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ACTIVITY REPORT –MARCH 2026 

COUNTY OF SULLIVAN INDUSTRIAL DEVELOPMENT AGENCY (IDA), 

SULLIVAN COUNTY FUNDING CORPORATION (SCFC), THE SULLIVAN 

COUNTY INFRASTRUCTURE LOCAL DEVELOPMENT CORPORATION 

(TSCILDC), SULLIVAN COUNTY RESORT FACILITIES LOCAL 

DEVELOPMENT CORPORATION (SCRFLDC) 

 

April 3, 2026 

 

 

During February IDA closed on two projects: JAM TWO, LLC and International 

Contractors Corp., an expansion of an existing roofing contractor shop and metal roof panel 

fabrication plant in the Town of Bethel; and Catskill Veterinary Services, PLLC and Catskill 

Vet. Properties LLC, a new veterinary hospital in the Town of Thompson. 

 

The IDA Board meeting scheduled for March 9 was cancelled.   Special meetings of the 

IDA, SCFC, TSCILDC, and SCRFLDC Boards were held on Tuesday, March 31.  At those 

meetings the Boards reviewed and approved each agency’s audited financial statements and Public 

Authorities Reporting Information System (PARIS) reports. Staff has filed the reports with the 

New York State Authorities Budget Office and local and state officials in accordance with the 

General Municipal Law and Public Authorities Law.  

 

At its March 31 meeting, the IDA Board also authorized the first quarter 2026 payment to 

the Partnership for Economic Development; authorized an extension of the sales tax exemption 

period for the North Branch Cider Mill LLC and Homestedt LLC project (North Branch Cider 

Mill in the Town of Callicoon); and consented to a transfer of ownership interest in the Theowins, 

LLC, Catskill Brewery, LLC, and Global Natural Foods, Inc. project (Catskill Brewery in the 

Town of Rockland). 

 

IDA staff members are currently reviewing three applications for assistance.  Two relate 

to proposed tourism projects and one relates to a proposed community distributed generation solar 

electricity project.  

 

The next regular meeting of the IDA Board is scheduled for Monday, April 13. 
 

 

 

## 
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be more.
the great DMO transformation: 
from mouthpiece to place maker
by Michael Martelon
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Long before tourism  
became an industry 
filled with dashboards, 
attribution models, and 
marketing automation 
platforms, it was 
something much simpler. 
A place had a story. 
Someone told it well 
enough that people 
decided, “I should check 
that out.”
 
In many ways, the origins of American 
tourism can be traced to places like Sullivan 
County, New York. As early as the nineteenth 
century, travelers from New York City 
boarded trains bound for the mountains of 
the Catskills in search of something city life 
couldn’t offer: clean air, trout streams, and 
the restorative power of nature. What began 
as a landscape of mountain houses, fishing 

continued
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lodges, and rural boarding houses gradually evolved 
into something much larger. By the early twentieth 
century the region had grown into a vast  
constellation of hotels and bungalow colonies, and 
among them legendary properties like Grossinger’s 
Catskill Resort Hotel helped transform the Catskills 
into one of the country’s earliest tourism economies.

Over time the region became known for a particular 
brand of summer freedom that city life couldn’t 
provide, each generation discovering its own version 
of the Catskills. Visitors didn’t arrive because of so-
phisticated marketing campaigns. 

They came because of stories, 
passed from traveler to 
traveler, family to family. 

Long before anyone coined the term “destination 
marketing organization,” places like Sullivan County 
were already doing something essential: sharing 
themselves with the world. Over time however, the 
act of sharing evolved into something more formal.

from mouthpiece to place maker

4

13



the era 
of promotion?
In the latter half of the twentieth century, communities 
across the United States began creating formal tourism 
promotion organizations. 

These groups, often funded 
through hotel occupancy 
taxes, were tasked with a clear 
mission: bring visitors to town.

The formula was straightforward. Produce a visitor guide. 
Attend travel shows. Place advertising in magazines. 
Invite journalists. Court meeting planners. Tell the story 
of the place as widely as possible.

Organizations across the country formed professional 
networks to support the work. Groups like Destinations 
International helped codify best practices and elevate 
tourism marketing into a recognized profession.

