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THE CONSTRUCTION 
OF THIS PANORAMA
XCORP is a martech specialized in market intelligence. We monitor the 

financial industry and bring local and global insights and trends. To 

offer this, we created a methodology and a proprietary Market 

Intelligence platform, MINT. 

MINT is the largest database on financial services and CRM of banks, 

fintechs, brokerage firms, and international remittances in Brazil and 

Spain. It contains more than 200 thousand screens with all app 

content and five years of customer messages from +60 institutions in 

Brazil and Spain. 

This report presents the main 2024 figures from the MINT Platform 

regarding applications and CRM communication of banks and fintechs. 

The UX area includes capturing 100% of the screens from apps and 

internet banking of 25 banks and fintechs, as well as videos, flows, and 

journeys. 

The CRM area consolidates messages sent to customers via email, 

SMS, push notifications, and in-app alerts. 

In the legal area, contracts and terms of use of these institutions are 

made available.

BANKS AND FINTECHS MONITORED IN THIS REPORT
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SAZONALIDADE 
DE ASSUNTOS
In MINT, more than 200 topics are tagged. The 

graph on the next page illustrates the 22 main 

ones. Communication topics from all monitored 

institutions are grouped. On the MINT Platform, it 

is possible to access individualized data from 

each institution, message by message, day by day. 

Next, you will find some analyses and forecasts 

for 2025, based on data we have from the 

following themes: 

1. Black Friday 

2. Shopping & Marketplace 

3. Credit Card 

4. Investments 

5. Cashback 

Remember that here we list only five of the 

approximately 200 monitored topics.
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Shopping / Marketplace 

Insurance 

Security 

Health 

Promotion / Offer 

Benefits Program 

Pix 

Installment Payments 

Partners 

Member Get Member 

Payment Terminals 

Limit 

Launch / News 

Investment / Application 

Free / Exemption 

FGTS 

Credit / Loan 

Consumer Day 

Coupon / Discount 

Cashback 

Cards 

Black Friday

Subjects identified and tagged based on all messages cataloged on the MINT platform between January and December 2024. Their count does not consider transactional messages.

SEASONALITY OF TOPICS
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BLACK FRIDAY

The presence of the "Black Friday" theme in bank and 

fintech communications has shown significant variations 

throughout the period in which we monitored the market: 

• 2021: Peak of 31% of mentions 

• 2022: Sharp drop to 15.7% 

• 2023: Recovery to 26.8% 

• 2024: Slight reduction to 25% 

After initial oscillations, a stabilization has been observed in 

the last two years, with approximately one in four messages 

addressing the theme. This consistency suggests that 

financial institutions have found a strategic balance in 

communication about Black Friday, avoiding both 

saturation and under exploitation of the theme. 

For 2025, we expect this level to be maintained, including 

some institutions exploring the subject throughout the year, 

thus diluting its concentration. 



SHOPPING & 
MARKETPLACE

INSIGHTS 

A significant growth is observed in the mention of the 

“Shopping & Marketplace” theme from 2021 (9.7%) to 2023 

(25.1%), with a slight reduction in 2024 (22.7%). This 

indicates a stabilization trend after the period of strong 

growth. 

SEASONALITY 

The months of March (23.3%), July (23.3%), and November 

(23.0%) present the highest average percentages, 

suggesting a correlation with promotional periods 

(beginning of the year, mid-year holidays, and Black 

Friday). August presents the lowest average percentage 

(15.3%). 

2024 TREND 

After the peak in 2023, the year 2024 shows a slight 

reduction in mentions of “Shopping & Marketplace”, 

suggesting a possible stabilization of strategy by financial 

institutions. March/2024 stands out with 32% and 

November/2024 with 30%.



SHOPPING & MARKETPLACE (CONTINUATION)

Based on the analysis of data from 2021 to 2024, we envision possible scenarios for 2025, 

regarding the importance of the theme in the communication mix of banks and fintechs. 

ANNUAL AVERAGE PERCENTAGE 

We understand that the annual average percentage of mentions of the "Shopping & 

Marketplace" theme in 2025 will stabilize around 21% to 24%. This estimate considers: 

• The stabilization trend observed in 2024 (22.7%) after the 2023 peak (25.1%). 

• The maturity cycle that this type of communication seems to have reached. 

• The consolidation of the importance of this theme in the communication strategy of 

financial institutions. 

