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Why should we look
up to the youth?

Gen Zis living its period of intellectual
formation in a social and culture context of
intense transformation, in which products and
services are constantly being created through
technology. The youth promises to be the
next great consumerism force and actually it
already influences many of the families’
expenditure decisions.




65%

of all new financial services acquisitions in Brazil
is being made by apps

56%

of all banking services users do their operations directly
with banks and fintechs with no physical location

24,3%

of Brazilians that don’t use bank branches, use only their
smartphones to do their operations.

Source: How fintechs and banks can democratize financial
services in Latin America - IDC/2019
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MARKET TREND

YOUNGSTERS BETWEEN 16 AND 25 YEARS OLD ARE ALREADY
‘ ‘ 10% OF INVESTORS IN THE STOCK MARKET

While the total number of stock investors increased 150% in three years, the
number of investors from 16 to 25 years old is now almost 10 times bigger.
Today, they're more than 166Kk.

It doesn't seem much but, two years ago, less than 18k people from this age
range were stock or REIT investors. At the time, the number wasn't even 3% of
the total of investors.

This increase happened because of 3 main factors: access of information

(specially from YouTube and digital influencers that encouraged investments in

the financial market); social security reform; and the decrease in Brazilian

interest rates. ’ ’

(") Source: Valor Investe and B3, 2019.




MARKET TREND

537% OF YOUNGSTERS CONTROL THEIR PERSONAL FINANCES

The youth is becoming more aware of investments and they are giving their first
steps towards being investors. The new generation of brazilians feels more
comfortable to invest. This is something verifiable because of the increase of

public debt titles that were bought between 2015 and 2016, when interest rates
INn Brazil rose.

The youth is beginning to have effective access to credit tools and they are
taking over the control of their own finances. However, most of them did not
have access to financial education.

Not surprisingly 39,7% of the ones that control their finances learned to do so
thanks to internet’'s help (channels and financial education sites), while 27,4%
learned to handle their finances with their families.

(") Source: Geracao Z - A gestao das financas pessoais -

Confederacao Nacional de Dirigentes Lojistas (CNDL), SPC Brasil e Sebrae, Blog
Sicoob Credpit e Cointimes.



157%

OF ALL LEADS FROM
CONEXAO SICOOB HAVE AN
ACTIVE ACCOUNT IN SICOOB,
WHILE MORE THAN 51% OF
THOSE ACCOUNTS WERE
ACTIVATED IN 2017 OR
EARLIER




THOSE NEW
ASSOCIATES IAP

4,

WHILE SICOOB'S NATIONAL
AVERAGE IS 2,/9.

AP is a parameter that measures how many products
of Sicoob are being consumed by its costumers



MOST CONSUMED PRODUCTS
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Life and lender
lnsurance

Private 24%

pension
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Who can we talk to?

IN BRAZIL, THERE ARE NEARLY 20 MILLION
YOUNGSTERS (MORE THAN THE POPULATION OF THE
NETHERLANDS) WITHOUT A BANK ACCOUNT. THIS

POPULATION IS ESTIMATED TO MOVE R$ 160 MILLION
IN' A YEAR.

(") Source: Instituto Data Popular Pesquisa e Consultoria




We realized Conexao Sicoob as a program that
INCLUDES the youth in our National Financial
System, as well as a way of increasing the
k COMPETITIVENESS of our cooperatives towards
k the traditional banks.



CONEXAO SICOOB AS A GATEWAY TO A
CONNECTION: YOUTH AND COOPERATIVISM

During the Ill Conference about Platform Cooperativism that occurred in The New School, in
November of 2019, entitled "“Who owns the World? The State of Platform Cooperativism”, the
speaker, Jutta Treviranus™ presented a theory that she entitled as Inclusive co-design. This
theory, based on the Pareto Principle, says that the 20% excluded of technological
solutions are spread in 80% of the unexplored territory. This means that digital solution
design does not reach this unexplored territory, because of the local community’'s

particularities.

(") Jutta Treviranus is titular professor of Ontario College of Art and Design University, in Toronto, Canada.
She is director and founder of the Inclusive Design Research Center and the Institute of Inclusive Design



CONEXAO SICOOB AS A GATEWAY TO A
CONNECTION: YOUTH AND COOPERATIVISM

Design works

Design is difficult
to use

Can’t use design

In other words, cooperativism can be a solution to
service communities that can't be served by
conventional digital initiatives, because this system is

naturally adapted to these cities.

THE SECRET OF ACTING WHERE DESIGN DOESN'T
WORK IS ADAPTABILITY, WHICH IS INHERENT TO
COOPERATIVISM.




THIS IS WHY DIGITAL
SBANKS AND FINTECHS
STILL COULDN'T
CUSTOMIZE THEIR
SERVICES AND SCALE
RESULTS WITH THIS
NNOVATION,
COOPERATIVES CAN!

Loead)  Jufumsive  Sovial
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THE 5
STRATEGIES
OF CONEXAO
SICOOB

1. THE PUBLIC N

There are 51 million people between theagesof15
and 29 years old in Brazil. In a context with that

many youngsters, acting with all of them would not
be effective and deep enough.

This Is why the Project has been advancing to
target its operation to be increasingly directed and
It's now working with the young entrepreneurs,
young people from the agro sector and high school
and technical school students.




THE 5
STRATEGIES
OF CONEXAO
SICOOB

2. THE METHODOLOGY N

This year we hope to create more protagonism to
cooperativism in the Project’'s narrative. Besides
that, with our new 3 market targets, each one of
them will be treated based on their interests of
knownledge.

For the Agro sector, sustentability; for the
entrepreneurs, Agile; and for the younger, self-
knownledge.




THE 5
STRATEGIES
OF CONEXAO

SICOOB

3. THE AMBASSADOR

.

50% of the ideas generated through the participants
in Conexao mentioned to build a “Youth
Community”. Therefore, someone needs to be
responsible for that mission inside the cooperative.

4. THE JOURNEY
.

Once this community is impacted, we create a journey
to approximate, engage and prospect new associates.
This task is starred by the Ambassador of the
cooperative.

5. THE PRODUCT R

To answer the needs of the youth, an specific account
and the “"Vooz" card will be provided to this Community.
A "Youth Product” was as idea mentioned by 19% of all
Conexao participants.
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