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We have been making the difference in retail banking

@D Who we are

Track record of
a0l delivering growth

Leading digital
capabilities

DBased on McKinsey Panorama
2 Equity based on 12.5% of RWA

/—E >€350 bln of retail banking revenue pools?

~N

Income
2023

€15 bln

|

.
Return on equity?
2023

25%

|

Share of ING RWA

2023
~50%




We have a track record of delivering growth
® whoveare

Primary customers? (in min)

+6% CAGR

15.3 15.5
14.6
135 14.0

12.2 13.0

11.2
10.3

2016 2017 2018 2019 2020 2021 2022 2023 April 2024

® Mobile primary customers?

40% of our 47% of primary
>39 mln customers customers are customers
primary have 3+ products

D Primary customers: private individuals having an active payment account with recurrent income and at least one other
active product category on the reporting date
2 Mobile primary customer: a primary customer with at least one mobile interaction in the quarter (mobile app or mobile web)




We have leading digital capabilities

Who we are

Key digital metrics
92% 95%
— .
%@; Mobile contacts
=Y In % of total contacts?
2021 2023
72% 80%
€ Digital sales
e | In % of total sales
2021 2023
71% /9%
Mobile adoption
L Customers using mobile as
- preferred channel
2021 2023

1 Contact with ING that is initiated by the customer

Our One App is among the most popular apps?

1 WhatsApp

2 n Facebook

3 © YouTube

4 @ Instagram

5 [’ Outlook

6 9 Google Maps
7 . Spotify

8 M Gmail

9 % Snapchat

10 [ 7,5 INGBankieren]

21 i0S usage in the Netherlands. Source: data.ai, ranking by number of active users, as per February 2024



Our love brand continues to be our superpower

@D Who we are

Most recognised

The ING brand is TOp 3

recognised as leading most recognised brand in...
the way and the most _
unique in the majority 7/ out of 10 countries

of our markets

do your thing

O

Most recommended

ING continues to be the Top 3

most recommended NPS position in...

bank in the majorit

of our marketsJ 7 8 out of 10 countries

Continuous focus on improving Net Promoter Scores
April 2024 vs April 2020

+18 pts ] ?+11 pts ] ?+10 pts




We have strong financial performance across three pillars

Where we are now
1. Private Individuals 2. Business Banking 3. Private Banking?

€4.2 bln
(€3.3blnin 2021)

€0.5 bln
(€0.5 blnin 2021)

=
-
|

Eou @J Ecoo

€10.4 bln

(€8.4 blnin 2021)

Total income
2023

.

27% 22%

2023

-
{ Return on equity?

Current footprint

ke_e/&—/k—/

|
|
283

D Equity based on 12.5% of RWA
2 Private Banking-related activities in Poland and Turkiye not yet reported as a separate pillar 6



Zoom in: a digitally led Business Bank

Where we are now

Successful and profitable Business Banking franchise?

€4.2 bln

income

1.7 min

customers

® Netherlands  m Poland H Belgium ® Romania
m Turkiye Luxembourg  m Germany
Profit before tax Cost/income Return on
equity?
o
€2.0 bln 48% 220/

U Figures per FY2023
2 Equity based on 12.5% of RWA

»

Digital-first service model

Service

Segment

Client split

N e~

No-frills, Digital banking Relationship
on demand and event-driven banking with
digital banking remote or f2f tailored solutions

advice and advice

Oof &
= [ ]
Digital Jl Remote|

Small & medium-
sized enterprises

Ofaf &
[} i
Digital Jll Remote] F2F

Mid-corporates

Ol a
= [
Digital Jl Remote|

Self employed &
micro businesses

~85% ~13% ~2%



Our footprint offers significant opportunities for growth

Where we are now
Revenue
market 000  Private Individuals has growth
share? O (D potential across our footprint
_ _ 0 B Business Banking has a high return
Retail banking =[7)  model with significant potential for
revenue pools deployment in other countries
in our footprint?
5%
>€350 bln =
0 Private Banking will be built further
e AN gs athird pillar in existing markets
2
% v
A Return on equity?
20% Putting the RWAs from

increased capital allocation to work

Size of country flags represents average total income over 2021-2023

D Based on McKinsey Panorama

2 Based on average over 2021-2023, with equity based on 12.5% of RWA. For comparability, country profitability figures are adjusted for interest rate differentials,
with capital returns based on eurozone interest rates. Countries with a negative return on equity over 2021-2023 are shown at 0% for illustrative purposes



Private Individuals: accelerating growth and delivering value

Q Our strategic priorities

Private

Individuals

We make banking
simple to create value
for our customers

Make banking
frictionless and relevant

Grow with the Affluent
and GenZ opportunity

Grow the subscription
model

Claim the retrofitting
opportunity

Diversify our lending
income

Create superior customer value with leading NPS
Obsessively simplify customer journeys
Lead in using data and (Gen)Al