SEASONAL PATTERN 

We expect the maintenance of the seasonal pattern observed in previous years, with: 

• Peaks in March (23-30%): Continuity of early year campaigns. 

• Strength in July (22-26%): Mid-year holiday and promotion period. 

• Highlight in November (28-32%): Maintaining the importance of Black Friday. 

POSSIBLE SCENARIOS 

MAIN SCENARIO (MOST LIKELY) 

Stabilization around 22.5% as an annual average, with maintenance of the already 

established seasonal pattern, reflecting a consolidated communication strategy. 

GRADUAL REDUCTION SCENARIO 

Possible gradual decline to an average close to 20%, if financial institutions begin to 

diversify their strategies towards other emerging themes or innovative services. 

NEW GROWTH SCENARIO 

Resumption of growth reaching an average of 25-26% if there is significant expansion of 

integration between financial services and e-commerce platforms or launch of new 

financial marketplaces. 

EMERGING TRENDS FOR 2025 

• Greater integration between shopping benefits and basic financial services. 

• More personalized communications about shopping opportunities based on customer 

behavior. 

• Possible consolidation of specific promotional dates in the financial sector 

• The stabilization observed in 2024 suggests that the "Shopping & Marketplace" theme 

has reached a maturity level in the communication strategy of financial institutions and 

should maintain its relevance, representing approximately 1/5 to 1/4 of the total volume 

of messages sent to customers in 2025.

FORECASTS FOR 2025



CREDIT CARD

ANNUAL EVOLUTION 

• 2021: 20.2% - Average of the first year analyzed 

• 2022: 23.3% - Growth (+3.1 percentage points) 

• 2023: 28.6% - Continuous growth (+5.3 percentage points) 

• 2024: 30.8% - Highest average in the series (+2.2 percentage points). 

A constant and consistent growth is observed throughout the four years 

analyzed, indicating an increasing prioritization of the theme in the 

communication strategies of financial institutions. 

MONTHLY ANALYSIS AND SEASONALITY 

MONTHS WITH HIGHEST PARTICIPATION (HISTORICAL AVERAGE): 

• October: 29.0%. 

• September: 28.7%. 

• July: 28.3%. 

HISTORICAL PEAKS BY YEAR: 

• 2021: July (25%). 

• 2022: September (31%). 

• 2023: September (35%). 

• 2024: November (39%) - Highest value in the entire historical series. 

MINIMUM VALUES BY YEAR: 

• 2021: April (16%). 

• 2022: April (12%) - Lowest value in the entire historical series. 

• 2023: March (24%). 

• 2024: May/June (25%).



CREDIT CARD (CONTINUATION)

RELEVANT TRENDS 

CONSISTENT GROWTH 

• Increase of more than 10 percentage points between 2021 and 2024 (from 20.2% to 

30.8%). 

• No year showed a reduction in the average compared to the previous year. 

INTRA-ANNUAL PROGRESSION 

• 2021: Relative stability (+1 percentage point from April to December). 

• 2022: Strong growth (+7 percentage points throughout the year). 

• 2023: Slight growth (+1 percentage point). 

• 2024: Significant growth (+8 percentage points). 

IDENTIFIED SEASONALITY 

• Second semester tends to present higher values than the first. 

• Peaks are mainly concentrated in the months of September to November. 

• April presents historically lower values (except in 2024). 

HIGHLIGHT FOR 2024 

• Average much higher than previous years (30.8%). 

• Three months exceeded 35% (April, October, and November). 

• Historical record in November (39%). 

COMPARATIVE ANALYSIS BETWEEN YEARS 

The evolution of percentages over the years shows not only an increase in average values 

but also an expansion of amplitude: 

2021: Variation between 16% and 25% (amplitude of 9 percentage points). 

2022: Variation between 12% and 31% (amplitude of 19 percentage points). 

2023: Variation between 24% and 35% (amplitude of 11 percentage points). 

2024: Variation between 25% and 39% (amplitude of 14 percentage points). 

CONCLUSIONS 

The "Card and Credit" theme has gained increasing relevance in communications from 

financial institutions, going from 1/5 of the total volume of messages in 2021 to almost 1/3 

in 2024. 

There is an identifiable seasonal pattern, with a higher concentration of communications 

on this theme in the second semester, particularly in the months of September to 

November. 

The year 2024 represented a milestone in the prioritization of this theme, with values 

significantly higher than previous years and record peaks in the months of April, October, 

and November. 

