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More successful optimization: How ING NEIGHTS
improves their customer journeys in an agile
and global organisation

“ ’ Philippe Noorderhaven - Strategic Pricing Manager - ING Retail Banking
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Key points

* ING has been successful in growing primary relationships, which accelerates long-term value creation in our
retail banking franchise

* Growth in customers and digital traffic translates into higher engagement, sales, revenues and strong
financial results

* Digital leadership is reflected in the success of the digital model as we know how to interact with our
customers also in a mobile-first world

* There is still a lot of value potential within the countries where ING operates

* To tap into this potential and keep up with customer expectations, we need to offer a best-in-class digital
customer experience and move to a more efficient and scalable model




ING is active in more than 40 countries

. Market leaders:

Netherlands, Belgium,
Luxembourg

: Leading retail and wholesale
banks

« Evolving into ‘direct-first' banks

« Improving operational excellence

. Challengers:

Germany, Austria, Czech Republic,
Spain, Italy, France, Australia.

: Leading ‘direct-first' banks

« Further integrating retail and
wholesale banking capabilities

- Broadening lending capabilities

jli W

. Growth Markets:

Poland, Romania, Turkey, the
Philippines and our stakes in Asia

- Strong positions in fast-growing
countries

- Evolving into ‘direct-first' banks
- Developing digital leadership

capabilities

. Wholesale Banking

Metwork and global franchises

« International network: more than

40 countries

« Extensive international client base

across all regions

- Global franchises: Industry Lending

and Financial Markets; Trade
Finance and Cash Management

Disclaimer: Please note that ING Bank does not have a banking license in the US and is therefore not permitted to conduct banking activities in the US. Through its wholly owned subsidiary ING Financial Holdings Corporation and its affiliates, ING

offers a full array of wholesale financial products such as lending, corporate finance and a full range of financial markets products and services to its corporate and institutional clients.
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Sustained primary customer growth in Retail

Number of
clients

1

Primary customers™ ING Retail (in min)

4 ' 4 ' 4 N
5% C29% 33%
>16.5
12,5
10,4
- I I
2014 2016 2018 Ambition
- 2022

///

Growing by 1 min
primary customers

per year

-
| Primary as a % of total retail customers
4

.

* Definition: active payment customers with recurring income and at least one extra active product category

-

4




Customers increasingly expect more in a mobile-only world

Mobile is becoming the primary channel, also in banking... ...and in mobile other players set customer expectations
NETFLIX
26% Personal
of customers is already UBER Instant
mobile-only £ Relevant
nd growing fast™ mi
and growing fast amazon Seamless
W, V.

* Based on active customers with at least one contact with ING in 4Q18

-
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The key to growing primary relationships and creating value, m
is to reinforce a ‘virtuous circle’ of customer engagement

/\ * Each customer interaction is an opportunity to offer a relevant

product or service to our customer...

experience : L .
differentiating factor for continuous engagement

l T More Bet:er * ...and to get to know the customer better
: : customer
Interactions @ * A superior digital and personalised customer experience is the

* This drives how successful we are in deepening our
relationships and cross-buy, and growing our primary customer
base

] More » ®




We convert growth in digital interactions into digital sales...

Customer behaviour changes drastically... ...mobile interactions grow fast... ...Wwhich we convert into digital sales
Channel mix* among active customers who contact us Customer interactions with ING per channel (in Annual non-deposit sales per 1,000
bin) active customers
Mobile
100% 100% >0
N
9
]
>90% digital 5 5 2016 2018
customers
Digital
. ﬂj
2016 2018 2016 2018
173
m Assisted channels (F2F, Call Centre) m Assisted channels
W Digital - Desktop only W Desktop 92

m Digital - Mixed B Mobile .
m Digital - Mobile only

2016 2018

* Definition: customers who used the channel at least once in the last quarter
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We have successfully extended relationships into the digital world

Digital sales are picking up strongly across countries — also for more complex products

Channel mix for non-deposit sales (in % of total)

