, a color coordi-

nated fluro green O’Neill wetsuit and an aura of absolute 

confidence. His style was fluid and fast and unlike any 

young surfer I have ever met, fully realized.  He had it all, 

and right then I could see he was going to take surfing 

down an entirely new road, and scarily, he saw it too. 

Kelly Slater’s competitive statistics numb the brain; 

absolutely overwhelm it with the breadth and depth of 

his achievements. He qualified for the tour in 1991, won 

the Title in his rookie year in 1992, and since then he 

has been the terminator, systematically destroying every 

competitive record out there, erasing from the record 

books every name from every generation of the sport 

including Mark Richards (4 consecutive World Titles), 

Tom Curren (most event wins 33) and Mark Occhilupo 

(oldest World champ 33). He has built a grand edifice of 

success that will cast a long shadow over everyone that 

comes in his wake; 9 World Titles, 5 of them consecu-

tive, the oldest at 36 and the youngest at 20 to win a 

World title, 40 ASP event wins, 6 Pipeline Masters, $1.9 

million in prize money. 

PortraitsofSuccess

Photo: Courtesy of Quiksilver
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The TBM Owners and Pilots Association Magazine exists for owners and operators of the Socata TBM aircraft. We design and produce their quaterly member magazine which is distributed 
to all TBM owners/pilots and those in the aircraft industry who are TBM Aircraft resellers. Editorial covers everything from new product reviews to international travel. [continued on next page]
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Incredible Flight to See Wild Mustangs

SUMMER 2011

PLUS
Spend the Night at Sinatra’s House
TMBOPA Convention! Aug. 31 – Sept. 2 
Miles O’Brien on Space Travel

Get More 
From Your 
Panel—Part II
Ramping up with 
the Garmin G1000

Super Simple 
DIY Mods

CROSSING 
THE 

POND
Flying the 

Atlantic 
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f
New & Notable New & Notable

Dog Ears 

If you’re concerned enough about cockpit noise to wear a head-
set, imagine how your dog must feel. He/she has more sensitive 
hearing than you do. Enter Safe and Sound Pets, a Maryland-
based company that dreamed and designed Mutt Muffs. This 
canine ear protection comes in five sizes, and dog owners report 
a high level of satisfaction. See more at muttmuffs.com.

                   No More Bad Hair Days
few things can make a long cross-country flight more miserable than the pain of a 
poorly fitting headset clamped across the top of your head. And then there’s the way 
your hair looks after being “headband-ized” for hours on end. Enter Aerous VX3. This 
new aviation headset installs customized earpieces into the pilot’s ear, giving him/
her the same high quality sound demanded by the snootiest audiophiles you can find.  
Communications with ATC are crystal clear, and onboard audio files from your MP3 are 
like nothing you’ve heard before. Check it out at Jhaudio.com.  

Like 
Grandma 
Used to 
Make
Since most of us are guilty 
of using our airplane to 
take ourselves out to eat, 
consider a variation of 
that idea from the folks 
at Riverhead Books. 
See, America used to 
be a country of squir-
rel and opossum eaters. 
Cornmeal, molasses, 
ketchup, salt pork and ash 
were common, acceptable 
spices. In the 1930s, the 
Work Progress Adminis-
tration began collecting 
local food customs from 
across the United States. 
Though never completed, 
the work is now available 
in a new book from Mark 
Kurlansky called “The 
Food of a Younger Land: 
A Portrait of American 
Food Before the National 
Highway System, Before 
Chain Restaurants, and 
Before Frozen Food, 
When the Nation’s Food 
Was Seasonal, Regional 
and Traditional—From 
the Lost WPA Files.” Read 
the book; cook the foods 
that made America great. 
Find it on Amazon.com.

Now you can be pre-
pared for just about 
anything Mother 

Nature sends your way. The 
patent-pending JakPak 
incorporates a waterproof 
sleeping bag, minimally 
structured tent and insect 
netting into a comfort-
able jacket, creating an instant 
getaway from inclement weather. It is also 
the perfect addition to the emergency 
equipment you carry on your airplane.   
 The sleeping bag folds down from the 
back of the jacket. You then step in and zip 
it up at the side. The hood of the sleeping 
bag is pulled out from a pocket on the back 
of the jacket and that, in turn, is supported 
by metal tent rods. “Storm flaps” will keep 
out water, and netting will keep insects at 
bay. The sleeping bag also has room for extra 
clothing for additional warmth.
 Weighing about 3 pounds, the JakPak is 
waterproof/breathable on the front side, and 
completely waterproof on the back, remov-
ing any worry you might have about staying 
dry, even when you’re lying down. 
 The JakPak comes in a two-tone green 
and black/gray, or you can ask about 
custom colors. Get more information from 
their website, JakPak.com, or by calling 
800.373.5593.       

All-in-One 
Jacket, 
Sleeping 
Bag, 
Raincoat 
and Tent!

We all have to fly commer-
cially from time to time 
and, of course, that always 
includes the fun of the 
security check. Now it’s 
all a wee bit more palat-
able, thanks to the folks at 
CODi. Their new Phantom 
laptop case allows you to send 
your computer through the X-ray machine without having to 
take it out of the case. Grab the bag as it comes out the other 
end, and you’re good to go. Well, after you put your shoes back 
on. Get the 411 at CODi-inc.com or phone 800.263.4462.

With the popularity boom of coffee prod-
ucts over the last decade, plenty of us just 
aren’t comfortable facing the day without 
our espresso. Thank heavens for the Hand-
presso Wild Domepod. Add the ground cof-
fee of your choice, hold the unit over your 
aircraft’s demitasse (!), and you’re in busi-
ness. Start your brew at Handpresso.com or 
at 888.389.4123.

Bring the Luxury Along

Show Me the Movie
The coolest new gadget to come out this year may just be the Optoma 
Pico PK101 pocket projector. Plug the 4-inch gadget into your iPhone or 
iPod and project movies onto a wall or even the seatback in your airplane, 
even in daylight. Crisp images are available anywhere from 8 inches to 
8 feet in front of the little projector. Plug in the speaker or headphones, 
and it’s ACTION! Get all the info at  
optoma.co.uk/optomapico/index.aspx.

If you travel with your pet during 
these winter months, it can get 
downright cold in the backseat. Now 
your pet can remain toasty with a 
Komfort Pets Carrier. Available in small, 
medium or large sizes, these carriers 
come with a “conductive plate” in the bot-
tom, which automatically helps keep your pet’s temperature in a comfortable range 
all winter. In the summer months, the Komfort Pets Carrier switches to a cooling 

mode. The unit can plug right into your aircraft’s 12-volt 
outlet or into the wall when you’re back home. An onboard 
battery can keep your pet warm or cool for up to three 
hours. All the information is on the company’s website, 
KomfortPets.com, or by phone at 888.929.0077.

Pets Stay 
Warm and Cool TSA-Friendly is 

No Longer an 
Oxymoron
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it takes is a quick look around the lounge at the FBO 

to know that pilots have enthusiastically  adopted 

the Apple iPad. It’s easy to see why – you get a 10-

inch screen on a device that weighs a pound and a 

half and can do everything from show you weather 

radar to help you navigate. But, for example, if 

you’re already flying the glass cockpit of a TBM 850, 

is there really anything left for the iPad to do? 

 The answer is really more about what you give up 

than what you add. By strapping an iPad to the yoke, 

that stack of approach plates and charts, paper notes, 

log books and other random loose objects can stay 

safely in your flight bag. Instead, those same func-

tions are available at the touch of a finger on your 

iPad, bringing up the Jeppesen approach plate when 

you need it, instead of wrestling through a stack of 

papers until you have the right one in front of you.

 While you may still need your charts, approach 

books and other analog material with you in the 

cockpit, you can move it all to a standby position and 

use your iPad in the starring role. Just keep in mind 

that there are some things that you can’t do with an 

iPad, and there are some things for which the iPad 

is nearly the perfect solution. It all starts before you 

ever slide into the left seat and start your checklist.

iPads in the Cockpit
Apple’s tablet seems to be showing up 
everywhere, but do we really need it? ALL

 T B M  M A G A Z I N E   21     W I N T E R  2 0 1 1

Pilots come from around the world to fly 
with aerobatic champion Sean Tucker. 
Yank-and-bank experiences during their 
3-D flight training make them disciples 
of the waning art of aircraft control. 

STORY BY HAL LUFKIN 
PHOTOS BY VICTORIA AROCHO

FLYIN
G

UPSIDE
D

O
W

N

The fog was still hanging on the cliffs at Big Sur, less 
than 40 miles west of the modest, but perennially 
sunny King City, Calif., airport where the Tutima 
Academy of Aviation Safety sits under its own 
aerobatics “box.” 
 Flight instructor Ben Freelove was enjoying a rare 
quiet moment with his boss Sean Tucker, “Sean D.” 
as his admirers call him. They exchanged wisecracks 
about the fun they had taking the California Highway 
Patrol flight instructors for a spin during a recent 
multi-day training course. Those cops, like a growing legion of pilots, 
came to the Tutima Academy to learn something they don’t often see 
under normal circumstances — the value of flying upside down.
 “We have a lot of airline pilots and corporate pilots who come to 
learn,” Tucker said.  On the surface that might sound counterintuitive 
but the truth is, pilots flying the big iron rarely reach the edges of the 
envelope. Everything is done in moderation — gentle landings, gentle 
turns. So why would the kerosene crew have interest in coming here 
just to hang on the straps?  

Sean Tucker

http://www.creativeimagedesigngroup.com
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FALL
You might take them on differently than you would at low altitudes. BY BILL COX

High altitude cuts both ways. The myth is that flying high positions you above the weather and insulates you 
from the instability of bouncing along in turbulence. 
 Trouble is, some of the most severe weather may be hiding in (and out of) the clouds above 20,000 feet. Most 
recently, Air France 447, an Airbus A330, may have been brought down in 2009 by violent weather above the 
South Atlantic off the coast of Brazil. French authorities suspect a combination of computer and weather prob-
lems may have caused the crash, but a finding of probable cause is pending examination of the recently recov-
ered flight data recorder and cockpit voice recorder. 

 Meteorologists suggest something like 44,000 thunderstorms a day are born and die above the Earth. The 
dreaded CBs are weather factories that can generate virtually anything that’s evil in the weather world. A typi-
cal, three-mile-wide, Midwestern storm contains 10 times the power of the Hiroshima atomic bomb, so it’s not 
surprising that it can spawn tornadoes, lightning, severe turbulence, microbursts and extreme winds. 
 That might suggest you should simply park your airplane when thunderstorms are about. But if you expect to 
operate a corporate aircraft on a regular basis, you’ll need to develop strategies for dealing with thunderstorms. 
 As a delivery pilot of piston singles and twins, turboprops and jets for the last 35 years, I’ve been subjected to 
some of the worst thunderstorm weather there is. Many of my ferry flights demand flying across the equator, 
and that’s an open invitation for problems with thunderstorms.
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GREAT AMERICAN WEST

FEW    PLACES IN THE WORLD  
HAVE ATTRACTED SO MUCH 
ATTENTION AND ROMANCE 

AS THE GREAT AMERICAN WEST. LOOKING 
DOWN FROM THE FLIGHT LEVELS, YOU CAN 
STILL SEE THE RUTS LEFT BY WAGON TRAINS 
AND STAGECOACHES OR THE HOOVES OF 
LONGHORNS HEADED FOR THE RAILHEADS. 

Tombstone, Arizona
T

he silver mining town of Tombstone, Ariz., 
qualifies as the toughest town in the 
West. By 1881, more than 7,000 people 

lived there, served by no fewer than 110 licensed liquor 
establishments. Murders were so com-
mon that the town’s newspaper 
was called The Epitaph. 

 Law enforcement was a family affair: Jim, 
Morgan and Virgil, Warren and Wyatt Earp. 
And when they weren’t enough to enforce 

the law, they could 
always requisition 
a little help from 
their friends, friends 
like Doc Holiday and Bat 
Masterson who also hung 
their hats in Tombstone. To visit their most 
notorious accomplishments, just walk down 
the dusty street to the OK Corral and then 
continue on up to Boot Hill. Tombstone is 
remarkably unchanged. 

Taos, 
New Mexico
T

aos, N.M., is often remem-
bered for its art. At the end 
of the 19th Century, artists 

Ernest Blumen-
schein and Bert 
Phillips suffered a broken wagon 
wheel 20 miles north of town. 
They never left. Blumenschein 
founded the Taos Society of 
Artists, which began a parade of 
notables including no less than 
Georgia O’Keefe, Ansel Adams, 
R. C. Gorman, D. H. Lawrence and 
many, many more. 

The Wickedest 
City in the West, 
Dodge City, Kansas
D

odge City, Kan., was the 
town that defined the 
Great American West. In 

the mid-1880s, Dodge City was liter-
ally the end of the trail, the Chisholm 
Trail — where thousands of cows 
arrived from Texas and Oklahoma to 
be loaded onto the railroads. Thirsty 
cowhands would find themselves in 
town with as much as $90 in their 
pockets after spending the previous 
three months living under the stars. 
And there were lots of opportunities 
to spend it, on whiskey, games of 
chance and a bonanza of brothels. 
Some almost bigger-than-life Dodge 
City residents included people like 
Doc Holiday, the Earps, Bat Master-
son, Clay Allison, Turkey Creek Jack 

Johnson 
and Bill Tilghman. Fictional visitors include 
Sheriff Matt Dillon, Chester, Miss Kitty, Doc 
Adams, Festus Haggen and many, many 
more. Townspeople in Dodge invented the 
name Boot Hill for their cemetery, which 
was set aside for those who died with their 
boots on.

Return to Deadwood, 
Completing the Circle
 

T
hose who knew her say Calamity 
Jane never got over the death of her 
lover, Wild Bill Hickok. She remained in 

Deadwood to nurse and care for the hundreds of 
miners and settlers who were felled by smallpox, 

but Calamity Jane was rarely sober. In the end, she worked in Madame 
Dora DuFran’s brothel, cooking and doing laundry for the working girls 
and, eventually, died in a rundown hotel, the victim of raging alcoholism.
 

