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FOR ALL INQUIRIES: PUBLISHER@IRVINEWEEKLY.COM

IRVINEWEEKLY.COM

Product Management
Director w/ Oportun, Inc.

(Irvine, CA): Plan, direct,
coord activities & lead

cross-functional dvlpmnt
teams to dvlp & deliver

digital lending platform.
Rqmts incl MS deg + 2 yrs

exp. For full details on all
rqmts & how to apply,

visit: wp.me/PatWHX-O

Technical Solution
Architect Silk Software

Corporation (Jobsite: Irvine, 
CA) seeks a Technical
Solution Architect to

develop, test, integrate
functions between

e-commerce platform & 
ERP systems. Mail resume 

& ad copy to HR Mngr., 
Silk Software Corp.

15440 Laguna Canyon Rd.,
Ste. 210, Irvine, CA 92618

Employment

HEALTHCARE CAREER TRAIN- 
ING ONLINE. Start a New Ca- 
reer in Medical Billing
& Coding. Medical Adminis- 
trative Assistant. To learn  
more, call Ultimate Medical  
Academy.
877-625-9048

Drivers Needed!
New Rideshare company  

launching.
Our drivers earn 100% of  
the trip fare + tips + stock  

options + bonuses + residu- 
al income for referring 

customers to our free app!
For more info:
844-797-2837

DISH TV $59.99 For 190 
Channels + $14.95 High 

Speed Internet. Free 
Installation, Smart HD DVR 

Included, Free Voice
Remote. Some

restrictions apply.
Call Now: 1-800- 373-6508

Software QA Lead
(Burbank, CA): Reqs

Master’s in Comp Info Sys,
Business Admin with CIS/
MIS emphasis, or rltd �eld
+ 3 yrs exp as Software QA
Eng/Lead or rltd. Will also

accept Bachelor’s + 5
yrs exp. Exp must incl: Big

Data, data queueing &
relational db tools & lang;
dsgn & devel continuous
test automation frmwrks

for RESTful srvcs, Mobile &
Web UIs; test automation

tools; cloud envirnmnt
exp. Mail resume:

Deluxe Digital Distri-
bution,

Inc., 2400 W Empire
Ave 4th Fl Burbank CA

91504, attn C. Hammell.
Principals only. Must
be legally authrzd to 

work
in US w/o spnsrship. EOE.

Data Analyst, L.A. 
(Nordstrom). Analyze data &  
identify actionable insights.   
Req: BS in Data Anlytics,  
quantitative or eng disci- 
pline or clsly rlted +2 yrs  
exp in data anlyst or BI occ.  
Skills: SQL; Google Anlytics;  
Adobe Omniture; Hypothe- 
sis tsting; Statistical tsts; 
Regression anlysis. Resume 
to hiringthebesttalent
@nordstrom.com. 
Ref #0053

Market Research Analyst.  
Req’d: Bachelor’s in Bus.  
Admin, Int’l Trade, or relat- 
ed. Jobsite: Whittier, CA.  
Mail Resume: H Mart Logis- 
tics Inc. 300 Chubb Ave.  
Lyndhurst, NJ 07071

1.844.FLY.STA1   |   fly@stajets.com   |   www.stajets.com  
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FOR ALL INQUIRIES: PUBLISHER@IRVINEWEEKLY.COM

IRVINEWEEKLY.COM
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NEWS

Election season isn’t yet over for 
part of Orange County, which, 
on March 12 will elect a new 

member to the Orange County Board of 
Supervisors for the Third District. While 
the winner of the election will represent 
portions of Irvine, Mission Viejo and 
Anaheim Hills as well as Orange, Tustin, 

North Tustin, Yorba Linda, Villa Park 
and some of unincorporated O.C., the 
stakes and political ramifi cations are 
much greater. 
  The reason this particular race is so 
consequential is because it is a show-
down between the county’s most prom-
inent Democrat for the last two decades 

— Loretta Sanchez — and the county’s 
GOP, still reeling from its worst-ever per-
formance in an election last November: 
The OCGOP lost all of four of its seats in 
Congress and two state representatives; 
one in the state Assembly and one in the 
state Senate. 
  Normally, a county supervisorial race 

would not make national headlines, 
but this one very likely could. To some, 
it would be a confi rmation of the 
narrative that many on the national 
media circuit have propagated: Orange 
County is now a blue (Democrat) county 
or, at the very least, it is now a purple 
county. That narrative would be par-

Inside the Politics
Behind the Race for

Third District Supervisor

Inside the Politics
Behind the Race for

Third District Supervisor

ANALYSIS: DOES THE BOS RACE PORTEND ĂĀĂĀ ELECTION3 
BY: BRIAN CALLE

PHOTOS: COURTESY OF THE CANDIDATES
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ticularly compelling should Sanchez, 
a former long-serving Democratic 
congresswoman, win the race. 
  In many ways, Sanchez is the modern 
matriarch of O.C. Democrats. At a time 
when Orange County was overwhelm-
ingly a red county, she broke through to 
narrowly defeat longtime Republican 
congressman Bob Dornan in 1996. She 
held onto the seat for 20 years with con-
sistent formidable challenges from Re-
publican candidates until she retired to 
run for U.S. Senate in 2016. If Loretta were 
to win the Third District supervisorial 
race it would be highly symbolic and 
cast further doubt on the dominance of 
the Republican Party in Orange County. 
  Many political observers believe San-
chez is the frontrunner in the race. That 
is not simply a byproduct of her name 
recognition or the momentum Demo-
crats in the community have stemming 
from November’s election victories. It’s 
also because local Democrats were 
able to coalesce around Loretta and 
eliminate any other challenges from 
well-known Orange County Democrats. 
Most notably, former Irvine Mayor Beth 
Krom withdrew from the supervisorial 
race. That leaves one prominent Demo-
crat in the race: Loretta Sanchez. 
  Orange County Republicans, on the 
other hand, tried to clear the fi eld and 
coalesce around one candidate but 
were unsuccessful. Two prominent 
Republicans are running for the Board 
of Supervisors against Sanchez: Irvine 
Mayor Don Wagner and former Ana-
heim city councilwoman Kris Murray. 
  Wagner ought to be the frontrunner 
in this election given that Irvine voters 
make up 33 percent of the district’s elec-

torate; he has substantial name recog-
nition as a former state assemblyman 
for the area; he was once a candidate 
for state Senate; and is a former elected 
member of the South Orange County 
Community College board. Yet the 
question remains, will he and Murray 
split the Republican vote, paving 
the way for an easier vic-
tory for Sanchez and 
Democrats.  
  Local GOP 
leaders were 
able to suc-
cessfully 
convince 
other 
prom-
inent 
Repub-
licans 
to get 
out of the 
race. But 
the presence 
of just two on 
the ballot may 
be enough to tilt 
the scales. Some GOP 
leaders have actively encour-
aged Murray to leave the race to no 
avail. The e� orts have caused some 
rancor and infi ghting between various 
Republicans. 
  One of the areas of contention is a 
website launched to criticize Murray for 
her time on the Anaheim City Council. 
The website, EnoughMurray.com, was 
funded by Howard Ahmanson. In a 
terse email exchange between some 
local Republican donors, the former 
Anaheim councilwoman fi red back, 

stating the e� orts will further “divide 
and marginalize” the local GOP. “We 
don’t have a fi ghting chance until we 
stop attacking each other and start 
working together to rebuild the party,” 
Murray wrote. “It’s time to reach out in 
good faith to those who’ve abandoned 

the OCGOP in large part, due to the 
bully tactics witnessed in this 

e� ort to force a lifelong 
Republican out of the 

race.” 
  The di� erence 

between the 
Democrat 
and Repub-
lican e� orts 
to clear the 
fi eld and 
unite behind 
one can-

didate was 
that the Dem-

ocrats were 
able to success-

fully achieve their 
goal while Republi-

cans were not — and the 
Democrats were able to do 

so quietly without the spat pouring 
into public view. 
  Further complicating matters was that 
many influential local right-leaning 
politic groups opted to endorse and sup-
port candidates without an interview 
process, or even the appearance of one, 
causing more resentment and conflict. 
  The inability of the local GOP to clear 
the fi eld of prominent Republicans 
perhaps foreshadows challenges the 
party will face in 2020 when they seek 
to retake the congressional and state 

legislative seats they lost last year. If Or-
ange County Republicans cannot unite 
for a special election for the county 
board of supervisors, can they unite for 
the bigger elections in 2020? We will 
have to wait and see. 
  In the meantime, voters in the Third 
District have three very viable candi-
dates to choose from all of whom o� er 
di� erent assets for the county board: 
  Don Wagner has been a steady hand 
as the mayor of Irvine, navigating di� i-
cult policy terrain and coming up with 
solutions that have benefi ted the com-
munity. His experience in Irvine will be 
useful in addressing some of the coming 
challenges facing the county, including 
the development of county-owned land 
adjacent to the Great Park. 
  Kris Murray has deep policy chops and 
strong ties to the business community. 
She has also spent signifi cant energy 
dealing with issues around Orange 
County’s homeless population, an issue 
that should be front of mind to whom-
ever is elected to the third district post. 
  Loretta Sanchez has strong ties to the 
Democratic congressional delegation 
currently representing Orange County 
in Congress. Those relationships, 
coupled with her own time spent in 
Congress, mean she has a direct line to 
the government body that appropriates 
federal funds to local governments and 
agencies which could mean signifi cant 
investment for the county. 
  The special election for Third District 
Supervisor will take place on March 
12. More info on where to vote, these 
candidates and other candidates can 
be found at OCVote.com. 