Total Sales

100%

Digital model
Example: ING Spain

100%

Payment accounts

58%

17%

Consumer loans

32%

12%

Investment products

Mortgages

62%

8%

30%
25%
41%
2016 2018 % Digital 42% 88% 67% 38%
Former 100% 100% 9% % 3%
(o)
branch model 30% °
Example: ING Poland L\
Q \,/ 41%
2016 2018 % Digital 70% 78% 72% 3%
Note: Channel mix per product is based on 4Q18 B Mobile W Desktop B Assisted channels

g R\
( )
LY
Ay .\":
A0 U\ Ty
8 A\*l 3,
o =Y
A (1



The challenge: moving from a silo-based focus to an e-2-e view on m
performance in an agile and global organisation

Branding & Digital
Comms Marketing




We already know where we can improve... but we need to m
understand why we have issues and what can be done about it

W ot ot Ae
o O3 \C2 \
E2E sales flow g { { | ()
WHERE do we have a problem?
Funnel deep-dive Q Q Q Q Data-driven insights to show where we
rl"rﬂ rl"rﬂ rl"rﬂ rl"rﬂ .
have bottlenecks in the funnel
WHY do we have a problem and
Our challenge WHAT can we do about it
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Important legal information

ING Group’s annual accounts are prepared in accordance with International Financial Reporting Standards as adopted by the European Union (‘IFRS-EU’). In preparing the
financial information in this document, except as described otherwise, the same accounting principles are applied as in the 2018 ING Group consolidated annual
accounts. All figures in this document are unaudited. Small differences are possible in the tables due to rounding.

Certain of the statements contained herein are not historical facts, including, without limitation, certain statements made of future expectations and other forward-
looking statements that are based on management’s current views and assumptions and involve known and unknown risks and uncertainties that could cause actual
results, performance or events to differ materially from those expressed or implied in such statements. Actual results, performance or events may differ materially from
those in such statements due to a number of factors, including, without limitation: (1) changes in general economic conditions, in particular economic conditions in ING’s
core markets, (2) changes in performance of financial markets, including developing markets, (3) potential consequences of the United Kingdom leaving the European
Union or a break-up of the euro, (4) changes in the fiscal position and the future economic performance of the US including potential consequences of a downgrade of
the sovereign credit rating of the US government, (5) potential consequences of a European sovereign debt crisis, (6) changes in the availability of, and costs associated
with, sources of liquidity such as interbank funding, (7) changes in conditions in the credit and capital markets generally, including changes in borrower and counterparty
creditworthiness, (8) changes affecting interest rate levels, (9) inflation and deflation in our principal markets, (10) changes affecting currency exchange rates, (11)
changes in investor and customer behaviour, (12) changes in general competitive factors, (13) changes in or discontinuation of ‘benchmark’ indices, (14) changes in laws
and regulations and the interpretation and application thereof, (15) changes in compliance obligations including, but not limited to, those posed by the implementation of
DACS6, (16) geopolitical risks, political instabilities and policies and actions of governmental and regulatory authorities, (17) changes in standards and interpretations
under International Financial Reporting Standards (IFRS) and the application thereof, (18) conclusions with regard to purchase accounting assumptions and
methodologies, and other changes in accounting assumptions and methodologies including changes in valuation of issued securities and credit market exposure, (19)
changes in ownership that could affect the future availability to us of net operating loss, net capital and built-in loss carry forwards, (20) changes in credit ratings, (21) the
outcome of current and future legal and regulatory proceedings, (22) operational risks, such as system disruptions or failures, breaches of security, cyber-attacks, human
error, changes in operational practices or inadequate controls including in respect of third parties with which we do business, (23) risks and challenges related to
cybercrime including the effects of cyber-attacks and changes in legislation and regulation related to cybersecurity and data privacy, (24) the inability to protect our
intellectual property and infringement claims by third parties, (25) the inability to retain key personnel, (26) business, operational, regulatory, reputation and other risks
in connection with climate change, (27) ING’s ability to achieve its strategy, including projected operational synergies and cost-saving programmes and (28) the other risks
and uncertainties detailed in this annual report of ING Groep N.V. (including the Risk Factors contained therein) and ING’s more recent disclosures, including press
releases, which are available on www.ING.com. (29) This document may contain inactive textual addresses to internet websites operated by us and third parties.
Reference to such websites is made for information purposes only, and information found at such websites is not incorporated by reference into this document. ING does
not make any representation or warranty with respect to the accuracy or completeness of, or take any responsibility for, any information found at any websites operated
by third parties. ING specifically disclaims any liability with respect to any information found at websites operated by third parties. ING cannot guarantee that websites
operated by third parties remain available following the publication of this document, or that any information found at such websites will not change following the filing
of this document. Many of those factors are beyond ING’s control

