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Federico Malek

Endeavor Entrepreneur 
Since 2015 
International Panel, SCL.

Bachelor in Economics  
Universidad de San Andrés 
Summa Cum Laude.

Global Comp. & 
Leadership 
Georgetown University 
Fundación Bunge & Born 
Scholarship. Best e-commerce award 

2010 Groupon.com.ar, Groupon.cl 
2015 Avenida.com.

EY Entrepreneur of the Year 
2015 finalist  
Emergent Cat.

Forbes 30 under 30, 
Argentina 
Annual Edition 2014.

CEO Groupon Cono Sur 
▪ Started from start-up in June 2010; 
▪ +130 FTEs, USD60M in annual sales 2011 (AR); 
▪ +300 FTEs, USD 220M annual sales 2013 (South 

Cone).

CEO Avenida.com 
▪ Founded the company in January 2014; 
▪ +200 FTEs, USD30M annual sales in 2015; 
▪ 3 investment rounds: IRSA, Tiger Global (Decolar), 

Naspers (OLX), Endeavor Catalyst among other 
investors.

LEAD Certificate 
Personal Leadership.



First online 
insurance  
carrier of  
LATAM.



We are using 
technology to 
build unbelievable 
insurance 
experiences. 



Full insurance 
policy in less 
than 2 
minutes.



Manage all 
claims,  
payments and 
assistances 
from your app. 



We connect 
with Google 
real time 
weather 
forecast for 
automatic hail 
alerts.



Special benefits 
focused on 
maintenance 
and prevention.



Our motorbike 
fleet has the 
lowest average 
assistance of 
the industry.  
15 minutes



Our experience 
differentiates us.
We have built the insurance carrier with the best user 
experience of Argentina. Our NPS doubles the competition in 
every major interaction, specially in claim settlement. 



A post-corona 
world



What happens 
when traditional 
assets start looking 
like liabilities?



1985 David Cook opens the first Blockbuster store.

1993 After bulldozing its way across the country, Blockbuster 
has nearly 3,600 stores.

“The Company believes that the success of its business depends in part on its large and 
attractive Company-owned and franchise-owned Blockbuster Video stores offering a 
wider selection of titles and larger and more accessible inventory than its competitors, in 
addition to more convenient store locations, faster and more efficient computerized 
check-in/check-out procedures, extended operating hours, effective customer service 
and competitive pricing.” Blockbuster 10-K report, 1993 (sec.gov) 

“The Company believes that Blockbuster Video stores are generally larger than most 
home video retail stores, ranging in size from approximately 3,800 to 11,500 square feet. 
It is the Company's current intention that all new Company-opened Blockbuster Video 
stores will be no less than 5,500 square feet in size and that the square footage of its 
smaller Blockbuster Video stores will be increased where appropriate.” Blockbuster 10-K 
report, 1993 (sec.gov) 

“The Company believes that the success of Blockbuster Video stores depends, in 
part, on effective and timely distribution and inventory management activities. For its 
distribution center, the Company leases a facility of approximately 69,000 square feet 
in Dallas, Texas. The Dallas facility, which has storage capacity for over 400,000 
videocassettes, is used for shipping, receiving and packaging rental inventories 
according to the Company's uniform standards.” Blockbuster 10-K report, 1993 
(sec.gov) 

1996 Blockbuster posts positive net income for the last time

A timeline of 
Blockbuster’s 
ride from 
megahit to flop.



Inforce

Time

Digital

Traditional

The sector is in the midst of 
exponential growth.



We expect multiple impacts 
on insurance distribution.

Forced adoption of 
digital/remote channels 
across all groups and 
generations of customers –
short-term impact on 
customer experience? 

Challenging intermediary 
P&Ls in 2020 requiring 
stabilization especially 
when strongly dependent 
on new business 

Accelerated shifts in 
channel mix towards digital 
sales –both pure direct but 
especially also digitized 
personal channels (e.g., 
digital bancassurance) 

Emergence of new 
distribution models with 
stronger "pull" from the 
customers and new 
players distributing 
insurance products 

Examples:
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The pure offline customer has been 
disappearing…

Evolution of customer journeys

Pure offline  
customers

ROPO 
customers

Hybird 
customers

Pure direct 
customers

201920102005End of  
1990s

1

…Wich will happen even faster  
With COVID-19

Preferred sales channel for life insurance

Direct - 
Digital

Aggregator 

Online  

Advisor via  
digital

Banking 
branches

Agent/broker 
in person

6 months  
ago

Last  
Week
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Uptick in digital channels is likely to stay…

Will use less

…and extend to 
bancassurance

Will use more

Online banking,  
e.g., paying bills online

Mobile banking, 
e.g., using a mobile app.

Visiting a branch for  
making a transaction

Phone call with your bank 
advisor or branch staff

Once “normal life” resumes after COVID-19…1  
Percent of respondents

Large uptick in expected usage of online/mobile channels of banks 

Q: Once “normal life” resumes after the Coronavirus / Covid-19 crisis, do you expect to use the following bank services more often, less often, or the same as you were using before the crisis? Please check one answer for each channel.