KRIS MURRAY DONALD PĔ KA;NERLORETTA SANCHEN
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EXPERIENCE PACIFICA  

Experience a day in the life of a Pacifica Graduate Institute student. 
This one-day introduction showcases the distinctive educational 
features of our masters and doctoral programs in depth psychology, 
counseling, mythology, and the humanities.

At our March 22nd Introduction Day, you will:

Experience Pacifica’s unique interdisciplinary degree programs led by 
our renowned faculty.

Hear from alumni about their experiences & career outcomes.

Listen to a talk by Pacifica alum Dr. Siri Sat Nam.

Tour both of our beautiful campuses including the Joseph Campbell 
Archives and the Research Library.

Learn how to navigate the admissions and financial aid processes to 
make graduate school a reality.
Enjoy complimentary continental breakfast and lunch.
We will be giving away a $200 bookstore gift certificate.

Friday, March 22, 2019

Now Enrolling for Spring and Fall 2019. Apply Online at

Featured Presentation 
by Dr. Siri Sat Nam
The Pocket Guru
Guidance and Mantras for Spiritual 
Awakening and Emotional Wisdom

Imagine uncovering

your story
Imagine uncovering

your story

at our Information Day

Dr. Siri Sat Nam provides insight to his new book The Pocket 
Guru, which offers emotional centeredness and mental peace. 
Using Dr. Siri’s calming style, the book presents readers with 
108 topics to focus on—including commitment, forgiveness, 
intimacy, and love—and mantras to help them find personal 
growth and fulfillment. 

March 22, 2019 | 9:30 am — 4:00 pm
801 Ladera Lane, Santa Barbara, CA
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13420 Newport Avenue Suite L Tustin 
www.ginniechendds.com | 714-544-1391

Graduate of Northwestern University
& Faculty Member at USC

• Cleanings & Prevention

• Cosmetic Dentistry

• Laser Dentistry

• Periodontal Disease

• Restorations

• Dental Implants

Most Insurances Accepted | Financing Options Available

10% OFF
Invisalign Braces
--FREE CONSULTATION--

50% OFF
Teeth Whitening
--FREE CONSULTATION--
Teeth Whitening
--FREE CONSULTATION--

FA M I L Y  D E N T I S T R Y
D R .  G I N N I E  C H E N
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Rainy weather wasn’t enough 
to put a damper on the recent 
Lunar New Year celebration 
event held at Irvine’s Cadence 

Park. Despite waking up to gloomy 
skies, hundreds still showed up to wel-
come in the Year of the Pig, and they 
were not disappointed.
  “They really went all out for this event,” 
said one community resident, enjoying 
the celebration with her family. Indeed, 
guests were presented with a wide va-
riety of activities to commemorate the 
occasion. With craft stations to make 
Lunar New Year ornaments and dragon 
puppets, story time on the lawn, zither 
musicians playing a broad mix of tradi-
tional music and covers of modern hits, 
and a rather impressive acrobatic lion 
dance performance, there was fun to 
be had for people of all ages. The event 

team even passed out traditional red 
envelopes to guests in true Lunar New 
Year fashion.
  Of course, the most important element 
of the event was how successful it was 
at bringing people from all across the 
community and city together. Families 
from a wide variety of backgrounds 
were in attendance. For some, the Lunar 
New Year was a familiar celebration, 
but for many others, the event served as 
a wonderful and educational intro-
duction to the holiday. For individuals 
and families from all backgrounds, the 
park provided the perfect site to bring 
together neighbors to get to know each 
other and become more involved in 
their community. For those who missed 
it, this annual event is a marvelous cele-
bration to look forward to next year.

KEL7OAIN; H<E 
YEAR OF H<E PI; 

LUNAR NEK YEAR CELEBRATION 
BRIN;S TO;ETHER NEI;HBORS 
AND COMMUNITY 

BY: NICK KALKER

PHOTOS BY: TSUTSUMIDA PICTURES
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FOOD

With the holidays past 
and 2019 in full swing, 
most people are trying 
to eat a little healthier 

now. In that spirit, we decided to go very 
protein-heavy in the dishes we picked 
to spotlight for this month’s “dishes worth 
the drive from Los Angeles to Irvine.”
  Our fi rst culinary stop is for all the car-
nivores out there: Brazilian steakhouse 
Agora Churrascaria. Churrascaria is 
a Portuguese word for a place where 
meat is cooked churrasco style, also 

known as the “Rodizio” style, which is 
the specifi c way the meat is grilled. At 
the restaurant, the meat is cooked on an 
open fi re and carved tableside by tra-
ditionally dressed Gauchos – ranchers 
from the South of Brazil. Agora Churras-
caria is right next to John Wayne Air-
port and fi rst opened in May 2005 by 
Choon Cho and Dan Kim, who owned a 
fashion company in Seoul, South Korea. 
  “[They] spent many years in Brazil 
where they developed a love for its 
people, its lifestyle and its cuisine,” says 

Front of House Manager Alex Coimbra, 
who is from South Brazil himself. “For 
many years the family owned and 
operated restaurants in San Paulo, 
Brazil. Those experiences inspired them 
to bring churrascaria-style to South-
ern California.” Coimbra describes 
the restaurant as having a “dramatic 
interior” and says it’s “very rustic with 
the river-rock lined walls.”
  Agora Churrascaria serves 14 di� er-
ent kinds of meats for dinner and 11 for 
lunch. With so many options, we’ve 

helped you narrow down which two 
are truly worth the drive to Irvine. First is 
the Picanha, which is a top sirloin-cap. 
This is a prime cut that the restaurant 
specially orders. While Picanha is a 
traditional Brazilian dish that is served 
at many Brazilian steakhouses, Agora 
Churrascaria’s Picanha stands out 
because of the quality of the meat. “It’s 
served medium rare. It’s pretty tender 
[and] has a cap of fat around it so when 
it cooks, the fat melts in and it delivers to 
the meat a really nice and moist flavor,” 

DIS<ES KORH< H<E DRIVE
RECOMMENDATIONS RAN;E FROM BRANILIAN 
STEAKHOUSE TO LATIN KITCHEN 

BY: MICHAEL COOPER

PHOTOS COURTESY OF: FEATURED RESTAURANT
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says Coimbra. Indeed, the tenderness of 
the meat really makes Agora Churras-
caria’s Picanha a dish worth the drive 
to Irvine, no matter how many Brazilian 
restaurants may be serving the dish in 
Los Angeles.
  The other Agora Churrascaria dish 
worth the drive is a more unique dish 
that a lot of Brazilian restaurants don’t 
serve: chicken heart. While the dish 
is common throughout Brazil, many 
Brazilian restaurants in the U.S. don’t 
serve it. “I know that we’re probably 
one of the only [Brazilian] steakhouses 
in California that has chicken hearts,” 
says Coimbra. “It’s a marinated chicken 
heart and it’s grilled over our 100 
percent mesquite wood charcoal and 
served right after [it’s] cooked.” While 
chicken heart may sound a bit exotic 
to an American palette, we assure you 
that the dish is so delicious that it’s worth 
the commute from Los Angeles to Irvine. 
All meat is available at a fi xed price 
that includes the hot food as well as an 
extensive salad bar. Adult lunches are 
$32 and adult dinners are $54 (children 
6-10 are half price). 
  Our culinary tour switches languages 
from Portuguese to Spanish for our 
second restaurant this month, Cha Cha’s 
Latin Kitchen. The fi rst location opened 
in Brea in 2009 followed by the Irvine 
location in July 2017. “We started o�  
as tacos and tequila and have since, 
over the years, evolved into the Latin 
kitchen because we have expanded a 
little bit more on the Latin cuisine, not 
just Mexican, but a little bit of Spanish 
and a little bit of South American,” says 
co-owner Peter Serantoni. “Everything is 

