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In 2018, Domestic Tourism to Cumberland County: 

• Generated an economic impact of $574 million. That is a 47% increase from 2008, and a 136% increase from 1998. 
• Resulted in $42.87 million in state and local tax collections. This represents a $130.25 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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Scorecard Results
2019/2020
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Communications Department

Description
1st 

Quarter

2nd

Quarter

3rd

Quarter

4th

Quarter

FY 2020

Totals

Annual 

Goal

Percentage 

of Goal
Social Media

Visit Fayetteville NC Facebook
Followers 9,282 9,722 10,051 N/A N/A
Posts 85 53 56 78 272
Page Likes (Net) 1,045 424 437 361 2,267
Engagements 51,194 15,990 17,124 21,005 105,313 92,474 113.88%

Go Fayetteville Facebook
Followers 3,004 3,109 3,202 N/A N/A
Posts 33 25 20 34 112
Page Likes (Net) 134 106 95 111 446
Engagements 5,117 2,939 2,649 2,988 13,693

Visit Spring Lake NC Facebook 
Followers 4,643 4,716 4,711 N/A N/A
Posts 24 18 9 22 73
Page Likes (Net) 206 57 -2 35 296
Engagements 10,108 4,949 3,241 2,275 20,573

Heroes Homecoming Facebook
Followers 1,300 1,904 2,025 N/A N/A
Posts 12 44 16 34 106
Page Likes (Net) 189 600 123 141 1,053
Engagements 2,707 13,639 1,651 6,062 24,059

Visit Fayetteville NC Twitter
Followers 3,483 3,617 3,764 N/A N/A
Posts 279 243 268 331 1,121
Page Likes (Net) 145 134 147 98 524
Engagements 3,319 3,115 2,177 3,627 12,238 6,817 179.52%

Heroes Homecoming Twitter
Followers 873 896 889 N/A N/A
Posts 0 41 9 31 81
Page Likes (Net) 4 23 -7 1 21
Engagements 0 211 73 231 515



Scorecard Results
2019/2020
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Communications Department

Description
1st 

Quarter

2nd

Quarter

3rd

Quarter

4th

Quarter

FY 2020

Totals

Annual 

Goal

Percentage 

of Goal
Visit Fayetteville NC Instagram

Followers 2,802 3,198 3,408 N/A N/A
Posts 84 31 30 68 213
Page Likes (Net) 247 316 210 207 980
Engagements 1,290 1,443 963 2,404 6,100 6,773 90.06%

FACVB LinkedIn
Followers 610 645 906 N/A N/A
Posts 15 24 31 42 112
Page Likes (Net) 13 37 259 84 393
Engagements 284 953 657 755 2,649 4,015 65.98%

Total Posts 532 479 439 640 2,090
Total Engagements 74,019 43,239 28,535 39,347 185,140
E-Newsletter Subscribers 368 253 289 366 1,276
Electronic Destination Guides Viewed 32 32 22 12 98
FACVB Generated Blog Articles 3 1 2 1 7

Public Relations
FACVB 

Publicity Generated
Out of Market 13 20 7 13 53 60 88.33%
Local 6 4 3 3 16

Agency Publicity Generated 0 7 0 0 7
Press Releases Issued 7 3 5 2 17
Out of Market Media Visits 3 3 1 2 9

Digital Marketing 
Media One - Web Hits Generated 10,708 24,976 21,510 14,213 71,407
219 Group Web Hits (VisitFayNC) 807 492 685 592 2,576
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Communications Department

Description
1st 

Quarter

2nd

Quarter

3rd

Quarter

4th

Quarter

FY 2020

Totals

Annual 

Goal

Percentage 

of Goal
Visitor Data

Reason for Visiting (Top 3)
Hotel Guests

1 Traveling Through Business with Military

Traveling 

Through/Business with 

Military

No Data
Business with 

Military

2 Visit Friends/Family Traveling Through Visit Friends/Family No Data
Traveling 

Through

3 Events/Festivals Visit Friends/Family Events/Festivals No Data
Visit 

Friends/Family
Online Requests

1 Vacation Visit Friends/Family Vacation Vacation Vacation
2 Visit Friends/Family Vacation Relocation Relocation Relocation
3 Relocation Relocation Visit Friends/Family Other Other

