




In 2016, Domestic Tourism to Cumberland County: 

• Generated an economic impact of $526 million. That is a 48% increase from 2005, and a 136% increase from 1995. 
• Resulted in $39.66 million in state and local tax collections. This represents a $120.98 tax savings to each county resident. 
• Accounted for 4,500 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
2017/2018
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Description
1st 

Quarter
2nd

Quarter
3rd

Quarter
4th

Quarter
FY 2018
Totals

Facebook

Users/Followers N/A N/A N/A N/A N/A

Postings 149 172 155 129 605

User Interactions (All) Stories 1,862 5,123 2,829 3,746 13,560

GoFayetteville Facebook

Users/Followers N/A 1,179 N/A N/A 1,179

Postings N/A 15 37 60 112

User Interactions (All) Stories N/A 618 1,973 2,903 5,494

Twitter

Users/Followers N/A N/A N/A N/A N/A

Postings 110 131 120 132 493

Engagement 669 988 1,214 2,182 5,053

Instagram

Users/Followers N/A N/A N/A N/A N/A

Postings 21 67 51 52 191

Engagement 1,284 1,854 1,386 1,371 5,895

Linked In

Followers N/A N/A N/A N/A N/A

Postings N/A N/A 89 101 190

Engagement N/A N/A 589 902 1,491

Event Calendar Postings 
(not including FACVB site)

478 610 334 496 1,918

Electronic Destination Guides Viewed 64 49 32 38 183

Electronic Trail Guides Viewed 11 9 14 19 53

FACVB Generated Blog Articles 14 13 9 8 44

Communications Department



Scorecard Results
2017/2018
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Public Relations

FACVB (In-House)

Publicity Generated

Out of Market 18 18 12 19 67

Local 14 17 25 15 71

Press Releases Issued 5 7 12 7 31

Travel Writer Visits 7 0 3 14 24

Martin Armes

Publicity Generated

Out of Market 0 1 0 0 1

Local 0 0 0 0 0

Republik

Publicity Generated

Out of Market 7 13 0 1 21

Local 5 14 1 9 29

Totals

Publicity Generated

Out of Market 25 32 12 17 86

Local 19 31 26 24 100

Communications Department
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Sales Department

Description
1st 

Quarter
2nd

Quarter
3rd

Quarter
4th

Quarter
FY 2018 
Totals

Bookings 32 7 15 33 87

Bookings Attendance 159,505 16,400 26,785 18,243 220,933

Bookings Room Nights 3,258 2,380 2,533 16,110 24,281

Bookings Economic Impact $1,385,228 $2,120,300 $851,580 $3,100,206 $7,457,314

Verbals 34 31 61 64 190

Verbal Bookings Attendance 75,242 70,548 56,567 43,729 246,086

Verbal Bookings Room Nights 13,178 11,275 9,996 49,018 83,467

Verbal Bookings Impact $4,675,206 $6,776,958 $7,593,882 $4,297,541 $23,343,587

Leads 40 23 66 14 143

Leads Room Nights 56,764 45,705 89,917 12,563 204,949

Leads Attendance 5,844 11,762 45,663 15,715 78,984

Leads Impact $2,260,620 $4,051,104 $41,867,754 $3,105,474 $51,284,952

Sales Functions 26 26 38 21 111

Site Inspections 6 5 6 6 23

Sales Blitz 6 5 4 1 16

Calls Converted to Accounts 4 8 7 7 26

Bid/Packages Mailed 1 0 0 1 2

Client Presentations 6 4 7 3 20
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Tourism Department

Description
1st 

Quarter
2nd

Quarter
3rd

Quarter
4th

Quarter
FY 2018 Totals

Civic Presentations 0 3 1 3 7

Bookings 3 4 1 8 16

Bookings-Attendance 275 47,500 22 265215 313,012

Bookings-Room Nights (Annual Goal = 900) 67 218 13 156 454

Bookings-Economic Impact $5,543 $22,466 $1,222 $12,234 $41,465

Verbal Bookings 6 1 6 3 16

Verbal Bookings-Attendance 23,169 3000 268950 950 296,069

Verbal Bookings-Room Nights 122 0 70 60 252

Verbal Bookings-Economic Impact $232,446 $5,700 $148,200 $22,800 $409,146

Leads (Annual Goal =40) 7 1 9 5 22

Leads-Attendance 3,335 265 268575 1100 273,275

Leads-Room Nights 217 157 170 180 724

Leads-Economic Impact $64,980 $47,310 $188,520 $159,600 $460,410



Scorecard Results
2017/2018
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Visitor Center Department