W H E R E  TO  L A N D
Tombstone Municipal 

Airport (P29), 520.457.3287

Bat Masterson 
survived the 
Gunfight at the 
OK Corral to die 
in New York City, 
working as the 
sports editor of The 
Morning Telegraph 
newspaper. 

QFAC T O I D

W H E R E  TO  L A N D
Taos Regional Airport 

(SKX), 505.758.5663 

W H E R E  T O  S TAY
Taos Inn, 505.758.2233

taosinn.com 

W H AT  T O  D O
Visit the Taos Pueblo 

and explore the streets and 
galleries.

QFAC T O I D

The Taos Pueblo has been 
continuously inhabited 
for at least the last 1,000 
years.  The multi-storied 
pueblo is open to the public 
except during religious 
tribal rituals. Also, the 
original Smokey the Bear 
was a black bear cub 
discovered west of Taos 
in New Mexico’s Capitan 
Mountains.  The little bear 
eventually became famous 
for the line, “Only you can 
prevent forest fires!”

Dodge Sheriff 
Wyatt Earp died 
in California at 
age 81. His home 
still stands in Los 
Angeles. At Earp’s 
funeral, movie 
stars Tom Mix and 
William S. Hart 
were pallbear-
ers. His body was 
cremated in Los 
Angeles; his ashes 
were taken to 
Colma, Calif., and 
interred in the Jew-
ish section of the 
Hills of Eternity 
Cemetery.

QFAC T O I D

W H E R E  TO  L A N D
Dodge City Regional 

Airport (DDC), 620.227.3553

W H E R E  T O  S TAY
Dodge City House, 

dodgehousehotel.com
602.225.9900

W H AT  T O  D O
Much of the original town 

fell into ruin and was later bull-
dozed, but a fanciful recreation 
of the Wild West’s wildest town 
now sits in its place. No matter 
how you slice it, Dodge City is 
the real deal. Don’t miss Boot 
Hill, the original cemetery, and 
the Fort Dodge jail and the 
replica of Front Street as it was 
in the 1870s.  Tell ‘em Marshall 
Dillon sent you.

(ABOVE) Allen Streen. (RIGHT) Standing: 
W.H. Harris, Luke Short, Bat Masterson. 
Seated: Charlie Bassett, Wyatt Earp, Frank 
McLain and Neal Brown.

Boothill Cemetery

(ABOVE) Gravesight of 
Wild Bill Hickock
 (RIGHT) Calamity Jane
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Few places in the world have attracted so much attention 
and romance as the Great American West. Looking down 
from the flight levels, you can still see the ruts left by wagon 
trains and stagecoaches or the hooves of longhorns headed 
for the railheads. The TBM Magazine will act as your tour 
guide on a flight from the Dakota Territories … and back. 
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CROSSING THE POND
Flying the Atlantic isn’t that different from putting your pants on.  Concentrate      on one leg at a time. BY BILL COX
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For	nearly	40	years,	POWERBOAT,	the	world’s	leading	performance-boating	magazine,	has	delivered	uncompromising	performance	reports	and	boat	profiles,	in-depth	technical	
stories and exhilarating lifestyle features. Re-Design launched December 2005.  [continued on next page]
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S
NARLED IN A RIBBON OF SOUTHERN CALIFORNIA’S

world-famous traffic on Interstate 405, I

had a chance to reflect on the past week

and my experiences with our long-term test

boat, Donzi’s 35ZF sport-fishing machine. ✈ I had

flown out to the POWERBOAT office outside of Los

Angeles for the week to use the boat in a series of div-

ing and fishing trips and to discover its strengths and

weaknesses. Donzi was kind enough not only to loan

us this sport-fishing machine, but also to fit it out as

we asked. It arrived at Voyager Marine, a dealership

in Oxnard, Calif., which is close to our office, with all

the fishing features one could need, and a set of dive-

tank racks behind the helm station. We were set.

FISH FINDER
With a ton of deck space, fishing features and a set of

dive-tank racks behind the helm, the question is not what
are we going to do today, but rather what aren’t we going

to do. Donzi’s 35ZF is  one of the few center consoles
large enough for four people to fish from in comfort, 

yet functional enough to be able to spend 
nights aboard. With features such as the folding T-top,

there’s more room for casting and fighting fish. The spa-
cious head beneath the console is a worthwhile addition
and drop-out bolsters let you choose between sitting or

leaning. On top of all that, it’s a ball to drive.

POWERBOAT MAGAZINE’S LONG-TERM TEST BOAT

THE BIG
CATCH
PLAYING WITH DONZI’S 35ZF ALONG 

THE CALIFORNIA COAST
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Home Theater is a magazine for the home theater enthusiast that helps provide the information and tools they need to building a Home Theater. We design the “one shot” publications for 
the Home Theater group which includes the Home Theater Buyers Guides, Home Theater Design DIY and the Home Theater Complete Guide to Blu Ray 3D.  [continued on next page]
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Taken at its most basic, an AVR is an 
audio component that combines the 
functions of two otherwise discrete 
components—a surround sound 
preamp/processor and a multichan-
nel power amplifier—in one box. 
The surround processor receives the 
multichannel digital soundtrack from 
the source component (usually a disc 
player or cable/satellite/Internet set-top 
box), decodes that information, and 
routes each channel to the power amp’s 
appropriate input. The power amp is the 
brawn of the operation. It takes the low-
level signals coming off the processor 
and provides the muscle to drive five, 
seven, nine, or even more speakers to 
potentially movie-theater volume.
 But the AVR does much more. 
The surround processor portion also 
contains switching circuits that let you 
connect all of your audio/video sources, 
along with your HDTV, and change 
both the sound and picture being played 
at the push of a button. Volume control 
and equalization also take place here. 
Most AVRs today even provide built-in 
room-correction software to automati-
cally optimize the reproduction of bass, 
dialogue, and surround effects.
 What’s new in AVRs this year? No 
revolutionary new features—but those 
introduced over the past three years or 
so are trickling down from midpriced 
models to lower-priced models. HDMI 
1.4 and 1.4a, the versions that allow 
passthrough of 3D video signals from a 
Blu-ray 3D player to a 3DTV, are now 
standard equipment at all price points. 
Networking features have moved from 
higher-end models to midpriced and 
even some budget models. Home net-

work streaming via DLNA, along with 
built-in apps for cloud-based services, 
are now found readily in midrange 
and entry A/V receivers as well. While 
flat-panel HDTVs and Blu-ray players 
mostly offer video streaming services, 
AVR manufacturers are focusing on 
music, with options for streaming Pan-
dora, Rhapsody, Napster, Sirius Satellite 
Internet Radio, Spotify, and access to 
various local and distant radio stations 
via the Internet through aggregators like 
vTuner. Apple AirPlay, which allows 
convenient playback of your iTunes 
library through your AVR, with artwork 
and song metadata displayed on your 
HDTV, is also starting to appear more 
frequently. Some manufacturers are 
providing a different form of wireless 
connectivity, Bluetooth, which will help 
Android phone users; Bluetooth is also 
compatible with iOS devices.
 Another boon is the spread of control 
apps that allow use of an iPad, iPod 
touch, iPhone, or Android device as 
a graphically enhanced touchscreen 
remote control. This feature is available 
on some network-connected A/V 
receivers, which allows the iDevice to 
control your AVR via your home wire-
less Wi-Fi network. Although the qual-
ity and extent of these interfaces vary 
from manufacturer to manufacturer 
and don’t typically allow the supplied re-
mote’s full capabilities, they can be very 
convenient in day-to-day operation.

ENERGY-EFFICIENT AMPLIFIER 
TOPOLOGIES 
A conventional AVR uses Class AB 
amplification, which can perform well 
but wastes some energy in the form of 

heat. More efficient alternatives are now 
arriving, including Class D, which turns 
analog input signals into a train of puls-
es that switch the output devices on and 
off rather than running them continu-
ously. There are also Class G and Class 
H, which use schemes like rail switching 
and rail tracking to operate the output 
devices with only the minimum voltage 
demanded by the signal at any given 
time. If you want to shave your power 
bill—or save the planet—these new 
topologies are worth considering. 

BEYOND 5.1
Our position on surround sound is 
that it’s a 5.1-channel medium at heart: 
three channels in front, two toward the 
rear of the side walls, and a dedicated 
low-frequency-effects (LFE) channel. 
However, except for entry-level models, 
most AVRs have seven amp chan-
nels. That includes a basic array of 5.1 
channels and another two channels for 
surround expansion modes. The latter 
may include front height, front width, 
or back surround channels. Most AVRs 
are set up for back surround processing, 
but many now offer Dolby Pro Logic IIz 
or Audyssey DSX for the front height 
options or, in the case of Audyssey DSX 
or DTS Neo:X, a front width option 
as well. Some manufacturers have 
proprietary modes that do something 
similar. Front height speakers can add 
a new dimension to certain movies but 
don’t add much to music. Width (in our 
experience) adds little to movies and 
less to music. Back surrounds can be 
helpful if two side surround speakers 

A/V RECEIVERS
WHO STOLE THE SHOW?  n  Mark Fleischmann

J ust as every movie has its stars and  
supporting players, so does every home the-
ater. For most viewers, the lead role and all the 
attention goes straight to that beautiful, bright, 
colorful HDTV. But it’s often a nondescript box 

working behind the scenes, the audio/video receiver, that re-
ally steals the show. Most times, the AVR is the system’s true 
focal point. It joins all the components together, gets them 
working seamlessly like a good ensemble cast, and—with 
any luck—delivers (along with your speakers) an Oscar-
worthy audio performance of the critical movie soundtrack.
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Taken at its 
most basic, an 
AVR is an audio 
component 
that combines 
the functions of 
two otherwise 
discrete com-
ponents—a sur-
round sound pre-
amp/processor 
and a multichan-
nel power ampli-
fier—in one box.
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A Labor of Love
This homeowner keeps his eye on the price.  3 By Matt Gambino
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HOME THEATER PRESENTS DIY THEATER 2011
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I
n January 2009, my wife Cindy and I purchased our new home in Raleigh, North Carolina, with an eye toward converting the large bonus room 
over the garage into a home theater. We wanted a space that we could primarily use to watch movies but could also serve as a place to relax and 
listen to music. We also wanted a space that was different from the rest of the house, so it would look and feel like a dedicated theater.
   As a self-proclaimed do-it-yourselfer, I felt confident that I could tackle the project on my own. Still, I had no idea what it should look 
like, how to construct it, or what equipment to purchase. I spent the better part of six months researching everything I could find on home 
theater design and construction. Finally, with a plan in hand, I worked on the theater every chance I got (mostly nights and weekends) for 

the next five months. The only part of the project that we hired out was the carpet installation.
 Lighting was a key consideration when I designed the theater. We needed the lighting to set the right mood and create the best experi-
ence. Whether we’re watching the latest Blu-ray, playing a game on the Xbox 360, or listening to music, the remote-controlled Lutron 6-Zone 
GRAFIK Eye has a scene programmed for every situation.
 The room also posed some interesting challenges, including a large, arched window located in the front of the theater and another window 
located on the side at the rear of the theater. Because of the house’s roofline, we couldn’t alter some rather stark ceiling angles. To conceal hometheater.com   21  NOVEMBER 2012  hometheater.com 

 At the very least, high definition demands 
the 2K remastering of older titles so they look 
their best, but in some cases much more effort is 
required. The folks at Universal Studios 
understand the value of their catalog and the 
importance of preserving and presenting their 
movies with state-of-the-art technology. They’ve 
aggressively remastered many fan favorites for 
HD over the past couple of years, but for the 
occasion of their 100th anniversary in 2012, 
they’ve gone a big step further. Universal 
announced a slate of some of its most popular 
movies of all time, which would receive 
extensive digital/analog restoration from the best 
available film elements. Keep in mind that such 
popularity is a double-edged sword, leading to 
extensive handling and mishandling over 
decades, and so a great many wrongs needed to 
be corrected. Dirt, scratches, and other 

degradation, sometimes quite severe, needed to 
be fixed if these were to be the true gems in an 
aggressive year-long release schedule. 
 Fortunately, the technology exists to handle 
just about any flaw, assuming that sufficient 
time, money, and skill are invested. Universal 
spared none to make these classics look their 
best, in some cases better than they did at their 
theatrical premieres. The goal was primarily to 
remove the majority of the visible and audible 
imperfections, while remaining true to the 
integrity of the original work. Often the 
changes are only noticeable if we’re intimately 
familiar with previous editions and their 
foibles. To that end, Universal has produced a 
series of informative mini-documentaries that 
illuminate the extensive toil and care that went 
into this collection, spread across the 
appropriate discs in the series along with 

historical segments that look at the studio’s 
box-office dynasty in different eras. 
 With more than half of this esteemed roster 
currently available at press time, we decided to 
take another look at and give another listen to 
these truly special editions. We’ll lead with the 
most recent of these titles to land on our desk, 
the recipient of one of the most elaborate 
tune-ups of the bunch. It also happens to be 
quite simply one of the best movies ever 
produced. Understanding the steps taken to 
reclaim this tarnished crown jewel will provide 
perspective on the entire endeavor.

JAWS (AUGUST 14, 2012)
Audiences today take for granted the notion of 
the summer blockbuster, but it was Steven 
Spielberg who invented it with his second film, 
Jaws. If you didn’t live through the summer of 
1975—as the great white fish chewed up and 
spat out previous box-office records, the media 
spoke breathlessly and endlessly about the 
movie and its makers, and the world embraced 
shark fever—you can’t fully appreciate the 
cultural impact here. And the acclaim was all 
richly deserved, since at its heart it was a 
terrifying, thrilling, funny, and brilliantly 
executed motion picture.

