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Striking Images
Photographers tell how they captured 
one of nature’s most fleeting events page 40

Swing Time
What draws golfers to coastal courses?
Local pros tee up a sampler of reasons.   page 48

Grand Boulevard 
Erased by storms, Surf Avenue was 
once Rehoboth’s place to be   page 58
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Always onCall
Bethany’s training camp keeps National
Guard troops ready for any emergency page 36

Wildly Important
Wetlands, once derided and drained, are getting
more respect for their ecological roles page 42

Nature’sWay
Alternative approaches to health care have
an avid following in coastal Delaware page 50
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FortMiles
Volunteers are working to restore
World War II’s Battery 519 page 38

SurfingExpress
In 1963, board-riders launched a new
sport on coastal Delaware’s waves page 52

WaterCritters
What’s that biting your toe underwater?
We investigate what lives in the shallows page 32
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Amazing Images
Check out the winning pictures in our
second annual photography contest page 44

Movers and Shakers
Who are the non-elected people that
influence our lives in coastal Delaware? page 32

Public Education
Local schools are striving for a high standard,
and many of them are hitting the mark page 50
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Natural 
Resources

Alternative approaches to
healing abound   page 40

Come One,
Come All 

Jewish Family Services 
reaches out   page 50

Getting 
Outdoors

Nature Conservancy works 
to raise awareness   page 56

I n s i d e

Four-leggedFreedom
Unleashed dogs bring unabashed delight to
animal-lovers in Dewey Beach, the only resort
town that allows pets to run loose page 44

Citizens onPatrol
Volunteers are staying active and serving
their communities while helping local
police departments page 50

MosquitoMan
Paul Western is on the front lines of
the state’s battle against annoying,
disease-carrying insects page 56
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Grill it! Love it!
In summer, outdoor cooking is king, 
and it lets you eat like one   page 48

Old-Time Greetings
Collectors of vintage postcards provide 
a trip down memory lane   page 58

Turning the Tide 
Cleanup of the inland bays is progressing,
but is far from accomplished   page 66
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The Great Dune
Controversy and commanding views are 
part of Cape Henlopen’s history   page 56

Rolling Stones
How the ruins of a famous local lighthouse 
ended up in your neighbor’s living room  page 76

A Stand for Equality 
Female lifeguards do the same job as their male
counterparts, and meet the same standards   page 64
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Into the Sunsets
Do we have the most dramatic dusks around? 
Locals say yes — and science agrees   page 44

Surf and a Slice
Coastal Delaware has an epic appetite for pizza 
of all sorts — and loyalties that run deep   page 54

Beachcomber’s Bounty
Mollusk architects, fiber makers and marine
hunters created our sandy souvenirs   page 62

“ “I am one of the legions who look
forward to every issue and
read every article (and ads!) 
in each issue. Your magazine
has been my go-to for gifts.
Kudos to your staff.”

My house guests read every
copy of Delaware Beach Life.
They refer to the ads for 
things to do and places to go.
It’s really a great resource for
both locals and tourists.”



The number of rooms  in hotels
and inns throughout coastal
Delaware where your ad will be
seen by millions of visitors to
our beach towns.

The number 
of medical
offices, 

waiting rooms, gyms and salons
where you’ll grab readers’ 
undivided attention with your ad.

The tally of
newsstand
locations in

coastal Delaware and through-
out the entire state, making
your ad visible to even more
potential new customers.

The income in dollars of house-
holds targeted with free
subscriptions. These readers
have the buying power 
you want.

V I S I B I L I T Y  FA C T S

357+:

3,000+:

100+:

125,000+:

As a partner,
Delaware Beach
Life can help 
elevate any

brand, reaching
an audience 

that appreciates
all that this area

has to offer.”

“

Media Kit Expand your reach with Delaware Beach Life

In Delaware Beach Life magazine, your ad is seen everywhere in coastal Delaware
from Lewes, Rehoboth and Bethany, to Milford, Fenwick Island and Selbyville, and also
reaches those in the nearby metro-suburban areas who love our beach towns.

Take advantage of this strategic, saturated distribution pattern:

Reach locals.
• enthusiastic paid subscribers

• high-income households

• medical offices, salons, gyms 
waiting rooms, etc.

