


2019-2020



In 2017, Domestic Tourism to Cumberland County: 

• Generated an economic impact of $542 million. That is a 47% increase from 2007, and a 143% increase from 1997. 
• Resulted in $39.66 million in state and local tax collections. This represents a $123.87 tax savings to each county resident. 
• Accounted for 4,630 jobs

Cumberland County gathers the 10th highest impact from tourism of 100 North Carolina Counties 
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Mission
To position Cumberland County as a destination for conventions, tournaments, and individual travel.

Vision
The FACVB strives to be the leading destination authority by supporting and marketing the Cumberland County 

branded visitor experience and advocating community tourism benefits.

Staff Vision
To be the voice for and to the visitor. We will strive to have a working environment that fosters individual and 

organizational growth in an open, honest, and challenging atmosphere. 

Lastly, we will adhere to the following values and guiding principles:
➢ Collaborative
➢ Customer-Centric
➢ Community Engaged
➢ Professional
➢ Ethical
➢ Committed to spread our All-American story

The Brand Promise
The Communities of Cumberland County rekindle and reawakens the American spirit in every corner of the community.

The Brand Personality
Patriotic.

FACVB
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https://www.visitfayettevillenc.com/about-us/research-libraries/


Scorecard Results
2018/2019
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Scorecard Results
2018/2019

Sales Department

11



Scorecard Results
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Scorecard Results
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Scorecard Results
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Scorecard Results
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Scorecard Results
2018/2019
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Scorecard Results
2018/2019

Tourism Department
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Scorecard Results
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19



Scorecard Results
2018/2019
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Scorecard Results
2018/2019

Visitor Center Department
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➢ The Republik
➢ Rubberneck
➢ 219 Group 
➢ Martin Armes Communications
➢ Fayetteville Observer 
➢ Biz Tools One

Marketing Partners

➢ Up & Coming Magazine
➢ Fayetteville Observer
➢ Cara Cairns Designs 
➢ FayToDay 
➢ Hodges & Associates 
➢ Simpleview 
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The Republik
2018/2019
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The Republik
2018/2019
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The Republik
2018/2019
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The Republik
2019/2020 Scope of Work
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Rubberneck
2019/2020 Scope of Work
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219 Group
2018/2019 Recap 
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219 Group 
2019/2020 Scope of Work

VisitFayettevilleNC.com
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* Monthly Budget 



219 Group 
2019/2020 Scope of Work

NearlyFortBragg.com
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* Monthly Budget 



Martin Armes/Media One
2018-2019 Digital Recap
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Martin Armes/Media One
2018-2019 Digital Recap
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Martin Armes/Media One
2019/2020 Scope of Work
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Martin Armes/Media One
2019/2020 Scope of Work
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Martin Armes/Media One
2019/2020 Scope of Work
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• From the 2004/2005 fiscal year through the 2018/2019 fiscal year, the FACVB generated 1,267 stories about Cumberland 
County in leisure travel, travel trade, local, state and national media. The stories highlighted all aspects of Cumberland County 
that visitors may experience. 

• From the 2006/2007 fiscal year through 2018/2019 the FACVB has seen 2,122,934 unique visitors to the website. The FACVB 
launched a new website in June of 2018. In the first year, average monthly web visitation grew 70%, from 17,854 in 17/18 to 
30,430 in 18/19. 

• The FACVB started tracking social media in the 2012/2013 fiscal year. From 2012/2013 to 2018/19 , the FACVB has posted 
4,538 Facebook messages and 4,395 twitter messages. In the last FY, we increased engagement across all platforms by 20%. 

• From the 2005 to 2017, domestic tourism expenditures have grown from $328.09 million to $542.31million. These figures are 
from VisitNC. In the same period, tourism industry payroll grew from $72 million to $104.88 million, tax savings to local 
residents increased from $83 to $123.87 and local tax receipts grew from $7 to $11.6 million. 

• From the 2005/2006 fiscal year through 2017/2018, the Visitor Center at the FACVB has provided materials and services to 
2,475 groups. They have also handled 170,698 inquiries and distributed 760,001 Visitor guides. The FACVB manages two 
Visitor Centers to share information on things to see and do in Cumberland County. These efforts promote Cumberland County 
and encourage spending in our economy. 