Expand offering to adjacent segments not yet
fully penetrated with more tailored offering and
service model

Design products and services with new value
propositions and bundled offers to increase
share of recurring revenues

Capture the renovation potential of houses
supporting net-zero pathway

Build retrofitting ecosystems and journeys to
ease experience with digital

Enhance consumer finance propositions

Largest opportunity in Germany, Australia, Italy
and Spain



Business Banking: deploying our high return model in other countries

Q Our strategic priorities

Business

Banking

We make banking
simple and expertise
accessible to grow
entrepreneurs

]ﬁ Make banking
frictionless and relevant

Grow our fee business
ao with segment-focused
packages

@ Leadership in
financing the transition

@ Build new markets:
Germany, Australia,
Italy

Enable full digital self-service for basic needs
Focus on digital acquisition

Targeted Daily Banking packages

Increase cross-selling in Merchant Services,
Insurance, Financial Markets and Trade Finance

Support financing the sustainable transition
Accelerate Sustainable Finance new production

Attractive revenue pools in Germany €41 bln,
Australia €15 bln and Italy €15 bln

Focus on digital daily banking for self-employed
and micro companies followed by (instant)
lending

10



Private Banking: building a third pillar based on strong synergies

0 Our strategic priorities

Private

Banking

We are the bank to
grow the wealth of
entrepreneurs

&

Q
S

&

Lead the digital way to
redefine Private Banking

Become the leader in
business originated
wealth

Target NextGen wealth
inflow from Private
Individuals

Leverage digital and data to ensure scalable
management of wealth

Drive step-change in customer experience with
interactive, digital and enabling tools

One-stop solution with segmented approach

Further develop collaboration model with
Business Banking

Dedicated offer for NextGen segment

Omni-channel experience with seamless digital
features

11



Germany: become the digital primary bank and expand presence

0 Our strategic priorities

We are delivering on our promises

000

ap

Number of customers

Growing our
customer base +200 k

in 2023 vs 2021

O

Primary customer share

Increasing )
primary share 31%

in 2023 vs 27% in 2021

1

Daily banking fees

Growing
foe business More than doubled

in 2023 vs 2021

Since launch of Business Banking savings in December 2023:

&

Savings balance o  Customers

+€500min ™ >4000

Priorities for 2024-2027

Grow in Private Individuals with a focus on mobile primary
customers and increased product penetration

= Accelerate growth with >250 k additional mobile primary
customers per year

= Continue to make banking frictionless and relevant to
ensure higher share of mobile and retain number 1 NPS

= Launch new daily banking and protection propositions to
grow our subscription business

= Extend consumer lending capabilities to capture fair
market share

Expand into adjacent customer segments

= Tailored offering for selected segments, focusing on
underpenetrated segments Affluent and GenZ

Expand our offering in Business Banking

= Launch current accounts in 2024 and expand digital
lending proposition in 2025

12



Belgium: progress towards higher levels of profitability

Our strategic priorities

We are delivering on our promises

Digital sales

Increasing o
. digitalisation 713%

versus 28% in 2020

Improving

value for b5 % kK5 /\,\_/"\"L
customers

vs 1.6in 2020 -11

=\

App rating NPS 5

% of branches closed

Optimising o
assisted channels 54%

109
m

in 2023 vs 2021

Return on equity?
A Improving our o
©®  profitability 11.2%
vs 8.7% in 2021

Financials based on Belgium including Luxembourg
D Equity based on 12.5% of RWA

Priorities for 2024-2027

Profitable growth in Private Individuals
= Growth of >50 k mobile primary customers per year

= Further strengthen 3+ product ownership (today 37%,
highest in the group) with enhanced capabilities

Profitable growth in Business Banking

= Accelerate client growth with leading digital propositions
such as instant lending and digital onboarding

= Value-focused growth in lending, with cross-sell in liabilities,
daily banking and insurance

Significant step up on Private Banking

= Leverage leading client relationships in Business Banking
and Affluent segment to further build Private Banking

Scalable operations and technology

= Strong leverage of diqitalisation, with strong cost
management versus local competition
= Leverage ING's scale in operations by using hubs

Return on equity of >14% by 2027 versus 11% in 2023

13



Netherlands: driving growth towards a sustainable future

0 Our strategic priorities

We are delivering on our promises

Primary client share

Improving
{l’] value for 62%
g customers

vs 40% group average

Customers using mobile
Increasing as preferred channel

. digitalisation 90%
versus 85% in 2021

% of branches closed

[€) Optimising o
=[Z)  assisted channels 51%

in 2023 vs 2021

Mortgage production

@ Sustainability >40%

at the heart
Label A or better?

