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About Us

We are Banco do Brasil S.A., the first bank
to operate in the Country and also the first
company to conduct a public offering of
shares in the Brazilian capital market. With
over 200 years of existence, we have
actively contributed to the development of
Brazil. Our brand reflects attributes such
as strength, confidence, and
credibility. Private limited, public lim-
ited, mixed-capital company and controlled
by the Federal Government, we are part of
Novo Mercado of B3, included in the Corpo-
rate Sustainability Index (ISE) and the Dow
Jones Sustainability Index (DJSI), of the
New York Stock Exchange, in the Dow Jones
Sustainability Emerging Markets portfolio,
a result of our Management’s commitment
to transparency, accountability, equity and
socioenvironmental responsibility, support-
ed by the use of monitoring tools that align
the executives’ behavior to the interests of

the shareholders and the society in general.

We are present in 99.8% of the Bra-
zilian municipalities, and our 4,770
branches represent 21.8% of the share of
the national financial system. Our external net-
work is composed of 29 branches located
in 20 countries. We maintain agreements
with financial institutions abroad and, in 2017,
there were 884 banks operating as our cor-
respondent banks in 106 countries.

The continuous innovation of business and
relationship models allow us to maintain com-
petitiveness and the preference of customers,
building solid and long-lasting relationships. The
expansion of the digital model is one of
the main actions that promote the improvement
in the customer experience, who seeks more and
more easiness in the relationship with banks.
Based on the principles of sustainability,
we will continue giving priority to profitability, rev-
enues from the provision of services, reduction
of losses, gains in efficiency and improvement in
productivity from the simplification of processes
and digital transformation.

Assets

R$1.37 trillion

Shareholders’
Equity

R$98.7billion

Comman Equity
Tier1 Capital (Basel)

10.48%

Market Share in Credit

19.3%

Market share in agribusiness

60.0%

Total number of emMployees

99,161
857 Products in

our portfolio

International presence since 1947



We connect
people to their
achievements

We are connected to the

Brazilian rural production growth.
Through our financings, small
rural producers may invest in
crops and therefore increase their
performance and get into new
markets. More work in the field,
more food on the table.



Key Indicators 1027

Transforming Role

s193.0 green

billionbusinesses

o”

| S —
Juvenile Insertion into the Digi-

tal Economy, which will develop
children and adolescents from
the AABB Comunidade
Program, of Banco do Brasil
Foundation (Fundagdo Banco do
Brasil — FBB), for the job market.

Our CCBB were the zone

of 230 cultural initiatives, with
4.1 million visitors and
R$967.8 million return in

spontaneous media.

of share in funding intended
% for agribusiness, serving
1.2 million family rural pro-

ducers. The businesses reached 97.2% of
Brazilian municipalities.

230

works completed and financed by us, totaling
37,573 new real estate units, i.e. 114 devel-
opments in the line of Minha Casa Minha Vida
(Real Estate Lending) Program, with the delivery
of 18,824 housing units.

£ R$54.5

K & million contributed in FBB,

which represents an increase
of 12.8% compared to 2016.

Corporate Governance

Level 1 Seal with maximum score, in

the Governance Indicator of the Department
of Coordination and Governance of State-
Owned Companies (IG-SEST).

Indice
Carbono
Eficiente
indice de
Sustentabilidade I S E
Empresarial

p
@NOVO

MERCADO
BM&FBOVESPA
DESTAQUE
EM GOVERNANCA
DE ESTATAIS
[B] 4
MEMBER OF
Dow Jones

Sustainability Indices
In Collaboration with RobecoSAM «

Risk Management

R$1.4

billion resources
are allocated in funds
with socioenvironmen-

tal characteristics.

We initiated the envi-
ronmental due dil-
igence process, when
we joined the Carbon Dis-
closure Program (CDP).

We supported initiatives directed to mitigation
of climate change, such as the Low-Carbon
Agriculture Program (ABC Program),
in which we identified positive financial
implications with the contracts of operations
in 2017 in the amount of R$1 billion, at a
contracting cost of R$3.8 million

We expanded by 160% the number of us-
ers of BB Code on the internet and exceeded
the mark of 29 million customers with
biometrics registered.
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Creation of Financial Value

Adjusted Net Income

R$1 1 .1 billion

R$9.5 to 12.5 billion estimate

NIl (Net of Recovery ]

of Write-offs) Organic

_3 ] 8°/o Domestic
Loan Portfolio

-4 to 0% estimate

-3.2%

All Expenses Net of -4 to -1% estimate

Recovery of Write-offs Individuals 2.7%
R$ 2 0 1 2 to - 5% estimate
- " Companies -10.6%
bil |i0n -11 to - 8% estimate
-R$23.5 to -20.5 billion estimate
Rural 6.1%
6 to 9% estimate
Fee
Income Administrative
0
9 ] 0 A) Expenses

6 to 9% estimate

-3.1%

-2.5 to 0.5% estimate

Creation of Social Value

=—) App Cliente
360° Mobile,

which can be downloaded on the

managers to interact with their portfolio.

Fale Com seu
Gerente, which

revolutionized the digital service.
By accessing via the Internet or
BB App, customers can contact
their Relationship Manager, from
8 a.m.to 10 p.m.

New solutions for means of
payment that allowed greater

economic dynamism in partnership
with municipalities.

OO More than 1 Million of

DD Estilo Dlgltal customers,
consolidating our leadership in the
high-income market in Brazil.

o cell phone and is another way for

=1 66,017
thousand

customers.

36,41 T thousand

checking accounts:
34,098 thousand individuals

and 2,319 thousand companies.

—
Q=

101,247
employees:

99,1 61 employees and
2,086 interns.

—_—
~—

P=1==
%
73.4%
of total transactions were

conducted through cell
phones and the internet.

Creating Value for the Environment

O

\ (s

Reduction of the total consumption of
water by 10.3% in the year 2017.

The reduction of electric power
consumption avoided an expense

of R$36 million.

Reconditioning of 105 thousand
cartridges (which corresponds to 9758%
of the total used in 2017) which provided savings

orR$91.8 million.

1 ,704 branches with the Selective
Waste Collection Program implemented.

Digital transformation strategy,
which contributed to reducing paper
consumption by 628 tons.

In the first half of 2017, 42% (2,021

units) of the branches evaluated reached
the target set for IPE. Already in the second
semester, 51% (2,902 units) reached
the indicator — a increase of 9% in compared
to the first half.



2018 Estimates
The estimates for 2018 are below. The indicators and the way they are calculated

have not changed compared to the previous year.

