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Empowering people







We believe all sustainable progress is
driven by people with the imagination
and determination to improve their future
and the futures of those around them.

We empower people and organisations
to realise their own vision for a better
future — however modest or grand.

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



ING at a glance

Who we are

We are a global financial
institution with a strong
European base, offering
banking services.

Our customers are at the
heart of what we do.

2014 highlights

>

Good customer satisfaction scores in all our retail
banking markets.

Net loan growth of 3% spread across Retail and
Commercial Banking.

Presentation and implementation of ING's renewed purpose,
strategy and sustainability direction.

Number one ranked ‘diversified financials’ company in the
Dow Jones Sustainability Index.

Full repayment to the Dutch State.

The IPO of NN Group, our former European/ Japanese
insurance businesses, largely completing our restructuring.

Comfortably passed the European Central Bank’s Asset
Quality Review and stress test.

Strong profitability, capital, liquidity and funding

Dividend payments reinstated.

Where we operate

We operate in more than 40 countries

in Europe, North America, South America,
Middle-East, Asia and Australia

Our customers

>32 million

(Year-end 2014)

#1 ranking

Our customer-centric focus

has resulted in nine countries
achieving first place in NPS
compared with two or more
selected local peers. NPS surveys
were held in 11 countries with
retail banking activities.

Our employees

>53,000

(Year-end 2014)

75%

Employee engagement
score.

Financial highlights banking

Underlying net result Banking  Underlying cost/income ratio

Common Equity Tier 1 ratio

Underlying result before tax
Banking exdl. corporate line
(€miln)

(€min) (%) fully loaded (%)

4000 70 14

3500 603 558 587 na
, 60 12

2,500 40 8

2,000

1,500 30 6

1,000 20 4

500 10 2

0 0 n/a

2012

2013 2014

2012

2013 2014

3158

2012

2013 2014

© Retail Banking @ Commercial Banking

Underlying return on equity

One-year price development of ING depositary receipts for shares

Our brand value

Number 26 most valuable
bank brand in the world (EUR
7.3 billion, year-end 2014).M

Our size

Number 9 European bank

by market capitalisation

(EUR 42 billion, year-end 2014).2

(%) Our share price has increased by 7.2% in 2014, outperforming all
12 three banks indices.
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Welcome to ING's Annual Report.

Our aim is to inform stakeholders about our financial
and non-financial performance in 2014, to provide a full
and clear account of how we create value over time, and
how the new Think Forward strategy has been designed
and implemented to meet the new challenges, risks and
prospects ING faces in a fast-changing world.

The main external developments in 2014 are described
in the chapter ‘Market and regulatory context’, followed
by one discussing the issues our stakeholders find most
important. These issues are also addressed throughout
this report. "How we are balancing our responsibilities’ is
illustrated with examples.

After the ‘Key figures’ chapter, we explain how Retail
and Commercial Banking activities are furthering ING's
strategy. Then the key resources we deploy to create
value take centre stage in two chapters: ‘People’ and
‘Innovation and information technology’. The ‘Risk and
capital management’ chapter describes how we manage
risks and ensure optimal use of capital for value creation.
The ‘ING Shares’ chapter contains key information for our
shareholders. The integrated report which encompasses
the ‘Report of the Executive Board’ section is concluded
with the assurance report of our external auditor.

The following, more conventional sections are ‘Corporate
Governance’ and the annual accounts. Other and
additional information is included at the end of this
report and in a separate Sustainability Annex.
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Report of the Executive Board

CEO statement

CEO statement
“"Empowering people”

2014 was an important year for our customers
and for ING. We launched our Think Forward
strategy and have been working hard to raise
the customer experience to a higher level.

Customers across the world acknowledge
our efforts. More and more want to do
business with us.

We extended more credit to support our
business clients and accelerated sustainable
transitions with our lending activities.

This first integrated annual report highlights
our efforts. | am proud to present a new
report for a bank with a sharper purpose
and a new strategy.

Our journey

We made significant progress in 2014 on our road to
becoming a standalone bank. Key milestones included the
IPO of NN Group, the reinstatement of dividends and the
final repayment to the Dutch State. | want to express our
gratitude to the Dutch State and its citizens for their support
and also thank customers for their continuing loyalty and
our employees for their perseverance and commitment.

As a leading European bank active in more than 40
countries, we are well positioned for the future and are
able to assist both our retail and commercial banking
customers worldwide. | am proud that our customers
value our efforts. ING was recognised by Financial Times’
The Banker as Best Bank in the Netherlands for the

third consecutive year and Best Bank in Belgium for the
second time in a row. ING Australia was again chosen as
Australia’s most beloved bank by customers. These awards
encourage us that we are delivering what our customers
want and that we are fulfilling their needs. Furthermore, in
2014, ING welcomed over one million new customers and
established half a million primary banking relationships.
Earning the primary relationship is needed to get to know
our customers well and to be relevant for them.

On 4 November 2014, when the ECB assumed banking
supervision responsibilities across the eurozone, an
important step was made towards a European Banking
Union. This further strengthening of financial integration
in Europe should help to foster economic growth. Many
challenges remain, but the Single Supervisory Mechanism
is, | believe, a step in the right direction.

We are also doing well from a financial perspective. We
have comfortably passed the ECB's latest comprehensive
assessment. The outcome reflects our strong capital
position and resilient balance sheet.

We have further integrated sustainability into our key
activities. We are proud of the external recognition that
we received from raters, which acknowledges the work
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that we have done in this field. What is important for me
to state is that sustainability is part of how we do business.
We consider our role in society as supporting and
stimulating economic, social and environmental progress,
and aiming for a better quality of life for people.

Our purpose and strategy - the rationale

To remain relevant for customers and stay in tune

with all the changes in the financial sector we need a
clear customer proposition that sets us apart from the
competition and a well thought-out strategy drawing
on our strengths. We co-created our new purpose and
strategy with customers and employees. We challenged
ourselves to rethink our identity: “Who are we, why are
we here and what do we stand for?”’

We understand that people want a bank that shows a
genuine interest in them and helps them get a good grip
on their finances in order for them to succeed in life. We
understand that companies want a bank that helps them
to run a better business. | believe if we can get this right,
we also serve other stakeholders.

When preparing the strategy, we spoke to many
customers. What they said was: ‘We don’t need banks,
but we do need banking’. We know. We can only be
successful if we find ways to be relevant in their daily
lives or in the daily operations of our business clients; we
have to forge meaningful connections with people, with
businesses and with society.

We also believe that all sustainable progress is driven by
people with the imagination and determination to improve
their future and the futures of those around them.

All of these insights have been incorporated in our
purpose: empowering people to stay a step ahead in life
and in business.

We have also laid out how we want to do this through

our Customer Promise: being clear and easy; available
anytime, anywhere; empowering people and anticipating
their financial needs with the right information to make
smart decisions; and striving to keep getting better every
day. Unfortunately, the drive to simplify processes has also
led to the recent announcement of further reductions in
our workforce in the Netherlands. This is a necessary step
as we move towards an omnichannel approach that better



serves our customers. More is explained in the Strategy
and Retail Banking chapters.

During the year, | made a worldwide tour visiting our
businesses to explain our strategy to employees and describe
how their work and their businesses fit into it. There are
already many examples of our strategy in action. For example,
in Spain, we have launched a new digital platform which
encourages clients to think about their future by helping
them to analyse and manage their personal finances using
customisable visuals. Through digital wallet initiatives we are
aiming to make shopping safer and easier in Turkey, Spain,
Poland and Italy. In Commercial Banking we progressed with
the transformation programme we introduced in late 2012
to standardise products and channels and harmonise

client services.

Our business is based upon trust. Only by acting

with professionalism and integrity can we maintain
stakeholders’ confidence. With a new strategy and a
changing external environment we started a programme
to determine the values and behaviours we need. These
values and behaviours were launched to all employees in
early 2015.

Developing innovation and analytics skills
When we launched ING Direct in 1997, we changed the
banking landscape. We were the disruptive challengers
then and we need to disrupt again today. That disruptive
spirit is an important source of strength. ING is a business
in motion — we are thinking forward and acting now.

One of our key challenges is to accelerate innovation to
find even better ways to serve customers. Innovation is
happening now at ING, and you can find many examples
in this report.

Our efforts are bearing fruit. The launch of voice recognition
technology for the mobile app in the Netherlands was

a first for European banks. It is making mobile banking
easier and more accessible for our customers. In Belgium
we introduced fingerprint technology. And in Germany,
ING-DiBa's new video-based identification is simplifying the
process of opening an account.

Again, we directly involved our employees. We asked
them to think with us about innovation. | am proud to say
that the first of our internal Innovation Days resulted in
more than 700 employee-generated ideas. Seven winning
concepts have been chosen and all received initial funding
to turn the concepts into reality.

One of our key strategic priorities is developing analytics
skills to understand our customers better. Advanced
analytics are not only a means of combatting fraud and
cybercrime, they can also give customers the tools to better
understand their own finances, to make smarter decisions
and reach their own goals. We continually assess how best
to achieve our strategic goals of empowering customers,
whilst respecting their privacy. This is an area | believe would
benefit considerably from serious, informed public debate.

We are in constant dialogue with stakeholders. If we
are to offer relevant customer propositions we have

to understand what they want and how they think.
Social media is a key channel for gauging opinions and
identifying needs. ING France's Web Café is a good
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example. In this online forum customers exchange views
and help each other. The café brings customers into

the innovation process and offers them an opportunity
to co-create new products. Another example is ING
Turuncu Destek (ING Orange Support) which ING Turkey
uses to encourage suggestions that improve services.
We received recognition by the jury of the Social Media
Monitor in the Netherlands for how we visibly integrated
social media into our business operations. We are
building on these best practices in other countries. The
more we know about customers’ needs the better we
are able to help them stay a step ahead.

Driving sustainable progress

We seek external direction and validation of our
sustainability priorities by endorsing international
standards such as the UN Global Compact, while
considering those trends that could have an impact
on our organisation.

In 2014, environmental and social risk assessments were
further embedded in core processes. We were involved

in many transactions that underscored our efforts to fund
the transition to a more sustainable economy. The share
of renewables among the electricity-generating projects in
the Structured Finance Power portfolio continues a trend
of gradual increase, from 23 percent in 2009 to 43 percent
in 2014. The financing of the Sarulla Geothermal Power
Project is a great example. This will deliver sustainable
electricity to the Indonesian market and will significantly
reduce the country’s annual carbon dioxide emissions.

We actively look at opportunities and growth areas in the
sustainability arena and are eager to partner with clients
to finance their sustainability challenges. This resulted in

a total amount of EUR 19.5 billion sustainable transitions
financed at year-end 2014.

Looking forward

Our 2014 results were strong. We are on the right track
and we are making progress. ING is well positioned to
benefit from the transformation that is taking place in

the banking landscape. There are still challenges ahead.

In particular, we need to step up efforts to become

faster, more agile and more innovative if we are to meet
our customers’ ever-changing expectations. We remain
committed to realising our Ambition 2017 programme,
which includes our intention to pay a minimum of 40
percent of ING Group’s annual net profits to shareholders,
through dividends, with effect from 2015. Furthermore, at
the end of each financial year the Board will recommend
whether to return additional capital to shareholders
dependent on financial, strategic and regulatory
considerations.

We want to improve today’s practice and achieve our
purpose. We are taking action now and thinking ahead
to position ourselves as a leading European bank,
empowering our customers to stay a step ahead in life
and in business.

:‘Qq.fpb.. vtfﬁmueg

Ralph Hamers
Chief Executive Officer ING Group
March 2015
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How we create value

How we create value

The ultimate role of a financial institution is
to support and stimulate economic, social and
environmental progress leading to a better
quality of life for people in society. This is
what the value we create for, and with, our
stakeholders should be about. This naturally
fits with our purpose: ‘empowering people
to stay a step ahead in life and in business'.

We add value by delivering products and services
that improve people’s lives and fuel economic growth.
The illustration highlights the pivotal role we play as a

bank in society, addressing how we create value for our

customers and other stakeholders (balloons at the top)
and how we earn our income and apply our resources
(text at the bottom of the next page).

How our core functions add value

Our stakeholders rely on us to perform a wide variety
of tasks seamlessly on their behalf. Individuals shop
for groceries and receive salaries; companies receive

payments from customers and manage working capital.
Core tasks are to provide a safe repository for customer

savings and generate returns. These savings are used
to lend (a further core task) to people who may use
them to buy a home- and to businesses to stimulate
growth and economic activity.

Providing a payments infrastructure is also at the core

of our business. Specifically for businesses, we facilitate

payment transactions, but we also service companies'’
other operational needs such as liquidity management
and protecting international trade transactions.

As a financial intermediary we take on financial risks that

would otherwise be retained by individuals and within
companies. At the same time we apply our expertise
and resources to minimise the aggregate risk for ING.

Furthermore, our aim is to help people and businesses
by providing them with financial insight, overview and
advice, for example to manage their financial futures.

By doing all of these tasks effectively, we seek to
accelerate economic activity. Both individuals and
companies improve their ability to make and act
on decisions that would not be possible without
financial intermediation. Through facilitating and
promoting responsible decisions and accelerating
transitions towards a sustainable economy, we
empower our customers, providing them with a
strong financial platform.

We also advance the interests of many other
stakeholders, including regulators.
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How we create value for our customers and other

Financial
empowerment

We introduced initiatives
across the businesses to give
customers greater insight into,
and more direct control over,

their financial affairs, such

as a savings planner and

a financial health test.

Securing
financial futures
EUR 406 bin in
retail deposits for our
customers. We pay interest
and keep this money safe.
We use these funds
to lend to other

customers. Supporting

life-changing
decisions
EUR 274.3 bln mortgages
— outstanding. We have offered
mortgages to customers who
use these funds to buy or

’
- invest in a home.



stakeholders in life and in business

Facilitating
transactions . Accelerating
Many transactions were Fuelling sustainable
executed for customers by entrepreneurship transitions
ING in 2014. We underpin and growth of SMEs EUR 19.5 bin sustainable
economic activity by and mid-corporates transitions financed, represents
always aiming for prompt, More than EUR 3 bln net the volume of business that ING
accurate payments for lending growth was provided conducts with customers and
both individuals and to retail companies to start, projects that provide sustainable
businesses. maintain and expand their solutions and outperform their
businesses locally and sector on environmental or
internationally. social performance.
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Supporting
large companies’
growth and export
EUR 9.3 bIn net growth
was achieved in Structured
Finance and General Lending &
Transaction Services through
our Commercial Banking
network in more than
40 countries.

Corporate Governance

Consolidated annual accounts

Parent company annual accounts

> We reinvest part of our profits and
have reinstated dividend payments
to our shareholders.

reinforcing our social licence to operate. > Providing access to capital markets
for financing, hedging and
investment purposes.

How we are strengthening Our core functions How we earn our income é
our own resources > Offering savings and investment > The lion's share of our revenue is g
> Investing in our people: values, opportunities generated from interest income 2
competencies, experience, motivations > Offering credit to private individuals, > We earn the difference between loan &
and behaviours companies and institutions interest received and the interest we 5
> Building our capital base with ) Facilitating payments pay on our savings and borrowings

retamed.proflt o > Servicing companies’ other > We also earn revenue from transactions
’ Developlné.]l netnvor}(s:bopnr;nsmlg | financial operational needs and advisory services _
ver, igitally/via branches; R S
coverage ng§ y/via bra |C es; OCE‘ » Managing risks and assets > We pay for costs, such as wages and =
presence and international network; , Providing finandial insiaht the cost of delivering our core functions; E
developing relationships, sharing N9 g gnt, we pay tax at regular rates £
information internally and externally; overview and advice =
&
5
Eel
<
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How we create value continued

Our resources
The main resources we have at our disposal to create
value are our people, our capital and our network.

Our operations touch the lives of many stakeholders,
including customers, employees, shareholders and
suppliers. Each individual stakeholder can expect us to
act with integrity. We have established a set of standards
for all employees that we collectively value, strive to live
up to and invite others to measure us by. They consist

of values and behaviours. The ING values are principles
we stick to — no matter what. We are honest, we are
prudent and we are responsible.

ING behaviours are the commitments we make to each
other and the standards by which we will measure each
other’s performance. Our behaviours are encapsulated
in three phrases: you take it on and make it happen;
you help others to be successful; and you are always

a step ahead.

1 People chapter for more information.

(1 Risk and capital management chapter for more
information about our capital structure.

(0 Retail Banking chapter and Commercial Banking
chapter for more information about our network.

Developing our capabilities

We perform our core tasks by combining our resources
to best effect in the provision of our products and
services. In a dynamic environment we will only continue
to add value by enhancing our capabilities and executing
our core tasks more efficiently.

Encouraging a culture of innovation is therefore a key
business activity. We need to be able to respond in a
competitive and fast-changing economic environment
to generate new products and services that anticipate
customer demand, introduce efficiencies and make
better use of information technology.

[dJ Innovation and information technology chapter
for more information about how we are integrating
innovation into our day-to-day business.

About the value we create

We create value with and for our stakeholders, both

in a narrow economic sense and, more broadly, through
our contribution to social progress and our efforts to help
protect the environment. As a ‘Systemically Important
Financial Institution’ (SIFI) our long-term performance

is contingent on the overall impact of our activities for
society as a whole. We believe that our own profitability
and performance depends on our ability to marshal our
resources to meet social, economic and environmental
issues. From a long-term perspective, the broader
measure is therefore the more accurate indicator of

the value we create.
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The success of our efforts should therefore be
measured by the totality of the economic, social and
environmental effects of our actions on all stakeholders.
Some of these are currently not sufficiently captured

by traditional management information systems. Like
other organisations, we are gradually extending our
knowledge and we are developing and/or implementing
measurement systems that allow us to quantify these
better so that we can communicate our performance
more effectively to our diverse group of stakeholders.