The consistency of growth over the four years indicates a structural trend of prioritization 

of the "Card and Credit" theme in communication strategies, probably reflecting the focus 

of financial institutions on this product as a source of revenue and customer engagement. 



ANNUAL AVERAGE PERCENTAGE 

We expect that the annual average of mentions of the "Card and Credit" theme in 2025 

will reach between 32% and 35%, continuing the growth trend observed in recent 

years. 

The continuous growth, although potentially at a more moderate pace, reflects the 

consistent increase in the importance of this product in the monetization strategy of 

financial institutions. 

EXPECTED SEASONALITY 

• More pronounced peaks: September to November with percentages potentially 

reaching 40-42%. 

• Month with maximum value: November, possibly exceeding 42% (considering the 

record of 39% in November/2024). 

• Periods of lower communication: First quarter, with values between 28-30%. 

PROJECTED TRENDS 

GREATER SEASONAL AMPLITUDE: 

The difference between the months with the highest and lowest percentage should 

increase, reflecting more focused campaigns in strategic periods 

CONCENTRATION ON KEY DATES: 

Expectation of even more significant peaks in periods associated with: 

• Promotional dates (Black Friday, Christmas). 

• Vacation and travel periods (July, December/January). 

• Beginning of fiscal/academic year (March/April). 

NEW HISTORICAL RECORDS: 

Significant probability that at least one month in 2025 will exceed the 40% mark of 

participation in communications. 

CONCLUSION 

We believe that the "Card and Credit" theme will continue its upward trajectory in 

banking communications in 2025, likely representing more than 1/3 of the total volume 

of messages sent to customers. The growth trend, although possibly more moderate 

than in previous years, should be maintained, with greater emphasis on seasonality and 

concentration of campaigns in strategic periods of the commercial calendar. 

This projection reflects the growing importance of credit products in the revenue 

strategy of financial institutions and the likely intensification of competition in this 

segment.

FORECASTS FOR 2025

CREDIT CARD (CONTINUATION)



INVESTMENTS

ANNUAL EVOLUTION 

• 2021: 9.3% - Relatively low initial base. 

• 2022: 11.3% - Moderate growth (+2 percentage points). 

• 2023: 15.4% - Accelerated growth (+4.1 percentage points). 

• 2024: 20.8% - Significant growth (+5.4 percentage points). 

The evolution demonstrates a consistent and accelerated increase in the prioritization of the 

“Investments” theme in banking communications, with participation more than doubling in 

four years. 

TEMPORAL TRENDS 

PROGRESSIVE GROWTH 

• The historical series shows an almost continuous growth, with only a few periods of 

temporary decline. 

• The theme started with only 5% of communications (April/2021) and reached 27% 

(September/2024). 

• Growth was more pronounced in the second half of 2023 and throughout 2024. 

SEASONAL PATTERNS 

MONTHS WITH HIGHEST PROMINENCE (HISTORICAL AVERAGE) 

• September: 18.0%. 

• December: 17.5%. 

• October: 16.3%. 

• January: 15.3%. 

MONTHS WITH LOWEST PROMINENCE (HISTORICAL AVERAGE) 

• June: 11.3%. 

• July: 12.0%. 

• April: 13.0%. 

The seasonality suggests greater emphasis on investments in the last quarter of the year 

and beginning of the following year (financial planning period), with less focus in the 

middle of the year.



2024 HIGHLIGHTS 

• Maintenance of high values throughout the year. 

• Temporary drop in June-July. 

• Historical peak in September (27%). 

• Fourth quarter with values consistently above 23%. 

COMPARATIVE ANALYSIS 

• The "Investments" theme shows a distinct growth pattern: 

• Initial phase (2021): Gradual growth from a low base. 

• Consolidation phase (2022): Stabilization at an intermediate level. 

• Acceleration phase (2023): More intense growth in the second semester. 

• Maturity phase (2024): Establishment at a high level with significant peaks. 

STRATEGIC INSIGHTS 

INCREASING PRIORITIZATION 

The consistent increase suggests a growing importance of investment products in 

the strategy of financial institutions. 

PROFILE CHANGE 

The evolution may reflect a change in the profile of the Brazilian banking customer, 

with greater interest in investments beyond traditional savings. 

PLANNING CYCLES 

The peaks in September-October and December-January suggest alignment with 

traditional financial planning periods (year-end and beginning of year). 

