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Key points
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Å ING has delivered on its Think Forward strategy since 2014

Å3.3 mln new customers on the back of improved customer experience

ÅStrong earnings growth, robust capital position and an attractive dividend

ÅWe now announce the acceleration of our Think Forward strategy

ÅEUR 800 mln to be invested over 5 years in our digital transformation

ÅScalable banking platform to improve the customer experience and cater for growth

ÅEUR 900 mln of gross cost savings to be realised by 2021

ÅAmbition 2020 financial targets to be set at Group level; progressive dividend confirmed



Progress on Think Forward strategy
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Targeting > 14 mln primary customers by 2020 (in mln)

Think Forward continues to drive customer growth
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3.3 mln new individual customers since 2013 (in mln )

#1 in 7 of 13 countries

35.134.533.131.8

2013 2014 2015 1H16
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 Ambition

2020

Our Think Forward strategy on a page

Net Promoter Scores (NPS)



We have delivered strong results
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2012 2013 2014 2015 1H16

Customer lending 
(in EUR bln)

Net interest income 
(in EUR bln)

Risk costs 
(in EUR bln and bps of RWA)

Underlying result before tax 
(in EUR bln)

Fully -loaded Bank CET1 ratio* 
(in %)

* Only Core Tier 1 ratios available for 2012, which is not comparable with fully -loaded CET1 ratios



Netherlands Belgium Germany Other Challengers Growth Markets WB Rest of World

* As per business GDI@!NKGDO`!N@BH@IO!{$JMKJM<O@!-DI@|!IJO!NCJRI!JI!NGD?@]!5C@!PI?@MGTDIB!3#5!AJM!OCDN!N@BH@IO!R<N!&63!-530 mln in 2015                                                                                       
** As per geographical split; segment "Other" not shown on slide. The underlying RBT for this segment (Corporate Line and Real Estate run-off portfolio) was EUR -451 mln in 2015

61%

39%

Retail Banking

Wholesale Banking

Underlying result before tax**

2015

RWA (end of period)

2015

We have a well -diversified portfolio with strong profitability
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27%

17%

18%

8%

8%

22%
30%

16%
10%

9%

15%

20%

EUR
6.4 
bln

EUR
315.1 

bln

Wholesale Banking 
International Network 

Market Leaders
Netherlands, 

Belgium / Luxembourg

Challengers
Germany / Austria, Czech 

Republic, Spain, Italy, 
France and Australia

Growth Markets
Poland, Turkey, Romania 
and Asian bank stakes

Retail Banking

ÅWe use technology to offer 
a differentiating experience 
to our customers

ÅDistribution increasingly 
through mobile devices 
which requires simple 
product offering

Wholesale Banking

ÅOur business model is the 
same throughout our global 
WB franchise of more than 
40 countries 

ÅWe focus on top-end 
corporates, including 
domestic blue chips and 
multinationals, and 
Financial Institutions

Underlying result before tax*

2015

EUR
6.5
bln



Customer balances Germany (in EUR bln) and customer numbers (in mln )

Customer balances Spain (in EUR bln) and customer numbers (in mln )

2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015

Savings

Mortgages

Investment Products

Payment Accounts

Consumer Loans

WB Lending*

# Retail clients
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45
61

82
99 113 118

138
154 170

187
204

220
241

2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015

Savings

Mortgages

Investment Products

Payment Accounts

Consumer Loans

WB Lending*

# Retail clients

~8.0 mln

~3.3 mln

3.6 mln

0.8 mln

8
11

16 18 21 21
25 27

31 33
37

47
54

* WB lending only visible upon introduction of One Bank strategy



Instant LendingPayments
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Digital services for SMEs Digital platformsDigital Financial Advisor

a!M@AG@>ODIB!JPM!DIIJQ<ODQ@!NJGPODJIN!AJM!>PNOJH@MN



20%

6%

100%

86%

Ambition 2020

Result 2015 Reduction of CO2

Renewable energy

Progress in executing the Sustainability Direction

ÅReducing our own environmental impact versus 2014

ÅHelp customers make smarter financial decisions 
(measured through customers feeling financially 
empowered by ING)