Ultimately, our customers determine whether we have
succeeded in offering them a valuable customer
experience and empowering them to take smart financial
decisions. We ask them, of course, whether we have
delivered on our promises, but this also can be measured
in customer loyalty numbers and the number of products
and services they buy from us.

Executing value creation

At a more concrete level, we focus on meeting our
ambitions by optimising our ability to execute our core
functions. We create most value, for ourselves and for
our stakeholders, by maximising the positive impact of
our activities and by optimising or minimising the level
of resources we need to deploy.

We act as an important financial intermediary, especially
between individuals, groups and businesses. Our core
activities are crucial to the smooth functioning of society.
We are conscious of this responsibility. We are not
complacent; we recognise that while banking services
are indispensable, banks are not. Increasingly, alternative
enterprises/mechanisms, often technologically based, are
taking on roles that have traditionally been exclusively
undertaken by banks.

It is therefore essential that we execute our core
tasks increasingly efficiently and effectively. We do
that through developing a performance culture that
emphasises continual, incremental innovation as well
as preparedness to disrupt ourselves before we are
disrupted.

Our stakeholders

Our customers are key stakeholders for the business.
We serve over 32 million customers in more than

40 countries. They include individuals, families, small
businesses, large corporations and institutions (financial
institutions, governments, public-private entities and
supranational agencies). We report to our shareholders
in the US, Europe and elsewhere in the world. Our other
important stakeholders include other capital providers
(bondholders), our more than 53,000 employees,
supervisors, regulators, civil society organisations,
citizens and society at large.



Value creation and our purpose and strategy
We have expressed our purpose as empowering people
to stay a step ahead in life and in business.

Value creation with our stakeholders should be about
supporting and stimulating economic, social and
environmental progress, leading to a better quality of life
for people in society. This is reflected in ING's structure,
strategy and in the values and behaviours we embrace.

We are steadfast in our purpose and role in society.

We want to accelerate the transition to a sustainable
society in key areas linked to our core business. We view
sustainability as part of our business rather than an end
in itself. We also envision this as a decisive movement
towards a stable society where everyone has access to
financial services.

Our strategy is tuned to ensure we focus our efforts
on activities that benefit our customers and other
stakeholders. It takes the current and estimated future
impact of changes in the external environment into
account. The context in which we operate is of course
dynamic and evolves rapidly. Circumstances and
stakeholders’ expectations change, requiring, in time,
further refinement of definitions of value and progress,
and ways of doing business that need to be slightly
adapted or even changed radically.

This requires resilience from us and from our
stakeholders: we need to be able not only to deal with
adversity in challenging times, but to seize opportunities
too. Societal trends such as digitisation, economic trends
and regulatory developments which have an impact on
our operations all influence the value we add now and
in the future.

(0 Our strategy and progress chapter and the
Market and regulatory context chapter for
more information.
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Our strategy and progress

Our strategy and progress

In March 2014, we presented a new purpose
and strategy to meet the new challenges we
face as a bank in a fast-changing world. In
this section we explain our strategy, report
on progress so far and describe how this will
shape our future activities.

Our purpose

In March 2014, we articulated our newly defined purpose
and the Think Forward strategy. We have defined our
purpose as: ‘empowering people to stay a step ahead in
life and in business’.

Driving sustainable progress

At the beginning of 2014, as we entered the final stage
of the restructuring, it was time to put more focus on
placing the customer at the heart of everything we do.

In a fast-changing and ever-digitising world, customer
behaviour and customer needs are continuously
changing, and we needed a clear sense of purpose and
direction guiding how to serve our customers best.

Many of our customers are self-directed. They expect
solid support from their banking partner, but want to
make their own decisions.

We empower people and organisations to realise their
own vision for a better future in life and in business.

We believe that the ultimate purpose of a financial
institution is to support and stimulate economic, social
and environmental progress leading to a better quality of
life for people in society. We don’t just want to mitigate
harm and do good; we also want to drive progress. We
believe all sustainable progress is driven by people with
the imagination and determination to improve their
future and the future of those around them. Facilitating
economic growth by playing our role as a bank should
go hand in hand with social progress and environmental
preservation or else our results cannot be sustained in
the long term. One of the ways in which we strive to
accelerate the transition to a more sustainable economy
is by backing ambitious and responsible entrepreneurs
and companies. We also believe that doing so will create
a higher quality asset portfolio in the long term.

The more successful we are in accomplishing our mission,
the more society at large will benefit.

ING Group Annual Report 2014

Our strategy in context

Delivering on restructuring

We have been on a journey since late 2008 to

radically simplify our operations. In 2009, a restructuring
programme that met the European Commission’s
requirements was agreed. In the successive years we
have put that into effect with only a few steps remaining.
We have conducted over 50 divestment transactions
over a five-year period. The total transaction value would
reach around EUR 40 billion, if we include the market
value of our remaining stake in NN Group as it was at
year-end 2014. We believe the effect of these divestment
transactions leaves our company stronger, simpler and
more sustainable.

In July 2014, NN Group, the European/Japanese insurance
business, listed on the Euronext Amsterdam stock
exchange. Through the listing, ING's stake in NN Group
was reduced to 68.1 percent, which remained ING's
ownership position at the end of 2014. In February 2015,
ING's stake was reduced to 54.6 percent. This is required
to fall to less than 50 percent and to be deconsolidated in
2015, and to reach zero in 2016.

We had also reduced our stake in Voya Financial, Inc.
("Voya'), our former American insurance business. We are
required to fully divest our Voya holding by 2016. At year-
end 2013 our stake was 57 percent, at year-end 2014 this
had been reduced to approximately 19 percent. In March
2015, we completed the divestment of Voya shares.

The Dutch State has been repaid in full. In November
2008, ING received EUR 10 billion in aid from the Dutch
State in the form of core Tier 1 securities. In 2009, we
started repaying the Dutch State and made the final
payment on 7 November 2014. This was achieved six
months ahead of the repayment schedule agreed with
the European Commission in 2012.

Total payments on this aid package amount to
EUR 13.5 billion, resulting in an annualised return of
12.7 percent for the Dutch State.

In 2009, ING and the Dutch State agreed to transfer/sell
a portfolio of US mortgage securities. The agreement
to unwind this facility, also known as the llliquid Assets
Back-up Facility (IABF), was completed at the end

of 2013. The actual unwinding took place and was
completed early 2014, when the Dutch State sold the
remaining securities in the market. This generated

a EUR 1.4 billion cash profit for the Dutch State.

Finally, the remaining Government Guaranteed Notes still
outstanding in 2014 were all redeemed. Over the years,
ING has paid EUR 0.4 billion to the Dutch State to benefit
from this scheme.

Q1 Risk and capital management chapter for more
information about the sale of non-core assets and
the repayment to the Dutch state.



Our strategy on a page

With the launch of our Think Forward strategy in March 2014, a one-page overview was created to show our new strategy in a clear and
visual way to all our stakeholders.

’ Purpose
’ Customer
Promise

Empowering people to stay a step ahead

in life and in business.

0O ©

Clear and Easy Anytime, Anywhere Empower Keep Getting Better

’ Strategic
Priorities

’ Enablers

\/

Creating a differentiating customer experience
1 Earn the primary relationship

2 Develop analytics skills to understand our customers better

3 Increase the pace of innovation to serve changing customer needs

4 Think beyond traditional banking to develop new services and business models

Simplify & Operational Performance Lending

Streamline Excellence Culture Capabilities
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Our strategy and progress continued

Some commitments remain

We are executing the Restructuring Plan as agreed with
the European Commission and met key milestones in
2014. Only limited commitments remain outstanding.
These include:

> Divestments
We plan to divest our remaining stake in NN Group
in line with agreed timelines and we expect that this
divestment will also realise two further commitments:

1. To reduce our balance sheet by approximately
45 percent ‘pro rata’ — excluding growth of the
balance sheet of existing business in the meantime
(compared to Q3 2008).

2. To eliminate our Group debt. At year-end 2014 this
stood at EUR 1.5 billion (2013: EUR 4.9 billion). The
combined market value of our remaining stakes in
NN Group and Voya (EUR 7.5 billion at year-end
2014), the latter of which is now fully divested
should comfortably facilitate the elimination of our
outstanding Group debt.

> NN Bank
ING committed to create NN Bank as part of NN Group
as a viable, standalone and competitive business. This
project is underway.

> Acquisition and price leadership
ING agreed not to acquire (parts of) financial
companies until 18 November 2015 or the
deconsolidation of NN Group, whichever comes
first. These deadlines also apply to the price
leadership ban, which means that we agreed not
to be a price leader on standardised products in
certain markets.

Reassessing our role

The financial crisis gave us the opportunity to rethink
our role in society. Our focus now is on having enduring
relevance for our customers. We want to empower them
to realise their own vision for a better future. This is the
essence of our new strategy.

Putting our strategy into practice

Our Customer Promise

Our Customer Promise is all about empowering people
and creating a differentiating customer experience.
Staying true to this Promise means that we aim to
empower by making it easy for people to understand,
convenient for people to use, possible for people to
manage their finances effectively and to stay a step
ahead every day.

Clear and easy

Banking doesn’t have to be difficult and time consuming.
Less is more. It's mostly about clear products, plain
language, fair prices and simple processes. This saves
both time and money.

Anytime, anywhere

We work to make our services available where our
customers are and when they need them. Banking
should be possible anytime and anywhere.
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Empower

The best financial decisions are informed decisions.
Customers want relevant, up-to-date information at their
fingertips. They need to understand their choices, and
the implications, both today and for the future.

Keep getting better

Life and business are about moving forward. We will
keep looking for new ways to make things better with
new ideas, new solutions and new approaches to make
things easier for our customers. That way, we can all stay
a step ahead.

Our strategic priorities
We have identified four strategic priorities that serve to
create a differentiating customer experience.

Earn the primary relationship

To be relevant for customers we have to understand
them. We can use our understanding to empower
customers to make smarter decisions, but we can only
get to know them well if we enjoy a primary banking
relationship. To earn this position, we need a strong
foundation based on high-quality basic services.

In Retail Banking our primary relationships are with
customers who have a payment account with recurrent
income and at least one other product with ING. In
Commercial Banking, we use lending capabilities, sector
knowledge and transaction services to anchor primary
customer relationships.

The number of retail primary accounts is increasing.
In 2014, we welcomed over one million individual
customers and established half-a-million primary
banking relationships.

Develop analytics skills to understand our
customers better

Banking has always been about analysing customers’
information. However, with more and more digital
interaction instead of face-to-face contact, our approach
to analysing data to understand our customers better
needs to be adapted. The more we understand our
customers the more relevant we can make our services.
Using customer data and other data, we can develop
financial tools that empower our customers, helping
them to make smarter decisions for themselves, based on
better quality financial information. Data analytics also
serve our customers’ interests by strengthening fraud
detection and prevention, and improving operational
excellence. We are focusing on realising these benefits
without compromising security or privacy.

We appointed a head of Advanced Analytics in
August 2014 responsible for increasing ING's
advanced analytics skills. We are establishing centres
of excellence in data science in the Netherlands and
in Germany, to support ING units with technology,
education, knowledge and hands-on capabilities in
advanced analytics.



Increase the pace of innovation to serve
changing customer needs

Not only do new technological developments lead to
improved ways of serving our customers, customers
even expect the bank to be on top of these possibilities
to make things simple and clear. Innovation is key

as we strive to enhance the customer experience

and differentiate ourselves from the competition.
Rapid technological change, especially in mobile
developments and payments systems, is shifting

the competitive landscape.

If we want to keep improving the customer experience,
we have to accelerate the innovation cycle so that we
can identify more good ideas and introduce useful
improvements and technologies sooner.

Successful innovation depends on progress on multiple
fronts. We need to ensure fluid transition from best
practice sharing to common development. We need

a constant stream of ideas and reliable mechanisms
for choosing the best ones and executing them well.

Our overall approach to innovation is based on
deep understanding of our customers. That helps
to ensure we focus on ideas that genuinely make
customers’ lives better.

[ Innovation and information technology chapter
for more information.

In July 2014, we appointed a chief innovation officer
(CInO) responsible for developing and promoting
innovative ideas and solutions, applying new
technologies and delivering/improving the speed-to-
market of successful ideas.

Think beyond traditional banking to develop new
services and business models

The marketplace to meet customers, whether retail or
business clients, is evolving towards virtual networks. In
order to address the future needs of customers, we need
to think beyond traditional banking. Our customers will
still be needing banking services, but it is less obvious
that they need banks to deliver those.

There is increasing competition, much of it from new
entrants from outside the industry. We are investing
to stay relevant for current and future customers. As
a consequence, we need to develop new services and
business models. We have to be prepared to disrupt
ourselves before we are disrupted.

Our enablers
The following enablers help us to maintain key skills and
organisational resources in support of our strategic priorities.

Simplify and streamline

To serve our customers effectively we need to operate
as an agile, responsive business. The right people need
to be able to take important decisions quickly.

Therefore we have been streamlining our policies
and controls, while making sure that we retain
solid processes.

Report of the Executive Board

We are reviewing existing mandates to give employees
more scope to take decisions. Committees are only
formed where decisions run across several mandates.

Changes to our governance, which came into effect

in July 2014, encourage more effective cooperation
between globally steered functions and local country
organisations, and prioritise innovation. For countries
with both retail and commercial banking businesses (One
Bank), the country CEOs take responsibility for both Retail
and Commercial Banking.

Operational excellence

Operational excellence is key to delivering on the
Customer Promise to our customers and serving them
better and more efficiently in a digital world. To maintain
this focus, we are working on setting clear operational
excellence benchmarks and measuring performance
throughout the company.

In April 2014, we appointed a chief operations officer
(COO). Our COO is responsible for Operations & IT,
change management and procurement. He is a member
of the MBB. With his appointment, we have intensified
our focus on operational excellence.

Performance culture

Culture is our third enabler. We need to excel at
attracting and keeping the talent to get us where

we need to go. We want to foster a culture where
employees are empowered to deliver for our customers.

We surveyed over 13,000 employees to find out what
they thought about ING’s culture. This provided positive
feedback on our strong customer focus, our shared
vision, our professional standards, and our dedicated
talent development.

Our employees indicated that progress on internal process
efficiencies was slow and that this was beginning to build
frustration in the company. They also signalled that senior
leaders should pay more attention to employees’ opinions.

We have responded by articulating what we mean by
performance culture. We have developed new global
behaviours together with our people and have improved
performance management.

(1 People chapter for more information.

Lending capabilities

ING Bank is currently in the comfortable position of
being able to fund its assets from its deposits to a large
extent. We have strong savings gathering and lending
capabilities and have achieved a lot through balance
sheet optimisation, but savings and lending are not
evenly distributed across our business units.

Broadening our lending capabilities to match deposit
franchises will help us to build stronger, more sustainable
local businesses. We are aiming for continued growth in
net lending.
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Our strategy and progress continued

We strive to diversify our asset base as we continue
to grow client franchises. We have identified specific
opportunities in retail banking, such as consumer
finance and SME lending.

At Commercial Banking, we are growing our
capabilities in Industry Lending, Working Capital
Solutions and Trade Finance. Structured Finance has
achieved a top-10 position globally.

We aim to increase lending to SMEs. The SME and self-
employed segments have a natural affinity with ING's
main Retail banking segment - self-directed customers.
We also plan to grow our asset portfolio in consumer
lending, a segment where ING has been under-
represented in the past.

To facilitate this process, we appointed a head of
Consumer and SME lending in July 2014, with overall
responsibility for steering commercial strategy and
business development.

Net lending increased by 3 percent in 2014. In
our Ambition 2017 programme we aim for an
approximate 4 percent annual increase.

Building on our strengths
We are currently well positioned to be successful in the
coming years.

We believe we have strong deposit-gathering capabilities
across Europe, a significant position in European digital
banking and a successful commercial bank.

These strategic strengths are supported by a disciplined
and rigorous approach to managing costs, risk and
capital resources.

The strength of our balance sheet attests to the
quality of our risk management. We have consistently
demonstrated our ability to generate capital and now
have a limited requirement for professional funding.

Internationally, our thriving commercial banking network
is active in over 40 countries. We operate a good mix

of mature and growth businesses worldwide, which we
believe provides both earnings stability and significant
upside potential.

Our geographic profile

We have designated three distinct categories

of markets and have developed our strategy accordingly.
They are characterised as market leaders, challengers
and growth markets.

Market leaders
These are the Benelux countries where we have leading
market positions in retail and commercial banking.

Challengers

We strive to strengthen our market position in these
markets. Our business units offer both retail and
commercial banking services. Our retail activities are
mainly direct banking services delivered online which
provide a cost advantage over traditional banks.
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Geographic areas in which we are active

® Growth Markets
Poland, Turkey, Romania
and business units in Asia

® Market leaders Netherlands,
Belgium, Luxembourg

©® Challengers
Germany, Austria, Spain,
Italy, France, Australia

® Commercial Banking
activities only

.

Growth markets

Growth markets are where we offer a full range of retail
and commercial banking services in strongly expanding
economies that offer good growth opportunities.

Differentiating strategy implementation

by country

We are delivering on strategy differently, depending on
the characteristics of geographical markets in which we
are active. Our strategic priorities and enablers remain
consistent, but the detailed implementation is adapted
for local conditions.

Market Leaders

In Benelux countries our strategy is to grow in selected
segments, continue to develop towards a direct-first
model, invest in digital leadership and deliver on
operational excellence programmes.

Challengers

We plan to invest in our Challenger markets to

use our strong savings franchises and expand into
payments accounts to build primary banking relationships
with customers.

We seek to use our direct banking expertise to grow
our lending business at low cost in areas like consumer
lending and lending to SMEs. We will also seek to
grow our corporate client base and develop capabilities
in Industry Lending and Transaction Services in most of
these countries.



Growth markets

We strive to invest to achieve sustainable share and
will focus on digital leadership by converging to the
direct-first model and prioritising innovation.

