


In 2014, Domestic Tourism to Cumberland County: 

• Generated an economic impact of $504 million. That is a 54% increase from 2005, and a 132% increase from 1995. 
• Resulted in $37.84 million in state and local tax collections. This represents a $116.83 tax savings to each county resident. 
• Accounted for 4,400 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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Research & Conversion Reports 

POW Process Flow
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➢ The Republik
➢ 219 Group 
➢ Martin Armes Communications
➢ Fayetteville Observer 
➢ Biz Tools One
➢ Up & Coming Magazine
➢ Fayetteville Observer
➢ Cara Cairns Designs 
➢ FayToDay 
➢ Hodges & Associates 
➢ Simpleview 

Marketing Partners
2016/2017
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• From the 2004/2005 fiscal year through the third quarter of the 2016/2017 fiscal year, the FACVB generated 1,075 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 2016/2017 the FACVB has seen 1,572,466 unique visitors to the website. The FACVB started 
tracking event calendar placements in FY 2012/2013. The FACVB has secured 9,530 placements in event calendars for county events 
since calendar placements have been tracked. Most attractions do not have personnel to handle the submission process, so the FACVB 
ensures that Cumberland County’s visitor friendly events are submitted to travel publications, niche publications devoted to the event 
and local and regional media outlets. 

• The FACVB started tracking social media in the 2012/2013 fiscal year. From 2012/2013 to 2016/2017 , the FACVB has posted 3,462 
Facebook messages and 3,292 twitter messages. 

• From the 2005 to 2015, domestic tourism expenditures have grown from $328.09 million to $504.19 million. These figures are from the 
NC Division of Tourism. In the same period, tourism industry payroll grew from $72 million to $93.5million, tax savings to local residents 
increased from $83 to $117 and local tax receipts grew from $7 to $10.5 million. 

• From the 2005/2006 fiscal year through 2016/2017, the Visitor Center at the FACVB has provided materials and services to 2,005 
groups. They have also process/handled 155,556 inquiries and distributed 710,019 Visitor/Destination guides. The FACVB manages 
three 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 2016/2017, FACVB Sales and Tourism departments have booked 948 groups with attendance of 
671,723 and represent room nights of 259,770 at county hotels. The estimated economic impact from these groups is $110,714,227

• Occupancy tax collections between 2005 and 2015 total $48,680,439.

• 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 (26.5%), Florida (7.73%) and New York (6.40%)
2. The visitors’ reason for visiting was Visit Friends/Family (23%) , Vacation (14%) or were here for Specific Attraction (13%) 
3. The top areas of interest were Museums (14%), Historical Sites (12%), and Dining (12%) . 
4. On a scale of 1-5, with 5 being the best the overall visitor average score to date is: 4.652

Visitor Profile
2016/2017
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Micro Website 

Visitor Guide 

Carvers Creek BrochureDigital Ads

Products – Spring Lake
2017/2018
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Products – Attraction Videos
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Products – Trails Re-Design
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Thank You for allowing the FACVB 
to promote Cumberland County. 

We look forward to reporting continued 
growth in 17/18.

167