ÅSustainable Transitions Financed

Sustainability is embedded throughout our business
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Financially 
empowered 
people make 

better 
decisions

To 
future -proof 

our own 
business, we 
need to help 
our clients 

future -proof 
theirs

> EUR 35 bln

EUR 27.8 bln

Ambition 2020

1H16

Accelerating 
Financial 

Empowerment

Accelerating 
Sustainable 
Transitions

Ranked #1 at Sustainalytics

ÅRanked 1st and Industry 
Leader of 395 banks

90/100 at DJSI

ÅING named among world 
leaders in its category

25 million

20.5 million

Ambition 2020

Result 2015

Sustainability Direction focuses on two themes 



Restructured to a pure bank Accelerating Think Forward

Å Insurance divestments 
completed

Å Fully repaid the Dutch State 
on 7 November 2014

Å Included in banking indices

ÅMove to Omnichannel in all 
markets

Å 14 mln primary customers by 
2020 and increase cross-buy

Å Invest EUR 800 mln in digital 
banking to improve customer 
experience and generate EUR 900 
mln of annual cost savings by 
2021

ÅSustainable growth in Industry 
Lending

Å Implement instant lending 
platforms for SME/Consumer 
Lending in all countries

ÅStandardisation to support further 
convergence

We are well -placed to generate profitable growth
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V

Implemented Think Forward strategy

Å 1.4 mln new primary relationships since 2013

ÅNew innovations launched every quarter

ÅEUR 56 bln of new core lending since 2013

ÅChief Operations Officer and Chief Innovation Officer 
appointed

V



Ambition 2020 - Financial Targets
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Ambition 2017 - Bank Ambition 2020 qGroup*

Capital

ÅCET1 ratio (%) > 10% > Prevailing fully-loaded requirements**

Å Leverage ratio (%) ~ 4% > 4%

Profitability

ÅUnderlying C/I ratio (%) 50-53% 50-52%

ÅUnderlying ROE (%) 
(IFRS-EU Equity)

10-13% Awaiting regulatory clarity

Dividend ÅDividend (per share) Pay-out > 40%
Progressive dividend over time; 

> EUR 0.65 per share

* Ambition 2020 financial targets based on assumption of low -for-longer interest rate environment in the Eurozone
** Currently 12.5%



Digitalisation is accelerating
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Trends in the banking landscape continue to evolve
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Customer 
Behaviour

Competitive
Landscape

Technology 
Fintech

SocietyRegulation

1@JKG@~N!ODH@!DN!KM@>DJPN`
tC@T!?JI~O!R<IO!OJ!NK@I?!DO!

on finance

Products have become commoditised; the only 
way to differentiate is through the experience

Regulatory uncertainty 
continues

Digitalisation is erasing 
borders

Ability to leverage new 
technologies will define 
future competitive 
advantage



10%

15%

20%

25%

30%

35%

40%

45%

60% 70% 80% 90% 100%

2.52.32.4

1.7
1.31.5

Market Leaders Challengers Growth Markets

Primary* Non-primary

5@>CIJGJBT!<I?!?DBDO<GDN<ODJI!OM@I?N!<M@!HJQDIB!@Q@I!A<NO@Ma
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4Q14 4Q15 2Q16

Mobile Web Branch Call

40%

57%

51%

47%

GER

AUT

AUS

LUX

ROM

BEL

NL

FRA

SPA

ITA

POL

% customers using digital channels (2Q16)

Use of digital channels is consistent across our markets

% customers using assisted channels (2Q16)

48%

50%

Share of mobile contacts growing fast

Based on all ING retail contacts per channel

Cross-buy substantially higher for primary customers*

Average number of products per active customer

* Defined as customers with active payment account and recurring income
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Connecting opportunities