Commercial Banking

We are a network bank for our clients across Europe
with global reach and we are investing in our business
transformation programme, the Commercial Banking
Target Operating Model. We have a number of global
franchises. We are targeting continued growth in our
client base and in Industry Lending and Transaction
Services. In Challenger countries we are expanding our
asset generating capabilities to promote locally optimised
balance sheets and broader franchises.

Our financial roadmap

We have published financial targets for 2017 reflecting
our ambitions. These include a common equity Tier 1
ratio above 10 percent, a leverage ratio at around

4 percent, 50-53 percent cost/income ratio and a
10-13 percent return on equity. As also stated in

our Ambition 2017 programme, ING is committed to
returning capital to shareholders through a sustainable
dividend policy.

Effective from 2015, ING intends to pay a minimum of
40 percent of ING Group's annual net profits by way
of dividend, consisting of both an interim and a final
dividend. Furthermore, the Board will recommend
whether to return additional capital to shareholders
at the end of each financial year. Such decisions will

reflect considerations including expected future capital
requirements, growth opportunities available to the
Group, the net earnings of the Group, and regulatory
approvals as appropriate. The Board proposes to pay a
final 2014 dividend of EUR 470 million, or EUR 0.12 per
(depositary receipt for an) ordinary share, subject to the
approval of shareholders at the Annual General Meeting
in May 2015.

The financial roadmap for the period until 2017 will differ
according to the country. In general, we are pursuing
sustainable profit growth in our challenger and
high-growth markets. We are managing our market leader
businesses in Benelux countries to maintain income levels.

We plan to maintain our cost discipline, which should
help to get the underlying cost/income ratio from the
current 58.7 percent at year-end 2014 to the

50-53 percent range. We strive for all businesses to
deliver an improving cost/income ratio. We will therefore
need to cut costs at the operations in the Benelux to fund
sustainable and profitable growth in other countries.
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Market and regulatory context

Market and regulatory context

Three key trends are having a major impact

on ING and its competitors. First, our revenue
and profitability are linked with the economic
environment. Second, the financial services
sector is subject to increasing regulatory
scrutiny. Third, digitisation and changing
customer behaviour are reframing our markets.
In combination, these trends are altering the
competitive context in which we operate.

Macroeconomic developments

In 2014, the development trajectories of the US and
the UK on the one hand, and Europe on the other,
diverged. The US economy continued to grow steadily
and the Federal Reserve (Fed) was able to end part

of its unconventional monetary policies, the monthly
buying of securities (i.e. quantitative easing). For investors
worldwide, one question dominated the picture in
the second half of the year: when would the Fed start
raising rates? This is expected sometime in 2015. The
UK also saw healthy economic growth with interest
rate increases expected there in 2015 as well.

Meanwhile in the eurozone, the recovery remained
weak, unstable and uneven. Persistently low inflation
(averaging 0.4 percent in 2014) and worries about
imminent deflation prompted the European Central Bank
(ECB) to take a series of unconventional measures. The
main refinancing rate was lowered to 0.05 percent in
2014, while the interest rate on deposits held by banks
at the ECB moved into negative territory, to -0.2 percent.
The ECB implemented conditional long-term refinance
operations and announced purchase programmes for
covered bonds and asset-backed securities.

The Dutch economy, with its housing market
stabilised and domestic demand no longer acting as
a drag on growth, performed slightly better than the
eurozone average.
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Meanwhile the Italian recession continued. The French
economy underperformed while the German economy
decelerated as the loss of momentum in emerging
markets, ongoing tensions in eastern Ukraine and
sanctions imposed on and by Russia affected exports.
A weakening euro during 2014 was one positive for
European exports.

With the European economic recovery still distinctly
lacklustre, the last quarter of 2014 saw the ECB
repeatedly allude to possible additional measures in
2015. Quantitative easing was subsequently announced
in January 2015.

Financial markets rallied for most of the year, with

US stock markets reaching record highs. Yields on US
Treasury bonds moved with changing expectations

for the timing of future Fed interest hikes. European
stock markets followed the US upwards, although as
the year progressed the effects of the crisis in Ukraine
and the weakness of the European recovery started to
weigh more on markets. European bond yields fell and
spreads between European sovereigns decreased in line
with ECB policy.

Progress on regulatory initiatives that are
most relevant to us

This was an important year for ING, and for European
banks in general.

November 2014, saw the start of the Single Supervisory
Mechanism (SSM). The ECB took over responsibility for
the supervision of the major European banks. The ECB
had already prepared the ground with a comprehensive
assessment of all supervised banks to test the stability
of the financial system in stressed conditions.

(11 Risk and capital management chapter for more
information.

ING firmly supports the establishment of the SSM

and the supervisory responsibility of the ECB. As a
predominantly European, cross-border universal bank,
we have a strong interest in properly functioning
European financial markets and advocate a harmonised
approach to European supervision. The SSM should
contribute to removing barriers to the free flow of capital
and liquidity in the Internal Market. We expect to see

a gradual elimination in the fragmentation caused by
national regulation and supervision.

In 2014, agreement was also reached on the Single
Resolution Mechanism (SRM) consisting of a Single
Resolution Board (SRB) and a Single Resolution Fund
(SRF). The SRM wiill apply to banks covered by the SSM
to ensure an orderly resolution of failing banks within the
eurozone. ING is supportive of the SRM as an important
second pillar of the Banking Union.



The Capital Requirements Directive IV (CRD IV) came

into force on 1 January 2014. This, and later refinements,
implemented European regulation on capital, liquidity
and other aspects such as remuneration. Broadly
speaking, CRD IV is an essential step towards a single
rule book in the European Union. However, we do have
concerns with regard to the relatively large scope allowed
for discretionary national measures.

(10 Risk and capital management chapter for
more information.

The Bank Recovery and Resolution Directive (BRRD) also
came into effect in 2014. This requires European banks
and authorities to put recovery and resolution plans

in place and mandates the establishment of national
resolution funds to be financed by banks. We support
the BRRD which significantly reduces the likelihood
that the failure of a systemically important bank will
contaminate the system and burden taxpayers.

(11 Risk and capital management chapter for
more information.

In 2014, EU agreement was reached regarding a revision
of the Deposit Guarantee Scheme (DGS) directive. EU
Member States are obliged to build up ex-ante deposit
guarantee funds of an (in principle) minimum target size
of 0.8 percent of covered deposits in 10 years. Banks’
contributions will be risk based taking into account EBA
guidance. The DGS directive will be applicable as of 2015
and ING will start to contribute to the Dutch DGS fund as
of mid-2015.

Further, there have been various regulatory developments
that impact our product offerings and therefore our
customers directly, currently or in future years. Other
important reforms in this regard seek to enhance an
efficient and competitive internal market for consumers
by removing barriers to cross-border activity and
promoting a level playing field between providers, e.g.
the European Mortgages Credit Directive. Besides this,
the improvement of the European payments market also
remains an important objective, and is addressed by the
Payments Services Directive II.

Finally, the Dutch Parliament has approved the
introduction of the Banker’s Oath, a set of principles
that reconfirms the industry’s commitment to ethical
behaviour. From 1 January 2015, it includes a disciplinary
sanction mechanism for all Netherlands-based
employees. Oath taking has been a requirement already
for Members of the Executive and Supervisory Boards
since 1 January 2013. The adopted legislation extends
this to all internal and external employees working in
the Netherlands who have a contract of employment
with ING.
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The financial system has already been strengthened
considerably in recent years and the risks for customers
and society as a whole have been substantially reduced.
In general we support the measures described above,

as they should contribute to creating a true level playing
field. They help to safeguard the financial system,
improve individual banks’ financial resilience and support
an increasing focus on customers across the industry.

Digitisation and changing

customer behaviour

The future of banking will be in the digital domain. This
digital revolution is already underway with customers
adopting digital channels en-masse, especially with
respect to mobile banking. The shift to mobile in retail
banking is starting to be mirrored in commercial banking,
albeit at a slower pace (and probably less far-reaching).

This presents a huge opportunity for banks. Mobile users
tend to check in much more frequently than other users.
There is the potential for more frequent contact with

our customers. The richness and the quantity of data
available to banks allow them to create a platform for
more tailor-made services.

Increasingly, our customers are self-directed. Many of our
retail customers are avid users of technological devices.
They are well informed, they know what they want and
they want it immediately.

This can mean they expect to receive new services
before we can develop them. Often, it is not us advising
customers, but them telling us what they now need to
get the service they require.

Channelling all this information and converting it into
concrete customer propositions is a key challenge.

We maintain a constant dialogue with our customers,
especially on social media. There is scope for us to
improve our use of social media to anticipate potential
customer requirements.

(0] What matters most to our stakeholders chapter for
more information about stakeholder dialogue.

We believe we are one of the front-runners in digital
innovation in the banking sector, but we cannot afford
to be complacent. We are investing resources to ensure
that we become faster and more agile, and increase

our innovative capabilities. We do that to meet the
ever-changing expectations of our customers, while
respecting the fact that they are entrusting us with their
banking matters which are personal and confidential in
nature. At the same time we are maintaining options for
face-to-face service.

Q1 Innovation and information technology chapter for
more information.
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Market and regulatory context continued

Competitive landscape

Technology is collapsing the barriers to entry that once
protected our business. Competition is coming from
many different directions, with relatively new players
providing more segmented offers to our customers and
clients. Technology giants, payment specialists, retailers,
telecommunication companies, crowd-funding initiatives
and aggregators are all encroaching on traditional
banking services. In general, they don't want to become
banks, they are more interested in the transaction data
that ING and other banks have in abundance. Just as we
are keen to gain traction from other data sources so we
can better serve our customers.

The banking industry is highly regulated. Banks have

all the requirements in place to act in the full interests

of their customers. Safe banking requires specific
knowledge of financial services and in-depth knowledge
of customers as well as rigorous risk-management
systems. As competition from outside the banking sector
continues to increase, we have to become faster, more
agile and more innovative.

ING's solid foundations give us an excellent platform
from which to face existing and future challenges, and
become a better company for all our stakeholders. We
have a long legacy as a financial institution. We are a
leader in digital banking.

We are investing in building profitable, mutually
beneficial relationships with our customers, based on
the quality of our service. We intend to continue working
hard on regaining trust, demonstrating that we care
about our customers and all other stakeholders, and to
be even clearer about the strategic choices we make.

The diagram below shows what we perceive to be our
strengths, weaknesses, opportunities and threats.

Our perceived strengths, weaknesses, opportunities and threats

Strengths
> Presence in Challengers and Growth market
countries with moderate to strong economic growth.

> Well-known, strong brand with positive recognition
from customers in many countries.

> Strong financial position.
> Omnichannel distribution strategy.
> International network.

> Sustainability leader in the category
‘diversified financials'.

> One of the leaders in digital banking.

Opportunities

> Regaining trust by demonstrating care, especially
towards customers and by explaining better why
strategic choices are made (transparency).

> Further improving the customer experience by
accelerating innovation. Front-runner status in digital
solutions gives the Bank an edge.

> Further improving efficiency.

> Cultural change. Tapping more into the talents of
employees. Further developing a transparent and
diverse no-nonsense culture.
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Weaknesses
> Currently low/subdued economic growth in markets
where ING has significant market positions.

> Some legacy IT/operational systems in Market Leader
countries.

> Need for more agility.

> Suboptimal work processes regarding efficiency
and teamwork.

> Diversity challenges.

Threats
» Ongoing uncertainty about regulatory changes.

> Lack of an international level playing field.

> Possibility of threats from new entrants from outside
of the industry.

> Financial sector has an unfavourable public image
in many countries.

> Cybercrime.

> Low interest rate environment.



What matters most to our stakeholders

In this chapter, we describe the issues that
matter most to our various stakeholders and
our business. These should therefore receive
attention in this Annual Report and should
be our highest priority in our daily business.
We regularly evaluate the impact of our
business on our stakeholders. We listen to and
engage with them, and strive to respond to
their views and concerns as much as possible.
Their input helps us balance competing
expectations, address issues in an informed
way and, crucially, helps us to improve.

Materiality: finding out what matters most
If we are to improve as an organisation, we need to
identify and understand the most important issues for
our stakeholders and how these relate to the actions
and decisions that we take. To gain this understanding,
we conduct regular materiality assessments to find out
what the key priorities for our stakeholders are and
their potential impact on our organisation. The results
guide us in our strategic decision-making, stakeholder
engagement agenda and reporting framework.

An extensive network of ING experts, from across
business disciplines and regions regularly engages with
both internal and external stakeholders. For the 2014
materiality assessment, this network reached out to
seven stakeholder groups in seven countries through a
materiality survey. They were asked to rank a range of
topics by significance. In total, over 1,600 respondents
provided us with their insights into what issues are
material to them.

(01 Sustainability Annex 2014 for more information
about the materiality process and methodology.

The materiality matrix as shown in the figure
represents the outcomes of the 2014 materiality
assessment. It combines the results of the 2014
stakeholder materiality survey with our own extensive
analysis of the impact of these issues on our business.
The issues with the highest priority for stakeholders
and the biggest estimated impact on our business
appear in the top right of the chart.

High-priority material issues

The table on the following pages describes the 15
high-priority issues identified in our 2014 materiality
assessment. Because of their importance, we report on
each of these high-impact/high-stakeholder significance
issues in greater depth throughout this Report.
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What the materiality matrix tells us

The high-priority material issues show that we need to
balance financial and non-financial expectations if we
are to address stakeholders’ concerns effectively. We are
addressing these issues directly and through integrated
reporting. This year’s report incorporates considerably
more non-financial information.

The materiality assessment also confirms that our
purpose puts us on the right track for meeting
stakeholders’ priorities. Empowering people to stay
a step ahead in life and business encompasses both
financial and non-financial components.

Stakeholders believe our financial performance is highly
important. Both internal and external stakeholders
considered this a priority. The outcome of the ECB's
comprehensive assessment and stress tests, announced in
November 2014, confirmed the stability of our financial
position. We have also been extending more credit in the
markets where we are active.

ING's risk and capital management framework and
procedures are designed to maintain financial stability
for our customers, shareholders and other stakeholders.
Through ING's effective risk management we are able to
create the right balance between mitigating the potential
impact of unexpected events and creating value for our
customers. We are also increasing the strength of our
capital base to protect customers and contribute to a
sustainable financial environment.

The indirect social and environmental impacts of our
finance and investment policies are gaining more
attention. Our stakeholders confirmed this in the
materiality assessment: ‘Sustainable finance and
investment policies’ moved up the list of high-priority
issues. In recent years we have increasingly integrated
sustainability into our core activities, which has also led
to an increased focus on mitigating the harm of our
finance and investment activities. We have an evolving
Environmental and Social Risk framework and sustainable
lending practices which guide our conduct in this area.

‘Enhancing customers’ financial capabilities’ is another
issue that is becoming more important to stakeholders.
Our Customer Promise includes ‘'empower’; i.e. ‘we
want to empower our customers to make smart
financial decisions’.

‘Innovative business solutions’ has also gained
momentum. This is in line with our strategic priority ‘to
keep getting better’. We will keep looking for innovative
solutions that keep us a step ahead.

1 Innovation and information technology chapter for a
list of actions taken in 2014.

The key outcomes of our materiality assessment coincide
with our purpose, customer promise, and strategic
priorities that were presented in March 2014. We are
pleased with these results but we are not complacent.
We will continue to assess the expectations of our
stakeholders and work to improve our performance

on high-priority material issues.
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What matters most to our stakeholders continued

High priority issues for our stakeholders and ING

Our materiality matrix 2014

Significance for stakeholders

Impact on ING

Economic contribution

@ Economic performance
@ Indirect economic impacts
© Managing risks

Customer centricity

O Innovative business developments

© Customer privacy and data security

@ Enhancing customer financial capabilities

Fair operating practices
@ Sustainable finance and investment policies
® Regulatory developments

Stakeholder engagement
© Transparency and openness
@ Stakeholder dialogue

@ Regaining trust

Labour practices

@ Diversity and equal opportunity at ING

® Career development and employability
of ING employees

@ Remuneration of ING employees

Environmental footprint
ING's direct footprint

High-priority material issue Why it is important to our stakeholders

How we managed it in 2014

Economic contribution

@ Economic performance

@ Indirect economic impacts

6 Managing risks

Our stakeholders want a financially healthy and
stable company. It is one of our top priorities.

Granting loans and enabling financial

empowerment are part of our key role in society.

We need to manage all financial and non-
financial risks effectively. For example, we take
and spread the financial risks of individuals and
companies. This enables a sound financial reality
for our customers, which is also important to
many other stakeholders such as regulators.

We posted strong commercial and financial

results, with an increase in interest results and

lower risk costs.

M CEO statement, Key figures and Risk and
capital management.

Net lending increased by 3 percent.
[0 Retail Banking and Commercial Banking.

Actively monitoring our risk portfolio as well as
further strengthening our liquidity profile and
capital base.

M Risk and capital management.

Customer centricity

@ Innovative business
solutions

© Customer privacy
and data security

® Enhancing
customer financial
capabilities

We need to invest in product and service
innovation to meet rapidly changing customer
needs.

Trust is the cornerstone of successful banking
relationships. Protecting the privacy of ING's
customers and ensuring the security and
confidential treatment of data through the right
rules and regulations helps us retain and gain the
trust of our customers.

In our view financial empowerment is helping
customers to manage their financial future.

Focus on innovation led to a steady stream of
innovative ideas, some of which were implemented.
M Innovation and information technology.

Customer Privacy and Data Security remained key.
M How we are balancing our responsibilities and
Innovation and information technology.

We increased our focus on enhancing customer

financial capabilities and stepped up our efforts.

M CEO statement, Our strategy and progress,
Retail Banking and Sustainability Annex 2014.
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How we managed it in 2014

Fair operating practices

@ Sustainable finance and
investment policies

© Regulatory developments

We aim to prevent that our investments do
harm. We are eager to finance activities that
have a positive impact on society. These

are increasingly important matters for our
stakeholders and for us.