D Share of EPC label A or better in 1Q2024 new mortgage production

Priorities for 2024-2027

Growth of Private Individuals on superior digital platform

Growth of >200 k of mobile primary customers per year

Grow penetration of investments products and insurance
with improved product and platform capabilities

Enhance value propositions for the Affluent, GenZ and
Expat segments

Be first in offering proposition for retrofitting of homes and
lead on mortgage production for high quality housing

Growth of Business Banking with deep sustainability
expertise and digital capabilities

Further enhance digital propositions (e.g. instant lending
and digital onboarding) and expand subscription model
(e.g. FX platform and e-commerce options)

Support clients in the transition to net-zero based on
insight-advise-product methodology to decarbonise our
Business Banking portfolio

Growth of Private Banking segment

Grow Private Banking using strong position in both Private
Individuals and Business Banking

14



Our targets confirm our ambition to be the best European bank
Ourtargets

X ,5, Z &'

. = growing the|difference

v
Mobile primary Income Fee Cost/income Return on
customers growth income ratio equity?
annual growth in line with CAGR 2024-2027 by 2027 by 2027
+1 mln Group guidance 5-10% 50-52% >20%

Structurally improved profitability and continued attractive shareholder returns

D Equity based on 12.5% of RWA 15




Annex - Retail Banking per country (FY2023)
< 0O @&

Retail Banking

Total
Scale
Customers (miln) 38.7
o.w. primary (mln) 15.3
o.w. mobile primary (mln) 133
Customer lending (€ bln) 459.8
Customer deposits (€ bln) 5855
Commercial performance (YoY)
Mobile primary growth (in k) 903
Net core lending growth (€ bln) 9.7
Net core deposit growth (€ bln) 18.5
Profitability
Return on equity? 24.8%
Cost/income ratio 51.2%
Risk-weighted assets (€ bln) 154.4

For comparability, country profitability figures are adjusted for interest rate differentials, with capital returns based on eurozone interest rates

Dlincluding Luxembourg
%) Equity based on 12.5% of RWA

Netherlands

7.7

4.7

4.0
152.8
199.7

161
2.3
-1.6

33.4%
42.7%
50.7

Belgium?

2.5

11

0.9
94.3
91.2

37
1.4
-1.3

11.2%
69.1%
34.6

Germany

8.7

2.7

2.3
102.9
143.6

245
1.7
8.5

33.3%
39.4%
24.0

3) Cost/income ratio in Turkiye in 2023 affected by hyperinflation and market conditions

1,

Spain

4.2

15

1.4
26.1
48.1

135
1.0
4.2

23.2%
52.6%
8.9

Italy

1.2
0.4
0.4
9.3
13.9

30
0.7
0.9

Non-material
83.8%
4.5

o
Australia

2.9

1.1

1.0
38.7
33.1

66
1.7
1.8

30.2%
51.0%
7.6

Poland

4.3

2.2

19
27.9
41.8

111
0.1
3.8

24.9%
50.3%
17.9

0

Romania

1.7
0.9
0.8
6.0
11.4

72
0.2
11

46.9%
48.3%
3.9

Tiirkiye

5.6
0.7
0.6
1.8
2.7

47
0.5
11

Non-material
>100%3
2.3

16



Important legal information

ING Group's annual accounts are prepared in accordance with International Financial Reporting Stan
document, except as described otherwise, the same accounting principles are applied as in the 2023
differences are possible in the tables due to rounding.

dards as adopted by the European Union (‘IFRS- EU'). In preparing the financial information in this
ING Group consolidated annual accounts. All figures in this document are unaudited. Small