For decades the system worked. Tourism 
bureaus acted as the central storytellers of 
a destination, translating local culture and 
landscapes into something that could travel 
beyond the region itself.

In places like Sullivan County, tourism 
promotion helped sustain a legacy that 
stretched back generations. The Catskills’ 
reputation as a getaway from urban life 
remained powerful long after the golden age 
of resort hotels had faded. But as tourism 
promotion matured, something else began 
to form around it.

5
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the industry 
around the industry
Over time, destination marketing developed its own 
ecosystem. Consultants offered strategic planning. 
Vendors sold advertising platforms. Conferences 
and speaking circuits emerged to share ideas and 
showcase “best practices.”

Measurement became an important part of the 
picture as well. Firms like Dean Runyan Associates, 
Longwoods International, and Tourism Economics 
created models designed to estimate tourism’s 
economic impact, calculating visitor spending, 
employment effects, and tax generation.

These studies helped 
articulate tourism’s value 
in numbers rather than 
anecdotes. 

A destination could now say, with confidence, that 
visitors generated millions, or billions of dollars in 
economic activity.

6
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the industry around the industry

Yet even as the numbers 
grew more sophisticated, the 
underlying approach remained 
rooted in the same idea: 
promotion drives visitation.

Even with that data, the state of Colorado is famous 
for being the ultimate case study for what happens 
when destination marketing disappears. In 1993, 
Colorado lawmakers allowed the tax funding the 
state’s tourism office to expire, eliminating the 

program despite clear warnings from tourism 
economists and industry leaders. The promotion 
budget dropped from $12 million to zero, making 
Colorado the only state without a tourism marketing 
program. In only 24 months, the state lost about 30% 
of its domestic tourism market share, and tourism 
spending fell by an estimated $1–2 billion annually, 
yes that’s BILLION. Colorado plummeted from 1st 
to 17th among U.S. summer destinations. The state 
ultimately reinstated the Colorado Tourism Office in 
2000, but it took nearly a decade to rebuild the lost 
market share.
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when discovery 
moved online

Then the internet arrived and rewrote the rules. Digital 
technology fundamentally changed how people choose 
where to travel. Search engines became the starting 
point for trip planning. Platforms like Google and 
Tripadvisor placed vast libraries of travel information at 
a traveler’s fingertips. Soon social media, from Facebook 
and Instagram to YouTube and TikTok, turned everyday 
travelers into storytellers, sharing their own experiences 
with global audiences.

Destinations no longer controlled the narrative 
in the same way. Visitors were discovering places 
through reviews, videos, social posts, and personal  
recommendations shared across the internet. 

For tourism organizations, 
adaptation meant moving 
quickly into the digital 
world, building websites, 
creating social channels, 
optimizing for search.

But even in this emerging environment, many  
organizations still operated with a familiar 
mindset: reach as many potential travelers 
as possible and persuade them to visit. The 
internet however, had introduced something far 
more valuable than reach. 

It introduced data.

8
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the emergence 
of destination intelligence
Every digital interaction leaves behind a trail of 
information. Website visits reveal what travelers 
are curious about. Newsletter subscriptions signal 
deeper interest. Content engagement shows which 
stories resonate and which fall flat. For the first 
time, destinations could observe traveler behavior 
directly rather than relying solely on surveys or 
macroeconomic models.

Some organizations began building first-party data 
ecosystems, collecting and analyzing the signals 
generated by their own audiences. Instead of broad-
casting messages outward, they started learning 
from the people already leaning in.

This shift changes the nature of the work.  
The destination marketing organization becomes 

continued
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the emergence of destination intelligence

something more than a marketing shop. It begins 
to resemble an intelligence hub, translating 
audience insight into better storytelling and more  
relevant experiences.

Part of that intelligence must also come from the  
destination’s core tourism economy itself. In New 
York for example, tourism performance is often 
measured through tax reporting that may not be fully 
available until March or April of the following year. 
By the time those numbers arrive, the season they 
describe is already long past.