Compliance with laws and regulations is
fundamental. We respect the law and the
rules we set out for ourselves. We aim to act in
accordance with the expectations of society.

Total sustainable transitions financed in 2014

were EUR 19.5 billion.

D CEO statement, Retail Banking, Commercial
Banking, Risk and capital management and
Sustainability Annex 2014.

We continued dealing with increasing regulatory
scrutiny in the post-crisis environment
M Market and regulatory context.

Stakeholder engagement

© Transparency and openness

{ Stakeholder dialogue

@ Regaining trust

Being transparent and open about our
investments, products and services, and other
topics is helping the business move forward and
earning the trust of our stakeholders.

Stakeholders expect us to engage with them

and to incorporate their views and concerns. This
helps us make informed decisions and become a
better organisation.

We have learnt in recent years how important
it is to retain the trust of our stakeholders. Trust
has to be earned consistently and over time.

We made further efforts to improve transparency,
e.g. by trying to align processes more directly
with customer priorities.

M Retail Banking and Commercial Banking.

We continued engaging with our stakeholders

and weighing their interests carefully.

M How we are balancing our responsibilities and
Sustainability Annex 2014.

We continued to work hard on regaining trust,

demonstrating that we care about our customers

and all other stakeholders, and we intend to be

even clearer about why certain strategic choices

are made.

0 CEO statement and Market and regulatory
context.

Labour practices

@ Diversity and equal
opportunity at ING

® Career development and
employability of ING
employees

@ Remuneration of ING
employees

The fact that we strive for equal opportunities
for all, for example via our diversity programmes,
contributes to our performance culture and is
more and more expected by society at large.

Training and development opportunities and
skills management programmes support
employees and are of great value in creating a
performance culture.

Remuneration needs to be well-balanced to
retain and recruit highly qualified staff. Not only
employees, but virtually all stakeholders find that
important.

We are reviewing our current leadership
programmes and tailoring these to be much
more integrated with values, behaviours and
diversity principles.

M People.

In 2014, we invested around EUR 57 million in
learning and development for our employees.
M People.

We have continued our efforts to retain and
recruit qualified and expert leaders, senior staff
and other highly qualified employees.

M Remuneration report.

Environmental footprint

ING's direct footprint

By reducing our direct footprint (energy
efficiency measures, limiting business travel) the
environment benefits and we reduce costs.

The total extrapolated amount of carbon
emissions for ING Bank decreased from 127 to
102 kilotonnes.

0 Key figures and Sustainability Annex 2014.
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How we are balancing our responsibilities

We see it as our responsibility to consider our
stakeholders’ interests carefully. We involve
them in the design of our business strategies.
But stakeholders’ expectations are not
always consistent; sometimes they are even
contradictory. This chapter contains a few of
the real-life challenges and dilemmas we face
as we aim to reconcile competing interests.

Is our capacity to lend to people and
businesses compromised by our objective to
strengthen our capital and liquidity position?
In the past two years, our funding capacity has not

been a factor hampering our efforts to serve our clients.
Notwithstanding, we have been confronted with a
reduced demand for credit from SMEs and individuals

as well as insufficient creditworthiness of SMEs in some
countries and certain markets. For many SMEs, solvency
levels have worsened significantly since the beginning

of the crisis. ING is striving to address this by supporting
initiatives aimed at strengthening SME buffer capital and
increasing their financial transparency in order to improve
their access to credit.

Our own capital and liquidity buffers have been bolstered
to meet the stricter Basel Ill criteria. We broadly welcome
the regulatory focus on improving banking resilience
since 2008, but some of the new rules have had
unintended consequences. They have sometimes limited
banks’ capacity to lend to the real economy, particularly
where the local regulators and the European economy
are misaligned. For ING, local regulation limits the
transferability of capital and liquidity between our entities
in different European countries. This makes bank lending
in liquidity-poor countries unnecessarily expensive

and interest rates in liquidity-rich European countries
unnecessarily low.

Another example in this regard relates to the additional
total loss absorbing capacity (TLAC) requirements for
global systemically important banks (G-SIBs), proposed
by the Financial Stability Board in November 2014 to
ensure that, in case of a default, financial institutions
can be resolved in an orderly manner without tax-payer
support. Whereas ING understands and supports the
concept of bail-in debt to increase banks’ going concern
loss absorption, ING is concerned that the draft TLAC
regulation in its current form would force banks to raise
large amounts of professional funding, which would
negatively impact the availability of financing in the
broader economy.
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How do we ensure shareholder dividends are
sustained in our plans for the future?

Profitable businesses seek to generate a proper return
for risk capital providers — for shareholders that includes
dividends. We suspended dividend payments in 2008. In
the years since, we have focused on rebuilding the Bank
and repaying the capital support received from the Dutch
State through an extensive restructuring programme
and by strengthening our capital base. We have now
repaid the Dutch State in full and, with our divestment
programme almost completed, we are nearing the end
of restructuring.

We are now in a position to resume dividend payments
to our shareholders in line with our policy of linking
dividends to long-term underlying development of
cash earnings.

(11 Risk and capital management chapter for more
information.

How can we accelerate the transition to a
more sustainable economy if we do business
with companies that don’t comply with the
highest social and environmental standards?
The growing global population and increasing the
standards of living in emerging economies pose daunting
social and environmental challenges. We enable
ambitious companies that already meet the highest social
and environmental standards wherever we can. However,
we also need to be prepared to support clients which still
have challenges ahead of them, to help them make their
existing business models more sustainable.

Social, ethical and environmental criteria are strongly
embedded in our financing and investment policies and
practices. We have set clear targets to meet the growing
demand for products and services that not only generate
good financial returns, but also facilitate the transition
towards a more sustainable economy. Our research
teams actively explore business cases for sustainability.

There is ever-higher demand for both renewable and
non-renewable resources. The causes and the solutions
to the resulting scarcity are complex, but we already
know that resource scarcity will change traditional
business models. If households and businesses are able
to bridge investment gaps as they innovate and move
towards cleaner technologies, that transition might also
provide business opportunities. As a financial institution,
we can play a facilitating role in enabling this transition
by financing change, sharing knowledge and using our
influence.

This business model is founded on our strong conviction
that we will only be successful in the long term if our
business contributes to economic development, a healthy
environment and a stable society.



Can we guarantee personal information

will be protected while using advanced client
data analytics to design innovative products
and services?

Protecting our clients’ interests including their financial
information is a company priority, which also makes
commercial sense, and is a legal requirement. While new
technology makes it possible to extract much more value
from our data, it also allows us to fulfil our duty of care
more effectively by providing customised services.

Increased insight into consumer payment patterns, for
instance, means we can warn customers sooner that
they risk defaulting on monthly mortgage obligations.
Data analysis also plays an important role in protecting
our customers from bank-card fraud. Moreover,
advanced analytics help us target offers more precisely
so customers only receive offers for products that are
relevant to them.

In pursuing all these objectives we strive to ensure
compliance with data protection laws and regulations
and aim to provide optimal security of data as well as for
all transactions, whilst respecting customers’ privacy.

Notwithstanding the above, as the internet places so
much power in the hands of any technically proficient
individual, there continue to be risks online. We therefore
aim to actively raise our customers’ awareness of actions
they can take themselves to safeguard their information,
such as using strong passwords, installing updates and
not sharing personal information with others.

The development of financial regulation

is widely considered to be a matter of public
interest. Should we provide full transparency
on our interactions with policymakers and
supervisors?

In principle, our stakeholders and regulatory
requirements guide our approach to supervisory and
policy issues. However, these diverse groups have
interests that do not always coincide and sometimes
actually conflict. To strike the right balance, we will
carefully weigh the interests of all parties concerned.

The consideration we give to all interested parties may
sometimes prevent us from publishing all details about
our contacts with supervisors or other stakeholders.
Information we share with these parties may also need
to be kept confidential on competitive or supervisory
grounds. For these reasons, we do not normally publish
information about our interactions with policymakers and
SUPEIVISOrs.

Transparency is an important objective, which we pursue
in other ways. We respect the law including national
statutory requirements and international transparency
obligations, and also the rules we set for ourselves.

1 Sustainability Annex 2014 for more information
about our approach to stakeholder engagement and
disclosure of organisations in which we are involved
(partnerships, memberships & endorsements).

% ING in Society section at ING.com for our relevant
standpoints on public consultations.

21

How do we ensure that our company pays
its fair share of tax?

We pay tax at regular rates in the countries where we
operate as a financial services provider. We publish our
global effective underlying tax rate, which is currently
26 percent.

What do we consider to be an adequate level
of pay for our employees in the light of our
ambition to remain a top employer as well as
the increased public criticism of remuneration
standards in the financial services industry?
We have operations in over 40 countries and more than
53,000 employees, of whom around 38,000 are based
outside the Netherlands.

In determining the compensation schemes, we take a
variety of factors into consideration, such as functional
complexity, the scope of responsibilities, aligning risk and
reward, our ability to attract and retain the best talent
possible and meeting the long-term objectives of the
company and its stakeholders.

These factors differ for each role, line of business and
country. We also respect different national conventions
and changing international standards on responsible
remuneration.

As much as possible for a global financial institution of

our size, we aim to take account of all these differences
and also of the standards applied within similar financial
institutions in the various countries in which we operate.

We have been continually reviewing and amending our
remuneration policies since 2008 in response to the
ongoing review of the financial system, public debate
and applicable regulatory developments.
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Key figures

Performance highlights

Our financial goals

Ambition
2017 2014 2013 2012
Common Equity Tier 1 ratio fully loaded ING Bank >10% 11.4% 10.0% n/a
Leverage ratio ING Bank @ ~4% 4.1% 3.9% n/a
Underlying cost/income ratio ING Bank 50-53% 58.7% 56.8% 60.3%
Underlying return on equity ING Bank 10-13% 9.9% 9.0% 7.0%
Dividend payout ING Group > 40% 38% n/a n/a

Consolidated result

in EUR million 2014 2013 2012
Income 15,296 15,305 14,313
Operating expenses 8,979 8,694 8,638
Addition to loan loss provision 1,594 2,288 2,121
Underlying result before taxation 4,724 4,323 3,554
Underlying net result Banking 3,424 3,155 2,450
Divestments/special items -819 124 684
Net result Banking 2,606 3,031 3,134
Legacy insurance businesses -1,355 515 1,228
Net result attributable to ING Group's shareholders 1,251 3,545 4,362

Balance sheet

in EUR billion, year-end 2014 2013 2012
Total assets ING Groep N.V. 993 1,081 1,165
Shareholders’ equity ING Groep N.V. 50 46 51
Core Tier 1 securities ING Groep N.V. 0 15 2.3
Customer lending ING Bank N.V. 508 493 520
Customer deposits ING Bank N.V. 489 475 460

Other indicators

2014 2013 2012
Effective underlying tax rate Banking 25.8% 24.9% 28.5%
Risk-weighted assets ING Bank (EUR billion, year-end) 296 283 279
Underlying risk costs in bps of average RWA 55 83 74

Non Financials Key Figures

2014 2013 2012
Net Promoter Score Retail Banking (number of countries with number one ranking) 9@ 6 7
Total number of Retail Banking primary relationships (in million) 8.2 7.7 n/a
Sustainable transitions financed (in EUR billion) 19.5 n/a n/a
Sustainable assets under management (in EUR million) 1,538 886 673
Employee engagement score 75% 74% 73%
Total extrapolated CO, emissions (in kilotonne) © 102 127 n/a

(1) The leverage ratio is calculated using the published IFRS-EU balance sheet, in which notional cash pooling activities are netted, plus off balance-sheet
commitments. In January 2015, the EC formally adopted the Delegated Act for the leverage ratio. The pro forma leverage ratio of ING Bank, taking into account
the combined impact of grossing up the notional cash pool activities and the alignment with the Delegated Act, is 3.6%.

(2) Our Net Promoter Scores (NPS) in 2014 are based on the latest research results available over 3Q and 4Q.

(3) We report on total extrapolated CO. emissions (in kilotonne) excluding NN Group results. In 2012 no CO; data were gathered in CO. equivalent.
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Non-financial review

Underlying net result Banking

+ 9%

The increase reflects higher interest
results, strict expense control and
lower risk costs, despite negative
CVA/DVA impacts and redundancy
provisions in 2014.

Net result ING Group

| —65%

The decrease was mainly due to
special items to make the Dutch
pension fund financially independent
and the payment related to the
nationalisation of SNS. Net result was
also impacted by the deconsolidation
of Voya in 2014 and the Held for Sale
classification of NN Group.

Net Promoter Score Retail Banking
ro o Our customer-centric
focus helped us achieve a
(o) first place ranking in nine
countries, compared with

two or more selected
Ranking #1

local peers. NPS surveys
were held in 11 countries
9 out of 11 countries

with retail banking
activities.

ING Bank'’s underlying Return
on Equity

@)@ 9.9%

The RoE improved from 9.0 percent,

reflecting higher underlying net result

combined with a modest decline

in the average equity base of ING
Bank, which was caused by dividend
payments to ING Group in both years

and the write-down in the net pension

assets in 2014.

Addition to the loan loss
provision

A - 30%

A\~

Risk costs approached normalised
levels as the overall economic
environment gradually improved.
Nevertheless, the economy is volatile
and a certain degree of political
uncertainty remains.

Sustainable transitions financed and
Sustainable assets under management

19.5 bIn

Sustainable transitions
financed

1,538 min

Sustainable assets under
management

Our focus on sustainability driven business resulted
in EUR 19.5 billion Sustainable Transitions Financed
at year-end 2014; and Sustainable Assets under
Management increased to EUR 1,538 million, which
underlies our client’s appetite for products and
services that apply sustainability criteria.

Shareholders’ equity

+10%

I or €13.08 per share

The increase versus 2013 was caused

by the annual net profit and increased

revaluation reserves due to lower
interest rates, partly offset by the
impact on equity of NN Group's IPO
in July 2014.

Leverage ratio ING Bank

41%

The leverage ratio was up from

3.9 percent due to higher capital,
which more than offset an increase
in exposure.

Total CO, emissions

102
kilotonnes

Through efficiency initiatives we improved

our environmental performance. The total
extrapolated amount of carbon emissions
decreased from 127 to 102 kilotonnes. By 2020,
ING Bank aims to reduce the greenhouse gas
emissions by 20 percent from 2014.

Fully loaded CET 1 ratio
ING Bank

® 114%

The CET1 ratio was up from a pro

forma 10.0 percent in 2013, reflecting

retained earnings and increased debt

and equity revaluation reserves due to
a decline in interest rates, and a higher

market value of ING's stake in Bank
of Beijing.

Underlying cost/income ratio
ING Bank

®) 587%

This includes CVA/DVA impacts
and the redundancy/restructuring
provisions of 2013 and 2014.
Excluding these, the cost/income
ratio improved to 55.1 percent in
2014, from 56.2 percent in 2013.

Employee engagement score
o

75%

A yearly employee
engagement survey
looks at how engaged,
enabled and energised
our employees feel. Our
score was 75 percent,
showing a slight
improvement over last
year (74 percent).
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Retail Banking

In this chapter we start by explaining the

scope and scale of the Retail Banking division,
summarise business unit activities and highlight
key developments. Secondly, we show how
our activities are furthering ING's strategy by
empowering our customers. Thirdly, we discuss
how we are creating a differentiating customer
experience. Finally, we highlight our 2014
performance.

About Retail Banking

The customer — individuals, SMEs and mid-corporates
—is at the heart of our retail business. Customers want
easy and transparent products, tools and advice to
empower them to take smarter financial decisions during
their lifetime, such as when buying a house, saving

for retirement or for their children’s education. We are
prominent in innovative distribution via mobile, the
internet, call centres and face to face.

We have a mix of mature and growth businesses in our
various countries (in Europe, Asia and Australia). We
have market-leader positions in the Netherlands, Belgium
and Luxembourg; solid positions in Australia, Austria,
France, Germany, Italy and Spain; competitive positions
in Poland and Romania, and a promising position in
Turkey, and through our stakes in Bank of Beijing (China),
TMB (Thailand) and ING Vysya Bank (India). In late
November 2014, ING Vysya Bank and Kotak Mahindra
Bank announced their intention to merge their respective
businesses.

These reflect ING's three categories of markets:
Market leaders, Challengers, and Growth markets.
We are differentiating the implementation of our
strategy by country.

[D Our strategy and progress chapter for more
information.

The total number of customers at Retail Banking went
up in 2014 to reach 32.6 million at year-end.

Retail Banking posted strong 2014 results. We have
a good track record and strive to further leverage our
strong market position.

Our deposit base positions us well to provide lending
to our customers. We plan to further diversify the asset
base and build sustainable market share.

ING Group Annual Report 2014
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Strong retail deposits gathering ability
(in EUR blin, full-year 2014)

500

389 406

400 355

321

300 — ]
200 1 ]

100 [ 1 1

0 2009 20m 2013 2014

(1) 2009 and 2011 have been adjusted for the divestments of
ING Direct USA, Canada and UK.

Brief business insights

The condition of the economy directly affects our
customers, and therefore us. The bulk of our retail
businesses are in the eurozone. Despite weak, unstable
and uneven recovery in the eurozone, we have delivered
a good financial performance.

In the past few years, Retail Banking has been working
towards converging its traditional banking model to

a digital-first model. Our customers are increasingly
self-directed. A digital-first offering allows us to offer
transparent products, consistent fair pricing and process
excellence at low costs.

Agility towards change is key in today’s banking
environment. We are working on becoming a more agile,
innovative business, which can respond to the latest
consumer demands quickly and flexibly. An agile way of
working is therefore a key part of our IT programme and
will be addressed in 2015.

In 2014, we have taken steps to deliver on the new ING
Bank Think Forward strategy and to align Retail Banking
with its strategic priorities. Our focus is on becoming the
primary bank for customers, being innovation-driven and
fulfilling relevant customer needs.