Assumptions that Are Influenced Assumptions that Are beyond

The results depend on market conditions, the economic performance of the country by the Manegement the Control of the Management

and the foreign markets, which can impact the effective performance of those pro-
vided for in our estimates. Q Maintenance of the current business model, with- Q National and international regulatory changes in
out considering the sale of companies or busi- the financial market;

nesses of the Conglomerate; 0

Consistent growth of the world economy;
Prioritize business with better income, adjusting
profitability to sustainable thresholds, adding val-
Adjusted Net Income (R$ billion) 11.5to 14 ue to shareholders;

Indicators 2018 Estimates

Preservation of the current macroeconomic poli-
cy architecture: floating exchange rate, goals for
inflation and fiscal discipline;

_ Growth of the loan portfolio in strategic macro-sec-
NII (Net of Recovery of Write-offs) (%) 5to0 tors, in compliance with the economic conditions; @ Gradual reduction of the level of unemployment

Focus on the relationship, seeking to be the pri- inthe job market, and

mary provider of solutions in order to enhance the Prospect of gradual resumption
customer experience and the income of the Bank; of the economy (GDP).

Organic Domestic Loan Portfolio — Expanded View (%) 1to 4

Individuals (%) 4to7

Intensification of the digital service model, with
3t00 investments in the rationalization of the opera-
tional structure;

Companies (%)

Rural Loans (%) 4to7 Does not to consider new acquisitions and/or

strategic partnerships that can be signed for the

ALLL Expenses net of Recovery of Write-offs 19 to -16 exploitation of specific segments; and

(R$ billion) Adjustments in contracts with suppliers and the
collective bargaining agreement, aligned to the

Fee Income (%) 4to7 .g 999 d
market practice.

Administrative Expenses (%) 1to 4
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Awards

In 2017, we were recognized with awards,
recognition, and certifications that attest our
commitment to sustainable development and the
qualified relationship with our stakeholders. The

main ones were:

efi nance Awa I'd » we were awarded

in 21 categories in view of several innovations,
including the possibility of purchasing with points in
physical stores through the Ourocard application,
open banking solution with the launch of the Portal
for Developers, the spread of digital culture for the
development of Labbs in Silicon Valley and Conta
Facil, the first step to the checking account opened

by using the cell phone.

o
AVlo

Ombudsman
Quality
Ranking: our Ombudsman’s Office was

recognized by the Central Bank as the best one
among the five financial institutions with more than 30
million customers.

2017 Top Employer
Certification: we were recognized by

Top Employer Institute for offering employees a work
environment of excellence.

BestCorporate University
Innovation — Gold Award

U n i B B . our Corporate University received
the international award from the Global Council of
Corporate Universities for the second time. The award
is granted every two years and disseminates the best
corporate education programs in the world.

Cubic Awards Corporate
University Best-in-Class:

awarded by International Quality & Productivity Center
(IQPC), the award is the main one in corporate education in
the world. We were recognized in 2017 in the “Excellence
in Leadership Development” category.

Cardmonitor Award
of “Preferred Card
of Brazilians”: o e

ninth consecutive time, we received the award from the
Medida Certa Institute, which interviewed approximately 12
thousand credit card holders throughout Brazil.

Abrarec Gold Service Award:

we received the award with a case of our Customer Service,
which conducted the differentiated service to a customer for
the settlement of a money order to abroad, in record time.

Worldwide |6
Socially Devoted:

we occupied the first place among the Brazilian banks that
have the best relationships in social networks (Facebook
and Twitter), based on an analysis of Social Bakers, one of
the main suppliers of analytical data on the effectiveness
of communication of brands in these media.

Corporate
In novation » our Silicon Valley Labbs

was recognized in the Fall Summit event, organized
by Plug and Play, a major accelerator of startups on
the planet.

An bi ma Ranki ng . we occupied the
first place in the ranking of Anbima in the management
of Investment Funds intended for the Public Sector, in
terms of Government’s Asset Management.

Green Latin America Finance

Awa rd: we were recognized in the “Eco-efficiency”
and “Climatically Smart Agriculture” categories in the award
sponsored by the Latin American Federation of Banks
(FELABAN), in partnership with the International Bankers
Association (FIBA) and International Finance Corporation (IFC).

Gold Seal of the Brazilian
GHG Protocaol Program:

for the quality and reliability of our inventory of
Greenhouse Gases (GHG), we received the Gold Seal
of the Brazilian GHG Protocol Program.

Brand Finance Global 500

201 7: Brand Finance presents the largest brands
in the world each year and assesses which are the most
powerful and valuable. In 2017, we occupied the 319"
position (440" in 2016).

Top of Mind 2017:

we won all the editions of the “Top Bank” category.

Best Banks Award 2017
in Latin America - Brazil:

the publishers of Global Finance magazine recognized
our activities in fully meeting the needs of customers,
even in a challenging year.

Most Valuable
Companies in Brazil:

we are in the fifth position in the annual ranking of the
most valuable brands in Brazil, according to a survey
of the Interbrand consulting firm.



Reading a
Guide

Our report was developed to pro-
vide a simple and enjoyable read-
ing, especially the topics of greatest

relevance to our businesses

Introduction

The 2017 Annual Report discloses to employees, shareholders,
investors, customers and Government representatives the way
we operate and manage our businesses and their resulting im-

pact on economic, environmental and social spheres.

Published in electronic media since 2010, this report has been
prepared in accordance with the GRI Standards, Essential option,
and audited by KPMG Auditores Independentes. The purpose is
to demonstrate our value creation, in alignment to the principles
of Integrated Reporting and through the results achieved during
the period in response to our challenges in sustainability — Agen-

da 30 BB (see chapter “Business Model” for more information).

The economic and financial data is in compliance with Act
No. 6,404/1976 (Business Corporation Act) and with the stan-
dards issued by the Brazilian Securities and Exchange Com-
mission (CVM) and by the Central Bank of Brazil (Bacen). The
figures stated are related to our performance and that of our sub-
sidiaries, in compliance with the standards in force and the Brazil-
ian practices applicable to financial institutions, according to the
financial statements available on the Investor Relations website

(www.bb.com.br/ri). The information related to social and envi-

ronmental indicators comprises Banco Multiplo, which, in 2017,

contributed with 75.8% of our operating income.

Relevant Topics

This report presents a summary of the main events of the year 2017, as well as our perfor-
mance in this scenario. In order to reinforce our commitment to transparency, we disclosed

the main facts associated with our brand.