made in house, everything is made from 
scratch [and] everything is made from 
fresh, seasonal stu� . Everything is made 
to order, nothing is prepared. That goes 
for both the bar as well as the food. It’s 
a high labor type of concept because 
it takes a lot of people to pull that o�  on 
a daily basis, but we think it’s worth it 
and so far we have been blessed with 
a really strong, supportive guest base 
that keeps coming back and we’re very 
grateful for that.”
  Knowing that everything on the menu 
is equally fresh and made from scratch, 
what dishes should you go with? The 
fi rst is for seafood lovers: the Fresh Sea-
food Caldo, which is fresh fi sh, shrimp, 
clams, squid, sa� ron-tomato broth, 
herbs and toasted angel hair. “Our Sea-
food Caldo is sort of a very hardy, rustic 
seafood stew, a stew only in the sense 
that there’s a lot of di� erent types of 
seafood,” says Serantoni. “And it’s served 
on a bed of toasted angel hair, which is 
basically angel hair pasta that we bake 
in the oven raw so it gets a darker color 
and then we cook the pasta so it has 
a unique toasted flavor. And then we 
fi nish it o�  with fresh thyme and olive 
oil. It’s a very flavorful dish that looks 
good, tastes good and has a lot of vari-
ety within. You take a little squid with 
the pasta, you’re getting a little tomato 
with the clams and then you’ve got 
some nice seasoning and garlic shrimp 
in there. So there’s a lot going on and 
we serve it in a traditional Spanish clay 
dish so it keeps the temperature.” This 
kind of seafood dish is so full of flavor 
and not a common staple at most Latin 
restaurants, defi nitely making it worth 

the drive to Irvine.
  The other dish worth the drive is pretty 
common at other Latin restaurants, but 
not in the way that Cha Cha’s Latin 
Kitchen does it: the Carne Asada. The 
dish is a grilled, marinated skirt steak 
with roasted potatoes, poblano peppers 
and fresh chimichurri. “We select our 
skirt steak, which we butcher, clean and 
trim ourselves everyday so it’s a very 
flavorful meat to start with. And then 
we put that in a marinade for 48 hours 
or so and let it really get a deep, rich 
flavor [before] we grill it,” says Serantoni. 
“For us, it’s all about the flavors and it’s 
highly flavorful. You’ve got the warm, 
creamy potatoes and you’ve got the 
fresh herbs and the oils and a little bit of 
a spice from the chimichurri. And then 
the steak itself is really highly flavorful 

as well. So it’s a focus on flavors.” Indeed, 
many Latin restaurants throughout 
L.A. have carne asada, but the way in 
which Cha Cha’s Latin Kitchen mar-
inates the steak and pairs it with the 
spices and sides really makes it stand 
out and worth the drive to Irvine.
  Hopefully one of these four dishes we 
spotlighted will hit the spot for you. And 
if they do, come back next month for 
four new dishes at di� erent restaurants.

Agora Churrascaria: 1830 Main Street, 
Irvine, CA 92614, http://www.agora-
churrascaria.com

Cha Cha’s Latin Kitchen: 
13126 Jamboree Rd, Irvine, CA 92602, 
www.chachaslatinkitchen.com
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MUSIC

The Musink festival, which 
combines a music fest with 
a tattoo exposition and car 
show, will hold its 12th annual 

event from March 8 to March 10, at the 
O.C. Fairgrounds. In 2008, the festival 
started out as a project of Bill Hardy and 
Kat Von D, but it has since undergone a 
couple changes in its organization de-
partment. Specifi cally, it is now run by 
Hardy, Blink-182 drummer Travis Barker 
and John Reese, the owner of SGE (Syn-
ergy Global Entertainment). 
  SoCal festival afi cionados should be 
very familiar with the hybrid music / 
cultural festivals that SGE has produced 
over the years. Some recent events 
include: The Big Adventure festival of 
music, comedy, cosplay, gaming, sci-fi , 

fantasy and comic books; the Driftwood 
festival of country music, craft beer, 
wine and barbeque; and the Sabroso 
festival of craft beer, tacos, lucha libre 
and, of course, music. 
  In advance of this year’s Musink, Irvine 
Weekly spoke with Reese about the 
history of the festival, how the event’s 
programming is determined and what 
music, tattoo and custom car fans can 
look forward to at this year’s show.
  John Reese and Travis Barker joined 
the crew about halfway through the 
festival’s lifespan. Reese says, “Travis 
has been involved, I believe, for fi ve 
or six years now with music and Bill 
Hardy brought my company, SGE, in six 
years ago to take over the production of 
music.” 

  Though the festival started as a music 
and tattoo hybrid, the event evolved 
with the addition of the new organizers. 
Reese points out some of the develop-
ments that have taken place since he 
and Barker joined. He says, “We do a 
massive car show. Last year we proba-
bly had $7 million worth of custom cars. 
We [also] do a number of di¡ erent con-
tests; we’ve upped the VIP programs; 
we’ve tried to get the best tattoo artists 
in the world.” He goes on to explain the 
scope of the festival. “It’s become, in 12 
years, probably the most immersive 
music and tattoo event in the world.”
  Given the diverse programming of the 
festival, we asked the extent to which 
the production duties are segmented 
into department heads for the music, 

tattoo exposition and car show, respec-
tively. However, it seems much of the 
programming is decided upon collec-
tively. Reese points out, “It’s defi nitely a 
triumvirate if you will. The three of us, 
we collaborate on what artists to bring. 
We collaborate on what attractions to 
bring.” He goes on to point out some of 
the distinctions in the roles of the three. 
“SGE is a production company, so we 
build a website; we book the talent; 
we put everything on sale. Travis is 
the brains behind what we want to do 
and how it’s put together, and then we 
bounce o¡  ideas with Bill Hardy and 
come up with what talent we want, 
what tattoo artists we want, what the 
right attractions involved in the event 
are. So, it’s a combination of kind 
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says Coimbra. Indeed, the tenderness of 
the meat really makes Agora Churras-
caria’s Picanha a dish worth the drive 
to Irvine, no matter how many Brazilian 
restaurants may be serving the dish in 
Los Angeles.
  The other Agora Churrascaria dish 
worth the drive is a more unique dish 
that a lot of Brazilian restaurants don’t 
serve: chicken heart. While the dish 
is common throughout Brazil, many 
Brazilian restaurants in the U.S. don’t 
serve it. “I know that we’re probably 
one of the only [Brazilian] steakhouses 
in California that has chicken hearts,” 
says Coimbra. “It’s a marinated chicken 
heart and it’s grilled over our 100 
percent mesquite wood charcoal and 
served right after [it’s] cooked.” While 
chicken heart may sound a bit exotic 
to an American palette, we assure you 
that the dish is so delicious that it’s worth 
the commute from Los Angeles to Irvine. 
All meat is available at a fi xed price 
that includes the hot food as well as an 
extensive salad bar. Adult lunches are 
$32 and adult dinners are $54 (children 
6-10 are half price). 
  Our culinary tour switches languages 
from Portuguese to Spanish for our 
second restaurant this month, Cha Cha’s 
Latin Kitchen. The fi rst location opened 
in Brea in 2009 followed by the Irvine 
location in July 2017. “We started o�  
as tacos and tequila and have since, 
over the years, evolved into the Latin 
kitchen because we have expanded a 
little bit more on the Latin cuisine, not 
just Mexican, but a little bit of Spanish 
and a little bit of South American,” says 
co-owner Peter Serantoni. “Everything is 

made in house, everything is made from 
scratch [and] everything is made from 
fresh, seasonal stu� . Everything is made 
to order, nothing is prepared. That goes 
for both the bar as well as the food. It’s 
a high labor type of concept because 
it takes a lot of people to pull that o�  on 
a daily basis, but we think it’s worth it 
and so far we have been blessed with 
a really strong, supportive guest base 
that keeps coming back and we’re very 
grateful for that.”
  Knowing that everything on the menu 
is equally fresh and made from scratch, 
what dishes should you go with? The 
fi rst is for seafood lovers: the Fresh Sea-
food Caldo, which is fresh fi sh, shrimp, 
clams, squid, sa� ron-tomato broth, 
herbs and toasted angel hair. “Our Sea-
food Caldo is sort of a very hardy, rustic 
seafood stew, a stew only in the sense 
that there’s a lot of di� erent types of 
seafood,” says Serantoni. “And it’s served 
on a bed of toasted angel hair, which is 
basically angel hair pasta that we bake 
in the oven raw so it gets a darker color 
and then we cook the pasta so it has 
a unique toasted flavor. And then we 
fi nish it o�  with fresh thyme and olive 
oil. It’s a very flavorful dish that looks 
good, tastes good and has a lot of vari-
ety within. You take a little squid with 
the pasta, you’re getting a little tomato 
with the clams and then you’ve got 
some nice seasoning and garlic shrimp 
in there. So there’s a lot going on and 
we serve it in a traditional Spanish clay 
dish so it keeps the temperature.” This 
kind of seafood dish is so full of flavor 
and not a common staple at most Latin 
restaurants, defi nitely making it worth 