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

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




WUA is active in 22 countries

Main markets

Netherlands (HQ), Germany, United Kingdom,
United States and Czech Republic.

Founded in 2008 in Amsterdam.

Our Core Benchmark

°* +1.200 benchmark studies

+32.500 unique websites

* 22 countries

+150 clients around the globe

* 3 research methods

m 5-star rated Analytics and Optimization

fd.
GAZELLEN
?2018 5016 Agency by Emerce 2019
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Our solution for ING

A series of large online customer experience benchmarking studies in Europe

13 4 7 6.576 1.117 1.190.138

Total studies Products Countries Participants  Unique websites Answers to
evaluated guestions
" va ING. =




Why do we benchmark?
Your funnel # the customers’ entire journey
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Your customer’s entire journey: benchmarking websites
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WUA Research Setup
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Which website do people prefer? P refe rence

And which website is their number 2?

17




Digital Sales Scan Model

Findability

First impression

Continue

Further look

Preference

Order Process

Look & Feel

Product
offer

Some numbers behind the model:
Different themes

Items in the model
Open-answered questions

Prediction rate of the model (R?)

18

32

14

77%




WUA Deep Dive presentation

[Brand] is trailing behind the competition when it comes to immediately having
the feeling of being able to find the right product.

I it

| managed to find all the information needed to make a choice | managed to find all the information needed to make a choice
S0 90
20 30
70 70
................................................................................................................... 65 66
€0 €0
. - - - -
= * Visitors lack social proof confirming that Brand is a trustworthy bank.
a0 a0
ok ™
30 30
1. Some respondents missed social proof. Though scores
E) 0

an impressive 5.0 rating on eKomi, this is only communicated
quite far down the page (together with the 1% place in direct

|

banks).
A £ S RERI RN
2. The text describing the eKomi rating is not clear: “S out of = W '
2820 reviews". e
3. The eKomi page showing the details still shows the old ING
DiBa logo and name, and was last updated in January 2019. : .—— . 0 °
4. The very bottom of the page shows two additional seals of ; f T 4
approval which are likely to be missed due to the length of . . . . . .
the pages. e st Best Practice: MintMobile.com explains their offer first through a well thought-out

Impression

customer journey: managing expectations from the start leads to visitors’ appreciation.

'Plas page ‘details’ page

T
MiNtmebile MiNtmobile
FREE SH HEM

MintMobile.com helps visitors make a choice from their offer,
by taking them by the hand and explaining it step by step,
leading to the highest ranking CX score in the WUA Sim Only
study in the United States (July 2019).

Where is the issue? oy

1. ©On the Plans page, the offer is clearly presented, which BUY 3 MONTHS, GET 3 FREE
makes it easy to compare, allowing customers to find a o e

% Benutzer Erfahrungen konnten positiven Eindruck verstirken” product that best suits their need.

“mehr Bilder und Erfohrungsberichte”
*  Eventuell Fotos von Personen verwenden, Reviews von 2. Instead of starting with ‘Buy now’, the CTA reads "View
Kreditnehmern verdffentiichen.” - . details’, which leads to a detailed page. By doing this,

% direkte Kontaktaufnahmemdoglichkeit, Erfahrungsberichte von MintMobile.com makes sure visitors first get all the
Kunden™ information they need.

x

3. On the details page, the CTA “Buy now” clearly stands out.

“Everything is laid out clearly and easily explained.” ﬁ
“Gives me details of the plan and not just an overview.”