We will discuss in depth the relevant topics, expressed in our materiality, revised in 2016
(see GRI Appendix, page 95 for more information). They are worked on challenges and

identified in boxes, according to the icon. In short, the challenges are:
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Alignment with Trends

We continue the journey towards integrated management and thought.
This is expressed in the update of our Sustainability Plan — Agenda
30 BB, in alignment with the Sustainable Development Goals (SDG).
We demonstrate the importance of our transforming role through our
products and services, which promote the transition to an inclusive

green economy.

In the GRI Content Summary and throughout this report, there are
icons identifying the correlation of our performance with the SDGs.
Where appropriate, there is also an icon, linking our activities to the

capitals proposed by the framework of the Integrated Reporting.

Keeping the history of accountability, the GRI Content Index also

shows a correlation with the 10 Global Compact principles.

Also focused on improvement and production of Integrated Report-
ing, we reviewed our business model and disclosed the results that

assess our value creation.

Identification of:

= Challenge;

= Capital of Integrated Reporting; and
= SDG.

For any questions or suggestions regarding this publication,
please send us an email to the following addresses: ri@bb.com.br e

direo.sustentabilidade@bb.com.br.

Have a good reading!

Agenda 30 BB Challenges

I:E[I:I PROSPERITY @ PARTNERSHIP
@ PEOPLE @ PLANET

\
y PEACE

Capitals

|

N 7
7
=-..9
. . Social and
Financial Intellectual Relationship
oﬁ oiioﬂ W @
Human Natural Manufactured

10



Message from the Management

Even in a challenging year, we operated with full confidence of delivering
results compatible with the estimates disclosed and commitments taken,

because we know the capacity and the commitment of our employees.

We ended 2017 with an adjusted net income of R$11.1 billion and ad-
justed return (ROE) of 10.6%, compared to 8.4% in 2016. Part of this
result was achieved with the efficient control of administrative expenses,
which fell 5.5% in a year, even with an inflation (National Extended
Consumer Price Index — IPCA) of 2.95% and substantial reduction of
the allowance for doubtful accounts (AFDA) by R$2.9 billion (10.3%
compared to 2016).

Our revenues from service provision and bank charges grew 9.0%
compared to 2016, which demonstrates the success of the evolution
of our customer relationship strategy, especially with the use of new
technologies. The materialization of this result is in our adjusted effi-
ciency ratio, which reached 38.1%, compared to 39.7%, in 2016 and
the improvement of our Basel and common equity tier 1 capital indexes,
which increased to 19.6% and 10.5%, respectively, in 2017.

The review process of the Corporate Strategy included the involvement
of several stakeholders. After extensive reflection, we agreed to work
in the 2018-2022 period on five performance perspectives — Financial;

Customers; Processes; People; and Sustainability — formally assuming
the purpose of “taking care of what is valuable to people”. That means
assisting in the achievement and preservation of which is important

for our customers, shareholders, employees and society in general.

That is also why the sustainability is an aspect that crosses the man-
agement of our businesses, which enables us to match the service to
the shareholders’ interests with the responsible extension of credit. With
this commitment and inspired by the Sustainable Development Goals,
launched by the United Nations (UN), we have a Sustainability Plan,
called Agenda 30 BB.

In all our activities, we make use of guidelines for an increasingly efficient
consumption of natural resources and so that our products and services
have environmental attributes, in order to help with the transition to an
inclusive green economy. In these terms, we entered into agreements
with sectoral entities and agencies that promote socioenvironmental
responsibility activities, nationally and internationally. We participate,
for example, in the Brazilian Global Compact Committee and keep our
commitment to the 10 Global Compact principles.

Supported by the achievements of 2017, we believe that, in 2018, the

transformation and complexity of the business environment will intensify.

GDP (variation %
in 12 months)

2016

Adjusted Net Income
(R$ billion)

11.6

2016

Special System for Settlement and
Custody — Selic (% p.y. — end of period)

14.25

13.75

Adjusted ROE (%)

13.0




Therefore, improving the customer experience and investment in innova-
tion will continue to be assumptions of our performance. More efficiency
in operations and in the processes, the growth of the use of artificial
intelligence in data analysis, plus specialization of the employees and
the constant search for the convenience of customers when using our

service channels will be crucial pillars in the evolution of profitability.

We also believe that the acceleration of the economic recovery will drive
the growth of our loan portfolio, especially to individuals, small and medi-
um-sized enterprises and agribusiness. The effects of the strengthening
of the economic activity are also reflected in the increase of insurance

business, means of payment, capital market and asset management.

We appreciate the dedication and effort of our employees and the trust
of the customers and society, that guide us toward the vision of “Being
the company that provides the best experience for people’s lives and
promotes the development of society in an innovative, efficient and

sustainable manner.”

Paulo Rogério Caffarelli
Banco do Brasil's CEO

Fabricio da Soller
Chairman of the Board of Directors

Administrative Expenses

) (32.8) 10.67

(31.8)
6.29
II 295

2015 2016 2017 2015 2016 2017

Fee Income (R$ billion) Efficiency Index (%)

25.9 41.6

39.7
38.1
220 23.8 ||
2015 2016 2017 2015 2016 2017

National Extended Consumer Price Index
(R$ billion) —IPCA (% accumulated in 12 months)

AFDA Expenses (RS$ billion)

(31.5)
(23.7) || (25.2)
2015 2016 2017

Common Equity Tier 1
Capital — Basel (%)

10.5
9.6
8.2
2015 2016 2017
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Business
Model

Business Model

2018-2022 BB Corporate Strategy 102-16

In 2017, in an evolutionary and participatory process, we redesigned

our strategic guidelines:

Purpose
{i\ﬁ‘, To take care of what matters to people.

Vision

To be the company that provides the best
experience for people and promote soci-
ety’s development in an innovative, efficient
and sustainable way.

Values

Customer Focus, Innovation, Ethics,
Efficiency, Protagonism, Reliability and
Public Spirit.

This conception reinforces the central role of people in our
strategic decisions with the intention in being “a innovative
brazilian company, which connects people to
their achievements.”

Our Stakeholders 102-40 | 102-42

In order to improve our perception with regard to diverse stakeholders
with which we interact, we promoted in 2014, with an update in 2016, an

evaluation of the relevance of the main categories of stakeholders.