the drive to Irvine.
  The other dish worth the drive is pretty 
common at other Latin restaurants, but 
not in the way that Cha Cha’s Latin 
Kitchen does it: the Carne Asada. The 
dish is a grilled, marinated skirt steak 
with roasted potatoes, poblano peppers 
and fresh chimichurri. “We select our 
skirt steak, which we butcher, clean and 
trim ourselves everyday so it’s a very 
flavorful meat to start with. And then 
we put that in a marinade for 48 hours 
or so and let it really get a deep, rich 
flavor [before] we grill it,” says Serantoni. 
“For us, it’s all about the flavors and it’s 
highly flavorful. You’ve got the warm, 
creamy potatoes and you’ve got the 
fresh herbs and the oils and a little bit of 
a spice from the chimichurri. And then 
the steak itself is really highly flavorful 

as well. So it’s a focus on flavors.” Indeed, 
many Latin restaurants throughout 
L.A. have carne asada, but the way in 
which Cha Cha’s Latin Kitchen mar-
inates the steak and pairs it with the 
spices and sides really makes it stand 
out and worth the drive to Irvine.
  Hopefully one of these four dishes we 
spotlighted will hit the spot for you. And 
if they do, come back next month for 
four new dishes at di� erent restaurants.

Agora Churrascaria: 1830 Main Street, 
Irvine, CA 92614, http://www.agora-
churrascaria.com

Cha Cha’s Latin Kitchen: 
13126 Jamboree Rd, Irvine, CA 92602, 
www.chachaslatinkitchen.com

FOOD

A;
O

RA
 C

H
U

RR
A

SC
A

RI
A

 

C
H

A
 C

H
AÈ

S 
LA

TI
N

 K
IT

C
H

EN
C

H
A

 C
H

AÈ
S 

LA
TI

N
 K

IT
C

H
EN

IR
V

IN
E

W
E

E
K

LY
.C

O
M

  |  F
E

B
R

U
A

R
Y

 2
0

, 2
0

19
  | 

   9

MUSIC

The Musink festival, which 
combines a music fest with 
a tattoo exposition and car 
show, will hold its 12th annual 

event from March 8 to March 10, at the 
O.C. Fairgrounds. In 2008, the festival 
started out as a project of Bill Hardy and 
Kat Von D, but it has since undergone a 
couple changes in its organization de-
partment. Specifi cally, it is now run by 
Hardy, Blink-182 drummer Travis Barker 
and John Reese, the owner of SGE (Syn-
ergy Global Entertainment). 
  SoCal festival afi cionados should be 
very familiar with the hybrid music / 
cultural festivals that SGE has produced 
over the years. Some recent events 
include: The Big Adventure festival of 
music, comedy, cosplay, gaming, sci-fi , 

fantasy and comic books; the Driftwood 
festival of country music, craft beer, 
wine and barbeque; and the Sabroso 
festival of craft beer, tacos, lucha libre 
and, of course, music. 
  In advance of this year’s Musink, Irvine 
Weekly spoke with Reese about the 
history of the festival, how the event’s 
programming is determined and what 
music, tattoo and custom car fans can 
look forward to at this year’s show.
  John Reese and Travis Barker joined 
the crew about halfway through the 
festival’s lifespan. Reese says, “Travis 
has been involved, I believe, for fi ve 
or six years now with music and Bill 
Hardy brought my company, SGE, in six 
years ago to take over the production of 
music.” 

  Though the festival started as a music 
and tattoo hybrid, the event evolved 
with the addition of the new organizers. 
Reese points out some of the develop-
ments that have taken place since he 
and Barker joined. He says, “We do a 
massive car show. Last year we proba-
bly had $7 million worth of custom cars. 
We [also] do a number of di¡ erent con-
tests; we’ve upped the VIP programs; 
we’ve tried to get the best tattoo artists 
in the world.” He goes on to explain the 
scope of the festival. “It’s become, in 12 
years, probably the most immersive 
music and tattoo event in the world.”
  Given the diverse programming of the 
festival, we asked the extent to which 
the production duties are segmented 
into department heads for the music, 

tattoo exposition and car show, respec-
tively. However, it seems much of the 
programming is decided upon collec-
tively. Reese points out, “It’s defi nitely a 
triumvirate if you will. The three of us, 
we collaborate on what artists to bring. 
We collaborate on what attractions to 
bring.” He goes on to point out some of 
the distinctions in the roles of the three. 
“SGE is a production company, so we 
build a website; we book the talent; 
we put everything on sale. Travis is 
the brains behind what we want to do 
and how it’s put together, and then we 
bounce o¡  ideas with Bill Hardy and 
come up with what talent we want, 
what tattoo artists we want, what the 
right attractions involved in the event 
are. So, it’s a combination of kind 
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2019

The Art of Business. 
The Business of Art. 

Business and the arts were in perfect align-
ment on Thursday, February 7, at Hotel Irvine 
as local musicians, performers, and visionary 
leaders celebrated “The Art of Business. The 

Business of Art.” with almost 700 business executives, 
academic leaders, and elected o� icials at Orange 
County Business Council’s Annual Dinner and Instal-
lation of the organization’s 2019 Board of Directors.  
Robbin Narike Preciado, Managing Director and Re-
gional President of Union Bank, was sworn in as Chair 
of OCBC’s Board of Directors.
  Carl St. Clair, Music Director of Pacifi c Symphony, 
led the fi rst address of the evening, kicking o�  the 
2019 theme with a tribute to Orange County’s vibrant 
arts community and arts organizations. “It is our job 
as artists to give back,” said Maestro St. Clair. “Before 
[my dear friend and mentor] Leonard Bernstein died, 

he said, ‘Carl, give back. You’ve got to give back. 
You’ve got to fly the flag!’…As your Pacifi c Symphony 
Orchestra for the last 40 years, that’s exactly what 

we’ve done… because we know what we’re sharing 
is powerful. It can lift your spirits. It can touch hearts. It 
can change lives.” 
  The evening also featured a panel discussion among 

ORANGE COUNTY’S
� COMPETITIVE ADVANTA;E
  IS ITS HIGH ARTS IQ!

ARTS HI;HLI;HTED AT OCBCÈS ANNUAL BUSINESS DINNER

“beFore Ěmy dear Friend and 
mentorě leonard bernstein 
diedē he saidē Çcarlē giJe back. 
youÈJe got to giJe back. 
youÈJe got to Fly the Flag�È”
     -carl st. clair
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2019

The Art of Business. 
The Business of Art. 

Business and the arts were in perfect align-
ment on Thursday, February 7, at Hotel Irvine 
as local musicians, performers, and visionary 
leaders celebrated “The Art of Business. The 

Business of Art.” with almost 700 business executives, 
academic leaders, and elected o� icials at Orange 
County Business Council’s Annual Dinner and Instal-
lation of the organization’s 2019 Board of Directors.  
Robbin Narike Preciado, Managing Director and Re-
gional President of Union Bank, was sworn in as Chair 
of OCBC’s Board of Directors.
  Carl St. Clair, Music Director of Pacifi c Symphony, 
led the fi rst address of the evening, kicking o�  the 
2019 theme with a tribute to Orange County’s vibrant 
arts community and arts organizations. “It is our job 
as artists to give back,” said Maestro St. Clair. “Before 
[my dear friend and mentor] Leonard Bernstein died, 

he said, ‘Carl, give back. You’ve got to give back. 
You’ve got to fly the flag!’…As your Pacifi c Symphony 
Orchestra for the last 40 years, that’s exactly what 

we’ve done… because we know what we’re sharing 
is powerful. It can lift your spirits. It can touch hearts. It 
can change lives.” 
  The evening also featured a panel discussion among 
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essence of our success in Orange County,” said Lucy 
Dunn, President and CEO of Orange County Business 
Council. “Since its earliest days, Orange County has 
inspired artists, actors, musicians — the creative class — 
from the world over. For decades, artists and entre-
preneurs alike have been drawn to this county for its 
potential.” 
  The night was also punctuated by mega-watt perfor-
mances celebrating “The Business of Art,” including: 
soprano Chelsea Chaves, Pacific Chorale member 
and graduate of Chapman University; the Pacific 
Symphony Santiago Strings, Orange County’s premiere 
youth string orchestra, recognized both regionally and 
nationally; and a closing act by MONTAGE! Orange 
County School of the Arts Celebrated Performance 
Ambassadors, comprised of talented student artists, 
praised for their high-energy, unforgettable singing 
and dancing. 
  Newly installed board chair Robbin Narike Preciado 
heralded Orange County as a “thriving region not only 
because of all the businesses – big and small – that 
create jobs in the area, but also because of the rich 
arts scene that we help cultivate. As leaders, Orange 
County is our canvas and we can continue to create 
beauty and harmony for our region as long as our 
heart is in it.”

