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Community
Insights



7More than half of area stakeholders overall agree that 
Fayetteville/Cumberland County excels at Military/Government 
activities, Downtown District and Accommodations/Food Service. 

Areas in which the Fayetteville/Cumberland County Area Excels



8The most popular activities/attractions in the area are considered the 
Military/Historic Sites, Airborne & Special Operations Museum 
(ASOM) and Cape Fear Botanical Garden.

5 Most Popular Area Activities/Attractions



9Military/Historic sites, ASOM and the Cape Fear Botanical Garden 
are the activities that stakeholders feel are most interesting to 
potential tourists. 

Attractions, Activities, POI of Greatest Interest to Tourists
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The words/phrases community stakeholders feel best describe the 
Fayetteville/Cumberland County community include a sense of history 
& military presence, lots of diversity, interesting people & diverse 
strengths that are a welcome surprise.



11Area stakeholders are most likely to describe 
Fayetteville/Cumberland County as a place with a sense of history, 
military presence, diversity, and interesting people. 

Top Phrases to Describe the Area



12From a brand perspective, stakeholders see the area as being a great 
place for military families, offering a sense of history and having great 
historic sites to visit. 

Top Characteristics to Describe the Area
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According to area business decision-makers, one-third of area 
businesses are owned by women, minorities and/or millennials. 

Area Company Structures Area Company Structures by Niche*
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One in five business decision-makers say they plan to increase their 
number of employees in 2022. 

Hiring Expectations for 2022 Hiring Expectations by Niche



16Area stakeholders are feeling more confident in the local economy this 
year as most (79%) expect things to remain the same or improve in 
2022. Consumers reflect greater optimism than business leaders.

Confidence in the Local Economy 
Compared to One Year Ago

Economic Confidence by Niche



17The average Fayetteville/Cumberland County businessperson is 
around 50 years of age, works full-time and nearly half are in a 
management role. FACVB member/partners tend to be a bit older 
and more likely to be an owner, CEO or CMO.



18
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19Nearly 85% of area businesspeople are familiar with the FACVB and 
34% are, or have been engaged, with the organization.

FACVB
Business Stakeholders

FACVB
34%

% Total Engagement by Stakeholder Niche
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Locals describe the FACVB as a community organization that 
promotes the Fayetteville area. 



21Both FACVB member/partners and the business community are most 
familiar with the Visitor Guide, Social Media, Publicity and 
Marketing Communications programs.

Awareness of FACVB’s Programs
Familiar with at Least One FACVB’s 
Programs, Actions or Opportunities



22FACVB member/partners feel the most important programs/actions 
are Marketing Communications, the Visitor Profile and Stewardship 
of the Community’s Tourism Brand.

Importance of FACVB’s Programs (% Somewhat/Very Important)



23The programs that FACVB member/partners indicate they are most 
satisfied with include the Visitor Profile, Social Media Presence and 
Destination Visitors Guide.

% Satisfied/Very Satisfied with FACVB Programs



24When evaluating attribute importance with satisfaction, FACVB 
member/partners indicate the organization’s strengths are many and 
concerns are few. Surprisingly, members rate the generation of 
incremental room nights and sales leads as being below average in 
both importance and satisfaction.
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FACVB’s USP among constituents is its Generation of Sales Leads, 
Trade Show Marketing and Delivery of Incremental Room Nights.

% Correlation with Intent to Engage



26Overall, business stakeholders are most familiar with the tourism 
website, print ads and social media while consumers have a bit more 
familiarity with the Visitor & Heritage Trails Guide.

Awareness of FACVB Communication Materials
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More than one-third of area stakeholders believe the FACVB is doing 
a good/excellent job delivering on their brand promise. 

FACVB has Done a Good/Excellent 
Job Delivering on Brand Promise

Delivering on Brand Promise 
by Niche
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Appendix
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More than half of area stakeholders have either served or have 
someone in their household who has served in the military. 

Military Service Military Service by Niche
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Demographic Categorization
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