• subscriptions targeted to 
new homeowners

• popular event goodie bags

Reach visitors.
• every room in coastal hotels and inns  

• chamber of commerce visitor bags

• builder showrooms and model homes

• targeted newsstand locations

Reach online viewers.
• Gain unlimited exposure with an ad on the popular delawarebeachlife.com. 

• Drive viewers directly to your website by becoming a “Premier Local Business” 
on our website.

Print plus digital — it’s a potent combination!

With three 
generations

native to coastal
Delaware, we
know the real
estate market
and where to
advertise.”

“ Delaware 
Beach Life brings
community and
business together

with a local 
flavor that’s 
a cut above 
the rest.”

“

YO U R  A D  I S  S E E N  E V E RY W H E R E

Reach More Customers!

Scott Kammerer, 
SoDel Concepts

Carrie Lingo, 
Jack Lingo Realtor

Drexel Davison, 
Bad Hair Day

Why Delaware Beach Life? These local business owners explain:



Since 2002, Delaware Beach Life has captured the essence of coastal Delaware —
its people, history, homes, nature, arts, dining and culture — through award-winning
writing, photography and design. Embraced as the area’s premier lifestyle magazine,
Delaware Beach Life delivers an avid, affluent, engaged readership that is interested
and invested in every issue.  

Attract these 
highly-educated, 
affluent readers:

44% have annual income of $100,000+

79% have bachelor’s degree or higher

55% female, 45% male

100% have a deep connection 

to coastal Delaware

Delaware Beach Life 
delivers reader 
engagement 
and loyalty:

Delaware 
Beach Life is an

exemplary
resource that
truly assists
many of us 
in selling the
local name.”

“ Partnering with
this magazine has

ensured that we are
linked to a publica-
tion that appreci-
ates the quality of
Coastal Sussex and
reaches readers

who feel the same.”

“ Delaware Beach
Life allows us 
to reach an

audience that
appreciates
quality and
attention to

detail. A perfect
match.”

“

E D I TO R I A L  M I S S I O N

What is Delaware Beach Life?

   

Cottage Tour | A look inside

19th-century home retains its formal look, 
but comfortable touches abound 
B y  L y n n  R .  P a r k s

P h o t o g r a p h s  b y  C a r o l y n  W a t s o n

H        8

or 20 years, Guy and Karen Buttaro had a vacation home in the 600
block of Kings Highway in Lewes. When they walked downtown,
they passed a 19th-century Italianate-style house that was home to a

small shop called the Antique Corner. They often took time to admire the
building.

“I always said, ‘That’s a really cool house. I’d like to renovate it,’” Guy
recalls.

Then one day, a couple of years ago, they noticed a For Sale sign in the
front yard. As soon as they could, the Buttaros called a real estate agent and
set up an appointment to visit. 

The house “had fallen into disrepair,” Guy says. Even so, “we thought it was
really sharp.” Tall ceilings — 11 feet downstairs, 10½ feet upstairs — “gave it a
grand effect.” And original plaster crown molding, especially ornate in the
living room, “put it over the top.” 

The Buttaros sold their vacation home and in July 2018 bought what was
known as the Thompson-Hocker House, built in 1873 by Dr. James and Anne
Thompson and purchased in 1902 by Dr. Ulysses Washington Hocker and his
wife, Adella. (In addition to living in the same house, Thompson and Hocker
both served as mayor of Lewes — Thompson from 1914 to 1926 and again
from 1927 to his death in 1930, and Hocker from 1931 to 1936.) 

F

Above: In furnishing the living room in the 1873 house that
she and her husband, Guy, recently remodeled, Karen Buttaro
maintained the formal look of the room but also gave it a
relaxed feel. The crystal chandelier came from a Dumpster,
where it was discovered by some of the home renovation crew.

Left: Karen and Guy Buttaro will open their house to 
the public as part of this year’s Christmas Tour of Lewes,
sponsored by the Lewes Historical Society.

GRAND
O L D
HOUSE

�
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ASTY
TRENDS
Culinary shifts play out at coastal restaurants as traditional
seafood moves over to allow farm-to-table, vegetarian, 
ethnic and other influences to come to the center of the plate

B y  P a m  G e o r g e   | P h o t o g r a p h s  b y  S c o t t  N a t h a n

Vegetarian dishes, locally sourced products, gluten-free foods and non-traditional fish
are just a few of the trends on the National Restaurant Association’s list of what’s hot for
2014. But judging by area menus, many coastal restaurants are already on the cutting edge
— and have been there for some time.