• From the 2005/2006 fiscal year to 2018/2019, FACVB Sales and Tourism departments have booked 1,112 groups that use 
313,058 room nights of at county hotels. The estimated economic impact from these groups is $138,955,994 

• Over 5 years ago, the FACVB led efforts with Fort Bragg and local hotel owners to get Fayetteville removed from the 
government CONUS and get our own established government per diem. The per diem was $60 and is $102 today. Food per 
diem also expanded from $30 to $54 and this helps grow the meal tax.

Historical Overview
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(Includes all 5 sources: Attractions, Electronic Kiosks, Hotels, Online and Visitor Center Walk-ins)

1. Visitors to Cumberland County were from the following states (top 3) North Carolina (30.08%), New York (7.75%) and 
Florida (7.48%)

2. The visitors’ reason for visiting was Visit Friends/Family (22%) , Vacation (19%) or were Traveling Through (17%) 
3. The top areas of interest were Dining (13%), Museums (11%), and Arts & Entertainment/Historic Sites (10% each) . 
4. On a scale of 1-5, with 5 being the best the overall visitor average score to date is: 4. 75

Visitor Profile
2018-2019

July August September October November December January February March April May June

2018 2019

Local Residents 4.70 4.68 4.33 4.77 4.70 4.86 4.50 4.67 5.00 4.71 4.40 4.70

Visitors 4.59 4.68 4.79 4.86 4.87 4.78 4.96 4.86 4.96 4.95 4.85 4.91

Monthly Rating 4.65 4.68 4.56 4.82 4.79 4.82 4.73 4.77 4.98 4.83 4.63 4.81

Year to Date 4.65 4.66 4.63 4.68 4.70 4.72 4.72 4.73 4.75 4.76 4.75 4.75
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Budget
2019/2020
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Organizational Chart
2019/2020
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Program of Work: Sales
2019/2020
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Program of Work: Sales
2019/2020
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Program of Work: Sales
2019/2020
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Program of Work: Sales
2019/2020
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Program of Work: 
Communications

2019/2020
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Program of Work: 
Communications

2019/2020
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Program of Work: 
Communications

2019/2020
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Program of Work: Tourism
2019/2020
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Program of Work: Tourism
2019/2020
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Program of Work: Tourism
2019/2020
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Program of Work: Visitor Center
2019/2020
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Products – Fulfillment Pieces
2019/2020

Cumberland County Visitor Guide Cumberland County Trail Guide
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http://www.nxtbook.com/dx/FVGCDX/FVGCDX171_VG/
http://www.nxtbook.com/dx/FVGCDX/FVGCDX171_TG/


Products – Fulfillment Pieces
2019/2020

Hope Mills Visitors Guide Spring Lake Visitors Guide
52



Products – Fulfillment Pieces
2019/2020

One Page Area Map

Individual Trail Cards
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Group Tour Collateral

Products – Fulfillment Pieces
2019/2020
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Tourism Passport Spring Lake Pad 

Products – Fulfillment Pieces
2019/2020
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Products – Digital Presence
2019/2020

VisitFayettevilleNC.com 
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http://www.visitfayettevillenc.com/


Products – Digital Presence
2019/2020

GoFayetteville.com
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http://www.gofayetteville.com/


NearlyFortBragg.com 

Products – Digital Presence
2019/2020
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http://www.nearlyfortbragg.com/


FayettevilleNCTrails.com

Products – Digital Presence
2019/2020
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http://fayettevillenctrails.com/


Social Media – Facebook 

FACVB Facebook GoFayetteville Facebook 

Products – Digital Presence
2019/2020
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https://www.facebook.com/VisitFayettevilleNC/
https://www.facebook.com/GoFayetteville/


Social Media – Facebook 

Meetings & Tournaments Facebook Heroes Homecoming 

Products – Digital Presence
2019/2020
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https://www.facebook.com/FayMeetingsTournaments/
https://www.facebook.com/HeroesHomecoming/