The restoration of Jaws required that the 
physical elements all the way back to the film 
negative that ran through the cameras in 1974 
(the optimal source for any subsequent 
version) be located and evaluated. The film was 
then scanned at 4K for superior resolution, but 
a large quantity of nasty scratches needed to be 
healed. With the wetgate process, a special 
fluid is applied directly to the negative during 

A Blu-ray Collection 
a Century in the 
Making

BY Chris Chiarella

Going back a few years, the arrival of high definition in general and 
Blu-ray specifically signaled a new era of entertainment. While home 
theater has long promised a movie-watching experience that we 
could enjoy in our pajamas—without getting arrested—the reign of 
the 1080p optical disc promised us DVD convenience combined 
with superior cinematic quality.Delivering on that promise wasn’t 
always so easy, however. Owing to a variety of variables, such as poor 
film storage, tight budgets, and the simple fact that some studios are 
more dedicated to the preservation of their libraries than others, 
many of the most anticipated Blu-ray debuts have been lackluster, 
frequently mere ports of existing standard-def masters. 

http://www.creativeimagedesigngroup.com
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 BEST CONCERT/MUSIC VIDEO  BEST SOUND BEST TV ON BLU-RAY BEST RESTORATION BEST EXTRAS BEST INTERACTIVITY BEST OVERALL BEST PICTURE QUALITY ANIM
ATED BEST EXTRAS

 B
lu-ray is in its fourth year, and guess what? It’s 

somewhat mainstream. It’s now easy to find a player 

for just over a hundred bucks. Big new-release  

Blu-ray titles are selling in larger numbers, and prices are 

dropping there too. Whether you’re just joining the Blu game 

or looking to augment an existing collection, here’s a Top 

100 culled from our expert group of reviewers to use as a 

guide. Whether you want the best picture and sound to show 

off your home theater system or to scare your neighbors, or 

you’re looking for the best in extras and interactivity, here’s the 

best of the best from the Home Theater staff.

BEST 
BLU-RAY 
DISCS

1  BLU-RAY BUYER’S GUIDE 2010  hometheatermag.com hometheatermag.com   2

JDEPT SUBHEAD1 COM
The TV looks great on the wall, but where are you 
going to put your components and how are you 
going to hide those unsightly cables? The TV Smart 
Shelf solves both problems and is designed to fit 
most stationary TV wall mounts from 32 to 60 
inches. A glass shelf is supported by two L-shaped 
brackets that attach to the TV mount using four 
wing nuts and bolts. Cabling is hidden behind 
removable covers on the support arms.

Flexible and Sturdy: The shelf is made of 0.4-inch-
thick tempered glass with a weight capacity of 30 
pounds. Price: $140 for 3-foot clear- or black-glass 
shelf; $200 for 4-foot black-glass shelf, $170 for 
4-foot clear-glass shelf. Check prices

Simple Shelving Solutions • (419) 665-6597 • 
flatscreenshelving.com

hometheater.com   3

ADEPT SUBHEAD1 COM
The TV looks great on the wall, but where are you going to put your 
components and how are you going to hide those unsightly cables? The TV 
Smart Shelf solves both problems and is designed to fit most stationary TV 
wall mounts from 32 to 60 inches. A glass shelf is supported by two L-shaped 
brackets that attach to the TV mount using four wing nuts and bolts. Cabling 
is hidden behind removable covers on the support arms.

Flexible and Sturdy: The shelf is made of 0.4-inch-thick tempered glass with a 
weight capacity of 30 pounds. Price: $140 for 3-foot clear- or black-glass 
shelf; $200 for 4-foot black-glass shelf, $170 for 4-foot clear-glass shelf. 
Check prices

Simple Shelving Solutions • (419) 665-6597 • flatscreenshelving.com

JSIMPLE SHELVING 
SOLUTIONS TV SMART SHELF
The TV looks great on the wall, but where are 
you going to put your components and how 
are you going to hide those unsightly cables? 
The TV Smart Shelf solves both problems and 
is designed to fit most stationary TV wall 
mounts from 32 to 60 inches. A glass shelf is 
supported by two L-shaped brackets that 
attach to the TV mount using four wing nuts 
and bolts. Cabling is hidden behind removable 
covers on the support arms.

Flexible and Sturdy: The shelf is made of 
0.4-inch-thick tempered glass with a weight 
capacity of 30 pounds. Price: $140 for 3-foot 
clear- or black-glass shelf; $200 for 4-foot 
black-glass shelf, $170 for 4-foot clear-glass 
shelf. Check prices

Simple Shelving Solutions • (419) 665-
6597 • flatscreenshelving.com

COMING ATTRACTIONS
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D DEPT SUBHEAD1 COM
The TV looks great on the wall, but where are you going to put 
your components and how are you going to hide those unsightly 
cables? The TV Smart Shelf solves both problems and is designed 
to fit most stationary TV wall mounts from 32 to 60 inches. A glass 
shelf is supported by two L-shaped brackets that attach to the TV 
mount using four wing nuts and bolts. Cabling is hidden behind 
removable covers on the support arms.

Flexible and Sturdy: The shelf is made of 0.4-inch-thick tempered 
glass with a weight capacity of 30 pounds. Price: $140 for 3-foot 
clear- or black-glass shelf; $200 for 4-foot black-glass shelf, $170 
for 4-foot clear-glass shelf. Check prices

Simple Shelving Solutions • (419) 665-6597 • 
flatscreenshelving.com
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BEST BLU-RAY DISCS

Black Hawk Down 
(Sony Pictures)

Think of the beach 
scene from Saving 
Private Ryan lasting  
two hours and 20 min- 
utes. That’s an approxi- 
mation of this film’s 
mind-blowing sonic 
experience. Presented in 
explosive uncompressed 
PCM, this Oscar winner 
for Best Sound delivers 
everything. The spatial 
details, dynamics, 
sound pressure levels, 
and overall aggression 
are amazing. The con- 
vincing realism of the 
individual effects will 
knock you out. You’ll 
be exhausted by the 
time the end credits roll. 
This is reference-quality 
sound in every way.

Fight Club 10th  
Anniversary  
Edition
(20th Century Fox)

Ren Klyce’s pulverizing 
sound design puts the  
Fight Club 10th Anni- 
versary Edition among  
the best movie sound- 
tracks we’ve heard. 
The level of activity in 
all channels, the use 
of explosive dynamic 
range (it’s not just loud, 
it’s got incredible swing 
from quiet to loud), 
and the quality of the 
individual sound effects 
are beyond convincing. 
It’s so organic, it doesn’t 
just sound real, it feels 
real. The Dust Brothers’ 
score alternately pul- 
sates and enriches the 
atmosphere. 

Any Pixar Title
(Disney)

From the opening roar 
of the engines in Cars 
to the gutters of Paris 
in Ratatouille, no one 
serves up sound design 
like Pixar. From its 
early days at Lucasfilm, 
Pixar has made sound 
design a key factor 
in its production, 
employing some of the 
biggest names in sound 
design. Every one of 
its releases features an 
enveloping masterwork 
of surround sound with 
incredible dynamics, 
subtle nuance, and 
heartwarming scores. 
It doesn’t matter which 
title you cue up, you’re 
in for a sonic treat every 
time.

THE DARK KNIGHT
(Warner Brothers)

This Dolby TrueHD lossless 
soundtrack is relentless. Its 
gunshots and pyrotechnics 
are explosive, with staggering 
dynamic range—enough to 
make you jump. Crunch- 
ing, droning low bass is  
present throughout. Hans  
Zimmer’s intense, minimal- 
ist score adds to the film’s 
emotional unease and is  
captured sensationally here.  

Surrounds envelop through- 
out, but they place directional 

effects spot on when required. 
Plus, the dialogue is clean and 

never gets lost in the tumult. This 
is pure reference quality and a 
must-own for anyone who wants 
to show off their theater.

THE HURT LOCKER
(Summit Entertainment)

The pulverizing deep bass will expose 
every resonant mode in your room. 
You and your neighbors will think your 
place is being demolished by Humvees 
and tanks, with choppers providing air 
support. The gunshots, explosions, and 
other transients have more dynamic 
crack than nearly anything we’ve heard, 
especially in the surround channels. 
Each of the many different weapons fired 
and ordnance detonated has its own 
distinct sonic signature, and dialogue 
is mostly clear. This DTS-HD Master 
Audio soundtrack offers two-plus hours 
of demo material.

BEST SOUND BEST SOUND BEST SOUND  BEST SOUND BEST SOUND BEST SOUND BEST SOUND

The Ultimate Matrix Collection
(Warner Brothers)

Each of the three films boasts an impressive Dolby 
TrueHD 5.1 soundtrack filled with demo-worthy 
scenes. In The Matrix, the lobby scene offers 
depth and impact as bullets fly around the room. 
In Reloaded, the highway chase places you in the 

middle of the action 
with vehicles careening 
all over the road. And 
in Revolutions, bass 
enthusiasts will relish the 
most intensive room-
shaking bass imaginable 
as the trilogy draws to its 
sub-par conclusion.

Master and  
Commander: The 
Far Side of the 
World
(20th Century Fox)

This is among the best- 
sounding films ever 
made. You feel a sur- 
real sense of the atmo- 
sphere, from every 
creak of the hull to the  
gentle lapping of the sea.  
Combined with intense 
battles, blistering explo- 
sions, and unnerving 
cannon fire, this is a 
dynamic tour de force. 
The soundfield is one of 
the best we’ve heard; its 
imaging extends around 
and over you. Master 
and Commander’s 
soundtrack defines the 
state of the art.

Cloverfield 
(Paramount)

While the jury is out 
on Cloverfield’s queasy-
cam imagery, there’s 
no controversy about 
its crushing Dolby 
TrueHD soundtrack. 
It images a full 360 
degrees around the 
room, and it features 
some of the most 
bone-rattling bass 
you’ll ever hear. It’s 
also surprisingly adept 
at the subtler aspects 
of sound design—like 
behind the camera in 
the apartment party that 
starts things off or in 
the dark, claustrophobic 
subway tunnel. This 
disc demonstrates sonic 
aggression on the largest 
scale. 

Transformers Two-
Disc Special Edition
(DreamWorks)

This film took sound 
design to a new level. 
The inventiveness of the 
characters’ sounds  
coupled with the im- 
mersive mix creates an  
intense ride that’s both  
fun and utterly jaw-
dropping. With front-
to-back panning to 
infrasonics that test 
the might of your walls 
and guts, Transformers 
delivers the goods. The  
battle sequences are 
some of the most 
intense we’ve ever 
heard. It has many 
demo-worthy sequences 
of surround sound, 
dynamic range, and 
sheer envelopment.

PIRATES OF THE  
CARIBBEAN  
3-MOVIE COLLECTION 
(Disney)

At land or at sea, Pirates’ uncom- 
pressed PCM tracks fully enve- 
lop you at every moment and are 
powerfully explosive when called 
for. These soundtracks are active 
and expressive every second of  
the run time, both loud and quiet. 
There’s no getting around the 
action set pieces, like the can- 
nonades between ships and the 
Kraken’s destructive assaults as it 
pulverizes ships from the inside 
out in Dead Man’s Chest. The 
trilogy is a wild ride on Blu-ray..
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DO-IT-YOURSELF: 
REAL WORLD HOME THEATERS

HOLLYWOOD AT HOME
WATCHING MOVIES WITH THE STARS

HANDS-ON ADVICE
FROM OUR INSTALL AND DESIGN EXPERTS

FURNITURE AND DESIGN
ELEMENTS FOR ANY DECOR

WIRELESS 
REPORT CARD

WE SCORE THE LATEST 
WIRELESS GEAR

THE BIGGER PICTURE TIPS FOR SELECTING AND INSTALLING A FRONT PROJECTION SCREEN

SYSTEMS 
SOLUTIONS  
Transform any room in your 
home into a dream theater!

DESIGN
BRINGING THEATER INSPIRATION INTO YOUR HOME

http://www.creativeimagedesigngroup.com
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The POPA Owners and Pilots Association Magazine exists for owners and operators of the Pilatus aircraft. We design and produce their quaterly member magazine which is distributed to all 
POPA owners/pilots and those in the aircraft industry who are POPA Aircraft resellers. Editorial covers everything from new product reviews to international travel.  [continued on next page]

  W I N T E R  2 0 1 2   P O P A  M A G A Z I N E   1    

PLUS 
JEPPS ON 

YOUR IPAD

EXPLORING 
LEASEBACKS

FLYING WITH 
FRANK SINATRA

CALCULATING 
PERFORMANCE5 BLADE 

PROP
IS IT WORTH IT?

HERE COME
SPRING
THUNDERSTORMS

PROFICIENCY 
        EASY 
        PIECES

10 TIPS FOR BETTER LANDINGS!

BUY AND  
SELL PLANES 
WITHOUT PAYING TAXES

P I L AT U S  O W N E R S  A N D  P I L O T S  A S S O C I AT I O N  •  W I N T E R  2 0 1 2

5in YOU’RE ONLY AS GOOD AS YOUR NEXT FLIGHT. By Paul K. Sanchez

PILATUS
PILOT
 PROFICENCY
 IN FIVE EASY PIECES

    P I L O T  T A L K

1 A GOOD PILOT ALWAYS  
FOLLOWS THE DIRECTOR.
Most commonly, I see pilots not using the 
director on the Honeywell KFC325. They’ll 

gladly engage the autopilot (which always has the 
flight director programmed) but won’t program the 
director before take-off/climb/descents/approach/
landings for suggestions.
 In fact, the flight director is probably (and 
admittedly) the best Pilatus PC-12 instrument 
instructor around. He’s always there in the aircraft 
on time and always suggests what bank angle/pitch 
angle to use to accomplish what you told him. And, 
of course, the Honeywell KFC325 flight director 
has got more flight time in PC-12s than any other 
instructor that I know. Of course, his only fault (if 
I do say so myself) is that he can’t talk, but he does 

move his hands left/right/up/down in sugges-
tions very well. So why are we not using this flight 
instructor by telling him what we are trying to 
accomplish for a given segment of flight? 
 At the hold-short line, press the FD button on 
the KFC325 flight computer, press GA (go-around) 
on the power-control lever and, just like that, you 
now have the flight director showing you how to 
get to wings-level with 8-degree positive pitch. Set 
the heading bug on the runway alignment, and the 
director will show you how to stay on that head-
ing. Select the altitude you cleared for (“climb and 
maintain 4k, expect xxxx in 10 minutes”) and press 
ARM on the KAS297, and the director will suggest 
how to level off for capture. In fact, when told to 
take heading “xxx” and join the transition, press 
the NAV button on the KFC325 flight computer, 
and the director will show you how to blend in. 
Amazing. After takeoff, I would suggest using a Vy 
appropriate to your weight for indicated air speed 
(IAS) hold mode on the KFC325.
 