This mapping, in the scope of the process of updating our sustainability

plan, allowed us to broaden the focus of our activities in search of value

creation, as follows:

Civil society

Partners

Shareholders/
Investors Experts

Ve

Internal Media/Press
stakeholders

Community
Customers

Competitors
Government

Suppliers

Priority Regulatory bodies

13



Our Conception of Integrated Reporting Capitals

I
‘Q((O

Financial Capital:

funds available or invested in own or third-party
businesses obtained through borrowings, provision of
services and the supply of products to our customers.

Intellectual capital:

consists of intangible assets such as the value of
our brand, the accumulated technical knowledge
and our ability to innovate in the development of
new products, services, and technologies, aimed
at the perpetuity of the business.

Social and Relationship Capital:
the ethical relationship we maintain with our
stakeholders — customers, shareholders/investors,
suppliers, regulatory bodies, society and Government
— and shows our ability to share values and improve
the individual and collective well-being.

Manufactured Capital:

consists of our facilities and equipment, including
buildings, a network of branches, ATMs, systems,
and applications.

060

Human Capital:

composed of our employees, their expertise,
experience and capacity for innovation. It includes
their alignment with our good governance practices
and ethical values; ability to execute our strategy;
the motivation to improve processes, goods, and
services; and ability to direct, manage and collaborate.

Natural Capital:

consists of all environmental, renewable and
non-renewable resources, used or impacted by
our business, and that support our prosperity.
It includes mostly water, air, land, forests,
biodiversity, and ecosystem health.

14



To identify and To improve the management of socioenvironmental risk based

To ensure greater proportionality of To strengthen the role
manage medium on socioenvironmental criteria in the granting of financing,

representation of gender and race in all of BB with regard to
the hierarchical levels of BB. human capital, consid-
ering the management non-financial and/
SR _ of health, safety and or emerginlg r?slks g _
wellness, the develop- that may significantly To develop a social (includes human rights and labor practic-
ment and the retention impact BB's es) and environmental due diligence process to assess the
of talents. businesses. impacts of operations and commercial relations of BB.

and long-term considering also the controversial issues.

To strengthen the role of BB with
regard to the ethics and anti-
corruption topics.

] *WChallenge1 ] ¥ Challenge 4 @ *% Challenge 7 5 % Challenge 24. ] % Challenge 3

To align the gover- To enhance customer relationship management and To enhance BB's initiatives towards the effective To improve the integration To identify innovations in the

nance of Banco do increase the satisfaction and retention indices. development, entrepreneurship and the promotion of the Private Social financial sector (business
Brasil (BB) to the best of social and financial inclusion. Investment (PSI) and the and technology models) and

international practices @ _ business strategy. anticipate the trends in order

and strengthen the role To strengthen the engagement of BB in the pursuit @ _ o BT e 2 U5 el

St Sainllon bl - of social affairs through comprehensive, efficient and To develop financial solutions and business models that pro- longevity of BB.

ment in the sustainabil- innovative solutions aligned to public policies. mote the transition to an inclusive green economy.

ity strategy.
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Our Value Creation

Financial
R$1.4 in trillion in financial assets
R$864.5 billion of third-party asset management

Social and Relationship
More than 300 thousand shareholders
65.8 million clients
36.4 million account holders

Human
101,247 employees

Intellectual
R$3.1 billion — investment in technology

Manufactured
4.770 agencies
73.4% transactions by mobile/internet

Natural
Electricity: 609 GWh
Water: 1,405 thousand m?
Paper: 5,454 t

Challenges

e
9‘9 Our Management Model

Statement of Value Added

R$45.8 billion

Financial
R$10.8 billion — Other JCP + Retained Earnings
+ Non-controlling interest in retained earnings

Social and Relationship
R$13.9 billion — JCP of the Union, Interest
on instrument eligible for capital of the Union

Human
R$19.5 billion in wages

Intellectual’
Training — R$64.3 million
Data processing — R$851.2 million
Advertising and publicity — R$394.6 million
Corporate Education — R$70.9 million

Manufactured
R$1.6 billion — rentals

Natural’
Material, water, energy and gas — R$604.4 million

(1) Values complementary to the Distribution of Added Value.

Creation of BB value & seemor



Strategy

In 2017, we reviewed our Corporate Strate-
gy for the period of 2018-2022 (ECBB 2018-
2022) through a more complete and com-
prehensive process that the one promoted
in previous years, with the active participation

Convergence of industries: innova-
tion is destroying the boundaries among
industries, which are being redrawn by
disruptive technology companies, with
the revolution of traditional business and
their production chains. In this scenario,
organizations must analyze the threats
and seek opportunities beyond the limits
of their industry, always considering, in
that convergence, the service demands
and needs of customers.

Future of work: the working model
is changing, moving first to a more in-
dependent economy to then achieve
an economy driven by artificial intel-
ligence and robotics. This process
should affect occupation and employ-
ment concepts, with impacts on busi-
nesses, Governments, and society.

Intelligent technologies: intelligent
technologies raise the level of insight
and decision-making beyond the simple
interaction between connected items. In
a network, assets, infrastructure or even
a transaction become autonomous, so
that information systems can detect and
automatically solve operating problems
and/or detect suspicious patterns.

of shareholders, employees, leaders, and
representatives of entities linked to Banco
do Brasil (ELBB). We also discussed studies

on the financial industry, considering eight

Resources and sustainability: the dis- (CEmERTUELED EF [PERH EUEm [ U022
. - environments: the number of residents in
cussions about the sustainability become o ) .
megatrends, involving the following emerging more relevant with the current demograph- C!tle& .|nclud|ng those of smallland medium
topics, opportunities, and risks for the sec- ic, social and urban changes. The possi- sizes, increases each year. This concentra-

tion brings challenges related to the orga-

ECBB
2018-2022

tor (see more information in Chapter 4, Risk bility of occurrence of extreme weather

events and ofher situations that put the nization and to the infrastructure in those
Management). {10243 | 102-15 _ . : municipalities; causes behavioral changes
societies at risk raises the pressure for ) ; )
. in society; leads to the need for a review of
Based on th trend di smart cities, for models of guarantee of e oh I - :
ased on these megatrends and in response i i id-

] d . reliability of the social system and for the the p y5|.ca presence of the service prow.

to the scenarios assessed, we promoted maintenance of ethical behavior. ers; and influence the emergence of media

SWOT (strengths, weaknesses, opportunities, interaction with customers.

and threats) analysis to support the formulation

of our 2018-2022 Corporate Strategy.