We seamlessly connect our 
customers to seize 
opportunities qacross 
borders, value chains, and 
industries - to solutions 
offered by ourselves or our 
third -party partners

Anytime, Anywhere

We provide the go-to place for 
all financial needs, and we will 
be present on other platforms 
to be where our customers 
need us to be 

Empowering people 
to stay a step ahead 
in life and in business

Clear & Easy

We reduce complexity in 
products, processes and 
services, empowering our 
customers so they can spend 
time on what matters most to 
them

Empowering 

We provide the complete 
financial picture across all 
institutions, allowing our 
customers and clients to see 
the financial impact to guide 
key decisions

Keep getting better 

We keep looking for new ways 
to make things better. New 
ideas. New solutions. New ways 
to make things easier, to keep 
improving the customer 
experience

aNJ!R@!<M@!>M@<ODIB!<I!@>JNTNO@H!OC<O!@SO@I?N!=@TJI?!
=<IFDIBa
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Being there where our customers are so they do not need to spend time looking for our solutions

a<I?!RDGG!=@!K<MO!JA!OC@!KG<OAJMHN!JA!JOC@MN
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Open platforms

Connecting buyers and sellers, including third -
party product offerings

Connecting value chains

Leveraging data across value chains to provide 
true insight

Own the customer interaction

The primary relationship will be all about contact 
frequency

Frictionless and personal digital experience

The bar is being set by players outside of the 
financial industry

5C@!RDII@MN!R@!N@@!DI!=<IFDIB!NC<M@!F@T!<OOMD=PO@Naa=PO!R@!I@@?!OJ!B@O!>GJN@M!OJ!JPM!?@NDM@?!@I?-state

ING has important strengths:

ÅStrong brand

ÅPan-European presence

ÅDigital leadership

ÅHigh customer satisfaction

But the challenge is to reduce:

ÅDiversity of banking models

ÅMultiple banking interfaces

ÅVariety of customer experiences 

ING receives 2016 award for best digital 
bank of Western Europe 

(Euromoney)

But we need to accelerate on our path to convergence



Convergence and standardisation
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EUR 800 mln to be invested in our digital 
transformation from 2016 to 2021

This investment will allow us to build a 
scalable platform to cater for continued 
customer growth and an improved customer 
experience as we deliver new products quicker

We will continue to grow our client franchise 
and diversify our income through a range of 
fee initiatives

Gross cost savings of EUR 900 mln by 2021. 
We will take a restructuring provision of 
approx. EUR 1.1 bln of which approx. EUR 1.0 
bln in 4Q16; around 7,000 FTEs impacted

ING will invest EUR 800 mln in digital transformation to 2021
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Bubble size = ING retail client balances as of 2015
Cross-buy = average # of products per active customer

High 
Cross-Buy 

Direct firstMainly branch-based

{.J?@G!#<IF|

$JIQ@MBDIB!<I?!JKODHDNDIB!JK@M<ODIB!HJ?@GNaaRDOC!<!NDBIDAD><IO!DIQ@NOH@IO!DI!?DBDO<G

{0M<IB@!
#MD?B@|

Direct first 
with high 
cross-buy

Market 
Leaders

Germany
Challengers

{Welcome|

All projects described are proposed intentions of ING. No formal decisions will be taken until the information and consultation with the Work Councils have been properly finalised
Subject to regulatory approval



2016-2021

Intermediate
state

Degree
of standardisation

Time
20xx?