2 ALTITUDE IS YOUR FRIEND;  
IT WILL NEVER LET YOU DOWN.
Now comes the issue that many previous 
piston drivers have to learn: Altitude control 

is the same as fuel/range/speed/endurance control.

One of the benefits of doing initial/refresher courses in PC-12s is that I see a lot 
of common errors on the initials and mis-taughts on the refresher courses. Some 
of it is related to avionics software; other times it is a misunderstanding of aero-
dynamics of the PC-12 aircraft itself. Let’s take a look at a few and see how this 
can dramatically change your next refresher and, better still, your next flight.
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PERFORMANCE 

PLUS...  
AND 
MINUS?
of the PC-12 is the ability to travel long distances, at a high gross weight, and then land/takeoff on short 
runways. In addition, if it is a sea-level airport, the performance is very hard to beat!
 I recently had the opportunity to fly from the east coast of Florida to St. Barthelemy (TFFJ), Guade-
loupe. The straight-line distance was approximately 1,100 nm. No problem for the PC-12. Well, almost. 
 St. Barth’s is internationally known as a Caribbean resort-type destination island with access via boat 
or small commercial or General Aviation aircraft. It is uniquely known for its airport, or really for the 
standard arrival to the airport over the heads of observing tourists standing at a traffic circle approxi-
mately 500 feet from, and 50 feet above, the end of the runway. That doesn’t sound like anything special 
except for the surrounding hills and the short, single runway that makes for a very interesting, non-
standard approach angle that can give most pilots minor heart palpitations! This airport is considered 
the third or fifth (depending on source) most dangerous commercial airport in the world. 
 Because of the location and length of this runway, the French Civil Aviation Authority (DGAC) re-
quires a prior checkout, with a DGAC-approved flight instructor familiar with the special operations at 
St. Barth’s. I was able to accomplish this in the PC-12 by pre-arranging first to stop in San Juan to pick 
up an instructor, who is PC-12 qualified, and then proceed to St. Barth’s where I completed the requisite 
training while staying on the island for several days. Note: The checkout can be accomplished in any 
aircraft that is suitable for St. Barth’s, but it would be wiser to have the training performed in the aircraft 
intended to be operated into this airport.

One of the many plus points

KNOWING WHAT 
YOUR AIRPLANE 
CAN AND CAN’T DO 
IS CRITICAL. 
By John Morris
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DO YOU  
FLY  
YOUR PC-12 
LIKE A
PRO?

    P C - 1 2  S A F E T Y  T I P S

A few months ago I had a discussion with some individuals 
about purchasing one or more PC-12s for a Part 135 endeav-
or. The principle investor was not a pilot but had done ex-
tensive study on the type of aircraft to use for this enterprise. 
   He had narrowed his choices down to the PC-12 and 
the Hawker Beechcraft B-300 (350). His choice of the 

B-300 was, in no small part, 
due to its safety record. He rea-
soned that the B-300 had a near 
perfect safety record because of 

its manufacturing design that did not fail. To be fair (and not the least 
bit partial), my first response was that the PC-12 and the B-300 are quite 

different airplanes and that the B-200 would be the “better” comparison, 
since many of us generally equate the PC-12 as the single-engine B-200. So 

with just basic information about the B-300, I suggested that it is not only 
the design that contributes to its safety record, but the required two pi-
lots, due to the higher (than the B-200 family) gross weight/seating and 
the usual type of operation with this larger twin turboprop. 
   What I should have added was that since the B-300/350 weighs 
more than 12,500 pounds, the pilot will be required to have a type 
rating for the aircraft (the B-300 family is for the most part approved 
for single-pilot operations). Getting a type rating in any aircraft in-
creases the amount of training, with the inclusion of actually having 
a checkride in the aircraft or approved simulator to FAA completion 
standards versus non-type rated aircraft completion standards set by 
the insurance-approved training source. 

 
FOLLOW THE SAFETY STEPS PERFECTED BY ‘PAID FLIGHT CREWS.’   n  By John Morris
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piano, two entertainment 
centers and an 800-square-
foot balcony and a dining 
room with a 22-karat 
gold chandelier and 
custom-designed 10-seater 
table. There’s even a guest 
room with custom-made 
draperies and carpets, 
designer furniture and a 
set of wardrobes almost 
large enough to live in. 
Guests who have stayed in 
the Bridge Suite include 
Michael Jackson, Oprah 
Winfrey, Bill Gates, Celine 
Dion and Michael Jordan.
 You don’t have to leave 
your room at all, but if you 
do, the resort has plenty to 
explore. More than 35 res-
taurants, bars and lounges 
at Atlantis offer guests a 
smorgasbord of choices 
ranging from the largest 
pastry selection in the Ba-
hamas to an international 
marketplace of delica-
cies, from exquisite fresh 
seafood served elegantly 
in the midst of the under-
water ruins of Atlantis to 
sophisticated northern 
Italian or Chinese special-
ties, from casual poolside 
sandwiches to sumptu-
ous breakfast, lunch 
and dinner buffets. The 
Marina Village adds 21 
retail shops, five distinct 
restaurants, a Starbucks, a 
Jamba Juice and a Johnny 
Rockets, the venerable 
1950s-styled diner. There’s 
also a casino, the largest in 
the Bahamas, if you’re feel-
ing lucky.
 If you’re wondering 
who in the world steps up 
to pay $34,000 a night for 
a hotel room, the answer 
is “a lot of people.” The 
Atlantis Bridge Suite has a 
five-year waiting list.  And 
did we mention there’s 
a four-night minimum 
when you book it?
 For more on the Atlan-
tis property, go to their 
website at Atlantis.com or 
call 888.877.7525. Airport: 
Paradise Island (PID).

The Atlantis 
Resort, on 
Paradise 
Island in the 

Bahamas, is nothing 
short of magnificent.  
You can swim with dol-
phins, play golf, scuba 
dive or rock climb 
and still be on time 
for a gourmet dinner 
at a sunken restaurant 
which looks out on a gi-
ant aquarium filled with 
sharks. And if you’re 
feeling like you deserve 
to be pampered, try 
staying in the Bridge 
Suite, one of the most 
opulent (and expensive) 
residences in the world.
 The 4,740-square-foot 
Atlantis Bridge Suite 
gets its name from its 
location. The resort’s two 
Royal Towers stretch 23 
stories high. The Bridge 
Suite connects the tow-
ers on the 16th floor, 
offering uninterrupted 
views of the entire 600-
acre, $450 million resort 
and the turquoise ocean 
that surrounds it.  
 The 10-room suite is 
decorated in red, black 
and gold (lots of gold) 
and comes with its own 
butler, bar lounge and 
entertainment center as 
well as 12-foot ceilings. 
The master bedroom 
has a sitting area, his-
and-hers closets and 
hand-painted linens. 
The bathrooms feature 
chaise lounges, marble 
baths and dolphin 
fixtures. For those who 
are picky about their 
personal space, there 
are two separate master 
bathrooms. The kitchen 
also has its own entrance 
so the butler, cook or any 
other of the suite’s seven 
dedicated servants never 
need to bother you.
 The Bridge Suite 
includes a 50-foot by 
25-foot living room, 
complete with a grand 

Hot Spots   TRAVEL

{ G O T T A  G E T  A W A Y }

THE BRIDGE SUITE 
AT ATLANTIS
CAN YOU GET A GOOD NIGHT’S SLEEP WHEN YOU’RE PAYING $34,000 A NIGHT?

If you’re wondering who in the world steps 
up to pay $34,000 a night for a hotel room, 
the answer is “a lot of people.” The Atlantis 
Bridge Suite has a five-year waiting list.
And did we mention there’s a four-night 
minimum when you book it?
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Dawn on the Zambezi River is always an event. As the sun climbed out of the tree line, 
lions roared, hippos snorted their approval, and the flocks of tiny yellow Mask Weavers 
sang their hearts out from the tall grasses. A group of American aviators was hiking a 
winding trail that descends to the cliff tops which stand watch over Victoria Falls, one 
of the world’s Seven Wonders. It seemed like only a moment ago they had take off from 
Quebec City, Canada, crossed the pond via Greenland and Iceland, then headed south 
through Prague and Venice and Santorini, over to Aqaba and then on down to Kenya, 
Tanzania and Zambia. The goal was to reach the Cape of Good Hope in South Africa, 
then turn north toward Namibia and continue up the west side of Africa and home.  
It was Day 26 of a 54-day, 21,00nm flight to circumnavigate the entire continent of 
Africa.  Equally remarkable was the fact after reaching the halfway mark, no pilot 
had used a single sheet of paper in the cockpit.

Victoria Falls
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Once the discovery of N175FS was made 
public, the jet was quickly snapped up by a 
European collector. Today, unfortunately, it 
has gone back into hiding. Until late 2008, 
the plane was under the care of Jeff Thomas, 
a noted aircraft historian and consultant 
who was safeguarding it for the collector. 

It was mid-May 2005 when Ken Williams arrived 
at the San Jose Jet Center, at the southwest corner 
of the city’s international airport, and eyed a Learjet 
from a bygone era. Williams was the chief operating 
officer of Atlanta Air Salvage, a boneyard based at 
Griffin Spalding Airport that collected the remains 
of planes too damaged or too outdated to be of use 
to anyone else. 
 Williams had flown cross-country at the behest 
of Atlanta Air chief executive officer Ronnie Pow-
ers, who had recently fielded a bizarre call from an 
attorney in a hurry. “A lawyer called one day and 
said, ‘We’ve got an old Lear for sale. Will you give 
us X’?” The decades-old business jet would likely 
be relegated to scrap metal, but Atlanta Air was ac-
customed to raising planes from lakes and dragging 
wreckage out of the woods. At least this recovery 
would be easy. Powers paid $45,000 for Learjet Serial 
No. 31 and sent Williams to see what it would take 
to haul the plane home for its autopsy. “We were just 
going to break it down for parts,” the CEO said, “and 
I wasn’t even sure it was good for that.”
 Out back, behind San Jose’s hangars, Williams 
found a rusted relic that had sat for years in the 
rain. The plane had been abandoned by its previous 
owners until unpaid hangar fees hit nearly $20,000, 
The jet center then had simply dragged it out and left 
it to the elements. The once-gleaming fuselage had 
long since dirtied; the vivid white no longer stood in 
stark contrast to the black and gray trim. The single 
window along the port side of the aircraft was caked 
in grime. Sticks were stuck in the wheels. Inside, 
Williams found gray carpeting and gray leather seats 
— a rather drab complement to the mess outside. 
The logbooks were gone.
 As he snapped photos, something didn’t sit right. 
The COO had a nose for history. This might not be 
an antique biplane discovered in a barn some place, 
but the N-number struck him as odd. He called Lear 
to run a historical-records search for his boss. 
 In Atlanta, Powers thumbed through the history 
of the dilapidated plane. Before being shipped out 

AN AIRCRAFT SALVAGE COMPANY DISCOVERS  
A REMARKABLE AIRPLANE.  By Davin Coburn
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    H I S T O R I C A L  F I N D

You Oughta Be in Pictures
Now it’s easy to relive your adventures, thanks to 
the new NFlightcam video-camera systems. It’s 
a piece of cake to use. The ultra-wide 170-degree 
lens provides sharp detail of your landing at an 
interesting location, your first solo flight, or your 
latest aerobatic accomplishment. The GPS model 
logs your exact location as it records. Play back 
your video alongside speed, altitude and position 
readouts on Google Earth maps.

The NFlightcam weighs 4.2 oz. and operates for up to two hours on a single charge. 
Easy transfer makes great viewing on your computer or big-screen TV for the ulti-
mate ocular enjoyment! Available at Sportys.com or by calling 800.776.7897.

IPAD TO YOUR KNEE A new kneeboard from ASA makes a happy home 
for your iPad in the cockpit. The portfolio-style pre-

sentation allows full access to all the buttons, and there’s a hard writing surface on the left, opposite 
the face of the iPad. The iPad Kneeboard’s cover slides to make a horizontal or vertical desktop and 
works with both iPads 1 and 2. For more, go to ASA2fly.com.

Telex 
is All Ears
A new design in headsets 
for turbine pilots is drawing 
its share of attention. The 
Ascend from Telex has a 
five-pin XLR (Airbus type) 
connector for comfortable 
cockpit-active noise reduc-
tion. A quick swap-out, and 
the Ascend can connect to 
stereo entertainment, iPad 
or MP3 players for passen-
gers in the cabin. The new 
headset can be powered off 
the microphone plug or a 
rechargeable battery, again, 
at the pilot’s choice. Use the 
Ascend to speak with ATC, 
then convert it to listen to 
music on a layover. Best 
may be the fact that the 
Ascend’s earcups pivot a 
full 180 degrees, enabling 
the headset to fold flat for 
compact storage. Learn 
more at Telex.com.