MARKET COMPETITION 

The accelerated growth may indicate greater competition between financial 

institutions for investor clients. 

CONCLUSION 

The "Investments" theme evolved from a secondary subject (less than 10% of 

communications in 2021) to an important pillar of banking communication (more than 

20% in 2024), reflecting a significant transformation in the strategic focus of financial 

institutions in Brazil. The consistent and accelerated growth, especially in the last two 

years, suggests that this theme will continue to gain relevance in customer 

communication strategies. 

INVESTMENTS (CONTINUATION)



ANNUAL AVERAGE PERCENTAGE 

We understand that the annual average of mentions of the "Investments" theme in 2025 

should be between 23% and 26%, continuing the observed growth trend. The historical 

progression shows a consistent and accelerated increase, with ever-larger increments each 

year. However, the growth rate may moderate slightly due to the already high base percentage. 

PROJECTED SEASONALITY 

Maintaining the identified seasonal pattern, it is expected: 

• More pronounced peaks: September to October with potential to reach 30-32%. 

• Secondary peaks: January and December close to 28-30%. 

• Period with less emphasis: June-July with values around 16-18%. 

PROJECTED TRENDS 

MORE PRONOUNCED VOLATILITY 

The amplitude between minimum and maximum values tends to increase, reflecting more 

strategic approaches focused on specific moments of the economic calendar. 

NEW REFERENCE LEVEL 

The percentage of 20% should establish itself as the "floor" of communications about 

investments, with exceptional months exceeding 30%. 

CONCENTRATION IN STRATEGIC PERIODS 

• September-October (financial planning pre-year-end). 

• December-January (allocation decisions for the new year). 

• March-April (after income tax declarations). 

POSSIBLE HISTORICAL RECORD 

High probability that at least one month will exceed the 30% mark, establishing a new 

historical record in the series. 

FACTORS THAT MAY INFLUENCE THE PROJECTION 

ECONOMIC SCENARIO 

Interest and inflation trends may alter the appetite for different types of investments. 

REGULATIONS 

Possible changes in investment market regulation. 

INNOVATIONS IN THE SECTOR 

Launch of new platforms or investment products. 

COMPETITION BETWEEN INSTITUTIONS 

Intensification of the dispute for investor clients. 

CONCLUSION 

The “Investments” theme should continue its upward trajectory in 2025, consolidating itself as 

one of the fundamental pillars of banking communication, possibly representing about 1/4 of 

all communications sent to customers. The seasonal pattern should intensify, with even greater 

concentration in strategic periods of the economic and financial calendar. 

This projection reflects the growing focus of financial institutions on capturing and retaining 

investor clients, possibly in response to the greater sophistication of the Brazilian consumer in 

relation to financial products and intense competition in the sector.

INVESTMENTS (CONTINUATION)

FORECASTS FOR 2025



CASHBACK

ANNUAL EVOLUTION 

• 2021: 19.7% - Start with intermediate level. 

• 2022: 25.8% - Peak participation (+6.1 percentage points). 

• 2023: 19.5% - Significant drop (-6.3 percentage points). 

• 2024: 16.0% - Continuous decline (-3.5 percentage points).** 

The annual evolution demonstrates a clear cycle: initial growth, peak in 2022, and constant decline in 

subsequent years. 

TEMPORAL TRENDS 

RISING PHASE (2021-2022) 

• Modest start in April 2021 (14%). 

• Significant growth until reaching peaks of 29% (September/2021). 

• Consolidation at high levels during 2022. 

• Historical peak in November 2022 (33%). 

DECLINE PHASE (2023-2024) 

• Gradual decline during 2023, with reduced annual average to 19.5%. 

• Consistently lower values in 2024, with annual average of only 16%. 

• Minimum value of the series recorded in January 2024 (11%). 

SEASONAL PATTERNS 

MONTHS WITH HIGHEST PROMINENCE (HISTORICAL AVERAGE) 

• March: 25.7%. 

• November: 24.3%. 

• August: 21.5%. 

• September: 21.0%. 

MONTHS WITH LOWEST PROMINENCE (HISTORICAL AVERAGE) 

• May: 17.8%. 

• February/December: 18.3%. 

• June: 18.8%. 

The seasonality suggests greater emphasis on "cashback" at the beginning of the year (March) and 

near Black Friday (November), with less focus in May and during the end/beginning of year holiday 

period.