Global connectivity: the great flow of infor- Empowerment of customers: the cus-
tomer profile is changing and evolving into
a niche and custom culture, leveraged

through data analysis. This transformation

Demographic changes: behavior- mation causes behavioral changes in society
al patterns have been undergoing
changes arising from new demo-

graphic dynamic. Changes in life ex-

in many ways — at the same time it provides
greater freedom of choice, reduces privacy
occurs mainly in the business-to-consumer
(B2C) but has a ripple-down effect also in
the business-to-business (B2B) and con-

and brings doubts as to the security in data
pectancy and fertility rate, changes
in the structure of homes and digital
nativity demand solutions that meet

management. The agents are constantly
exposed, which raises the reputational risk.
sumer-to-consumer (C2C) relationships.
This scenario accelerates the transforma-
tion of competitive environments and fos-

Thus, the environment needs constant at-

the desires of the consumer market in tention because of information overload, in

a simple, immediate and secure way. which the dynamics of consumption changes

from “ownership” to “access”. ters the emergence of disruptive entrants.
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2018-2022
ECBB Highlights
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In the Financial perspective, we will prioritize the growth of
profitability, the increase of revenues from the provision of
services, the improvement in the operational efficiency, the
adequacy of capital and the reduction of operational and
credit losses.

For Customers, our focus will be to provide high-value
experiences to this kind of stakeholder, prioritizing actions
that foster the increase in satisfaction.

For Processes, we will continue investing in Digital
Transformation, by means of which we have continually
improved methods, products and channels, making them
more simple, agile, innovative, integrated and oriented to
the journey of our customers.

In the People perspective, we seek to develop strategic
skills necessary to face the challenges identified for the next
few years, and we continue to be guided by the meritocracy
in succession processes in order to recognize and retain
our talents.

For Sustainability, which complements and transcends all
other perspectives, the focus is on improving our performance
on sustainability, on economic, social and environmental
dimensions, since the generation of sustainable returns in
the long term assumes going beyond financial issues and
traditional risks.

Innovation and Digital Business

The 2018-2022 ECBB positions us as “a@ Brazilian innova-
tive company that connects people to their achieve-
ments.” Thus, for us, innovation is an organizational value,
through which we encourage the development of transforming
services and products, as well as actions that foster entrepre-

neurship and experimentation.

More than a technological process, the digital transformation is a
behavioral and adaptation movement in a scenario marked by the

evolution of the communications and internet connection devices.

Specifically in the banking system, the digital reality implies new
complexities, with more demanding consumers and entrants
eager to provide financial services similar to those provided by
banks. Therefore, we seek increasingly to combine face-to-face
service with the best in a full digital experience. Our strategy of
digital transformation allows us to deliver value and enhance the
customer experience, which is in line with our goal of being noticed
as promoters of innovation and digital inclusion, strengthening
ties with the Brazilian society. As an example of this movement,
we launched in 2017 the Portal for Developers, which makes
us the first bank in Latin America to make a structured open

banking operation.

Strategic Program Salas de Guerra — Digital Transformation

Over 2017, we implemented the Strategic Program Salas de Guerra
— Transformacgao Digital (War Rooms — Digital Transformation), fo-
cused on strategic initiatives that strengthen our positioning, stimulate
the culture of innovation, improve the efficiency, intensify the digital
transformation and enhance the digital and leadership skills, among
other topics. The War Room — Digital Transformation has enabled the
convergence of organizational efforts in different working contexts,

which reached, among the main results:

= Institutional campaign “#maisquedigital;”

s Improvement of instruments for budget and measurement
of results in digital channels;

= Development of strategies for transformation of the culture and
development of digital skills in the various segments of employees;

= Development of work teams and instruments models that facilitate
the development of solutions that promote digital transformation;

= Review of the internal structures and decision-making processes,
seeking greater agility in the decision-making process; and

s Structuring and intensification of e-commerce and development of

open Banking business model.
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Digital solutions result in lower cost with regard to the physical points and have in-
creased their participation in our result. Another indication that we are on the right
path is the fact that we record an average growth of 45% annually in our base of
customers using the application (see table below). In 2017, 1.5 million users with ac-
counts opened through the BB application contributed to this performance (for 2018,
3 million accounts are expected to be opened), offering a fully digital experience in
the acquisition of financial products. Another highlight is the possibility of contracting
Vehicle Loan via mobile, of approximately R$1 billion payment. The solution brings
more convenience to customers — more than half of the sales were performed outside

banking hours, including on weekends.

Digital Inclusion and Transformation
of the Brazilian Society

In line with our Corporate Strategy and our Brand Positioning, we
defined, in 2017, the challenge of promoting the “Digital Inclusion and
Transformation of the Brazilian Society” as a socioenvironmental cause.
This new cause is expressed in our concern and our commitment to
transforming Brazil through innovation and digital inclusion, promoting
the democratization of access to digital media and information
technologies. This is how we seek to enable the communities to take
advantage of the opportunities and benefits of the information age (for
more information, see chapter 2, Transforming Role).

Number of Users in the Application (millions)

15.1

10.2

6.9

2015 2016 2017

The strategy of connecting people
to their achievements includes
increasingly digital solutions
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Labbs

In December 2017, we completed one year of operation of
our Advanced Laboratory (Labbs), a space for drawing and
experimentation of projects and technological solutions with the
potential of radical innovation in our processes, products, and
services. In order to strengthen the culture of intrapreneurship
and innovation, we have selected and empowered our teams
to put their best ideas in practice. For that, at the end of 2017,
we had two units of Labbs, one in Brasilia and one in Silicon
Valley, California (USA).

About 270 employees contributed with the Labbs during the
year. Of the suggestions presented, approximately 30 have
resulted in innovative solutions. More than 80 companies and
3,000 people also visited the space, whose actions were dis-

seminated and shared in lectures.

The entire cycle of incubation and acceleration of Labbs com-
prises a year and a half of operation. Thus, the final deliveries
of the first initiatives should occur in 2018.

Inclusion and digital transformation

of the Brazilian society were

elected our main cause in the

socio-environmental dimension

How Labbs works

=« We have employees full of suggestions to
improve our products and our services and
even to propose entirely new businesses.

In order to stimulate and support teams, we z
hold events and programs for collection and 4
LEeE selection of the ideas of greatest potential. e on

Garage

« Here, the ideas selected in the
first phase begin to take shape.
With the use of Design Thinking,
Design Sprint and even research
with customers, the suggestion
is improved and presented to a
committee. If approved, it moves
to incubation.

Incubation

= In this step — which can happen in
Labbs Brasilia or Labbs Silicon Valley
— there are the effective development
and construction of the project, which
includes tests with users for validation.
After three months, it is presented to the
committee sponsoring the project, which
decides whether the initiative can move
to the next stage or not.

