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We launched A•D•N
our new virtual space for Learning,

Development and Business.

HIGHLIGHTS

CUSTOMER SERVICE
+1,5 million calls in 2020

(94% were satisfied or very satisfied.
86% received a solution to their concern).

+38,000
Social Savings Accounts.

was the net income
for the fiscal year 2020.

AR$ 916.5 million 

277 social organizations
with which we interacted.

invested in the community.

AR$ 69.2 million

44 organizations sponsored
by collaborators who participated

in the program to strengthen
solidarity initiatives.

270,640 people
who were accompanied

with our programs.

188 volunteer employees.

1,704 employees.

87% of our staff covered
by Collective Bargaining Agreements.

+ 20,000 hours of training.

Branches
62

Digital Workplace,
adoption of digital creation

and collaboration tools.

Launch of the new BH Intranet.

+ 55,000 bundles sold
14,600 savings accounts in pesos,
27,350 savings accounts in dollars
and 5,800 new checking accounts

were opened.

INSURANCE: 
+550 thousand customers

trust in our protection
(+54 thousand enrollments in 2020).

99.8% reduction
in electricity consumption.

56.6% reduction
in gas oil consumption in UPS units.

50.8% are women.

-88% wet waste 
in the head office.

1,150 kilos of paper
and 5 kilos of plastic delivered 

to the Garrahan Foundation.

313 pieces of furniture and 
IT equipment were 

delivered to 10 NGOs
under the “Equipados para Dar” 

(Equipped to Give) program.

We implemented 
a Multidimensional Contingency Plan.

We arranged remote
Customer Service 

operations in record time.

We distributed +125,000
prevention elements 

such as face masks, alcohol-based hand 
sanitizer and gloves.

We promoted the digitalization 
of products and services, and the adoption

of self-service channels.

We carried out massive digital 
crime prevention campaigns.

We adapted the layout
of our branches 

to take care of our employees and customers.
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GRI Content 102-14 

I welcome you to the 10th Sustainability Report 

of Banco Hipotecario, corresponding to 2020, 

prepared in accordance with the Global Repor-

ting Initiative (GRI) Standards.

At Banco Hipotecario, we are aware of the sig-

nificant role of the Financial Sector in the buil-

ding of sustainable development. That is why 

we continually work to manage our business in 

a responsible way, protect our human capital 

and develop it, support the communities whe-

re we operate and conserve natural resources.

In line with the above, in 2020 we updated our 

strategic vision, with a focus on 2023, streng-

thening our role as an efficient digital financial 

services provider for Argentine households, fa-

milies and businesses, renowned for its outstan-

ding customer service; instilling a people-cen-

tric culture, data-based decision making and 

characterized by a positive social footprint.

Among the highlights of the year, it is worth 

mentioning that the COVID-19 pandemic was 

an unprecedented event, which ran through 

the entire 2020 management and which put us 

to the test as an organization and as individuals.

In view of this scenario, we created a Crisis Com-

mittee, made up of referents from different ma-

nagements; we developed a Contingency Plan 

and build general and cross-cutting protocols 

for the Bank and its subsidiaries.

On the local economic front, certain imbalan-

ces were evident, persistent inflation and laws 

and regulations enacted by the government 

and by regulatory authorities, including a freeze 

on rent and mortgage payment hikes, a ban on 

evictions and layoffs, subsidies, compulsory 

credit refinancing, among others. Despite such 

adverse circumstances, the result of the diffe-

rent business lines made it possible to obtain a 

net income of AR$ 916.5 million.

Regarding the social aspect, in 2020 we main-

tained our commitment to the community and 

we continued to support the NGOs with which 

we usually work. At the same time, we promo-

ted collaborative work and we continued wor-

king to provide access to housing.

Our customers were, are and will be our center. 

In 2020, we strived to provide agile and respon-

sible responses, in line with our historical social 

mission, supporting the great effort made by all 

Argentinians. We maintained in-person service 

across the entire Branch Network, provided with 

protection and prevention elements, adopting 

protocols and social distancing measures.

Regarding the staff, the ways of working were 

adapted for employees based in our emble-

matic head office; a 100% virtual scheme was 

adopted. To do so, we defined good practices 

for remote work and remote leadership.

I take this opportunity to acknowledge and 

congratulate our human capital for their com-

mitment to the Bank and for having maintained 

the operations with high quality standards and, 

above all, for having kept the Bank at the servi-

ce of the community.

As for the future, I also wish to mention that we 

ratify our commitment to the Sustainable Fi-

nance Protocol and that we continue to work 

on building a sustainable finance strategy in 

the banking industry.

Without further ado, I invite you once again to 

read the Report and learn more about our Sus-

tainability Management.

CHAIRMAN’S 
LETTER

1

Eduardo S. Elsztain,
Chairman.

CHAIRMAN’S 
LETTER
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We Are Banco Hipotecario

GRI Content 102-1, 102-5 

We are a simple and contemporary bank with 
a broad presence throughout the country. Our 
management focuses on providing compre-
hensive solutions in terms of credit, savings 
and investment, aimed at families, businesses 
and public sector entities. 

With 134 years of history, we are one of the 
most solid institutions in the financial system, 
with a mixed shareholding composition that 
empowers the strengths of the public and pri-
vate sectors. 

We were born in 1886 as Banco Hipotecario Na-
cional (BHN) and, almost a hundred years later, 
we became Banco Hipotecario SA. Currently, 
our main private shareholder is IRSA Inversio-
nes y Representaciones SA, a leading real es-
tate development company in Argentina.

› 2.1 Our Business Areas 

GRI Content 102-6

Through Retail Banking, we provide consumer 
financing alternatives for individuals and com-
prehensive solutions for housing. Among the 
transactional services offered are electronic 
means of payment, the payroll accreditation in 
account and the placement of funds.

In 2020, we increased the Bank's commitment 
to developing digital channels to enhance the 
customer experience both in obtaining new pro-
ducts and services and in transactions.

Through Wholesale Banking, we finance large 
companies and entrepreneurs, and promote 
their access to capital markets.

› 2.2 Location of our Operations 

GRI Content 102-3, 102-4

We have a head office, located in Reconquis-
ta 101, Autonomous City of Buenos Aires, and a 
wide Branch Network, which allows us to reach 
all the provincial capitals of the country.

During 2020, in response to the exceptional si-
tuation caused by the COVID-19 pandemic, the 
service model was adapted to a system of pro-
vision in rotating bubbles that ensured business 
continuity across the entire Branch Network. At 
the same time, the use of the “shift schedule” 
was intensified, which made it possible to meet 
the demand of our customers; and the referral 
to digital channels was promoted.

Our history linked to 
mortgage loans allowed 
more  than 1.8 Million 
argentine families to 
access their first home, 
what made us creators of 
owners.

WITH ACCESS RAMP FOR PEOPLE
WITH MOBILITY IMPAIRMENTS

ATMS

SELF-SERVICE TERMINALS

BRANCHES AND ATMS WITH FUNCTIONS
FOR PEOPLE WITH VISUAL IMPAIRMENTS

97% 
+150 
+200 

20

WE HAVE A NETWORK OF             BRANCHES62 

WE ARE
BANCO 

HIPOTECARIO
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Autonomous City of 
Buenos Aires

10 24 2

Buenos Aires 51 62 6

Catamarca 3 2 -

Córdoba 13 20 1

Chaco 4 5 1

Chubut 4 5 1

Corrientes 3 3 1

Entre Ríos 5 8 1

Formosa 4 4 -

Jujuy 1 4 -

La Pampa 2 2 -

La Rioja 3 4 -

Mendoza 5 7 -

Misiones 4 3 -

Neuquén 3 5 1

Río Negro 2 1 -

Salta 3 4 -

San Juan 3 4 -

San Luis 2 3 1

Santa Cruz 3 3 1

Santa Fe 14 17 2

Santiago del Estero 2 6 -

Tierra del Fuego 2 2 1

Tucumán 5 8 1

Table 1 Location of operations
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› 2.3 Shareholding Structure 

GRI Content 102-5, 201-4

Our capital stock is made by four classes of 
shares: 
» Class “A” shares: held by the Argentine go-
vernment, or its designated trustees, whose 
voting rights are exercised by the Argentine 
government. 
» Class “B” shares: aimed at the employees 
under the Employee Stock Ownership Program, 
who -currently - represent 3.8% of the capital 
stock and whose voting rights (until they are 
awarded to them) are exercised by the Argenti-
ne government.
» Class “C” shares: reserved for primary sale in 
public offering to companies engaged in hou-
sing construction or in the real estate business. 
Currently held by the Argentine government 
through the FFIR1. This share class accounts for 
5% of capital stock.
» Class “D” shares: held by the private sector. 

Any Class “A” shares sold by the FFIR, as well 
as the shares that will be subsequently sold by 
the future purchasers of Class “B” and Class “C” 
shares shall be converted into Class “D” shares. 

1 FFIR: Fideicomiso del Fondo de Infraestructura Regional

Class “D” shares shall not change class becau-
se they are eventually subscribed or acquired 

by the Argentine government, another public 
legal entity or by employees under in the Em-
ployee Stock Ownership Program.

During the 2020 management period, no con-
tributions were made to Banco Hipotecario 
S.A., by national, provincial and municipal go-
vernments, either for tax benefits or financing 
aid/subsidies.

Regarding the shareholding structure, the Ar-
gentine government holds a 58.04% stake with 
respect to the capital and 35.04% of the votes, 
through different types of shares.
 

〉 Economic Group Structure

GRI Content 102-10, 102-45

The consolidated financial statements of Banco 
Hipotecario S.A. include companies over which 
the Bank has direct or indirect control2. The sub-
sidiaries that are not part of this Report are de-
tailed below:

 › BHN Sociedad de Inversión S.A., a company 
engaged in investments and in managing ow-
nership interests in the capital stock of other 
companies; BHN Vida S.A., a life insurance 
company; BHN Seguros Generales S.A., an 
insurance company that carries insurance 
against fire and damage to real property, and 
Comparaencasa.com.

 › BACS Banco de Crédito y Securitización S.A. 
(BACS), a commercial bank which in turn 
owns a shareholding in BACS Administradora 
de Activos SA (BACSAA).

As the parent company, at Banco Hipotecario 
we are at the center of the main financial in-
termediation activities and defer to other eco-
nomic units the banking supplementary busi-
nesses and services, as well as insurance and 
mutual fund management companies.

2. In the reported period, there were no significant changes with regard 
to the structure, share ownership or supply chain of the Organization.

SHAREHOLDERS
CLASS OF 
SHARES

% OF
CAPITAL*

ARGENTINE GOVERNMENT/

BANCO DE LA NACIÓN ARGENTINA  

as Trustee of the Fideicomiso del 

Fondo de Infraestructura Regional 

(FFIR)

A 44.30%

BANCO DE LA NACIÓN ARGENTINA 

in its capacity as Trustee of the 

Employee Stock Ownership Program

B 3.80%

BANCO DE LA NACIÓN ARGENTINA 

in its capacity as Trustee of the 

Fideicomiso de Asistencia al Fondo 

Federal de Infraestructura Regional 

(FFIR)

C 5.00%

ANSES

(Argentine Social Security Office)
D 4.94%

PRIVATE SHAREHOLDERS D 41.96%
(*) Out of a total of 1,500,000,000 shares.

Table 2 Shareholding distribution
as of 31/12/2020

WE ARE
BANCO 

HIPOTECARIO
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BHN SOCIEDAD
de Inversión S.A.

BACS Banco de Crédito
y Securitización S.A. 

BANCO HIPOTECARIO
SOCIEDAD ANÓNIMA

99.99%

BACS Administradora
de Activos S.A.

85%

Comparaencasa.com12.50%

BHN Vida S.A.99.99%

BHN  Seguros
Generales S.A. 

99.9%

0.01%

62.27%

WE ARE
BANCO 

HIPOTECARIO
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›2.4 Products and Services 

Material Aspects: Access to a home, Microcredits

GRI Content 102-2, 102-6

Through our products and services, we create 
value for the diversity of our customers, accor-
ding to the needs of each of the segments.

The structure and balance between assets and 
liabilities allow us to carry out our growth stra-
tegy and development of quality products.

During the reported period, as a result of the 
COVID-19 pandemic and the measures taken 
by the Argentine government, the Central Bank 
of the Argentine Republic (BCRA) made certain 
modifications to the products, aimed at easing 
the financial situation of the different groups of 

customers. Among other measures, the due 
dates of financial obligations have been modi-
fied, the collection of usage fees on some ATM 
operations has been eliminated, the collection 
of punitive interest for some financial obliga-
tions has been suspended for a specified pe-
riod, the maximum and minimum rates of cer-
tain active and passive products have been 
regulated, among others.

As a counterpart and to offset these impacts 
on the financial system, the cost of funding 
was reduced and the liquidity requirements 
were modified.

As of December 31, 2020, lending products to-
taled AR$ 128,855 million, a 13% increase com-
pared to 2019. Out of the total the lending pro-
ducts, the item loans reached 37.6%. 

For their part, borrowing products (deposits 
and negotiable obligations), which are funding 
sources for the Bank, registered a balance of 
AR$ 111,353 million, equivalent to an increase 
of 14% compared to 2019. 

This occurred as a consequence of an increase 
of more than 87% in deposits and a decrease of 
48% in negotiable obligations compared to the 
values recorded in 2019.

2020

Lending Products

Borrowing Products

Deposits

Negotiable
Obligations

2019 2018

Table 3

128,855

111,353

83,113

18,829

Figures stated in millions of pesos.  Values according to the financial statements separated as of 12/31/20.

114,310

97,724

44,238

38,934

167,620

147,142

62,014

62,757

Volume of Lending and Borrowing Products

Lending Products

Mortgage Loans
Consumer Loans
Credit Cards
Insurance Business
SMEs Loans 
Corporate Loans

Borrowing Products

Deposits
Negotiable Obligations

WE ARE
BANCO 

HIPOTECARIO
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Wholesale Banking-Corporate Wholesale Banking-SME

Table 5 Distribution of the portfolio by sectors - Wholesale Banking
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Table 4 Distribution of the portfolio – Retail Banking Products
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Regarding the distribution by sectors of the 
wholesale portfolio (Corporate) in 2020, the 
Energy and Real Estate sectors had the highest 
participation, exceeding 30% of the portfolio. 
Regarding the geographical distribution of the 
products, the Corporate segment kept 100% of 
its destination in the central region. Regarding 
the SME segment, the NOA (Argentine Nor-
thwest) region increased its participation com-
pared to 2019 and reached 11%.

Wholesale Banking - Corporate

Wholesale Banking - SME

Center 100%

Center 82.5%
Cuyo  2.1%
NEA  3.7%
NOA  11.0%
Patagonia 0.8%

Table 6 Geographical distribution
of our products

〉 Lending Products

Mortgage Loans

Mortgage loans are the products that materia-
lize our mission of helping to make the Argenti-
ne dream of having "their own home" come true. 
These loans are granted with our own and third 
party’s equity, and have made it possible to as-
sist different governmental organizations, such 
as provincial housing departments and the Na-
tional Housing Fund.

In 2020, we continued with the origination of 
UVA-linked mortgage loans out of our own 
equity. These loans are primarily intended to 
fund the construction, acquisition, completion 
and enlargement of first and second homes for 
the general public and customers with payroll 
accounts at the Bank. In addition, we continued 
pursuing the development of the PRO.CRE.AR 
program, in our capacity as trustee since 2012.
 
In turn, we completed further upgrades in the di-

gital origination channel to enhance customers' 
experience and shorten credit origination terms. 
We primarily focused on the development of pro-
ducts under the PRO.CRE.AR program, to allow 
for an entirely online credit application process. 
In 2020, we also incorporated new functionali-
ties, such as the transaction tracking dashboard 
which allows customers to monitor the status of 
a credit application, fill out the application form 
and upload the required supporting documents, 
among other features. 

This allowed to maintain the program origina-
tion levels, with customers being able to apply 
for the loans without the need for being physica-
lly present at the branch during the pandemic, 
so that families could access housing solutions 
while preserving their health.

In turn, we finalized the "Third Party Financing” 
project, which allows to manage the funds of any 
party interested in originating mortgage loans, 
using cash management and credit origination 
services.

WE ARE
BANCO 

HIPOTECARIO
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PRO.CRE.AR. Bicentenial

In 2012, the Public Trust Fund was established, 
called the Argentine Bicentennial Credit Pro-
gram for Single Family Housing, which led to the 
most important Credit Program in recent deca-
des to access housing. The main purpose of the 
Program, in addition to becoming a necessary 
driver for the revitalization of the economy, was 
and is to address the housing demand, until its 
creation, unsatisfied.

In our role as trustees of the Trust, from Banco 
Hipotecario, we implement the granting and 
collection of the loans offered, guaranteeing 
the execution of the Program and applying our 
broad experience in the home loan market.

Attributes of the PRO.CRE.AR Program

• Multiplier
• Federal
• Transparent
• Inclusive

Due to the health situation, in August 2020, 
the Program was re-launched, prioritizing 
three main axes:

 › Urban Agenda Updating: a wide range of re-
cipients, with the commitment to include peo-
ple with disabilities, respect and protection of 
local identities, and the gender perspective. 
Likewise, criteria of connectivity, accessibility, 
environmental sustainability and community 
hygiene were incorporated.

 › Projects Integrality: integration of these with 
the urban fabric, generating quality public 
spaces and new infrastructures that allow 
commercial, cultural and community uses, 
establishing the concept of the federal spirit 
of the Program.

 › Economic Dynamization: reactivation of lo-
cal economies taking into account the critical 
context, generating employment and recog-
nizing the strategic role of construction.

To do so, credit vehicles were created in accor-
dance with the current framework and bearing 
in mind the salary difficulties of this fiscal year. 
A new credit update formula called Hog.Ar was 
created, which is linked to salary variation and 
replaces UVAs, providing predictability over 
the life of the loan.

The credit lines reached by this re-launch are 
the following:

 › Enhancement Microcredit Line: to enhance 
terminations and minor arrangements.

 › Refurbishment Improvement Line: for general 
refurbishment of the home.

 › Gas Enhancement Line: to carry out home ins-
tallations for access to the gas network up to 
three outlets.

 › Enlargement Line: for enlargements of up to 
20m2 in existing homes.

 › Construction Line: for construction of houses 
of up to 60m2 in PRO.CRE.AR, Municipal or 
own lot.

 › Lots with Utilities Line: generation of urban 
land for families that do not have their own 
land.

 › Urban Development Line: urban develop-
ment and housing complexes in PRO.CRE.AR 
premises. 

The purpose of the 
PRO.CRE.AR program is to 
increasingly guarantee the 
right to have access to a 
home and to foster a 
virtuous circle in the 
economy

In 2020 we completed 
eight years as 
administrators of the 
PRO.CRE.AR, trust, under 
which we delivered more 
than  + de 213,000 
housing solutions as a 
response to the housing 
needs identified in the 
country

WE ARE
BANCO 
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Individual Home Financing

The individual credit lines vary according to 
the needs of the beneficiaries: construction, 
enlargement, completion and refurbishment 
of homes.

Urban Developments 

The Urban Development line constitutes the 
major credit line to buy brand-new homes 
available in the country.

Families from several parts of Argentina have 
a chance to participate in raffles for homes 
-turnkey- or lots with utilities, depending on 
the proposal available in their area.

Urban Projects are a tool to strengthen and 
consolidate social integration processes 

and to encourage economic growth through 
home building. In turn, they bring along the 
added value of controlling and using urban 
land for social purposes, helping to limit spe-
culation in real estate transactions.

Achievemnts 2020

+23,000 HOMES IN EXECUTION WITH A 
VOLUME GREATER THAN 2 MILLION M2

 › 70 lots of land awarded and underway (ave-
rage project completion is at 97.7%, while 
average finance completion is at 95.4%).

 › 16 housing lots raffled among 55,000 enro-
lled people (new lots and lots remaining from 
other draws), accounting for a total of 3,267 
homes.

 › 45 lots with utilities raffled among 70,000 
enrolled people (lots remaining from other 

draws), accounting for a total of 4,604 lots. 
 › In the same period, and in an adverse con-

text, 2,687 homes and 503 lots with utilities 
were delivered.

The milestone of deliveries was achieved des-
pite the current sanitary restriction and in full 
compliance with all the protocols issued by 
the Government authorities. It represented the 
start-up of novel processes with the aim of 
complying with the guidelines set by the Pro-
gram authorities, without detriment to the care 
of workers in the different stages of this pro-
cess, which is quite complex (Bank employees 
from external and internal areas, notaries' offi-
ces, general employees of the works, gover-
nment officials and authorities and, above all, 
beneficiary families throughout the country).

The Young Savings line, which brought toge-
ther young people between the ages of 18 
and 35, was discontinued, but the Program's 
commitment to delivering a housing solution 
was maintained. In this regard, the process of 
those Beneficiaries who had advanced in the 
process continued.

LINE
AMOUNT OF LOANS

AMOUNT LENT
(MILLIONS OF PESOS) EQUITY

2020 2019 2020 2019

Home construction 2 27 7.1 44.9 BHSA own 
equityHome acquisition 11 23 15.3 33.9

PRO.CRE.AR Young Savings
“Ahorro Joven”

22 92 15.7 83.7
PRO.CRE.AR

Microcredits Better Home
“Mejor Hogar”

13,416 25,371 558.9 853.2

Table 7 Loans granted 
Handling of community 
conflicts: we managed 
to reach peaceful 
agreements with 
beneficiaries groups, 
which fostered shared 
rules not only inside 
the neighborhoods but 
also with surrounding 
neighborhoods.
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Buenos Aires Station's Urban Development

In 2020, 76 families acquired their home in the 
lot through a subsidized loan and the reloca-
tion process was completed.

These families were living on public land, in pre-
carious buildings that threatened their health. 
When the Urban Development was built, buil-
dings were constructed so that they could have 
legal tenure of their homes and live in quality 
apartments with all the basic utilities. 