1st 
Quarter

2nd
Quarter

3rd
Quarter

4th
Quarter

FY 2018 
Totals

Destination Guide

Number Distributed 18,459 12,200 9,263 10,069 49,991

VisitFayettevilleNC.com 98 59 93 109 359

Inquiries

FACVB Main Office

Calls

Tourism Information 108 82 94 140 424

Local Information 223 220 189 216 848

Total Calls 331 302 283 356 1,272

Walk-Ins

Local Residents (Tourism) 673 488 432 669 2,262

Out-of-Town (Tourism) 606 351 345 501 1,803

Total Walk-Ins 1,279 839 777 1,170 4,065

Drive Thru 6 7 0 3 16

Relocation/Retiree Info 17 17 9 4 47

Transportation Resources 0 1 4 0 5

Same Day Group Service Request 13 4 4 12 33

Local Directions/Maps 57 49 37 54 197

Total 1,514 917 831 1,243 4,505

Walk-Ins

Local Residents (Tourism) 774 453 473 739 2,439

Group Visits 747 290 152 294 1,483

Walk-Ins

Local Residents (Tourism) 855 642 165 N/A 1,662

Miscellaneous 

Group Service Request 78 50 59 79 266

Meetings/Events Serviced 9 6 6 3 24



➢ 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
2017/2018
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The Republik
2017/2018
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The Republik
2017/2018
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The Republik
2018/2019 Scope of Work
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Rubberneck
2018/2019 Scope of Work
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219 Group
2017/2018 Recap 
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219 Group
2017/2018 Recap
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219 Group 
2018/2019 Scope of Work
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219 Group 
2018/2019 Scope of Work
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Martin Armes Communications
2017-2018 Digital Recap
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Martin Armes Communications
2018/2019 Scope of Work

• Assist in the consideration, development and execution of different digital marketing programs to support program of work 
(programmatic display, retargeting, content, SEO/SEM, geofencing and sales/sports lead development)

• Assist in identifying research partner for comprehensive Visitor Profile.

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

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

• Provide input regarding potential media and influencer visits.

• Manage and leverage various opportunities with the NC Division of Tourism and its rep firms in Canada, UK and Germany

21



• From the 2004/2005 fiscal year through the third quarter of the 2017/2018 fiscal year, the FACVB generated 1,201 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 1,802,589 unique visitors to the website. The FACVB started 
tracking event calendar placements in FY 2012/2013. The FACVB has secured 11,448 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 2017/2018 , the FACVB has posted 4,067 
Facebook messages and 3,785 twitter messages. 

• From the 2005 to 2017, domestic tourism expenditures have grown from $328.09 million to $525.95 million. These figures are from 
VisitNC. In the same period, tourism industry payroll grew from $72 million to $98.55 million, tax savings to local residents increased 
from $83 to $120.98 and local tax receipts grew from $7 to $11.09 million. 

• From the 2005/2006 fiscal year through 2017/2018, the Visitor Center at the FACVB has provided materials and services to 2,271 
groups. They have also process/handled 163,792 inquiries and distributed 760,001 Visitor/Destination 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 2018/2018, FACVB Sales and Tourism departments have booked 1,050 groups that use 284.434 
room nights of at county hotels. The estimated economic impact from these groups is $118,183,366. 

• 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 (58.38%), Florida (4.99%) and New York 
(3.10%)

2. The visitors’ reason for visiting was Visit Friends/Family (23%) , Vacation (16%) or were here for Specific Attraction (16%) 
3. The top areas of interest were Museums (13%), 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. 75

Visitor Profile
2017/2018
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Budget
2018/2019
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Organizational Chart
2018/2019

COMMUNICATIONSTOURISM SALES VISITOR CENTER

Angie Brady
Director of Tourism

• Manage Tourism Dept.
• Cultural Tourism
• Wayfinding
• FAVOR
• Welcome Centers
• Guest Relations

Melody Foote
Director of Comm.