= The project is ready to

be accelerated! At this
stage, which lasts up
to 12 months, the
project will aim to
increase the number
of users, in addition

to adopting features.
This trail is followed by
metrics to verify that
the initiative is on the
right path and, at the
end of the acceleration,
another validation
committee meeting is
held. If approved, the
project becomes a
business or product to
be offered by us.




Pensa BB

We maintained the Innovation Incentive Program (Pensa BB), through which we launched strategic challenges for all em-

ployees, encouraging them to submit innovative solutions. In December 2017, the program started its final stage, when the

best actions of the 2016/2017 edition were selected and awarded, namely:

=— 4

N

0

[

Visitas PJ application: the creation of a mobile application to be used by
corporate account managers in their visits, with features such as geolocation,
visit guide, audio recording, and scanning of documents, schedule and infor-
mation about the customer registration. It was awarded as the best idea of
the 2016/2017 edition.

Turning (companies) corporate account managers into sponsors of
products: provision of specific training for corporate account managers to take
the stance of “sponsors” of the products of Special Social Security Schemes
(RPPS) and Closed Supplementary Pension Entities (EFPC), disseminating

them in their locations.

Portal for disclosure of personal assets available: comprises the de-
velopment of strategies and electronic environments to facilitate and expand
the sharing of personal assets across our units, with opportunities to gain

efficiency and use our assets optimally.

Indicator of sustainable results: inclusion of performance indicators in
Labor Agreements (ATB), with indexes for determination of sustainability of

our businesses over the medium and long term.

@)
O
@)

=

= New model of relationship in people management — centralized struc-

tures: use of virtual platforms to enhance the framework of the Regional
People Management (Gepes), focused on operating nationally. This allows
the release of funds and people, operational efficiency, agility and adoption

of technological innovations.

Real Estate Loan application: new functionality in our mobile application,
which enables customers to execute the real estate loan process entirely using

the cell phone.

Full Home Broker: expansion of the solutions offered by our home broker,
especially with regard to the possibility of the customer to operate with deri-

vatives and their diverse financial strategies.

Online team of consultants to advise on an immediate solution for
the occurrences of closing trial balances: adoption of online customer
service team (through chat or video) for all units of the Country that are having
trouble closing the trial balance. The action aims to give greater efficiency to

our customer service, reduce response times and facilitate monitoring.
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Sustainability Strategy 102-15

In addition to continuing directing efforts to our process of digital transformation, we
reinforced, in our Corporate Strategy, the focus on improving performance in sus-
tainability, which should permeate the other perspectives — Financial, Customers,
Processes, and People. Our perpetuity depends on the maintenance of a continuous

dialogue with the society, which goes beyond our offer of products and services.

The directions on sustainability are evaluated through indicators, ranging from a stra-
tegic level, with the Master Plan, to the operational level, in the Work Agreement of
branches. The indicators include the assessment of results in the operational plans
of the branches, impacting the variable compensation of the statutory officers and
employees. 102-18 | 102-19

The Management’s Variable Compensation Program (RVA) is subject to the distribution
of Profit Sharing (PLR) to employees. The amount varies according to the performance
observed in ten indicators based on the Corporate Strategy of BB, one of which is

specific to the social business perspective.

The variable compensation of the employees is linked to Work Agreement (BB and
ATB connection) and includes indicators related to the efficient use of resources
(water, energy, and paper) and the expansion of employee involvement in social
and voluntary causes. The model measures the performance of the management of
branches with respect to the established goals and affects the variable compensation
upon payment of profit sharing (PLR), whose receipt is subject to a minimum score

in the Work Agreement.

Thus, we believe that the Corporate Socioenvironmental Responsibility (CER) should be
an aspect that crosses the management of our businesses. We believe that it is possible
to reconcile the interests of shareholders with socioenvironmentally sustainable busi-

nesses by establishing ethical and responsible relations with our various stakeholders.

For greater effectiveness, we spread the culture of sustainability among our
staff through training in several contexts. One of them is the Sustainability Trail,
available on Banco do Brasil Corporate University (UniBB) and that brings to-
gether in an environment all training content of the area of Socioenvironmental
Responsibility and Sustainable Development. Another context refers to the Certi-
fication of Corporate Socioenvironmental Responsibility, whose evidence is made
available on a half-yearly basis to employees enrolled in the Internal Knowledge

Certification Program.

Through these actions, we have a prominent role in the global scenario in the
sustainability theme, so much so that we are part of nationally and internationally
recognized indexes such as the Dow Jones Sustainability Index (DJSI), of the
New York Stock Exchange; the Dow Jones Sustainability Emerging Markets
portfolio; and the Corporate Sustainability Index (ISE) of B3.

R
Agenda OG
»

Our action

Banco do Brasil plan f_OI' a
sustainable

future.
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Sustainability Plan —
Agenda 30 BB | 102-43 | 102-44

Aligned with the world transformation agenda
focused on sustainable development, we
update our Sustainability Plan every two
years. In 2016, the review, in addition to
the contributions obtained with an exten-
sive consultation with our stakeholders, was
inspired by the Sustainable Development
Goals (SDG) launched by the United Nations
(UN), in 2015.

Our Sustainability Plan contributes to the
improvement of businesses and processes
by consolidating actions with socioenviron-
mental bias. Organized on sustainability chal-
lenges, it unfolds in mapped commitments
based on the evaluation of national and in-
ternational trends of sustainability, market
indexes and demands of society in general.
For their organization and effectiveness, the
challenges are distributed among the five
pillars of SDG (see the table).

Agenda 30 BB Challenges in Sustainability

EE[I:I PROSPERITY

@ PARTNERSHIP

& PEOPLE

PLANET

Challenge 1: to align the governance
of Banco do Brasil to the best
international practices and strengthen
the role of the Senior Management

in the sustainability strategy.

Challenge 6: to strengthen the
engagement of Banco do Brasil in

the pursuit of social affairs through
comprehensive, efficient and innovative
solutions aligned to public policies.

Challenge 11: to ensure greater
proportionality of representation of
gender and race in all the hierarchical
levels of Banco do Brasil.

Challenge 16: to develop financial
solutions and business models that
promote the transition to an inclusive
green economy.

Challenge 21: to develop a social
(includes human rights and labor
practices) and environmental due
diligence process to assess the impacts
of operations and commercial relations
of Banco do Brasil.

