


our history
For more than five decades, the 
Alabama Mountain Lakes Tourist 
Association has been developing and 
promoting the tourism and travel 
industry of North Alabama.



The idea of a regional organization to promote the area was conceived by individuals concerned with the 
economic development of North Alabama. Five years of extensive research during the early 1960s 
concluded that the region was far above the national average in natural wonders, attractions and 
panoramic terrain, yet well below the national average in tourist income.

A CATCHY IDEA
1960s A Groovy Time for AMLA



In 1960, as director of the Decatur Chamber of 
Commerce, Dick Ordway began efforts to 
organize groups in Decatur, Huntsville, Florence, 
Sheffield, Athens, and Cullman to work together 
in promoting tourism and travel in the area. 

The “regional” concept quickly gained attention. 
The initial six participating chambers in 1960 grew 
to ten in 1962 and then to 15 by 1963. Ordway’s 
efforts served as a cornerstone for the creation of 
AMLA.

EVEN BACK THEN WE SAW THAT NORTH ALABAMA HAD A

“ NUMBER OF QUALITY DESTINATIONS LAID OUT ACROSS THE REGION NEXT TO THE TENNESSEE RIVER LIKE A 
STRING OF PEARLS.” – DICK ORDWAY

Dick Ordway
Decatur Chamber Director in 
the 1960s

LIKE A STRING OF PEARLS
ORDWAY LAYS THE FOUNDATION



BIRTH OF THE ASSOCIATION
AN ECONOMIC AND CULTURAL MISSION

In 1964 the Alabama Mountain Lakes Tourist Association was formed as a non-profit 
organization and charged with the responsibility of stimulating the economic and cultural 
development of North Alabama through the tourism and travel industry.

Funding for the fledging group was to be based on destination membership dues. 



The area of responsibility for the association was designated as 
the 16 counties of Northern Alabama, which is a part of the fertile 
Tennessee River Valley region of the Southeast United States.

The 16 counties of the Northern Alabama region are:

THE FERTILE VALLEY
AREA OF RESPONSIBILITY

 Blount

 Cherokee

 Colbert

 Cullman

DeKalb

 Etowah

 Franklin

 Jackson

 Lauderdale

 Lawrence

 Limestone

Madison

Marion

Marshall

Morgan

Winston



The next major milestone in the history of AMLA 
came in 1970 with its first national recognition. 
Due to its meteroic rise and successful efforts in 
developing a tourism and travel agency in an 
untapped region, the Discover America 
organization presented the association with its 
top national award.

NATIONAL RECOGNITION
INNOVATIVE “REGIONAL” CONCEPT



A NATIONAL MODEL
GROUND BREAKING LEGISLATION SECURES AMLA FINANCIAL FUTURE

ANOTHER HIGH-WATER MARK FOR AMLA CAME IN 1978 WHEN THEN DIRECTOR GIL LANGLEY 
CREATED A FUNDING MODEL FOR THE ASSOCIATION THAT IS NOW A NATIONAL MODEL FOR ALL 
REGIONAL TOURISM AGENCIES. Langley introduced an innovative bill to state legislators that would 
impose a 1% lodging tax on hotel and motels within the AMLA region. The unique proposal would 
split the tax by giving .5% to each county commission with the region for tourism development, while 
the remaining .5% would be allocated as the funding base for the Alabama Mountain Lakes Tourist 
Association.

“Prior to this, the annual budget for the association was $48,000.” Langley said.



what we do
Marketing to a fast moving world 
through social media, the internet, 
print publications, television and 
radio broadcast, travel shows, and 
the media.



TARGET MARKETS
The primary markets for the Alabama Mountain Lakes Tourist Association are: 

After conducting in-house research, receiving input from focus groups,  and local industry 
professionals, we have fine-tuned the geographic markets to be:

Primary - Alabama, Florida, Georgia, Tennessee, Mississippi 

Secondary – Ohio, Indiana, Illinois, Kentucky, North-South corridors of I-65 and I-59, 
East-West corridors of U.S. Hwy. 72 and I-22 (Corridor X) , Missouri, Texas, Louisiana 

These markets are determined by:
1. The driving distance to the AMLA region.
2. Evaluation of the geographic region from ad responses and website statistics.

Weddings
 Train Enthusiasts
 Retirees
 Brew/Nightlife
Motorcycle Enthusiasts
 Religious

 Leisure/family
 Outdoors/sportsmen
 Sports
 Eco tourism 
 Adventure
 Culinary/Wine tourism



INFO REQUESTS FROM ALL 50 STATES AND 25 COUNTRIES



MARKETING AND PUBLIC RELATIONS

CONSUMER PRINT ADVERTISING
Placed display ads in more than a dozen magazines and newspapers, reaching a 

combined circulation of more than 6 million in more than 10 states. 

• Alabama League of Municipalities           
Magazine

• Association of County Commissions of   
Alabama Magazine

• Advance Travel
• Alabama Magazine
• Alabama Golf Guide
• Business Alabama
• Great Day Outdoors Magazine
• Guntersville HydroFest
• Taste of the South Magazine
• Compass Magazine Spring & Fall 

Newspaper Inserts
• Paddling Magazine
• Phil Waldrep Ministries
• Alabama Vacation Guide
• Excursions Magazine
• Southern Family Magazine 



CONSUMER INTERNET MARKETING
Conducted numerous internal and external internet ad placements throughout 

the year driving traffic to the NorthAlabama.org website. 