A next-generation destination organization can 
close that gap by working directly with lodging 
partners to develop voluntary, anonymized 
reporting of key accommodation indicators such as 
occupancy, average daily rate, booking pace, and 
forward reservations. 

For participating operators, 
the benefit is simple: 
meaningful benchmarking 
and visibility into broader 
market trends. 

For the destination, the result is something 
far more valuable: a timely and defensible view  
of how the visitor economy is actually performing.  
Combined with digital audience insight, this creates 
a far clearer picture of the destination in motion.

In a place like Sullivan County, the implications 
are significant. A region with such a deep tourism 
heritage has an enormous reservoir of stories about 
its landscapes, its cultural history, its food, its 
music, and the generations of travelers who have 
passed through.

Understanding which of those stories resonate 
emotively with modern travelers becomes a powerful 
advantage. Just as destinations began learning to 
work with data, another transformation arrived.
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the age of AI discovery
A new layer of technology is reshaping how travelers 
find information. Large language models, systems 
such as ChatGPT, Google Gemini, and Perplexity 
AI, increasingly answer travel questions directly. 
Instead of sifting through dozens of links, travelers 
ask a simple question and receive a synthesized 
response. “Where should I spend a weekend in the 
Catskills?” The answer depends on the information 
those systems can find and understand.

In this environment, the most valuable resource a 
destination can create is deep, authentic knowledge 
about itself: 

stories, guides, and insights 
that help both humans and 
machines understand what 
makes a place unique. 

Promotion becomes less about persuasion and more 
about presence within the information ecosystem. 
The destinations that thrive in this environment will 
not necessarily be the ones shouting the loudest. 
They will be the ones contributing the richest, most 
reliable and relatable stories.
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stop selling. start sharing.
For places with long tourism traditions, this shift 
can feel strangely familiar. In the early days of 
the Catskills, the region didn’t rely on marketing 
automation or algorithmic targeting. People came 
because someone they trusted shared an experience 
worth having. In that sense, the future of destination 
marketing may look a lot like its past. You just “feel 
different” here.

The economic case for tourism promotion is straight-
forward: when awareness increases, visitation 
increases and with it, local tax revenue. But the 
deeper question for destinations today is not whether 
promotion matters, but how promotion must evolve 
in a digital world where attention itself has become 
the most competitive resource.
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The next generation DMO will still promote a place, 
but promotion will no longer be the center of the 
work. Instead, the organization will act as the steward 
of the destination’s story and knowledge, building 
audiences, gathering insight, and ensuring that the 
richness of the place is visible in a rapidly evolving 
digital landscape.

That stewardship can take  
many forms. Imagine  
creating mobile visitor 
centers, experience hubs that 
travel throughout Sullivan 
County, the Catskills and 
beyond, appearing at festivals,  
trailheads, lakes, and  
community gatherings. 

Part photo opportunity, part storytelling platform, 
and part connectivity hub, it could provide visitors 
and residents alike with simple satellite-enabled 
Wi-Fi access, curated local guides, and an easy way 
to stay connected with the destination long after 
their visit ends.

Each interaction becomes more than a moment 
of service. It becomes part of an ongoing  
conversation and helping the destination understand 
its audience while inviting people to share their own 
experience of the place.

For a region like Sullivan County, NY whose tourism 
legacy legitimately helped shape American leisure 
travel, the opportunity is particularly compelling. 
The mountains, lakes, rivers and cultural history 
that once drew trainloads of “short-term locals” still 
hold their power.

stop selling. start sharing.

13

22



what changes is how 
those stories travel.
In the end, the evolution of destination marketing 
may come down to a simple shift in philosophy, one 
that feels especially appropriate for a place built on 
generations of hospitality; and, something I’ve been 
preaching for close to a decade now, 

“Stop all the hard selling  
and start authentically 
sharing.”