Consumer Loans

The consumer loans we offered to our custo-
mers in the retail segment in 2020 were charac-
terized by being at a fixed rate, with financing 
payable up to 60 months and an aggregate 
amount offered of up to AR$ 1,000,000 (one 
million).

In turn, as of June, preferential rate offers were 
incorporated for High Income and Payroll Ac-
count customers, which were advertised in di-
gital and in-branch campaigns. Consequently, 
origination increased as from the second half 
of the year, allowing the Bank to surpass the 
year’s initial target. 

Finally, in 2020 the Bank originated 2,808 con-
sumer loans, which accounted for AR$ 327 mi-

llion in volume, which represents a 28% decrea-
se compared to 2019

Our customers are offered and can acquire this 
product primarily at our Branch Network. The 
breakdown of origination shares is as follows: 
Branches: 69%; Home Banking: 29%; and Tele-
marketing: 2%.

Credit Cards

The VISA Credit Card portfolio (National, Inter-
national, Gold, Platinum and Signature) was 
comprised by 658,910 accounts with account 
statements, which represented a volume of 
AR$ 19,762 million for 2020.

During the year, the Argentine Government im-
plemented several policies (regulations enac-

ted by the BCRA) by reason of the social dis-
tancing, such as: origination of zero-rate credit 
card loans for taxpayers under the simplified 
tax regime and self-employed workers; the re-
financing of monthly credit card outstanding 
balances with a grace period and at fixed rate; 
fees and commissions remained unchanged 
all over the year, among others.

During 2020, we continued pursuing our Com-
mercial Strategy focused on growth and pre-
servation of target segments, from acquisition 
to loyalty/retention.

Finally, we kept enhancing the Customer Ex-
perience, primarily on Digital Channels (focu-
sed on Mobile Banking display and browsing 
capabilities).

We have +658 thousand credit 
card accounts and +788 thousand 
debit card accounts

2020 2019
Consumer loans
granted

Volume (millions
of pesos)

Table 8

2,808

327

7,642

456

Consumer Loans

2020 2019

Number of credit cards

Number of debit cards

Table 9

658,910

788,551

829,181

795,463

2018

769,255

741,275

Customers - Credit and debit cards
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Insurance Business

We offer our customers the protection they 
most need through a wide range of insurance::

The insurances make up the portfolio that ge-
nerated 152 thousand sales in 2019. The num-
ber of current insurances in the reported pe-
riod was 686,000 and the level of accrued 
premiums amounted to AR$ 1,539 million.

In 2020, we originated 54,500 new policies, 62% 
of which through the telemarketing channel and 
38% at branches. At the year-end, the insurance 

portfolio comprised 555,000 current policies, 20% 
less than those registered at the end of 2019. Ac-
crued premiums for the year amounted to AR$ 
1,706 million.

In 2020, we also posted fee income as a result of 
promotional actions and customer referrals for the 
Multi-assistance Home Insurance offering. The 
fees derived from this business line during the 
year amounted to AR$ 49 million.

Corporate And Smes Loans

In line with the global strategy, Corporate Ban-
king was focused on increasing transactional 
volumes. Consequently, the credit offering was 
primarily targeted at working capital financing 
and customers with reciprocal transactional 
business, thus maintaining a balanced portfo-

lio, with adequate exposure to credit risk.

Relative to 2019, Corporate’s Banking assets in 
pesos increased, primarily in the form of working 
capital agreements and loans, with the U.S. dollar 
portfolio having declined USD 40 million (-42%).

The SME segment has over 3,200 customers 
from a broad variety of segments. At year-end, 
the Bank’s credit exposure to SMEs was around 
AR$ 2,605 million, with secured loans accoun-
ting for 82% of that total, supporting the credit 
facilities for SMESs countrywide mandated by 
the BCRA.

The breakdown of the portfolio of private-sec-
tor loans was as follows: 66.3% in consumer 
and mortgage loans and 33.7% in commercial 
loans. In turn, secured loans, with different 
types of collateral, stood at 17%.

2020 2019

Current policies 

Accrued premiums
(millions of pesos)

Table 10

555,000

1,706

686,000

1,539

2018

853,000

1,282

Insurance

Values according to reports at the end of each year.

2020 2019

Credit exposure
 - SMEs (millions of pesos) 

Secured loans 

Table 11

2,605

82%

950

65%

2018

1,700

82%

SMEs Loans

2020 2019

Volume (millions of pesos)

Type

• Consumer

• Commercial

• Mortgage

Table 12

48,448.0

49.3%
33.7%
17.0%

43,594.9

55.8 %
28.1 %
16.1 %

2018

45,161.8

59.3 %
28.1%
12.6%

Loans to the Private Sector

Values according to reports at the end of each year.

+550 thousand 
customers trust our 
protection
+54 thousand new 
policies in 2020

 › Home Insurance
 › Life Insurance
 › Personal Accident 
Insurance

 › Personal Property 
Insurance

 › ATM Theft Insurance
 › Purchase Protection
 › Health Insurance
 › Car Insurance
 › Comprehensive 
Business Insurance
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〉 Borrowing Products 

Sight Deposits

During 2020, account captures were primari-
ly focused on the Product Bundling acquisition 
strategy, succeeding in opening 98,035 new ac-
counts denominated in pesos. Twenty six per 
cent (26%) of these new accounts were opened 
at our branches, while 60% of them were ope-
ned through our electronic channels, primarily, 
Home Banking. Such a distribution is due to the 
decrease in branch traffic as a consequence of 
the COVID-19 pandemic.

In turn, the Bank opened 35,541 savings accounts 
denominated in U.S. dollars, with a sharped de-
cline compared to 2019.

The Bank continued to make progress with its 
bundling strategy. As at December, the Bank 
sold 55,000 bundles accounting for the ope-
ning of 14,600 savings accounts in pesos, 27,350 
savings accounts in U.S. dollars, and 5,800 new 
checking accounts.

In an effort to foster customer loyalty, account 
usage and transactions, the Bank continued 
with its segmented marketing campaign plan 
targeted at certain customers. Such campaigns 
are focused on increasing the use of bank ac-
counts as a means of payment, and fostering 
Debit Card spending and activation, by offering 

benefits in several lines (stores, supermarkets, 
among others).

Regarding the inventory of accounts, in 2020 
there was a considerable increase in Social Sa-
vings Banks, which exceeded 38,000 accounts 
at the end of the period.

2020 2019

Savings Accounts in
Argentine pesos

Checking Accounts

Savings Accounts in USD

Table 13

98,035

6,369

35,541

80,748

16,413

100,117

2018

129,733

18,635

90,541

Account Opening

2020 2019

Number of Checking Accounts

Number of Savings Accounts

Number of Social Assistance
Savings Accounts

Table 14

38,884

815,228

38,229

42,540

816,426

11,833

2018

26,167

795,389

-

Inventory of Accounts
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Term Deposits

Our term deposit taking strategy was aimed at 
reaffirming the criteria of sustainability, quali-
ty and optimization of portfolio profitability. In 
so doing, different approaches were used de-
pending on whether the customers were ins-
titutions or individuals. Different interest rates 
were applied to different segments optimizing 
funding costs. In addition, individual customers 
were offered a differential rate by term and 
amount, with the ensuing improvement in the 
profitability of each tranche.

Effective since November 2020, the Bank re-
sumed its term deposit taking campaigns offe-
ring preferential rates to target segments and 
noncustomers through the on-line term depo-
sit known as Plazo Fijo Web.

As concerns managing institutional customers, 
leadership at the branches in the Argentine 
provinces continued to be reinforced. Empha-
sis was placed on customized service and on a 
segmented offering of products depending on 
the type of customer. Furthermore, the Bank 
continued to deploy the strategy for the pro-
motion of and referral to electronic channels to 
make term deposits (Home Banking, TAS, and 
Mobile Banking), thus fostering the use of ac-
counts generating float.

Other Funding Sources 

During 2020, we continued pursuing our funding source diversification strategy, based on sight 
and term deposits and debt borrowed from capital markets (DCM). We placed Negotiable Obli-
gations in pesos in the local market for an aggregate principal amount of AR$ 390.6 million at 
18 months, and Negotiable Obligations in UVA for an aggregate principal amount equal to UVA 
60.3 million, at 24 months. Additionally, we issued Negotiable Obligations in U.S. dollars for an 
aggregate principal amount of USD 78.3 million as a result of the exchange of Class XXIX Nego-
tiable Obligations. 

2020 2019

Term Deposit in pesos 
(millions of pesos)

UVA Term Deposit 
(millions of pesos)

Term Deposit in USD 
(millions of U.S. dollars)

Table 15

33,244

356.8

41

13,588

757.5

63

2018

13,752

630

44

Inventory of Deposits

2020 2019

Local Indebtedness

International Indebtedness

Total Deposits

Table 16

10.0%

9.0%

81.0%

14.4%

32.8%

52.8%

2018

9.7%

24.1%

66.2%

Funding Sources

In 2020, we managed to increase the balance 
of individuals' term deposits across the entire 
Branch Network, by AR$ 3,279 million and rea-
ching more than 35,900 customers.
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COVID-19 CONTINGENCY PLAN

Material Aspect: Health and Safety 

GRI Content 103-2, 403-5, 403-6, 403-7

The sudden emergence of the COVID-19 pan-
demic imposed an agenda as challenging as 
it was urgent, for both the public and private 
sectors. In turn, the great impact at the health, 
economic and social level posed unpreceden-
ted challenges and the necessary collabora-
tion between banking entities in order to share 
best practices and mutual help.

It is worth noting that, in the area of Social Res-
ponsibility, in 2020 we continued with close work 
and collaboration with different NGOs, and our 
social investment actions were adapted to the 
demands and urgencies that were manifested 
as a result of the COVID-19 pandemic.

To carry out the Contingency Plan, it was es-
sential to create a Crisis Committee, made up of 
referents from different managements, as well 
as the development of general and cross-cut-
ting protocols for the Bank and its subsidiaries.

› 3.1 Health and Care of Employees

One of the first measures we implemented was 
to arrange for 100% of the employees in the 
central areas to work remotely, maintaining 
the service, quality and security standards re-
quired for the proper functioning of the Bank. 
To do so, we established good telework and 
remote leadership practices. In turn, to accom-
pany this new Home Office work modality, all 
the Bank's IT equipment was managed, coor-
dinated and configured.

For those who had to attend work in person, 
we implemented a  health sworn statement 
and developed emergency protocols in the 
event of a positive or suspicious case. At the 

We developed a 
multidimensional 
contingency plan  that 
prioritized the health 
of our employees and 
the safeguarding of the 
business management, 
always committed to the 
care and assistance of our 
customers

COVID19
Contingency

Employee Health and Care

Business continuity

Remote work

New service mode in Branches

Customer Experience & Cybersecurity

Digitalization, Virtualization

Efficient use of Natural Resources

Crisis Committee

same time, we distributed personal prevention 
supplies and signage in Branches; and we pro-
vided mandatory training addressed to all em-
ployees to raise awareness on the COVID-19. 

On the other hand, we arranged vinfluenza 
vaccination sites across the entire Branch Ne-
twork, with 7 vaccination points in the City of 
Buenos Aires and Greater Buenos Aires area for 
the head office’s employees.

To know the perception of our employees, learn 
about opportunities and empower their perfor-
mance, we conducted 4 pulse surveys, with an 
average of 200 participants. 

COVID-19 
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As concerns Culture and Communication, in 
2020, we focused on the adoption of collabo-
rative tools that foster and encourage better 
ways of working, such as Teams, SharePoint, 
Forms, and Stream, among others. The major 
milestone that convened many of these tools 
was the launch of a new, more agile, accessi-
ble and collaborative Intranet, developed with 
new technology within SharePoint.

We conducted over 15 communication cam-
paigns  related to the business and Human Ca-
pital programs, and organized several virtual 
celebrations to commemorate special dates 
(the Customer's Voice, lifetime achievement 
medals, year-end. etc.) to strengthen the com-
mitment and the goals for the year.

4 Pulse surveys  reflected 
85% acceptance of 
teleworking as a regular 
work modality

More than 100 communication 
actions  helped reinforce the 
commitment to the business 
continuity and the preventive 
measures to take care of our 
customers and employees.

Thanks and applause to all the people of BH for the effort and commitment. 
General Management Team.
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› 3.2 Business Continuity

The pandemic had major consequences on bu-
siness and economic activities at the global and 
local levels. Therefore, to ensure business conti-
nuity and reinforce our commitment to our cus-
tomers, we implemented a series of actions that 
are in line with the Bank's new vision of positio-
ning itself as an efficient and effective financial 
services provider.

As a first step, we had to  adjust the Bank's 
daily processes to face the new scenario and 
to comply with the rules and regulations man-
dated by the Argentine Government and the 
BCRA throughout the year..

〉 Branches

In response to the mandatory lockdown and 
social distancing measures associated with the 
COVID-19 pandemic, we modified our servi-
ce model by implementing rotating workfor-
ce bubbles that ensured business continuity 
across the entire branch network.. 

In turn, the use of the appointment agenda  im-
plemented in 2018 gained particular relevan-
ce during the year, in that it allowed to swiftly 
accommodate to the unknown scenario and 
meet our customers' demands.

Among the items distributed to the branches, 
30 thousand disposable face masks were in-
cluded that were purchased from Somos Juno, 
a social company from the province of San Juan 
that provides opportunities to generate extra 
income to women who perform sewing tasks 
from home. JUNO seeks to empower women 
through work and thus, positively impact their 
families and society. Women network, promo-
ting the freelance concept in offline jobs using 
idle skills. Most of the women that make up the 
network own semi-industrial machines but do 
not use them 100% or manage to overcome 
self-employment.

〉 Digitalization, Virtualization & 
Cybersecurity

In order to continue providing a quality service 
to our customers in the new context imposed 
by the pandemic, we made  further progress 
with digital processes: simplified documenta-
tion, workflow re-engineering, paperless pro-
cesses, advances in the deployment of a digital 
container, and identification of channel referrals 
for customers' self-service, taking into account 
the restrictions on in-person service.

In turn, as a sales strategy to address the les-
ser number of customers present at branches, 
we promoted the referral to digital channels 
both for our existing customers and the digital 
onboarding to capture new customers.

In addition, the Bank initiated a phone mana-
gement pilot test with the Genesys dialer so-
lution for business officials operating remotely 
and the acquisition of a tool to capture digital 
signatures in a secure manner to reinforce re-
mote origination.

The sudden virtualization of economic and so-
cial life led many swindlers and cyber-criminals 
to take advantage of certain users̍ carelessness 
or lack of experience to steal personal data, up 
to and including money.

The emergence of new modalities and a greater 
number of cyber-attacks prompted us to launch 
several awareness campaigns to prevent digital 
frauds perpetrated on our customers, through a 
series of security recommendations published 
on digital media and social networks.

We adapted the layout of 
the branches, we provided 
them with safety items 
and distributed +125,000 
prevention elements  
such as face masks, 
alcohol-based hand 
sanitizer and gloves, to 
take care of the health of 
employees and customers

100% Online
Accounts Opening
Appointments For Service At 
Branches 
PRO.CRE.AR: Credit Application And 
Processing
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During 2020, reports of digital fraud increased 
by 3000%, as a result of the greater exposure on 
public sites and social media. Consequently, the 
banks joined in a massive campaign to prevent 
digital crime. Banco Hipotecario, in association 
with Banco Itaú, BBVA and Banco Macro, foste-
red the first joint action in the banking industry. 
We combined aesthetics and messages to warn 
customers about the multiple stunts used by 
cyber-criminals to take advantage of non-tech 
savvy users, lacking knowledge about the use 
of digital tools and channels.

The banks joined in a 
massive digital crime 
prevention campaign
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Internally, among the measures implemented 
as a result of the reconfiguration of the work 
model proposed by the pandemic, are::

• New VPN policies for employees (Mac and 
Windows).

• Two-factor authentication of collaborative 
tools.

• 99% update of the antivirus of all PCs and 
Notebooks.

• Pishing and Ransomware drills to raise awa-
reness of risks on the internet, etc.

On the other hand, we reinforced the knowled-
ge of new maneuvers and technological skills 
to tackle new issues, we increased controls and 
carried out procedures to take extreme care 
and reduce risks. 

At the same time, we deepened the mecha-
nisms for the prevention of money laundering 
and the anti-fraud policy of the Company.

As regards marketing and communication ac-
tions, 2020 was characterized by virtualization 
and digitalization. We focused on informing and 
educating customers on the changes in ban-
king transactions and on fostering the adoption 
of digital self-service channels.

We also created a website where customers 
can make appointments to do their banking 
business in person at the branches.

During the year, we launched campaigns to  
foster the use of the banksˈ digital wallet, 
MODO, which allows to shop directly from a 
mobile phone using a QR code.

Our Focus

Inform and educate our customers

Foster the adoption of self-service channels

Warn customers about possible cyber-attacks

In turn, we implemented for the first time the 
use of push notifications to reach our Mobi-
le Banking app users with offers and relevant 
messages. 

As a result of our intense new customer ac-
quisition campaigns on social media, Email 
Marketing and Google Adwords, among other 
platforms, we generated over 22,000 bundle 
offers targeted at prospects.

COVID-19 
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〉 Efficient Management Of Resources

The COVID-19 pandemic brought about a subs-
tantial decrease in electricity consumption vis-
a-vis 2019. However, the Bank also took several 
actions to mitigate its environmental impact, 
including:

• Lighting: The Bank reduced its lighting-rela-
ted electricity consumption by shutting down 
lights on inactive floors at the head office.

• Ventilation and AC: The Bank shut down all 
AC equipment and ancillary ventilation sys-
tems on floors that remained inactive during 
the year. 

• Heating: Heating remained on only in winter 
on the ground floor and 1st basement level, 
thus achieving substantial gas savings.

• The Bank sought advice from electricity ex-
perts to streamline energy consumption, with 
the ensuing impact on energy savings and 
costs. In addition, at the head office, monthly 
electrical protocols were implemented to en-
sure the building's power sustainability.

Due to the situation described, electricity con-
sumption was reduced by almost 100% and 
gas oil consumption in UPS units declined by 
around 57%.

〉 Customer Experience

The context of COVID-19 fostered remote Cus-
tomer Service operations in record time. We 
coordinated the transfer of customer service 
representatives and their workstations to their 
homes, providing continuous service through 
all enabled channels (telephone, email and 
social networks), which allowed us to be avai-
lable to our customers in such a challenging 
moment.

The challenge was not only to have the equi-
pment available, like the one we usually have, 
but also to manage, train and develop remote-
ly. This situation had an impact on both people 
and processes.

In order to support virtuality, we worked on 
changing the impact processes on customers 
that had as a component the in-person servi-
ce in branches, which migrated throughout the 
year, such as the release of mortgage or the 
increase of the credit card purchase limit.

We mobilized our resources 
to ensure a continuous quality 
service for our customers

Likewise, we prioritized customer service for 
segments with special needs, such as the el-
derly or beneficiaries of the PRO.CRE.AR pro-
gram credits.

At the same time, we added the important mi-
lestone of the deployment of our new CRM, 
Dynamo, which offers us a comprehensive, 
dynamic and intuitive view of our relationship 
with the customers.

We are still experiencing the pandemic and 
the scope of its effects is unknown. However, 
we are closely monitoring the situation and ta-
king all measures that are within our power in 
order to preserve the integrity of employees 
and operations.
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OUR BUSINESS STRATEGY

Material Aspects: Economic Performance, Acquisition Practices,
Customer Experience

In 2020, the management of our business yiel-
ded a positive result for the year and was cha-
racterized by the following axes:

As regards Retail Banking, we continued to 
deepen our relationship with the customers, 
strengthening our position in the market. With 
a strategy focused on the continuous offering 
of products, we sought to improve funding and 
transactions.

Due to the pandemic, we increased the com-
mitment on the development of digital chan-
nels to enhance the customer experience both 
in obtaining new products and services, as well 
as in transactions. 

Additionally, in this period we reinforced the 
communication with customers through digi-
tal media, and we also strengthened the deve-
lopment of the use of social media (Instagram 
and Facebook). As for traditional channels, 
such as branches and the contact center, we 
quickly adapted to the new working conditions 
associated with the pandemic. At branches, 
the work teams were split in order to continue 
servicing customers in a sustainable manner; 
the branches could be kept 100% operational. 
Agentsˈ activities at the contact center were ra-

pidly decentralized through the current pro-
viders, allowing to maintain the service to the 
customer without sacrificing quality.

As regards Corporate Banking we focused 
on increasing liabilities and transactional vo-
lumes. Consequently, the credit offering was 
primarily targeted at working capital financing 
and customers with reciprocal transactional 
business, thus maintaining a balanced por-
tfolio, with adequate exposure to credit risk. 
In addition, Corporate Banking, together with 
Finance, offered corporate customers several 
investment alternatives.

Some relevant overall results of the strategy 
include: liabilities in pesos increased threefold 
vis-a-vis 2019, accounting for an increase of 
AR$ 1,638 million, the transactional volume 
rose 40%, totaling AR$ 7,338 million and the 
number of payroll accounts grew 127.

Retail
Banking

Wholesale
Banking

Public Banking

SMEs Banking

Corporate Banking

In 2020, we continued to consolidate the SMEs 
Banking segment by adding new customers, 
consolidating the relationship with the exis-
ting ones, and developing and hiring human 
capital with expertise in this segment, parti-
cularly, at branches, with a view to increase its 
presence in the short term.

The growth strategy was primarily focused on 
transactional businesses, offering competitive 
and comprehensive products primarily encom-
passing Payroll Account Services, Collection 
Systems, Payments to Suppliers, Tax payments 
to the Argentine tax authorities (AFIP), Link ATM 
Network Payments, and Echeq, among others.

In turn, we launched the PyME Pack, a group of 
products and services with exclusive benefits 
designed for the microenterprise segment. On 
the other hand, we maintained our share in the 
reciprocal guarantee company (SGR) market.

OUR
BUSINESS
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As regards Public Banking, during 2020, we 
made progress with a strategy focused on lia-
bility growth (primarily in terms of demand de-
posits), marketing of transactional products, 
and payroll accounts.