What’s influencing the trends? Customers today are savvier, says Robin Rankin, executive
chef at Patsy’s Restaurant in Bethany Beach. “They care if the salmon is wild-caught or
farm-raised,” she says. “They come with a long list of questions, and servers have to be
extremely educated. I think it’s a good thing.”

Cooking shows, seemingly ubiquitous these days, also have exposed consumers to unusual
preparations, and many foodies are well-traveled.

Chefs, meanwhile, are hungry for new ingredients, flavor profiles and techniques.
Rankin, for one, has visited Vietnam, South America, France, Spain, Egypt, Morocco and
Bulgaria. Spices, herbs and grains from these nations’ cuisines often make their way into her
dishes.

While many beach restaurants reflect what’s happening across the country, several trends
are particularly strong along the Delaware coast.

adventurousvegan &
gluten-free

farm-to-table non-traditional
presentation

Clockwise: Roasted Spanish onion with tomato risotto, socca, beluga lentil, mint and pistachio at the Back
Porch Cafe in Rehoboth Beach; sea urchin, fresh California Uni, at Henlopen City Oyster House in Reho -
both; crispy skin bluefish on a Moroccan chick pea stew and sautéed arugula, topped with salsa verde at
Patsy’s in Bethany Beach; Roma tomatoes, red onions and lemons at the Historic Lewes Farmers Market.

�

   

STRIKING POSES

heavy fog
shrouds the
beach at 
6 a.m., but
that hasn’t

deterred the half-dozen women who sit, cross-
legged on colorful mats, on the Bethany Beach
bandstand. A sunrise yoga class has brought
them here, and they begin with “sukhasana”
(also known as “easy pose,” in which each hand
is placed atop a knee, palms turned up with
thumb and index finger lightly touching) for a
brief meditation. Everyone settles in, a look of
serenity on their faces. 

With the call of laughing gulls accenting the
quiet morning air, there’s reason to be serene. A
few swallows flutter along the edge of the
boardwalk in search of breakfast as early morn-
ing walkers get in their exercise. Sparrows chat-
ter from the eaves of nearby shops, and the
Atlantic washes onto the shore not far away.
Despite the occasional low rumble of delivery
trucks or the clank of hand carts, nothing
detracts from the women’s sense of inner
peace.

“Inhale up,” instructor Susan Maddox says
softly, raising her right arm, “and exhale it over.”
She leans into a side stretch. “Take a breath 

A
B y  M a r y  A n n  B e n y o

P h o t o g r a p h s  b y  C a r o l y n  W a t s o n

With its many varieties 

and promise of rejuvenation,

yoga is attracting young and

old to coastal classes
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Greenery, glitzy ornaments, elves, nutcrackers, wreaths and
tinsel — these are just a few of the elements that make up holi-
day decor in many coastal homes. Putting it all together in a
pleasing presentation, however, can present a quandary. Christ-
mas home tours provide ideas. The Christmas Tour of Lewes
takes place Dec. 5 from 10 a.m. to 4 p.m., and the Milton Holi-
day House Tour, presented by the Milton Century Club, is Dec.
12 beginning at 2:30 p.m.

But if you need the Muse of Christmas Present to prod your
imagination before Thanksgiving, which ushers in the holiday
hoopla, here are some examples of stylishly festive holiday dec-
orating themes, each of which salutes the season in a novel —
and often whimsical — fashion. 

By Pam G eorge   |   Photographs by Scott Nathan
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Coastal homes provide creative
tips for festive holiday decor

       1

Beach Briefs

   

For the past decade, Rehoboth Beach
Main Street has kicked-off the holidays
with this heartwarming, community-
building recipe: 
Take one pine tree, about 40 feet tall

and resplendently decorated. Add an old-
fashioned bandstand situated near the
ocean. Festoon the bandstand with rib-
bons and pine boughs. On the evening
after Thanksgiving, place a choral group
on its raised stage. Mix in an audience of
many thousands. Then, at half past 6,
when the choral director cues his singers
for the opening song, hear the entire
crowd join in on “Winter Wonderland.” 
And that’s just the start, as one Christ-

mas carol leads to another — with the
crowd remembering most of the words —
until the grand finale when the towering
t      

      
      