Certain of the statements contained herein are not historical facts, including, without limitation, certgin statements made of future expectations and other forward-looking statements that are based on
mqnogf_ement’s current views and assumptions and involve known and unknown risks and uncertainties that could cause actual results, performance or events to differ materially from those expressed
or implied in such statements. Actual results, performance or events may differ materially from those in such statements due to a number of factors, including, without limitation: §1 changes in general
economic conditions and customer behaviour, in particular economic conditions in ING's core markets, m_cludmgtchon es affecting currency exchange rates and the regional and global economicimpact
of the invasion of Russia into Ukraine and related international response measures (2) changes affecting interest rate fevels (3) any default ©of a major market participant and related market disruption
(4) _chonges in performance of financial markets, including in Europe and developing markets (5) fiscal uncertainty in Europe and the United States(6) discontinuation of or changes in ‘benchmark’
indices ( ]) inflation and deflation in our principal mquets%S)_ changes in conditions in the credit and capital markéts generally, including changes in borrower and counterparty creditworthiness (9)
fajlures of banks falling under the scope of state compensation schemes (10) nQn—comEllonce with or changes in laws and regulations, including those concernlncrl financial sefvices, financial economic
crimes gnd tax laws, dnd the interpretation and application thereof (11) geopolitical risks, political instabilities and policies and gctions of governmental and requlatory authorities, mcludmg in
connection with the invasion of Russia into Ukraine and the related interAational response measures (12) legal and regulatory risks in certain countries with less developed legal and regula orﬁI
frameworks (13) prudential supervision and regulations, including in relation to stress tests and regulatory restrictions on dividends and distributions (also among members ot the group) f.llr)_ G's
ability to meet minimum capital and other prudential regulatoryrequirements (15) changes in regulation of US commodities and derivatives businesses of ING and its customers (16) application of bank
recovery and resolution regimes, including write down and conversion powers in relation to our securities (17) outcome of current and future litigation, enforcement proceedings, investigations or other
regulatory actions, including claims by customers or stakeholders who feel misled or treated unfairly, and other conduct issues (18) changes in fax laws and regulations and risks of non=compliance or
investigation in connection with tax laws, including FATCA (19) operational and IT risks, such as system disruptions or failures, breaches of security, cyber-attacks, human error, changes in operational
practices or inadequate controls including |n_res?ect of third parties with which we do business and including any risks as a result of incomplete, inaccurate, or otherwise flawed outputs from the
algorithms and data sets utilized in artificial intelligence (20) risks and challenges related to cybercrime incldding the effects of cyberattacks and changes in legjslation and regulation related to
cybersecurity and data privacy, including such risks and challenges as a conséquence of the dse of emerging technologies, such as advanced forms of artificialintelligence and quantum computing (21)
changes in general comPetltlv_e factors _|nclud|n%g_b|l|tg to increase or maintain market share (22) inability to protect our intellectual Bropertg and infringement claims by third parties (23) inability of
counterparties to meet financial obligations or ability td enforce rights against such counterparties (24) changes in credit ratings (25) business, operational, requlatory, reputation, transition and other
risks and challenges in connection with climate change and ESG-related matters, including, ota%?therlng and reporting (26) inability to attract and retain key personnel (27) future liabilities under
defined benefit rétirement plans (28) failure to manage business risks, including in connection with use of models, use of derivatives, or maintaining appropria edool|C|es and guidelines (29) changes in
coglt_ol and credit markets, including interbank funding, as well as customer deposits, which provide the liquidity and capital required to fund our operations, and (30) the other risks and uncertainties

de allﬁ\(l:lén the most recent annual feport of ING Groep N.V. (including the Risk Factors contained therein) and ING’s more recent disclosures, including press releases, which are available on
www.ING.com.

This document may contain ESG-related material that has been prepared by ING on the basis of publicly available information, internally developed data and other third-party sources believed to be
rel|qtlzleb_lll_§lc6 h1gs n% _s<13:ught %p independently verify information obtained from public and third-party sources and makes no representations or warranties as to accuracy, completeness, reasonableness
or reliability of such information.

Materiality, as used in the context of ESG, is distinct from, and should not be confused with, such term as defined in the Market Abuse Regulation or as defined for Securities and Exchange Commission
(‘SEC") reportmgdpu_rposes. Any issues identified as material for purposes of ESG in this document are therefore not necessarily material as defined in the Market Abuse Requlation or for SEC reporting
purposes. In addition, there is currently no single, globally recognized set of accepted definitions in assessing whether activities are “green” or “sustainable.” Without limifing any of the statements
contained herein, we make no representation or warrantg as to whether any of our securities constitutes a green or sustainable security or conforms to present or future investor expectations or
objectives for green or sustainable investing. For information on characteristics of a security, use of proceeds, a description of applicable project(s) and/or any other relevant information, please
reference the offering documents for such Security.

This document mG% contain inactive textual addresses to internet websites operated by us and third parties. Reference to such websites is made for information purposes only, and information found at
such websites is not incorporated bg{reference into this document. ING does not make any representation or warranty with respect to the accuracy or completeness of, or take any responsibility for,
any information found at any websites operated by third parties. ING specifically disclaims any liability with respect t6 any information found at websites O_Eerqted by third parties” ING cannot )
guorontee that websites operated by third parties femain available following the publication ot this document, or that ang information found at such websites will not change following the filing of this
ocument. Many of those factors aré beyond ING's control.

Any forward-looking statements made by or on behalf of ING speak only as of the date they are made, and ING assumes no obligation to publicly update or revise any forward-looking statements,
whether as a result of new information or for any other reason.

This document does not constitute an offer to sell, or a solicitation of an offer to purchase, any securities in the United States or any other jurisdiction.
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