Challenge 2: to identify and manage
medium and long-term non-financial
and/or emerging risks that may
significantly impact Banco do
Brasil’s businesses.

Challenge 7: to enhance Banco

do Brasil’s initiatives towards

the effective development,
entrepreneurship and the promotion
of social and financial inclusion.

Challenge 12: to expand programs on
education and awareness-raising in
sustainability for internal stakeholders
and the society.

Challenge 17: to improve the
management of the climate change
theme in Banco do Brasil in such a
manner that it takes into account the
governance, risks, opportunities,
and adaptations.

Challenge 22: to review and develop
the commitments of Banco do Brasil set
out in the guidelines of sustainability for
the credit and controversial issues.

Challenge 3: to identify innovations

in the financial sector (business and
technology models) and anticipate the
trends in order to ensure the perpetuity
and longevity of Banco do Brasil.

Challenge 8: to strengthen the
dissemination of the sustainability
topic in the entities affiliated with
Banco do Brasil.

Challenge 13: to improve the

model of variable compensation

of employees, including that of the
Senior Management, expanding

the socioenvironmental criteria and
considering the individual performance.

Challenge 18: to improve the
Environmental Management System
(EMS) and the eco-efficiency practices
seeking to reduce the ecological footprint
of Banco do Brasil.

Challenge 23: to improve management
and reporting practices of Banco do
Brasil on the sustainability performance.

Challenge 4: to enhance customer
relationship management and increase
the satisfaction and retention indices.

Challenge 9: to enhance the role
of Banco do Brasil as an advisor
for financial education.

Challenge 14: to strengthen the
role of Banco do Brasil with regard
to human capital, considering the
management of health, safety and
wellness, the development and the
retention of talents.

Challenge 19: to improve the
management of socioenvironmental
risk from socioenvironmental criteria in
the granting of financing, considering
the controversial issues as well.

Challenge 24: to improve the
integration between the Private Social
Investment and the business strategy.

Challenge 5: to enhance the
management of Banco do Brasil's tax
strategy, with a focus on governance,
tax risks, and transparency.

Challenge 10: to improve the
management of socioenvironmental
risk from socioenvironmental criteria in
the supply chain and in the process of
sustainable purchases.

Challenge 15: to strengthen the role of
Banco do Brasil with regard to the ethics
and anti-corruption topics.

Challenge 20: to improve the
management of socioenvironmental
risk from socioenvironmental criteria
in own investments and third-party
asset management.

Challenge 25: to ensure transparency
in communication and ethics in the
marketing of products and services.
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Agenda 30 BB Highlights in 2017

Our Agenda 30 BB comprises 82 actions for us to,
among others, enhance the sustainability gover-
nance, promote initiatives for social and financial
inclusion in the context of the green economy and

adopt sustainable projects and solutions.

These actions are distributed in the ATB of the areas
responsible for the development of initiatives and
compose one of the indicators that measure the

performance of the management of our Units.| 102-43

Challenge 16, “To develop financial solutions and
business models that promote the transition to an
inclusive green economy,” was considered by our
main stakeholders as the most relevant challenge
to be addressed in the 2017-2019 period. There-
fore, from the point of view of business opportuni-
ties, we seek to prospect and/or propose financial
solutions and business models for our various
pillars of activity, in addition to performing actions
that stimulate the green economy promotion. The

main actions were:

Promotional campaigns supporting the
offer to small and medium-sized enter-
prises (MSE) of Corporate Constitutio-
nal Fund for Financing the Mid-Wes-
tern Region (FCO), Corporate Urban
Proger and Corporate Finame credit
lines, which fund sustainable assets
and encourage the consumption of
goods and services intended for the
use of clean energy.

Draft of Technical Cooperation with
Banco Interamericano de Desenvol-
vimento for the incorporation into our
planning of actions of dissemination of
the concepts of green economy on the

lines of credit and financing.

% See more in GRI Appendix ~ 102-21]102-29 | 102-43 | 102-44 | 102-46 | 102-47 | 103-2 | 103-3

Proposal of a financial structure of
reimbursable and non-reimbursable
funds raising for the promotion of green
economy and contribution to achieving
the goals of the Brazilian Nationally De-
termined Contributions (NDC).

Agro Energia program, to support
the use of photovoltaic and biomass
energy in the field, especially in tra-
ditional customers, such as poultry
and pig farmers.

We also approved, in our Executive Commit-
tee of Internal Control and Risk Management
(CEGRC), the development of a socioenvi-
ronmental rating to enhance the socioenvi-
ronmental risk management. With a focus on
our human capital, we defined indicators to
monitor the total absenteeism and work-re-
lated indicators. In addition, we implemented
the Career Advancement Program for Division
Manager of Strategic Units, of talent identifi-

cation for appointment to the position.

With regard to the challenge of ensuring great-
er proportionality of representation of gender
and race in all hierarchical levels, we adopted
actions that integrate the Career Advance-
ment Program to stimulate greater participa-

tion of women in our managerial functions.

The other actions performed in 2017, within
the scope of Agenda 30 BB, are available

in GRI Appendix, on page 95 of this report.

Digital inclusion and transformation of Brazilian
society were elected in the year as our main
cause in the socioenvironmental dimension
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We transform
people’s lives
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A BB — Challen n ions taken
Our role as an agent that transforms the Brazilian society is played ge;nda 30 Challenges and actions take

for more than 200 years, either through the launch and review of

1 9 3 O balance of
R$ .U green | —
- - Challenge 6: to strengthen prominence of Banco do Brasil (BB) in the
b I I I I o n b u S i n esses @ realization of social businesses through solutions that are comprehensive,

effective and innovative and aligned to the public policies.
Indicator: balance of the portfolio in Social Affairs — Microcredit for
Rf Production with Guidance — MPO (R$305 million), Real Estate Lending
Program — MCMV (R$21.3 billion), National Family Agriculture Development
6 0 0/ Program — Pronaf (R$43.2 billion), Accessibility Credit (R$163.6 million) and
o Student Financing Fund — Fies (R$35.8 billion).
of share in funding inten- Challenge 7: to enhance Banco do Brasil’s initiatives towards the
. . efficient development, entrepreneurship and the promotion of social
ded for agribusiness,
serving 1.2 million family
rural producers. The busi-

and financial inclusion.
nesses reached 97.2% of

our products and services or through the relationship with custom-
ers and communities. We reaffirm this intent in 2017 by declaring

formally the purpose of “taking care of what is valuable to people.”