Guest Books at VC
1 Vacation Vacation Vacation No Data Vacation

2 Visit Friends/Family Visit Friends/Family Other No Data
Visit 

Friends/Family
3 Events/Festivals Relocation Business No Data Relocation

Top States of Origin
Hotel Guests

1 North Carolina North Carolina North Carolina No Data North Carolina
2 Florida Georgia Florida No Data Georgia
3 New York Florida Georgia No Data Florida

Online Requests
1 North Carolina North Carolina North Carolina North Carolina North Carolina
2 Florida South Carolina Pennsylvania Florida/Virginia Pennsylvania

3 Georgia Georgia Virginia
Missouri/New 

York
Florida



Scorecard Results
2019/2020
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Communications Department

Description
1st 

Quarter

2nd

Quarter

3rd

Quarter

4th

Quarter

FY 2020

Totals

Annual 

Goal

Percentage 

of Goal
Guest Books at VC

1 North Carolina North Carolina North Carolina No Data North Carolina
2 Arizona Florida Wisconsin No Data Florida

3 Texas Pennsylvania Florida No Data

New 

Jersey/Virginia/

Pennsylvania
Top Areas of Interest (Top 3)

Hotel Guests
1 Dining Dining Dining No Data Dining

2 Arts & Entertainment Museums Arts & Entertainment No Data
Arts & 

Entertainment
3 Museums Arts & Entertainment Museums No Data

Online Requests
1 Events/Festivals Historical Sites Events/Festivals Historical Sites Events/Festivals
2 Museums Museums Historical Sites Museums Museums

3 Outdoor Recreation Events/Festivals Dining
Outdoor 

Recreation
Historical Sites

Guest Books
1 Museums
2 Historical Sites
3 Dining

Visitor Experience (Avg for Month)
Hotel Guests

by Month 4.98 4.94 4.88 No Data 4.93
to Date

Guest Books
by Month 4.63 4.82 4.75 No Data 4.73
to Date

Overall
by Month 4.81 4.88 4.81 No Data 4.83
to Date 4.83



Scorecard Results
2019/2020

Sales Department

Description
1st 

Quarter

2nd

Quarter

3rd

Quarter

4th

Quarter

FY 2020

Totals

Annual 

Goal

Percentage 

of Goal
Advertisement Results

Blitz
Inquiry 6 4 4 0 14

Dogwood Digest
Inquiry 3 4 6 1 14

Success
Inquiry 1 1 2 0 4

Sales
Carryovers

Room Nights 12,609 12,609
Bookings-Attendance 20,250 20,250
Economic Impact $4,113,400 $4,113,400

Leads 22 50 19 12 103 100 103.00%
Leads Room Nights 9,159 10,993 62,965 8,351 91,468
Leads Attendance 29,018 33,222 52,165 1,840 116,245
Leads Impact $5,220,972 $2,413,866 $11,327,610 $1,191,072 $20,153,520
Number of Leads to Definite 8 10 7 2 27

Verbal's 30 95 61 19 205
Verbal Bookings Attendance 49,865 76,192 102,260 26,286 254,603
Verbal Bookings Room Nights 7,887 18,312 30,115 9,438 65,752
Verbal Bookings Impact $6,875,340 $11,859,090 $15,099,870 $4,508,762 $38,343,062

Bookings 12 9 7 0 28
Bookings Attendance 28,546 4,018 20,620 0 53,184

Bookings Room Nights

6,911 1,489 669 0

9,069 + 

Carryover = 

$21,678

16,865 129.00%

Bookings Economic Impact $6,187,806 $474,468 $110,580 $0 $6,772,854
Sales Functions 29 17 20 12 78
Site Inspections 5 5 3 0 13
Sales Blitz 6 2 3 0 11
Calls Converted to Accounts 0 0 4 1 5
Bid/Packages Mailed 0 0 0 0 0
Client Presentations 3 3 3 1 10
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Scorecard Results
2019/2020