Be more of a place maker, rather than a pushy pitch 
person. By connecting emotively with your audiences, 
you avoid becoming simply another transaction. 
Welcome to the new world. Where the modern DMO 
can do, and be more – for the community, for the 
visitor and for the industry.
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23



15

24



SullivanCatskills.com
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Economic Development Committee

9 April 2026
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REPORTING

Reporting (legacy model) noun | \ ri-ˈpȯr-tiŋ \
(1.) the act of compiling and presenting a summary of activities, tactics, 
and outputs over a given period (2.) a descriptive account of actions taken, 

including events, placements, and initiatives (3) documentation of effort, often 
absent measurement of impact on demand, economic performance, or return

Reporting (modern model) noun | \ ri-ˈpȯr-tiŋ \
(1.) the systematic analysis of a destination’s economic 
performance using data on demand, visitor behavior, and market 

dynamics (2.) the interpretation of signals that influence occupancy, visitation, 
and tax generation (3.) incorporating decision-making tools that inform 
strategy, optimizes investment, and strengthens competitive position

27



REPORTING

Legacy Model
List of ads, events, meetings
Repeated “fast facts”
Impressions & clicks
80+ events promoted
Dozens of ads place across publications
Travel shows attended
No connection outcomes

Modern Model 
Economic Intelligence
Demand trends (trips, visitor days)
Yield (ADR)
Occupancy
Visitor mix (in-state vs out-of-state)
Length of stay
Economic impact + tax implications

from activity to accountability

28



REPORTING

(1.) Average spend per trip is down 

(2.) Total spend is down

(3.) Total trips are down

(4.) Average length of stay is flat at 2.8

(5.) Guest check-ins are down

(6.) Average booking window is down

what the 2025 data is telling us

So, if activity & events are up and performance is down…

then activity is not the strategy. 29



REPORTING

What We Share (public)

➢ Performance metrics

➢ Economic impact

➢ Trends and insights

Transparency

What We Protect (strategic)

➢ Media strategy

➢ Targeting & timing

➢ Campaign execution

Discipline

from activity to accountability

Transparency doesn’t mean giving away your 

playbook to the competition.
30



THE GREAT RESET
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Everything we’ve believed about 

destination marketing is 

already outdated –

most just haven’t realized it yet.

32



“A place had a 

story. Someone told 

it well enough that 

people decided, ‘I 

should check that 

out.’”
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“They came 

because of stories, 

passed from 

traveler to traveler, 

family to family.”

34



“Promotion 

drives   

visitation.”
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“The destination 

marketing organization 

becomes something 

more than a marketing 

shop. It begins to 

resemble an 

intelligence hub.”
36



“Stop all the hard 

selling and start 

authentically 

sharing.”
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“The destinations that 

thrive in this environment 

will not necessarily be the 

ones shouting the loudest. 

They will be the ones 

contributing the richest, 

most reliable and 

relatable stories.”
38



REIMAGINING
A BRAND 

(in months, not years) 

REPORTING

39



TRANSFORMED THE TOURISM ENGINE

Built a Unified Brand System (Foundation for Growth)

➢ Created a distinctive destination identity anchored in 
a flexible storytelling system 

➢ Replaced generic tourism visuals with a recognizable, 
scalable brand platform 

➢ Establishing a single narrative across 100+ 
communities

40



Rebuilt the Digital & Visitor Experience

➢ Launched a fully reimagined website blending 
storytelling + trip planning 

➢ Integrated real-time booking + curated visitor 
pathways (Stay / Play / Taste / Plan) 

➢ Turned the website into a conversion engine, not just 
an information hub

41



Introduced AI-Powered Trip Planning

➢ Developed “Dream” — personalized itineraries built 
from local content 

➢ Fully integrated into the destination website and visitor 
journey

➢ Shifted planning from static browsing to dynamic, 
personalized experiences
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Reimagined Destination Storytelling

➢ Transformed the visitor guide into a premium editorial 
magazine (“here”) 

➢ Replaced listings with cultural storytelling, local voices, 
and immersive features 

➢ Elevated the destination from “place to visit” to 
“place to feel” (emotive vs. rational)
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Launched: Scalable Marketing Ecosystem

➢ Integrated brand, advertising, editorial, digital, and AI 
into one system 

➢ Created a flexible campaign framework that evolves 
without losing identity 

➢ Eliminated siloed efforts in favor of a connected 
traveler journey

44



Initiated: Tech-Stack / CRM Architecture

➢ Designed and deployed a unified data and CRM 
ecosystem to centralize visitor, partner, and 
stakeholder data