For that, we are attentive to the quality and adherence to our prod-

— )
ucts, which provide the accomplishment of projects, businesses

and dreams, as well as the development of companies and Brazil. el s siten e sl e
nomy, which will develop children and
adolescents from the AABB Comu-
nidade Program, of Banco do Brasil

Foundation (Fundagao Banco do Brasil

We have a great concern for our portfolio, which has character-

[eities o ool emilienmen sl eelezienel, Neusig, cUiiEl &nd Action 21: we reviewed our Sustainability track including thematic So-

cial Business, with content update.
Indicator: partnership to increase access to banking services —

agribusiness issues — all of them of joint and public interest. We

invest, in this respect, in services provided by means of branches

and digital channels.

Our transforming role is a historical vocation, which must be con-
solidated in customer experience, to which we aim to advise and
offer loans consciously and responsibly. We are present in 99.8%
of Brazilian municipalities and finance the most varied types of
productive activity in order to ensure generation of wealth, circu-
lation of money, offer of jobs and local growth. This is achieved
with technology and mainly with people. Bearing this in mind, we
seek outstanding relations for employees to be ambassadors of
our brand and customers to be proud of trusting what is valuable
to a genuinely Brazilian bank.

Message from the Board of Officers

— FBB), for the job market.

230

works completed and financed by us, totaling 37,573 new real

Brazilian municipalities.

estate units, i.e. 114 developments in the line of Minha Casa
Minha Vida (Real Estate Lending) Program, with the delivery of
18,824 housing units.

o
A &é

R$54.5

Our CCBB were the zone

of 230 cultural initiatives,
with 4.1 million visitors and
R$967.8 million return in

spontaneous media. 12.8% compared to 2016.

maisBB network has 13,774 service stations; and support for financial
education — Minhas Finangas App with four million registered users
and two million hits daily.

Challenge 16: to develop financial solutions and business models that
promote the transition to an inclusive green economy.

Action 46: we developed digital financial solutions to support the public
sector, such as Ourocard Cidades, and sought business partners and
development institutions for agreements and technical cooperation aimed
at promoting the green economy.

We intensified the use of the mobile channel as a way to reduce the
consumption of natural resources. The main actions are the signings of
Crédito Veiculo (Vehicle Loan), whose volume increased by 32% from
January to December 2017, which represented, in contrast, the reduction
of 180,000 print sheets.

Indicator: balance of green businesses — R$193.0 billion, which represents
32.4% of our loan portfolio classified internally.

million contributed in FBB,

which represents an increase of

Challenge 24: to improve the integration of the Private Social Investment
and the business strategy.

Action 76: we approved and published the new guidelines for the Private
Social Investment.

Indicator: donations encouraged (PSI) in the amount of R$37.7 million.
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Our Role in Society

Through our businesses and processes, we seek the vision of providing
the best experience for people’s lives and promoting the development
of society in an innovative, efficient and sustainable way. Our actions
go through constant improvement and we are focusing on reaching
the digital transformation, by promoting and highlighting initiatives
that contribute to the journey of our customers and the technological

inclusion in Brazil. To this end, we are focused on the following areas:

Thus, we highlight below the initiatives effectively carried out during the
year in alignment to the Inclusion and Digital Transformation of the Brazil-
ian Society (see additional information on innovation and digital business-

es in Business Model):

Juvenile insertion into the digital economy, which will de-

velop children and adolescents from the AABB Comuni-

dade Program, of Banco do Brasil Foundation, for the job

market. In 2017, 20 pilot projects for training in activities
directed to social and effective insertion into the digital
economy were approved, for the purpose of developing

digital and information technology skills.

Pilot project for revitalization of AABB Comunidade Program

of Banco do Brasil Foundation that, in the year 2017, served

kv

over 34 thousand children and adolescents throughout Brazil.

The goal is, by updating the pedagogical matrix, to reinforce

J \ the pillars of innovation, entrepreneurship and social and

effective inclusion into the digital economy.

offering and stimulating the access
to internet and technologies.

07

=)

Digital access
We support digital inclusion by

education,

innovation,

&

4

Innovation and entrepreneurship
Via technologies and digital media, we

contribute with the incentive to financial

and social and effective inclusion.

Environmental education and digitization of the Botani-
cal Garden of Rio de Janeiro (RJ), through FBB, for the
purpose of improving visitation through digital solutions,
information on the mobile application, digital collection,
and virtual educational environmental, cultural and his-

torical trails.

Availability of free Wi-Fi, at Avenida Paulista, in Sdo
Paulo (SP), with a contract effective from August 2017
to July 2018, and in 1,181 of our branches, in order to

facilitate the access by customers to BB application.

Service to microentrepreneurs via Facebook, pro-
vided since November 2017. The action, pioneer as a
digital microcredit agent, includes tips to boost sales,
advertise products and services, expand production,
create cash flow and develop the business in order
to improve the customer experience and encourage

entrepreneurship in Brazil.

entrepreneurship

°\f

| W —

Digital culture
Through technology, digital media and the

development of cross-sectional approaches, of
relevant cultural and social scope, we enhance

opportunities and access to knowledge.

Launch of the Public Intelligence Portal — BB Integra:

(http://bbintegra.com.br), in October 2017, for free access to more than 370

indicators, with contextualized information, presented in the form of charts
and graphs, about the Brazilian municipalities. The focus is to support the

public administration and the improvement of citizens’ life quality; and

Launch of “Municipio Mais que Digital” strategy, implemented in
October 2017 to expand, in small and medium-sized municipalities,
the use of alternative means of payment, such as debit cards, credit
cards and digital channels. The strategy aims to reduce the circulation
of paper money, include population digitally, strengthen the local econ-

omy and consolidate our partnership with public entities.

We also play a transforming role by providing loans, moving all corners of
Brazil. Our expertise ranges from microcredit operations to financial solu-
tions for major customers of the wholesale, capital markets and Govern-
ments, as well as prominence in rural and housing financing — areas that
are essential to the economy and social welfare of the Brazilians.
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Green Economy

By incorporating sustainability in a cross-sectional way into our
strategy, we seek to align the provisions of the United Nations
Environment Programme (UNEP) on the green economy. As
agents of the financial system, we assume a crucial responsi-
bility: to direct the investment of funds and assist the transition
from a high-impact economy to a green, low-carbon and inclusive
economy, with an assertive risk management and preparation of

innovative models of fundraising.

In our planning, we take into account the matter regarding climate
change and prioritize businesses that take advantage of the oppor-
tunities of a low-carbon economy. In addition, we ide