Sales Department

Description
1st 

Quarter

2nd

Quarter

3rd

Quarter

4th

Quarter

FY 2020

Totals

Annual 

Goal

Percentage 

of Goal
Trade Shows

Connect Sports
Contacts 52 52
Leads 11 11
Room Nights 9,000 9,000
Attendees 15,000 15,000
Hot Prospects 6 6
Follow-ups 14 14

Connect Women in Sports
Contacts 14 14
Leads 0 0
Room Nights 0 0
Attendees 0 0
Hot Prospects 1 1
Follow-ups 8 8

Connect Association
Contacts 33 33
Leads 1 1
Room Nights 340 340
Attendees 170 170
Hot Prospects 6 6
Follow-ups 9 9

AENC Winter Conference
Contacts 23 23
Leads 0 0
Room Nights 0 0
Attendees 0 0
Hot Prospects 1 1
Follow Up 3 3
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Scorecard Results
2019/2020

Sales Department

Description
1st 

Quarter

2nd

Quarter

3rd

Quarter

4th

Quarter

FY 2020

Totals

Annual 

Goal

Percentage 

of Goal
Connect Diversity

Contacts 30 30
Leads 3 3
Room Nights 900 900
Attendees 1,380 1,380
Hot Prospects 3 3
Follow Up 18 18

CMCA Spring Conference
Contacts 23 23
Leads 3 3
Room Nights 45,330 45,330
Attendees 2,800 2,800
Hot Prospects 2 2
Follow-ups 4 4

AENC Holiday Trade Show
Contacts 134 134
Leads 1 1
Room Nights 200 200
Attendees 415 415
Hot Prospects 2 2
Follow-ups 5 5

RCMA
Contacts 32 32
Leads 0 0
Room Nights 0 0
Attendees 0 0
Hot Prospects 4 4
Follow-ups 6 6
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Scorecard Results
2019/2020

Sales Department

Description
1st 

Quarter

2nd

Quarter

3rd

Quarter

4th

Quarter

FY 2020

Totals

Annual 

Goal

Percentage 

of Goal
AENC Annual Meeting

Contacts 16 16
Leads 0 0
Room Nights 0 0
Attendees 0 0
Hot Prospects 0 0
Follow-ups 2 2
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Scorecard Results
2019/2020

Tourism Department

Description
1st 

Quarter

2nd

Quarter

3rd

Quarter

4th

Quarter

FY 2020

Totals

Annual 

Goal

Percentage 

of Goal

Description
1st 

Quarter

2nd

Quarter

3rd

Quarter

4th

Quarter

FY 2020

Totals

Annual 

Goal

Percentage of 

Goal
Advertisement Results

Group Tour Magazine
OnTarget Digital Program
Impressions 182,888 45,588 0 0 228,476
Clicks 249 89 0 0 338

Leisure Group Travel Magazine
Reader Service Leads 0 0 0 0 0

Tradeshows
NCMA/VAMC/MCASC

Tradeshow Attendees 330 0 0 0 330
Contacts 24 0 0 0 24
Leads 0 0 0 0 0
Room Nights 0 0 0 0 0
Attendance 0 0 0 0 0
Hot Prospects 0 0 0 0 0
Follow-ups 14 0 0 0 14

Sales
Civic Presentations 0 1 2 0 3
Site Inspections 5 2 0 0 7 18 38.89%
Leads 15 3 1 0 19 35 54.29%

Leads-Attendance 51,412 125463 60 0 176,935
Leads-Room Nights 2,237 263 40 0 2,540
Leads-Economic Impact $2,449,632 $152,304 $4,560 $0 $2,606,496
Number of Leads to Definite 0 0 0 0 0

Verbal Bookings 8 3 5 0 16
Verbal Bookings-Attendance 26,637 190 127470 0 154,297
Verbal Bookings-Room Nights 880 160 295 0 1,335
Verbal Bookings-Economic Impact $565,212 $55,860 $1,593,720 $0 $2,214,792
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Scorecard Results
2019/2020