➢ Established scalable architecture to support 
personalization, automation, and future AI 
applications 

➢ Reduced platform redundancy and costs while 
increasing operational efficiency and reporting clarity

45



A Complete Rebuild 
of the Sullivan Catskills Tourism Platform

➢ A New Destination Brand Identity & Scalable Brand System 

➢ A Fully Reimagined Website + Booking & Planning Platform 

➢ An AI-Powered Trip Planning Experience (“Dream”)
 

➢ A Premium Editorial Destination Magazine (“here”)

➢ A Cohesive Brand Image Campaign (Emotional Positioning) 

➢ A Scalable Tactical Campaign System (Always-On Marketing Engine) 

➢ A tech-stack CRM architecture for the foundation of future communications

➢ A Fully Integrated Marketing Ecosystem Connecting All of the Above

➢ New Digital Tools: KeyData, Datafy, Critical Mention, BILL, Ripe, Submittable … 
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AT THE SHOW
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October 2025
2025 Fall Dream Destinations 10/19 Springfield MA

January 2026
Fly Fishing Show – Edison NJ 1/23 - 1/25

Garden State RV & Camping Show – Newington 

CT 1/16 - 1/18. CANCELLED

February
NE RV Show - Suffern NY 2/13 - 2/16

Empire Outdoorsman Show - Suffern, NY 2/20 - 

2/22

March
North East Golf Show - Foxboro MA 3/13 - 3/15

Fly Fishing Show – Lancaster PA 3/14 - 3/15

Connecticut Golf Show – Hartford, CT 3/27 - 3/29

GOLF – FISHING – OUTDOOR SHOWS

48



Philadelphia Flower Show - Philadelphia, PA

Brooklyn Pride/Comic Con/Park Ave Fest - NYC 

Lower Hudson Valley - Northeast RV - Suffern, NY 

Boston Marathon/Jazz Fest/Seafood Fest - Boston, MA

Jones Beach Air Show – Long Island - Jones Beach, NY 

Balloon Fest/Air5how - New Jersey or DC 

Hudson Valley Wine and Food Fest - Rhinebeck, NY 

New York Air Show - Orange County Airport 

Equine Allaire Festival - Columbus, Ohio 

CONSUMER ACTIVATION
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DIGITAL TOOLS
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Publicity Value
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Mentions: 237
Audience: 621,256,700

Publicity Value: $3,882,366
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Mentions: 6,761
Audience: 27,188,326,789

Publicity Value: $276,292,063
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+5.9%

+8.9%

+8.6%

JANUARY 2026

OCCUPANCY

ADR
AVERAGE DAILY RATE

REVENUE

13.6% vs 12.8%

$384 vs $350

$2,160,331 vs $1,975,215 70



-6.4%

+5.6%

-7.5%

FEBRUARY 2026

OCCUPANCY

ADR
AVERAGE DAILY RATE

REVENUE

15.6% vs 16.6%

$377 vs $356

$2,172,756 vs $2,335,226 71



-5.5%

+3.7%

-15.1%

MARCH 2026

OCCUPANCY

ADR
AVERAGE DAILY RATE

REVENUE

11.0% vs 11.6%

$348 vs $335

$2,626,035 vs $3,022,434 72



-2.3%

+6.2%

-1.5%

JAN. - MARCH 2026

OCCUPANCY

ADR
AVERAGE DAILY RATE

REVENUE

13.3% vs 13.6%

$371 vs $348

$5,919,605 vs $6,007,950 73



-12.9%

+6.8%

-9.4%

APRIL-MAY 2026

OCCUPANCY

ADR
AVERAGE DAILY RATE

REVENUE

8.5% vs 9.6%

$396 vs $369

$2,736,267 vs $2,994,278 74



+36.7%

+3.1%

+34.4%

JUNE - JULY 2026

OCCUPANCY

ADR
AVERAGE DAILY RATE

REVENUE

10.9% vs 6.9%

$516 vs $500

$4,550,476 vs $2,983,611 75



+50%

+ 5.5%

+48.2%

AUG. – SEPT. 2026

OCCUPANCY

ADR
AVERAGE DAILY RATE

REVENUE

6.4% vs 3.2%

$528 vs $499

$2,669,919 vs $1,382,021 76



2025
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VISITOR SPENDING 2025

55.86%

44.14%

INCIDENTALS
ACCOMMODATIONS

DESTINATION
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VISITOR SPENDING 2025