Converging towards a digital-first
business model

=)
2
g Digital first with
5] high cross-buy
<
2
T
'
Mainly branch based Digital first

Cross-buy = average number of products per active customer
Luxembourg is reported under Belgium; Austria is reported under Germany



Digital first

Technology offers customers a range of channels for
their banking needs. They expect consistent, reliable
and straightforward banking services that are just a click
away. Keeping pace with the speed of technological
developments while maintaining operational excellence
and security is a challenge.

Customers increasingly use digital channels to interact
with us. In the Netherlands, the number of mobile logins
amounted to 619.6 million and logins via the internet to
414.2 million. Belgium'’s Smart Banking app has been
downloaded 800,000 times since its launch in 2011. This
application for tablets won international recognition in
2014 from the independent MAPA research institute,
which specialises in digital banking. MAPA crowned the
"My Budget" application as one of the top applications
worldwide.

A new application was also created for the Belgian
private-banking customers, which offers complete
functionality. On top of portfolio reporting, we have
also launched a secured web repository with all useful
market information which is only accessible in a closed
environment for our private-banking customers.

ING Poland’s mobile app has been downloaded 700,000
times since its launch in 2012. In France, ING is the
leading online bank.

The Digital Wallet - Turkey

Part of our Customer Promise is to be available
“anytime, anywhere”. The development of digital
wallets is one of the newer ways that we are putting
this into practice.

A digital wallet stores all the information in your physical
wallet, including debit and credit cards, loyalty cards
from your favourite merchants, your driving licence

and ID. It can also store money. We introduced digital
wallets in Poland, Spain, Italy (pilot) and Turkey in 2014.

ING Turkey's digital wallet, ParaMara, bundles different
payment methods with discounts from merchant
loyalty programmes. After downloading the app to

set up the wallet on their smartphone, customers can
use ParaMara to send money to friends and family,
either by using their Facebook account username or

by typing in a mobile phone number. They can also
transfer money between their debit and credit cards.

ParaMara users can create prepaid cards instantly
and can top up their prepaid cards through ParaMara
directly or by using ING ATMs.

At year-end, around 25,000 customers — half of whom
were new — were using a digital wallet in Turkey. In
Spain, 16,093 digital wallets were in use; in Poland
6,800 (so called V.me wallets) and in Italy 100 pilot
customers are using this service.

Towards omnichannel

Being where the customer is, is a pre-requisite for
success. Developing a balanced network of distribution
channels to serve diverse customer needs is a key
challenge for banks today.
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We are taking measures to expand digital banking
further, while at the same time strengthening our local
advisory capabilities in the branch network.

In November, we announced a major change programme
in the Netherlands to introduce a seamless, real-time
customer experience across all banking channels. This
should enable customers to do their daily banking when,
where and how they want, and switch between channels
with no interruption to their data or service.

We believe this omnichannel approach (swipe, click,
call, face) to banking services will also lead to increased
frequency of customer contact and will help us earn the
primary relationship.

To support the transition to omnichannel service
delivery, the IT infrastructure and processes in the
Netherlands are being further simplified and automated.
This innovative and demanding undertaking in the
Netherlands will help develop best practices for future
development across the Bank.

[dJ Innovation and information technology chapter for
more information about IT.

Improving reliability

In 2014, we struggled with several system outages,
mainly in the Netherlands. We put a lot of effort in
solving these issues in 2014 and are continuing to
improve our systems as we're aware of the inconvenience
of these outages. We are already seeing the initial results
of our efforts. For example, the availability of our online
payments system has improved, resulting in an increase
in the availability of iDeal.

We have established a focused IT team that is working on
defining and detailing a plan and approach to improve,

in the short term, the system reliability for our customers
in the Netherlands, and in Belgium. This plan will be
delivered in the first quarter of 2015.

In the longer term, infrastructure issues will be addressed
to help improve day-to-day processes such as payments.

Privacy and cyber security

ING aims to provide an adequate level of data protection
globally (both at head office and at all our business units)
by means of the Global Data Protection Policies (GDPPs),
which were adopted in 2013. These policies qualify as
Binding Corporate Rules, approved by all relevant Data
Protection Authorities in the European Economic Area.
The policies are currently being implemented in all ING
countries and implementation is expected to be finalised
by mid-2015. In 2014, we focused on implementing

the governance around GDPP. All our business units,
including the retail countries, have appointed a data
protection executive (DPE), a first-line officer responsible
for data protection in the business. DPEs, in turn, are
supported by data protection officers (DPOs), who, in
their capacity as second line of defence, advise the DPEs
and help them to achieve and monitor compliance with
the GDPPs.
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Retail Banking continued

Overall, a Bank DPE and Bank DPO have also been
appointed.

Security and anti-cybercrime initiatives were an important
priority again in all of our business units in 2014.
Cybercrime increasingly takes place on an international
scale and cybercriminals keep getting “smarter”. This
keeps challenging our business and responses to it.

ING has comprehensive prevention, detection and
responsive measures in place to defend against cyber
attacks and reduce the level of any losses. Bank-wide, we
have set up Cybercrime Expertise & Response Teams.

(1 How we are balancing our responsibilities chapter
for more information.

Putting our strategy into practice

Think Forward in practice

In March 2014, ING launched its new banking strategy
“Think Forward”, which outlines the actions we are
taking to secure our future as a leading European

bank. The Bank’s customer promise — to deliver a
differentiating customer experience with clear and easy,
anytime/anywhere services that empower customers
and keep getting better —is at the core of the changes
in Retail Banking.

ING wants to be more than a facilitating bank. It wants
to make a positive contribution to a healthy financial
situation and add genuine value for its customers,
throughout their lives.

To help customers navigate their way through life, we
want to provide them with the right information at the
right time: for example, on their current spending patterns
and daily expenditure, but also about the future. What, for
example, are the effects of taking out a mortgage? What
happens if your income suddenly changes?

Empowering initiatives in 2014

In 2014, we introduced a number of initiatives across the
businesses to empower people to stay a step ahead in life
and in business.

ING Spain is helping its customers track their finances

on any device (mobile, desktop or tablet), thanks to its
responsive web design. Customers can benefit from

an automatic categorisation of their transactions and

are able to create and track budgets or expenses by
category. They can also check their expenses in graphs,
customising the view they prefer — daily, weekly, monthly
and annually.

(1 Innovation and information technology chapter for
more information.

In the Netherlands, the Financially Fit customer
philosophy aims to create consumer awareness to

delve into their personal financial situation. We inspire
consumers with web support, online seminars, financial
information evenings at branches and an omnichannel
application that gives insights into financial dilemmas.
The Financially Fit articles and tools were accessed more
than three million times.
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The Netherlands also introduced a “contactless” payment
method, following a successful pilot in 2013; at year-end
2014, more than six million customers were able to use
their debit cards with this functionality.

Customers in Luxembourg can manage their money and
finances better with the My Money financial blog, which
offers tips and advice. In Belgium, both self-employed
individuals and companies can now easily and securely
sign and conclude their professional credits online.

This service is available for several types of loans and
financing. It saves the customer time and allows them to
access credit at the most convenient time.

Another example is the Business Calculator — the result
of best-practice sharing — between Belgium and the
Netherlands. This online free-of-charge tool offers a
quick and straightforward answer to the big question
every start-up company has: Is my idea financially
viable? This helps to avoid what are sometimes difficult
discussions with start-ups, as the calculator produces

an objective prediction. And in Italy, VoceArancio is a
social media hit, delivering topical and practical financial
information every day.

Consumer and SME lending

One of our key objectives is to maintain sustainable
positions in both consumer lending — particularly the
self-employed segments — and SME lending in all our
countries. We can achieve this by broadening and
diversifying our lending capabilities, particularly in our
challenger markets with innovative customer propositions.
This will also help us to grow to a sustainable share in
markets where we currently trail our peers.

Joining forces to serve the
customer - the Netherlands

In 2014, Mid Corporate Clients and Private Banking/
Private Wealth & Asset Management joined forces
to provide a new service to a particular group of
customer: the family businesses with their founders,
managing directors and their families. The goal is to
provide them with an integrated approach, a “one-
stop” shop for both business and private matters.

We advise this group of customers on specific private
and business topics, such as how do | sustain my
family business for the next generation, how do |

deal with change of ownership, how do | improve the
governance of the company, and what are the most
important changes within the family and company that
we need to address?

What did we do? We organised, among other things,
a Family Business Day; established Family Business
Advisory Teams, which paid joint visits to targeted
customers to inform them about what we can do for
them, and invited customers to our local Inspiration
Sessions and online seminars on family affairs.
Sustaining the long-term continuity of their business
in perfect harmony is key. We aim for customers

to perceive us as their primary bank and strategic
business partner.

Given the success in 2014, this initiative will be
continued in 2015.



The SME lending market in Europe and within ING has
always had challenges and the financial crisis has only
exacerbated this situation. Banks have been challenged
to serve this segment given the relatively small loan
amounts, its heterogeneous nature, labour-intensive
processing, and higher risk profile. The most pressing
problems SMEs face while requesting a loan is the lack
of access to finance and poor customer experience, i.e.
banks are not easy to deal with. Alternative lending
providers have begun to meet such demand in the
market and — leveraging on digital technologies — are
contesting the strongholds of traditional banks.

Despite reduced demand for credit from SMEs and
individuals as well as insufficient creditworthiness of
SMEs — which challenges our ambition to grow lending
to SMEs — we intend to selectively grow the Consumer
and SME Lending portfolio in the Benelux.

[0 How we are balancing our responsibilities chapter
for more information.

We have appointed a global head of Consumer and

SME Lending, who will — in close co-operation with the
countries — develop specific consumer retail lending and
SME propositions following a digital-first model. Initially,
the main focus will be on challenger markets, innovative
customer propositions and mobile distribution. ING Spain
will keep developing the SME segment, following its
initiative to widen the target range to micro-companies.
It increased its maximum turnover to EUR 2 million

(from EUR 0.3 million). Senior management was closely
involved in the challenge to obtain a deep understanding
of the needs of 21st century SMEs.

Specific initiatives to support businesses include ING
Turkey's new “Generation to Generation Family Business”
project. This nine-month programme seeks to increase
the competitiveness and sustainability of the country’s
family businesses. The aim is not only to bridge the

gap between generations, but also to help them adopt
strong financial policies and establish a robust corporate
management structure.

Family businesses are important to ING. At ING Belgium,
for example, we aim to provide shareholders of such
companies with solutions that not only consider both
private capital and business assets, but also the specific
characteristics of “family shareholdership”. In 2014,

we enhanced our services, including appointing 25
private bankers as “Adviser Family Businesses” and by
co-operating with external partners; organising well-
attended events and paying joint visits to companies.

Turkey, Poland, and Romania have improved their SME
lending processes by reducing the response time to
customers. Their processing times for lending approvals
have fallen to only 48 hours.

Exports are crucial to the Dutch economy. That is why
we are empowering promising Dutch companies in their
international expansion. The Oranje Handelsmissiefonds
(Orange Trade Mission Fund) is a joint initiative of

ING Bank, the Dutch SME Association, KLM and the
Ministry of Foreign Affairs. This Fund aims to help and
inspire exporting businesses to increase their chance
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of international success. This includes support before
and during official trade missions, sharing expertise and
helping entrepreneurs to do business internationally.

Other initiatives in the Netherlands, such as the
Ondernemend Oranje Kapitaal (Dutch Orange Capital
Enterprise Fund) and the Week van de Ondernemer
(Week of the Entrepreneur) were continued.

Online video identification

- Germany

ING-DiBa is known for making banking as simple as
possible. But until not so long ago, becoming a new
customer of ING-DiBa was far from straightforward.
Potential customers had to queue up at a German post
office. Not any longer.

A new online video identification system — introduced
in 2014 - radically simplifies the process of joining the
bank. Instead of having to queue potential customers
just answer a couple of questions to qualify.

Video identification is a big leap forward in customer
care, an example of the greater flexibility afforded online.

ING-DiBa is the first major German bank to offer
customers this service. We expect a large proportion of
our new customers to opt for the simplified procedure.

Creating a differentiating customer experience
We believe we can create a truly differentiating customer
experience by rigorously pursuing our new strategy.

To fulfil our purpose of empowering customers
we need to deliver on all four components of the
Customer Promise.

As we implement our strategy our customers should
expect us to be making banking clear and easy, to be
there for them anytime, anywhere, to empower them to
make smart decisions and to keep getting better at what
we do for them.

Earning primary relationships

Embedding this combination of qualities into the way
we interact with our customers will help us progress our
strategic priority of earning primary relationships.

We are already making headway. Of our total individual
customers (32.6 million), we have 8.2 million customers
with whom we maintain a primary relationship. At ING,
primary customers are active payment customers, who

— additionally — have recurrent income on the payment
account and who are active in at least one extra product
category. ING Poland also reached an important milestone
during the year of one million primary customers.

Understanding our customers

Meeting customer needs is at the heart of the retail
business. It begins by really understanding their
requirements. Only when we have a clear understanding
of what our customers need will we be able to develop
relevant, distinctive solutions that meet those needs

and add real value. This is vital if we are to create a truly
differentiating customer experience.
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It is also important to provide products and services that
are clear and easy for customers to understand and use.
We strive to align our systems, structure and processes to
deliver great customer experience cost effectively.

Specific groups have specific needs. ING Belgium
addresses the needs of legal practitioners by offering
them “Privalis”, a specific and extensive service, tailor
made for professional customers. Privalis customers also
enjoy the services of a dedicated ING liaison officer who
helps them to optimise the structure and management of
their business. Even though ING Belgium is market leader
in servicing this customer segment, Privalis grew further
in 2014.

The specific needs of expatriates — an important segment
of the workforce in Belgium — are also addressed.

Even before arriving on Belgian soil, expats coming

to Belgium can have their accounts set up and enjoy

fully operational banking services upon arrival. Beyond
traditional banking, the Bank also provides newly arrived
expats with additional information and checklists about
settling in Belgium. By the same token, the Bank assists
expats returning to their home country with the relevant
banking and non-banking procedures.

Le Web Café - a real
community - France

ING France was the first to launch Le Web Café in
December 2013. It is not just a place where customers
can ask ING for advice, customers can also help

each other with financial issues. Web Café is a
groundbreaking example of co-creation, a genuine
partnership between customers and their bank in the
French financial sector.

The Web Café features a forum, a lab and a blog.
Customers ask their questions in the Web Café. Bank
staff monitor the online forum and intervene to
respond to difficult questions. In the lab, customers
propose ideas and improvements for ING products
and services. The blog presents tips to help customers
organise their finances properly and independently.

The Web Café is catching on. Since its launch, it
has welcomed over 370,000 visitors. Each month,
50 percent of visitors are new.

ING monitors the Web Café to prioritise its service
provision and develop new services. It has been such
a hit that ING is likely to launch it in the Netherlands in
the first half of 2015.

Customer Promise

The Retail operations in Belgium include Record Bank,
which continues to focus on one of its core values:
“keeping things simple for the customer”. Customer
appreciation is reflected in the funds entrusted
volume, which went up by 4.9 percent compared to
2013. Outstanding credits grew by 7.8 percent. In the
production of consumer credits, Record Bank now ranks
second in Belgium according to the latest ranking. In
2014, Record Bank launched its Record Fund, a unique
product on the Belgian market. This Fund is a mixed
index fund, mirroring the evolution of the market.

Since 2009, we have been continuously screening our
products and services according to five golden customer
rules. They are an integral part of our Product Approval
and Review Process. The rules test whether products and
services meet our requirements for doing business and
help to ensure that we provide customers with the right
products and services at the right price, at the right time
and in the right way.

We continually engage with our customers through a
range of online channels, such as Google Hangouts, on
social media such as Twitter, Facebook and LinkedIn,

and via ING’s own social media channels. We contact
“fans” directly, review the ING Customer Board, conduct
customer surveys, and coordinate roundtable sessions
with SME and mid-corporate customers.

More transparency

We empower customers to make clearer choices

with greater transparency. ING Netherlands, for
example, has increased transparency right across its
product range. This has encompassed many aspects

of its communications, from producing crystal-clear
infographics for comparing rates on its website to
alerting business customers about the best time to make
a deposit to ensure the interest bonus.

Aligning our processes more directly with customer
priorities is also improving transparency. In the
Netherlands, we are taking operational customer
processes, such as applying for a credit card or opening
an account, through a so-called washing lane to redesign
it as the ideal process from the customer’s perspective.
As a result, by end-year 2014, 95 percent of all retail
processes in the Netherlands had been reviewed and
optimised.

Accelerating innovation
Our businesses stepped up innovation during 2014 with a
series of product and services initiatives.

Q Clear and easy Q Anytime, anywhere
> Empower through > Mobile first
transparency > Omnichannel experience

> Smart, simple products
and services

> Advice when needed.

> Flawless execution.
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> Connecting a community ’

™ Empower /1Keep getting better
> Anticipate > Redef_ining the "wow’
customer needs experience
> Provide customers > Driving sustainable
with insight progress

Constantly improving.
of customers.



We are developing services that capitalise on the
increasing importance of mobile channels. In November,
ING Belgium launched fingerprint recognition for its
smart banking app, as first Belgian bank and pioneer for
mobile banking in the country. With the launch of “Inge”
on our mobile application in the Netherlands, we became
the first bank in Europe to apply voice recognition to
mobile banking services. The Inge concept has now been
adopted by our customer care centre in Romania where
customers are identified by their voice “print”, simplifying
their access to the customer care professionals.

“Hello, my name is Inge” -
the Netherlands

With the pilot launch of “Inge”, Dutch customers
can now bank with ING by talking to their mobile
or tablet. Inge, our new voice recognition feature,
listens, understands, talks back and responds to
simple instructions.

Inge is a new way of making mobile banking easy for
our customers. It features distinctive voices and is safe
to use for transactions.

ING Belgium launched Business Banking given the
special requests of business customers in the field of
online banking. Business Banking also simplifies financial
management for our professional customers. Any
transactions can be carried out virtually via this single
online banking service.