four leaders highlighting Orange County’s high arts 
“IQ” as a competitive advantage for businesses, which 
should not be taken for granted, but rather nurtured 
and supported. Moderated by Dr. Jim Doti, Professor 
and President Emeritus of Chapman University, phil-
anthropic panelists included Joann Leatherby, Presi-
dent of Leatherby Family Foundation; Emile Haddad, 
Chairman, CEO and President of FivePoint Holdings, 

LLC; S. Paul Musco, Founder and Chairman of Gemini 
Industries, and leading donor for Orange County artis-
tic venues including Chapman University’s Marybelle 
and Sebastian P. Musco Center for the Arts; and Lucy 
Dunn, President and CEO of Orange County Business 
Council. 
  “For me the arts are a big part of what makes a com-
plete community,” said Haddad. “Orange County has 
everything going for it – but there is not a great city 
or metropolitan area that does not have an arts and 
lifestyle component, which is what we need to think 
about… Art is the best way to connect humans in a 
pure emotional way. And if we’re going to start build-
ing the society of tomorrow, we need to start thinking 
about that and incorporating the arts as a beating 
heart of our community.” 
  In recognition of its 2019 theme: ‘The Art of Busi-
ness. The Business of Art.’, OCBC highlighted Orange 
County’s history which has taken advantage of the 
alignment of art and business to great success, includ-
ing: Madame Helena Modjeska, considered the great-
est Shakespearean actress of her time, who emigrated 
to Anaheim in 1868 bringing artists and actors from all 
over the world to visit Orange County; Roy Ropp, who 
founded the annual Pageant of the Masters festival in 
1933 to attract visitors to the nascent arts community in 
Laguna Beach; Walt Disney, who purchased 160 acres 
of land in Anaheim in 1955 to construct Disneyland as 
a place for fans to visit, developing into a global media 
and entertainment phenomenon; and Henry Seger-
strom, who built the Segerstrom Center for the Arts 
in 1986, establishing a new level of culture in Orange 
County with a privately funded arts center, today an 
internationally-renowned complex home to world-
class performing artists. 
  “Why did OCBC choose ‘The Art of Business. The 
Business of Art.’ as its theme for 2019? Because it is the 

“For me the arts are a big part 
oF what makes a complete 
community.”
     -emile haddad

�LYȌ�hc�R][\h��>]a�Dch] �7\UdaUb�Ib]jYfg]hm/�>cUbbY�LYUh\YfVm �
LYUh\YfVm�FUa]`m�FcibXUh]cb/�Ea]`Y�<UXXUX �F]jYPc]bh�<c`X]b[g �
LL7/�S"�PUi`�AigWc �;Ya]b]�IbXighf]Yg/�LiWm�Dibb �OfUb[Y�7cibhm�
6ig]bYgg�7cibW]`
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essence of our success in Orange County,” said Lucy 
Dunn, President and CEO of Orange County Business 
Council. “Since its earliest days, Orange County has 
inspired artists, actors, musicians — the creative class — 
from the world over. For decades, artists and entre-
preneurs alike have been drawn to this county for its 
potential.” 
  The night was also punctuated by mega-watt perfor-
mances celebrating “The Business of Art,” including: 
soprano Chelsea Chaves, Pacific Chorale member 
and graduate of Chapman University; the Pacific 
Symphony Santiago Strings, Orange County’s premiere 
youth string orchestra, recognized both regionally and 
nationally; and a closing act by MONTAGE! Orange 
County School of the Arts Celebrated Performance 
Ambassadors, comprised of talented student artists, 
praised for their high-energy, unforgettable singing 
and dancing. 
  Newly installed board chair Robbin Narike Preciado 
heralded Orange County as a “thriving region not only 
because of all the businesses – big and small – that 
create jobs in the area, but also because of the rich 
arts scene that we help cultivate. As leaders, Orange 
County is our canvas and we can continue to create 
beauty and harmony for our region as long as our 
heart is in it.”

four leaders highlighting Orange County’s high arts 
“IQ” as a competitive advantage for businesses, which 
should not be taken for granted, but rather nurtured 
and supported. Moderated by Dr. Jim Doti, Professor 
and President Emeritus of Chapman University, phil-
anthropic panelists included Joann Leatherby, Presi-
dent of Leatherby Family Foundation; Emile Haddad, 
Chairman, CEO and President of FivePoint Holdings, 

LLC; S. Paul Musco, Founder and Chairman of Gemini 
Industries, and leading donor for Orange County artis-
tic venues including Chapman University’s Marybelle 
and Sebastian P. Musco Center for the Arts; and Lucy 
Dunn, President and CEO of Orange County Business 
Council. 
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plete community,” said Haddad. “Orange County has 
everything going for it – but there is not a great city 
or metropolitan area that does not have an arts and 
lifestyle component, which is what we need to think 
about… Art is the best way to connect humans in a 
pure emotional way. And if we’re going to start build-
ing the society of tomorrow, we need to start thinking 
about that and incorporating the arts as a beating 
heart of our community.” 
  In recognition of its 2019 theme: ‘The Art of Busi-
ness. The Business of Art.’, OCBC highlighted Orange 
County’s history which has taken advantage of the 
alignment of art and business to great success, includ-
ing: Madame Helena Modjeska, considered the great-
est Shakespearean actress of her time, who emigrated 
to Anaheim in 1868 bringing artists and actors from all 
over the world to visit Orange County; Roy Ropp, who 
founded the annual Pageant of the Masters festival in 
1933 to attract visitors to the nascent arts community in 
Laguna Beach; Walt Disney, who purchased 160 acres 
of land in Anaheim in 1955 to construct Disneyland as 
a place for fans to visit, developing into a global media 
and entertainment phenomenon; and Henry Seger-
strom, who built the Segerstrom Center for the Arts 
in 1986, establishing a new level of culture in Orange 
County with a privately funded arts center, today an 
internationally-renowned complex home to world-
class performing artists. 
  “Why did OCBC choose ‘The Art of Business. The 
Business of Art.’ as its theme for 2019? Because it is the 

“For me the arts are a big part 
oF what makes a complete 
community.”
     -emile haddad
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MUSIC

of like a fully curated a partner-
ship with Travis, SGE and Bill Hardy.”
  Reese goes on to emphasize Barker’s 
roles in Musink. “His whole body is a 
canvas, and he’s been engaged in the 
tattoo culture and punk rock for many, 
many years,” he says. “He curates all the 
artists; he makes decisions on how the 
whole vibe is. He’s intimately involved 
in the event from every aspect.” As far 
as the car show, Reese points out that he 
and Barker are collectors, who know 
what to look for in curating a car show. 
He reveals, “Travis has a pretty expan-
sive car collection. I’ve got an expansive 
car collection. We’re into cars, [so] we 
picked cars that are really special and 
custom, that you don’t see everyday. 
It’s got to be extremely custom and 
extremely special [to make it into the 
show].”
  As far as the music is concerned, the tri-
umvirate keeps in mind which musical 
acts are likely to appeal to the fans of 
other areas of the event. Reese says, “We 
choose bands that we feel are going 
to resonate with the tattoo culture.” He 
adds, “And then tattoo artists — we try to 
fi nd the best tattoo artists in the world to 
come and attend and do what they do.”
  The festival’s history of music has more 
or less kept to the realm of heavy rock 
genres like punk, metal and psychobilly. 
Over the past few years, though, more 
hip hop elements have been brought 
in. Reese explains the growing trend 
in their programming. “There’s a lot of 
hip hop artists that have tattoos. A few 
years ago, [in 2016], we had Snoop Dogg, 

and that was actually the fi rst year,” he 
says. “Last year we did a full hip hop 
night, and it has mixed results. This year, 
we decided to go more with a metal 
night, and then the Limp Bizkit night, 
and then a punk rock night. We’ve got 
the core Orange County punk rockers 
and TSOL and Fear and The Vandals on 
Sunday, and then Friday night, Suicidal 
Tendencies, who are legendary in 
L.A. — and we put a really good line-up 
around them — and then, obviously, 
Limp Bizkit, who don’t play very often 
and haven’t played Orange County in 
a long time.” He adds, “We felt like that 
would resonate with the audience that 
comes to Musink.”
  Last year, the event reported that 
23,000 people showed up for the three 
day event. Reese expects around the 
same attendance for this year’s show. 
When asked if there was anything else 
fans and potential attendees might like 
to know about the festival, Reese again 
stresses Barker’s involvement. He says, 
“Travis Barker cares about the product 
that he puts out, you know? He’s very 
intent on putting out a product that is 
special, and so we spend a lot of time, 
energy and e� ort making sure that 
there’s an event that people enjoy and 
want to come back to year after year 
and check out.”