68.98%

31.02%

INCIDENTALS
ACCOMMODATIONS

MONTICELLO
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VISITOR SPENDING 2025

66.00%

34.00%

INCIDENTALS
ACCOMMODATIONS

LIBERTY
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VISITOR SPENDING 2025

59.09%

40.91%

INCIDENTALS
ACCOMMODATIONS

ROSCOE
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TO RESERVE AD SPACE CONTACT:
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FREE BUSINESS LISTINGS

DESTINATION GUIDE BUSINESS DIRECTORY
https://sullivancatskills.com/travel-guide-submission/ https://sullivancatskills.com/business-submit/
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YOY WEBSITE 
Q1 ANALYSIS 
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AWARNESS & LOYALTY SURGING

TOTAL SESSIONS TOTAL USERS

17.9%
74,080

25.4%
65,146

DIRECT ORGANIC

110.8%
Largest channel 

by volume
32,000 13,222

We didn’t just grow traffic – we expanded the market and 

strengthened the brand at the same time. 92



DECISION-STAGE DOMINANCE

MOBILE ORGANIC SESSIONS DESKTOP ORGANIC SESSIONS

142.2%
9,000

76.7%
4,600

US Organic Sessions BOUNCE RATE

13.4%80.3%
15,724

We’re not just getting found – we’re getting chosen, in real time, on 

devices that drive decisions. 93



HOMEPAGE

232.5%
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CONTENT EXPANSION

INDEXED PAGES LANDING PAGES

45% 60%

EVENT CONTENT MULTIMEDIA INTEGRATION

40%80.3%

We didn’t just add content – we multiplied how people find us.
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CONTENT EXPANSION

PUBLISHED POSTS ARTICLE LENGTH 

70% 65%

CATEGORY TOPICS INTERNAL BLOG LINKING

60%50%

We stopped publishing posts and started capturing intent.
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CONTENT EXPANSION

Themed Guides & Itineraries

Dream AI – Personalized Trip Planning

Redesigned Stay Section

We didn’t just inspire trips – we made them easier to take.

Weekend itineraries, seasonal adventure guides, family-friendly trip ideas, romantic getaway 
planning, and outdoor recreation breakdowns now create a stronger path from inspiration to 
booking. Internal links connect attractions, lodging, and booking pages throughout, while keyword-
rich headings strengthen organic visibility.

A major innovation, the new Dream AI tool brings personalized trip planning to the site through 
custom recommendations, activity-based filtering, dynamic itinerary generation, integrated local 
business links, and real-time planning support — shifting the site from a passive content experience to 
an interactive, personalized planning platform.

The Stay section now delivers richer, more structured lodging content with clearer categories for 
boutique hotels, resorts and spas, vacation rentals, bed and breakfasts, and campgrounds and 
glamping — helping visitors quickly find accommodations that match their travel style and budget.
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REPORTING

Before:

➢ Limited content

➢ Fragmented planning

➢ Missed search demand

➢ Passive website

Today: 

➢ Full search visibility

➢ Connected planning ecosystem

➢ Demand captured across all stages

➢ Active Conversion platform

We didn’t just improve performance – we changed how 

demand is created and captured.
98



THE SHORT STORY

Content Expansion 

Blog + SEO 

Organic + Direct Growth 

Homepage + Pages 

Trip Planning Tools

We didn’t just build a better website – we built a system that 

creates, captures, and converts demand.

More ways to be found 

Capture intent at scale 

Demand is real and growing 

Traffic lands where it matters 

Visitors turn into travelers
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Thank you.
”Travel is fatal to prejudice, bigotry, and narrow-mindedness, and 

many of our people need it sorely on these accounts. Broad, 

wholesome, charitable views of men and things cannot be acquired 

by vegetating in one little corner of the earth all one's lifetime.”

                  – Mark Twain
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