ING Romania has adopted the pre-approved loan
system developed by ING Spain. This is leading to far
fewer lengthy applications. Many customers now get

a consumer loan instantly simply by accepting their
personalised pre-approved offer. However, the loan is
granted only after they have signed a contract with the
Bank and their application has been carefully considered.
Pre-approved loan production already accounted for

40 percent of total production by year-end 2014.

Beyond banking

Thinking beyond traditional banking is another strategic
priority. We want to stay relevant for our customers,
now and in the future, by offering products they cannot
get elsewhere.

Extending accessibility of services

Our promise to deliver services anytime, anywhere also
implies a commitment to make them accessible to all
sections of society. Last year, 75.7 percent of our retail
banking business units offered products and services
to customers with special physical needs. In the 2013
report, we committed to increasing accessibility for
customers with special needs. We have delivered on
that promise in various ways during 2014.
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At your service - Austria

In May, ING-DiBa opened its first Servicepoint in
Vienna. Customers are able to consult staff face

to face in a relaxed, lounge atmosphere. The
establishment of a Servicepoint in one of Vienna's
busiest, most accessible areas, is a result of customer
demand, because certain needs and situations can be
resolved more easily through face-to-face contact.

The direct bank conducts most of its business online
or via telephone. It has introduced Servicepoint, open
Mondays to Fridays from 9:00 am to 7:00 pm and

on Saturday mornings, as an additional, face-to-face
service channel.

In the Netherlands, braille transcripts for savings accounts
with a variable interest rate are in place for both private
and business customers. Visually impaired customers

can also use “Inge”, a voice-activated system to check
balances or make payments.

Our Branch in a Briefcase project in Belgium (see box)
also assists by reducing the need for physical visits.

Branch in a Briefcase -
Belgium

If you're a Personal Banking customer in Belgium, for
example, there is no need for you to visit a branch.
One of ING Belgium’s commercial agents will come
to you. The agents, who have varied skills, bring most
branch facilities along in their briefcase, wherever you
are. It's convenient and it saves you time.

ING Netherlands also offers its services through 261 full-
service branches and 371 ING Servicepoints.

Financial inclusion

Our view is that financial services should be accessible to
consumers from all walks of life. Therefore, in addition to
serving “regular” customers, we also develop products
and services for minorities or marginalised segments

in society through our financial inclusion initiatives.

For example, ING Australia participated in an industry
initiative of the Australian Bankers' Association to offer
fee-free withdrawals and balance enquiries to their
customers at selected ATMs in very remote, indigenous
communities.

ING Australia has also partnered with fundraising website
StartSomeGood to launch a crowdsourcing website that
helps philanthropic entrepreneurs promote social change
in the country.
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Called Dreamstarter, the online platform connects social
entrepreneurs and non-profits with people who want
help. In 2014, the Bank drew attention to the plight of
youth in the country. A young entrepreneur, Jami Green,
spent 24 hours in an upright display case in Melbourne
to raise awareness and funds. Within 72 hours, he

had raised over AUD 27,000 (over EUR 18,000 at the
exchange rates at that time), and got his business off

to a flying start.

Supporting customers in financial distress
The Bank has flexible responses for people that suffer
temporary financial distress. ING Netherlands offers
interest breaks to mortgage customers faced with

a temporary cut in income. It also provides Personal
Mortgage Coaches, who proactively support mortgage
holders with income overviews and insights into their
expenditure, allowing them to regain control of their
finances. ING-DiBa in Germany has been sending the
so-called Dispowarnbrief (overdraft warning letter) to
the 23,000+ affected current-account customers to offer
more favourable consumer loans as an alternative to
current-account credit facilities.

Driving sustainable progress in society

We aim to empower people in life. Implicit in this is the
idea that we help them gain the skills and insights they
need to secure a sustainable financial future. Various
channels and tools help to create awareness and develop
knowledge and insight.

Extending financial literacy

We believe good financial habits are developed early in
life. We therefore support programmes and projects that
create financial capabilities and develop entrepreneurial
skills in young people.

We contribute research and donate funds. We make our
networks available and share core knowledge, expertise
and skills.

We also support schemes that promote financial literacy
in children and help them to become moneywise. ING
offers a wide range of global programmes in this area.

Teaching youngsters
about banking - Poland

ING Poland involves its employees on a voluntary basis
in the nationwide Junior Achievement Day, organised
through its partnership with the Junior Achievement
Foundation.

We participated in this initiative for the 11th time in
2014. ING Poland employees invited secondary school
students to come to the Bank, so they could follow
the activities of a selected department at the Bank for
a single day. We familiarised them with banking work
and increased their awareness of the larger world of
finance.

In 2014, we arranged for 71 places on a one-day
traineeship.
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ING Turkey’s acclaimed financial literacy Orange Drops
education campaign won a Stevies silver in the Corporate
Social Responsibility category at the 11th International
Business Awards. Aimed at primary school children,

the programme involved over 300 teachers and 15,000
students in 150 schools.

ING lItaly’s BitBumBam, a contest aimed at supporting
projects and ideas that help new generations learn and
develop through the innovative use of technology, raised
EUR 40,000 and 18 months of mentorship from iStarter
to help launch three innovative educational projects for
families, children and school.

ING's eZonomics team, which aims to present economic
and financial information in easy-to-understand and
engaging ways, published a number of ING International
Surveys in 2014 on topics such as Pocket Money, Homes
and Mortgages, Mobile Banking and Savings. We believe
it is important to share our knowledge in this field and
publish studies about these topics on a regular basis to
support consumers in becoming more financial savvy.
The eZonomics team is funded by ING and part of ING's
global research department.

In 2014, ING employees volunteered more than 1,850
hours of their time. EUR 785,000 was donated to
support financial empowerment-related activities

and organisations.

ING Groenbank’s sustainable products

and services

ING's sustainable products and services offering is

a key pillar for our business. ING Groenbank offers
lending services at favourable rates for a diverse range
of sustainable projects, from wind turbines to organic
farming to solar panels, both in and outside the
Netherlands. As such, it encourages businesses to put
their activities on a more sustainable footing.

Funding comes from savings with fiscal incentive, which
makes ING's savings account an attractive alternative to
regular savings accounts.

ING Groenbank is accelerating the transition to a
sustainable society by helping private and business
customers seize the opportunities sustainable practices
have to offer.

Following a period of volume decline in sustainable
savings, which started in 2008 due to a governmental
re-evaluation of the fiscal incentives programme,
2014 marked a turning point. The Dutch Government
has announced that it would be evaluating both the
tax benefits and the effectiveness of the Regeling
Groenprojecten linked to these benefits in 2015.

Over the next few years, a considerable number of
sustainable projects may materialise in the Netherlands as
a result of the SER Energieakkoord (Energy Agreement by
the SER, the Social and Economic Council). ING Groenbank
can play a role in making society more sustainable by
providing an extra stimulus via its green loans.

In addition, up to 10 percent of ING Groenbank's balance
sheet is used for financial inclusion activities, including
microfinance. These activities are supported by community



investments, such as educational projects and research
and advisory services. One example of such a project is a
touring bus in India that educates women in rural areas.
Our research and advisory service is another important
part of our financial inclusion activity. Its “A Billion to
Gain?” report has been published biannually since 2006.

ING Groenbank’s microfinance lending portfolio amounts
to EUR 75 million and is distributed locally via ING Vysya
Bank (EUR 40 million) in India and ING Turkey (EUR 30
million). For the African continent, we have partnered
with Oikocredit by investing EUR 5 million in its fund. ING
Groenbank has already supported over 500,000 micro
and small enterprises since 2004.

Socially responsible investments

Promoting responsible finance opportunities means
creating value for our customers by embedding the
principles of sustainability in our products and services.
More than a decade ago, we initiated the inclusion

of environmental and social topics in our investment
strategies for retail and private banking customers in the
Netherlands. Nowadays, we can offer a fully mature and
socially responsible investment (SRI) strategy that meets

a growing demand. We do this by offering dedicated SRI
funds as well as portfolios of sustainable company assets.
Offering SRI funds runs parallel with our goal of giving our
customers a broad choice and enables them to make an
informed decision when applying sustainability criteria to
their investment decisions.

Screening for SRIs

In identifying sustainable opportunities, we use the
combination of a best-in-class assessment with a
negative screening of certain industries and products
(for example, controversial weapons), and controversial
behaviour such as violations of human rights. This

SRI methodology covers all asset classes, including
government bonds, corporate bonds and relatively
new products, such as index trackers. We use the same
methodology to assess investment funds offered by
third-party suppliers.

Our dedicated team of SRl analysts is embedded in

the Dutch ING Investment Office. This ensures that the
products offered meet ING's stringent criteria in terms of
both financial and sustainable performance. In 2014, we
formalised the decision-making for SRl in the Netherlands
by setting up a Responsible Investment Committee.

Our products are aligned with ING's overall view on
sustainable development.

Extending our SRI offering

There is a need to be innovative and agile in
creating financial products and services that are able
to support commercial activities with environmental
and social benefits.

We are also integrating sustainability indicators into

our more conventional investment strategies, for
example by excluding producers of controversial
weapons. Companies that are responsive to stakeholder
expectations and show resilience to environmental and
social challenges will be better positioned in the future
and will increase business continuity.
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Sustainable assets under management

In 2014, our sustainable assets rose by EUR 652 million
to EUR 1,538 million, which underlines our customers’
appetite for products and services that meet specific
sustainability criteria.

Sustainable assets under management (€ min)

2014 2013 2012

Sustainable portfolios 1,517 903 696

ING Liric SRI Top 50 15 19 20
CS ING SRl Index fund 92 38 13
Subtotal 1,624 960 729

Correction to eliminate
double counting @ 86 74 56

Total sustainable assets

under management 1,538 886 673

(1) 2014 figure including ING Belgium and ING Luxembourg.

2012 and 2013 figures are based on ING Netherlands only.

The increase in 2014 results from growing client demand,
particularly in the Netherlands, for sustainable assets. It also
reflects higher asset values.

There is an overlap between allocated assets in the sustainable
ING funds and the managed sustainable portfolios in which
some of these funds are part of the managed allocation; the total
allocated amount has been adjusted. An estimate indicates that
most of the adjustment relating to 2012 and 2013 is attributable
to the NN funds.

2

Our performance

Measuring customer satisfaction

The Net Promoter Scores (NPS) methodology
measures how likely customers are to recommend a
company to their family and friends. Under our NPS
programme, which has been in place since 2009,
customers give us their opinion on their customer
experience. We also get feedback from customer
surveys, online polls and focus groups.

We apply the NPS methodology to measure customer
engagement and use NPS results and customer feedback
to improve customer service and internal processes.

According to the latest research results available over
3Q and 4Q, our NPS in 2014 made us number one in
all countries where NPS surveys were held, except for
Austria (third) and Turkey (third), against two or more
selected local peers. These scores demonstrate that
we are regarded as one of the best banks at meeting
customer needs.

ING Netherlands is the first Dutch bank to let customers
post comments on its website about products and
services they bought. Customers like to hear the
opinion and experiences of their peers. It helps us gain
valuable consumer data and customer comparisons help
customers make well-considered choices. Eventually, we
plan to extend this service to business customers.

ING Belgium has different ways of measuring customer
satisfaction: It has set up a special web page for
customers to provide feedback and suggestions.
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On the same page, it lists a number of clear
improvements that have come from this feedback, such
as making mobile payments available to all accounts and
including a comparative table of its credit cards.

The “One senior manager for 100 customers” initiative
equips retail customers in Belgium with a dedicated
ING contact whom they can contact for feedback on
the products and services, suggestions and complaints.
We have also introduced the “Easybox”, an initiative

to collect ideas for improvement. It has already been
rolled out in 300 branches and more than 1,000
employees use it. Over 200 Easybox improvement ideas
have been received and directly addressed, and we
intend to extend the use of the Easybox throughout the
Belgian organisation.

ING Turkey accesses an external website platform
(Sikayetvar.com) to monitor and respond to customer
complaints. This website hosts a popular forum in Turkey
for airing consumer issues. Currently, ING Turkey's
response time is 2.1 hours, while the sector average is
9.5 hours — this result delivered a number 2 ranking in
“Best complaint management in banking sector”.

Financial results

Total Retail Banking

Retail Banking posted strong 2014 results. The underlying
profit before tax rose by 23.5 percent to EUR 3,158
million on the back of healthy business growth and
substantially lower risk costs in most markets.

Underlying income rose 5.1 percent, from 2013 to

EUR 10,685 million. The increase was driven by higher
interest results in most countries due to higher volumes
and improved margins on lending and savings. The
margin on current accounts declined due to the low
interest rate environment.

Net funds entrusted (adjusted for currency impacts
and the deconsolidation of ING Vysya Bank) grew by
EUR 19.2 billion in 2014. Net lending (also adjusted
for the transfers of WestlandUtrecht Bank (WUB)
mortgages to NN Bank and the sale of a mortgage
portfolio in Australia) increased by EUR 8.4 billion,
entirely outside the Netherlands. Net lending in the
Netherlands declined due to higher pre-payments on
mortgages and muted demand for business lending.

Operating expenses increased by 4.0 percent to

EUR 6,433 million in 2014, due to higher redundancy
provisions mainly related to the further digitalisation of
our banking services in the Netherlands. Excluding these
provisions in both years, expenses were almost flat.
Higher pension costs in the Netherlands and investments
in our franchises to further strengthen our IT domain
and expand our capabilities and services were offset by
the cost savings from the restructuring programmes.
The underlying cost/income ratio, excluding redundancy
provisions, improved to 56.9 percent from 59.7 percent
in 2013.

Risk costs declined by 23.0 percent to EUR 1,094 million
in 2014, with declines in all regions, including lower risk
costs for Dutch mortgages.
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Market Leaders

Retail Netherlands

The underlying result before tax of Retail Netherlands rose
by 6.5 percent to EUR 888 million, from EUR 834 million
in 2013, supported by higher interest results and lower
risk costs, and despite EUR 349 million of redundancy
provisions recorded in 2014, mainly related to the further
digitalisation of our banking services in the Netherlands.
The interest result rose by 6.8 percent to EUR 3,818
million, reflecting higher margins on lending and savings,
which more than offset a decline in volumes due to

the sale and transfer of WUB assets to NN Group as of
mid-2013. Excluding these sale and transfers, net lending
declined by EUR 3.7 billion versus year-end 2013, of which
EUR 2.2 billion in mortgages due to higher prepayments
and the continuing run-off in the WUB portfolio. Other
lending, mainly business lending, declined by EUR 1.5
billion following low demand. Funds entrusted recorded a
net inflow of EUR 1.7 billion in 2014.

Operating expenses, excluding redundancy provisions

in both years, increased by 1.2 percent, mainly due to
higher pension costs and increased IT investments, which
were partly offset by the impact of the cost-containment
initiatives. The cost-efficiency programmes, including the
next steps in digital banking, are on track to realise

EUR 675 million of annual cost savings by the end of
2017. Of this amount, EUR 354 million has already

been realised.

Risk costs declined by 18.6 percent to EUR 714
million, both in residential mortgages and business
lending, reflecting a gradual economic recovery in the
Netherlands.

Retail Belgium
ING Belgium includes ING Luxembourg and Record Bank.

Retail Belgium delivered another strong underlying result.
The result before tax rose to EUR 844 million, from

EUR 663 million in 2013, mainly reflecting higher interest
results and lower risk costs.

Total underlying income rose by 7.3 percent to EUR 2,490
million. The interest result increased by 8.6 percent,
driven by higher volumes in almost all products and
increased margins on mortgages and savings.

The net lending portfolio grew by EUR 5.1 billion in 2014,
of which EUR 1.9 billion in mortgages and EUR 3.2 billion
in other lending. Funds entrusted increased by EUR 3.9
billion, mainly in current accounts.

Operating expenses were up 1.8 percent, mainly due

to higher Belgium bank taxes and increased IT costs,
partly offset by a lower headcount in the Retail branch
network. The strategic projects announced by ING
Belgium in early 2013 are on track to realise EUR 160
million of annual cost savings by the end of 2017; of this
amount EUR 105 million has already been realised.

Risk costs were down 22.4 percent to EUR 142 million.
The decline was mainly in business lending, while risk
costs for mortgages increased.



Challengers and Growth markets

Retail Germany

Retail Germany includes ING-DiBa Germany, ING-DiBa
Austria and Interhyp.

Retail Germany recorded strong growth, which drove the
result before tax up 29.6 percent to EUR 775 million in
2014, from EUR 598 million in 2013.

Underlying income rose by 16.8 percent to EUR 1,621
million, driven by higher interest results and increased
fee income. The interest result increased by 15.6 percent
following continued business growth in all products
and higher margins on savings. Funds entrusted grew
by EUR 7.5 billion in 2014, while the lending portfolio
rose by EUR 1.6 billion, of which EUR 1.0 billion was in
mortgages and EUR 0.6 billion in consumer lending.

Operating expenses increased by 9.2 percent on 2013. The
increase primarily reflects an increase in headcount at both
ING-DiBa and Interhyp, as well as investments to support
business growth and attract primary banking customers.

The net addition to loan loss provisions fell to EUR 72
million, or 29 basis points of average risk-weighted assets,
from EUR 83 million, or 37 basis points, in 2013, reflecting
better performance in the German mortgage book.

Retail Rest of World

The underlying result before tax of Retail Rest of World
rose to EUR 651 million, from EUR 464 million in 2013,
mainly reflecting better commercial results in Poland, Italy
and Romania and lower losses in the UK Legacy run-off
portfolio. This was in part offset by lower results from
Turkey and a lower dividend from Bank of Beijing.

