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Smith Travel Research (STR)
Segmentation Trend for North Carolina
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Visitor Profile
Statistics

Sources: Electronic Kiosks, Hotels, Online and Visitor Center Walk-Ins
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1. Visitors to Cumberland County were from the following states: North Carolina 

29%, Florida & New York 7% each and Georgia 6%.

2. The visitors’ reason for visiting was Visit Friends/Family 22%, Vacation & 

Traveling Through 17% each and Business 11%.

3. The top areas of interest were Dining 13%, Museum 11% and Historic Sites & 

Arts/Entertainment 10% each.

4. On a scale of 1-5 for visitor experience with 5 being the best, the overall visitor 

average score was 4.68. 
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Sales Department
Meeting and Sporting Event Solicitation Activity
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Sales Department
Scorecard
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Communications Department
Social Media Statistics
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Outlet Followers Posts Engagement 

Twitter 3,164 39 303 Clicks, Retweets, Replies

Facebook 7,452 43 2,175 Likes, Comments, Shares

Instagram 1,994 6 220 Likes, Comments

Facebook - #GoFay 2,088 14 664 Likes, Comments, Shares



Communications Department
Publicity Generated
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Guac & Soul Blog

Music City and I didn’t have to ravel 
Storyteller by Alyssa Hennessy

Music City Takes Me Home



Communications Department
Publicity Generated

The Mrs. Tee

VLOG: Family Fun Day Hope Mills
The Mrs. Tee

Blog: Make a Day Of It! A guide to Family 

fun in Hope Mills
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Eat, Move Make

Twitter & IG - ZipQuest



Communications Department
Publicity Generated

Family Travels on a Budget

IG: Winterbloom Tea 

Fayetteville Foodie

I had Elite Catering for the First Time and I 

May Never Be The Same
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Communications Department
Publicity Generated

Guac & Soul 

IG & FB: Indigo Moon FF 
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Communications Department
Publicity Generated

Drug Store Divas 

What to Expect at Fayetteville Comic Con 

The Mrs. Tee

The Ultimate Guide to Fall Fun 

14



Communications Department
Publicity Generated
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Guac & Soul

Cornmaze, Pumpkins and Hayrides

PR Web 

Communities of CC, NC to Honor Military 

Families 



Communications Department
Publicity Generated
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Army Wife 101 

52 Fun Fall Halloween Activities 
Alyssa Hennessy / Storyteller Blog

Fayetteville Comic Con & The Super 

Uncool Mom 



Communications Department
Publicity Generated
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Up & Coming Magazine 

Heroes Homecoming 6
Fayetteville Observer 

Heroes Homecoming Events Recognize 

Veterans … 



Communications Department
Publicity Generated
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Up & Coming Magazine

Heroes Homecoming 



Communications Department
Scorecard
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Tourism Department
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In early November, Heroes Homecoming VI was held 

throughout Cumberland County. 

Representatives from Veterans Support organizations 

and Cumberland County municipalities met monthly 

throughout 2018 to lay the plans for Heroes 

Homecoming. 

The end result was fifteen events that recognized the 

100th year of Veterans Day and paid tribute to all 

veterans from the past century. 

The tourism department led and managed the Heroes 

Homecoming program. 



Tourism Department
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Scorecard



Visitor Services Department
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Fulfilled 20 Group Service Requests

Includes internal FACVB requests, walk-ins, meetings etc.

October was Busy in Visitor Services!



Visitor Services Department
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The First Quarter was Busy in Visitor Services!

Distributed 1,814 Visitor Guides
to hotels, welcome centers, visitors, FACVB advertising and 

visitor generation, AAA offices and others

.

Handled 661 Visitor Inquiries
via phone, walk-ins, web at two Visitor Centers for both local 

and out-of-town guests



Visitor Services Department
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Scorecard

.



Everything Begins with a Visit
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Thank You!

.

Economic Impact of $525.39 million

4,540 jobs with a $98.41 million payroll

State and Local Taxes of $39.62 million:

a $120.86 tax savings to each county resident.