Canon’s New 
Powershot G12 
Point-and-shoot cam-
eras just keep getting 
more amazing, and 
that’s certainly the case 
in point for the new 

Canon Powershot 
G12. Canon’s Pow-
ershot G-series is a 
stalwart of the high-

end compact camera 
market. Originally 
designed to offer film 
SLR users a (relatively) 
affordable ladder into 
enthusiast digital imag-
ing, over the past 10 
years G-series cameras 
have evolved to become 
what they are now — as-
pirational, high-quality 
compact cameras and 
attractive second bodies 
for existing DSLR users, 
fitting into the niche 
between “mainstream” 
compact offerings and 
small DSLRs. The G12 
can shoot RAW + JPEG 
at the same time and 
has 720p hi-def video 
capabilities. See it at 
USA.Canon.com or dial 
800.652.2666.
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New Products    

MUST 
HAVE
Four years ago, the 
largest peacetime 
gathering of P-51s since 
World War II took place in 
Columbus, Ohio. Officially 
referred to as The Gather-
ing of Mustangs and Legends, 
the event brought together the 
lion’s share of the world’s remain-
ing airworthy North American 
Mustangs as well as many of the 
pilots who flew them in combat. The event also attracted the U.S. Air Force‘s 
Heritage Flight Program and included appearances by the F-22 Raptor, the 
Thunderbirds and more. Now über artist Paul Bowen has edited some of the 
finest aviation photos from the event and produced a coffee-table book par 
excellence. See an incredible collection of P-51 Mustang images as well as 
prized shots of modern Air Force firepower in The Gathering of Mustangs and 
Legends, The Final Roundup. Visit GatheringFoundation.org to order online. 
Orders outside of the United States must be placed by phone at 407.846.7251

http://www.creativeimagedesigngroup.com
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Technological advances and more efficient 
power define the current state of outboards 
and sterndrives >  BY JIM BARRON

POWER
PLAY

That’s not to suggest the industry is sit-
ting still. Far from it. With second genera-
tion four-strokes beginning to hit the mar-
ket, horsepower is up and fuel consump-
tion is down. Punchy and fuel-efficient
direct-injected two-strokes continue to find
a loyal fan base, as well - and why not?
Besides excellent power-to-weight ratios,
they also provide the low-end torque that
boaters love. The sun isn’t shining quite so
brightly on the other side of the two-stroke
coin, however, as most manufac-
turers are shifting away
from conventional-tech-
nology EFI and carbureted
models.

On the sterndrive side,
most of the advances for
2007 are more accurately
described as the refinement
of existing products. Much of
the attention in this segment is
on diesel sterndrives, where we
are seeing lighter, more powerful
engines.

Other trends for ’07 include an increasing
emphasis on digital technology, and
advances in tiller handles for outboards as
manufacturers focus on some of the small
to medium-size engines. In terms of pric-
ing, a few companies have held the line for
certain models, but, overall, prices are up
approximately 3 to 4 percent from last year. 

Let’s take a closer look at the state of
Marine Power 2007:

A
s has been the case in recent years, the major advances
in marine power continue to resonate in the outboard
field, and 2007 is no exception. Another trend is the

gradual slowing of new model introductions. Compared to the
furious release of new engines we witnessed throughout the ear-
lier part of this decade, things are a bit tamer now.
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VOLVO DIESEL 
DRS DRIVE
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With Optional Twin Engines and a Boatload of Neat Features, 
Sea Doo’s 24-footer takes Performance Boating to New Heights

Supra’s new Launch 20 SSV does two
things well. First, this 201/2-footer imper-
sonates a larger rig by providing more pas-

senger space than most boats of its size. Second,
with its inboard V-drive engine, standard tower
and ballast system, the Launch 20 SSV serves as
a towboat for fanatical boarders who want a
precise tow and perfectly shaped wake — yet it
also has design features that suit those who
would rather ski.
The Supra’s 20-foot, 8-inch length makes it
highly agile, while a, 7-foot, 11-inch beam keeps
the wakes from being overly wide for riders and
recreational waterskiers. Today’s boaters — and
even hardcore riders and skiers — don’t want to
be squeezed together. They want living-room
comfort while watching riders and skiers doing
big tricks. That’s why Supra took cues from its
22 SSV and incorporated them into the 20 SSV.
Passenger space in the bow, for example, is simi-
lar to the 22’s, which was accomplished by
shrinking the helm consoles. Sure, you lose stor-
age, but you gain extra reclining room; plus it
allowed Supra to incorporate a true walk-
through to the bow.  The cockpit has wrap-
around seating that follows the gunwale from
the co-pilot’s position to just behind the driver,
providing nearly 15 feet of sitting and reclining
room. And when action behind the boat really
the interior a rich look. With 26 inches of interi-
or freeboard at the helm, the 20 SSV is not a
deep boat — but this contributes to its exciting
ride and sporty attitude.

PASS THE COCOA BUTTER
The 41/2x6-foot sunpad is roomy enough for
two sun worshippers, as Supra managed to
squeeze more space here by designing the tran-
som with a vertical line instead of angling it aft

DOUBLE 
YOUR FUN
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W ith Ford’s introduction of the long wheelbase Expedition EL for 2007, it wasn’t a
question of if, but when we would pit it against the GM equivalent — a 2007
Chevrolet Suburban or GMC Yukon XL. In order to make this cage match as fair as

possible, we opted for an upscale Expedition Limited EL four-wheel drive (4WD) and an equally
option-rich Yukon XL Denali AWD. Both were loaded to the gills with DVD navigation systems,
power-adjustable pedals, moonroofs, power liftgates, spiffy 20-inch wheels, auto-leveling rear sus-
pensions, and high-end audio with rear seat entertainment systems. In addition, the Ford had a
reverse-sensing collision avoidance system; not to be outdone, the GMC boasted a rearview cam-
era. The Yukon XL even came with an optional heated steering wheel.

The Yukon XL Denali and Expedition Limited EL we tested
had other things in common, too. For instance, both carried
six-speed automatic transmissions and powerful V-8 engines.

POWERTRAINS
GM’s new 6.2L Vortec V-8 features an aluminum block, forged
steel crank (all other truck Vortecs use iron cranks), high-flow
aluminum cylinder heads with a unique inlet port shape, an
offset rocker arm design (inherited from the heads on the
Corvette Z06’s LS7 7.0L engine), and variable valve timing
(VVT). The VVT system uses a dual-equal cam phaser to adjust
camshaft timing at the same rate for both the intake and
exhaust valves, and works to optimize performance and fuel
economy.
Its numbers are impressive. The 6.2L V-8 punches out 400 hp
at 5700 rpm and 415 lb.-ft. of torque at 4400 rpm. The engine
throttles up rapidly and produces strong acceleration through
5000 rpm — but it has a real sweet spot at around 3500 rpm.
The Expedition EL’s powerplant isn’t new, but it’s certainly
not geriatric, having first been offered in the Expedition in
2005. The potent, three-valve-per-cylinder, 5.4L Triton V-8 is
based on a cast-iron block, steel crank and aluminum head

package. It also features variable camshaft timing. Power is
robust. The Triton cranks out 300 horses at 5000 rpm and 365
lb.-ft. of torque at 3750 rpm. Its acceleration also comes on
strong and holds well to around 4000 rpm, but it runs best
between 2500 and 3000 rpm.
Both engines have guts and make good towing powerplants,
but the new 6.2L Vortec delivers better towing acceleration
and overall highway drivability than the 5.4L Triton, at least in
these particular applications. The Vortec’s power comes on
early - maybe a bit too early - and this is where the Triton per-
forms a shade better. It offers a more gradual and linear rate
of acceleration in the lower end of its rpm range; although not
as quick as the Vortec, it is smoother off the line. 

GEAR TALK
As noted, the Expedition EL and Yukon XL Denali are
equipped with six-speed/overdrive automatics, and both share
a wider-than-normal ratio range across the spectrum of gear
choices. This has two positive effects for trailer boaters:
improved fuel mileage, and less of a tendency for the transmis-
sion to gear hunt. Reduced gear hunting helps keep heat
buildup — and the resulting wear and tear - to a minimum.

With a new engine, new trasmissions and titanic towing comfort, the Yukon XL and
Expedition EL face off in an SUV smackdown  > BY STUART BOURDON

CAGE MATCH
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C igarette’s 38 Top Gun is one of the first names in offshore go-fast boats, and the model we test-

ed at the Fort Myers, Fla., stop of our Performance Trials gave us no reason to think otherwise.

Equipped with a pair of Mercury Racing HP525EFI engines with 1.5:1 Bravo One drives with 2-

inch “shorty” Sport Master gear cases, the Top Gun could hold its own in any open ocean. Slathered with

a mesmerizing paint job and fitted with top-shelf hardware, the 38 Top Gun certainly demonstrated its

namesake.Equipped with a pair of Mercury Racing HP525EFI engines with 1.5:1 Bravo One drives with

2-inch “shorty” Sport Master gear cases, the Top Gun could hold its own in any open ocean. Slathered

with a mesmerizing paint job and fitted with top-shelf hardware, the 38 Top Gun certainly demonstrat-

ed its  The Top Gun’s hull featured two steps, the first of which was located even with the fairing and the

second was about 6 feet aft of the first. The keel remained sharp through all three running surfaces. The

4-inch-wide chine also continued through all steps. Of the four strakes, only the outside continued after

the first step. At the transom, the boat was fitted with a 10-inch-wide notch. The configuration created

sure-footed handling. Since it’s a stepped-bottom, it turned best with the drives set at neutral or just a bit

The 46 Concept is one of many reasons why the Cigarette brand
name has been rejuvenated. The V-bottom combines style and
performance, something buyers expect from Cigarette Racing.

NAME BRAND
RANGER V22 COMANCHE
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A. El Paso Buzzards of the Central Hockey League  B. Moorpark Little League’s 50 year logo  C. Nordskog Marine Instruments  D. Bridges 2:2, Calvary Chapel Thousand Oaks   
E. Africa Mission Trip, Blessed Hope Chapel, Simi Valley  F. WPHL, Western Professional Hockey League
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G. Westlake Village Animal Hospital, Westlake Village  H. Sunset and 6th Records, Austin, TX  I. Amarillo Rattlers of the Central Hockey League  J. Dellora A. Norris Cultural Arts 
Center, St.Charles, Illinois  K. Filter Depot Water Filters  L. Living Water Custom Water and Filtration M. The Dugout Sports Grill, Simi Valley, California
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As	the	largest	and	most	influential	business	association	in	Los	Angeles	County,	the	Los	Angeles	Area	Chamber	of	Commerce	is	the	voice	of	business	in	L.A.	 
The 2013 Business Magazine and Directory was a collaboration between Chamber Marketing Partners (chambermarketingpartners.com) and Creative Image Design Group.
Publication Layout & Design By Robbie Destocki, Creative Image Design Group
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N o event in recent history has united the 
community of Los Angeles the way 
the soaring arrival and street-by-street 
odyssey of the space shuttle Endeavour 

did. Its stunning fly-bys over the City had hun-
dreds of thousands of people looking skyward.  
Then as Endeavour inched its way along the streets 
of L.A., from its hangar at LAX to its new home 
at the California Science Center, it was greeted by 
throngs of cheering spectators who stood for hours 
in order to share this unique moment.
 “It was an amazing event that was seen around 
the world,” recalls Jeffrey Rudolph, president and 
CEO of the California Science Center. “Los Angeles 
has had some wonderful events, but this one was off 
the chart. Now Endeavour’s mission is to inspire new 
generations of scientists, engineers and explorers.”
 In addition to inspiring the young, Endeavour 
and its related exhibition devoted to the history of 
the Space Shuttle program, is expected to become 
L.A.’s most popular new tourist attraction.

                             To Infinity and Beyond  q  STORY BY JIM FARBER

An airplane is seen taking off as space shuttle Endeavour 
is secured to the Over Land Transporter (OLT) in the 
early morning hours of Saturday, Sept. 22, 2012, at  
Los Angeles International Airport.
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ANTELOPE VALLEY

ELEVATION
2,500 TO 3,975 FT. 
ABOVE SEA LEVEL

POPULATION
500,000, EXPECTED  
TO EXCEED  
1 MILLION BY 2020

MEDIAN  
HOUSING 
UNIT PRICE
$370,575

With a 60-minute freeway or 
rail line commute to metro-
politan Los Angeles, Antelope 
Valley offers an affordable 
housing alternative to high-
er-priced real estate to the 
south. The nearby Edwards 
Air Force Base and several 
aerospace-related companies 
also bolster the local econo-
my. Two of the areas largest 
cities, Lancaster and Palm-
dale, have evolved into urban 
job centers with business and 
industrial parks, shopping 
centers, a regional mall and 
rapidly expanding medical 
and hospital facilities. 

RENTING 
VERSUS 
OWNING

For much of the last decade, 
renting a home has proved 
a better financial move 
than buying one – typically 
saving thousands of dollars 

a year. Since the economic 
downturn, once lucrative 
markets have dropped 
in value enough to make 
buying a home a bargain. 

HOME 
BUYING 
EXAMPLE

A 3,560-square-foot, 
four-bedroom, three-bath 
Palmdale home built in 
2003 sells for $258,000.

HOME OR 
APARTMENT 
RENTING EXAMPLE

A typical two-bedroom, two-
bath, 964-square-foot apart-
ment rents for $829 a month 
based on a six- or 12-month 
lease. Amenities include 
walk-in closets, air condi-
tioning, ceiling fan, dish-
washer, disposal, full kitchen, 
furnished/unfurnished, 
patio/balcony, washer/dryer 
hookup, covered parking/
garage, fitness center, gated, 
cable and a $500 pet deposit. 
Pest control, sewer, trash and 
water included in the rent.

WEATHER 
AND 
CLIMATE

Moderate, semi-arid, 
four-season climate with 
low humidity and four inch-

es average annual precipita-
tion. Cool winters, hot, dry 
summers, blustery spring 
and crisp, colorful autumns.

AVERAGE TEMP: 61˚
EXTREME TEMPS: 2˚/110˚

SAN GABRIEL VALLEY

ELEVATION
400 FT. ABOVE  
SEA LEVEL

POPULATION
2 MILLION

MEDIAN  
HOUSING 
UNIT PRICE
$558,978

Just east of downtown, 
this 400-square-mile area 
encompasses 31 cities and 
five unincorporated commu-
nities – including Burbank, 
Van Nuys, Sherman Oaks, 
Canoga Park and Sylmar – 
from the foothills of the San 
Gabriel Mountains to historic 
Pasadena and San Gabriel. 
Once primarily agricultural, 
the Valley is now mostly ur-
ban and suburban and home 
to the likes of CBS Studio 
Center, NBC-Universal, The 
Walt Disney Company and 
Warner Bros. It’s also running 
out of space. But the I-60 and 
57 freeways afford a 30-min-
ute to two-hour drive to lakes, 
rivers, mountain resorts, 

wilderness areas, high- and 
low-desert national parks, and 
miles and miles of seashore.