Underlying income declined by 2.1 percent, but grew

by 6.2 percent, adjusted for the deconsolidation of ING
Vysya Bank at the end of March 2014. This increase

was mainly due to higher interest results supported

by increased volumes. Net funds entrusted (excluding
currency effects and the deconsolidation of ING Vysya
Bank) grew by EUR 6.1 billion, with growth in most
countries, notably Spain and Poland. Net lending (also
adjusted for the sale of a mortgage portfolio in Australia)
rose by EUR 5.4 billion, mainly in Turkey, Poland, Australia
and Spain.

Operating expenses, excluding the deconsolidation of
ING Vysya Bank, were up 0.3 percent, as higher expenses
due to strategic investments to support business growth
were largely offset by favourable currency impacts.

Risk costs declined to EUR 165 million (or 39 basis points of
average risk-weighted assets) from EUR 280 million (or 64
basis points) in 2013. The decline is predominantly caused
by the deconsolidation of ING Vysya Bank and a small

net release in the UK Legacy run-off portfolio, whereas in
2013 it included an addition of EUR 60 million.

Conclusion

Retail Banking performed well in 2014, returning strong
results in a challenging economic environment. We grew
our lending portfolio, attracted more customers and
achieved higher levels of customer satisfaction.
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We have numerous initiatives that are bringing
our strategy to life. We are earning more primary
relationships and enhancing our payment solutions.

Innovations in products and with distribution channels,
especially digital, are making banking with ING easier
and more accessible. These innovations aim to empower
customers to take smarter financial decisions.

We are accelerating the transition to a more sustainable
economy. ING Groenbank attracts savings to fund
sustainable projects.

While many new initiatives were launched in 2014,
many challenges remain on the operational front. We
continually strive to do better, but in some areas —
including accessibility and driving progress — there is
room for improvement. We are working to prioritise

the issues that we feel are the most important for our
customers. We believe that while new initiatives are
important, we carefully consider local market conditions,
demand and customer suitability.

Looking ahead, we are now focusing on future-proofing
our activities. We intend to become agile — fast, and
innovative enough to keep pace with our customers’
ever-changing expectations.

Trophy Cabinet

The Bank has received recognition in a number
of business lines for its efforts on several
continents during 2014.

For instance, ING Australia was again chosen

as Australia’s most beloved bank by customers
at the Mozo People’s Choice Awards. ING
Netherlands was recognised as Best Social Media
Company and as Most Popular Financial Website
of the Year for the 4th time in a row by Dutch
consumers with close to 81,000 votes. ING Spain
received an award from DEC, an association

for customer experience development, based

on customer surveys. ING-DiBa Germany was
recognised as the “Most Preferred Bank” for
the 8th time in a row by business magazine
€uro. ING Belgium was recognised as “Best
Bank in Belgium” by The Banker for the 2nd
time in a row. In addition to its Best Bank Award
by Euromoney, ING Poland won two silver

Effie awards for its marketing/communications
campaigns. It was also ranked in first place in
the Mobile Bank category in the Newsweek
weekly ranking “Newsweek Friendly Bank™ in
the “Mobile Bank" category for its user-friendly
navigation and interface. And ING Romania’s
Customer Care and Services team won an award
for its ability to meet all criteria that define a
Customer Care team'’s daily tasks.
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Commercial Banking

In this chapter we first explain the scope and
scale of the Commercial Banking division,
summarise business unit activities and highlight
key developments. Second, we show how our
activities are furthering ING strategy. Third,

we discuss how we are contributing to a more
sustainable economy. Finally, we highlight our
2014 performance.

We empower our clients to run

better businesses

Commercial Banking plays a key role in the new ING
Bank strategy, focused on empowering clients to stay

a step ahead. As a European-centric network bank with
global franchises in Industry Lending, Financial Markets,
Cash Pooling and Trade Finance, our goal is to deliver

a differentiating client experience.

To achieve this and to be relevant to clients in a

very competitive market, we must understand their
businesses intimately and offer real expertise. This
guides our commercial strategy and the priorities we
set ourselves. For the bank more broadly, Commercial
Banking contributes to the diversification of assets, which
balances our strengths in savings and deposit gathering.
In 2014, we achieved good growth in lending assets
within Commercial Banking, specifically supporting the
development of stronger local franchises in designated
‘challenger’ markets.

As a foundation to our plans, we initiated a four-year
transformation programme in 2012, to simplify and
standardise our operating model, supporting the
delivery of our Customer Promise — ‘clear and easy,
anytime, anywhere, empower and keep getting better’.
This programme is on track, achieving client service
improvements and cost efficiencies in line with targets
and enables us to offer products and services in an
integrated manner, across regions and business lines.
This integrated client approach helps us to deliver
solutions to our clients. We can only be successful if
we add value for them.

In 2014, we were involved in many transactions that
support our clients’ efforts to transition to more
sustainable business models. We are focusing on
sustainable lending as we believe that sustainable
business is good business. We are committed

to working with our clients on addressing their
sustainability challenges.

During 2014, the market environment, particularly the
eurozone economy, was at times very challenging.
Very high levels of bank market liquidity have led

to a continuous pricing compression in most market
segments, but we have maintained focus on our clients
and our key strategic priorities. We believe we have
achieved much and are well placed for the years ahead
to sustain and reinforce our position as one of the
leading European commercial banks.
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Highlights

> Our key business units performed well: we delivered
strong results supported by loan growth in our
global Industry Lending franchise, in particular within
Structured Finance.

> We also saw positive developments in General Lending
& Transaction Services, and especially in our focus
areas Working Capital Solutions and Trade Finance
Services.

> We prioritised sustainability in our lending
business to support our clients’ transitions towards
sustainability.

>~ Our business transformation programme aims
to deliver harmonisation of our client services,
standardised products and channels and to improve
mobile and online capabilities, substantially enhancing
the client experience.

At a glance - who are we?

We act as a relationship bank for clients around the
world. We serve a range of organisations, including
multinational corporations, financial institutions,
governments and supranational bodies, through an
extensive network of offices in more than 40 countries.

We provide a range of products and services to support
our clients’ needs. Our lending capabilities anchor most
of our client relationships and our offering is enhanced
through Transaction Services, such as International
Payments & Cash Management, Trade Finance Services
and Working Capital Solutions. Financial Markets, as
the Bank’s gateway to the professional markets of

the world, serves our clients from treasury through

to capital markets, risk management and structured
financial products.

We have developed an operating model that places
our clients at the heart of all we do. We deliver tailored
services through integrated solutions and advice
designed to meet their short- and long-term financing,
liquidity, transaction and risk-management needs.

Global Finance recognised us as:
Best Bank in Western Europe
Best Bank in the Netherlands
Best Bank in Belgium

Greenwich Associates recognised Us as:
Greenwich Quality Leader 2015 in the
Netherlands

Global economic growth will place increasing demands
on natural resources and brings the risks of global
warming. Our clients are responding by adopting more
sustainable business practices, and we are adapting our
lending to support them.

(dJ Driving sustainable progress in society section, pages
39-41 for more information.



Industry Lending

Industry Lending supports clients in selected industries,
leading with sector specialised lending, creating
relationships for clients to be introduced to all our
services, and creating high-quality loan assets which
redeploy customer deposits. Our activities are grouped as
Structured Finance and Real Estate Finance.

Structured Finance

Structured Finance is a traditional lending business based
on specialised industry knowledge. It is a mature business
built over more than 20 years and has achieved a top-10
position globally.

The loan portfolio is well diversified across sectors and
geography. Structured Finance is split into three
subsectors: the Energy, Transport and Infrastructure
Group (ETIG), International Trade and Export Finance
(ITEF) and Specialised Financing Group (SFG).

Trade & Forfaiting Review recognised us as:

Best Trade Bank in Metals & Mining (Gold)

Best Trade Bank in Oil & Energy (Silver)

Best Structured Commodity Finance Bank (Silver)

EMEA Finance recognised Structured Finance as:
Best Structured Finance House in EMEA

ETIG specialises in capital-intensive industry sectors

such as offshore services, shipping, aviation, utilities

and power, infrastructure, mining, and oil and gas. ETIG
performed well in 2014, achieving a steady growth of
its lending activities in most of its industry sectors, most
notably in transportation, infrastructure, and oil and gas.

There is increasing demand for alternative sources of
energy. We support clients seeking alternative energy
sources with innovative financing solutions.

@ We supported Freeport LNG (Liquefied Natural
Gas) in their USD 8.4 billion senior secured debt
financing for the development and construction
of the first two (of three) LNG liquefaction
trains and expansion of the common facilities
on Quintana Island near Freeport, Texas. Our
project finance and sector expertise and the
strength of ING's global network were critical.
The structured export finance team in Tokyo
worked with natural resources sector specialists
and financial market experts in New York to help
complete this award-winning transaction.

Freeport LNG won the award for

Americas Deal of the Year by Project Finance
International and the award for

North American Oil & Gas Deal of the Year
by l/Global Awards Americas
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We supported Gate Terminal to build new
facilities for distribution of LNG via vessels

and barges through a 15-year, EUR 76 million
financing agreement. We acted as mandated
lead arranger, together with three other banks
and the European Investment Bank. Break bulk
(or small-scale) services aim to split up large-
scale LNG shipments into smaller quantities.
This enables the distribution of LNG as a fuel for
maritime vessels, ferries, trucks and industrial
applications. By using LNG as a fuel, barges,
coasters, ferries, as well as heavy trucks, can
reduce their carbon dioxide (CO,) emissions by
up to 20 percent and their nitrogen oxide (NOx)
emissions by up to 85 percent, while reducing
sulphur and particle emissions to almost zero,
thereby contributing to a low(er) carbon
economy. ING clients N.V. Nederlandse Gasunie
and Koninklijke Vopak N.V. are the initiators and
partners in Gate Terminal B.V.

ITEF supports international trade in basic commodities
such as oil, oil products, metals, grain, sugar and cotton.
We also finance the export of capital goods and offer
services to clients with long-term financing supported
by export credit agencies. We provide over 1,000 clients
worldwide with highly competitive products, through

a strong global team and are recognised as one of the
top three banks in commodity finance globally. ITEF
surpassed its performance of 2013, despite challenging
market conditions influenced by, amongst others,
geopolitical tensions, the continued slow pace of
economic activity and the considerable decline in oil
prices towards the end of 2014.

Our Trade and Commodity Finance team
arranged a credit facility for Biosev, the world’s
second largest sugar cane processor, located

in Brazil and controlled by Louis Dreyfus
Commodities Holdings. The transaction
received a lot of attention from the Brazilian
and international banking community, resulting
in an increase in size from the original target of
USD 200 million to a final amount of USD 440
million. ING was able to attract new banks for
Biosev in this transaction, increasing their access
to the international banking market.
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§ We acted as joint mandated lead arranger and
joint facility agent for a USD 5.6 billion term loan
facility for STAR Rafineri AS. This refinery project
is Turkey's largest-ever project financing.

The STAR Rafineri project entails the
construction and operation of a refinery on
Turkey's west coast by Azerbaijan’s national oil
and gas company, SOCAR, and the State Oil
Fund of Azerbaijan. SOCAR is using the facility to
expand its reach beyond Azerbaijan and to assist
in the development of Petkim, a petrochemical
subsidiary located next to the site.

(g? Project Finance International awarded STAR
Rafineri AS with “Middle East & Africa Refinery
Deal of the Year”

SFG coordinates global teams that are primarily
arranging, underwriting and lending against business
cash flows in sectors such as telecommunications,
media and technology (TMT), healthcare and specialised
support for the insurance industry. The business has a
good presence in providing bank lending in the United
States’ ‘mid-market’. In 2014 the business results were at
record levels with both growth in income and reduced
risk costs. Working in conjunction with colleagues in
Financial Markets, we are investing in our capital market
capabilities so as to further diversify and strengthen the
Bank’s financing offering for our clients.

Real Estate Finance

Real Estate Finance's (REF) primary activity is lending
to investors in income-producing real estate backed

by first mortgages. In 2014, the profitability of REF has
further improved, primarily driven by a strong decrease
in risk costs, reflecting improvement in the quality of
the portfolio. Markets have shown increased activity
since the last quarter of 2013, although growth in the
Netherlands, the largest country for REF within ING, is
still modest.

A EUR 750 million term loan for a major
international investor to buy a portfolio of nine
premium real estate assets in an exclusive Paris
shopping district was a landmark transaction

in the European real estate sector in 2014. ING
acted as sole global coordinator, underwriter
and documentation agent, as well as sole
financial adviser. We also played an instrumental
role as a strategic client adviser during the
bidding process.
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General Lending and Transaction Services

General Lending

Many of our relationships with corporate clients are
anchored through our General Lending capabilities. The
challenge in this area is maintaining margins and volumes
within our established risk appetite while competition
intensifies. This is particularly true in markets where large
domestic competitor banks are actively protecting their
core franchises.

Margins came under pressure in 2014 as a result of
excess liquidity in loan markets, especially for the prized
business of corporate clients with investment grade risk
profiles. Even so, ING maintained its position as market
leader in the Benelux and number one bookrunner in
the syndicated loan market in Central Eastern Europe.
Within the overall European syndicated loan market,

our strong focus on client relationships and our broad
European network footprint helped us maintain a top-10
bookrunner position.

We constantly strive to improve the client experience
across products and countries, by standardisation

and streamlining processes and documentation

and by aligning products with client needs, market
developments and regulation. Process improvements
are further unlocking the potential of our international
network for our clients with cross-border activities.

Transaction Services

We have been investing to grow our capabilities in
selected areas in Transaction Services (TS), across
International Payments & Cash Management, Trade
Finance Services (TFS), Working Capital Solutions (WCS)
and also Bank Mendes Gans (BMG). We seek to support
our clients’ core processes and daily financial operations
through tailor-made, integrated solutions and advice.
These activities require a strong focus on operational
processing. We are developing our business platforms
by deploying new technologies and through increased
standardisation across borders, products and services.

We aim to take an integrated and holistic approach to
developing client solutions by proactively putting them
at the centre of all that we do, doing our utmost to
understand how their business works and to deliver
deep insights about ways in which we can add value.
Our objective is to identify the clients’ business drivers
and needs, analyse their financial supply chains and
balance sheets in order to create relevant solutions to the
challenges they face and to realise new opportunities for
increased efficiencies.

TFS finances, settles and mitigates risks of international
trade for clients in all markets globally, but primarily in
Asia, Central and Eastern Europe, Latin America, Africa
and the Middle East. WCS combines ING’s Supply Chain
Finance and Trade Receivables activities — it is a growth
area for the Commercial Bank, offering substantial
opportunities for our clients to achieve efficiency
benefits. From the bank's perspective, the underlying
short-term and capital-efficient nature of this asset class
makes it an attractive area for us to expand our activities.



BMG is a market-leading provider of specialist liquidity
management solutions, including global cash-pooling
and netting to multinational corporations.

Treasury Management International recognised
us as:

Best Bank for Financial Supply Chain
Management — Western Europe

Best Bank for Payments & Collections

— Central & Eastern Europe

And Global Finance recognised us as:

Best Trade Finance Bank in the Netherlands
Best Treasury and Cash Management Provider
in the Netherlands

Best Treasury and Cash Management Provider
in Belgium

Best Supply Chain Provider in Central and
Eastern Europe

TS performed well in 2014. Our achievements include a
growth of WCS (with transactions undertaken for the
first time for clients in Italy, Spain, Germany, Russia and
Asia) and an increase in trade financing volumes with
Financial Institutions. ING became a European SEPA bank
in 2014 and successfully supported clients with their SEPA
migration in the eurozone during the year.

@ Trade Receivables Purchase Programmes (TRPP)
provide funding solutions by purchasing large
portfolios of trade receivables. These are then
structured as implied double-A-rated loans
using securitisation techniques. For CMA-CGM,
the third largest container-ship operator in the
world, we acted as co-lender and co-arranger in
a USD 880 million TRPP with a USD 175 million
participation by ING. The transaction supports
our client’s financing structure while providing
him with an attractive alternative source of
funding.

Financial Markets

Financial Markets (FM) is a well-diversified business
exposed to developed markets and fast-growing
economies and focused on rates and currencies more
than credit. FM is a client-driven business franchise. It
aims to service ING's institutional, corporate and retail
clients with relevant financial markets products.

Through FM we provide our clients with a gateway to
global institutional markets. We offer the full range

of services, from treasury through to capital markets,
risk management and structured financial products
across four main business lines of Emerging Markets,
Developed Markets, Global Equity Products, and Global
Capital Markets. We aim to be a leading market player
in our home markets, maintain a presence in all major
international markets and offer specialist expertise in
selected emerging markets and products.
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A new sales organisation introduced at the end of 2013
has created a globally consistent structure and refined
our strategy with stronger emphasis on our core clients.
Our focus is on being the best service provider to our
defined client base within our selected markets.

We continue to develop our core franchise in large home
or multi-local markets by offering a standardised but
comprehensive product set based on local expertise.

During 2014, we have reduced our balance sheet usage,
capital consumption and cost base but at the same time
increased productivity whilst maintaining a healthy
cost-income ratio.

Regulatory changes and new capital rules continue

to increase the capital required to support trading
businesses and dilute return on capital. As a
consequence, FM constantly analyses and assesses its
business profile to ensure that we achieve target levels
of return.

One of the landmark deals of 2014 was

NN Group as it was establishing an independent
capital structure in order to prepare itself

for a stand-alone future. We acted as global
coordinator and bookrunner for both the Initial
Public Offering (IPO) and a successful placement
of a EUR 1.0 billion pre-IPO hybrid debut

bond. This deal was followed by a series of
successful hybrid transactions for other insurance
companies such as AXA, AEGON and Atradius
as well as the post-IPO NN perpetual hybrid
bond, for which ING also acted as bookrunner.
This transaction has positioned ING as one of
the leading advisers in the insurance hybrid
bond market.

Real Estate and Other

Real Estate & Other (RE&O) manages the run-off and
closure of non-core activities, consisting of the residual
assets of the legacy businesses sold or discontinued
within the former Real Estate Development and Real
Estate Investment Management operations. It also
includes General Lease operations outside ING's home
markets which have been placed in run-off.