We continued delivering a customized service, 
consolidating a customer-centric service mo-
del, and strengthening our regional presence, 
through an increased synergy with the branch 
network. We also engaged ongoing efforts in 
the introduction of new organizations to the 
Bank's portfolio.

Some business highlights in 2020 include: the 
peso-denominated liability portfolio increased 
twofold, a net increase of over 600 payroll ac-
counts was registered and transactional volu-
mes doubled during the year.

› 4.1 Acceleration in Digital Transformation

Immersed in the digital transformation process 
that began the previous year, in 2020 we de-
veloped a self-assessment survey to measure 
the Bank's current and target status of digital 
maturity. The survey has revealed that Banco 
Hipotecario is at an early stage of maturity in 
terms of digital transformation and has a cha-
llenging ambition.

In view of the Bank's ambition in terms of digital 
transformation, we underwent certain changes. 
The Digital Transformation area, which develo-
ped its activities separately from the business 
areas, started to execute its activities under a 
hybrid model. In other words, it turned into a 
service area in which digital transformation is 
anchored in multiple businesses, but centrally 
managed by the Digital Transformation area. 

The Digital Transformation area’s main goal 
is ensuring the alignment, execution and fo-
llow-up of the priorities defined by the busi-
ness through the steering committee at its 
quarterly meetings, while also being tasked 
with escalating the agile work methodology 
organization-wide. 

THE 6 ASPECTS THAT LEVERAGE 
DIGITAL TRANSFORMATION

HOLISTIC STRATEGY WITH CLEARLY
ARTICULATED BUSINESS GOALS

AGILE MIND AT LEADERSHIP LEVELS
(FAIL FAST - LEARN FAST)

EFFECTIVE MONITORING OF PROGRESS
AND RESULTS

TOTAL COMMITMENT FROM THE CEO/
LEADERSHIP/MIDDLE MANAGEMENT

OUTSTANDING TALENT TO HANDLE 
TRANSFORMATION

MODULAR TECHNOLOGY
AND FLEXIBLE DATA PLATFORMS

1

2

3

4

5

6
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During 2020, we continued executing activities 
related to the following workcells:

We are all responsible
for change

This workcell was primarily tasked with 
enhancing the customer experience with 

digital channels, reducing the “friction” 
when doing transactions via such 

channels. To such end, new services and 
products were redesigned and 

incorporated to mobile and home banking.

In an effort to increase customer 
transactions, the Bank implemented 

certain functionalities, such as: details of 
the business where the customer 

completed a transaction using a means 
of payment, so that customer can 

accurately track the transaction location, 
deployment of a shopping recommender 

system based on shopping history, 
customer geo-localization, etc.

This workcell was primarily tasked with 
developing services in order for the Bank 

to be part of the MODO Wallet. 
The services so developed were related 

to person-to-person (P2P) money 
transfers using a mobile phone and 
in-store purchase transactions using

a QR code (P2M). 

Both functionalities are developed in the 
Modo Wallet and available to customers. 
Also during the year, the Bank deployed 
the P2P functionality through its mobile 

banking application.

This workcell further enhanced the 
digital channel experience in the 

origination of mortgage loans and 
consumer loans (microcredit) under the 

PRO.CRE.AR. program. 

It should be noted that the assessment of 
loans and loan disbursements was 

performed through an entirely digital 
process, without the customer having to 

visit the branch.

EVERYDAY
BANKING

MODO
WALLET

“BUY YOUR HOME”
(COMPRA TU HOGAR)

In turn, through the use of the new agile and 
governance methodologies developed at the 
Bank, the Digital Transformation area, jointly 
with the office of the General Manager, set out 

to arrange the restatement of the Bank's vision 
and the definition of key goals and results, wi-
thin a 3-year term.
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STRATEGY

4



2020 30

› 4.2 Economic Performance 

GRI Content 102-7, 103-1, 103-2, 103-3, 201-1

〉 Macroeconomic Context

In 2020, the COVID-19 pandemic brought 
about a challenging environment at a glo-
bal level. However, the fast and strong stimuli 
measures adopted by governments, together 
with the absence of disruptive episodes in in-
ternational financial markets, paved the way 
for a recovery trend among markets, including 
emerging economies. Yet, global economic 
growth expectations remain weak and are li-
kely to be revised downward. 

To Argentina, the pandemic meant a combi-
nation of unprecedented external and internal 
shocks on an economy that had already been 
recessionary for almost two years, coupled with 
high inflation and public indebtedness at un-
sustainable levels. However, the financial sys-
tem continued to display adequate resilience 
during 2020.

This performance was sustained due to a com-
bination of hedges previously secured to cope 
with stress scenarios—high and growing levels 
of liquidity, allowances, and capital—, the bene-
fits of having a regulatory and supervisory fra-

mework aligned with international standards, 
and the specific actions taken by the BCRA to 
mitigate lending pro-cyclical dynamics, protect 
the most badly hit households and businesses, 
and preserve financial stability.

However, the depth of the financial system is sti-
ll low within the economy (in part, as a counter 
effect of the private sector's low leverage levels) 
and limited term transformation. In addition, a 
considerable part of transactions are still focused 
on less complex products, primarily transactio-
nal products, while the extent of direct intercon-
nection among the block of financial institutions 
is limited. Amidst the current challenging envi-
ronment, these characteristics restrict the sour-
ces of vulnerability stemming from the business 
customary risk exposures, while highlighting the 
sector's significant growth potential.

Upon the eventual realization of the aforemen-
tioned risk factors, it is highlighted that the sys-
tem has limited sources of vulnerability and is 
equipped with substantial hedge instruments, 
which should provide significant resilience. In 
this respect, an aspect to be monitored is the 
development of the credit portfolio quality.
Other potential source of vulnerability for the 
system vis-a-vis the aforementioned risks is 
associated with a slowdown of the interme-
diation activity. 
 

〉 Strategy And Management

The different goals set out in the Bank's strate-
gy are subject to a periodic analysis and mea-
surement of the degree of compliance with the 
different objectives by the manager of the Plan-
ning and Management Control Area. From daily 
tasks to quarterly or annual reports, economic 
performance is rigorously evaluated by see-
king both the correct execution of the Business 
Plan drawn up, as well as the early detection of 
deviations and opportunities for improvement, 
in order to meet long-term strategic objectives 
and, consequently, the vision defined by Senior 
Management.

The Planning and Management Control Area, to-
gether with the corresponding business areas, 
define the business objectives and projections, 
all based on the Vision, Mission and Strategic 
Axes defined by the Senior Management, and 
in consideration of an expected macroecono-
mic context. In addition, such Area is in char-
ge of monitoring said strategic objectives with 
the corresponding level of disaggregation, ma-
king them known at regular business monito-
ring meetings, in monthly and quarterly reports 
with indicators and key data for monitoring, in 
monthly executive reports and quarterly moni-
toring of spending, among others. 

On this occasion, the strategic axes defined by 
the Bank's Management, and on which the Enti-
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ty's performance is evaluated, are in line with the 
customer's assessment based on an innovative, 
omni-channel experience renowned for its ex-
cellence; people development, within an agile 
and flexible culture, supported by data-based 
decisions and fostering a positive social impact 
and with a highly efficient and profitable, sus-
tainable strategy supported by a balanced and 
competitively funded business.

As regards the management analysis tools, it is 
worth mentioning that the Monthly Control Sco-
recard is issued on a monthly basis, where com-
mercial indicators and targets are monitored, 
such as loan origination, deposit taking, balance 
evolution, asset portfolio quality, among others.

Likewise, the Quarterly Management Control 
Report is prepared, where an analysis of the 
Bank's management is carried out throughout 
the quarter. This Report, and in addition to what 
is specified in the Monthly Control Scorecard, 
states the diversification of the funding struc-
ture, workforce, commission income, billing of 
the insurance activity, sources of income gene-
ration for services, analysis of budgetary devia-
tions, degree of progress of the different projects 
and investments consigned for the current year, 
follow-up of the businesses of the subsidiaries 
and follow-up of the stated goals.
 

2020 2019 Change

Number of employees 1,704 1,757 -3%

Number of suppliers 3,106 1,377 126%

Assets (millions of Argentine pesos) 128,855 114,310 13%

Liabilities (millions of Argentine pesos) 111,353 97,724 14%

Shareholders' equity (millions of Argentine pesos) 17,502 16,586 6%

Number of Checking Accounts 38,884 42,540 -9%

Number of Savings Accounts 815,228 816,426 -0,1%

Number of Social Assistance Savings Accounts 38,229 11,833 223%

Number of Credit Cards 658,910 829,181 -21%

Number of Debit Cards 788,551 795,463 -1%

Data corresponding to Banco Hipotecario SA (subsidiaries not included). Values according to the financial statements separated as of 12/31/2020.

Table 17 Main aspects of Banco Hipotecario

On the other hand, and in order to converge in 
a uniform guideline for the entire Organization 
towards ongoing improvement and greater effi-
ciency of business processes, the Budget and 
Expenditure Control area is in charge of ensuring 
an adequate control environment of budget ma-
nagement, from the preparation of the Budget, to 
the final execution of expenses and investments. 
The reasonableness, timeliness and measure-
ment of the requests for funds that are genera-
ted are permanently analyzed. It has a metho-
dology for monitoring Administration Expenses 
and Expenditures for Services that include a se-
ries of monthly and quarterly reports, periodic 
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meetings with the different areas, ad-hoc teams 
to monitor specific issues and a first-line tool for 
management budgetary. In addition, a quarterly 
Expenditure Monitoring Commission was esta-
blished whose objective is to share, with the first 
line of General Management, the evolution of the 
expenditure components in accordance with the 
annual execution plan.

Although the improvement exercises on the 
monitoring and management of Economic 
Performance are continuous, it is always sou-
ght to improve the analysis together and in 
consideration of the business areas, to impro-
ve the information from which the Senior Ma-
nagement will make decisions. An example of 
this are the profitability analysis exercises of 
the different customer segments, both in indi-
vidual banking and in wholesale banking, see-
king to detect business opportunities based 
on the observed data.

〉 Direct Economic Value Generated And 
Distributed

The following table of "DIRECT ECONOMIC VA-
LUE GENERATED AND DISTRIBUTED" follows 
the structure specified in Disclosure 201-1 of 
the Global Reporting Initiative Standards and 
reflects the flow of capital between the diffe-
rent stakeholders.

The figures are presented in millions of Argen-
tine pesos and arise from the Individual Finan-
cial Statements of Banco Hipotecario S.A. as of 
December 31, 2020, audited by Price Water-
house & Co. S.R.L.

It is worth mentioning that Banco Hipoteca-
rio S.A. is a financial entity included within Law 
21,526 of Financial Entities and, as such, must 

Table 18 Direct Economic Value Generated and Distributed 

also comply with the provisions of the Central 
Bank of the Argentine Republic (BCRA) as the 
Regulatory Body of Financial Entities and with 
the provisions of the Argentine Securities Com-
mission (CNV), in accordance with Law 26,831.

Component Stakeholder
Amount

2020 20193

Direct Economic Value 
Generated (EVG)

35,863.4 24,652. 5

Income Customers 35,.863.4 24,652.5

Economic value
distributed  (EVD)

28,898.9 22,553.3

Operating expenses Suppliers 3,965.8 2,680.2

Salaries and benefits for 
employees

Employees 5,980.5 4,119.8

Payments to capital 
providers

Shareholders and Credit 
Providers

17,299.7 13,98.2

Payments to governments Government 1,583.6 1.,706.7

Investments in the 
community

Community 69.2 61.4

Economic value retained 
(EVR) = EVG – EVD

6,964.4 2,099.3

3-The figures for 2019 arise from the Separate Financial Statements of Banco Hipotecario S.A. as of December 31, 2019, audited by Price 
Waterhouse & Co. S.R.L.
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› 4.3 Value Chain

GRI Content 102-9, 103-1, 103-2, 103-3, 204-1

〉 Suppliers

The selection and hiring process is framed by 
our Purchasing and Contracting Policy and by 
the Procedures Manuals. This process is carried 
out with full transparency, monitoring that tho-
se elected comply with labor and social security 
legislation and with the law prohibiting the em-
ployment of children. 

On the other hand, suppliers that do not have 
their own anti-corruption policy are required 
to adhere to the Bank's Anti-Corruption Policy 
and are asked to declare if they have an inte-
grity program (Articles 22 and 23 of Law 27,401, 
Criminal Liability Law applicable to Private Le-
gal Entities).

Once the commercial relationship has begun, 
the suppliers that provide services in our faci-
lities are monitored regarding compliance with 
their fiscal and social security duties. 

To such end, an outsourced company requests 
and controls the documentation and the pay-
ment of the due contributions, verifying that they 
comply with current legislation. Upon detection 
of deficiencies or lack of documentation, we 
encourage the supplier to rectify such situation. 

Repeated non-compliance with the guidelines 
of this control can lead to financial penalties and 
even termination, if serious irregularities are de-
tected (such as non-payment of retirement con-
tributions, gross income tax, etc.).

Following the subscription of the Sustainable 
Finance Protocol, in 2020, a sworn statement 
was implemented whereby suppliers, whe-
ther part of the active portfolio or new to the 
Bank, shall provide information on social-envi-

ronmental issues inherent to their activities and 
respective industry. This document allows us to 
get to know our value chain in more detail and 
will contribute to making decisions upon de-
tecting any indirect impact on our operations.

The distribution of the purchase volume be-
tween local and foreign suppliers has remai-
ned stable in the last three years, being 1.3% 
the average incidence of purchases from fo-
reign suppliers.

99% Of the bank's 
purchases purchases for 
the period were sourced 
from local suppliers

2020 2019

Local suppliers  
(millions of Argentine pesos)

Foreign suppliers 
(U.S. dollars)

Table 19

5,926.8

2,110,492

6,291.2

464,063

3,666.2

9,601,760

2018

Purchase volume

2020

Local suppliers 

Foreign suppliers

Table 20

Q    %

2019

Q    %

2018

Q    %

Number of suppliers

3,081

25

99%

1%

1,353

24

98%

2%

1,338

18

99%

1%
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〉 Customers

During 2020, we continued to strengthen the 
Retail Portfolio customer-centric segmentation 
strategy, in line with the year's extraordinary 
scenario.

Some relevant cross-cutting improvements wi-
thin the entire portfolio include: 

 › Adjusting segmentation logics 
 ›  Incorporation of the CRM business segmenta-
tion rule 

 ›  Significant improvements in customers' credit 
ratings, allowing the Bank to be more assertive 
in its offering 

 ›  Streamlining the communication with Retail Ban-
king customers, monitoring opening and con-
version metrics on each scheduled action

 ›  Delivering online training across the network in 
order to level off and maintain the segments’ tac-
tic and strategic knowledge 

 ›  Implementing a monthly training plan for portfo-
lio-assigned Segment Officers

We also worked on enabling the connection to 
ANSES to deploy the payment of Retirement 
Benefits and Social Programs payment seg-
ment in 2021.

In 2020, the focus was 
placed on generating 
more attractive proposals 
for the target segments, 
with distinct benefits 
and services in payroll 
account, high income, and 
individuals engaged in 
business activities

We seek to develop 
simple, agile and flexible, 
business processes, 
in permanent search 
for a better customer 
experience

Segment Focus Results for the period

Búho Sueldo

These were some of the highlights of the year:

 › In June we launched “Sueldo Búho”, a new product to capture 

deposits With this development, customers that have their wa-

ges deposited in other banks can automatically transfer them to 

Banco Hipotecario on a monthly basis, thus enjoying the benefits 

of the "Búho Sueldo" segment.  

 › New campaigns were developed to capture customers targeted 

at specific segments.

 › The “Conversion” campaign offerings were adjusted in line with 

the year's prevailing context (offering a cash back credited on 

customer's accounts, instead of travel miles).

 › We launched a new campaign named “BH Referrals” for the em-

ployees, offering rewards to both the referral and the employee.

 › 2020 NPS: 29% (16% in December 

2019)

 › 33,811 new accounts

 › Stock of 75,594 active accounts 

(13.6% in December 2019)

Búho One 

In order to boost loyalty and profitability among high-income 

customers, during 2020 we improved our credit offering and 

special benefits, incorporating new bonus arrangements according 

to this segment's requirements.

 › 2020 NPS: 32% (26% in December 

2019)

 › 6,609 new Búho One accounts 

 › 12,068 customers

Búho Emprendedor

In order to offer a comprehensive proposal to individuals engaged 

in business activities (VAT registered taxpayers or small-taxpayers 

under the simplified tax scheme known as Monotributistas), the 

Bank continued developing the "Búho Emprendedor" offering. 

Currently, these customers already have more benefits and 

enhanced options to develop their business activities.

 › 15,015 Búho Emprendedor customers 

(+52% in the number of customers) 

Customer Experience 

In 2020, we carried out different actions to accom-
pany the new scenario resulting from the pande-
mic and increased the development of digital in 
order to improve the customer experience, in ter-
ms of acquisition of new products and services 
and also in terms of transactions. 

We reinforced the work of the Everyday Banking 
agile cells, with the primary goal of reducing the 
"friction" customer may experience when using 
the channels, and the development of the MODO 
Wallet, launched during the last quarter of the 
year. We also strived to enhance the customer 
experience with mortgage loans and personals 
loans in the form of construction microcredit 
under the PRO.CRE.AR. program, through seve-
ral activities developed by the "Buy Your Home" 
agile cell.
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During 2021, we will further the progress achie-
ved in previous years. The primary goal will be 
improving customers' end-to-end experience 
with a "customer-centric" approach, in order to 
enhance loyalty ratios for customers to beco-
me brand promoters, as well as the level of sa-
tisfaction with the usability of the digital chan-
nels made available by the Bank.

The Customer’s Voice

In 2020, we listened to more than 150,000 cus-
tomers through surveys, Focus Group, visits 
to branches and Mystery Shopping, among 
others. This has given us tools to deepen the 
expectations and needs of our customers and 
plan actions to enhance their loyalty.

In 2021, we will continue 
working  with a “customer-
centric” approach

The main metric that we use to establish the 
loyalty level of our portfolio is the Net Promoter 
Score (NPS), which allows us to know the cus-
tomersˈ perception of value and compare our-
selves with the market.

The NPS is a relevant indicator for our manage-
ment and therefore is considered in the calcu-
lation of the Annual Bonus. The formula takes 
into account the average result of two varia-
bles: Banco Hipotecario and NPS net income. 
For the Branch Network, a similar scheme is 
applied in variable remuneration.

In 2020, we continued with the "Comprehensive 
Management of Detractors", which allows us to 
know the causes that generate dissatisfaction 
in our customers. Through this practice, on a 
weekly basis we share in the Branch Network 

2020 2019

In-person
Branch Network NPS 34% 21%

Bank General NPS 16.4% 11. 5%

Remote

ATM4 - 44%

Home Banking 23% 65%

TASI 30% 46%

Mobile Banking 41% 65%

Búho Bank 65% 51%

Contact Center5 -5% 46%
4 The NPS of ATMs was not measured in 2020.
5 In 2019, the general NPS was taken and then filtered by channel used by the customer. In 2020, we modified the way we measure the NPS, 
consulting the customers directly about the NPS of the channel used.

Table 21 2020 Customersˈ Perception

the list of customers who rated the NPS nega-
tively (exclusively due to the “quality of servi-
ce” received at the branch). Then, the Branch 
Manager contacts each customer to clearly 
identify the causes of the problem, understand 
if the problem was solved (if not, advise them 
on how to do it) and resolve doubts or queries 
about any other aspect that may arise. During 
2020, we managed 2,300 detractors (491 de-
tractors in 2019).

Due to the pandemic context, in 2020 we con-
ducted a single Focus Group to identify the 
needs and expectations of the Búho One cus-
tomer segment.

As regards “Mystery Shopping”, in 2020 we 
made a total of 124 visits to the Branch Ne-
twork. Through this practice, we assess the 
experience and quality of service perceived 
by the customers in our Branch Network, and 
we comprehensively survey the building sta-
tus and appearance of each of the branches. 
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Microsoft Knowledge Base

The Microsoft Dynamics Knowledge base is a 24-
hour channel that allows customers to quickly ac-
cess information. 

Regarding the functionality of this base, on the 
one hand, the customers that visits the website 
can consult about the products and services, 
leave comments and suggestions and also rate 
the articles.

On the other hand, it allows us to know which 
are the most frequent search trends of the cus-
tomers, the construction of relevant and quality 
content, with a language that adapts to these.

In 2020, more than 1.5 million articles were 
viewed, almost three times the number rea-
ched in 2019.

Customer Service

Concerning customer service, in 2020, the Con-
tact Center handled 1.5 million calls, more than 
200 thousand emails and 310,000 social media 
interactions (Facebook and Twitter).
 

Our customers in the 
center

We have a “Service 
Quality Protocol”  across 
the entire branch network 
that defines the guidelines 
and provides a guide to 
offer the best service to 
our customers

Calls handled

E-mails

Social Media
interactions

Table 22

2020 2019

Contact Center

1,500,000

222,000

310,000

1,200,000

117,000

165,000

We handled +1.5 Million 
calls in 2020

Satisfied or very satisfied with the general attention of the Bank

Satisfied or very satisfied with the treatment received by the
representative

Satisfied or very satisfied regarding the waiting time

Received a solution to the concern in the call

Table 23

2020 2019

Results of the satisfaction surveys

78%

94%

72%

86%

73%

92%

69%

84%

As a consequence of these contacts and the 
satisfaction survey that is carried out after each 
call, the voice of the customers indicated as 
follows:

Wholesale Digital Channel (Office Banking)

In order to offer a comprehensive solution four 
our corporate customers to complete their 
transactions through self-service and digital 
channels, we implemented improvements to 
optimize the user experience and developed 
new functionalities, such as:

• Payroll Account: massive and online payroll 
account onboarding.

• New Service Payments module (with LINK 
code).

• E-cheq at Payments to Suppliers: massive 
entry of E-cheqs, downloading files in seve-
ral formats tailored to the customer.

