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

Sources: Attractions, 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 

56.57%, Florida 5.50% and Virginia 3.03%.

2. The visitors’ reason for visiting was Visit Friends/Family 22%, Attraction 20% 

and Vacation 20%.

3. The top areas of interest were Museums 13%, Dining & Historical Sites 12% 

each and Arts & Entertainment 11%.

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

average score was 4.75. 
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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
169 Events Listings Placed
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Communications Department
Social Media Statistics
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Outlet Followers Posts Engagement 

Twitter 2,947 54 422    Clicks, Retweets, Replies

Facebook 6,984 62 1,436 Likes, Comments, Shares

Instagram 1,697 10 318    Likes, Comments

Facebook - #GoFay 1,419 12 718    Likes, Comments, Shares



Communications Department
Social Media Statistics
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Communications Department
Publicity Generated
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Up & Coming Magazine –

Liberty Point Bulletin 

March 7: 

Tournaments Win Big in Spring 

Lake

March 21:

Celebrate Spring in Spring Lake



Communications Department
Publicity Generated
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Marz On the Move 

Beer, Burgers & Bloggers
GoMillie.com 

Things to Get Excited About PCSing Ft. 

Bragg



Communications Department
Publicity Generated
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Kelly Seeks

A Better Beer at Dirtbag Ales
The Mrs. Tee

Beer and Yoga Vlog



Communications Department
Publicity Generated

Sports Destination Management

Christian Cheer Nationals Coming to 

Crown

The Mrs.Tee

Beer & Yoga – Who Knew
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Communications Department
Publicity Generated

Sustainable Sandhills Blog

Bloggers, Beer & Yoga, Oh My 
A Fork’s Tale

Dirtbag Ales is Moving



Communications Department
Publicity Generated

Drug Store Divas 

Introducing the New Dirtbag Ales Brewery
Family Travels On a Budget

Indoor Skydiving 



Communications Department
Publicity Generated

ABC-11

Sensory Deprivation Tank/ Broadcast Story
ABC-11.com

We Visit a Sensory Deprivation Tank



Communications Department
Go Fayetteville Blog
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Communications Department
Scorecard
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Tourism Department
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The Tourism Department introduced the 

#HometownHops passport program in 

celebration of NC Beer month. 

The passport included information on each of 

Cumberland County’s 5 breweries. Each 

brewery had a unique stamp that they could 

use to stamp the passport when the 

customer purchases a beer. 

Upon completion of the passport, visitors 

stop by the CVB to pick up their prize.  

New Products 



Tourism Department
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Scorecard



Visitor Services Department
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March was a Busy Month in Visitor Services!

Fulfilled 16 Group Service Requests

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



Visitor Services Department
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February was a Busy Month in Visitor Services!

Distributed 2,548Visitor Guides
to hotels, welcome centers, visitors, FACVB advertising and 

visitor generation, AAA offices and others

.

Handled 654 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.