Today

End-state

8@!C<Q@!?@ADI@?!<!KM<BH<OD>!<KKMJ<>C!AJM!>JIQ@MB@I>@a
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Å We strongly believe in converging towards one single model (our desired end-state ) to provide the best client experience in all 
of our countries

Å However, implementation through one large programme would lead to high operational risks and significant up -front costs

Å This is why we have defined our intermediate state (2016-2021) where we will converge by cluster , developing harmonised 
business models and shared operating models
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Creating a differentiating customer experience

Laying the foundation for further convergence

Empowering people to stay a step ahead in life and in business

Global Data 
Management

Global Process 
Management

ING 
Private Cloud

Modular 
Architecture

Bank-wide 
Shared Services

Support Function TOMs: Finance, Risk, HR, Procurement, IT

ÅBest-in-class Omnichannel
proposition

ÅLargest bank in the Benelux

ÅIntention to move to 
integrated universal 
banking platform in 
Belgium and Netherlands

ÅBest-in-class digital 
financial platform

ÅExpanded product and 
digital capabilities

ÅLeverage scale across 5 
countries

ÅDigital platform to 
empower clients

ÅSingle global platform for 
wholesale clients

ÅFront-to-back process 
improvement

ÅBest client experience and 
best offer principle

ÅBanking platform open for 
non-clients and 3rd parties

ÅSupported by 
standardisation and 
automation 

Market Leaders

{0M<IB@!#MD?B@|

Challengers

{.J?@G!#<IF|
Wholesale

{8#!50.|!(already running)

Germany

{8@G>JH@|

The ING brand

1 2 3 4

All projects described are proposed intentions of ING. No formal decisions will be taken until the information and consultation with the Work Councils have been properly finalised. 
Subject to regulatory approval
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We intend to create an integrated banking platform in 
#@GBDPH!<I?!OC@!/@OC@MG<I?Na

One integrated bank to serve > 11 mln >PNOJH@MNa aKMJQD?DIB!<!=@NO-in-class customer experience

All of our customers:

Å&SK@MD@I>@!{JI@!*/(|!<>MJNN!#@GBDPH!<I?!OC@!/@OC@MG<I?N

ÅCan perform all of their daily banking activities online

ÅBenefit from the best -rated banking app 

ÅExperience an increased pace of innovation

ÅReceive pro-active contacts through use of analytics skills

ÅGet a first-time right response for queries without 
handovers

ÅRetain branch access, with staff fully focused on advice 

ÅExperience multi-language online capabilities

1

Integrated 
Banking 
Platform

One Organisation

One Strategy

One Value Proposition

One Culture

a=PO!RDOC2 legal entities 

2 balance sheets

2 ledgers 

One set of 
Systems

All projects described are proposed intentions of ING. No formal decisions will be taken until the information and consultation with the Work Councils have been properly finalised. 
Subject to regulatory approval



The Netherlands Belgium

64 54 47 37

28
27

23
21

8 19 30 42

2012 2013 2014 2015

Orange Bridge expected to deliver substantial cost savings by 
2021 (in EUR mln )

Netherlands is successfully building a real -time digital 
Omnichannel bank

aOJ!?@GDQ@M!<!=@OO@M!>PNOJH@M!@SK@MD@I>@!<O!GJR@M!>JNO
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ING Bank + Postbank

Cost efficiencies

Agile + Omnichannel

Customer 
behaviour

ÅShift in customer behaviour towards digital

IT lifecycle 
management

Å Important IT components are at end -of-
lifecycle 

Sub-optimal 
distribution 

network 

Å Two brands (ING & Record Bank) in market 
with excess capacity and too many small 
branches

a=PO!I@@?N!OJ!NOM@IBOC@I!>MJNN-buy and advice capabilities

73 
49 39 32 

24 
48 58 66 

2012 2013 2014 2015

Branch/Call Web Mobile

#@GBDPH!DN!M@<?T!AJM!OC@!I@SO!OM<INAJMH<ODJIaa<I?!I@@?N!OJ!DIQ@NO!DI!<!?DBDO<G!Omnichannel bank

a<N!R@!<?<KO!OJ!>C<IBDIB!>PNOJH@M!DIO@M<>ODJIN!fDI!æh

* Timing of realisation cost savings and investments in first years subject to legal and social negotiations

110 120 90 70 60

550

2016 2017 2018 2019 2020 2021

Restructuring provision Investments Cost savings*

830