RENTING 
VERSUS 
OWNING

Like most areas in the 
region, the bad economy 
and rising energy costs have 
seriously dented the housing 
market. Plus, the Valley is 
running out of land and 
communities are con-
cerned about growth, traffic 
congestion and the impact 
on public services. On the 
other hand, transit-oriented 
residential development 
and multi-family units 
have surged in Pasadena. 
Whether renting or buying, 
the market average values 
range from La Canada 
Flintridge and San Marino 
($1,250,000 and $1,200,750 
respectively) to Pomona 
and Baldwin Park ($375,000 
and $380,000 respectively).

HOME 
BUYING 
EXAMPLE

A four-bedroom, two-and-
one-half-bath, 2,928-square-
foot Spanish-style 1927 
hacienda overlooking the 
San Gabriel Country Club 
sold “as is” for $840,000.

Almond Tree in Antelope Valley

Looking into the San Gabriel  
Mountain wilderness, with the  
San Gabriel Valley in the distance

LIVING IN LOS ANGELES 
T he Los Angeles area’s neighborhoods are as diverse as its population. From the hiking trails  

and rolling hills of the San Gabriel Valley to the hustle-and-bustle of Hollywood, there’s a home 
suited to every lifestyle and business. If you are a recent transplant or are planning to relocate, 
this brief overview will help outline various Southern California communities.  For up-to-date 

information on median home prices and commercial real estate, visit redfin.com or loopnet.com.

[ LIVING IN LOS ANGELES ]
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L.A.’ S ECONOMIC VITAL SIGNS

 9,889,056
People in L.A. County 

NEW & EXISTING  
HOME SALES 
(DataQuick Information Systems)

The County’s 
population 
would make 
it the NINTH 
largest state  
in the nation, 
just behind 
MICHIGAN  
and  
ahead  
of GEORGIA.
(2010 Census,  
U.S.Census Bureau)

#9
LARGEST  

POPULATION  
IN NATION

#6
busiest in 
the world

#2
in North
America

As of December 2012 (California Employment Development 
Department, Labor Market Information Division)

LEADING INDUSTRIES

HOUSING POPULATION UNEMPLOYMENT

THE CUSTOMS DISTRICT: 
Home to the ports of Los 
Angeles and Long Beach, Port 
Hueneme and Los Angeles 
International Airport

INTERNATIONAL TRADE
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TOURISM  
Cultural tourists represent 

20% of the visitor 

headcount, but account 

for 35% of annual visitor 

spending – nearly $5 

billion each year. (LAEDC)

 

 

CREATIVE INDUSTRIES

$201.1
BILLION

Total economic impact in L.A. and  
Orange County by creative industries

1 out of 8
regional jobs are in creative industries

642,300
direct and indirect jobs in the 

creative economy
(2011 Otis Report on the Creative Economy  

of the Los Angeles Region)

$386.7
BILLION

THE VALUE OF TWO WAY TRADE
(LAEDC)

10.2%

CHINA
IS L.A.’S LARGEST
TRADE PARTNER

 

 
 

1 HEALTH 
SERVICES

4 ENTERTAINMENT

2 COMMERICAL 
SERVICES

3 HOSPITALITY 
& TOURISM

5 REAL ESTATE, 
CONSTRUCTION 

& DEVELOPMENT

MEASURED BY 2010 EMPLOYMENT,  
THE LEADING INDUSTRY CLUSTERS ARE:
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[ BUSINESS OF SPORTS ]

THE CITY OF CHAMP ONS
With a winning tradition and a history of championships under its belt, the Los Angeles         sports economy continues to prove you just can’t beat L.A.!  q  STORY BY JIM FARBER

BEAT L.A.! BEAT L.A.! BEAT L.A.! BEAT 
L.A.! It’s the chant you hear so often when 
the Dodgers, the Lakers, the Clippers, or  
the Kings are playing on the road. It’s a  

chant which makes those of us who live in this 
great sports city proud (although it’s not meant to).
 “When I hear people chanting ‘Beat L.A.,’ I 
smile. It’s a badge of honor,” says long time sports 
attorney/executive and Los Angeles Area Cham-
ber of Commerce Board Chair Alan Rothenberg. 
“They’re jealous of what we’ve got: the lifestyle, the 
weather, our incredible winning record and we’ve 
got Jack Nicholson sitting in the front row!”
 Of all the industries that drive the Los Angeles 
economy, sports is the most unique. Not only do 
our professional and college sports programs gener-
ate an enormous source of income, which reached a 
pre-recession high of $5.124 billion in 2007 (accord-
ing to a study conducted by the Los Angeles Sports 
Council), they create and maintain thousands of 
jobs and attract vast numbers of visitors to the City.
 Not surprisingly, the total amount of gener-
ated revenue from sports saw a decline during the 
years of the recession, as was reflected in the Coun-
cil’s subsequent report for 2009. But according to 
David Simon, president of the Los Angeles Sports 
Council, “We expect to see that number increase 
significantly when the upcoming survey is com-
pleted for 2012. You cannot quantify the psycho-
logical impact of sports, but you can measure its 
economic effect and our studies have shown con-
sistently that sports are a growth industry, even in 
tough economic times,” says Simon.   
 Obviously, the role sports play, as an economic 
engine for L.A., is critically important. But for the 
fan what really matters is the way professional 
sports and great college rivalries ignite a spirited 
rallying cry for the community. When the Lakers 
are battling the Clippers for top spot in the NBA 
Western Conference Pacific division, when the 
Kings are skating for the Stanley Cup, the Galaxy is 
shooting for the MLS cup, the Dodgers are batting 

2012 Stanley Cup Champion 
Los Angeles Kings celebrate 
at center ice with the most 
prized trophy in all of sports

http://www.creativeimagedesigngroup.com
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The Beverly Hills Chamber of Commerce serves the luxury capital of the world and has been in existence since 1923.  
The Beverly Hills 2013 Membership Directory was a collaboration between Chamber Marketing Partners (chambermarketingpartners.com) and Creative Image Design Group. 
Publication Layout & Design By Robbie Destocki, Creative Image Design Group
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Shop Local In Beverly Hills

Mention Beverly Hills and its Golden Triangle and the first thought that comes to mind is the ultra-sophisticated 

shopping along Rodeo Drive: Tiffany’s, Fendi, Cartier, Armani, Chanel and so many more. Without question 

these are the crown jewel establishments that give Beverly Hills its shimmering cache.

 But there are so many other businesses throughout Beverly Hills— eateries, stationary stores, beauty parlors, 

confectioners florists, car detailers, dog groomers and wine stores whose names are not known internationally. 

They abound within the Golden Triangle as well as on South Beverly Drive, Robertson and La Cienega Boulevard. 

Together they play a crucial role in the economic mosaic that makes Beverly Hills a community. That’s why the 

Beverly Hills Chamber of Commerce conceived its signature program, Shop Local.  

 “Shop Local encourages residents, people visiting Beverly Hills, and the people that work within the city to 

utilize their local resources,” explains Chamber Executive Director, Alexander Stettinski.

 “We make information about these businesses available on our website (www.BeverlyHillsChamber.com) and 

in our subscribe newsletter that comes out once a month.”

 The Chamber’s Shop Local Monthly eNewsletter features listings of the most interesting Local Experiences , 

Exceptional Package Deals and Local Offers.

SHOPPING

FEBRUARY
THEATRE 40 PRESENTS
JANUARY 24- FEBRUARY 24

“7 Stories” In this fast-paced 
and hilarious play, a man 
contemplating leaping from a 
seventh-story building ledge 
is interrupted by the build-
ing’s colorful residents, who 
are too caught up in their 
own lives to notice or ques-
tion his being out there. For 
information call 310-364-0535 
or www.theatre40.org.

BEVERLY HILLS  
CONFERENCE & VISITORS 
BUREAU CELEBRATES THE 
YEAR OF THE SNAKE
FEBRUARY 1

Beverly Hills magnificent 
Rodeo Drive will come alive as 
it ushers in one of the largest 
public Chinese New Year cel-
ebrations in Los Angeles from 
12pm – 4pm. Live entertain-
ment will include traditional 
Chinese performances such as 
martial arts demonstrations, 
feng shui presentations, arts 
and crafts and dancing and 
singing from various Chinese 
troupes. Visitors can feast on 
restaurant deals, many featur-
ing a nod to Asian cuisine. For 
information call 310-248-1015 or 
www.lovebeverlyhills.com.

FRIENDS OF ROBINSON 
GARDENS BOTANICAL 
ART CLASSES
FEB 5-8/FEB 12-15

Anne Marie Evans presents 
her five-step water color 
painting method, for novice 
to advanced student. For 
information call 310-555-2068 
or www.robinsongardens.org.

MARCH
“EXPERIENCE” 
BOUCHON
MARCH 11,  
6PM-9PM

Beverly Hills 
Chamber presents 
an event featur-
ing legendary Chef 
Thomas Keller and his 
staff as they treat guests 
to an original interactive VIP 
experience, in addition to 
live music and ‘Cirque’ type 
performers. For informa-
tion call 818-433-7455 or 
www.BeverlyHillsChamber.
com/Experience

THEATRE 40 PRESENTS
MARCH 21- APRIL 21

“Remembrance” Set against 
the backdrop of Northern 
Ireland, “Remembrance” 
charts the love that develops 
between a Protestant father 
and a Catholic mother who 
meet in the cemetery where 
their sons are buried, both 
victims of violence. For in-
formation call 310-364-0535 
or www.theatre40.org.

WOOFSTOCK 90210
MARCH 10, 11 AM – 4 PM

A great festival for dogs and 
their owners, presented 
by the city of Beverly Hills 
featuring a pet parade, 
pet-related vendors, 
adoptions, entertainment, 
food trucks and fun for the 
entire family. Dogs must 
be current on all necessary 
vaccinations. For informa-
tion visit www.beverlyhills.
org/woofstock90210. 
 

APRIL
BEVERLY HILLS TOMORROW
APRIL 9TH 4PM-7PM

Beverly Hills Chamber 
presents a forum assembling 
Industry leaders representing: 
Entertainment, Luxury, Tech-
nology, Health, and Finance 
giving short, thought-provok-
ing, and inspiring speeches 
followed by networking 
salons for each industry. For 
information call 310-248-1000, 
ext. 114 or www.BeverlyHills-
Chamber.com.

EARTH DAY CELEBRATION
APRIL 14TH 9AM-1PM

Learn how to “Live Lightly” 
on Planet Earth Eco Station 
Adventure, Energy Conser-
vation, Water Management, 
Energy Efficiency, Battery 
Recycling, Free Compost 
and, Much Much More! For 
information call 310-285-6832 
or www. beverlyhills.org/
farmersmarket.

BEVERLY HILLS FILM 
FESTIVAL
APRIL 24-28

An international competi-
tion dedicated to showcas-
ing the art and talent of 
emerging film¬makers in 
the city globally recognized 
as the headquarters for 
VIPs to the motion picture 
industry. For information 
call 310-779-1206 or  
www.beverlyhillsfilm 
festival.com.

APPLE BALL
APRIL

Apple Ball is  
an annual 
fundraiser by 

the Beverly 
Hills Education 

Foundation which 
benefits the Beverly 

Hills Unified School 
Districts. For information 

call 310-557-0651 or  
www.bhef.org.

INSIDE THE GREYSTONE 
PRIVATE RANGER TOURS
APRIL 6

Join the park ranger on a 
guided walking tour of the 
Greystone Mansion and  
Estate grounds. For infor-
mation call 310-285- 6850 or 
www.greystonemansion.org.

MAY
 “…INTO THE GARDEN” 2013
MAY 18

Guests are welcomed to his-
toric Virginia Robinson Estate 
and Gardens, to revel in the 
garden party of the year, to 
enjoy floral design demon-
strations, an opportunity 
drawing, as well as shopping 
in the unique boutiques 
made available at the estate 
that day. For information visit 
www.robinsongardens.org/
annual-garden-tour.

BEVERLY HILLS ART SHOW
MAY 18– 19 10 AM TO 6 PM

The artSHOW is one of the 
most popular art events on 
the west coast featuring 
art by 250 exhibitors from 

around the nation, who 
showcase work in painting, 
sculpture, watercolor, photog-
raphy, mixed media, ceramics, 
and jewelry. For information 
call 310-285-6836 or www.
beverlyhills.org/artshow.

HEALTH, FITNESS &  
BEAUTY EXPO
MAY 5 – 9AM- 1PM

Beverly Hills Chamber of Com-
merce welcomes spring the 
healthy way, by rejuvenating 
mind and body at the annual 
Beverly Hills Health, Fitness & 
Beauty Expo. Exhibitors share 
expertise, advice and product 
samples, as well as fitness 
classes and informational 
discussions will take place on 
stage to promote a healthy 
lifestyle for the Beverly Hills 
Community. Admission is free 
to the public. For information 
call 310-248-1000 ext. 114 or 
www.BeverlyHillsChamber.
com/expo.

THEATRE 40 PRESENTS
MAY 16- JUNE 16

“Opening Night” Ruth and 
Jack Tisdale are on a night out 
of dinner and theatre. Jack 
didn’t really want to go, Ruth 
thinks it’s time to get a little 
culture in their lives. She has 
tickets that let them mingle 
with the elite of the theatre 
world in the V.I.P. lounge 
before the play and during 
the intermission. That’s 
where the fun begins. For 
information call 310-364-0535 
or www.theatre40.org.

JUNE
40TH ANNUAL STUDENT 
ACADEMY AWARDS
JUNE 9TH (TENTATIVE)

Each year over 500 college 
and university film students 
from all over the United 
States compete for awards 
and cash grants, with films 
being judged in four catego-
ries: Animation, Documenta-
ry, Narrative and Alternative. 
For information call 310-247-
3000 x1131 or www.oscars.org.

PIE BAKE A LA BEVERLY 
HILLS AND PIESTA
JUNE

Beverly Hills Farmers’ Market 
hosts its annual Pie Bake à 
la Beverly Hills & Piesta. For 
information call 310-285-6832 
or www.beverlyhills.org/
farmersmarket.

