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The world we live in
has \'Sus’r start to
chanﬁe com(ale‘reltj.

D‘\S‘ﬁal S alreao\3 at
the CEo aﬁeno\a.

But how to make it
ha\c\'anz



"Don't base your venture on a elan.
nstead base it on a strategic Coundation.'

Eric Schmidt -« cioogle

Uno\ers’rano\kﬂ

Business Plan vS S’rrafeﬁ'\c Foundation
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"Those who leam to
lead aﬁ'\le‘s extension
into & broader range of
business activities will
accelerate profitable
3row+h“

’Bu*ou

Harvard Business Review
Embracing Qﬂue - Hay 2016

ciandt.com



why it is not work\nﬁ?.

No LEARMDING

STRATEGY DESIGL T BULDIVG VALLE ACTIVAMon
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Can Lean boost
the cutural
transformation
towards o\ﬁt’ral

53“ \hf.




Connecﬁrﬁ the dots...

'D‘\S"\Jral Qﬁeno\a

'D‘\S\‘ral

Lea

Consumer value ° gﬁ“e Transformation
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Learning O O O

Continuous \m\orovemerﬁ' Q
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. Change behaviour
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values &
Attitudes

Start here!

Culture

*Shook's Charl?e mode/



Behavior Minimum Viable Product Plann'\rﬁ




Cornerstone: value Erﬁ'\neer‘\rﬁ
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Comerstone: Lean ‘D‘g\’ral Execution Metrics
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\deas are precious,
Execution is evera’rh'\rg.






Itau | some figures

Total Assets

63rd*

largest company
in the world

5,103

branches and CSBs
in Brazil and abroad

46,175™

ATMs in Brazil and abroad

us$ 85.4 bin™

in market value

Of every

R$4.00

transacted in Brazil,

R$ 1.00

passes through Itau

More than 94 779
anne L)
60 mllllon employees
clients in Brazil and abroad

For the 13th consecutive time
elected by the Interbrand the
most valuable brand in Brazil

R$ 26,6 bin
in 2016

Sources: Corporate Communication | 3Q 2016; Institutional Presentation | 4Q 2016  *Source: Forbes 2016 **

shared ATMs

R$ 1,425.6 bin

Itau Unibanco has an important
presence in key financial centers
supported by a unique recognition and
reputation

Position on 31/Dec/16

We want to be recognized as:
The bank expert in Latin America

As of February 17th 2017. Source: Bloomberg ***Owned and



Itau | universal bank

Leadership in Brazil's credit card market, e.

large amount of Joint ventures and
partnerships with retailers

Portfolio of vehicle financing ..

for individuals of more than
R$ 15.4 billion

* One of the largest players
based on direct premiums

e The result in 4Q16 totaled
R$ 643 million

Small and Medium Enterprises with o :

annual sales up to R$ 30 million

Sources: Institutional Presentation | 4Q 2016

Unibanco

Risk-based  Large distribution
pricing model network

Leader in Diverse lines of
performancein  products and
Brazil services

Intensive use
of technology

Middle

Company e

Corporate clients with annual sales from
R$ 30 million to R$ 200 million

.» * Premier banking brand in Brazil

» Strategically positioned for growth in the real
estate market (partnerships with Lopes)

.. » Full coverage of corporate clients

with annual sales above R$ 200
million

-+ Presence in Latin America: Mexico,
Colombia, Peru, Paraguay, Chile,
Argentina, Uruguay

» Total assets under administration
of approximately R$ 890 billion

* Leader in Private banking services
in Latin America






The client relationship with the bank is becoming more digital

Volume of transactions of Itai Unibanco clients

73%

33%

27%

2011 2012 2013 2014 2015 2016

=@ Digital channels (Internet and Mobile)
= g=] Traditional channels (Branch, ATM and Telephone)

Sources: Institutional Presentation | 4Q 2016 * Standard channels: Branches,
ATM, Telephone; **Eletronic Remote Channels: Mobile and Internet.



~a truly digital bank

integrating digital resources in an
innovative way to reinvent the whole
business together (Traditional + Digital)

Building
our digital
bank i

lead time

customer experience

l

cultural transformation




The main
challenge

Is to have

a strong
digital culture

# 1 Customer always in the center of everything_
# 2 Collaboration_

# 3 Focus on value creation_

# 4 Genuine opening for experimentation_

# 5 Data orientation to focus on the customer_

# 6 Tireless search for the best business model_
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10x software delivery

Shared Goals
Itau & CI&T

Leadership development

Process & Metrics

l

LEAN managing system &

problem solving
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“How to°

chanﬁe a culure

wthe Wway You envision
Your jourmney matters j

Deliver continuously

Make sa-ce_“'& a prerequisite
Experiment & |eam rapidly

Make awesome

Joshua Kerievsky, www.modernagile.com)

Summit

Upper
Snowfield

Camp 5

Great
Central
Gully

Camp 4

Camp 2

Western
CWM


http://www.modernagile.com

Envision the
end state

Upper
Snowfield

Rock band

Camp 5

Great
Central
Gully

Camp 4

Camp 2
Western

CWM

www.modernagile.com by Joshua Kerievsky


http://www.modernagile.com
http://www.modernagile.com

Deliver Va|uecontinuously

Custome
value
START
FROM MEED Carap 1




Quar’rerl\j Transformation PDCA - (aowereo\ 53 oKRs

Future Quarters

value Enﬁ'\neer‘\nﬁ Su(aporﬂnﬁ
Porttolio Hanaﬁemen’r

Across-the-board perceetion
ot aﬁ'\l\‘ra and control bﬁ
business units

\tald's Lean Leao\ersh'\(o
Lormation

Culture eolination: scale and
transformation

~\

200 Quarter

value Stream's cornerstones
visual Hanaﬁemen‘r

DQVOPS
Establish OPS usaﬁe

Quan’r\j and lead time
'\m‘arovemerﬁ 3oals

Determination of offenders
to extended KPs

A

I ist Quarter

\denﬂ?\j value stream

Establish agie de.ﬁve.rﬁ
stable squads

Basic squads visual
manaae.men’r

Experiment Pune.d operation

Raseline of lean indicators |

\dentification lkkad time and
qualih:) ofenders

PDCA routines
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Connecting comerstones to the value stream.,

a minimal set of processes that once '\mplemenfeo\ promote a
consistent set of positive behaviors inside an orﬁanaaﬂor\.
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A line of s\ﬁm for a Lean 'D'\\c}'\’ral Transformation
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Thank you!