Since the launch of Payments to Suppliers 
with E-cheq, transactions and volumes increa-
sed tenfold. In this respect, electronic transfers 
grew 273% vis-a-vis the same period in 2019. 

94% Were satisfied or very satisfied 
with the treatment provided by the 
representative 

86% Declared to have received a 
solution to their concern in that call
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SUSTAINABILITY IN BANCO HIPOTECARIO

Material Aspects: Quality Employment, Inclusion, Diversity and
Gender Equality, Occupational Health and Safety 

GRI Content 102-29

In 2020, we carried out different actions to res-
pond quickly to the sensitive health, economic 
and social context, a consequence of the glo-
bal pandemic, and to approach the community 
from an active role.

In this framework and in line with a new strate-
gic vision defined at the end of 2020, we desig-
ned the Positive Social Footprint Index. This 
calls for both Retail and Wholesale Banking, 
from a close look at the business, focused on 
the community. 

The Committee of Social and Institutional 
Affairs approves and monitors our actions and 
contributions in terms of sustainability that are 
oriented towards investment in education, ur-
ban land management, inclusion, direct assis-
tance and strengthening of citizenship, among 
others. In line with the implementation of the 
Positive Social Footprint Index, and in order to 
achieve the expected results by 2023, different 
initiatives based on financial inclusion and sus-
tainable financing were approved.

In 2020, about 3% of the Bank's net profits were 
allocated to social projects, focusing on those 
specialized in education and inclusion.

Committed to transparency, all our actions and 
donations are managed in accordance with 
the management guidelines established in the 
“Social Responsibility Policy”, approved by the 
Bank's Board of Directors.  

In line with our constitutive social mission, we 
build long-lasting relationships with social or-
ganizations, attending to the context, highligh-
ting their needs and providing resources, not 
only economic, but also those linked to skills 
and knowledge that provide installed capacity 
to them. Today, there are more than 270 NGOs 
with which we maintain such close bond that 
strengthens the culture of solidarity defining us 
as social actors of national relevance. 

Likewise, we address several issues which are 
key for our society in line with the global agen-
da, by carefully listening Argentina’s main so-
cial leaders and organizations. In this sense, in 
order to contribute to the Bank's guidelines, we 
foster initiatives based on financial inclusion 
and sustainable financing. 

We support projects with comprehensive im-
pact throughout the national territory and fos-
ter local development with special emphasis on 
those locations where our businesses operate.

At the same time, we are making progress with the 
defined goal of influencing the development and 
implementation of improvements related to the 
generation of formal and accessible urban land.

The work we do in the 
community 
is underpinned by our 
long-term commitment 
and federal scope

We developed the 
“Positive Social Footprint 
Index” to measure the 
positive impact on the 
community

We continue implementing those programs 
characterized by their federal scope, dedica-
ted to professional training, to provide emplo-
yability tools, to the development of educatio-
nal scholarships and to comprehensive citizen 
empowerment that contributes to train future 
generations in values. In addition, we will conti-
nue collaborating with those NGOs focused on 
guaranteeing decent food, health and housing 
conditions and offering assistance in the event 
of any type of emergency.

Our emblematic "Unidos para Dar" program 
continues bringing essential materials to NGOs 
throughout the country and strengthening the 
volunteer collaborators bonds with them.

Consistent with the implementation of con-
tinuous improvement processes, and as sig-
natories of the Sustainable Finance Protocol, 
in 2020 we promoted the incorporation of so-
cial-environmental aspects in the process of hi-
ring and selecting suppliers. We intend to con-
tinue outlining proposals for the incorporation 
of ESG aspects in our management.
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The construction of relevant 
conversations with our 
stakeholders is key in the definition 
of the bank's materiality and in 
the development of sustainable 
management

› 5.1 stakeholder Survey  

GRI Content 102-40, 102-42, 102-43

In our Stakeholders map, all the actors with 
whom we interact in the exercise of the opera-
tions and activities that we carry out are detailed.

To identify the main stakeholders (internal and 
external), we conducted an analysis according 
to the guidelines of the AA1000SES Accoun-
tability guide, which covered certain aspects 
(by responsibility, influence, proximity, depen-
dence and representation).

Table 24 Stakeholders

STAKEHOLDERS COMMUNICATION CHANNELS

Employees

Customers

Suppliers and contractors

Government

Local community

Shareholders and group
companies

Academy and media

Trade unions

Business and sector
chambers

Intranet, mailing, WhatsApp, Transparency Line, landline and cell phone,
meetings, videoconferences

Mailing, social media, Banco Hipotecario website, SMS, phone calls,
correspondence, surveys, focus group, Mystery Shopping

Mail, telephone, meetings

Mass media, emails, notes, letters, communications, memorandums,
provisions

Mail, telephone, meetings, surveys

Communications through CNV, BYMA, emails, meetings, calls,
Banco Hipotecario website

Mails, WhatsApp messages, meetings, phone calls, Banco Hipotecario
website

Mail

Mail, telephone, meetings
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› 5.2 Our Impact on the SDGS 

At a global level, the Financial System is com-
mitted to Sustainable Development. Locally, 
from Banco Hipotecario we also assume an 
active role and subscribed to the Sustainable 
Finance Protocol.

In this vein, and based on the analysis of the 
2030 Agenda and the 17 Sustainable Develop-
ment Goals (SDGs) defined by the UN, we iden-
tify different possibilities of contribution from 
our management. 

With the implementation of the SDG Compass 
tool, we analyzed the 17 objectives and the to-
tal of the 169 goals. As a result, in this instance, 
we identified the following goals as relevant:

› 5.3 Materiality Assessment

GRI Content 102-21, 102-44, 102-46, 102-47

In 2020, we once again conducted a materia-
lity assessment, since we understand that it is 
a particularly relevant element both when it 
comes to outlining our sustainability manage-
ment and also necessary to define the contents 
of the Sustainability Report.

We carried out an Online Materiality Survey, ai-
med at our main stakeholders (internal and ex-
ternal), in order to incorporate their appraisals 
and opinions into the process.

Through the survey, we seek to identify and 
prioritize relevant issues for Banco Hipotecario. 
That is, those issues in which the organization 
generates economic, social and environmental 
impacts, as well as the risks and opportunities 
regarding them.

Below we present the topics regarded as ma-
terial, we point out their link with the GRI and 
SDG Standards, and also the sections where 
these are addressed.

As active actors in universal 
banking,  we seek to contribute
to social development
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MATERIAL TOPIC REFERENCE CHAPTER LINK TO GRI STANDARD SDG

Anti-corruption and regulatory compliance Corporate Governance, Ethics and Integrity Anti-corruption SDG 16

Governance, ethics and transparency Corporate Governance, Ethics and Integrity Governance SDG 12 -17

Quality employment Social and Environmental Performance Ethics and Integrity SDG 8

Access to housing We are Banco Hipotecario Employment SDG 9 - 11

Economic performance of the Company Our Business Strategy Own indicators SDG 9 - 11 -17

Occupational Health and Safety Social and Environmental Performance Economic Performance SDG 8

Education Social and Environmental Performance Occupational Health and Safety SDG 4

Customer experience (relationship and satisfaction) Our Business Strategy Local Communities SDG 9

Employee training and development Social and Environmental Performance Own indicators SDG 8

Social investment in the community Social and Environmental Performance Training and Education SDG 4

Information Security/Cybersecurity Corporate Governance, Ethics and Integrity Local Communities SDG 16

Human Rights Social and Environmental Performance Customer Privacy SDG 5 - 8

Financial Inclusion Social and Environmental Performance Non-discrimination SDG 4

Inclusion, diversity and gender equality Social and Environmental Performance Human Rights Assessments SDG 5 - 8

Supplier management and Procurement Practices Our Business Strategy Local Communities SDG 8

Waste management Social and Environmental Performance Diversity and Equal Opportunity SDG 11 -12

Microcredits We are Banco Hipotecario Procurement Practices SDG 9 - 11

Waste

Own Indicators

Table 25 Material Topics link
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› 5.4 Alliances and Initiatives

GRI Content 102-12, 102-13

At Banco Hipotecario, we especially value coo-
peration and dialogue. Therefore, we voluntari-
ly participate in the following external initiatives, 
related to sustainability issues and spaces for 
dialogue in the sector:

• Asociación de Bancos Argentinos (ADEBA)
• Network of Companies for Diversity (R.E.D.)
• American Chamber of Commerce in Argentina 

(AMCHAM). Members since 2016.

As members of AMCHAM, the Bank collabo-
rates with the development of the Chamber's 
programs. Likewise, it is part of different spaces 
for dialogue and initiatives related to sustainabi-
lity and management in legal matters, anti-co-
rruption and the fight against terrorism. As part 
of the organizations that are part of ADEBA, we 
participate in the Gender Equality Committee.

〉 Sustainable Finance Protocol

Following the subscription of the Sustainable 
Finance Protocol in November 2019, at Banco 
Hipotecario we implemented numerous ini-
tiatives contributing to the implementation of 
best practices related to the business environ-
mental and social impact. It is worth mentioning 

that the goal of this Protocol, which has the en-
dorsement of ABA, ABAPPRA, IDB Invest and 
Vida Silvestre, is to build a sustainable finance 
strategy in the banking industry.

Among the initiatives that we launched in 2020, 
the implementation of a sworn statement whe-
reby all suppliers shall provide information on 
social-environmental issues inherent to their 
activities and respective industry stands out.

A similar document was developed for Who-
lesale Banking. Even though this requirement 
could not be included in new account forms in 
2020, it is expected to be completed in 2021, 
strengthening the portfolio analysis and the 
credit lines to be originated.

The Environmental and Social Committee of the 
Sustainable Finance Protocol Board is a space 
created to foster the development of social-en-
vironmental policies, in accordance with sus-
tainability standards, within signatory financial 
entities. In this Committee, we coordinate, to-
gether with Banco Nación, the design of a gui-
de for the preparation of a model Sustainabili-
ty Policy and the planning of a comprehensive 
environmental and social risk analysis system 
(SARAS). For their part, Banco Galicia and BICE 
coordinate actions related to climate change; 
Banco Patagonia leads the incorporation of sa-
tellite monitoring into the management of cre-
dit lines for projects with social-environmental 

Since  december  2020,  
we are part  of  the  
environmental and  
social  committee of  
the sustainable finance 
protocol board

impact and Banco Provincia is working on the 
preparation of a Sector Guide for agribusiness.

› 5.5 Our Guarantees 

Committed to providing a service with high 
quality standards, we have different certifica-
tions that guarantee our work and support our 
positioning:

• Management of the Corporate Audit Area: 
ISO 9001: 2015 and Reference N ° 13, in all its 
processes. 

• Cash Management Sector: in the collection 
processes and salary plan: ISO 9001: 2015.

• ISO 27001: 2015 Certification for Risk Mana-
gement of Information Assets.

During 2020, the ISO 27001 Internal Auditor 
Course was held, and the Cybersecurity Go-
vernance, IT Regulation Management and In-
ternal Audit teams passed the exam and achie-
ved certification.
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〉 BYMA Sustainability Index 

At the end of 2020, we presented our last Sus-
tainability Report; in February 2021, BYMA pre-
sented the rebalancing of its 2020 Sustainabi-
lity Index and again we had the honor of being 
part of the 15 companies that comprise it.

This non-commercial index is developed with 
the technical support of the Inter-American De-
velopment Bank (IDB) and is based on the In-
dexAmericas methodology. Its goal is to identify 
and recognize those companies that are leaders 
in the market for their sustainability practices 
and, thus, offer the possibility of having greater 
visibility at the regional and international level.
 

› 5.6 Report Parameters

GRI Content 102-45, 102-48, 102-49, 102-50, 
102-51, 102-52, 102-53, 102-54, 102-56 

This Sustainability Report has been prepared in 
accordance with the Global Reporting Initiative 
(GRI) Standards, core option, and covers the an-
nual period between January 1, 2020 and De-
cember 31, 2020. 

The writing of this Report seeks to incorporate 
the gender perspective and takes as a reference 
the “Guidelines on gender-inclusive language” 
published by UN WOMEN . With this premise, 
we have sought to prioritize the use of generic 
nouns when possible and reading fluency will 
not be affected.

The 2019 Report was the last published. This do-
cument contemplates the operations of Banco 
Hipotecario S.A. and was not submitted to ex-
ternal verification.

The Consolidated Statements include the fo-
llowing entities: BACS Banco de Crédito y Secu-
ritización S.A., BHN Sociedad de Inversión S.A. 
and Fid. Financials. CHA, series IX to XIV.

No significant modifications have been identi-
fied in the scope or coverage with respect to 
the 2019 Sustainability Report, or in the refor-
mulation of the information with respect to pre-
vious years.

The Social Affairs Area is the point of contact to 
resolve any doubts that may arise in relation to 
the content of the Sustainability Report: 
KMGUTIERREZ@hipotecario.com.ar.

6. https://www.unwomen.org/-/media/headquarters/attachments/sections/library/gen-
der-inclusive%20language/guidelines-on-gender-inclusive-language-es.pdf?la=es&vs=2633

We are proud to 
integrate the 2020 BYMA 
Sustainability Index 
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CORPORATE GOVERNANCE, ETHICS
AND INTEGRITY

Material Aspects: Corporate Governance, Ethics and Transparency,
Anti-corruption and Regulatory Compliance, Information Security

› 6.1 Corporate Governance 

GRI Content 102-18, 102-19, 102-22 , 102-23, 102-24, 102-25,
102-26, 102-27, 102-28, 102-35, 102-36, 102-37

We are convinced that the Corporate Gover-
nance System is essential to guide the structu-
re and operation of the corporate bodies of our 
Bank, the Company and its shareholders.

We conceive of the Bank's Corporate Gover-
nance System as a dynamic process based on 
the evolution of the Company, the results that 
have occurred in its development, the regula-
tions that may be established and the recom-
mendations made on the best practices of the 
market adapted to their social reality.

In this respect, our Corporate Governance Sys-
tem includes the Corporate Governance Code, 
the Bylaws and the applicable regulations in 
force, which regulate matters related to the 
operation of the Company, the Shareholders' 
Meetings, the Board of Directors, the General 
Management, the Senior Management and the 
different Committees, as well as the members 
of the Company.

On the other hand, the System has internal rules 
of conduct included in the Code of Ethics, which 
enshrine the ethical principles and values that 
should govern the actions of managers, admi-
nistrators and employees.

The board of directors 
is comprised by 13 
members

〉 Board Of Directors

The Board of Directors is currently comprised 
by 13 regular members and 10 alternate mem-
bers, with outstanding professional careers and 
extensive experience in the finance area. 

This governing body has 3 independent mem-
bers, 14% female (2 members) and 92% over 50 
years old (regular members).

2020 2019

Gender

• Women

• Men

Rango Etario

• <30 years old

• Between 30 and 50 years old

• >50 years old

Table 26

 14%

86%

8%
92%

-

8% 

92%

-
100%

-

2018

Indicators of the structure of the Board of Directors7

7. According to integration as of 12/31/2020

-

100%

-
100%

-
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 Surname Name Position Term of office9 

Elsztain Eduardo Sergio Chairman 05/06/2020 - 12/31/2021

Zang Saúl 1° Vice-chairman 05/06/2020 - 12/31/2021

Pérez Alberto Ramón Rafael Regular Director 10/19/2020 - 12/31/2020 (*)

Ruete Rodrigo María Regular Director 05/06/2020 - 12/31/2020 (*)

Viotti Rogelio Pedro Regular Director 05/06/2020 - 12/31/2021

Itúrrez Ada Rosa del Valle Regular Director 05/06/2020 - 12/31/2021

Wior Mauricio Elías Regular Director 05/06/2020 - 12/31/2021

Viñes Ernesto Manuel Regular Director 04/10/2019 - 12/31/2020 (*)

Reznik Gabriel Adolfo Gregorio Regular Director 04/10/2019 - 12/31/2020 (*)

Dreizzen Jacobo Julio Regular Director 04/10/2019 - 12/31/2020 (*)

Vergara del Carril Pablo Daniel Regular Director 05/06/2020 - 12/31/2021

Pisula Carlos Bernardo Regular Director 05/06/2020 - 12/31/2021

Zylberlicht Nora Edith Regular Director 04/10/2019 - 12/31/2020 (*)

(*) Terms of office renewed by meeting (From 03/30/2021 to 12/31/2022).
 
8. According to integration as of 12/31/2020. 
9. Once the respective terms of office have ended, the Directors remain in their positions until the Meeting designates their replacements.

Regular Director 

Table 27 Structure of the 2020 Board of Directors8 The current structure of the Board of Directors 
is available at: https://www.hipotecario.com.
ar/nosotros/relaciones-con-los-inversores/
autoridades-del-banco/

The Executive Committee, made up by Class 
“D” Directors, is in charge of managing ordinary 
business and all the issues delegated by the 
Board of Directors. These issues include: deve-
loping the business, lending and financial po-
licy, defining organizational restructuring, ma-
king management designations, proposing to 
the Board decisions about the company, bran-
ches, among others..

Control over compliance is the responsibility 
of a Supervisory Committee made up by five 
members.

The Bank's Board of Directors defines and 
annually approves a “Business Plan and Pro-
jections”, to deliver against its strategic plan, 
which is used for the permanent control and 
supervision of the Company's management. 

The execution of the Business Plan and Pro-
jections is the responsibility of the respective 
management lines, while the monitoring of 
its compliance is carried out through metrics 
which are monthly reported in the scorecard. 
The Plan is in turn submitted to the Central 
Bank on a confidential basis.

CORPORATE 
GOVERNANCE, 

ETHICS AND 
INTEGRITY

6



2020 47

Designations

According to the BHN Privatization Law (Law 
24,855) and the By-laws, the election of the mem-
bers of the Board of Directors is made by special 
share class meetings. Although in this framework 
the Bank may not create a Nominating Commi-
ttee, through the designations formally made by 
the shareholders in the meetings of Classes of 
Shares A, B, C and D in their Individual Meetings, 
it seeks to comply with the levels of adequate in-
dependence and diversity to make succession 
decisions in the best interests of the Company 
within the framework of succession.

The designation of the Board of Directors is 
structured according to the different classes of 
shareholders, as follows:

› Two designated by Class "A" shares
› One designated by Class "B" 
› One designated by Class "B" 
› Nine designated by Class "D" 

The Chairman and Vice-chairman of the Com-
pany are designated from among the directors 
appointed by Class “D”. The Directors designa-
ted by Classes "A" and "C" are presently named 
by the Argentine Government. The directors de-
signated by Class "D" are appointed by private 
sector shareholders at Special Shareholder’s 
Meeting, while the directors designated by Class 
"B" are appointed by the holders of shares under 
the Employee Stock Ownership Program.

BOARD
OF DIRECTORS

EXECUTIVE
COMMITTEE

CHAIRMAN

Special Committees

Audit Committee

Internal Audit

Internal Audit
Area Management

Legal
Area Management

Supervisory
Committee

GENERAL
MANAGEMENT Subsidiaries

Assessment 

The Board of Directors’ chairman, with the as-
sistance of the Regulatory Compliance De-
partment, carries on the Board of Directors 
assessment process. Such a process has a 
self-assessment format and has two levels, 
one of them global and the other one, indivi-
dual. The global assessment is carried out by 
the Management through answers to ques-
tions made to members about the Board of Di-
rectors operation. At the individual level, each 
director expresses his/her points of view and 
rates the several topics related to the opera-
tion of the Board.

Training

In 2020, the Board of Directors received training 
on the following topics: International Financial 
Reporting Standards (IFRS) and Financial Sta-
tements Inflation Adjustment.

Every year, the Chairman, along with the Legal 
Area department (Regulatory Compliance and 
Office of the General Secretary to the Board of 
Directors), arranges for Directors' attendance to 
lectures and speeches from economists and 
banking experts, by developing internal and ex-
ternal training programs, in order to keep them 
updated on industry issues, and based on such 
training activities equip them with the knowle-
dge required to discharge their duties. Besides, 
all rules and regulations governing the Commi-
ttees comprised by directors set forth that they 
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should receive training on issues related to the 
duties of each Committee and in order to get 
familiar with the Bank and its businesses.

Remuneration

As regards remuneration, the by-laws sets for-
th as follows:

› Non-executive members: their remuneration 
is established annually by the Ordinary Sha-
reholder’s Meeting on a global basis. Then, it 
is equally distributed among these members 
and among their alternate members pro rata 
of the time during which they were effecti-
vely substituting for regular members. 

› Executive members: the Chairman and the 
Company Directors who perform managerial, 
technical and administrative duties or who 
are members of special committees sha-
ll be paid for such functions or involvement 
in committees in line with the fees current-
ly paid in the market for similar tasks in an 
amount to be fixed by the Board of Directors 
with the abstention of the parties mentioned 
and shall be subject to the approval of the 
Shareholders’ Meeting

› Executive Committee members: the Direc-
tors who make up the Executive Committee 
shall be paid a bonus component equivalent 

to a sum that contemplates certain maximum 
amounts and the remuneration provided in 
the previous items.

Through its Employees' Incentive Committee, 
the Board of Directors sets out senior manage-
ment's assessment policy (including the CEO's). 
Such assessment is formally carried out on an 
annual basis, together with a rating process en-
compassing all Bank's employees, concurrently 
with an ongoing feedback policy.

Conflicts of interest

The Corporate Governance Code and the Code 
of Ethics set forth the policy on any conflict of 
interest that may arise between the Bank's em-
ployees and Banco Hipotecario and its subsi-
diaries. In such cases where a conflict of interest 
may arise, the Ethics Committee is the body in 
charge of addressing the issue.

〉 Board Of Directors' Committees

GRI Content 102-20, 102-22, 102-23, 102-31, 102-32, 102-33

At the Bank, there are different Board of Direc-
tors’ special Committees. Generally speaking, 
these aim to address and make decisions on 
specific issues. Its composition and responsibi-
lities are described in the Corporate Governan-

ce Code. We currently have thirteen Commit-
tees, each with its internal rules of operation.