VARIABILITY 

The variability of the data suggests a less consistent strategy in 2021 (experimentation 

phase), followed by a more stable approach in 2022 (consolidation phase). In 2023, 

greater variability possibly reflects adjustments in strategy during the decline, with 

2024 showing a more consistent approach at lower values. 

HIGHLIGHTS BY YEAR 

2021 

• Rapid growth of the theme, going from 10% (May) to 29% (September). 

• Great variability (standard deviation of 5.5%). 

• Strong concentration in the third quarter (24.7%). 

2022 

• Year with the greatest focus on the theme (average 25.8%). 

• Historical peak in November (33%). 

• Greater consistency in communications (lower standard deviation). 

• Stronger fourth quarter (28%). 

2023 

• Consistent decline throughout the year. 

• Greater concentration in the first semester. 

• More pronounced drop in the second semester. 

• Minimum value in October (13%). 

2024 

• Stabilization at lower levels (average 16%). 

• Lowest emphasis among all analyzed years. 

• Slight recovery in the second semester. 

• Minimum value of the series in January (11%). 

CONCLUSION 

The analysis of the participation of the “Cashback” theme in banking communications 

reveals a well-defined cycle of adoption, peak, and decline: 

This evolution suggests that “Cashback” may have been an important strategic theme 

for banks and fintechs in 2021-2022, possibly as a competitive differential or customer 

acquisition strategy, but lost relevance in subsequent years, either due to market 

saturation, lower effectiveness of the strategy, or substitution by other loyalty and 

engagement approaches. 

The slight recovery observed at the end of 2024 may indicate a possible reevaluation 

of the strategy, albeit at more moderate levels than at the peak of the theme. 

CASHBACK (CONTINUATION)



PROJECTED ANNUAL AVERAGE PERCENTAGE 

FORECAST 2025 

15% to 17% of the total volume of messages will mention “cashback”. 

THIS PROJECTION CONSIDERS: 

• The declining trend in recent years (25.8% in 2022 → 19.5% in 2023 → 16.0% in 2024). 

• The slight recovery observed in the second half of 2024. 

• The value of January/2025 (12%), which is close to the average of January/2024 (11%). 

• The stabilization of values in the last quarter of 2024. 

PROJECTED SEASONAL PATTERN 

Maintaining the observed seasonality, it is expected: 

MODERATE PEAKS: 

• March: 20-22% (historically the month with the highest prominence). 

• November: 18-20% (period close to Black Friday). 

LOWER VALUES: 

• January-February: 12-15%. 

• May-June: 13-16%. 

PROJECTION ANALYSIS 

The trajectory of the data suggests that the "Cashback" theme has found its new equilibrium level 

after the complete cycle of growth, peak, and decline. The projection considers three main elements: 

STABILIZATION 

After the sharp decline from 2022 to 2024, data from the last semester of 2024 suggest a 

stabilization around 16-17%, which should remain as the baseline for 2025 

PRESERVED SEASONALITY 

Seasonal patterns should be maintained, with peaks in March and November, but with smaller 

amplitudes than in previous years 

SLIGHT RECOVERY TREND 

The last quarter of 2024 even showed signs of small recovery (average of 17.3%), which may indicate 

a slight growth compared to the annual average of 2024 (16%), but the weak data from January 

2025 (12%) already indicate that this will not be sustained. 

FACTORS THAT MAY ALTER THE PROJECTION 

INNOVATIONS IN THE SECTOR 

New cashback modalities or loyalty programs 

CHANGES IN COMPETITIVE STRATEGY 

Possible strategic repositioning of the institutions 

MACROECONOMIC FACTORS 

Economic scenario that may influence financial benefit programs 

MARKET SATURATION 

Possible accommodation of the consumer regarding cashback programs 

CONCLUSION 

The “Cashback” theme should remain relatively stable in 2025, with an annual average between 15% 

and 17%, representing a possible reversal of the declining trend of recent years, but without recovering 

the high levels observed in 2022. The data suggest that this theme has come to occupy a moderate, 

yet constant, space in the communication strategies of financial institutions. 

CASHBACK (CONTINUAÇÃO)

FORECASTS FOR 2025



MONTHLY 
SENDING VOLUME
No próximo gráfico podemos acompanhar a evolução do volume 

de disparos... 

In the next graph, we can follow the evolution of the volume of 

communication pieces sent by banks and fintechs. The graph 

illustrates the monthly quantity, and the table contains the month-

by-month values for each institution. 