CONCERTS ON CANON
JUNE, JULY & AUGUST

City of Beverly Hills invites 
you to spend Thursday nights 
enjoying the upbeat sounds 
of Afro-Cuban, Jazz and Clas-
sic Standards to Swing, Folk 
Blues and Rockabilly, in the 
outdoor Beverly Canon Gar-
dens. There will be two sets 
each evening: 6:30pm- 7:15pm 
and 7:45pm-8:30pm. For 
information call 310-285-1000 
or www.beverlyhills.org.

BACKDRAFT BALL
JUNE 11

In its 21st year, the annual 
event is the main source of 
fundraising for the Post-Re-
tirement Medical benefit 
trust fund and the Fireman’s 
Association. The event in-
cludes a dinner with dancing, 
silent and live auctions, and 
other entertainment. For 
information call 310-288-1755.

RODEO DRIVE  
CONCOURS D’ELEGANCE
JUNE 16

The Rodeo Drive Committee 
will again present the annual 
Concours D’Elegance on 
Father’s Day. Be a part of the 
unique mix of guests at this 
free event – from serious 
car collectors to families to 
international visitors. For 
information call 323-860-9161 
or www.rodeodrive-bh.com/
CNC/CNC_about.

MEMBERSHIP  
APPRECIATION &  
INSTALLATION NIGHT
JUNE

Beverly Hills Chamber of 
Commerce hosts an elegant 
evening, exclusively reserved 
for the Beverly Hills Chamber 
of Commerce members. This 
event offers the opportunity 
to mingle amongst fellow 

Chamber members at the 
Beverly Canon Gardens, 
while enjoying food, drinks 
and live music. For informa-
tion call 310-248-1000 ext. 
114 or www.BeverlyHills-

Chamber.com.

JULY
FUN ON THE 4TH
JULY 4

The whole family is invited 
to Roxbury Park on the 4th 
for an evening full of fun, 
and to say “Happy Birthday 
America!” Roxbury Park 
comes alive with live music, 
food and games for all ages. 
For more information call 
310-285-6840.

AUGUST
19TH ANNIVERSARY AND 
CHILI COOK OFF
AUGUST

The Beverly 
Hills Farmers’ 
Market 
hosts an 
annual Chili 
Cook off for 
market-goers to 
have a chance to 
sample the goods. 
Admission to the 
weekly Farmers’ Market 
and this special themed 
event is free. For infor-
mation call 310-285-6832 
or www.beverlyhills.org/
farmersmarket.

AN EVENING WITH  
THE MAYOR
AUGUST

The Chamber is proud to 
present An Evening with 
the Mayor. A wonderful 
opportunity for members of 
the business community and 
residents to come together 
with City leadership and 
discuss how we can all work 
together to enhance Beverly 
Hills. For information call 
310-248-1000 ext. 114 or www.
beverlyhillschamber.com

BEVERLY HILLS  
INTERNATIONAL  
MUSIC FESTIVAL
AUGUST 2-11

The Festival is designed to 
provide talented instrumen-
talists and vocalists a chance 
to learn from some of the 
world’s leading musicians, to 
improve their technical and 
expressive musical skills, and 
to perform before leading 
entertainment specialists. For 
information call 310-779-7622 
or www.bhmusicfestival.org.

SEPTEMBER
FRIENDS OF ROBINSON 
GARDENS CENTENNIAL 
PATRON GALA
SEPTEMBER

Robinson Gardens invites 
guests to dine under the stars 
and bask in the ambiance and 
history of the spectacular Ital-
ian gardens. For information 
call 310-550-2068 or www.
robinsongardens.org.

OCTOBER/ 
NOVEMBER
FRIEND OF ROBINSON 
GARDENS MONTHLY  
LECTURE & LUNCHEON
OCTOBER NOVEMBER

For program information & 
reservations please call  
310-550-2068 or www.robin-
songardens.org.

BEVERLY HILLS ART SHOW
OCTOBER 19-20 10AM-5PM

The artSHOW is one of the 
most popular art events on 
the west coast featuring 
art by 250 exhibitors from 
around the nation, who 
showcase work in painting, 
sculpture, watercolor, 
photography, mixed 

media, ceramics, and 
jewelry. For information 
call 310-285-6836 or 

www.beverlyhills.org/
artshow.

BEVERLY HILLS  
SHORTS FESTIVAL
NOVEMBER 8-10

Beverly Hills Shorts Festival 
has become the Los Angeles 
Metro area’s 2nd largest 
shorts festival. With great 
pride every selection 
screened at the festival comes 
from actual submissions. For 
information visit www.bever-
lyhillsshortsfestival.com.

DECEMBER
DICKENS LUNCHEONS  
AND DINNER
DECEMBER

Return to Yuletide in Victori-
an England with costumed ac-
tors performing scenes from 
Charles Dickens’ classic. For 
information call 310-360-6281 
or www.lawrysonline.com.

NEW YEAR’S EVE
DECEMBER 31

Close out the year in style. 
Many of our area restau-
rants and hotels host annual 
celebrations. Reserve early. 
For locations visit www.love-
beverlyhills.org.
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ONGOING EVENTS 
The Beverly Hills Farmers’ Market is a weekly outdoor 
certified market, which provides the finest Califor-
nia-grown, fresh and seasonal fruits and vegetables,  
juices, breads, specialty items and more in a festive 
outdoor setting, more than 60 farmers and vendors  
every week. Located at the 9300 block of Civic Center 
and is open Sunday from 9 a.m. to 1 p.m., rain or 
shine.  For information, call (310) 285-6830.  

Beverly Hills Forums Lecture Series features promi-
nent and distinguished speakers and personalities from 
the fields of entertainment, arts, fashion, medicine, 
science, public affairs, and commerce. Beverly Hills  
City Hall, 455 N. Rexford Drive. Free Admission. Free 
parking available at the Civic Center Parking structure. 
For information, call (310) 285-6830.  

Friends of Robinson Gardens Monthly Lecture and 
Luncheon featuring guest lecturers including prominent 
speakers, book authors and unique entrepreneurs. Vast 
arrays of topics about art, culture or history are featured 
during these presentations. For more information, call 
(310) 550-2068 or log onto www.robinsongardens.org.
 
Cold Water Canyon Full Moon Hike. Take in inspiring 
views of the San Fernando Valley, as the moon rises over 
live oaks and black walnut trees. Listen for owls. Absorb 
the peace, tranquility and beauty of the canyon trails 
after sunset. For information call (818) 753-4631.

Great Book Discussion Group meets the 2nd and 4th 
Monday of each month between 6pm- 8pm at 444 N. 
Rexford Drive. Free parking. Call (310) 273-5691 or log onto 
www.beverlyhills.org for upcoming-featured novels.

Beverly Hills Civic Center Public Art Walking Tour, a 
free monthly guided walking tour of the city’s prime pub-
lic artworks, is held on the first Saturday of each month at 
1 p.m. Featured artists on the tour include Auguste Rodin, 
Henry Moore, and Barry Flanagan. The tour leaves from 
the front of Beverly Hills’ City Hall, 450 N. Crescent Drive. 
For information call (310) 288-2201.

Saban Theatre is a historic theatre formerly known 
as the Fox Wilshire Theater. It is an Art Deco structure 
designed by architect S. Charles Lee and is considered a 
classic Los Angeles landmark. The theatre hosts a myriad 
of performing arts – from the best of Broadway to interna-
tional dance troupes to renowned speakers. 8440 Wilshire 
Blvd. For information call (323) 655-0111.

The Beverly Hills Trolley Tour is a 40-minute tour of 
Beverly Hills in an open-air trolley. Sights include the 
elegant shops of Rodeo Drive, stately neighborhoods, 
celebrity homes and famous and historic landmarks. Tours 
depart from the corner of Rodeo Drive and Dayton Way in 
Beverly Hills. The Trolley Hotline number is (310) 285-2442.

CALENDAR OF

EVENTS
2 0 1 3  C A L E N D A R  O F  E V E N T S  I N  B E V E R L Y  H I L L S
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Hungry? Not a Problem. Not in Beverly Hills.

Whether you’re in the mood for a romantic candlelight dinner; need the perfect place for that high-power business 

lunch; just want to relax at a sidewalk bistro; or you to just need to grab a bite on the run— Beverly Hills has the 

perfect menu, atmosphere, cuisine, and price range to fit any need.

 There are so many choices.  From the most luxurious dining experience to the quickest fast food to go, Beverly 

Hills is there for you. There’s the Golden Triangle and South Beverly Drive, Robertson Boulevard and La Cienega’s 

world-famous Restaurant Row.

 And don’t forget, Beverly Hills offers some of the most elegant hotel restaurants and cocktail bars to be 

found, whether it’s the historic Beverly Hills Hotel and its Polo Lounge, the Beverly Hilton, the Beverly Wilshire,  

L’Ermitage, the Mosaic, the Peninsula, the Montage, the Luxe Rodeo Drive, or the Four Seasons.

 And the menus are as diverse as the settings— from that perfectly charbroiled steak or thick sliced prime rib, 

to the freshest sushi and vegetarian delicacies. And for before or after you can sip a perfectly chilled martini or 

an aromatic cup of espresso.  

 Whenever you’re ready, your table is waiting.

DINING

http://www.creativeimagedesigngroup.com
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As one of the largest business associations in Orange County serving over 700 businesses, the Huntington Beach Chamber of Commerce is the voice of business in the region. 
The 2013 Business Directory was a collaboration between Chamber Marketing Partners (chambermarketingpartners.com) and Creative Image Design Group.
Publication Layout & Design By Robbie Destocki, Creative Image Design Group
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WILD SURF
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Huntington Beach
BOEING
50 YEARS OF  
PARTNERSHIP

THE GREAT 
OUTDOORS

Experience a multitude of diverse 
recreational activities all within Huntington Beach

Celebrating a long heritage 
of surfing and surf culture

More than 8 million  
square feet of 

retail shopping

The Boeing Company has  
maintained a “Special Space”  
within the community
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HUNTINGTON BEACH CELEBRATES ITS LONG HERITAGE  
OF SURFING AND SURF CULTURE. BY JIM FARBER

T
he throngs of spectators that lined the beach on that celebratory day of June 20, 1914 had never 
seen anything like it. They marveled at the new Huntington Beach Pier, the longest of its type in 
the United States, extending 1,500 feet into the Pacific Ocean. 
 The grand scale of the pier must have impressed them. But the sight that truly captured their 
imaginations, and caused them to cheer, was a handsome young man named George Freeth, 
perched atop what appeared to be a long wooden plank, gliding gracefully atop the waves while 
he performed all manner of tricks. How was it possible they wondered? 

 The effect Freeth’s performance had on the crowd was not lost on the man who had organized the construc-
tion of the pier and arranged for this early display of surfing dexterity— railroad magnate, oil man and real estate 
developer supreme, Henry Huntington, the father of Huntington Beach.
 What Huntington did not know was that Freeth’s wave riding was destined to become one of the most popular 
sports of all time with its own laid-back lifestyle and bold fashion statement, that surfing would inspire an 
“endless summer’s” worth of movies and a pop-music phenomenon. Or that the city that so prominently bore 
Huntington’s name would come to be known around the world as Surf City, USA! 
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U.S. Open of Surfing 2013 winner Alejo Muniz
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F
or half a century, through the eras of “Big Space,” 
“New Space” and now “Cyber Space,” The Boeing  
Company has maintained a “Special Space” within  
the community of Huntington Beach and with the 
Huntington Beach Chamber of Commerce. 
   On Sept. 12, 1962, President John F. Kennedy  
famously challenged the county to choose to go to  

the moon in the next decade.  He also spoke of the acceleration  
of the “Space Race” that was about to impact the community of  
Huntington Beach:
   
“In the last 24 hours we have seen facilities now being created for the 
greatest and most complex exploration in man’s history. We have felt 
the ground shake and the air shattered by the testing of a Saturn C-1 
booster rocket, many times as powerful as the Atlas which launched 
John Glenn, generating power equivalent to 10,000 automobiles with 
their accelerators on the floor.”

 A few weeks later, development of a Space Science Center at the 
intersection of Bolsa Avenue and Bolsa Chica Road began.
 “The Boeing plant in Huntington Beach was dedicated in 1963 for one 
initial purpose,” says Alex Lopez, vice president of Boeing’s Advanced 
Network & Space Systems and site executive for Boeing’s Huntington Beach 
facility. “To build the upper stage of the Saturn rocket that would take the 
astronauts to the moon.”
 That mission was accomplished at exactly 2:56 (Houston Mission 
Control time) on July 21, 1969, when Neil Armstrong took his “one 
small step for man, one giant leap for mankind” and planted his boot 
on the lunar surface.
 But, as Lopez points out, those rockets to the moon were just 
the beginning. 

 
Boeing’s 
Huntington 
Beach site, 
which will  
celebrate its 50th  
anniversary this year, has adapted 
from its primary role of launching 
rockets and supporting the International 
Space Station to now developing diverse 
new technologies and unique capabilities. 
 “After the accelerated period of ‘the race to the moon,’ Boeing’s role 
in space expanded in 1965, when the National Aeronautics and Space 
Administration created a new research program that evolved into 
Skylab, the nation’s first space station,” Lopez said.
 Huntington Beach conducted many of the studies for that project 
and built the crew’s working area. Then Boeing worked on the military 
version of Sky Lab that was called the Manned Orbital Lab. That first 
era (the era of “Big Space”) was from 1962-1975. Then came the era of 
the Delta Program (“New Space”), which focused (and continues to 
focus), on the use of unmanned rockets to launch satellites and on the 
completion of the International Space Station.
 With a diverse range of advanced technologies located in the Infor-
mation Security Innovation Lab, Network Development Center and 

BOEING AND 
HUNTINGTON 
BEACH

50 YEARS OF PARTNERSHIP. BY JIM FARBER
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Boeing Huntington Beach 
Plant Ground Breaking
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LIFESTYLE
Ideal weather, a diversified economy teeming with good jobs, 
a wide variety of housing, an excellent educational system, 
boat marinas, numerous parks, and exemplary health care are 
why Huntington Beach enjoys the reputation of being the 
perfect Orange County destination to live, work, and play. 
Visitors, as well as residents of this scenic city, treasure its 
eight and a half miles of wide, public, sandy beaches.   
Breathtaking sunsets offer dramatic backdrops for beach parties 
with bonfires, sandcastle building, kite flying, walking, jogging, 
bike riding, and photography. It’s no wonder that Huntington 
Beach has earned recognition for its outstanding quality of life.
 The renowned Huntington Beach Pier is a memorable 
destination and a frequent subject of art and photography. 
Pier Plaza, a theater-like setting at the base of the pier, 
hosts many special musical, sports, and community events 
throughout the year. The Huntington Beach Pier is the  
longest concrete municipal pier in Southern California.
 The 356-acre Central Park encompasses a world-class 
library. The community also has four branch libraries. The 
Central Library & Cultural Center hosts the largest children’s 
library in California, along with a popular community theater.
 The Huntington Beach Art Center, five recreation centers 
(including a senior citizens center), the International Surfing 
Museum, Pier Plaza, and the Sports Complex are popular places 
for cultural and sports events. The major religious affiliations are 
represented in Huntington Beach with over 50 houses of worship.
 Fine to casual dining is available at hundreds of restaurants 
throughout the city. The selection grows every year.