Social Media – Instagram

FACVB Instagram

Products – Digital Presence
2019/2020
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https://www.instagram.com/visitfayettevillenc/


Social Media – Twitter

FACVB Twitter

Products – Digital Presence
2019/2020

Heroes Homecoming Twitter
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https://twitter.com/visitfaync
https://twitter.com/hhfayetteville


Social Media – LinkedIn

FACVB LinkedIn

Products – Digital Presence
2019/2020
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https://www.linkedin.com/company/1514554/admin/


Scoutlook
ScoutLook” is a mobile app designed to help military and civilian families 
find their way around the Communities of Cumberland County, NC. With 
custom filtering options, user-specific recommendations and integrated GPS 
capabilities, ScoutLook provides users with on-the-go access to events, 
attractions, hotels, restaurants and other things around them, both on-base 
and off-base.

For Military families and soldiers stationed on-base, ScoutLook offers 
directions, contact information and user reviews of all the Fort Bragg 
facilities, as well as integrated access to MWR's event calendar.

When the “off-base” preference is selected, ScoutLook transforms into a 
pocket guide for civilian families around the Communities of Cumberland 
County.

Products – Digital Presence
2019/2020
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TDA Microsites 

Products – Digital Presence
2019/2020
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Products – Print Ads
2019/2020
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Products – Print Ads
2019/2020
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Products – Print Ads
2019/2020

69



Products – Banner Ads
2019/2020
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Products – Banner Ads
2019/2020
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Products – Banner Ads
2019/2020
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Products – Banner Ads
2019/2020
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Products – Banner Ads
2019/2020
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Products – Banner Ads
2019/2020
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Products – Banner Ads
2019/2020
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Products – Banner Ads
2019/2020
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Products – Banner Ads
2019/2020
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Products – Billboards
2019/2020
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Products – Billboards
2017/2018
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Products – Videos

“Spirit of America” Trails
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https://www.youtube.com/watch?v=7M4TDdmtr2c&list=PLoCrls9y-Ajn_SH377JlOVulS5Cej3y95


Products – Videos

Business Interview Videos
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https://www.youtube.com/watch?v=R900MfQX6ZI&list=PLoCrls9y-AjlKXIOnvcVC7WL12E0IslLT


Products – Videos

Florence Recovery Videos
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https://www.youtube.com/watch?v=3TqTGpmqJu0&list=PLoCrls9y-AjkpwkmX0UDjsLFc49Mo6fGP


Products – Videos

15 Sports Facility Videos
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https://www.youtube.com/watch?v=FqZFWxGLM-w&list=PLoCrls9y-AjkZyMgj0thEUFFrkA3Y1Rg5


Products – Videos

#AmericaAtEveryTurn Video Series 
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https://www.youtube.com/watch?v=aSE9usVyKsA&list=PLoCrls9y-AjnGJurL8FZ6JZxx_9BGuEDS


Products – Videos

Video Animations 
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https://www.youtube.com/playlist?list=PLoCrls9y-AjkuhVK79WtxMqr-Wkln8Qrh&disable_polymer=true


Products – Videos

#FreedomDreamTeam
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https://www.youtube.com/playlist?list=PLoCrls9y-AjlHjC1LEGAL07BqeyG10SvH


Products –
Physical Locations

Main Office - 245 Person Street

Transportation Museum – Franklin Street Tent for Outreach Opportunities

Store Selling Cumberland CountyProducts

Trade Show Booth
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Products – Brand Guide 

View the Full Brand Guide 
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https://assets.simpleviewinc.com/simpleview/image/upload/v1/clients/fayetteville/Brand_Guide_45e7bda3-af8f-4fd3-9aed-6f09ea4dfb6c.pdf


Products –
Physical Locations

Online Research Library 
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https://www.visitfayettevillenc.com/about-us/research-libraries/


In-Formation

Products –
Physical Locations
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https://www.visitfayettevillenc.com/about-us/in-formation/


Thank You for allowing the FACVB 
to promote Cumberland County. 

We look forward to reporting continued 
growth in 2019/2020.
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