“It was easy to determine if my current phone could be used e. = .
° on its system.”
W h a t C a n b e I m ro V e d ? ¥ “They explain how the product works in the first place... and
(] they also went as far as telling you what happens afterwards

ENENRY

after their 3 month expires.” 52 ?GB

¥ “looks like simple choices. Choase by how much you need or wow
want.”

¥ “Simple, easy to browse plans-gives overview, then details if m

you choose to click.”

e | DO 548

VIEW DETAILS

How can it be improved?

19
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WUA Customer Experience Dashboard

Market Overview

@0
Hé

Country

H

Measurement

w
Q
&

Website

Device

Market overview

The graph shows the relationship between
Findability and Conversion. The size of the circle is
determined by the absolute preference of a website 20%
in the industry. The larger the circle, the higher the

Preference.

10%

@ First impression \
@ : 0%

30%

Conversion

Fully interactive dashboard with:

@ e
v  All KPls & scores O |

v" All open answers about both you
and your competition

v Comparison and filter tools

Findability: Percentage found

Preference: Percentage position number 1

17%
15%
7%
0% 10% 20%

Conversion: #1 Preference/Findability

Score: First Impression Top 3 Benchmark
100 100
Country
80
[ Gomany ] o on o on
Measurement 60 ” Average. 5
2 61
40
Website
. 40
TS T TS 20
20
TR OIS OIS 0
Device
0 n Y
@
E m E o . C’a‘sgp«\‘\%’z‘(\\‘
29 A ®
Theme )
Score: Wanted product quickly found Top 3 Benchmark
0 0
Question Graphs
Study
60 Device Website Question Answer A
First Impression Smartphone Imagine that the makers of this website were to ask you for advice. You have a few totalk - Videob Ing ist eine super Leistung, da das nicht
Look & Feel: Is the website visually appealing 40 Country Device ° to them.Which 3 compliments would you give them about the website?
. . . . 2 ! Desktop - Imagine that the makers of this website were to ask you for advice. You have a few minutes to talk - Wichtige Infos auf ersten Blick zu erkennen - Koster
and is the information offered efficiently? ([ Gemmany ] ;
to them.Which 3 compliments would you give them about the website? Telwfonnummer
. w0 Masurement Desktop Imagine that the makers of this website were to ask you for advice. You have a few minutes to talk 1) Ubersichtlich 2) Ausfohrliche Erklarung zum Produ
Product Offer: Does the website have the product to them.Which 3 compliments would you give them about the website?
that | need? 0 :J Smartphone - Imagine that the makers of this website were to ask you for advice. You have a few minutes to talk 1. Die Informationen sind gut angegeben 2. Sehr pos
Website _ to them.Which 3 compliments would you give them about the website?
Brand: Does the website communicate a good Smartphone Imagine that the makers of this website were 10 ask you for advice. You have a few minutes to talk 1. Die Seite ist gut gestaltet (schriftart,GroBe..ect) 2.
feeli | bout th ider? — — — [ ] to them.Which 3 compliments would you give them about the website?
eeling about the provider: — _ _ b Smartphone - Imagine that the makers of this website were to ask you for advice, You have a few mi totalk 1. Farb itung 2. Inf { 3.2U
_ — — to them.Which 3 compliments would you give them about the website?
— > Smartphone Imagine that the makers of this website were 1o ask you for advice. You have a few minutes to talk 1. Klarheit 2. Farbbestraitung 3. Lockerheit durch Fotc
P = e Findability First Impwession —— ot Phase to them Which 3 compliments would you give them about the website?
.I Q G G Desktop - Imagine that the makers of this website were to ask you for advice. You have a few minutes to talk 1. Schlicht 2. Ladt schnell 3, Ubersichtlich V.
Question
All W,
Device Website Question Answer A
Search Q & Smartphone And which 3 points for improvement would you mention to them? **+ lieber direkt unter die betreffenden stelle:
Smartphone - And which 3 points for improvement would you mention to them? 0
Smartphone And which 3 points for improvement would you mention to them? 0
Desktop - And which 3 points for imp would you to them? 1) bessere Suchfunktionen 2) attraktiver gest
Desktop And which 3 points for improvement would you mention to them? 1. Bilder andem 2. Mehr infos zum Produkt 3
Smartphone And which 3 points for improvement would you mention to them? 1. Die wahl fur die Sprache 2. Das haben von
etwas neues bieten. Dass finde ich nicht direl
Smartphone And which 3 points for improvement would you mention to them? 1. Unten etwas kurzer fassen 2. Etwas moden
Desktop - - And which 3 points for imp would you to them? 1. Weniger Kacheln 2. Mehr Text 3. Produkte
Smartphone And which 3 points for improvement would you mention to them? 1. Weniger Text 2. direkte Ansprache 3. schne
Smartphone . And which 3 points for imp would you to them? 1. Weniger Text 2. Es steht nirgendswo was v
Desktop And which 3 points for improvement would you mention to them? 1-2 nette Bilder, noch mehr Stichpunkte auf ¢
Smartphone - - And which 3 points for imp would you to them? 3 ? ich hatte nicht einen --) v
< &8 >
Home KPts Priorities Findability First Impression Continue Further Look Preference Order Process Overall Opinion Comparison Open Answers NPS Demographics Current Supplier
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High level impact