The Committees are made up by directors and 
have a manager as an internal reference on the 
line, who also attends the meetings. As regards 
the term of the members in their positions, it 
is worth mentioning that, with the exception of 
the Executive and Audit Committee, the regu-
lar directors remain a minimum of 2 years as 
members of the Committees, as long as their 
term of office as regular director does not expi-
re before. This term can be extended for each 
case, only by express decision of the Board of 
Directors. The term of the directors in said role 
must not coincide with each other, in such a 
way that the Committee is always made up by 
a director with experience and knowledge in 
the matter.

In these Committees, the managers and sub-
ject-matter experts in charge submit the seve-
ral topics for consideration by the designated 
directors. Based on their respective back-
grounds and along with their discussions, di-
rectors pass resolutions by majority of votes of 
present members. It should be noted that the 
managers and subject-matter experts conve-
ned to participate in such Committees have 
voice but no vote.
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Table 28 Special Committees

COMMITTEE ROLE

It manages the Bank’s ordinary business.
Term: Minimum of 2 years, as long as their term of office does not expire before, and 
they can be re-elected indefinitely under those conditions.

Executive Committee

It oversees the reasonable operation of the Company's internal control environment and 
the Bank's risk management systems.
Term: Minimum of 2 years (as long as their term of office does not expire before) and 
maximum of 3 years.

Audit Committee

It is in charge of contributing to the compliance of the obligations arising from the applicable 
regulations for the prevention of said crimes.
Term: members remain on the Committee as long as their term of office has not expired.

Control and Prevention of Money
Laundering and Terrorist Financing
Committee

It is in charge of overseeing the observance of global policies on information technology, 
information systems and logical security.Information Technology Committee

It is in charge of establishing the Bank's credit exposure limit with its customers.Credit Committee

It is in charge of ensuring that the system of economic incentives for personnel is consistent with 
the culture, goals, long-term business, strategy and control environment of the Company, as 
formulated in the pertinent policy. This Committee depends on the Executive Committee.

Personnel Incentives Committee
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Table 28 Special Committees (Continuation)

COMMITTEE ROLE

It oversees the risks to which the Company is exposed and is responsible, among other aspects, 
for: i) overseeing the management of credit, market, liquidity, interest rate and operational risks, 
taking into account the best risk management practices, and ii) assist the Board of Directors in 
setting risk policies and strategies.

Risk Management Committee

It ensures that the Bank has the appropriate means to promote appropriate decision-making within 
its ethical considerations.

Board of Directors’ Ethics
Committee

It is responsible for monitoring compliance with the Bank's solvency and liquidity policies, 
through the management of financial risks.Finance Committee

Its mission is related to the image and insertion of the Bank in society as a whole, within the 
framework of corporate social responsibility.

Committee of Social and
Institutional Affairs

Its mission is related to the relationship that the Bank has through its products with users of 
financial services.

Committee for the Protection of
Financial Service Users (PUSF)

It is in charge of overseeing the implementation of the Corporate Governance Code and the 
corporate principles of "full information", "transparency", "efficiency", "protection of the investing 
public", "equal treatment between investors" and "protection of stability of the entity". In addition, 
it assesses the management of the Board of Directors and the renewal and replacement of the 
Senior Management, and monitors compliance with internal and external regulations.

Corporate Governance Committee
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The Committee of Social and Institutio-
nal Affairs is made up by the Bank’s Chair-
man and at least one Director representing 
the Argentine government. Among the tasks 
of this Committee, are the approval and an-
nual monitoring of the comprehensive sus-
tainability management efforts, and tracking 
of the allocation of social investments, whi-
le approving solidarity initiatives that involve 
the Bank's employees and the Sustainability 
Pillars. Accordingly, donations are administe-
red in a transparent manner and in line with 
the business strategy, in accordance with the 
management guidelines set out in the "Social 
Responsibility Policy" approved by the Bank's 
Board of Directors. This document has helped 
professionalize processes, develop strategic 
plans, and systematize sustainable manage-
ment within the Organization.

› 6.2 Regulatory Framework 

GRI Content 102-16, 103-1, 103-2, 103-3, 419-1

Our management strictly complies with current 
regulations applicable to financial institutions . 
In this vein, our operations comply with the pro-
visions of the Central Bank of the Argentine Re-
public (BCRA), the Argentine Securities Com-
mission (CNV), Bolsas y Mercados Argentinos 
(BYMA), among others.

In addition, we ensure compliance with our Cor-
porate Governance Code, which includes the 
Code of Ethics, the Code of Banking Practices 
and the Code of Conduct for the Comprehensi-
ve Compensation and Settlement Agent.

For the drafting of the Corporate Governance 
Code, the legislation applicable to the Company 
has been taken into account, in particular the 
provisions of Laws 21,526; 26,831; 19,550; 25,877; 

24,855 and 24,240, the regulatory and comple-
mentary decrees, the rules of the Central Bank 
of the Argentine Republic (BCRA), the Argentine 
Securities Commission (CNV), the Buenos Aires 
Stock Exchange (BCBA), the Mercado Abierto 
Electrónico (MAE) and the by-laws.

In turn, we adhere to the Code of Banking Prac-
tices, prepared with the participation of all As-
sociations of Banks and Financial Institutions 
of the Argentine Republic, as a self-regulation 
initiative that fosters the best banking practi-
ces in the country and adheres to the Protec-
tion Code of Protection for the Electronic Open 
Market Investor. 

During 2020, in terms of Users of the Financial 
System, regulated by the BCRA or the Code 
of Banking Practices, there were no claims for 
non-compliance.

10. For more information, refer to the document "Legal Framework of 
the Argentine Financial System 2021", published by the BCRA, in the fo-
llowing link: https://www.bcra.gob.ar/Pdfs/SistemasFinancierosYdePa-
gos/MarcoLegalCompleto.pdf
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› 6.3 Vision and Mission

GRI Content 102-16

In 2020, we updated the Bank's strategic vision 
focused on the year 2023. This new perspecti-
ve includes three goals that involve the entire 
Organization and entails the development and 
implementation of several initiatives that foster 
their fulfillment.

Strategic focuses (Goals)

› Innovative, omni-channel customer experien-
ce renowned for its excellence.

› People development, within an agile and flexi-
ble culture, supported by data-based deci-
sions and fostering a positive social impact.

› Sustainable  high  efficiency  and  profitability,  
supported  by  a  balanced  and  competitively  
funded business.

It is worth noting that the formulation of the 
Vision and Mission is the responsibility of the 
General Management and its validation falls 
on the Board of Directors. At all times, strategic 
planning must address these main aspects.

Our Vision
Being the efficient and 
effective financial services 
provider to the argentine 
households, families and 
businesses, renowned for 
its outstanding customer 
service and positive social 
footprint, instilling a 
people-centric culture, 
and data-based decision 
making

Our Mission
Being a financial services 
and construction project 
management company; 
simple, inclusive and 
contemporary

We have committed to conducting 
our business and social activities, 
abiding by the highest ethical 
standards, efficiency, quality, 
dedication and transparency

› 6.4 Code of Ethics and Conduct

GRI Content 102-16, 102-17, 102-33, 102-34, 103-1, 103-2, 103-3, 205-1, 
205-2, 205-3, 406-1

Our Code of Ethics frames our explicit com-
mitment to conduct the Bank in an ethical and 
transparent manner. It summarizes the gene-
ral guidelines that should govern the conduct 
of our Organization and of all the people that 
comprise it, in the performance of our func-
tions and commercial and professional rela-
tionships.

Nobody, regardless of the function or senior 
position at the Bank, has authority to make ex-
ceptions to the Code of Ethics.

Our Codes of Ethics and Conduct formalize, 
communicate and externalize to the business 
community and interested third parties, the 
principles and guidelines of corporate culture 
and values.

The Code addresses the most relevant issues 
related to ethics, such as: treatment of em-
ployees, workplace safety, penalty system, 
people with different abilities, confidentiality, 
anti-money laundering, protection of assets, 
among others.

Honesty

Conflicts of interest

Regulatory Aspects

Business Practices, Laws and Other Regulations

International Transactions

Business relationships

Gifts and Entertainment

Representation Activities

Political Contributions 

Security Trading

Use of Working Tools 
IT and Communications

Table 29 Core ethical standards
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By means of the Directors' and Employees' 
Ethics Committees required by the Code of 
Ethics, and through their respective members, 
the Bank fosters, monitors and enforces the 
principles and guidelines enshrined in such 
Code. 

As regards the scope of the Code, it is important 
to note that it is applied countrywide, but does 
not affect the mandatory legal provisions in any 
jurisdiction; at the same time, it is important to 
emphasize that the prohibition of discrimina-
tion, harassment, intimidation and retaliation 
extends to vendors, professionals and other 
suppliers of goods and services with whom we 
work.

It is important that each member of the Bank 
understands their responsibility in complying 
with the ethical standards and values to which 
the Bank adheres. For this reason, our Code is 
accessible and publicly known to our human 
capital. Each member receives a copy with a 
statement of its reading and knowledge at the 
time of entering the Bank.

Our Code of Ethics is available for consultation on 
our Intranet, in the Institutional section and on the 
public website, in the Transparency Line section11: 

The Ethics Committee, a body made up by diffe-
rent representatives of the Bank, analyzes and 
responds to queries and/or complaints sub-

Our investors, customers, 
suppliers, regulators and all 
the people who make up the 
bank, without exception, 
should trust our word and 
our conduct

mitted by employees. They are encouraged to 
report discrimination, harassment, intimidation, 
and retaliation. To do this, we ensure that every 
situation is addressed immediately and confi-
dentially, and that the informant is notified of its 
resolution. Each case is treated confidentially 
by the Committee and under no circumstan-
ces are adverse measures taken against the 
person making a consultation or against who, 
in good faith, reports a possible wrongdoing or 
abnormal situation that, in its discretion, devia-
tes from what regulated by the Code of Ethics, 
any law, regulation or internal procedure of the 
Bank.

Our “Transparency Line” has several commu-
nication channels enabled to make inquiries 
or complaints about non-compliance with the 
Code of Ethics, that is, about any type of abuse, 
discrimination or inconvenience in the workpla-
ce. Such Line is managed by an independent 
third party, currently KPMG, and all communi-
cations are confidential.

As regards our employees, in addition to having 
the transparency line and email, they can send a 
telegram or initiate a claim with the Manager or 
with the immediate superior, with Organizatio-
nal Development and Quality references or with 
union delegates. In all cases, complaints are re-
ceived by the Labor Relations area, which refers 
such complaints to the Ethics Committee.

11. https://www.hipotecario.com.ar/nosotros/nueva-linea-etica/

THE TRANSPARENCY LINE
HAS SEVERAL COMMUNICATION 

MEANS

lineaeticabancohipotecario.lineaseticas.com

lineaeticabancohipotecario@kpmg.com.ar

0800-222-3368

Mail to Bouchard 710, 6to piso, Código Postal
1001, Buenos Aires, Argentina, addressed to 
“KPGM - Línea Ética Banco Hipotecario”.

Fax to (11) 4316-5800, addressed to “Línea Ética
Banco Hipotecario”.

Personal interviews.
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These channels are available 24 hours a day, 
all week, anonymously, confidentially and 
securely. Once the request is received, the 
Ethics Committee begins the processes that 
allow answering the queries, verifying the 
complaint and reaching a solution (the latter 
is formally communicated through the most 
pertinent channel). 

Irregular acts contrary to the Code of Ethics 
and other applicable regulations can be re-
ported, including:

During 2020, no control body applied fines and/
or penalties for accounting fraud, discrimination 
at work or corruption cases. In addition, in pur-
suit of the criterion of information transparency, 
in the financial statements, the Bank sets out 
the different proceeding in which it intervenes.

In 2020, two complaints were registered for 
non-compliance with the Code of Ethics, one 
for harassment/gender-based violence and the 
other for workplace mistreatment. The Organiza-
tional Development Management proceeded to 
interview all the employees involved; another in-
terview was conducted by members of the Ethics 
Committee. As the complaint could not be corro-
borated, the complaints were dismissed.

Anonymous, secure and 
confidential 
communication channels, 
managed by an 
independent third party.
Available so that 
everyone can report any 
type of irregular situation

402 People received 
training on ethics and 
anti-corruption issues
in 2020

Conflicts of interest
Theft of assets
Data handling
Agreement with suppliers
Corruption

Table 30 Training on ethics and anti-corruption by Professional Category

As regards penalties, in the reported period 
two were applied to employees for non-com-
pliance with the Code of Ethics in relation to the 
Control and Prevention of Money Laundering 
and Terrorism Financing.

〉 Training and communication 

2020 2019 2018

Senior Management  

Total headcount 15 16 16

Total assessed 12 10 10

% Assessed 80% 63% 63%

Managers  

Total headcount 100 99 114

Total assessed 41 87 84

% Assessed 41% 88% 74%

Middle Management  

Total headcount 241 256 275

Total assessed 63 237 246

% Assessed 26% 93% 89%

Analysts and Administrative Staff  

Total headcount 1,348 1,386 1,531

Total assessed 286 1,290 1,374

% Assessed 21% 93% 90%
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In 2020, 100% of the Company's Board of Direc-
tors received specialized training on anti-co-
rruption, in line with the Law on Corporate Cri-
minal Liability.

› The Code of Ethics was communicated to 
100% of the employees through publications 
in News Banco Hipotecario.

› The Company's Board of Directors has been 
notified and has unanimously approved the 
Organization's Anti-Corruption Policy and its 
related procedures.

› Suppliers: if they do not have their own An-
ti-Corruption Policy, they are required to ad-
here to our Policy on this matter, so that we 
can ensure compliance.

2020

Head Office

Branch Network

Approved

Table 31

323 (31%)
79 (12%)

Approved

986 (96%) 
638 (88%)

2019

Training by Location

› 6.5 Fraud Prevention and Control 

GRI Content 103-1, 103-2, 103-3, 205-1, 205-2, 205-3

During 2020, we avoided losses form external 
fraud by around 0.33% (AR$ 47 million) over to-
tal origination of the Bank’s lending products, 
accounting for a 24% decrease vis-a-vis 2019.

Avoided losses are primarily associated with 
the prevention of transactional fraud (Credit/
Debit cards) and, to a lesser extent, with Iden-
tity Theft attempts at remote origination chan-
nels (Búho Bank and Telemarketing).

Losses from external fraud amounted to AR$ 
850,000, equivalent to a 52% decline vis-a-vis 
the same period the previous year, and accoun-
ting for 0.006% of the Bank's lending product 
origination. Perpetrated frauds were primarily 
associated with credit card origination activi-
ties, though Telemarketing and Búho Bank. It 
should be pointed out that 98% of frauds were 
identified before the origination of the lending 
product requested by the prospect.

By reason of the outbreak of the COVID-19 
pandemic, there was a considerable increase 
in the number of intrusion attempts in Home 
Banking (HB) and in origination through remote 
channels. There was also a substantial increase 
in telephone and social media frauds. Therefo-
re, we deployed new detection tools, customer 
response workflows, and preventive messages 
on HB, and social and communication media.

In addition, we redefined its transactional fraud 
control processes, by automating alerts and sti-
rring risk profiles, including geo-location tools 
which helped map transactional "attacks".

We also worked actively to prevent internal 
fraud, by carrying out all necessary activities 
related to reports received through the Trans-
parency Line and other channels, escalating 
to the Ethics and/or DO Committee (in due 
time and form), unusual situations or devia-
tions from internal processes detected within 
the framework of the Code of Ethics.

Table 32  Fraud losses

Amount Incidence on origination 
amount

Change in monetary
value 2019

Avoided losses $47,000,000 0.33% -24%

Losses $850,000 0.006% -52%
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On the other hand, during 2020, among the 
cases of suspicious transactions of customers 
reported to the Control Body (Financial Infor-
mation Unit), 8 reports (representing 0.80%) 
were related to 6 politically exposed persons. 
Beyond the above, its relationship with proven 
acts of corruption has not yet been confirmed.

〉 Training and Communication

The "Prevention of Money Laundering and Te-
rrorism Financing" program defines the policies 
and actions that authorities and employees 
must comply with in order to minimize the risks 
related to the use of the Organization and/or 
its services for money laundering and terrorism 
financing, according to the legislation and re-
gulations in force in Argentina, and internatio-
nally recognized standards on the matter. 

Within the framework of this program, in 2019 
the “Money Laundering Prevention” course was 
updated in accordance with current regula-
tions, and a high percentage of employees re-
ceived training that same year. In 2020, the Tra-
ining team monitored the course and reported 
to the Organizational Development Benchmar-
ks team on a weekly basis, for their knowledge 
and management. In addition, reinforcement 
actions and virtual meetings were carried out as 
tools to achieve 100% progress. Consequently, 
in 2020 we completed the training of 100% of 
the employees.

In addition, we held a virtual workshop headed 
by the Money Laundering Prevention Manager, 
with an open call for our employees, where the 
mechanisms for preventing money launde-
ring and the Company's anti-fraud policy were 
strengthened. 

Table 33 Training by Professional Category

2020 2019 2018

Senior Management  

Total headcount 15 16 16

Total assessed 6 10 15

% Assessed 40% 63% 94%

Managers  

Total headcount 100 99 114

Total assessed 22 87 98

% Assessed 22% 88% 86%

Middle Management  

Total headcount 241 256 275

Total assessed 33 243 263

% Assessed 14% 95% 96%

Analysts and Administrative Staff  

Total headcount 1,348 1,386 1,531

Total assessed 136 1,321 1,472

% Assessed 10% 95% 96%
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The percentages indicated for 2020 correspond 
only to the cases that during that period had 
to complete the training in Prevention of Mo-
ney Laundering. The rest had already done the 
same edition of the course in previous years.

In 2020, 100% of the Board of Directors took 
part in an update on the Prevention of Money 
Laundering during one of the Board meetings. 
In addition, in its entirety, they took notice of the 
minutes of the PLAyFT Committee, where new 
provisions are recorded.

›  Prevention of Money Laundering: it was com-
municated to 100% of the employees through 
several channels: Intranet Banco Hipotecario, 
News Banco Hipotecario and Process Portal.

In 2020, we completed 
the training of 100% of 
the employees on the 
updated course on 
prevention of money 
laundering 

› 6.6 Risk Management

GRI Content 102-11, 102-15, 102-30

In line with the good practices in the matter 
and, in particular, with the provisions laid down 
by the BCRA, we have a comprehensive risk 
management process that allows us to iden-
tify, evaluate, monitor, control and mitigate all 
significant risks. 

This comprehensive process looks to the 
Board of Directors and to Senior Management 
for them to get involved and oversee how all 
significant risks are managed, understand the 
nature and level of risk assumed by the entity 
and their relationship with capital adequacy.

〉 Organizational Structure

At the organizational structure level of the 
Bank, we have units responsible for managing 
each of the significant risks embraced in the 
Risk Management Policy.

The Anti-money Laundering Unit reports to 
the manager of the Legal department which, 
in turn, reports to the Board of Directors and 
to the Committee for Controlling and Preven-
ting Money Laundering. The other units report 
to the manager of the Planning and Manage-
ment Control area, which in turn reports to the 
General Manager.

 The Risk Management Committee’s main goal 
is monitoring Senior Management’s activities 
related to risk management and giving advice 

• Anti-money Laundering Unit 

• Retail Banking Credit Risk 

• Wholesale Banking Credit Risk 

• Market and Operational Risk 

• Planning, Budget and Management Control

Board of Directors

Committee for Controlling
and Preventing Money Laundering 

Finance
Committee

Risk Management
Committee

2020

Head Office

Branch Network

Assessed

Table 34

158 (15%)
39 (6%)

Assessed

1,018 (99%) 
643 (89%)

2019

Training by Location
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to the Board of Directors on the risks the Entity 
is exposed to.

The structure and responsibilities of the Com-
mittees referred to above are outlined in the 
Corporate Governance Code.

〉 Policies

Among the main policies that the Bank has 
to guide its decisions in order to implement 
its comprehensive risk management strate-
gy, are:

›  Regulatory Hierarchy Policy: this policy defi-
nes the Bank’s internal regulatory policy and 
the guidelines that must guide the process 
to create, issue, manage or update and distri-
bute the rules that make it up. In particular, it 
deals with the launch of new products and/or 
services in order to make sure that the Board 
of Directors will approve them and that they 
will be later on managed.

›  Risk Management Policy: this policy sets for-
th the main guidelines to adequately manage 
the main risks the Bank is exposed to. It com-
prises credit, liquidity, market, interest rate, 
operational, securitization, concentration, re-
putational and strategic risks. It establishes 
the general organizational and regulatory fra-
mework and all ordinary comprehensive risk 

management devices associated to the risks 
the Bank may be exposed. In addition, it des-
cribes the specific management processes 
for each one of the risks mentioned, and tho-
roughly describes the methodologies to ma-
nage market risks and liquidity risks.

〉 Management Devices 

To guarantee adequate management of the 
Bank's significant risks, we rely on a manage-
ment framework and management devices 
tailored to the entity’s size, complexity, econo-
mic importance and risk profile. 

The Bank has the following common devices in 
place for managing the major risks it is exposed to:

›  Risk strategy: a document prepared every 
year at the time when the Business Plan is 
dovetailed and that states the Bank’s general 
approach to risk management. The objecti-
ve of the risk strategy consists in defining for 
each one of the Bank’s main risks, the level of 
tolerance and the risk management strategy. 

›  Stress Testing Program: stress tests are a se-
ries of analytical simulation exercises that are 
undertaken to find out the Bank’s capacity to 
deal with extreme adverse economic situa-
tions in the field of liquidity, profitability and 
solvency. 

›  Contingency Plan: it consists of a menu of 
possible actions and measures to deal with 
the occurrence of, or increase in, the likelihood 
of stress situations in the economic and/or fi-
nancial juncture that are, a priori, seen as hi-
ghly adverse to the Bank’s solvency, liquidity 
and profitability.

›  Economic Capital: the economic capital is 
the sum of the “values at risk” (likely loss in a 
given horizon and faced with an associated 
probability) of each one of the individual risk. 
Economic capital is that required by the Bank 
to cover both the unexpected losses stem-
ming from exposure to material risks as well 
as those that arise from other risks to which it 
may be exposed.