Musink will take place at the O.C. Fair-
grounds, March 8-10. Tickets range from 
$29.50 - $199.50. For more information on 
the festival and to buy tickets, visit their 
website: www.musinkfest.com
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Have you been looking for a 
day of family fun in Orange 
County that won’t break 
the bank or leave you in an 

hour-long line? All aboard the Irvine 
Park Railroad! People from all around 
Southern California have been dis-
covering the magic of the Railroad for 
years, and it’ll be celebrating 23 years 
of fun on February 23 and 24. They’re 

ringing in their birthday with a bang, 
and they want you to join in on the 
good times! 
 In case you’re unfamiliar, the Irvine 
Park Railroad has been a celebrated 
family destination in the area for years. 
Located in the foothills of Orange, it 
hosts a one-third scale CP Huntington 
train that takes people on a tour of 
Irvine Regional Park, giving a special 

look at the historical sites in the area. As 
long as weather permits, the Railroad 
is open seven days a week, with the 
exception of certain holidays.
 For their Anniversary Celebration, 
they’ll be discounting tickets to their 
original price of $2, along with bringing 
a wide range of games, activities and 
entertainment for kids and parents alike. 
Families can enjoy carnival games, 

face painting, hayrides and bouncy 
houses, along with a special booth 
where kids get the chance to pan for 
gold. Visitors can also look forward to 
a live performance from the Five Star 
Band, who’ll be bringing old school 
tunes to the Anniversary Celebration for 
their third year in a row. There’ll also be 
a ra� le, where anyone who purchases 
an activity ticket can enter to 

23 YEARS OF IRVINE PARK RAILROAD  
COME CELEBRATE AND ENJOY FUN FOR THE ENTIRE FAMILY 

BY: RYAN NAJJAR

PHOTOS COURTESY OF: IRVINE PARK RAILROAD
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INFLUENCERS
L.A.

Top tastemakers connect at TAO Hollywood 

SPONSORED
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L
os Angeles is home to the 
biggest and brightest tastemak-
ers in the world and thanks to 
Shipt, L.A. Weekly convened 
some of the most interesting 

in�uencers in the City of Angels at TAO 
Hollywood. It was a fun-�lled evening 
of community, conversation … and 
awesome eats. 
  Shipt, an innovative member-
ship-based grocery marketplace app, is 
partnering up with next level connec-
tors and influencers to create a commu-
nity of tastemakers that are culturally 
relevant to Los Angeles.
  “My goal with the L.A. Weekly dinner 
series is to bring people together that 
make L.A. so unique, and allow creators, 
entertainers, tastemakers, influencers, 
artists, chefs, foodies and more the abil-
ity to interact with each other with L.A. 
Weekly as the platform hosting these 
conversations,” explained Bear D’Egidio, 
the Weekly’s head of digital. 
  It’s also an opportunity for 
thought-leaders and tastemakers to 
connect with brands relevant to them 
and their communities. 
  “In 2019, you have to be part of the 
communities in which you serve. That 
means consistently building mean-
ingful relationships with people in our 
communities,” said Riley Cronin, the 
manager of influencer marketing for 
Shipt. “What makes Shipt special is 
our whole approach is about personal 
connections to our customers and our 
communities.”

SPONSORED
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win exciting prizes.
 I was fortunate enough to speak with 
Katie Falcon, the director of operations, 
to learn more about the Railroad. She’s 
been working there for about 20 years, 
so she’s been with them almost as long 
as they’ve been around. She started 
o�  at the snack bar in high school 
and continued to work there through 
college. She began diving more into the 
marketing and advertising realm, and 
eventually entered her current role. Her 
deep-rooted history with the Railroad 
isn’t too far out of the ordinary, either. 
According to her, there are quite a few 
that have stuck with it for the long run, 
and she notes it’s been the opportunity 
to see the company grow that’s kept her 
around for this long.
 One of her favorite changes that the 
Railroad’s made since it started is the 
addition of special events that take 
place throughout the year. After the An-
niversary Celebration, there’s the Easter 
Extravaganza that goes from March 30 
through April 20, where kids can hunt 
for eggs, take pictures with the Easter 
Bunny, and enjoy a variety of activities. 
 When the leaves start changing 
colors, from September 14 to October 
31, you can catch the annual Pumpkin 
Patch, which Katie says is their biggest 
event of the year. Guests can get lost in 
the hay maze, get spooked (but not too 
spooked) by the haunted house, and see 
some massive pumpkins at the Great 
Pumpkin Weigh-O�  on the September 
21, hosted by Henri DiCarlo of KTLA 
Channel 5. 
  Wrapping up the year, the Christmas 
Train arrives at the station from Novem-
ber 29 to December 23. Families will 

get to ride the decorated train through 
the beautifully lit park up to the North 
Pole, where they can take pictures with 
Santa and enjoy snacks before hopping 
on the train to Santa’s Village. At the 
Village, kids can decorate cookies, listen 
to stories from Mrs. Clause, jump around 
in the Santa Bounce House, and play 
carnival games. 
 If you want to get in on the fun, make 
sure to get your tickets, sold online only, 
starting November 4. Katie mentioned 
that the tickets sell out within a day or 
two, so make sure you get yours sooner 
rather than later
   Speaking about the Christmas Train, 
she says, “It’s a tradition that becomes 

a family staple. We have some families 
that still bring their kids in college to 
come visit Santa. The park’s all lit up 
with Christmas lights, you take a night 
ride, and it’s really amazing.”
    With the 23rd anniversary ap-
proaching, now would also be a 
good opportunity to learn about the 
beginnings of the famed attraction. 
It began with two childhood friends 
from South Orange County named 
John Ford and Steve Horn. They spent 
their adolescent summers, starting at 
age 13, working at the snack bar and 
rental kiosks at Doheny State Beach. In 
1986, with college acceptance letters in 
hand, they took a chance and opened 

their own concession stand in Irvine 
Regional Park. Their gamble began to 
pay o�  as they expanded their business, 
eventually adding paddle-boat rentals 
to their repertoire. After some time and 
hard work, with the help of family and 
friends, 1988 saw the beginning of their 
own catering business, Company Picnic 
Specialists. 
 As time went on, the park saw even 
more visitors come in on a regular basis. 
John and Steve’s main goal, as always, 
was to provide them with even more 
attractions and activities. It was out of 
that desire that the Irvine Park Railroad 
came to open in 1996. This February, 
they’ll celebrate the 23rd anniversary of 
the culmination of those e� orts.
 Speaking of the anniversary, Katie 
wants to remind you: “Be sure to arrive 
[to the Anniversary Celebration] early if 
you want to avoid crowds, but bring the 
whole family and plan on spending the 
day. It’s a lot of fun, and it breaks up the 
day-to-day when you get to spend your 
day in the park.”
 Outside of the Railroad, Irvine Re-
gional Park is a history-rich destination 
that has a lot to o� er the people of Irvine 
and Southern California. Along with the 
train, the park also hosts the Orange 
County Zoo, where you can see bears, 
mountain lions, eagles, foxes and many 
other majestic creatures. In addition, 
the park o� ers bike rentals, paddleboat 
rentals on a beautiful lake and pony 
rides for the kids. 
 Find out more about the railroad on 
their website, www.irvineparkrailroad.
com, and be sure to keep up with the Ir-
vine Weekly to stay updated on events 
in the area.
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ARTS

It’s shocking to realize it’s been two 
years since local Irvine-based artist 
and friend to many, Arlyn Pillay, 
died by gunshot, on January 31, 

2017. The Irvine resident was a beloved 
artist, art gallery director, mentor and 
a breath of fresh creativity in a hum-

drum art world. Pillay’s gallery, the 
Arlyn Pillay Art Gallery, was a home for 
creatives, artists, musicians, comedians, 
designers, art afi cionados and disen-
chanted youth looking for something 
better. Pillay o� ered that something 
better. He created a space that was a 

central hub — the only one of its kind in 
Orange County — for young people to 
gather, to create, to discuss, to perform 
and show their talents, and to feel like 
they belonged. He inspired them to play, 
to dream and create whatever and 
however they wanted to — and to work 

hard at it. Since Pillay’s death, his friends 
and followers continue to show his work 
in his loving memory, but nothing has 
come even close to replacing what 
Pillay o� ered this community. 
  The Arlyn Pillay Art Gallery was a 
magical and warm place — if you had 
the opportunity to go there while it was 
open from 2015-2017, you know this 
place was special; and, so was its leader. 
O� ering accessible hours for drawing 
and painting lessons for every level of 
artist, as well as inspiring exhibitions 
that were always open to everyone 
to submit, this place also held events. 
Weekly drawing workshops with live 
models, musical performances with lo-
cal bands, an always rotating shop full 
of art, apparel and art-related goods 
— they even sold snacks and beverages 
(and no alcohol) to all ages at all times 
of day or night. The events and exhibi-
tions at the Arlyn Pillay Gallery were 
standing-room only, often curated with 
a salon-style aesthetic. 
  Pillay wanted to have this space be 
a haven for artists and art lovers. He 
was a talented artist in his own right, 
attending California State University, 
Fullerton and then Art Center College 
of Design on a full scholarship, from 
which he graduated with an emphasis 
in illustration. After Art Center, Pillay 
sold his creations at a variety of shops, 
stores, fairs, art walks and small gal-
leries. But he saw the art world’s flaws 
and decided there should be a place 
(or many places) where aspiring artists 
could show their work, where people 