With WUA plus our internal data we combine qualitative with m
e-2-e quantitative insights

E2E sales flow

WHERE do we have a problem?

Funnel deep-dive } Data-driven insights to show where we
have bottlenecks in the funnel

WHY do we have a problem and
} WHAT can we do about it?

Qualitative insights, based on customer
feedback, on what customers don’t like

WUA! studies

23



And many improvements have already been realized. From quick-

wins, such as highlighting awards more prominently (social proof)...

Préstamo NARANJA

ING [ Préstamo NARANIA

Ventajas  Simulador  Cémo funciona

Pedir un Préstamo NARANJA sin ser de ING, no
es infidelidad a tu banco
 Desde 5,95 % TIN (6,11 % TAE)*

v/ Sin comisiones y sin giomiciliar tu némina
v Y en menos de 15 minutos

Calcular mi cuota > Soy cliente, calcular mi cuota >

Si eres trabajador por cuenta ajena o pensionista, en ING te
ofrecemos un préstamo con un interés muy atractivo para consequir
cualquier cosa que necesites.

dl-b Con un tipo de interés muy :"@ Rapido y sin papeleo

competitivo

Solicitar tu Préstamo
NARANJA es asi de sencillo:

1. Calcula tu cuota

6.000€
O

Puedes solicitar tu Préstamo NARANIA de forma 100 %
Un Tipo de Interés Nominal desde 5,35 %TIN (611% TAE)®  onjine y tendrés el dinero disponible en menos de 15
que puedes disfrutar sin necesidad de domiciliar tu
némina con nosotros.

minutos jAsi de rapido! Solo tienes que calcudar tu cuoto

en el simulodor, mc»carqos los datos de acceso @ tu banco Calcula con nuestro simulador lo cuota que tendria tu
para poder valorar tus ingresos Y tus gastos, Y enviermos préstamo.

una foto de tu documento de identificacién. Si esta toco

correcto, te ingresaremos el dinero en tu cuenta

Ademds, nuestro tipo de interés es siempre el mismo
durante toda la vida del préstamo con independencia del
dinero que solicites y del tiempo en el que decidas

devolverlo. 2. Solicita tu Préstamo NARANIJA
S | N Sin comisiones b
COMISIONES

El Préstamo NARANJA no tiene comisiones, ninguna. Solo
pagas la cuota mensual, sin més:

Completa tus datos personalesen la web. En ese mismo
momento te diremos si tu préstamo es, en prindipio, viabie

0 % comision de apertura
%% couribidn poe cimorkizacio por il 3. Indicanos los datos de tu otro banco