›  Internal Capital Adequacy Assessment Pro-
cess (ICAAP): set of processes and procedu-
res in order to ensure enough capital to cover 
all the material risks and a strategy to maintain 
capital with the passage of time. This figure is 
also subject to stress tests to evaluate capital 
adequacy.

›  General Information Systems: the Bank can 
get to know and monitor the composition and 
characteristics of exposures in timely and ade-
quate manner so that the risk profile and the 
Bank’s capital needs can be quickly and ac-
curately evaluated. In this respect, the Banks 
has a Risk Balanced Scorecard.

CORPORATE 
GOVERNANCE, 

ETHICS AND 
INTEGRITY

6



2020 59

›  Subsidiary’s Risk Management: the Corpo-
rate Governance Code defines the applicable 
corporate oversight and coordination structu-
re in connection with its subsidiaries. Throu-
gh this structure, each subsidiary’s Board of 
Directors is able to periodically revise the risk 
management policies and strategies and the 
manner in which tolerance levels are defined 
and verify that managers take the necessary 
steps to identify, assess, monitor, control and 
mitigate the risks assumed. As regards risk 
management, the Bank uses a Risk Balan-
ced Scorecard to oversee compliance with 
the limits established in each subsidiary’s 
risk management strategies. The scorecard 
is periodically submitted by the Bank’s senior 
management to the Board of Directors.

Among the main actions of 2020 are:

›  Risk exposure: in light of the scenario brou-
ght about by the pandemic and the measures 
adopted by the Argentine Government, the 
Bank analyzed and monitored their impact on 
its exposure to several risks.

›  Stress testing:  we undertook individual stress 
tests on the major risks adjusting the scena-
rios to the COVID-19 scenario.

›  Risk Control Dashboard: we introduced chan-
ges to the risk control dashboard in order to 
monitor the portfolio behavior and the impact 
on the calculation of expected losses. The 
Bank further monitored regulatory and eco-
nomic capital aspects and the behavior of the 
main risk factors to which it is exposed given 
its role as trustee in the PRO.CRE.AR. trust.

›  Loan Loss Provision: we further developed 
and strengthened the calculation method to 
estimate the loan loss provision based on the 
expected loss models.

›  Credit Portfolio Quality: in order to improve 
the credit portfolio quality, we reviewed and 
adjusted the risk policies associated with our 
target segments. We also took actions to miti-
gate the portfolio risk exposure in connection 
with customers with high probability of de-
fault and low profitability. All initiatives were 
supported with actions aimed at streamlining 
assessment processes seeking to ensure on-
going improvement in portfolio quality and 
origination.
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› 6.7 Information Security

GRI Content 103-1,103-2,103-3, 418-1

As a banking entity, protecting, ensuring and 
providing for the security of the information 
in the business processes, systems and me-
diums that store it, is essential for the opera-
tion of the business. Thus, we have a dedica-
ted Cybersecurity and Information Security 
Governance for this purpose, which also en-
sures the safe handling of external and inter-
nal customers, aligning them with the goals 
and objectives of the business, in a corporate 
governance context.

At Banco Hipotecario, we strictly adhe-
re to guidelines issued by the Central Bank 
of the Argentine Republic Communication A 
4609/6017/6375 (among others), good prac-
tice models, international standards (O-ISM3, 
ISO / IEC 27001) and the Personal Data Protec-
tion Law, among others.

We have policies, rules and procedures that 
aim to protect information assets and ensure 
their acceptable use, observing the principles 
of Compliance, Control, Confidentiality, Integri-
ty and Availability.

For fiscal year 2020, the focuses of the Cyber-
security Strategy were placed on three funda-
mental axes:

›  Governance Axis. 
Align business and security strategy
Dissemination and acceptance of the Cyber-
security Policy, generating a culture of knowle-
dge of the main threats.
Engage the business in the processes as ow-
ners of information assets.

›  Safe Development Axis. 
Generate a synergy between development 
and security:
Develop security standards for the secure de-
sign and development of software.
Deploy tools and train in DevSecOps good 
practices.

›  Cybersecurity Axis. 
Manage the complexity of controls and threat 
vectors:
Manage internal and external network monito-
ring and develop early detection alerts for vul-
nerabilities.
Implement automatic deployment and control 
of the standards developed.

AXES OF THE 
CYBERSECURITY 
STRATEGY
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During 2020, No Claims 
Related To The Violation 
Of Privacy Or The Leak Of 
Customer Data, Nor Theft 
Or Loss Of Personal Data 
Were Registered

At BH, we carry out awareness-raising and tra-
ining actions for our employees, since we un-
derstand the importance of taking care of the 
customer data that we manage. We believe it 
is essential to train and inform our employees 
about the security measures that affect the de-
velopment of their functions and what is ex-
pected of them in terms of data protection and 
confidentiality.

In 2020, conferences on Phishing (identity theft) 
were held, an initiative that includes Phishing 
and Ransomware simulations, as well as disse-
mination activities and newsletters for malware 
prevention. In addition, we held a Digital Fraud 
Workshop to learn about the main causes of 
these computer crimes and understand how to 
avoid them and how to protect ourselves from 
cyber-criminals. We also offered a Cybersecurity 
Workshop on Social Networks, since the expo-
sure of our data in public places also leads to ex-
posing ourselves to fraud and digital crimes.

Foster cybersecurity culture
within the Organization.

Foster and validate the concept of "Asset Owner".

Understand and apply cybersecurity measures
in the individual management of each one of us.

Give "High Priority" to cybersecurity in production
and project development environments.

WHAT DO WE EXPECT
FROM THE BOARD?
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Without people there is 
no digital transformation

SOCIAL AND ENVIRONMENTAL
PERFORMANCE

› 7.1 Bank Community 

〉 Our People

Material Aspects: Quality Employment, Inclusion,
Diversity and Gender Equality

GRI Content 102-8, 102-41, 103-1, 103-2, 103-3, 401-1, 401-2,
401-3, 405-1, 405-2

As regards the development of the Organiza-
tion and its quality standards, we work with the 
commitment and mission of contributing to 
the sustained growth of the business, consoli-
dating the development of Human Capital. We 
set out to install an efficient and digital culture, 
with a focus on managing change in people in 
order to support digital transformation.

By reason of the outbreak of the COVID-19 
pandemic, first of all, we strived to contain and 
promptly address the needs of our employees, 
giving priority to their health and contributing 
to business continuity. We shared best practi-
ces and mutual help with other banks.

In this context, and due to the isolation measu-
res established by the Argentine Government, 
we enabled remote access for almost 1,400 
employees to carry out their tasks virtually. 
We adapted the access systems, programs 
and methods so that our employees can do it 
remotely from their homes.

As of December 31, 2020, the Bank’s headcount 
was 1,704 people distributed as follows: 866 
women and 838 men, 1038 at the head office 
and 667 at the branches. The average number 
of years of service is 12 and the average age is 
42 years old.

* 100% of the employees are full-time,

838

866

1,704

2020

874

883

1,757

2019

988

948

1,936

2018

Table 35 Employees by Gender*

568

471

1,039HEAD
OFFICE

2020

602

479

1,081

2019

703

528

1,231

2018

Table 36

270

395

665BRANCH
NETWORK

272

404

676

285

420

705

Employees by Location
and Gender

836

866

1,702PERMANENTS

2020

872

881

1,753

2019

984

947

1,931

2018

Table 37

2

-

2TEMPORARY
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Employees by Employment
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Table 38 Employees by Province 

Total

1,704

2020
1,757

2019
1,936

2018

9 10 910 10 10

7 8 7

16 16 15

12 12 11

31 32 32

15 14 17

43 59 62

13 12 12

14 14 13

16 16 16

13 13 13

12 12 12

33 25 27

65 67 72

10 10 12

10 10 18

10 10 10

8 11 11

15 17 22

25 16 17

23 23 26

214 231 192

1,080 1,109 1,300

1,038

664

1,702PERMANENT

HEAD OFFICE

BRANCH NETWORK

HEAD OFFICE

BRANCH NETWORK

2020

1,081 

672

1,753

2019

1,229

702

1,931

2018

Table 39

1

1
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4

4

2

3
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Employees by Employment
Contract and Location
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HEAD OFFICE

BRANCH NETWORK

UNION

EMPLOYEES COVERED
BY COLLECTIVE BARGAINING
AGREEMENTS

HEAD OFFICE

BRANCH NETWORK

153

67

1,484

87%

885

599

158

69

1,530

87%

923

607

198

86

NON
UNION 22o 227 284

2020 2019 2018

1,652

85%

1,033

619

Table 42 Employees by Professional Category and Gender

2020 2019 2018
SENIOR MANAGEMENT

0.76%

0.12%

0.88%

0.80%

0.11%

0.91%

0.77%

0.05%

0.83%

MANAGERS

4.05%

1.82%

5.87%

3.87%

1.76%

5.63%

4.18%

1.70%

5.89%

ANALYSTS AND
ADMINISTRATIVE STAFF

36.80%

42.31%

79.11%

37.22%

41.66%

78.88%

38.22%

40.86%

79.08%

SUPERVISORS. LEADERS
AND BOSSES

7.57%

6.57%

14.14%

7.85%

6.72%

14.57%

7.85%

6.35%

14.20%

Table 40 Employees by Location and Union Status

Table 41 Employees by Professional Category

2020
Q

2020
%

2019
Q

2019
%

2018

Q
2018

%

Senior Management 15 1% 16 1% 16 1%

Managers 100 6% 99 6% 114 6%

Supervisors, Leaders and Bosses 241 14% 256 15% 275 14%

Analysts and Administrative Staff 1,348 79% 1,386 79% 1.531 79%
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Table 43 Employees by Professional Category and Gender

2020 2019 2018

Under 30 years old 4.29% 6% 4%

Senior Management 0% 0% 0%

Managers 0% 0% 0%

Supervisors, Leaders and Bosses 0.06% 0.11% 0.10%

Analysts and Administrative Staff 4.23% 5.75% 4.18%

Between 30 and 50 years old 78.23% 78% 77%

Senior Management 0.47% 0.51% 0.46%

Managers 4,11% 3.76% 4.08%

Supervisors, Leaders and Bosses 11.33% 11.72% 10.64%

Analysts and Administrative Staff 62.32% 62.38% 61.57%

Over 50 years old 17.49% 16% 19%

Senior Management 0.41% 0.40% 0.36%

Managers 1.76% 1.88% 1.81%

Supervisors, Leaders and Bosses 2.76% 2.71% 3.46%

Analysts and Administrative Staff 12.56% 10.76% 13.33%

〉 Employment, Diversity and Inclusion

We participated in the virtual fair organized by 
the Argentine University of Enterprise (UADE), 
in order to build our employer brand and create 
an approach between the BH Community and 
young students. As a result, the Bank recruited 
and hired 37 new employees.

We work on instilling a 
culture of inclusion to 
foster personnel 
development and 
individual contribution 

SOCIAL AND 
ENVIRONMENTAL 
PERFORMANCE

7

2020 66



Tabla 45 Employee turnover

2020 2019 2018

BY GENDER

UNDER 30
YEARS OLD

TOTAL
TURNOVER

62

31

198

135

105

87

68

25

234

99

124

68

20 22 7
BETWEEN 30

AND 50 YEARS OLD 66 206 159

OVER 50 YEARS OLD 7 105 26

93 333 192

TURNOVER RATE (*) 5% 19% 10%

BY LOCATION

HEAD OFFICE

BRANCH NETWORK

Table 44 New employee hires

2020 2019 2018

BY GENDER

UNDER 30
YEARS OLD

TOTAL
NEW HIRES

BY AGE BY AGE

15

22

85

69

77

50

22

15

90

64

92

35

8 41 36
BETWEEN 30

AND 50 YEARS OLD 27 104 82

OVER 50 YEARS OLD 2 9 9

37 154 127

NEW HIRE
RATE (*) 

(*) Hiring in the period/Headcount at the end of the period (*)Termination of the period/Headcount at the end of the period

2% 9% 7%

BY LOCATION

HEAD OFFICE

BRANCH NETWORK
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At Banco Hipotecario, we comply with applica-
ble labor laws and we respect Human and Civil 
Rights. We require that all units provide an en-
vironment and working conditions of hygiene 
and safety, and that each employee receives 
all the benefits covered by the applicable laws. 

Our selection processes and our hiring deci-
sions are based on the skills of job applicants 
and adhere to a diversity framework, regard-
less of age, color, origin, civic status, religion, 
sex, sexual orientation or any other characteris-
tic protected by law.

 

Possible situations of discrimination, harass-
ment, intimidation or retaliation at work can 
be reported through our different reporting 
channels. Such matters will be addressed im-
mediately and confidentially, maintaining the 
transparency of the process. 

Within the Diversity and Inclusion axis, we stri-
ved to generate opportunities and foster the 
development of our employees with diverging 
points of view and perspectives, being flexible 
to empower participation and business perfor-
mance. In this regards, the Bank engaged in 
several actions, including:

›  Revision and adaptation of the language used 
in corporate communications to make it more 
inclusive for all social groups.

› Ongoing participation in the "Diversity in Bu-
siness Club" of the Di Tella University, which 
develops and fosters diversity and inclusion 
within business organizations.

› Participation in special dates' events, both in-
ternally and externally, such as the LGTB+Pri-
de day.

Table 46 Ratio of basic salary and remuneration of women to men12 

        2020 2019

Senior Management 158.09 241.69

Managers 102.18 127.78

Supervisors, Leaders and Bosses 94.76 100

Analysts and Administrative Staff 100 100
12.  The ratio (%) was calculated with the following formula = Basic salary for women/Basic salary for men x 100. The average salary of em-
ployees who make up each of the positions was considered.
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Extended parental leave. Employees have 15 
days to receive the new family member.

Adoption leave for mothers (60 days) and 
fathers (15 days).

Lactation room in the head office so that 
mothers can continue with lactation once 
their leave is over.

Gifts for birth, marriage and graduation..

Sick leave to take care of children, both for 
mothers and fathers.

Refunds at daycare, kindergarten, special 
education, and vacation camp.

Fund for aid in situations of specific juncture 
of the employee (the situation is evaluated 
to determine the follow-up of the case).

Corporate Health Plan, closed and exclusi-
ve for employees and their families.

Influenza Vaccination Campaign throu-
ghout the country, to prevent and take care 
of our health.

Gympass, corporate values in gyms or 
sports centers. 

Medical office in the head office with spe-
cialized service from 9 am to 5 pm.

ECCO Protected Area Service for medical 
assistance for employees, customers and 
suppliers.

At the Head Office we have a space so that 
they can store their bicycles and motorcy-
cles during the working day.

Discounts at universities and study cen-
ters.

Scholarship program for undergraduate, 
tertiary, university, postgraduate and 
master's degrees.

Examination leave up to 21 days.

Stay healthy Family is all that matters Empower your development

〉BENEFIT PLAN

Regarding #BeneficiosBH, we continued pro-
moting the value proposition, based on 5 mottos:
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Exclusive conditions in Bank products.

Bimbo at home.

Special offers on ergonomic chairs and desks.

Discount code at Natural Deli.

TripOn: reduced price of trips and stays.

Caffetino: discount code on coffee capsules.

Exclusive offers in Movistar plans.

Reduced price at the Llao hotel.

Offers in Aurora Bikes.

Benefits in Arredo.

Exclusive prices on BGH products with deli-
very countrywide.

Discount in Aerolíneas Argentinas.

Cafeteria with a variety of lunches and 
snacks..

Brew infusion service at the head office 
with a free and continuous service of filter 
coffee, tea and milk from 8:30 am to 5:00 
pm. Each branch has a fixed fund for the 
management of snacks. 

Vacation leave counted in business days.

Birthday day off.

Family day. A free day to share with the fa-
mily (it can be taken at any time of the year).

All our employees receive the same benefits 
regardless of the type of working day or con-
tract. In total, there are more than 30 own and 
internally managed benefits, many of which 
were adapted to the mandatory social distan-
cing situation. This is the case of Gympass, 
with which we carry out several actions such 
as active breaks, group classes, webinars, etc., 
in that context.

Products with controlled prices Enjoy your free time

TripOn Natural Deli

YMCA: active breaks and open classes

Gris Metal (chairs and desks)

Gympass Bimbo at home

NEW
BENEFITS 2020

Flexible year-end gift 
(www.elegivos.com.ar offering 17 available brands)

Fravecheck
For births, marriages and graduations
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As part of our gender and diversity manage-
ment, during 2020 we worked on leaves that 
allow us to accompany all types of families. We 
agreed to define the leaves for pregnant and 
non-pregnant women, as well as primary and 
secondary caregivers, since we would add new 
leaves to support the families that adopt. These 
best practices were planned to be implemen-
ted in 2021.

As regards the rate of return to work, after pa-
rental leaves, in 2020 we again reached 100% 
and 98% in the retention rate.

Table 47 Parental leaves

PEOPLE ENTITLED TO PARENTAL LEAVE

25

42

34

49

40

66

67 83 106

PEOPLE WHO EXERCISED THEIR RIGHT
TO PARENTAL LEAVE

25

42

34

49

40

66

67 83 106

RETURN TO WORK RATE

100%

100%

100%

98%

100%

100%

RETENTION RATE (PEOPLE WHO REMAIN IN THEIR JOB
FOR AT LEAST TWELVE MONTHS AFTER RETURNING)

96%

100%

100%

98%

92.50%

92.42%

PEOPLE WHO RETURNED TO WORK
AFTER PARENTAL LEAVE

25

42

34

48

40

66

67 82 106

2020 2019 2018
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〉Training And Development Of Employees  

Material Aspects: Quality Employment, Human Rights, Training and 
Development of Employees

GRI Content 103-1, 103-2, 103-3, 401-2, 404-1, 404-2, 404-3, 412-2

A training plan was designed with a view to 
address business needs, amidst the complex 
scenario posed by the pandemic, seeking to 
continue with our employeesˈ development 
entirely online.

We launched A•D•N, our new virtual space for 
Learning, Development and Business. A sim-
pler, more intuitive platform focused on emplo-
yeesˈ experience, to boost their development 
from home. Learning, Development and Talent 
modules were incorporated, as a manner to 
reach each employee in a more innovative, in-
clusive and effective way.

More than 
20,000 Hours of training 
were delivered

More than 300
different actions

100% Virtual project

More than 2,300 users

Average time in A•D•N
10 hourss

Learning Development
(Goals and skills)

My professional
profile 

Talent
management

My team 

New

MODULES

5

Cost saving 
U$D 40.000

Focus on user 
experience

Employee 
self-manage-

ment

Integration of 
people 

management 
processes

Accessibility 
from any device

THE MAIN LEARNING ACTIONS WERE THE FOLLOWING

Expertos
BH

   Leaders
On

Boarding
External

courses and
scholarships

New

EXPERTOS BH: a virtual experience in which 
employees offered learning proposals com-
pany-wide. Seven business talks were delive-
red by Area Managers, 3 schools were orga-
nized, and 70 workshops were completed on 
several topics, such as Office Banking, Mind-
fulness, Project Management, SQL, Effective 
Listening, Digital Fraud, and Efficient Budget 

Management, among others. We continued 
with Learning Network, our comprehensive 
training program targeted at the entire branch 
network nationwide and focused on continuing 
education, professionalization, and growth of 
our employees in the commercial and opera-
ting platform.
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1. Commercial School
training to more than 400 Business Executi-
ves on telemarketing tools in light of the social 
distancing measures, and training delivered to 
more than 600 SMEs Account Executives and 
more than 400 Business Executives from the 
Businesses & SMEs’ segment.

2. Digital Transformation School
training on agile methodologies, SCRUM and 
user experience for more than 200 employees..

3. Investments School: 
10 investment updates and 2 semiannual mee-
tings for the experts’ community.
In addition, 3 training actions were organized 
open to more than 900 employees on intro-
duction to investments, fixed income and mu-
tual funds. 

EXPERTS

51 3,584

Participants

5,039

Hours of learning 

4.5

Satisfaction

7

Months

3

Schools 

70

Actions

LEADERS: for the third consecutive year, we 
supported the professional development of 14 
new leaders, including new topics to the pro-
gram, and delivering open workshops on Fee-

dback and Tough Conversations to more than 
200 leaders, and online courses to strengthen 
their roles.

Workshops
on Feedback 

New

New
Leaders 

Virtual 
Courses 

12

Meetings

14

Meetings

Virtual
Course
for New
Leaders

220

Hours of training 

152

Hours of training 

5

Virtual courses 

220

Participants

19

Participants

90%

SatisfactionNew

SOCIAL AND 
ENVIRONMENTAL 
PERFORMANCE

7

2020 73



ON BOARDING: we redesigned our Onboar-
ding training into an entirely virtual format, 
with interactive dynamics and tools for all 
new hires and we enhanced the benefits of 
the digital modality with interactive dyna-
mics and tools. We launched the ADN syn-
chronous classroom.

EXTERNAL COURSES AND SCHOLARSHIPS: 
handled scholarships and external courses 
through alliances with different educational ins-
titutions and entities to have updated internal 
knowledge in place (Digital House, IAE, ITBA, 
UBP, UCEMA, UTN).

Training Management also leveraged and su-
pported the development and deployment of 
organizational projects: JIRA, Dynamo Post-sa-
les, Variable Compensation, Anti-money Laun-
dering and SOS alerts, among others.

As regards cybersecurity, this year, it was par-
ticularly important that employees be aware of 
and educated about the existence of cyber-at-
tacks and the importance of reinforcing cyber-
security. In 2020, we deployed two workshops 
in order to re- educate users and employees 
on cybersecurity:

›  Digital Crimes workshop, in charge of BH's 
CISO, and

›  Internet and Social Media Risk Awareness 
workshop, in charge of the Argentina NGO Ci-
bersegura.

We developed several controlled “phishing” 
and “ransomware” drills to warn employees 
about the actions that may compromise the 
Bank, including an educational test if they fell 
into the trap. In this way, employees understood 
how simple it is to get distracted and become a 
victim of cyber-criminals.