RE&O continued to reduce its exposure substantially
despite the ongoing challenging market. RE&O also
succeeded in accelerating the wind down of several
lease operations by the sale of lease portfolios. This
winding-down process is now nearing completion.
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Key risks and challenges

In 2014, the environment in which we operated, was
challenging. There were several headwinds which
influenced our business. These included the fragile
economic recovery and low demand for lending in
Europe which impacted our general lending as described
above. Also, concerns for the future of the eurozone
intensified toward the end of the year as early elections
were called in Greece. The ECB’s decisions to introduce
negative deposit rates, renewed long-term refinance
operations and, in early 2015, to embark on quantitative
easing, highlight the difficulties faced by the eurozone
economy. Other headwinds were the drop in oil prices
and the downward pressure on the Russian economy
and the declining rouble.

With regard to the latter, ING exposure in Russia is in
large part to major Russian natural resource exporters.
We have sought to continue support for long-term clients
while reducing overall exposure.

In relation to oil price falls, most of our oil- and gas-
related lending is affected to a very limited extent.

The largest part by volume is short-term transactional
finance for oil and gas provided to clients who do not
take outright price risk. Most of the remainder is to
projects with medium- or long-term offtake contracts or
to investment grade companies. We have reviewed our
reserve-based lending, which has exposure to oil prices,
and based on the current oil price environment we see
limited risk of increased loan losses.

In the payments market we see developments

that impact our business and lead to an increasing
disintermediation in the medium to long term. The
most important are changing customer behaviour and
expectations. The benchmark for service delivery is
becoming more and more influenced by what non-bank
players can offer due to regulatory changes and new
developments in technology.

ING is responding by adapting to the new benchmarks.
We will start offering merchant acquiring in more
countries, enhanced with value-added services, such as
forecasting and fraud reduction. We are also teaming
up with external vendors to further improve the pace
of innovation. In addition, we are improving our
service delivery through our multi-year, multi-product
transformation programme.

Putting our strategy into practice

Creating a differentiating client experience
Commercial Banking plays a key role in the new Bank
strategy. The goal of creating a differentiating client
experience is at the core of our transformation programme
(see CB TOM). We further set out our strategic priorities on
earning the primary relationship and developing analytics
skills to understand our clients better.
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Our strategic multi-year business transformation
programme, the Commercial Banking Target Operating
Model (TOM) started in late 2012. It aims to build a
less complex bank and support our strategic priority of
delivering a differentiating customer experience and
best-in-class operational excellence.

Standardisation of technology plays a major part

in the transformation, enabling true globalisation
and integration of products. All new applications
support global, multi-entity, multi-currency, location-
independent business execution and processing.

The programme is standardising our products

and channels, harmonising our client services and
improving our mobile and online capabilities, leading
to cost efficiencies and a ‘One Bank’ way of working.
Doing international business with ING is becoming
less complex.

Client Service Model

As part of the transformation programme we have
introduced a new Client Service Model, to harmonise
the way we serve our clients. This was substantially
implemented during 2014. The model ensures
consistent, high-quality ING service, better tailored to
client needs wherever they are in the world. It is more
streamlined and more responsive.

We believe that standardised documentation will
reduce administrative overheads for all parties and help
to ensure reliable, timely and efficient processing.

And we are simplifying and standardising client
processes; for example, by reducing the time it takes
to bring new clients on board or open international
accounts.

Earn the primary relationship

Our clients are at the heart of everything we do. We
aim to create and sustain more primary relationships to
support them in achieving their strategic goals.

Lending is the foundation for most of our relationships.
We seek to step up to more lead-financing positions
for many of our core clients. We can support them in
realising their ambitions through our industry-lending
expertise, our advisory, structuring and capital markets
capabilities, and our strong network. We aim to get
closer to these clients than any other bank.

We have also been investing in our flow businesses in TS
and FM to place ourselves at the heart of our clients’ core
processes and daily financial operations.



InsideBusiness Portal

InsideBusiness Portal, ING Commercial Banking’s new
gateway, gives our clients a ‘One Bank’ online and
mobile experience with easy access to a wide range

of commercial banking products and services on their
preferred devices including tablets and mobile phones.

The new portal has multi-country and multi-product
capabilities. It includes real-time overviews, customised
reporting and self-service features and is expected to
be commercially launched in 2015.

§ Norbert Dentressangle SA (ND) is a major
European transport and logistics company
operating in 26 countries. Its acquisition of US
logistics and transport specialist Jacobson in
2014 expanded its geographical footprint in this
fast-growing market and gave significant room
for further development.

ING set up a working group under our
integrated client approach combining various
product teams to assist ND in structuring its
balance sheet, hedging and funding within the
framework of this transformational acquisition.

The client appreciated the content, quality and
relevance of this analysis. ING was awarded the
mandate for a EUR 250 million term-loan facility.
We acted as joint bookrunner and mandated
lead arranger and were the sole non-French
bank to be involved in the financing of the
acquisition.

Develop analytics skills to understand our
clients better

We are increasingly able to provide our clients with
creative, targeted solutions that address the challenges
they face today and those they may encounter in the
future, supported by our analytics capabilities. We have
launched initiatives such as the Transaction Services
Solutions Group, which focuses on the analysis of clients’
payments, trade and working capital requirements and
established a new Commercial Banking Advanced Data
Analytics team mandated to develop data analytics
products (algorithms and interfaces) which enhance ING’s
client-driven activities.

Our investment in analytics supporting Working Capital
Solutions is helping us to devise capital-efficient
programmes that help our clients better understand and
optimise their terms of trade. This approach is extending
our understanding of our clients’ financial supply chains
and further helping us secure primary relationships.

We develop our analytics skills and data analytics
products in close collaboration with our clients, for our
clients. With respect to data confidentiality and limitation
on specific data use, we take great care to ensure that
activities comply with legal and ethical standards.
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Driving sustainable progress in society

We accelerate sustainable transitions through
ING’s lending capabilities

Commercial Banking contributes to a sustainable
economy because we strongly believe that sustainable
business is better business. Developing a forward-
thinking agenda based on sustainability is a priority

for ING and is increasingly gaining importance for
companies worldwide. That is why ING created a
Sustainable Lending team in 2012 to promote sustainable
business opportunities.

Sustainable Lending drives and promotes sustainable
business opportunities within the mainstream global
lending portfolio of ING by adopting an inclusive
approach that applies to all industries supported by
Commercial Banking. By focusing on clients who adopt
best-in-class sustainable practices to prepare for the
scarcity and rising costs of resources and energy, we
ensure a healthy and strong portfolio and support
tomorrow’s economy.

Sustainable transitions financed,

year-end 2014

Sustainable transitions financed represents the

volume of business that ING conducts with clients and
projects that satisfy the following criteria: they provide
sustainable solutions and they outperform their sector
on environmental and/or social performance. As of year-
end 2014, total sustainable transitions financed were
EUR 19.5 billion, covering business areas such as energy,
real estate and transport amongst others.

Sustainable transitions financed

in EUR million 2014 2013 2012
ING Groenbank @ 836 769 804
Loans to renewable energy @ 1,730 1,275 1,065
Loans to other projects @ 768 224 3

Loans to environmental
outperformers @

Total

16,142 n/a n/a
19,476 2,268 1,872

(1) In line with Dutch Tax authority guidelines the amount of green
loans on the Groenbank balance sheet is over 70 percent. For
more details on ING Groenbank, please see the Retail Banking
section of this report.

(2) Renewable energy 2013 and 2012 amounts are slightly changed
due to a deal reclassification.

(3) Loans to other projects 2013 amount now includes carbon-
efficiency projects and is based on exposure instead of
outstanding amounts.

(4) Going forward, ING will report this amount to clients who have
been identified as environmental outperformers based on an
independent reputable data provider or internal client
assesments.

ING Group Annual Report 2014

Report of the Executive Board

Corporate Governance

Consolidated annual accounts

Parent company annual accounts

Other information

Additional information




(
ING Group 40

Report of the Executive Board

Commercial Banking continued

Sustainable transitions financed covers several business
areas of Commercial Banking that support:

> Renewable Energy in the areas of wind, solar,
geothermal, hydro and biomass

> Low carbon transport such as public transport or
significant improvement in fuel efficiency

> Real estate which is certified for its environmental
outperformance

> Reduction of waste and greenhouse gas emissions
> Climate change and mitigation
> Social welfare

» Companies which outperform their peers on
environmental aspects.

In absolute terms, the renewables portfolio grew by
EUR 455 million in 2014. Please see the renewables section
for more details on the renewable energy portfolio.

Going forward, ING intends also to report the total amount
of loans to ‘environmental outperformers’ in their sector

to indicate our commitment to sustainability-driven clients.
Implementation of this assessment process started in 2012
and as of end 2014, ING had sufficient data to report on
this number, which as of year-end 2014 was EUR 16 billion.
This represents 12 percent of our lending portfolio. Clients
in our lending portfolio are assessed for their environmental
performance in their sector either via the data provided by
an independent reputable data provider (for listed clients)
or ING's internal client assessment. The environmental
performance differs per sector.

@ Real Estate Finance was the co-lead arranger in
the GBP 325 million refinancing of MediaCityUK,
a dedicated hub in Manchester for the BBC,
ITV and 200 creative and digital industry
corporate tenants. The development received
the world'’s first Building Research Establishment
Environmental Assessment Methodology
(BREEAM) Sustainable Communities award
for its sustainability standards and detailed
environmental planning.

@ We co-financed SEK 1.28 billion for Swedish
rail link owner and operator A-Train AB'’s recent
upgrade to electric trains running entirely on
green energy from renewable sources such as
hydropower, wind power and biofuels.

@ As a major relationship bank for Jacksonville-
based shipping and logistics company Crowley
Maritime Corporation, ING was lead arranger
of a USD 225 million term-loan facility for two
state-of-the-art LNG-powered cargo vessels.
The vessels will be significantly more fuel
efficient and therefore reduce CO, emissions by
38 percent and lower sulphur and particulates
by over 90 percent.
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Evaluating sustainability impacts

ING has embedded sustainability assessments into its
core business processes and assesses the environmental
and social impact of every lending opportunity. These
assessments are a mandatory part of our Know Your
Client (KYC) procedures as well as deal approval
processes.

In recognition of this effort, the United Nations
Environment Programme Finance Initiative’s (UNEP FI)
Banking Commission has invited ING to hold a position
on their board. In this position, ING will co-lead the
Positive Impact workstream which aims to inspire and
stimulate banks to actively grow the transactions that
contribute to a sustainable economy and have positive
impact. By sharing ING's approach we strive to define
industry-wide best practices.

ING also figures prominently, through its Energy
& Carbon Efficiency Finance team, in the Energy
Efficiency Financial Institutions Group (EEFIG). The
European Commission and UNEP Fl convened this
working group in late 2013. EEFIG is tackling the
challenge of sourcing finance for energy efficiency
measures at the volumes required to achieve the
EU’s climate and energy policy goals.

A growing portfolio in renewables

We are supporting our key clients in the utilities sector
in their strategic transition towards a lower carbon
footprint. In 2014, we financed wind, solar, hydro

and geothermal energy projects worldwide.

Structured finance utilities, power and
renewables portfolio evolution "
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(1) Due to a deal reclassification, numbers reported previously have
been slightly changed.

In 2014, the share of renewables (wind, solar,
geothermal, hydro and biomass) among the electricity-
generating projects in the Structured Finance Power
portfolio grew from 37 percent in 2013 to 43 percent.
This continues a trend of a gradual increase of the
proportion of renewable electricity-generating projects
which saw it rise from 23 percent in 2009 to the current
level. Continuing the downward trend of recent years,
the share of coal-fired assets has almost halved over

the past five years, from 21 percent in 2009 to 13 percent
in 2014.



@ The 144MW Westermeerwind windfarm is
a landmark transaction in the Netherlands,
enjoying strong support from the Dutch
government. The wind farm will be built in
the lJsselmeer and it is estimated that it will
provide sustainable energy to 160,000 Dutch
households. ING acted as the structuring bank,
mandated lead arranger, bridge loan provider,
junior debt provider, agent, underwriter and
hedging bank for the EUR 320 million term loan.

@ We also financed the largest wind farm in the
Philippines. When operational in 2015 the
150MW Burgos wind farm project will reduce
some 200,000 tonnes of carbon annually — the
equivalent of removing all cars from London
for 10 days — and generate enough electricity
to power over a million households. ING acted
as the joint mandated lead arranger of a credit
facility for EDC.

? Project Finance International awarded Burgos
with “Asia Pacific Renewable Deal of the Year".
It was also recognised by Global Trade Review
with “Best Deal of 2014".

§ We entered the fast-developing wind-power
market in Brazil with financing for Volatalia
Energia do Brazil for three 30MW wind farms in
one of the world’s best wind resource locations.
ING acted as a joint guarantor for the issue of a
guarantee for the company.

@ We also participated in the financing for the
world’s largest single contract geothermal
project. Sarulla Operations Limited will deliver
320MW of clean, sustainable, reliable electricity
to the Indonesian market. The plant is also
expected to make a significant contribution
towards Indonesia’s goal of increasing its share
of renewable energy to around 23 percent
of its total portfolio by 2025, and reducing
greenhouse gas emissions by 26 percent by
2020. ING acted as a co-mandated lead arranger
for a USD 1.17 billion term loan.

? Project Finance International awarded Sarulla
with “Asia Pacific Power Deal of the Year”

Recent developments

ING has signed up for the Green Bond Principles which
were launched this year. Green Bonds are corporate
bonds where proceeds can only be used for financing
sustainable projects.

41

Increasingly, clients are approaching ING to develop
financial solutions that meet sustainability challenges.
They want to implement energy efficiency measures or
develop circular business models that integrate reducing,
reusing and recycling measures.

Measuring client satisfaction

We conduct regular surveys to assess client satisfaction.
The Net Promoter Score (NPS) methodology uses direct
client feedback to measure client loyalty. The NPS
methodology highlights the drivers underpinning client
recommendations, any areas of dissatisfaction and,
where applicable, what we need to do to turn ‘passives’
and ‘detractors’ into ING supporters and promoters.

Through NPS we are able to learn what is important
to our clients. This provides useful input to our
transformation programme. It allows us to identify
issues and forms a basis for strategic and client-specific
improvements in products and services.

For instance, feedback highlighting the many ING entry
points and the variation in service levels across products
and locations has led to the creation of the CB Client
Service Model. We also assess clients’ satisfaction with
our overall relationship, the advice they receive and their
direct contacts at ING. NPS is live in four countries and
we are expanding roll-out of the approach in Europe
and the US. Through this we measure the feedback of
clients on a continuous basis during the year. A similar
methodology is used to gather internal feedback and
suggestions to continuously improve our processes

and procedures.

We are striving to challenge the status quo and
constantly seek new ways to deliver on our promise.

Financial results

Commercial Banking posted a good set of results on the
back of very strong Industry Lending performance, good
volume growth, and despite negative CVA/DVA impacts
and additional redundancy provisions. The underlying
result before tax was EUR 1,997 million, 7.5 percent
lower than in 2013, but up 12.9 percent excluding these
two items in both years.

Net lending assets, adjusted for currency impacts,
increased by EUR 6.3 billion in 2014, mainly due to strong
growth in Structured Finance and Transaction Services,
while the volumes in Real Estate Finance and the Lease
run-off portfolio declined. Net funds entrusted decreased
by EUR 2.3 billion in 2014.

Industry Lending posted an underlying result before tax
of EUR 1,252 million, up 36.5 percent compared with
2013. This increase was mainly caused by lower risk costs
in Real Estate Finance, and higher income in Structured
Finance due to strong volume growth. This was partly
offset by lower income from Real Estate Finance due

to a downsizing of the portfolio. General Lending

& Transaction Services’ underlying result before tax
declined by 6.3 percent to EUR 474 million, due to higher
risk costs, while income and expenses remained flat.
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Commercial Banking continued

Financial Markets recorded an underlying result before
tax of EUR 106 million, down from EUR 584 million in
2013, mainly reflecting a negative swing in CVA/DVA
impacts (EUR -216 million in 2014 versus EUR 173 million
in 2013). Excluding these impacts, the result was EUR 322
million versus EUR 411 million in 2013. The underlying
result of Bank Treasury, Real Estate & Other was EUR

165 million, including EUR 50 million of redundancy
provisions taken in the fourth quarter of 2014. Compared
with 2013, the result before tax rose by 7.8 percent,
mainly due to lower losses in the run-off businesses.

Underlying income excluding CVA/DVA impacts declined
by 1.8 percent compared with 2013, mainly in the run-
off businesses and Financial Markets, but was higher in
Industry Lending supported by the strong performance
in Structured Finance. Operating expenses increased

1.8 percent to EUR 2,430 million in 2014, mainly due

to EUR 50 million of additional redundancy provisions
taken in the fourth quarter (of which EUR 11 million
was for the further digitalisation of our banking services
in the Netherlands and EUR 39 million for the ongoing
transformation programmes in Commercial Banking).
The restructuring programmes are on track to realise
EUR 340 million of annual cost savings by 2017; of this
amount EUR 203 million has been realised so far.

Risk costs declined to EUR 500 million (or 37 basis points
of average risk-weighted assets) from EUR 867 million

in 2013. The decrease was mainly visible in Real Estate
Finance and - to a lesser extent — the lease run-off
business, while risk costs were up in General Lending.

Conclusion

2014 was a good year for Commercial Banking. We
performed well and are executing on the strategic
priorities of the Bank.

We made steady progress in adapting our business to
meet changing regulatory, market and client demands
and adding value for all stakeholders. As a result, we
now have a robust, efficient, effective business model,
winning awards which underline our strengths and
supporting the bank strategy.

Products, services and procedures have been harmonised
and simplified to further improve the client experience.
Together with an integrated solution offering, we have
made good progress in differentiating ourselves as the
European network bank of choice.

Sustainability is part of how we do business. In 2014,
environme