Tourism Department

Description
1st 

Quarter

2nd

Quarter

3rd

Quarter

4th

Quarter

FY 2020

Totals

Annual 

Goal

Percentage 

of Goal
Bookings 11 4 0 0 15

Bookings-Attendance 457 21,195 0 0 21,652
Bookings-Room Nights 230 483 0 0 713 500 142.60%
Bookings-Economic Impact $169,860 $603,060 $0 $0 $772,920

Annual Lead Conversion
Current Fiscal Year (19-20)
Annual Lead Conversion

Leads 19 35 54.29%
Pending 0
Verbal Definite 2
Lost 2
Definite/Closed 7

Cancelled
8*

*All canceled Leads were due 

to COVID-19.
Total 11
Top 3 Lost Reasons

1

Could not get 

client to call us 

back.

2

Wedding 

Planners was 

scouting rates. 
3 N/A

Top 5 Locations Lost To
1 N/A
2 N/A
3 N/A
4 N/A
5 N/A
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Scorecard Results
2019/2020

Visitor Center Department

Description
1st 

Quarter

2nd

Quarter

3rd

Quarter

4th

Quarter
FY 2020 Totals

Annual 

Goal

Percentage of 

Goal
Destination Guides Distributed 6,818 6,277 17,253 185 30,533
Inquiries

Main Office
Calls

Tourism Information 154 152 51 73 430
Local Information 236 147 33 14 430

Total Calls 390 299 84 87 860
Walk-Ins

Out of Town Visitors
Information/Maps/Directions 279 237 91 16 623
Relocate/Retire 22 8 15 3 48
Promotions 0 5 0 0 5

Local Customers
Information/Maps/Directions 448 152 64 6 670
GSROs 20 11 4 0 35

Total Walk-ins Main Office 770 413 175 25 1,383
Transportation Museum

Walk-Ins
Out of Town Visitors

Information/Maps/Directions 416 275 248 0 939
Relocate/Retire 0 0 0 0 0

Local Customers
Information/Maps/Directions 53 134 8 0 195
Museum Visit - Group or 

Individuals
1,399 505 422 0 2,326

Total Walk-ins TM 1,868 914 678 0 3,460
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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 

17



The Republik/Rubberneck
Results 2019/2020

18See Visual Presentation

https://www.dropbox.com/s/o1yxb72s13r2ten/Fayetteville%20'19_'20%20End%20Of%20Year%20Summary_RW.pdf?dl=0
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The Republik/Rubberneck
Results 2019/2020
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The Republik/Rubberneck
Results 2019/2020



The Republik
2020/2021 Scope of Work
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Rubberneck
2020/2021 Scope of Work
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219 Group
2019/2020 Recap 
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219 Group 
2020/2021 Scope of Work

VisitFayettevilleNC.com
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* Monthly Budget 

ITEM COST DETAILS

Advertising Spend $1,585.00Includes, SEM, SMM and Call Tracking
Marketing Services Fees $150.00Creative, Design, Management Services
Total $1,735.00

NearlyFortBragg.com

ITEM COST DETAILS

Advertising Spend $2,500.00Includes, SEM and SMM

Marketing Services Fees $2.500.00Creative, Design, Management Services
Total $5,000.00



Martin Armes/Media One
2019-2020 Digital Recap
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• Provided relevant and timely COVID related research and intelligence from different sources.

• Helped develop recovery marketing plan and deployment.

• Provided strategic communications, marketing and sales support for all Visitor Bureau destination efforts.

• Coordinated all digital marketing and supported social media efforts to maximum synergies and impact between Media One, 
The Republik and the 219 Group.  

• Assisted in the development and execution of an integrated and sales-based program of work across all functional areas; 
identified cross promotion and leveraged opportunities within the community and across the region and state.

• Participated on weekly conference calls and attended appropriate marketing and sales meetings.

• Assisted in the development and execution of different digital marketing programs.

• Lead content development initiatives with Rob Carey, Jason Frye and Annette Thompson.

