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oot nows how to manage money, even ' g
in the most difficult market in a decade. In

2000, the Capital Growth Fund outperformed

the S&P 500 by more than 8 percentage

points and surpassed more than 96 percent of

the funds in its category.

“l need a banker who understands
what's important to me.”

AMSOUTH PUT PEOPLE FIRST.
Annual report built around personal relationships
helped create one with investors.

CHALLENGE » AmSouth, a regional bank in the Southeast, wanted to use their annual report to illustrate to investors how they cultivate
relationships with customers.

SOLUTION » To leverage AmSouth’s reputation as “the relationship people,” Soloflight developed a visual approach that highlighted specific
cases of exceptional service through people-focused photography. Photos of AmSouth employees interacting with customers were prominently
featured, while smaller, “behind-the-scenes” photos were scattered throughout so investors could get to know the employees.

RESULTS » Perfectly aligned with the brand strategy of being “the relationship people,” the annual report convinced investors that AmSouth
was committed to the philosophy behind their slogan.
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