RECREATION
Surfing, sailing, volleyball on the beach, fishing, tennis,  
golf, and a wide variety of city recreation programs are 
available for all ages in Huntington Beach. Community 
youth programs and sports opportunities add even more 
choices for enrichment.
 Parks, beaches and recreational activities are offered for 
all to enjoy. The city, officially titled “Surf City USA,” focuses 
on its eight and a half miles of pristine beaches that annually 
host professional and amateur surf and volleyball contests, 
plus a growing number of nationally televised beach events. 
It was during the 1960’s that Huntington Beach became iden-
tified as “Surf City” when the popular Jan & Dean song “Surf 
City” climbed the musical charts bringing the fantasy of the 
beach lifestyle to the nation.
 The beach and pier are popular year-round for visitors 
and residents alike. People from throughout Orange County 
remember fondly their summers at the beach. Now home of 
the U.S. Open of Surfing, the event draws crowds of 300,000 
each July.

EDUCATION
More than 50 public and private schools offer elementary, 
middle, high school and adult education in Huntington Beach. 
Golden West and Coastline Community Colleges are located 
within city limits and provide a variety of training and career 
skills. Nearby are campuses of the University of California 
Irvine, the California State Universities of Long Beach and 
Fullerton, and a number of private colleges.

SURFCITY
 USA

Welcome To Huntington Beach
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Auto Expressions is a subsidiary of Kraco. They produce automotive accessories and  air fresheners found in just about every Target or Walmart across the country.  The Catalog 
includes their entire line of automotive accessories including seat and steering wheel covers, sunshades, etc. Layout & Design By Robbie Destocki, Creative Image Design Group
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Customer Service
Accessories (800) 346-9453

Air Fresheners (800) 431-1358
Canada (800) 263-6200

Distributed by: SOPUS Products, 609 Science Drive, Moorpark, CA 93021
www.auto-expressions.net

© 2005 SOPUS Products All Rights Reserved
A U T O  E X P R E S S I O N S ™  2 0 0 6  P R O D U C T  C A T A L O G 3

FLOOR 
MATCD VISOR 

ORGANIZER

AIR 
FRESHENER

STEERING 
WHEEL 
COVER

SEAT COVER

LITER BAG

A U T O  E X P R E S S I O N S ™  2 0 0 6  P R O D U C T  C A T A L O G

The Auto Expressions™ brand is not yet two and growing like crazy:  New styles, new technologies,
newer designs than ever, new advertising and p.r., new merchandising ideas and promotional support.
Aggressive licensing and new ensembles proudly announce to the world that “this is my car and I will
drive it–AND DESIGN IT–any way I want!” 

For some that’s the manufacturer’s distinguished looks with added flexibility and convenience. For
others it means family friendly; for some, playful and child-friendly; for others still, anything but play-
ful—cutting edge and attitude all the way. Pedal to metal. 

It’s what each driver needs now for any kind of car from hybrid to humongous, from mini to maxi.
Whatever it takes to your customers make their vehicle uniquely their own: Stand tall and stand out! 

Auto products that make your car stand out, and that make your sale outstanding is what the Auto
Expressions™ brand means. 

Check out our new innovations, exciting new licensing opportunities, and, as always with coordi-
nated looks that will ensemble you shopper’s cars, turning one sale into a half dozen, and your sales
figure from single digit to triple. 

“Own Your Drive™ ” is a concept whose time has come and Auto Expressions™ is ready to help
you own your business and take them anywhere you want them to go!
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SHAKERSTIX DRUMSTICKS www.shakerstix.com Layout, Design and Programing By Robbie Destocki, Creative Image Design Group
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OHANA HEALTH www.ohanahealthclinic.com PERFORMANCE BOATS CLOTHING www.performanceboats.com

WESTLAKE MALIBU LIFESTYLE www.wmlifestlye.com BELLA VITA EVENTS www.bellavitaevents.com
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Menu Design for the Dugout Sports Grill in Simi Valley, California. Layout, design and concept by Robbie Destocki, Creative Image Design Group
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Menu Design for Chuy’s Mesquite broiler. Numerous locations in Southern California and Arizona. Layout, design and concept by Robbie Destocki, Creative Image Design Group
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2903 AGOURA ROAD, 
WESTLAKE VILLAGE, CA
805-494-0900
WWW.SHOPHIPSTERKID.COM

As a leader in the private aviation industry, RL Aviation II is continually 
setting the standard for excellence in Safety and Service. Our relentless 
pursuit to achieve perfection when it comes to private air travel
services is a priority for the dedicated professionals of RL Aviation II.
 We realize that you will demand the very best when choosing an 
aviation company. Our goal is to exceed your expectations for Luxury
Jet Charters, Aircraft Sales, Acquisitions and Aircraft Management.
We know your time is valuable, so if you are planning a business 
trip, or a family vacation, we will work with you in handling every 
detail of your travel itinerary. We are here to assist you 24 hours a 
day, seven days a week, and 365 days a year. www.fl yrljets.com        

WORLD WIDE 
LUXURY JET 
CHARTERS 

10-PASSENGER FALCON 2000 FALCON 50 INTERIOR FALCON 2000 INTERIOR

10-PASSENGER FALCON 2000

7426 Hayvenhurst Avenue, Van Nuys, CA 91406
Main Offi ce & Charter Sales: 818.780.3990
After Hours & 24/7 Contact: 949.933.7161
e-mail: charter@fl yrljets.com    jetcenters@aol.com

7426 Hayvenhurst Avenue, Van Nuys, CA 91406
Main Offi ce & Charter Sales: 818.780.3990
After Hours & 24/7 Contact: 949.933.7161
e-mail: charter@fl yrljets.com    jetcenters@aol.comDedicated to Excellence in Private Air travel

A. DCB Custom Boats, El Cajon, CA  B. Land & Sea Inc., Salem, N.H.  C. Boccaccio’s, Westlake Village, CA  D. Hipster Kid Clothes, Westlake Village, CA  E. RL Aviation, Van Nuys, CA
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F. Dr Adreinne Lara M.D., Oxnard, CA  G. Westlake Village Inn, Westlake Village, CA  H. PTS Furniture, Thousand Oaks, CA  I. Dr. Samuel Giliani, D.M.D.M.S. Beverly Hills, CA   
J. Malibu Surfboards, Malibu, CA
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What does a    
        Woman really    
    Want from a  
GynecoloGist?

GYN Well WomeN exams  •  oB PreNatal Care  •  CoNtraCePtioN iNCludiNG essure  •  miNimallY iNvasive GYN surGerY  
PreCoNCePtual CouNseliNG  •  Hd liPosuCtioN  •  iNfertilitY  •  mediCal aestHetiCs  •  Juvederm  •  latisse  •  Botox

celebratinG Women center       adrienne e. lara, m.d. facoG
1801 north solar drive, suite 155        oxnard, california 93030        Phone 805.988.7577        oxnardobGyn.com

“What does a woman really want from a Gynecologist?” The answers do not vary much in theme. Women want  
a relationship with their Gyne which to them means that they are seen as more than a pap smear to their  
doctors. Women want a doctor who listens and shows caring. Women want a doctor who shares knowledge through 
teaching and who keeps current in medical standards and research. Respect and discretion ranked 
high as desirable characteristics of a good physician. At celebratinG Women center 
the patient is made to feel respected, cared for and safe from the moment she is greeted by staff.  
Our philosophy is that the patient enters a collaborative relationship with the Doctor where 
they both work towards a mutual goal of patient’s optimal health. This requires that a thorough 
history is taken and the patient is asked what her opinion and feelings are concerning her health.

Adrienne E. Lara, 
M.D. FACOG

Cosmetic & Dental Implant Specialists

Precision, Elegance,  Perfection
Our multi-specialty practice offers patients an entirely unique experience in the art of 

dentistry. Our doctors are specialists in their fi eld with 4 years of advanced training beyond 

a general dentist. Sam Gilani, D.M.D.,M.S. specializes in Oral Plastic Reconstructive 

Surgery. A graduate of UCLA School of Dentistry with a Doctorate in Dental Medicine, 

Dr. Gilani has over 25 years of considerable experience. Board-Certifi ed Prosthodontist 

Hamilton H. Le, D.M.D. graduated Cum Laude from Tufts University School of Medicine 

with a Doctorate of Dental  Medicine. He is a specialist in cosmetically challenging cases.

Precision, Elegance,  Perfection

Dental Implants   •    Soft Tissue Grafting   •    Crown Lengthening   •    Gingivectomy   •    Bone Grafting

Oral Cancer Screening   •    Gum Depigmentation   •    Pocket Depth Reduction Therapy   •    Full Mouth Reconstruction  

Veneers   •    Implant Supported Restoration/Crowns & Bridges   •    Complete & Partial Dentures

Dental implants 
are the most natural 
replacement for 
missing teeth.

A select number of patients are being chosen for an upcoming educational lecture and may qualify for reductions of up to 50%

416 North Bedford Drive   •    Suite 407   •    Beverly Hills CA 90210   •    310.274.1047   •    www.dentalimplants90210.com

Dental implants 
are the most natural 
replacement for 
missing teeth.
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Series	of	DVD	packaging	and	disc	design	for	Goodfight	Ministries	of	Simi	Valley,	CA.	Layout,	design	and	concept	by	Robbie	Destocki,	Creative	Image	Design	Group

http://www.creativeimagedesigngroup.com
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(ABOVE) Eradicate, Blotting out God in America by David Fiorazo. (RIGHT) Died He For Me, by Mark A. Marinella. Layout & Design By Robbie Destocki, Creative Image Design Group

http://www.creativeimagedesigngroup.com
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(BELOW) Huntington Blizzard 
Uniform and Logo Design 
By Robbie Destocki, Creative 
Image Design Group

Amarillo Rattlers (CHL) hockey team home uniform. Uniform and Logo Design By Robbie Destocki

Amarillo Rattlers (CHL) hockey team alternate uniform. Uniform and Logo Design By Robbie Destocki

El Paso Buzzards (CHL) hockey team alternate uniform. Uniform and Logo Design By Robbie Destocki

http://www.creativeimagedesigngroup.com
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P A R T I A L  C L I E N T  L I S T I N G 

Amarillo Rattlers Professional Hockey Team
Bella Vita Events
Beverly Hills Chamber of Commerce
Blessed Hope Chapel,Simi Valley, CA
Bass and Walleye Boats Magazine
Chevy Rumble Magazine
Chuy’s Mesquite broiler, Southwestern USA region
Cirqua Water
DCB Custom Boats
Dellora Norris Performing Arts Center
Discovery Channel Video Division
El Paso Buzzards Professional Hockey Team
Filter Depot
Galpin Motors
Goodfight	Ministries,	Simi	Valley,	CA
Heart Foundation
Hipster Kids
Home Theater Magazine/Source Interlink
Huntington Beach Chamber of Commerce
Huntington Blizzard Professional Hockey Team
Kid Gloves Music
Land & Sea, Inc.
Las Vegas Life Magazine
Living Water Filtration Systems
Los Angeles Chamber of Commerce
Los Angeles Kings Professional Hockey Team
Malibu Surfboards
Moorpark, CA Little League
Nordskog Performance Instruments
Paris Hotel, Las Vegas

Performance Boats Magazine
Pilatus Aircraft/POPA Owners and Pilots Association 
Magazine
Piper Aircraft/Malibu, Mirage Owners and Pilots
Powerboat Magazine
Shakerstix Drumsticks
Shell Oil/Auto Expressions
Showbiz Magazine
Sunset & 6th Records
TBM Owners and Pilots Association Magazine
The Dugout Sports Grill, Simi Valley, CA
Trailer Boats Magazine
Truck Builder Magazine
Valley Magazine
Venetian Hotel, Las Vegas
Western Professional Hockey League
Westlake Malibu Lifestyle Magazine
Westlake Magazine
Westlake Village Animal Hospital
Venetian Hotel, Las Vegas
Western Professional Hockey League
Westlake Malibu Lifestyle Magazine
Westlake Magazine
Westlake Village Animal Hospital

Our deepest thanks to the numerous photographers, 
editors and business owners who helped with our 
many projects throughout the years, without you there 
would be too much white space!
Creative Image Design Group © 2018. All rights reserved. All images  
and other content on this site are the intellectual property of their  
creators and owners. Commercial usage of the content of this site  
and/or usage of this content in commercial environment without prior 
written permission from Creative Image Design Group is prohibited  
and will be hunted down and sent to the penalty box.
 Referrals given upon request

 C O N T A C T  U S
 CREATIVE IMAGE DESIGN GROUP
 Moorpark, California 93021
      1.805.276.6801
      creativeimagedesigngroup.com

 Visit us on:

http://www.creativeimagedesigngroup.com
http://www.creativeimagedesigngroup.com
https://www.facebook.com/pages/Creative-Image-Design-Group/249718481812548
https://twitter.com/robbiedestocki
www.linkedin.com/pub/creative-image-design-group/22/420/561/
http://dribbble.com/robbiedestocki
http://www.pinterest.com/creativeimage35/boards/
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