102.5 Hours dedicated to training in 
policies or procedures on human 
rights

15
Virtual

meetings 

2
Editions 

15
 Speakers 

27
Participants

173hs
hours of training

RETAIL
MANAGEMENT
INVESTMENT 

33%EMPLOYEES
WITHOUT

 PEOPLE IN
CHARGE

83%

Scholarships
Awarded

40

DIGITAL
TRANSFORMATION

MANAGEMENT

17%
EMPLOYEES
WITHOUT

 PEOPLE IN
CHARGE

65%
External
Courses

Provided

26

15
Virtual

meetings 

2
Editions 

15
 Speakers 

27
Participants

173hs
hours of training

RETAIL
MANAGEMENT
INVESTMENT 

33%EMPLOYEES
WITHOUT

 PEOPLE IN
CHARGE

83%

Scholarships
Awarded

40

DIGITAL
TRANSFORMATION

MANAGEMENT

17%
EMPLOYEES
WITHOUT

 PEOPLE IN
CHARGE

65%
External
Courses

Provided

26
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Table 48 Average hours of training per employee

2020
Q

2020
Reach

2018
Q

2018
Reach

2019
Q

2019
Reach

TOTAL
TRAINING

HOURS

BY PROFESSIONAL
CATEGORY

6,851

13,665

6.6

20.5

12,662

13,178

9,272

11,234

11.1

13.0

14,018

11,822

20,506 12 25,840

11.7

19.5

12,533

13,044

10.2

18.5

16.0

13.4

12,663

12,914

12.8

13.6

SENIOR MANAGEMENT 64 4.3 49 3.1 49 3.1

MANAGERS 2,368 26.3 3,764 38.0 3,095 27.2

2,826 11.7 5,330SUPERVISORS, LEADERS
AND BOSSES 20.8 6,585 24.0

ANALYSTS AND
ADMINISTRATIVE STAFF 14,978 11.1 16,697 12.1 15,848 10.4

14.7 25,577 13.2

BY LOCATION

HEAD OFFICE

BRANCH NETWORK

BY GENDER
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As regards Development, during the year the-
re were 11 internal promotions and 9 lateral 
shifts, through sponsorship and internal re-
cruitment processes. We supported the pro-
fessional development of 14 new leaders. 

For the third consecutive year, the Bank ca-
rried out its competency-based assessment, 
focusing on the challenges posed by the 
pandemic.

Table 49 Competency-based assessment

2020
Q

2020
Reach

2018
Q

2018
Reach

2019
Q

2019
Reach

TOTAL NUMBER
OF EMPLOYEES

WHO WERE ASSESSED
ACCORDING TO THEIR

COMPETENCIES

BY PROFESSIONAL
CATEGORY

808

833

96%

96%

830

848

1.641 96% 1.678

95%

96%

804

800

81%

84%

SENIOR MANAGEMENT 2 13% 3 19% 14 88%

MANAGERS 88 88% 91 92% 94 82%

243 100% 250SUPERVISORS, LEADERS
AND BOSSES 98% 266 97%

ANALYSTS AND
ADMINISTRATIVE STAFF 1,308 97% 1,334 96% 1,230 80%

96% 1.604 83%

BY GENDER
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〉 Culture And Change Management

We sought to strengthen the organizational cul-
ture and development, acting as a facilitator of 
the transformation process. Our goals were em-
powering key transformation agents, providing 
people management tools, engaging emplo-
yees, and maintaining established and recogni-
zed interventions.

The Change Management area continued gi-
ving advice and support to strategic projects:

›  COVID-19 contingency: rapid management 
to respond and support our employees, and 
conduction of PULSE survey.

› Digital Workplace: adoption of digital colla-

boration and creation tools with impact on all 
of the Bank's employees. The adoption rate 
was higher than 95%, with the ensuing crea-
tion of open learning platforms and a dedica-
ted website for the program on the cloud. 

› New BH Intranet: launch of a new Intranet, more 
agile, accessible and collaborative, developed 
with new technology within SharePoint.

› Dynamo Post-sales: communication of laun-
ched “releases”, team reward actions and 
learning plan promotion with impact on more 
than 1100 employees.

› Digital Transformation Team: awareness was 
raised on the area's challenges, introducing 
new roles and ongoing measurement of 
teams' management efforts: 8 PULSE surveys 
were conducted, with 45 communication ac-

tions and promotion of the Intranet launch, 
the area's own space.

We conducted over 15 communication cam-
paigns related to the business and Human Ca-
pital programs, and organized several virtual 
celebrations to commemorate special dates 
(the Customer’s Voice, lifetime achievement 
medals, year-end, etc.) to strengthen the com-
mitment and the goals of the year.

Pink October 
(breast cancer)

Lifetime achievement 
medals

#Ihighlight LGTB+Pride day #LeadingFromHome

• Logo change in our channels

• Awareness Survey on

Periodic Checkups

• Messages in the 4 issues of 

News of the month

• 15 medal winners

• Surprise box at their homes

• Video with greetings from 

their colleagues

• Over 1,000 views and

comments

• Logo change in all our

channels

• News with differential design 

+ message

• Awareness message fo

 leaders

• 9 messages

Culture actions
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All actions taken are underpinned by several 
means of communications:

All these efforts resulted in the ongoing conso-
lidation of the communication and promotion 
of the Bank's culture, with the primary purpose 

Linkedin

129,453 followers

44% + than 2019

87 posts

59,091 nteractions

795,309 views

7.4% engagement rate

News BH 52 editions

BACS: main channel

BH: activity is being migrated to other internal 

communication channels

Internal
Mailbox

Teams

90% usability

51 managerial teams

13 project teams

1,931 active users

2,137 total users

+300,000 chat messages per week

Intranet

1,866 unique users per week

75,000 site visits per week

12 min, 10 seg: average time per user

99.7% desktop traffic

297 site pages (News + Sections)

RE-LAUNCHED IN 2020

GROWTH + EMPOWERMENT WEEKLY
EDITIONS.

EFFORTS TO REDUCE THE NUMBER
OF MASSIVE MAILS.

NEW CHANNEL 

More than 83 videos 

developed to support several 

campaigns, events, and 

milestones.

Audiovisuals

MANAGEMENT MILESTONE

+ 200 messages 

2 groups for leaders

Reinforce and contingency messages

During the COVID-19 contingency, it 

proved really useful to streamline the 

contact with all employees.

IC
WhatsApp

INTERNAL COMMUNICATIONS
WHATSAPP

of making each employee's individual contri-
bution meaningful to the Bank's performance.
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Organizational Development Benchmarks

During the year, significant efforts were enga-
ged through the Leader role. It is characterized 
by an increased level of presence and knowle-
dge about the areas and their teams, being the 
main contact point on Organizational Develop-
ment issues. Efforts were focused on the same 
main 4 pillars: People Management, Transfor-
mational Processes, Relationship Channel, 
and Structure Planning. Strong emphasis was 
placed on knowledge and diagnosis of teams, 
supporting employees during a year of chan-
ges, uncertainty and rearrangement of activi-
ties, positioning leaders a key players of the 
organizational transformation, accountable for 
people management.

〉 Occupational Health And Safety

Material Aspects: Occupational Health and Safety

GRI Content 103-1, 103-2, 103-3, 403-1, 403-2, 403-3, 403-4, 403-5, 
403-6, 403-7, 403-8, 403-9

Despite the mandatory lockdown established 
according to the framework of the COVID-19 
pandemic, the Safety and Hygiene area was 
able to entirely maintain the operations, since 
it continued to develop in-person as the em-
ployees are considered essential workers. Only 
some Supervisors, Heads and Area Managers 
work on a remote basis. The Network and the 
areas that provided in-person services received 
supplies (alcohol-based hand sanitizer, face 
masks, gloves and face shields) to comply with 
the established protocols and contribute to the 
care and prevention of the health of the em-
ployees. The area participates in the COVID-19 
Contingency Committee in which the action 
protocols and the best way to keep the Bank 
operating safely are evaluated, both for those 
who work in the Entity and for customers. 

We comply with all applicable laws 
and regulations concerning health, 
safety and wellbeing of members 
and other people who are in the 
bank's facilities in all our locations

During 2020, 3 occupational 
accidents with osteomuscular injuries 
were recorded

The safety approach includes the functions of 
planning, identification of risky areas, coordi-
nation, control and management of safety ac-
tivities in branches and annexes, all of them in 
order to prevent accidents and occupational 
diseases. We consider that effective security 
management pursues three main goals:

›  Achieve a safe working environment. 
›  Make work safe. 
›  Make human capital aware of safety. 
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Our occupational health and safety manage-
ment system is in accordance with the National 
Law on Occupational Hygiene and Safety No. 
19,587, Decree 351/79. As regard Physical Sa-
fety, the framework is given by the regulations, 
communications and recommendations of the 
BCRA, plus the Bank's Comprehensive Safety 
Plan that is prepared taking into account the 
Branch Risk analysis.

During this year, the approval of the Self-Pro-
tection Plan of the Belgrano, CABA. branch was 
obtained. We are part of the Occupational Health 
and Safety Committee of the Province of Santa Fe, 
in which the annual preventive plan is monitored 
(Law No. 12,913 of the Province of Santa Fe). This 
committee is made up by an employer represen-
tation, a worker representation and an Occupatio-
nal Safety and Hygiene Technician. Meetings are 
held on a monthly basis and decision-making is 
by consensus between the employer represen-
tation and the union representation. 

In order to identify occupational hazards and 
assess risks, periodic inspections are carried 
out, suitable personnel are hired and trained. If 
a member of the Bank learns of any real or po-
tential safety issue, or if they have any concer-
ns, they should immediately notify their Boss/
Leader or Manager, the Organizational Develo-
pment Area Management or the Physical Safe-
ty and Logical Security Management.

The outsourced employees are trained by the 
service provider company, the Bank reinforces 
their knowledge and additionally offers a cour-
se on fire prevention, use of fire extinguishers, 
use of self-contained breathing apparatus and 
an evacuation plan (duration of 3 hours). Given 
the pandemic situation and due to restrictions, 
our employees receive training through the 
ART SWISS MEDICAL platform, on fire safety, 
ergonomics and COVID-19.

As regards health care, for our own and out-
sourced employees, we have a medical servi-
ce located in our head office, which interacts 
with the Occupational Safety Area. This service 
has a clinical office and an infirmary. An emer-
gency service acts as a “protected area” for any 
person within the Bank who requires medical 
assistance and/or transfer due to the serious-
ness of the health situation presented.

We annually carry out the influenza vaccination 
campaign together with preventive education 
in-person and/or through the general commu-
nication channels. In addition, we have covera-
ge through a contracted Occupational Risk In-
surer (ART) for accidents that occur within the 
facilities or on the way back and forth to the 
physical workplace.

Due to the COVID-19 pandemic, we implemen-
ted the home office modality, which is why du-
ring this period certain regulations were modi-

No incidents regarding 
physical security were 
recorded

fied and activities were carried out through the 
technological channels enabled by the Bank. 
The influenza vaccination was carried out so 
that all employees, own or outsourced, were 
immunized and thus reduce the COVID-19 risk.

2020 was a year determined by the COVID-19 
pandemic and the hazards of this virus that 
was unknown until its appearance. To minimize 
the risk, home office work mode was authori-
zed for all those functions that were not con-
sidered essential. The detection of infectious 
diseases within the work environment was ex-
tremely important in order to avoid the spread 
and risks among the employees. Based on the 
information provided by them and the clinical 
follow-up carried out, we registered 87 cases 
of COVID-19 disease, and we mourn the death 
of an employee.
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› 7.2 Environmental Impact

Material Aspects: Waste Management 

GRI Content 103-1, 103-2, 103-3, 306-1, 306-2, 306-3, 306-4

Environmental protection is a value in itself. 
Therefore, our comprehensive business mana-
gement efforts take into consideration its finan-
cial, social and environmental impact.

〉 Energy

Awareness on electricity consumption was ex-
tremely important, considering that during the 
year a significant part of our employees worked 
from home. The COVID-19 pandemic brought 
about a substantial decrease in electricity con-
sumption vis-a-vis 2019. 

We implemented several actions, including shu-
tting down lights and heating and AC equipment 
on inactive floors. In addition, we sought advi-
ce from electricity experts to streamline energy 
consumption. At the head office, monthly elec-
trical protocols were implemented to ensure the 
building's power sustainability.

These initiatives supplemented the internal  
Responsible Consumption Awareness Cam-
paign, through e-mail communications to all 
our employees containing “sustainable tips” to 
protect our environment.

Table 50 Energy consumption within the organization (GJ) 13

2020 2019 2018

Renewable energy consumption 0 0 0

Non-renewable energy consumption 6,485,455 17,975,884 19,403,483 

Electric power 18,.899 11,702,480 12,709,881 

Diesel 127,696 294,135 297,767 

Natural  gas 6,339,460 5,979,269 6,395,835 

Total energy consumption within the
organization

6,485,455 17,975,884 19,403,483 

13. Unit conversion base: 1 kW/h = 3.6 GJ; 1 m3 of Natural Gas = 42.12 GJ; 1L of Gasoil = 36,313 GJ

Electricity 
consumption 
was reduced

by 99.8%.  

Natural gas 
consumption

had a 6%
increase.

Gas oil consumption 
in ups units

Declined by
around 56.6%. 
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〉 Waste

During the pandemic, waste reduction policies 
continued to be applied; due to the decrease 
in activity in the central building, a significant 
drop in the amounts of waste generated was 
achieved. Work continued on the classification 
of waste (collaborating with entities such as the 
Garrahan Hospital), the separation of organic 
and inorganic waste in new containers adapted 
for this purpose, and the classification and final 
disposal of IT waste (batteries, monitors). 

As concerns waste management, two types of 
waste are consumed, handled and disposed of 
at the Bank:

Wet Waste: in compliance with the regulations 
of the Government of the City of Buenos Aires, 
the Bank hires a private company to provide 
waste pick-up services. The service includes 
daily waste pick-up and final disposal at CEAM-
SE, together with a report. During the reporting 
period, the average monthly picked-up waste 
was 2,400 kilograms, 88% less than the avera-
ge of the previous year.

Due to the mandatory 
lockdown, in 2020 there 
was an 88% reduction in 
wet waste at the head 
office

Table 51 Recycled waste

In Kilograms 2020 2019 2018

Cardboard 1,060 4,600 10,000

Plastic 200 120 350

Aluminum Cans 1 5 500

Paper 0 40 200

Recycled  waste  picked  up  by  Greater 
Buenos  Aires  

1,261 4,765 11,050

Plastic lids 5 15 30

Paper 1,150 3,600 22,000

Recycled  waste  picked  up  by  Garrahan 
Foundation 

1,155 3,615 22,030

Recycled waste 2,416 8,380 33,080

Recyclable Waste: the Bank installed bins at 
all internal sectors of the building to classify 
waste by type. The head office's Logistics area 
is in charge of such classification, separating 
wet waste from recyclable waste. The latter is, 
in turn, sub-classified into white paper, card-
board, aluminum and plastic, and donated to 
several entities.
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As regards the final disposal of IT waste (batte-
ries, monitors), during 2020, 313 pieces of fur-
niture and IT equipment were delivered to 10 
NGOs under the “Equipados para Dar", (Equi-
pped to Give) program.

Under this program, the Bank donated furni-
ture, hardware (computers, ATMs, SSTs, prin-
ters, etc.) and discontinued merchandising 
material (with no further specific internal use, 
but with remaining useful life). The Bank con-
tributed to improve the furniture and techno-
logical conditions of local entities nearby its 
branch network and head office. This program 
represents an action intended to empower 
volunteers and to interact with organizations 
countrywide.

〉 Water And Effluents

The water used at our corporate building is 
sourced from AySA's network and is primarily 
used for two purposes: at restrooms, kitchens, 
troughs and for cleaning, and for industrial pur-
poses, at cooling towers, cooling machines and 
heaters (air-conditioning equipment). 

As regards effluent treatment, the water used for 
industrial purposes in closed circuits is chemi-
cally treated and periodically analyzed to ade-
quately maintain its properties (PH, hardness, 
salinity, etc.).

The discharge of water used for non-industrial 
purposes (toilets, kitchens, etc.) takes place 
through the sewage piping.

WATER CONSUMPTION
(IN MEGALITERS)

2020
53.23

2019
46.5

2018
30
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› 7.3 Programs with the Community

Material Aspects: Social Investment in the Community, 
Financial Inclusion, Education

GRI Content 103-1, 103-2, 103-3, 413-1

Based on the challenges posed by the pan-
demic, we work diligently to stay close to our 
stakeholders. In particular, through the Social 
Affairs area, we support the NGOs with which 
we interact, by helping redirect the donated 
funds to specific actions in an attempt to miti-
gate the consequences of the pandemic. 

In view of the decline in production and pover-
ty growth, and the (health, food, and economic) 
emergency prevailing in Argentina, through 
the Committee of Social Affairs, we continue 
to restate its Sustainability Pillars, highlighting 
the future challenges to be faced at the coun-
try level and the specific contributions we can 
make to the community as a financial services 
company. These pillars were approved by the 
Bank's Board of Directors.

We maintain a close link 
with the ngos with which 
we interact countrywide 
and this allows us to 
strengthen the solidarity 
culture that defines us as a 
social actor of national 
relevance

277
social organizations with 

which we interact

270,640 
people we support 
with our programs

188
volunteer employees

$69.2 
million invested

in the community

44
organizations sponsored by 

employees who 
participated in the program 

to strengthen solidarity 

EDUCATION INCLUSION CITIZENSHIP AID

THE FOUR SUSTAINABILITY PILLARS 
THAT LEAVE A POSITIVE FOOTPRINT IN THE COMMUNITY INCLUDE:
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PILLARS ACTIONS/PROGRAMS

EDUCATION

We foster inclusive 
and comprehensive 
education for 
we believe it is a 
key factor in any 
society to develop 
future growth 
opportunities.

›  Formal and informal training: Training delivered to people that are part of the education com-
munity, primarily, teachers and students, through in person and e-learning on several areas and 
scholarships.

›  Financial Education: In person or remote training on financial tools (savings, budget manage-
ment, investments, etc.) addressed to vulnerable sectors.

›  Environmental Awareness: Knowledge about sustainable development and ecological care for 
our planet, focused on the development of habits, skills, sensitivities, conducts and environmen-
tal awareness.

INCLUSION
Social inclusion is 
closely linked to 
equal opportunities.

›  Infrastructure: Infrastructure improvements and contribution of resources to several national orga-
nizations through local development.

›  Digital Accessibility: Contributing to the application of understandable, usable and practicable envi-
ronments, processes and services for everyone, regardless of the type of hardware, software, network 
infrastructure, and users' language, culture and abilities.

›  Preventing Addictions: We also foster practices to take a comprehensive approach to drug use 
and abuse, and to develop multiplying agents in this respect and endeavor to carry out assistance, 
training and research activities.

›  Recreation for Socialization Purposes: We champion learning and social value collective cons-
truction processes for people to be integrated to the social fabric. Recreation, being understood as 
multiple spaces for leisure and social interaction, helps build the individual identity.
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PILLARS ACTIONS/PROGRAMS

CITIZENSHIP

We endorse 
several projects 
that encourage 
people to be 
actively involved as 
engaged citizens 
in decision-making 
processes, so as 
to build consensus 
enabling the 
development of a 
more fair and equal 
community.

›  Employability: Access to the job market by people from vulnerable environments or excluded 
from the job market, through the development of skills, tools and trades.

›  Empowerment: Contribution to the development of business, political and social leaders that foster 
development and drive empowerment in their communities to reach sustainable development. We 
foster solidarity among several people, including our employees, who contribute resources (time, 
skills, know how, and materials) to cooperate with NGOs.

›  Human Rights: We support organizations that champion human rights, and that contribute to raise 
awareness and empower citizens in this respect. The protection and awareness of the universal de-
claration of human rights is a key factor for everyone to recognize the right to life, freedom, educa-
tion and employment, among other rights.

›  Gender:  Apart from being a fundamental human right, gender equality is key to deploying the full 
human potential and community development. Empowering women encourages productivity and 
contributes to provide equal opportunities from a multidimensional perspective. 

›  Diversity: We encourage interreligious, cross-cultural, social, political and sexual dialog as a constructi-
ve contribution to diversity-respectful communities and citizen inclusion.

›  Sustainable mobility: Fostering healthy traffic through non-contaminating vehicles, organizing pu-
blic transport, and reducing road accidents are all responsibilities that enhance traffic and transpor-
tation efforts.
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PILLARS ACTIONS/PROGRAMS

AID

We make direct 
contributions in the 
form of financial and 
material resources 
to address core 
social issues that 
endanger human 
dignity.

›  Emergency Aid: We contribute to specific situations resulting from unexpected events that require 
immediate attention.

›  Food Aid: Support is given to NGOs that strive to guarantee decent food and housing conditions in 
several communities of our country.

›  Health Aid: We support organizations engaged in providing health response, detection, contention 
and mitigation, assisting vulnerable communities, primarily excluded from the healthcare system.

›   Climate Change: The impact of global warming on national territories is reflected in an increase in 
aridity, desertification, soil erosion, and fire risks. Therefore, contributing to protecting ecosystems 
and biodiversity matters.

In addition to these pillars and their respec-
tive specific topics, the Bank embraced two 
additional strategic variables: time and geo-
graphic scope.

›  Time: Refers to the support and sponsorship 
to organizations and projects over the years. 
This variable embraces the short-term (1 to 3 
years), medium-term (4 to 7 years), and long-
term (over 8 years).

›  Geographic Scope: This variable considers the 
coverage of the NGOs' projects directly within 
the territory. The geographic scope may be re-
gional (impact on one or more regions where 
the Bank has a footprint through its branches, 
and is related to community activities), natio-
nal (embracing the entire national territory), 
and local (community-based, neighborhood 
or municipal influence).

