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FY 2025 Second Quarter Marketing Report 
October 1 – December 31, 2024 

 
Hotel Occupancy in Sussex County 
 

  
 
  Weekly Call-Arounds: 

Wednesday Mean Average Occupancy……………………46.2%       ↑  3.3%  from Last Year 
Saturday Mean Average Occupancy………………………..66.5%       ↑  3.5%  from Last Year 
 

STR Data – Multiple Set Destination Report for Delaware Counties and SDT Competitive Locations 
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PAT Revenue 

 

 Q2 2025                       Q2 2024 

 $539,313                      $515,670                                                              ↑4.59%    from Last Year 
                                                           
Marketing Expense Breakdown 

 

Q2 FY 25                                                                                   Q2 FY 24 

 
 

Website, 
$1,392 

Postage, 
$6,389 

Advertising, 
$81,604 

Mktg 
Design, 
$6,250 

VG 
Distribution, 

$3,042 

Event 
Mktg, 

$1,575 

Subscriptions, 
$14,217 

SDT Mts & 
Forums, 
$8,013 

Tourism 
Amb. 

Program, 
$5,099 

FAM Tour, 
$2,801 

Other, 
$625 

Website, 
$3,304 Postage, 

$3,858 

Advertising, 
$87,826 

VG Printing, 
$42,973 

VG 
Distribution, …

Event Mktg, 
$10,496 

Subscription
s, $11,071 

Other, 
$1,135 
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Advertising Results 
 
Adara Digital Tracking Report 
Q2-25 vs Q2-24 
 

 
 

 
Fall Advertising. (October-December 2024) 
 

SDT implemented display, programmatic, social media, print, 
email, and TV/streaming advertising among the following outlets: 
Mid Atlantic Events, Effectv, Compass Family Travel Magazine, Northern Virginia Magazine, Military 
Times, Baltimore Magazine, Forever Media Streaming, Facebook, Preservation 
Magazine, AAA World, and Philadelphia Magazine. 
The markets included the following counties: 
 

• MD -Howard, Montgomery, Anne Arundel, Baltimore  

• DE  -New Castle  

• PA - Lancaster, Delaware, Chester, Bucks, Montgomery, Philadelphia 

• NJ-  Mt Laurel, Cherry Hill 

• Washington DC 

• VA – Arlington, Springfield, Fairfax, Loudon, Prince William  
• NY- NYC 5 boroughs and Long Island counties 
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Fall Sample Ads:  
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Native & Display 
 

 
 
Definitions:  eCPM: Effective Cost per Million, CTR: Click Through Rates, eCPC:  Effective Cost per Click, CPA: Cost per Acquisition 

 
 
Effectv Insights 
 
• Flourishing Families – “Affluent, middle-aged families and couples earning prosperous incomes and 

living very comfortable, active lifestyles” Ages 36-45 

• Booming with Confidence – “Prosperous, established couples in their peak earning years living in 
suburban homes” Ages 51-65 

• 80% of our campaign was delivered on Big Screen Smart/Connected TV’s and 20% of our campaign 
was delivered on an Adara trackable device. The Big Screen Smart Tv’s are currently not trackable with 
Adara’s technology. The Effectv Data team is talking with Adara to develop a solution to this problem, so that better 
tracking of hotel bookings can be tracked on the currently nontrackable devices. 

• The top 2 networks/apps were Samsung TV Plus and Tubi Tv 
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Top Five Landing Pages on SDT’s Website 
 
 

October 2024 November 2024 December 2024 

1.  Recreation arts & 
entertainment 

1. Shopping 1. Shopping 

2. Events (Page) 2. Recreation arts & 
entertainment  

2. Recreation 

3. Festivals 3. Food & Drink 3. Events 

4. Outdoor Adventures 4.  Meetings & Retreats 4. Outdoor Adventures 

5.  Food & Drink 5.  Spas & Retreats 5. SDT Photo Contest 
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Top 10 Referring Websites  

 

1. Baltimoremagazine.com 6. culinarycoastde.com 

2. Visitdelaware.com 7. delawareonline.com 

3. bringfido.com 8.wdel.com 

4. Sussexcountyde.gov 9. secretsoftheeasternshore.com 

5. delawaretoday.com 10. northernvirginiamag.com 

 

 

Reader Response/Leads  
 

Publications Q2 2025  Q2 2024 

Compass Family Travel 404 235 

SDT Website Visitor 
Guide Orders 

67 109 

Southern Living 812 992 

Great Vaca Getaways 312 Did not advertise 

 
 
 
 
 
 
Public Relations 
 
This quarter’s SDT media coverage value is $259,803.39 with over 28,086,854 unique visits per month to 

the publications cited in the report. 

 

This quarter we assisted multiple writers and responded to a variety of media queries. Media our office 

engaged with this quarter included several freelance writers and publications including Creators 

Syndicate, Student Travel Pro, Out & About. Additionally: 

 

● We assisted with building and arranging itineraries for writers brought in by Baltz, our Culinary 

Coast agency. 

 

• Our Ambassador Training Program was awarded the Customer Support Award in Thinkific’s 

Learning Excellence Awards. 
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Additional initiatives this quarter included monthly eScapes newsletters and our quarterly Connections 

partner newsletter. Press releases we distributed this quarter included announcements of our annual 

Photo Contest, our SDT Awards announcement, announcement about our Ambassador Program’s 

award, the Tidewater Park dedication, and programs at Fort Miles. 

 

We’ve continued working closely with Baltz on our Culinary Coast™ promotion. 

 
Social Media 
 
 

Social Media 
Platform 

Total Followers New Followers 
(This Quarter) 

Reach 
(This Quarter) 

Additional  
Metrics 

SDT’s Facebook 20,232 132 271,400 N/A 

@VisitSouthDel IG 7,133 291 64,920 N/A 

@CulinaryCoastDE IG 1,209 59 N/A N/A 

 

 

 

SDT SouthDel SideKick Mobile App 
 

 
 
This quarter's graph shows us that we had an active user base for Southdel Sidekick of 1.8k users, while lower than last 
quarter's we are currently in talks with D3 about new ways on getting more businesses and hotels to get involved on the 
app with our new point of contact there, Jennifer Evans. Further updates on this include 2 hotels in the queue waiting to 
be added to our Southdel Sidekick platform. 
 