Source: McKinsey Financial Insights Pulse Survey, N = 1,021, Sampled to match Spain gen pop 18+ years; Spain survey 4/15/2020 

Net change

+12%

+12%

-11%

-9%

Customers in banking with faster 
transition to remote channels for 
servicing banking needs 

Higher implications for 
bancassurance vs. traditional 
insurance channels  

Banks demand higher and 
integrated digital capabilities 
from their insurance partner 



Here are 8 emerging consumer 
trends we’ve been tracking for 
some years, each illustrated with 
a recent innovation example. 
Together they offer powerful 
early signals of what people will 
value and their priorities in a 
post-coronavirus world. 

As you scan these trends ask 
yourself: re we prepared for 
these new behaviors? Are we 
ready to meet these new 
expectations?

Virtual Experience Economy 

Shopstreaming 

Ambient Wellness  
Mentor-To-Protégé 
A-Commerce 
The Burnout  
Assisted Development  
Virtual Status Symbols

Consumer trends:



Virtual Experience Economy
Digital experiences become a genuine status currency.

You know all about the Experience Economy. But immersive 
new technologies mean that people can increasingly get their  
experience-based status fixes from virtual experiences, too. 
Social media and esports are the obvious manifestations of 
how consumers accrue status in the virtual realm. But now 
watch out for other, less competitive virtual experiences – 
‘travel’, retail, gatherings and more – will take on new levels 
of meaning.



Shopstreaming
Livestreaming + shopping = a fundamental rewrite of the ‘rules’ of 
e-commerce.

When we first wrote about this trend in 2017, we said: ‘two of 
Asia’s biggest digital waves – e-commerce and livestreaming 
– are merging. The next direction for online shopping is 
interactive, experiential, and in real time.’ The recent crisis 
has seen the Chinese livestreaming market grow even bigger, 
and this mix of entertainment, community and commerce will 
raise e-commerce expectations around the world!



Ambient Wellness
Maximum health benefits with minimum effort.

Right now, people are obsessively reaching for their hand 
sanitizer as they move through their daily lives. But as this 
moment starts to pass, they’ll revert to less hygienic habits, 
although their desire to remain safe and well will be stronger 
than ever. This will create a huge opportunity for providers of 
physical spaces to embed health-boosting measures into the 
very spaces that their customers pass through, making 
staying healthy effortless.



Mentor-To-protégé
Can you facilitate the demand for peer-powered self-improvement?

Liquid online social connection, meet the very human desire 
for self-improvement. Yes, people will spend mindless hours 
online during this extended at-home period. But many will 
also yearn to use some of that time productively, and so will 
embrace platforms that connect them with teachers, experts 
and mentors in their quest to learn new skills.



A-Commerce
What’s after m-commerce? The era of automated commerce!

Another trend from a couple of years ago that has just 
received a powerful shot in the arm. Back in 2017/18, the 
increasing power and adoption of AI was the main driver of 
this trend. Now it’s the sudden sharp increase in demand for 
contact-free interactions converging with advancements in 
robotics that is enabling a new breed of automated 
commerce, IRL.



The Burnout
Brands rush to help those burnt by the pressures of modern life.

The coronavirus is hardly the only thing causing people 
mental anguish. Even before it triggered a global public 
health crisis and a raised fears of a deep economic slump, 
people were facing rampant inequality, always-on social 
competition, the looming existential threat of the climate 
crisis and much more. It’s hardly surprising therefore that 
any organization that can help improve people’s mental 
wellbeing will be welcomed with open arms.



Assisted Development
Because adulting is hard work.

One outcome of more time spent at home? Many will be 
prompted, or forced, to learn some life skills, such as 
<gasp!> cooking for themselves. Trend watchers love 
branding things as ‘millennial’, but the recent growth of the 
on-demand economy has seen rising numbers of affluent 
urbanites outsource basic domestic tasks. They’ll gladly 
hand back some of these when the crisis is over, but others 
they’ll find they actually enjoy doing themselves.



Virtual Status Symbols
Virtual goods. Real status.

Physical goods have long had a monopoly on status: they 
can be naturally scarce or expensive. Younger consumers 
and videogamers have long embraced virtual goods; now 
expect the coronavirus crisis, new technologies (e.g. AR and 
blockchain), and the growing desire for sustainable 
consumption to converge and push the recognition that 
virtual goods can be genuine status symbols into other 
industries and demographics.



Digital 
transformations 
are cultural 
transformations.  

Be digital.

Build digital 
products.

Ecosystem 
mindset.

Not digitalize the company as most 
traditional insurance companies do. 

Don’t work on projects.



Its all about 
the user 
interface

“
”



fede@iunigo.com  /  fedemalek@gmail.com  /  +54 911 65035108 

Thank you!

mailto:fede@iunigo.com
mailto:fedemalek@iunigo.com