• Introduced key family bloggers and other media to Fayetteville and assisted with visits.

• Provided various support to the Fayetteville web sites and other niche initiatives.

Highlights



Martin Armes/Media One
2019-2020 Digital Recap
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Martin Armes/Media One
2019-2020 Digital Recap
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Martin Armes/Media One
2019-2020 Digital Recap
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Martin Armes/Media One
2020/2021 Scope of Work
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Placement Targeting Geo
Start 

Date

End 

Date
Ad Sizes

CPM/ 

CPC

Impressions 

or Clicks
Rate Card Discount Rate Net Cost Notes

Programmatic 

Display

Segmented website 

retargeting

NC (Winston-Salem east), SC 

(Columbia east to 

Florence/Myrtle Beach), VA 

(Norfolk/Virginia Beach, 

Northern VA), DC, MD

7/1/20 6/30/21
320x50, 300x250, 

300x600, 728x90
CPM  3,428,571 $    8.00 $   7.00 $  24,000.00 Always-on retargeting

Native Ads
Segmented website 

retargeting

NC (Winston-Salem east), SC 

(Columbia east to 

Florence/Myrtle Beach), VA 

(Norfolk/Virginia Beach, 

Northern VA), DC, MD

7/1/20 6/30/21 Image + copy CPC 24,000 $    1.25 $   1.00 $  24,000.00 Always-on retargeting

Content 

Activation

Leisure, competitive 

& military travel 

keyword content 

targeting

NC (Winston-Salem east), SC 

(Columbia east to 

Florence/Myrtle Beach), VA 

(Norfolk/Virginia Beach, 

Northern VA), DC, MD

7/15/20 10/15/20

320x50, 300x250, 

300x600 + native ads 

(text + images at 

1280x628 and 600x600)

CPC 20,000 $    1.25 $   1.00 $  20,000.00 

Content 

Activation

Leisure, competitive 

& military travel 

keyword content 

targeting

NC (Winston-Salem east), SC 

(Columbia east to 

Florence/Myrtle Beach), VA 

(Norfolk/Virginia Beach, 

Northern VA), DC, MD

2/1/21 4/30/21

320x50, 300x250, 

300x600 + native ads 

(text + images at 

1280x628 and 600x600)

CPC 20,000 $    1.25 $   1.00 $  20,000.00 

Facebook

Custom audiences 

targeting Golfers, 

boosting posts, 

website & email 

retargeting

NC (Winston-Salem east), SC 

(Columbia east to 

Florence/Myrtle Beach), VA 

(Norfolk/Virginia Beach, 

Northern VA), DC, MD

7/1/20 6/30/21 Image + copy CPM 3,000,000 $    9.00 $   8.00 $  24,000.00 

Google Paid 

Search

In-market travel 

researchers

NC (Winston-Salem east), SC 

(Columbia east to 

Florence/Myrtle Beach), VA 

(Norfolk/Virginia Beach, 

Northern VA), DC, MD

7/1/20 6/30/21 Copy CPC 26,667 $    1.25 $   1.35 $  36,000.00 

Microsoft Paid 

Search

In-market travel 

researchers

NC (Winston-Salem east), SC 

(Columbia east to 

Florence/Myrtle Beach), VA 

(Norfolk/Virginia Beach, 

Northern VA), DC, MD

7/1/20 6/30/21 Copy CPC 8,000 $    1.25 $   1.50 $  12,000.00 

YouTube

In-market travel 

researchers and 

website retargeting

NC (Winston-Salem east), SC 

(Columbia east to 

Florence/Myrtle Beach), VA 

(Norfolk/Virginia Beach, 

Northern VA), DC, MD

7/1/20 6/30/21 Video CPCV 120,000 $    0.15 $   0.10 $  12,000.00 

SEO Custom Support 7/1/20 6/30/21 Flat Fee $     9,000.00 $750 per month

Digital OOH

Key billboards and 

gas station locations 

along I95

I95 and other locations to 

support Exit 49
7/1/20 11/30/20 Custom CPM $  11,000.00 

Content written 

for your site
7/1/20 6/30/21 750 to 1,000 words or so $     8,000.00 6 to 8 articles

Foot Traffic 

Tracking
7/1/20 6/30/21 6,500,000 $    2.50 $   2.00 $  13,000.00 

Meeting Lead 

Gen
$  12,000.00 

TOTAL $225,000.00 



Martin Armes/Media One
2019/2020 Scope of Work
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• Provide strategic communications, marketing and sales support for all CVB/destination efforts.