SHAY K<IASI7ALĘ H<E LIFE AND 
LE;A7Y OF ARLYN PILLAY 

TKO YEARS AFTER HIS UNTIMELY DEATHē ARTIST 
CONTINUES TO INSPIRE 

BY: EVAN SENN

PHOTOS BY: ARLYN PILLAY
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could come and learn about art, buy af-
fordable artworks and commune with 
like-minded people. 
  Pillay’s personal art practice was 
versatile and complex. The walls of 
his gallery were covered in art or 
art-related goods. Some sections of the 
gallery were like mini galleries where 
artists could rent out a small (very small) 
area to show their work and products. 
The main wall in the gallery, however, 
was dominated by art created by 
Pillay himself. With such a vast array of 
styles and concepts, Pillay’s talent was 
seemingly endless. He painted gorgeous 
photorealistic portraits and hung them 
next to his anime style illustrations, 
which were next to his embellished 
clothing items for sale and a case full 
of his favorite art supplies for sale. His 
eclectic art style mirrored his image 
and his personality — approachable, 

unafraid, attractive, varied and just a 
bit quirky. 
  Pillay’s gallery on Newport Avenue 
in Tustin flourished for two years until 
his untimely death. His mother, Gloria 
“Lulu” Pillay was also killed at the same 
time in Pillay’s home in Irvine, where he 
lived with his brother and father, both 
of whom survived. Lulu was also an 
artist, and owned her own gallery and 
boutique in Palm Springs. Lulu and Pil-
lay helped each other out frequently in 
their artistic ventures and pursuits, and 
were solid supporters of one another, 
and of many other creatives in Southern 
California. Pillay was not just a talented 
artist and passionate friend, he was 
a showman. His image was fluid and 
always changing while his marketing 
talents were on-point. Pillay not only 
created many, if not all, of his own 

products, but he made flair — stickers, 
bookmarks, buttons, vests, hats and 
pins — all with his signature style, logo 
or signature, and often with his own 
image imbedded.
  When his gallery’s website was still 
up-and-running, he included a quote 
on the site from a 2010 interview with 
Thirteen Minutes magazine that feels 
more relevant now than it did when he 
fi rst said it: “My [art] is a little bit of me 
living on,” Pillay said. “[Being] an artist 
and creating art is my way to commu-
nicate with people in the future about 
my character … when I’m gone and 
I’m not here to tell you the fi ne details 
of my work. That’s the challenge — to 
make that apparent, and have people 
discover that on their own.”
  The confi dence and strength that can 
be seen in his paraphernalia, art-
work, words and products were never 

misconstrued as vanity. Pillay was a 
beacon of hope, talent and inspiration. 
He was an avid supporter and bene-
factor to struggling artists who wanted 
Orange County to be a thriving cultural 
center full of possibilities, away from 
the high-brow elitism of L.A. Originally 
from Durban, South Africa, Pillay immi-
grated to the United States at nine years 
old with his family. After his shocking 
death, his fans, friends and followers 
kept his gallery afloat for four additional 
months, but had to close the doors for 
good in May 2017. 
  Although Pillay’s death was sudden 
and heart-breaking, his legacy is stron-
ger than ever. He inspired thousands of 
people with his art and life, encourag-
ing hundreds to live more fully, to create 
courageously, and to — as he would say 
time and time again — stay whimsical. 

ARTS P uffy Delivery is the new online delivery 
website for cannabis with a lofty goal: to 
reshape the culture of the digital cannabis 

delivery service. Based out of Irvine, the company 
is launching itself across the entirety of California, 
and with its unique branding and corporate 
structure, it is doing things that no one else in the 
cannabis space is currently attempting.
 High Times Magazine recently referred to the 
company as “the Amazon of weed,” and their de-
scription could not be more valid. Puffy Delivery is 
about to totally change the game for cannabis on 
demand.
 Two years ago, Puffy co-founders Michael 
Ng and Patrick Martin, who had already been in 
the storefront cannabis business for some time, 
saw a need for a professional, reliable cannabis 
delivery service in Orange County. The two viewed 

cannabis as a retail product, just like anything 
else we shop for online, and they felt it should be 
treated as such. Not only that, but with the only 
dispensaries in Orange County being located in 
Santa Ana, purchasing cannabis was a hassle 
for many outside of that general area. Getting 
yourself to a dispensary was something that could 
eat into hours of a person’s valuable time. So, 
they set out to do something about it, and Puffy 
Delivery was formed. Of course, there are other 
delivery services currently in the market, but the 
size, scope and synergy of Puffy sets it apart from 
anyone trying to compete.
  Currently, no delivery company holds the 
proper licensing to be able to sell cannabis across 
all of California. Most are smaller, local companies 
with smaller service areas and often, a smaller 
menu of available items. Puffy Delivery, however, 

has secured licenses to not only sell cannabis in 
Orange County, but also in San Diego, Los Angeles, 
Sacramento, San Francisco and a few other 
hotspots ranging from north to south. This licens-
ing drastically increases their ability to deliver 
to consumers anywhere in the state, while still 
keeping their delivery time to a minimum (Puffy 
currently averages about 47 minutes per delivery, 
one of the fastest delivery times on the mar-
ket). Having these hotspots also allows Puffy to 
maintain a consistent, uniformed product line in 
all of their hubs. That means that no matter where 
you are located, everyone visiting Puffy’s site will 
have the same access to the same products, and 
nothing is limited based on where you are. The 
company is already in the process of expanding to 
states like Oregon and Nevada, but for now, their 
focus is on California.

 Puffy is also currently the largest service 
provider for cannabis media giant Weedmaps 
(Weedmaps.com), providing its customers with 
the most expansive online marketplace currently 
available in the digital cannabis world. “We pride 
ourselves on working with the largest brands 
in the cannabis space,” says the company’s co-
founders. And it’s true, the site features a wide 
variety of high-end brand names, like Ignite 
(powered by Dan Bilzarian) and VVS (championed 
by Ben Baller). Puffy also just signed an exclusive 
deal with Berner’s Cookies line, making them the 
first company to distribute the product. All of the 
products sold by Puffy have been lab tested and 
pass all regulations set by the Bureau of Cannabis 
Control. 
 The company’s website is super easy to navi-
gate, with multiple ways in which a user is able to 

sort through the site’s products. Customers can 
search for what they want by strain name, THC 
level, even intensity of high. In many ways, the site 
also serves as a center of information on cannabis, 
because of the details so readily available to con-
sumers on every product listed, making the site a 
great resource for both newcomers to the world of 
cannabis and experienced connoisseurs alike.
 Probably what sets Puffy apart from its com-
petitors the most is the company’s unique market-
ing approach and strategy. Not only is Puffy a 
delivery service for brands that have already been 
established in the cannabis community, it is also 
a launchpad for those looking to put out their own 
brands, without having to deal with dispensaries, 
allowing creators the ability to reach out to an au-
dience directly. Puffy is currently the only online 
delivery service that has the capability of creating 

brands for people. Individuals, companies and so-
cial and creative influencers all have the ability to 
jumpstart their own cannabis brands with the help 
of Puffy. This unique function may be the cannabis 
equivalent of when Netflix started creating its own 
original content, and could be what sends Puffy 
into an entirely different category from anyone 
else in the game.
 The site is utilizing creative influencers from 
a variety of fields to not only promote their own 
brands but to promote awareness for cannabis 
as a whole. Puffy’s mission goes beyond finding 
success for themselves. Its co-founders want to 
promote wellness in the communities they reach 
by first and foremost removing the taboo that 
still shrouds marijuana in many areas. With their 
professional, large-scale corporate structure, and 
the help of these creative influencers forming 

their own brands or promoting others, Puffy hopes 
to further educate and inform communities of 
the benefits of cannabis and remove much of the 
negative stigma that the plant still faces today.
 When Puffy was searching for a place to 
serve as its headquarters, its co-founders were 
immediately drawn to Irvine. “Irvine is the tech 
capital of Orange County – you can find the best 
talent here,” says co-founder Patrick Martin. And 
it’s true. Thanks to a variety of factors, especially 
the high level of talented graduates from the 
University of California, Irvine in fields like com-
puter science and computer engineering, much of 
Southern California tech has been drawn into the 
city. Being the Silicon Valley of SoCal, plus Irvine’s 
increasing positive attitude toward cannabis, the 
city has also become a hub specifically for canna-
bis tech for the entire country. Some of the largest 

companies currently in cannabis are based out 
of Irvine. So, for Michael and Patrick, the decision 
to make Irvine their home was an easy one. Puffy 
currently employs over 200 people, including 10 
developers in their Irvine headquarters, making 
the company not only a positive impact on can-
nabis, but on the community as a whole.
 Puffy Delivery is about to become the go-to 
spot for all your cannabis needs. With its wide 
array of safe and quality products, its easy to navi-
gate platform, and its wide geographic reach and 
speedy delivery times, the need to drag yourself to 
the nearest dispensary has disappeared. For more 
information or to place your first order, check out 
their website at puffydelivery.com. You can also 
follow them on Instagram @puffydelivery.