Pieces in the format of emails, push notifications, SMS, and in-app 

alerts are accounted for. 

It is interesting to draw a comparison with the 1st Panorama we 

published in Nov/21. On average, the numbers have grown, even 

though they have stabilized throughout 2024. 

PicPay, which in 2023 saw banks like Inter and PAN occupy the 

first place for five months, in this last year repeated the feat of 

21/22 and exceeded its own limits. Reaching the incredible mark of 

300 messages in a single month. This means customers receiving 

an average of 10 messages per day!* 

*In April 2024, PicPay began the daily sending of market news to its customers. 

These communication pieces represent up to 1/3 of the volume, being largely 

responsible for the identified growth.
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MONTHLY SENDING VOLUME
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PARTICIPATION OF 
EACH TYPE OF PIECE
The main types of messages sent by the 25 

banks and fintechs monitored on the MINT 

Platform are: emails, push notifications, SMS, 

and in-app alerts. The sending of physical 

direct mail and WhatsApp messages are also 

monitored, but their volume is very low. In the 

graph, we can see how much each type of 

piece represents in the total monthly volume 

sent by the institutions. 

It is interesting to note the declining 

importance of SMS in the 2023 communication 

mix. In 2021, when we launched the 1st 

Panorama, these numbers reached up to 8%. In 

2024, this number is between 0 and 1%.
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QUALITY INDEX OF 
EMAILS IN DARK MODE
Research indicates that 80% of users use at 

least one application in dark mode. Thus, it is 

crucial for brands to take this fact into 

account. 

But this is not exactly what we observe when 

evaluating emails in dark mode. This 

evaluation is done with usability and 

readability criteria for the pieces. These 

criteria can be checked in the table beside, 

along with the weight given to each. 

From this, we generate an index that allows 

us to rank banks and fintechs regarding the 

quality of the emails they send. 

We still have a long way to go, and practically 

everyone is better now than in 2021. But from 

last year to this year, only a minority 

improved their practices, and several 

remained stationary or regressed, exhibiting 

deficient craftsmanship.

Emails were evaluated using MS Outlook iOS, configured to display emails in dark mode.

CRITÉRIOS PESO
Readable texts 20%

Readable logos 15%

Readable buttons and links 15%

Readable icons and symbols 10%

Images prepared for both backgrounds 10%

Content in text format 10%

Good formatting practices (format/colors) 10%

General appearance of the email 10%
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PRIVATE DATA 
COLLECTED

Data updated in January 2025 

Information referring to iOS versions

Each bank or fintech application needs to 

inform Apple which data it uses to track the 

user, link profiles to that user, or even data 

that does not allow their identification. 

We have cataloged all this information and 

made it available for simple visualization. In 

the graph on the right, we can see the 

volumes of data that each application 

collects. 

This information helps to understand the data 

usage strategies of each player. It is also 

noticed that these strategies vary enormously 

among the monitored institutions. Players like 

Picpay or Paypal capture twice less data than 

Facebook. Still, PicPay captures 20 times 

more data than Santander's card application.
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VOLUME OF 
APPLICATION SCREENS

Data updated in January 2025 

Information referring to iOS versions

On the MINT Platform, we capture and 

catalog 100% of the screens of all bank and 

fintech applications that we monitor. 

The result is records of all the content of an 

app, which allows quantifying the volume of 

screens of each. It is not a number that should 

be considered alone, since some apps divide 

into two or more screens what others present 

in just one. But it is important information to 

be considered when evaluating the 

development strategy of competitors. 

Here we can quickly see that banks like Itaú 

and Inter offer apps with a fairly large volume 

of functionalities and services. While other 

institutions like Santander offer less than half 

the volume of screens. On the MINT Platform, 

we can track the growth and daily evolution 

of these numbers.
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CONCLUSION
This panorama is a snapshot of how the financial market behaved 

in terms of direct communication with customers and their apps 

during the year 2024. But the players that make up the market 

alter this picture daily. On the MINT Platform, we can demonstrate 

the film that unfolds daily in the Brazilian and international 

markets. Whether in daily app updates or in the thousands of 

messages received monthly.

xcorp.cc



We hope you have found the information in this report useful. If you would like 

to know more about the MINT Platform and how to access all available 

content, contact us through the contact details below. 

Also feel free to share this report with anyone you know will be interested in 

the content. 

XCORP Team 

contato@xcorp.cc  
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