0 % comision por cancelacién total anticipade

Click rate:
1 +6%

Préstamo NARANJA

Ventajas Simulador  Cémo funciona

Pedir un Préstamo NARANJA sin ser de ING, no
es infidelidad a tu banco

)

v/ Desde 5,95 % TIN (6,11 % TAE)*

v/ Sin comisiones y sin domiciliar tu némina
v/ Y en menos de 15 minutos

v/ Mejor préstamo personal segun Rankia

\@] winner
S

ING | Préstamo NARANIA

Soy cliente, calcular mi cuotc - . . .
v" Mejor préstamo personal segun Rankia

Si eres trabajador por cuenta ajena o pensionista, en ING te
ofrecemos un préstamo con un interés muy atractivo para consequir
cualquier cosa que necesites.

Con un tipo de interés muy 5@ Rapido y sin papeleo
competitivo o

Puedes solicitar tu Préstomo NARANJA de forma 100 %
online y tendras el dinero disponible en menos de 15
minutos jAsi de rapido! Solo tienes que calcular tu cuota
en &l simulador, indicarnos los datos de acceso a tu banco
para poder valorar tus ingresos y tus gastos, y enviarnos
una foto de tu documento de identificacidn. 5 e5ta todo
correcto, te ingresaremos el dinero en tu cuenta.

Un Tipo de Interés Nominal desde 5,95 %TIN (6,11% TAE)*
que puedes disfrutar sin necesidad de domiciliar tu
nomMING Con Nosotros

Ademds, nuestro tipo de interés es siempre el mismo
durante toda lo vida del préstamo con independencia del
dinero que solicites y del tiempo en el que decidas
devolverlo.

S | N Sin comisiones E@“a El mejor préstamo personal

COMISIONES

£l Préstamo NARANJA no tiene comisiones, ninguna. Solo No lo decimos nosotros, lo dice Rankia

pagas la cuota mensual, sin maés: - 3 " - caridianal
que nos ha concedido por segundo afic consecutivo el

0 % comision de apertura premio ol mejor préstamo personal

Solicitar tu Préstamo
NARANJA es asi de sencillo:

1. Calcula tu cuota

6.000€
O

Calcuio con nuestro simulador o cuota que tendria tu
préstamo.

alicito Dractnona NADARNTA

{E}E “i El mejor préstamo personal

Ma lo decimos nosotros, o dice Rankia

gue nos ha concedido por segundo afic consecutive el
premio al mejor préstamo personal.

24
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... to complete overhauls of entire product pages!

Porticglier  Persorcl Bonking  Priwote Bonking  Zokeljk | INGinEnglish

ING_&‘_} Producten = | Advies | Puniten | Serice & Contoct

a,

Let op! Geld lenen kost geld ")

Lenen

* Hoeveel kan i lenen?

3 Pergurlijqe Lenirg

» Dacrlepend Krediet

* Rood stoan

> Mijn lening bij MG

* Lening avessluiten

# Woor de eerste keer lenen
& Lenen «0r £8n aulo

* Lenen woor een verbaunaing

2 Lenen woar
enengisbesporing
» actuele rentes

3 B

mrticudier  Lenen » Lening oomragen E

Lening aanvragen

Fowerkt het

Een lening agnvragen? Het aanvraogproces bastaat uit 4
stappen. Hieronder leest U wanneer U een lening kunt
aanvragen, wat u nodyg heeft en hoe het in 2'n werk goat.

Lening aanvrogen

Wanneer kunt u een lening aanvragen?

L

1.

U el ean Beloolrekaening b |RG en woond in Mededand
U bent auder dam 1B en rog geen 70 jear

U haaft ean inkomen, Als o een bijstands- of werklopsheidsuthkering heeft,
don kunt u gesn lening aonvragen.

Waer over een Fersoonlijke Lening
Meer over een Daordopend Kredet
Maer guer een Kwvartoalimiet @ocd stean)

U vroagt een lening aan

U kunt ppline sen lening aomnagen. Heeft u lisver persoanlijk conboct?
Belt u dan de Leengdyiseur, U kunt ook terecht oo een ING-kantpor bij v
inde buurt

bl oy e il el e i ) e i e ik Pl e ]

Hulp nodig?