• Coordinate all digital marketing and support social media efforts to maximum synergies and impact.

• Assist in the development and execution of an integrated and sales-based program of work across all functional areas; identify 
cross promotion and leverage opportunities within the community and across the region and state.

• Participate on weekly conference calls and attend appropriate marketing and sales meetings.

• Assist in the development and execution of different digital marketing programs.

• Assist in press release development and strategic distribution to my custom database.

• Provide other non-golf PR and marketing assistance for specific events and projects through the course of the year (to be 
mutually agreed upon).

• Introduce key family bloggers and other media to Fayetteville and assist with visits.

• Provide various support to the Fayetteville web sites and other niche initiatives.

• Assist in the development and distribution of online marketing materials (E-newsletters).

• Ensure that all Fayetteville golf marketing efforts complement existing Fayetteville destination marketing efforts. Provide 
additional strategic marketing and public relations assistance for other destination endeavors as appropriate.

• Consistent public relations outreach locally, regionally, nationally and internationally.

• Arrange for select golf journalists to visit and experience Fayetteville.

• Manage and leverage various opportunities with the NC Division of Tourism and its international rep firms; special emphasis on 
Canadian market and increasing product with tour operators.

Deliverables



• From the 2004/2005 fiscal year through the 2019/20 fiscal year, the FACVB generated 1,323 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 2019/2020 the FACVB has seen 2,446,450 unique visitors to the website. 

• The FACVB started tracking social media in the 2012/2013 fiscal year. From 2012/2013 to 2019/20, the FACVB has posted 
4,810 Facebook messages and 5,816 twitter messages. In the last FY, we increased engagement across most  platforms by 
20%. 

• From the 2005 to 2018, domestic tourism expenditures have grown from $328.09 million to $574.03 million. These figures are 
from VisitNC. In the same period, tourism industry payroll grew from $72 million to $110.54 million, tax savings to local 
residents increased from $83 to $130.25 and local tax receipts grew from $7 to $12.20 million. 

• From the 2005/2006 fiscal year through 2017/2018, the Visitor Center at the FACVB has provided materials and services to 
2,510 groups. They have also handled 175,541 inquiries and distributed 790,534 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 1,140 groups that use 
322,127 room nights of at county hotels. The estimated economic impact from these groups is $145,678,848

• 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

31



Includes the following sources Hotels, Online and Visitor Center Walk-ins

1. Visitors to Cumberland County were from the following states (top 3) North Carolina (44%), Florida (8%) and Georgia 
(6%)

2. The visitors’ reason for visiting was Visit Friends/Family (20%), Traveling Through (18%) and Vacation (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: 4.81

Visitor Profile
2019-2020

32

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

2019 2020

Local Residents 4.47 4.92 4.67 4.36 5.00 5.00 4.55 4.92 4.63

Visitors 4.94 4.89 4.94 4.95 4.73 4.94 4.82 4.92 4.89

Monthly Rating 4.71 4.91 4.81 4.66 4.87 4.97 4.69 4.92 4.76

Year to Date 4.71 4.81 4.81 4.77 4.79 4.82 4.80 4.81 4.81 4.81 4.81 4.81

4.47

4.92

4.67

4.36

5.00 5.00

4.55

4.92

4.63

4.94

4.89

4.94 4.95
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4.81
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4.87

4.97

4.69

4.92
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4.81 4.81
4.77 4.79

4.82 4.80 4.81 4.81 4.81 4.81 4.81
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No new data
due to COVID-19