      
     

the estimated
10,000 people
drawn by unusual-
ly balmy weather
and what Doug
Yetter describes as
a “hometown feel-
ing.” The CAMP
Rehoboth Ensemble’s choral director, who
led the sing-along the past two years, as
well as one 16 years ago, adds that he loves
“the fact that everyone comes downtown
to sing and see the tree.” (An anonymous
donor is supplying this year’s evergreen;
the Magee family of Lewes has done so in
recent years.)
Krys Johnson, former executive direc-

tor of Rehoboth Beach Main Street and
now the city’s communications specialist,
c      

      
      
   
     

Lewes, last year’s tree lighting was a magi-
cal event they enjoyed sharing with their
five grandchildren. And Phil Davenport of
Dewey, meanwhile, brought along a small
companion also: Miss Sweetpea, one
dolled-up Boston terrier. Sitting on his
lap, her rhinestone collar glittered with
unmistakable holiday spirit. �

— Laurel Marshfield

O     
       

        
      

      

H O L I D AY  C H E E R

Good Things Come in Trees

Thousands of people
crowd the bandstand
for the annual tree
lighting in Rehoboth.
Doug Yetter, below,
leads the crowd in
carols. 

97%

95%

of our readers 
patronize 

our advertisers. 

of readers save 
this magazine, 
and often share 
it with their 
friends. 

A sample of our more than 100
awards, which elevate your image:
• Tourism Partner of the Year 2019   

Southern Delaware Tourism

• Magazine of the Year 2009, 

and Finalist 2010, 2014, 2017
International Regional Magazine Association

• Business of the Year Award 2013 
Rehoboth Beach-Dewey Beach Chamber of Commerce

Justin Healy, 
Ocean Atlantic Sotheby’s

Randy Burton, 
Burton Builder

Jennifer Zerby, 
Boardwalk Plaza & Victoria’s

Statistics are from our online reader survey.

Publishing frequency: 8 issues per year (April through the Winter season)

A look inside:
• People profiles

• Dining

• Homes

• History

• Humor

• Arts and music

• Commentaries

• Short Fiction

MAY FOCUS: WELLNESS JUNE FOCUS: DINING

OCTOBER FOCUS: REAL ESTATE WINTER FOCUS: HOLIDAY



Full page

2⁄3
vertical

1⁄6
vertical

1⁄3
square

1⁄2
horizontal

1⁄4
page

1⁄3
vertical

1⁄6
horizontal

1⁄2
vertical

B U D G E T- F R I E N D LY  C A M PA I G N  O P T I O N S

Discount Rates

B O N U S E S  ATO P  T H E  B E N E F I T S

Perks and Deals
V I S U A L  G L I M P S E

Ad Shapes

Let’s get started! 
(302) 227-9499 • delawarebeachlife.com

Simply choose an ad shape
and we’ll handle the rest!
For specific details, request
our ad specs sheet.

• Become a “Premier Local Business” with a FREE listing on our website, driving traffic to your site.

• Save 15% by running 4 or more ads within 12 months.

• Commit to 6 or more print ads and get a FREE web ad extending your reach on delawarebeachlife.com!

• Run 8 print ads and you can DOUBLE the size of one of them!

• Realtors and Builders: Get a FREE listing on our premier “Home Resources” page, 
which is also available on our website!

• Restaurants: Join the FREE “Food & Drink” listing, which is exclusive to those who advertise,
and is also viewable on our website!

• Contact us about other special deals!

(mid-Nov.)

1⁄6   H or V 395 +50 FREE

1⁄4   page 495 +50 FREE

1⁄3   SQ or V 650 +50 FREE

1⁄2   H or V 975 +50 FREE

2⁄3   V 1,175 +50 FREE

Full page 1,595 +50 FREE

Double truck 2,695 +50 FREE

Circle size and
orientation: 
(H)orizontal,
(V)ertical, or
(SQ)uare

FREE 
web ad with 6 print ads!

Ad size Discounted rates
based on a 

commitment of 
4 print ads 
or more 

within 12 months
cost per print ad

rotating 
web ad 

premier local 
business listing

Additional online enhancements on 
delawarebeachlife.com:

T R U S T  T H E  E X P E R T S

“Print generates
highest lift in
favorability and
purchase intent”

Research shows that magazines
drive brand metrics AND sales

Source: Millward Brown Digital