In order to strategically channel its investments 
in the community, within each pillar we suppor-
ted and boosted programs and actions develo-
ped by the same organizations, which are dee-
ply familiar with several social areas.
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SOME OF THE NGOs THAT WE 
SUPPORT ARE THE FOLLOWING:
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To the Bank, the relationship with organizations 
in the medium-term and with regional scope 
weighs high, for it allows it to take specific ac-
tions within each local area, according to their 
needs, while proposing an estimated  time  pe-
riod  for  projects  to  be  able  to  continue  in-
dependently from  the  Bank.  Hence, the rela-
tionship goes through a growth process after 
which the organization attains an installed ca-
pacity which allows it to diversify income.

The comprehensive management matrix is un-
derpinned by the Social Responsibility Policy 
which embodies how the Bank manages its in-
vestments in the community, with the primary 
goal of leaving a positive footprint.

Most of the NGOs the Bank works with asserted 
their need for executing short-term projects, 
addressing the multiple pressing needs posed 
by the COVID-19 pandemic. The primary focus 
was placed on the need for covering meals and 
supporting families. As to education, despite 
the fact that schools were closed, reinforcing 
the active role of businesses proved utterly im-
portant, in that they provided direct assistance 
to foster learning continuity and the inclusion 
of children and the youth, in the broadest sense 
of the word. Access to a job reshapes people's 
reality and allows to build a fairer and equal fu-
ture for everyone. It is the Bank's commitment 
to be attentive to the needs of the society and 
offer possibilities for the development of fu-
ll-fledged citizens. 

〉 Urban Soil Municipal Management

In 2020, we continued to support the work of 
the TECHO and RIL (Red de Innovación Local 
or Local Innovation Network) organizations in 
their vocation to strengthen municipal public 
policies for land management, as this is alig-
ned with our historical social mission and em-
powers local communities in the comprehen-
sive management of urban land.

The main goal of the #MunicipalSoilManage-
ment project, an initiative of the Bank, TECHO 
and RIL, is to promote policies for the genera-
tion of formal and accessible urban land in an 
equitable manner through the generation and 
visibility of relevant information on the actions 
that municipalities implement to generate sus-
tainable and integrated cities.

Within the framework of this project, an urban 
land management self-assessment tool aimed 
at municipalities was developed that addres-
ses issues such as city vision, strategies, long-
term perspectives, instruments and informa-
tion. This questionnaire gives a final score that 
places the municipalities on a scale of 0 to 10, 
which allows local governments to evaluate 
themselves on this issue.

Social Programs with NGOs Solidarity Initiatives
of Bank Employees

Funds available

70%

49%
41%

65%

21%
14%10%12%

Table 52 Distribution of Social Programs

2020 2019 2018

18%
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Despite the COVID-19 pandemic, the NGOs 
TECHO and RIL managed  to  make  progress  
with  the  Urban  Soil  Municipal  Management 
agenda  with  local governments and got 89 
municipalities to respond to the survey deve-
loped by more than 40 specialists .

The best scored category was “strategy”, which 
sought to determine the degree to which the 
municipality has instruments to manage urban 
growth, from land management plans, speci-
fic rules and regulations, and land-title regula-
rization programs, among others. The average 
score in this category was 5.05. It was primarily 
represented by medium-sized municipalities 
in terms of population, including several pro-
vincial capital and major cities.

The lowest scored category was “instruments”, 
which sought to identify the use of specific ur-
ban soil management tools, such as land banks, 
lots with utilities programs, home ownership 
savings plans, etc. The average score in this 
category was 2.81.

SELF-ASSESSMENT OF URBAN LAND
MANAGEMENT FOR MUNICIPALITIES

27%
+150,000 h23%

have between

50,000 and

150,000 h

15%
have between

10,000 and
50,000 h

35%
have between 1,000

and 10,000 h

h = inhabitants

3.99
Average total score of the Municipalities

(Maximum 8.06 and Minimum 0.65)

Average of 39.9% of the policies, laws and regulations and 

strategies under review in the survey.

Around 40% asserted that they had not implemented any citizen 

engagement mechanism in strategic soil issues.

40% lacked a metropolitan and/or regional perspective in their 

planning.

The least developed issue is the implementation of specific soil 

management instruments, revealing the urgent need for 

supporting local governments in strengthening their capacity to 

fully deploy their territorial development.5.05
Average score

for the "Strategy"
category

2.81
Average score

for the "Instruments"
category

PROJECT CONCLUSIONS UNTIL DECEMBER 2020
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This project, which was conceived by the Bank, 
reveals the significant opportunities for impro-
vement available to local governments in ter-
ms of soil management and contributes to ins-
titutional strengthening, honoring its historical 
social mission. The project also challenges the 
public sector, the private sector and the com-
munity to develop federal, participatory and in-
clusive territorial management policies at the 
national level.

〉 Digital Marketing +45 Program

Unemployment in Argentina is growing sig-
nificantly, while job insecurity exacerba-
ted in the wake of the COVID-19 pandemic. 
However, there is still an unmet demand in 
the job market in positions related to the te-
chnology sector. Understanding this reality 
as an opportunity, the NGO Diagonal deve-
loped the Digital Marketing +45 program for 
currently unemployed professionals over 45 

years old to acquire technical tools related to 
this topic. 

Puerta 18 is also part of this initiative, levera-
ging its experience in youth integration throu-
gh technology. This free and informal edu-
cation-oriented social program encourages 
young people to develop skills, vocation and 
talent through the multiple resources offered 
by technology. The technical workshops un-
der the Digital Marketing Program are precise-
ly delivered by these young boys and girls that 
comprise Puerta 18. On the other hand, Diago-
nal provides the tools to enhance the emplo-
yability of students over 45 years old.

The Bank is the financial sponsor of the first edi-
tion of the program. This initiative got a Net Pro-
moter Score (NPS) of 95%.

Looking to 2021, we will again support the de-
velopment of this program, which manages to 
combine technical know-how with emotional 
contention, with young people participating as 
facilitators and adults as trainees, with empha-
sis on diversity and inclusion. In this way, we 
reinforce our commitment to the community, by 
enabling tools to access a quality job.

5% managed to get an
employment contract.

65% launched an independent
project.

The remaining 5% has not yet found an 
opportunity in the job market.

45% 55%

24 PROFESSIONALS7
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〉 Corporate Voluntarism Focused On 
Financial Education

Corporate voluntarism empowers employees 
and allows them to contribute their professional 
know how to community development, streng-
thening the organizational culture and genera-
ting a direct and indirect positive social impact.

In   August 2020,   Retail   Banking   volunteers   
delivered   a financial education webinar targe-
ted at entrepreneurs for the Hampatu Founda-
tion. Within this space, volunteers conceptua-
lized several banking products, savings, and 
how to handle finances to ensure sustainable 
budget management.

〉 "Unidos Para Dar" Program

This program convenes employees from the 
head office and the branch network, and helps 
strengthen the bonds with NGOs of their refe-
rential world. It poses an opportunity to build the 
solidarity spirit inside the Bank and keep streng-
thening the federal scope of our business.

With this program, the Bank seeks to support 
people living under financially and socially 
poor conditions. Therefore, upon  the  start  of  
school,  we gave  away  school  supplies  and  
materials  to  learning institutions and seve-
ral NGOs countrywide. Despite the mandatory 
lockdown, the school kits were used by chil-
dren to do their homework at home. 

In August 2020, volunteers from several areas 
participated in Junior Achievement's Personal 
Finance Program addressed at semi-public 
schools from the Autonomous City of Buenos 
Aires, the Province of Buenos Aires, San Juan, 
Corrientes, Tucumán and Salta. The program 
was delivered online due to the COVID-19 pan-
demic. The lectures were focused on conve-
ying professional knowledge related to job ex-
pertise on specific topics of personal finances, 
such as savings, investment, and access to cre-
dit, among others.

An opportunity to build the 
solidarity spirit inside the bank and 
keep strengthening the federal scope 
of our business
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In Christmas, in an effort to be closer to those 
that most need it, we distributed digital vou-
chers to be redeemed for non-perishable food 
and other essential goods to NGOs countrywi-
de, ensuring gratuitous logistics.

In this way, the Bank supported entities that 
strive to guarantee decent food, health and 
housing conditions to children, young people, 
the elderly, and family groups.

In 2020, the Bank had a team of 188 active vo-
lunteers, 44 of whom put forward solidarity ini-
tiatives for the Bank to provide financial support 
to its sponsored NGOs. The strategic role of this 
program strengthens the federal nature of the 
Bank and generates a high impact on the com-
munity with a limited budget.

The christmas edition 
convened employees from 
all branches in the country

Total annual investment 
of almost AR $4 million

Christmas  - "Dos Corazones" Soup Kitchen – Pergamino Christmas  - Santa Rosa de Lima Cathedral – Santa Rosa

Participating
Branches

Beneficiary
NGOs

Beneficiaries

Start of school
2020

Start of school
2019

Start of school
2018

Christmas
2020

Christmas
2020

Christmas
2020

Table 53 “Unidos para Dar”

60

176

7,200

58

179

4,200

53

150

6,500

62

112

22,400

62

132

78,240

57

140

74,760
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〉 Patronage Law

With the enactment of Cultural Participation 
Law No. 6,026 in late 2019, the Bank reassured 
its active role in promoting culture. For 9 years 
now, the Bank has supported several cultural 
heritage preservation initiatives and efforts ad-
dressed to promote new generations of artists.

AR$ 10 million 
31 Projects

33%

19%18%

11%

7%

5%
5%

2%

Cultural
Heritage

Dances
Design

Music

Literature

Radio,
TV and
Web Sites

Theater
: Visual,
Audiovisual
and Digital Arts

Table 54 Project category

2020 2019 2018

Cultural heritage 33% 7% 12%

Visual, audiovisual and 
digital arts

19% 29% 24%

Theater 18% 14% 12%

Radio, TV, Web Sites 11% 17% 23%

Literature 7% 7% 6%

Music 5% 18% 9%

Design 5% 4% 7%

Dances 2% 2% 3%

Circuses, bands of 
street musicians, 
mimes and the like

0% 2% 5%
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GRI STANDARD CONTENT PAGE SDG TARGETS

GRI 101- UNIVERSAL STANDARDS(2016)

GRI 102- GENERAL DISCLOSURES (2016)

1. Organizational profile

102-1 Name of the organization 6

102-2 Activities, brands, products, and services 10

102-3 Location of headquarters 6

102-4 Location of operations 6

102-5 Ownership and legal form 6-8

102-6 Markets served 6-10

102-7 Scale of the organization 30

102-8 Information on employees and other workers 63 8 - 10 8.5 - 10.3

102-9 Supply chain 33

102-10 Significant changes to the organization and its supply chain 8

102-11 Precautionary Principle or approach 57

102-12 External initiatives 42

102-13 Membership of associations 42

2. Strategy

102-14 Statement from senior decision-maker 4

102-15 Key impacts, risks, and opportunities 27-57

3. Ética e Integridad

102-16 Values, principles, standards, and norms of behavior 51-52 16 16.3

102-17 Mechanisms for advice and concerns about ethics 52 16 16.3

GRI CONTENT INDEX
8
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GRI STANDARD CONTENT PAGE SDG TARGETS

GRI 101- UNIVERSAL STANDARDS(2016)

GRI 102- GENERAL DISCLOSURES (2016)

4. Governance

102-18 Governance structure 45

102-19 Delegating authority 45

102-20 Executive-level responsibility for economic, environmental, and social topics 48

102-21 Consulting stakeholders on economic, environmental, and social topics 40 16 16.7

102-22 Composition of the highest governance body and its committees 45-48 5 - 16 5.5 - 16.7

102-23 Composition of the highest governance body and its committees 45-48 16 16.6

102-24 Nominating and selecting the highest governance body 45 5 - 16 5.5 - 16.7

102-25 Conflicts of interest 45 16 16.6

102-26 Role of highest governance body in setting purpose, values, and strategy 45

102-27 Collective knowledge of highest governance body 45

102-28 Evaluating the highest governance body’s performance 45

102-29 Identifying and managing economic, environmental, and social impacts 38 16 16.7

102-30 Effectiveness of risk management processes 57

102-31 Review of economic, environmental, and social topics 48

102-32 Highest governance body’s role in sustainability reporting 48

102-33 Communicating critical concerns 48-52

102-34 Nature and total number of critical concerns 52

102-35 Remuneration policies 45

102-36 Process for determining remuneration 45

102-37 Stakeholders’ involvement in remuneration 45 16 16.7
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GRI STANDARD CONTENT PAGE SDG TARGETS

GRI 101- UNIVERSAL STANDARDS(2016)

GRI 102- GENERAL DISCLOSURES (2016)

5. Stakeholder engagement

102-40 List of stakeholder groups 39

102-41 Collective bargaining agreements 63 8 8.8

102-42 Identifying and selecting stakeholders 39

102-43 Approach to stakeholder engagement 39

102-44 Key topics and concerns raised 40

6. Reporting Practice

102-45 Entities included in the consolidated financial statements 8-43

102-46 Defining report content and topic Boundaries 40

102-47 List of material topics 40

102-48 Restatements of information 43

102-49 Changes in reporting 43

102-50 Reporting period 43

102-51 Date of most recent report 43

102-52 Reporting cycle 43

102-53 Contact point for questions regarding the report 43

102-54 Claims of reporting in accordance with the GRI Standards 43

102-55 GRI content index 96

102-56 External assurance 43
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GRI STANDARD CONTENT PAGE SDG TARGETS

GRI 200- ECONOMIC

ECONOMIC PERFORMANCE

GRI 103- MANAGEMENT APPROACH (2016)

103-1 Explanation of the material topic and its Boundary 30

103-2 The management approach and its components 30

103-3 Evaluation of the management approach 30

GRI 201- ECONOMIC PERFORMANCE, TOPIC-SPECIFIC DISCLOSURES (2016)

201-1 Direct economic value generated and distributed 30 8 - 9
8.1 - 8.2 - 9.1 - 9.4 - 

9.5

201-4 Financial assistance received from government 8

PROCUREMENT PRACTICES

GRI 103- MANAGEMENT APPROACH (2016)

103-1 Explanation of the material topic and its Boundary 33

103-2 The management approach and its components 33

103-3 Evaluation of the management approach 33

GRI 204- PROCUREMENT PRACTICES, TOPIC-SPECIFIC DISCLOSURES (2016)

204-1 Proportion of spending on local suppliers 33 8 8.3

ANTI-CORRUPTION

GRI 103- MANAGEMENT APPROACH (2016)

103-1 Explanation of the material topic and its Boundary 52-55

103-2 The management approach and its components 52-55

103-3 Evaluation of the management approach 52-55

GRI 205- ANTI-CORRUPTION, TOPIC-SPECIFIC DISCLOSURES (2016)

205-1 Operations assessed for risks related to corruption 52-55 16 16.5

205-2 Communication and training about anti-corruption policies and procedures 52-55 16 16.5

205-3 Confirmed incidents of corruption and actions taken 52-55 16 16.5
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GRI STANDARD CONTENT PAGE SDG TARGETS

GRI 300- ENVIRONMENTAL

WASTE

GRI 103- MANAGEMENT APPROACH (2016)

103-1 Explanation of the material topic and its Boundary 81

103-2 The management approach and its components 81

103-3 Evaluation of the management approach 81

GRI 306- WASTE MANAGEMENT APPROACH (2020)

306-1 Waste generation and significant waste-related impacts 81 3 - 6 - 12 - 14

306-2 Management of significant waste-related impacts 81

GRI 306- WASTE, TOPIC-SPECIFIC DISCLOSURES (2020)

306-3 Waste generated 81 3 - 6 - 12 - 14

306-4 Waste diverted from disposal 81 3 - 6 - 12 
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GRI STANDARD CONTENT PAGE SDG TARGETS

GRI 400- SOCIAL

EMPLOYEMENT

GRI 103- MANAGEMENT APPROACH (2016)

103-1 Explanation of the material topic and its Boundary 63-72

103-2 The management approach and its components 63-72

103-3 Evaluation of the management approach 63-72

GRI 401- EMPLEO CONTENIDOS TEMATICOS (2016)

401-1 New employee hires and employee turnover 63 5 - 8 - 10 5.1 - 8.5 - 8.6 - 10.3

401-2 Benefits provided to full-time employees that are not provided to temporary or part-time employees 63-72 3 - 5 - 8 3.2 -  5.4 - 8.5

401-3 Parental leave 63 5 - 8 5.1 - 5.4 - 8.5

OCCUPATIONAL HEALTH AND SAFETY

GRI 103- MANAGEMENT APPROACH (2016)

103-1 Explanation of the material topic and its Boundary 79

103-2 The management approach and its components 20-79

103-3 Evaluation of the management approach 79

GRI 403- OCCUPATIONAL HEALTH AND SAFETY MANAGEMENT APPROACH (2018)

403-1 Occupational health and safety management system 79 8 8.8

403-2 Hazard identification, risk assessment, and incident investigation 79 8 8.8

403-3 Occupational health services 79 8 8.8

403-4 Worker participation, consultation, and communication on occupational health and safety 79 8 - 16 8.8 - 16.7

403-5 Worker training on occupational health and safety 20-79 8 8.8

403-6 Promotion of worker health 20-79 3 3.3 - 3.5 - 3.7 - 3.8

403-7 Prevention and mitigation of occupational health and safety impacts directly linked by business relationships 20-79 8 8.8

GRI 403- OCCUPATIONAL HEALTH AND SAFETY, TOPIC-SPECIFIC DISCLOSURES (2018)

403-8 Workers covered by an occupational health and safety management system 79 8 8.8

403-9 Work-related injuries 79 3 - 8 - 16 3.6 - 3.9 - 8.8 - 16.1

8

GRI CONTENT 
INDEX



2020 102

GRI STANDARD CONTENT PAGE SDG TARGETS

TRAINING AND EDUCATION

GRI 103- MANAGEMENT APPROACH (2016)

103-1 Explanation of the material topic and its Boundary 72

103-2 The management approach and its components 72

103-3 Evaluation of the management approach 72

GRI 404- TRAINING AND EDUCATION, TOPIC-SPECIFIC DISCLOSURES (2016)

404-1 Average hours of training per year per employee 72 4 - 5 - 8 - 10
4.3 - 4.4 - 4.5 - 5.1 - 8.2 

- 10.3

404-2 Programs for upgrading employee skills and transition assistance programs 72 8 8.2 - 8.5

404-3 Percentage of employees receiving regular performance and career development reviews 72 5 - 8 - 10 5.1 - 8.5 - 10.3

DIVERSITY AND EQUAL OPPORTUNITY

GRI 103- MANAGEMENT APPROACH (2016)

103-1 Explanation of the material topic and its Boundary 63

103-2 The management approach and its components 63

103-3 Evaluation of the management approach 63

GRI 405- DIVERSITY AND EQUAL OPPORTUNITY, TOPIC-SPECIFIC DISCLOSURES (2016)

405-1 Diversity of governance bodies and employees 63 5 - 8 5.1 - 5.5 - 8.5

405-2 Ratio of basic salary and remuneration of women to men 63 5 - 8 - 10 5.1 - 8.5 - 10.3

NON- DISCRIMINACION

GRI 103- MANAGEMENT APPROACH (2016)

103-1 Explanation of the material topic and its Boundary 52

103-2 The management approach and its components 52

103-3 Evaluation of the management approach 52

GRI 406- NON- DISCRIMINACION, TOPIC-SPECIFIC DISCLOSURES (2016)

406-1 Incidents of discrimination and corrective actions taken 52 5 - 8 5.1 - 8.8
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HUMAN RIGHTS ASSESSMENT,TOPIC-SPECIFIC DISCLOSURES (2016)

GRI 103- MANAGEMENT APPROACH (2016)

103-1 Explanation of the material topic and its Boundary 72

103-2 The management approach and its components 72

103-3 Evaluation of the management approach 72

GRI 412- HUMAN RIGHTS ASSESSMENT (2016)

412-2 Employee training on human rights policies or procedures 72

LOCAL COMMUNITIES

GRI 103- MANAGEMENT APPROACH (2016)

103-1 Explanation of the material topic and its Boundary 84

103-2 The management approach and its components 84

103-3 Evaluation of the management approach 84

GRI 413- LOCAL COMMUNITIES, TOPIC-SPECIFIC STANDARDS (2016)

413-1 Operations with local community engagement, impact assessments, and development programs 84

CUSTOMER PRIVACY

GRI 103- MANAGEMENT APPROACH (2016)

103-1 Explanation of the material topic and its Boundary 60

103-2 The management approach and its components 60

103-3 Evaluation of the management approach 60

GRI 418- CUSTOMER PRIVACY, TOPIC-SPECIFIC DISCLOSURES (2016)

418-1 Substantiated complaints concerning breaches of customer privacy and losses of customer data 60 16 16.3 - 16.10
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GRI STANDARD CONTENT PAGE SDG TARGETS

SOCIOECONOMIC COMPLIANCE

GRI 103- MANAGEMENT APPROACH (2016)

103-1 Explanation of the material topic and its Boundary 51

103-2 The management approach and its components 51

103-3 Evaluation of the management approach 51

GRI 419- SOCIOECONOMIC COMPLIANCE, TOPIC-SPECIFIC DISCLOSURES (2016)

419-1 Non-compliance with laws and regulations in the social and economic area 51 16 16.3

CUSTOMER EXPERIENCE (RELATIONSHIP AND SATISFACTION)

GRI 103- MANAGEMENT APPROACH (2016)

103-1 Explanation of the material topic and its Boundary 27

103-2 The management approach and its components 27

103-3 Evaluation of the management approach 27

CUSTOMER EXPERIENCE (RELATIONSHIP AND SATISFACTION), TOPIC-SPECIFIC DISCLOSURES

Own indicator Satisfaction with bank´s general attention 35

Own indicator General Bank Net Promoter Score (NPS) 35

MICROCREDITS – ACCESS TO HOUSING

GRI 103- MANAGEMENT APPROACH (2016)

103-1 Explanation of the material topic and its Boundary 10

103-2 The management approach and its components 10

103-3 Evaluation of the management approach 10

MICROCREDITS – ACCESS TO HOUSING. TOPIC-SPECIFIC DISCLOSURES

Own indicator Loans granted (Housing) 14
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