No new data
due to COVID-19



Budget
2020/2021
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Budget

Ordinary Income/Expense
Income

500.00 · Occupancy 2,887,500.00

501.00 · Co-op Marketing 7,000.00

505.00 · Merchandise 1,000.00

508.00 · Interest-Certificate of 

Deposit 10,000.00

Total Income 2,905,500.00

Cost of Goods Sold

599.00 · Cost of Goods Sold 4,500.00

Total COGS 4,500.00

Gross Profit 2,901,000.00

Expense
600.00 · Benefits 127,050.00

620.00 · Building & Occupancy 164,196.00

650.00 · Compensation 776,368.00

700.00 · Consulting 62,000.00

750.00 · Education 45,000.00

800.00 · Employment Expenses 56,500.00

820.00 · Small Equipment 171,000.00

840.00 · Marketing 1,392,386.00

900.00 · Operating Expenses 100,500.00

930.00 · Transportation 6,000.00

Total Expense 2,901,000.00

Net Ordinary Income 0.00

Net Income 0.00



Organizational Chart
2020/2021
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Program of Work: Sales
2020/2021
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Program of Work: Sales
2020/2021
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Program of Work: Sales
2020/2021
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Program of Work: Sales
2020/2021
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Program of Work: 
Communications 2020/2021
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Program of Work: 
Communications 2020/2021
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Program of Work: Tourism 
2020/2021
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Program of Work: Tourism 
2020/2021
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Program of Work
Visitor Services 2020/2021
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Products – Fulfillment Pieces
2020/2021

Cumberland County Visitor Guide Cumberland County Trail Guide
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https://bluetoad.com/publication/?m=62404&i=651377&p=1&pp=1
https://bluetoad.com/publication/?m=62403&i=651371&p=1&pp=1


Products – Fulfillment Pieces
2020/2021

Hope Mills Visitors Guide Spring Lake Visitors Guide
45



Products – Fulfillment Pieces
2020/2021

One Page Area Map

Individual Trail Cards
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Group Tour Collateral

Products – Fulfillment Pieces
2020/2021
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Tourism Passport Spring Lake Pad 

Products – Fulfillment Pieces
2020/2021
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Products – Digital Presence
2020/2021

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


NearlyFortBragg.com 

Products – Digital Presence
2020/2021
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http://www.nearlyfortbragg.com/


FayettevilleNCTrails.com

Products – Digital Presence
2020/2021
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http://fayettevillenctrails.com/


Social Media – Facebook 

FACVB Facebook GoFayetteville Facebook 

Products – Digital Presence
2020/2021
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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
2020/2021
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https://www.facebook.com/FayMeetingsTournaments/
https://www.facebook.com/HeroesHomecoming/


Social Media – Instagram

FACVB Instagram

Products – Digital Presence
2020/2021
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https://www.instagram.com/visitfayettevillenc/


Social Media – Twitter

FACVB Twitter

Products – Digital Presence
2020/2021

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


Social Media – LinkedIn

FACVB LinkedIn

Products – Digital Presence
2020/2021
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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
2020/2021
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TDA Microsites

Products – Digital Presence
2020/2021

58
NCC Pilgrimage TDA Microsite

https://www.visitfayettevillenc.com/nccpilgrimage2020


Products – Print Ads
2020/2021

59



Products – Print Ads
2020/2021
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Products – Print Ads
2020/2021
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Products – Banner Ads
2020/2021
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Products – Banner Ads
2020/2021
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Products – Banner Ads
2020/2021
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Products – Banner Ads
2020/2021
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Products – Banner Ads
2020/2021
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Products – Banner Ads
2020/2021
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Products – Banner Ads
2020/2021
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Products – Billboards
2020/2021
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Products – Videos

“Spirit of America” Trails

70

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 –
Videos

77

This Special Place

Hosting a Religious Meeting

Hosting Military Reunion

https://www.youtube.com/watch?v=NVWUFaCR3p0
https://www.youtube.com/watch?v=6NXbdskIr9A
https://www.youtube.com/watch?v=lJDXUaL6ZVU


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 –
Industry Resources

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


In-Formation

Products –
Industry Resources
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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 2020/2021.
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