• Manage Comm. Dept.
• Collateral
• Implements PR Plan 
• Web
• Social Media
• Publicity
• Database marketing 

GROUP SALES

Sarah Bracewell
Sales Coordinator

Myron Jones
Director of Sales

• Manage Sales Dept.
• SMERF 

Stephanie 
Decatur

Sales Manager

• Sports Recruitment
• Fraternal

• Assists Director of 
Sales

• Telemarketing
• Convention Services
• Sales Social Media
• Data

Jessica Bennett
Tourism Sales 

Manager

• Assists Director of 
Tourism

• Individual Travel 
Sales

• Tour Operator 
Sales

Betty Davis
Visitor Information 

Counselor
• Assists Director of 

Visitor Services
• Assist Visitors
• Group Service 

Requests
• Inventory

Part Time 
Employees/
Volunteers

David Nash
Research and Data 

Manager

• Assists DOC
• Database Marketing
• Simpleview 
• Research
• Kiosks
• Barometer

Denise Comulada
Director of Visitor 

Information 

• Manage Visitor Services 
Dept

• Manage 3 Visitor Centers
• New Services/Strengthen 

Current Services
• Retail

Intern
Jenny Bell 

Comm. Coord..

• Calendars
• GoFayetteville 

blogger

Betty Davis
Visitor Information 

Counselor

• Assists Director of 
Visitor Services

• Assist Visitors
• Group Service 

Requests
• Inventory

John Meroski
President/Chief Executive Officer

• Board of Directors
• Manage Program of Work/Agency Conduit
• Community Liaison/Public Relations
• Marketing Director
• Creative Decision Maker
• TDA Ex-officio

Kelly Brill
Office Manager

• Bookkeeping/Auditing
• Board Assistant
• Assist the CEO
• Human Resources
• Office Machines

Martin Armes
Owner, Martin Armes 

Communications

• Golf Public Relations
• Assist the CEO
• Provide PR Support 

Intern 
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Program of Work: Sales
2018/2019
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Program of Work: Sales
2018/2019
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Program of Work: Sales
2018/2019
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Program of Work: Communications

2018/2019
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Program of Work: Communications

2018/2019
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Program of Work: Tourism
2018/2019
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Program of Work: Tourism
2018/2019
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Program of Work: Tourism
2018/2019
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Program of Work: Visitor Center

2018/2019
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Products – Fulfillment Pieces
2018/2019

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
2018/2019

Sports Facilities Guide Spring Lake Visitors Guide
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Products – Fulfillment Pieces
2018/2019

One Page Area Map

Individual Trail Cards
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Products – Fulfillment Pieces
2018/2019

Group Tour Collateral
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Products – Fulfillment Pieces
2018/2019

Brewery Passport Spring Lake Pad 
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Products – Digital Presence
2018/2019

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


Products – Digital Presence
2018/2019

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


Products – Digital Presence
2018/2019

NearlyFortBragg.com 
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http://www.nearlyfortbragg.com/


Products – Digital Presence
2018/2019

FayettevilleNCTrails.com
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http://fayettevillenctrails.com/


Products – Digital Presence
2018/2019

Social Media – Facebook 

FACVB Facebook GoFayetteville Facebook 
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https://www.facebook.com/VisitFayettevilleNC/
https://www.facebook.com/GoFayetteville/


Products – Digital Presence
2018/2019

Social Media – Instagram

FACVB Instagram GoFayetteville Instagram
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https://www.instagram.com/visitfayettevillenc/
https://www.instagram.com/gofayetteville/


Products – Digital Presence
2018/2019

Social Media – Twitter & LinkedIn

FACVB Twitter FACVB LinkedIn
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https://twitter.com/visitfaync
https://www.linkedin.com/company/visitfayettevillenc/


Products – Digital Presence
2018/2019

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.
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Products – Digital Presence
2018/2019
TDA Microsites 
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Products – Print Ads
2018/2019
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Products – Print Ads
2018/2019
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Products – Banner Ads
2018/2019
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Products – Banner Ads
2018/2019
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Products – Billboards
2018/2019
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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

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 –
Physical Locations

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


Thank You for allowing the FACVB 
to promote Cumberland County. 

We look forward to reporting continued 
growth in 18/19.
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