Puffy Delivery is reshaping the culture 
of the digital cannabis delivery service 
in O.C.
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area to show their work and products. 
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next to his anime style illustrations, 
which were next to his embellished 
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of his favorite art supplies for sale. His 
eclectic art style mirrored his image 
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of whom survived. Lulu was also an 
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their artistic ventures and pursuits, and 
were solid supporters of one another, 
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a showman. His image was fluid and 
always changing while his marketing 
talents were on-point. Pillay not only 
created many, if not all, of his own 
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bookmarks, buttons, vests, hats and 
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or signature, and often with his own 
image imbedded.
  When his gallery’s website was still 
up-and-running, he included a quote 
on the site from a 2010 interview with 
Thirteen Minutes magazine that feels 
more relevant now than it did when he 
fi rst said it: “My [art] is a little bit of me 
living on,” Pillay said. “[Being] an artist 
and creating art is my way to commu-
nicate with people in the future about 
my character … when I’m gone and 
I’m not here to tell you the fi ne details 
of my work. That’s the challenge — to 
make that apparent, and have people 
discover that on their own.”
  The confi dence and strength that can 
be seen in his paraphernalia, art-
work, words and products were never 

misconstrued as vanity. Pillay was a 
beacon of hope, talent and inspiration. 
He was an avid supporter and bene-
factor to struggling artists who wanted 
Orange County to be a thriving cultural 
center full of possibilities, away from 
the high-brow elitism of L.A. Originally 
from Durban, South Africa, Pillay immi-
grated to the United States at nine years 
old with his family. After his shocking 
death, his fans, friends and followers 
kept his gallery afloat for four additional 
months, but had to close the doors for 
good in May 2017. 
  Although Pillay’s death was sudden 
and heart-breaking, his legacy is stron-
ger than ever. He inspired thousands of 
people with his art and life, encourag-
ing hundreds to live more fully, to create 
courageously, and to — as he would say 
time and time again — stay whimsical. 

ARTS P uffy Delivery is the new online delivery 
website for cannabis with a lofty goal: to 
reshape the culture of the digital cannabis 

delivery service. Based out of Irvine, the company 
is launching itself across the entirety of California, 
and with its unique branding and corporate 
structure, it is doing things that no one else in the 
cannabis space is currently attempting.
 High Times Magazine recently referred to the 
company as “the Amazon of weed,” and their de-
scription could not be more valid. Puffy Delivery is 
about to totally change the game for cannabis on 
demand.
 Two years ago, Puffy co-founders Michael 
Ng and Patrick Martin, who had already been in 
the storefront cannabis business for some time, 
saw a need for a professional, reliable cannabis 
delivery service in Orange County. The two viewed 

cannabis as a retail product, just like anything 
else we shop for online, and they felt it should be 
treated as such. Not only that, but with the only 
dispensaries in Orange County being located in 
Santa Ana, purchasing cannabis was a hassle 
for many outside of that general area. Getting 
yourself to a dispensary was something that could 
eat into hours of a person’s valuable time. So, 
they set out to do something about it, and Puffy 
Delivery was formed. Of course, there are other 
delivery services currently in the market, but the 
size, scope and synergy of Puffy sets it apart from 
anyone trying to compete.
  Currently, no delivery company holds the 
proper licensing to be able to sell cannabis across 
all of California. Most are smaller, local companies 
with smaller service areas and often, a smaller 
menu of available items. Puffy Delivery, however, 

has secured licenses to not only sell cannabis in 
Orange County, but also in San Diego, Los Angeles, 
Sacramento, San Francisco and a few other 
hotspots ranging from north to south. This licens-
ing drastically increases their ability to deliver 
to consumers anywhere in the state, while still 
keeping their delivery time to a minimum (Puffy 
currently averages about 47 minutes per delivery, 
one of the fastest delivery times on the mar-
ket). Having these hotspots also allows Puffy to 
maintain a consistent, uniformed product line in 
all of their hubs. That means that no matter where 
you are located, everyone visiting Puffy’s site will 
have the same access to the same products, and 
nothing is limited based on where you are. The 
company is already in the process of expanding to 
states like Oregon and Nevada, but for now, their 
focus is on California.

 Puffy is also currently the largest service 
provider for cannabis media giant Weedmaps 
(Weedmaps.com), providing its customers with 
the most expansive online marketplace currently 
available in the digital cannabis world. “We pride 
ourselves on working with the largest brands 
in the cannabis space,” says the company’s co-
founders. And it’s true, the site features a wide 
variety of high-end brand names, like Ignite 
(powered by Dan Bilzarian) and VVS (championed 
by Ben Baller). Puffy also just signed an exclusive 
deal with Berner’s Cookies line, making them the 
first company to distribute the product. All of the 
products sold by Puffy have been lab tested and 
pass all regulations set by the Bureau of Cannabis 
Control. 
 The company’s website is super easy to navi-
gate, with multiple ways in which a user is able to 

sort through the site’s products. Customers can 
search for what they want by strain name, THC 
level, even intensity of high. In many ways, the site 
also serves as a center of information on cannabis, 
because of the details so readily available to con-
sumers on every product listed, making the site a 
great resource for both newcomers to the world of 
cannabis and experienced connoisseurs alike.
 Probably what sets Puffy apart from its com-
petitors the most is the company’s unique market-
ing approach and strategy. Not only is Puffy a 
delivery service for brands that have already been 
established in the cannabis community, it is also 
a launchpad for those looking to put out their own 
brands, without having to deal with dispensaries, 
allowing creators the ability to reach out to an au-
dience directly. Puffy is currently the only online 
delivery service that has the capability of creating 

brands for people. Individuals, companies and so-
cial and creative influencers all have the ability to 
jumpstart their own cannabis brands with the help 
of Puffy. This unique function may be the cannabis 
equivalent of when Netflix started creating its own 
original content, and could be what sends Puffy 
into an entirely different category from anyone 
else in the game.
 The site is utilizing creative influencers from 
a variety of fields to not only promote their own 
brands but to promote awareness for cannabis 
as a whole. Puffy’s mission goes beyond finding 
success for themselves. Its co-founders want to 
promote wellness in the communities they reach 
by first and foremost removing the taboo that 
still shrouds marijuana in many areas. With their 
professional, large-scale corporate structure, and 
the help of these creative influencers forming 

their own brands or promoting others, Puffy hopes 
to further educate and inform communities of 
the benefits of cannabis and remove much of the 
negative stigma that the plant still faces today.
 When Puffy was searching for a place to 
serve as its headquarters, its co-founders were 
immediately drawn to Irvine. “Irvine is the tech 
capital of Orange County – you can find the best 
talent here,” says co-founder Patrick Martin. And 
it’s true. Thanks to a variety of factors, especially 
the high level of talented graduates from the 
University of California, Irvine in fields like com-
puter science and computer engineering, much of 
Southern California tech has been drawn into the 
city. Being the Silicon Valley of SoCal, plus Irvine’s 
increasing positive attitude toward cannabis, the 
city has also become a hub specifically for canna-
bis tech for the entire country. Some of the largest 

companies currently in cannabis are based out 
of Irvine. So, for Michael and Patrick, the decision 
to make Irvine their home was an easy one. Puffy 
currently employs over 200 people, including 10 
developers in their Irvine headquarters, making 
the company not only a positive impact on can-
nabis, but on the community as a whole.
 Puffy Delivery is about to become the go-to 
spot for all your cannabis needs. With its wide 
array of safe and quality products, its easy to navi-
gate platform, and its wide geographic reach and 
speedy delivery times, the need to drag yourself to 
the nearest dispensary has disappeared. For more 
information or to place your first order, check out 
their website at puffydelivery.com. You can also 
follow them on Instagram @puffydelivery.

Puffy Delivery is reshaping the culture 
of the digital cannabis delivery service 
in O.C.
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