7 Aciusletariewsn ¥

?  \eelgesteldowragen 3
%, Belmefleenodviseur 3

‘W vrogen u de volgende gegevens [van u en v partner) byj de hond te

Payiadan

& peruoanlijes gegevers;

» uw mkomsten [zods denstverbond, ingongsdotum contract, netto
[ D 1 e WA

w 1w uitgeeen [Foaks woonlosten, alimantetie an bestocnde leningan)

* Wanneer lurt uean lening op 2 namen cansnagen?

Wij toetsen uw aanvraag

Als u leent, houdt wminder geld cear orm Wl te geven aan andene
dinger. Het iz dus belargnjk am woorof vast te stelen of u de
moandiasten von de lening burt betaken. Ny &n in de Toekomst, Daamn
becordelen wij de persconlifke en finoncisle situatie von U en Lw partner
en toetsen we daze bij hat Bureou Krediet Registrgtie (BER]. Als Blikt dat
e [Eming riet past bij v persoenljke en Mnomdede siluale, wiiZen wj
\w @anyroag of,

» Mgerirfoermotie cuer BKR
¥ Wt funt u doen ali we oonurog 5 aigeweters

Als uw oonvroag is goedgekeurd, ontvangt v een
offerte

Allz=ri s blikt dot de lening past bij uw pemsocnlijke en finanoéle
sluatie ontvangt u binren 2 werkdagen sen offerte. Leest u de offerte
rustig door: De offerte blijft 30 dogen geldig.

WilE u gebrukrmaken van het aonbad uit de offerte? Souurt u de offerte
dan ondemesend terug, Inclusef gnkele caryulience documearten. Wir
1 geen gebruikrmaken yor hel conbad Wl de aferte? Dan Rsert u niets
te coan

» Weke sanyulende domumerten VTGN We U mes e sturenr

U kunt uw lening gebruiken

Wi controleren de door uondemeiende offerte én de ponyullende

f +144%

Start rate:

\@ winner
2>

Particuber  Persongl Barkng  Priscte Borking  Zokeljh  ING i Ergish

r—

lNG s Productenw  Adves  Purten  Senice & Contact ' o

Boetevrij afiossen, inzicht via de ING App of Mijn ING en standaard een
overlijdensrisicodekking. Een lening nemen doe je weloverwogen. Informeer
jezelf goad zodat je met een gerust gevoel kunt lenen.

Waarom lenen bij ING?

> Extea oflossen zonder bosten

> B overijden geen schidd voor &

nabestoandan
Lening aanvragen in Mijri ING > > Altijd wnzicht in je lening vio de NG app
D¢ offerts & wnjbipend en 30 dagen gekdg
Bereken je lening >
Hoewveel kun @ lenan e wot worat je terminbedog?

Stap 1: Bereken je lening

Stap 2: Lening aanvragen in Stap 3: Offerte akkoord?

Wit de Laarratjzer von ING kun je berskenen M'Jn ING
wot ¢ mMaximod kan leren, wor een lening
2 kost enwat je moordeiise

Al je jo offare hebt congeyroagd, gaon wij
5 e weer nosee je wilt &a kunt (eren 0o et werk, We b2gaen §roog uk hoe we
V000 3 in Mjn 4G je offerte oon, Deze 0. doen Zodok J2 weet wot & met je
termijnbodrog ward:. nfferts I uiternand gehesl yrjtijverd oorwroog gabourt:

Bereen je persoonlijke lening \oog een offerte san  Mijn ING Wat gedeurt ¢r no de oanvioog?

» Heb e lever peesooniik cortact?
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And let’s not forget...more and happier customers due to much
smoother processes and better UX!

do your thing
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Please evaluate this lecture

VIA The MIE20-APP

Give your assessment immediately after this lecture:

Search for the lecture via and

click on the “Beoordeling invullen”

at the bottom of the lecture. Enter your grade here.

The final grades for the lecture will be announced on the screens

and in the MIE20 app below

Thanks for your review and attendance!
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