• NorthAlabama.org web banners
• Spring & Fall Escape to the Southeast 

websites.
• NATGEO
• Bass Pro Timmy Horton’s YouTube Channel.
• Weather bug.
• Target marketing through Google.
• In-house Social Media Seasonal Campaigns 

on Instagram, Pinterest, Facebook, Twitter, 
YouTube.

• Trip Advisor Internet Campaign

MARKETING AND PUBLIC RELATIONS



NORTH ALABAMA DAY TRIPPING ITINERARIES

MARKETING AND PUBLIC RELATIONS



RADIO AND TELEVISION MARKETING

MARKETING AND PUBLIC RELATIONS



SPREADING THE WORD ABOUT NORTH ALABAMA
CONSUMER TRAVEL SHOWS

Marketed North Alabama destinations at 11 consumer travel shows 9 states 
reaching more than a quarter-million consumers.



ECONOMIC DEVELOPMENT/INFRASTRUCTURE PROJECTS

NORTH ALABAMA WATERFALLS TRAIL
Driving traffic to rural settings



FIRST YEAR OF WATERFALLS PROJECT
RECEIVED REQUESTS FOR AND DISTRIBUTED 
40,000 BROCHURES

• Utilized existing natural resource for   
economic development.

• Provides economic boost to 8 counties.
• Each family visiting a waterfall will spend

money at gas stations and restaurants,
and usually retail and lodging.

• Visitor expenditures supports local jobs for
local establishments.

• Each purchase is taxed, supporting local
government infrastructure at no
additional tax burden to local residents.

ECONOMIC DEVELOPMENT/INFRASTRUCTURE PROJECTS



NORTH ALABAMA WINE TRAIL
AgroTourism to benefit rural areas and farmers.

ECONOMIC DEVELOPMENT/INFRASTRUCTURE PROJECTS



NORTH ALABAMA WINE TRAIL
AgroTourism to benefit rural areas and farmers.

ECONOMIC DEVELOPMENT/INFRASTRUCTURE PROJECTS

ALABAMA SENATE BILL 294 ALLOWING SMALL FARM 
WINERIES TO SELL DIRECTL TO RETAILERS AND CONSUMERS 

IS APPROVE. THANK YOU TO BILL SPONSOR SENATOR 
ANDREW JONES, R-DeKALB COUNTY. AMLA WORKED TO 

SUPPORT PASSAGE OF THE BILL.



SUPPORTING SB89 FOR LOCAL SALES

ECONOMIC DEVELOPMENT/INFRASTRUCTURE PROJECTS



ECONOMIC DEVELOPMENT/INFRASTRUCTURE PROJECTS

Visitor Response

My daughter and her Best 
Friend Completed the North 
Alabama Wine Trail Passport on 
Saturday June 27, 2020. 
Attached is a copy of my 
Passport. Complete address may 
not be complete so here it is.
Lynn Vanek
1955 Popps Ferry Rd
1081 P
Biloxi,MS 39532

Visitor Response

I would like to tell you that we 
combined Wine and waterfalls 
and we had the best 4 days 
together!! Although I think they 
tried to kill this 64 year Old on 
some of the trails! LOL. We had 
a Blast and have passed it on to 
many of our Friends . You 
certainly have a Gem with this 
tour! Thanks again!’

Destination Owner Response

Tami Reist we love and thank you all 
more than you know. Without your 
efforts to support our north Alabama 
wineries, we would still be working 
hard by ourselves to be known. Our 
wine trail has met above and beyond 
our expectations and we have you and 
all who support us to thank big time. 
Thank you, thank you for believing in 
the north Alabama wineries.

Janie CoppeyOwner wills creek winery



NORTH ALABAMA BICENTENNIAL GEOCACHING PASSPORT
Targeted marketing during special year driving traffic to new areas

ECONOMIC DEVELOPMENT/INFRASTRUCTURE PROJECTS



NORTH ALABAMA 
‘UNEXPECTED” 
GEOCACHING PASSPORT

Targeted marketing to 
reach regionwide.

ECONOMIC DEVELOPMENT/INFRASTRUCTURE PROJECTS



NATGEO TENNESSEE 
RIVER VALLEY WEBSITE 

& APP

Partnering with 
national organizations 
for extensive regional 

exposure

ECONOMIC DEVELOPMENT/INFRASTRUCTURE PROJECTS



NORTH ALABAMA BBQ TRAIL

ECONOMIC DEVELOPMENT/INFRASTRUCTURE PROJECTS



NORTH ALABAMA CRAFT BEER TRAIL
Support start-ups and entrepreneurship

ECONOMIC DEVELOPMENT/INFRASTRUCTURE PROJECTS



NORTH ALABAMA TRAIN DEPOTS TRAIL
History and heritage preservation.

ECONOMIC DEVELOPMENT/INFRASTRUCTURE PROJECTS



NORTH ALABAMA SCENIC MOTORCYCLE ROUTES
Target marketing for a growing trend.

ECONOMIC DEVELOPMENT/INFRASTRUCTURE PROJECTS



ALABAMA INDIGENOUS MOUND TRAIL
Partnering with University of Alabama to preserve our heritage

ECONOMIC DEVELOPMENT/INFRASTRUCTURE PROJECTS



SUPPORTING NEW DEVELOPMENTS  SUCH AS CANOE TRAIL IN LIMESTONE 
COUNTY, KAYAKE ROUTE IN RED BAY, CANOE TRAIL AND BIKE PATHS IN DECATUR

ECONOMIC DEVELOPMENT/INFRASTRUCTURE PROJECTS


