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Most consumers want to be better at money but don’t know
where to start

ING survey gives insight into financial attitudes and behaviour of consumers

Results from an ING survey show that 90% of the respondents want to be better at managing their
money. What prevents most of them from achieving this is that they either don’t know where to start or
where to get information. The survey, which had more than 5,000 respondents across ten countries in
Europe, North America, Latin America and Asia, measured the financial literacy of consumers and
how their Financial Intelligence (“FQ”) influences their attitude, behaviour and emotional well being.
Depending on their responses, consumers were classed among one of four financial literacy
knowledge profiles: excellent, good, basic or poor.

Isabelle Conner, ING’s Head of Marketing, said: “It is encouraging to see that so many people want to
improve the management of their finances. By a large number of initiatives across the globe, we
empower people to better manage their money. For consumers who want to start 2011 with a
resolution to improve their finances, we found that those with a high FQ actively keep track of budgets,
stay within their financial means, and undertake thorough research before taking financial decisions.”

ING’s FQ test showed that 63% of the participants had a very rudimentary knowledge of finance, and
were classified as “basic”. These respondents struggled to put financial fundamentals into practice,
such as saving for retirement or an emergency fund. Less than 60% of the participants said they had a
plan in place to save for retirement, with results varying by country. Only 44% of the respondents in
Spain had retirement savings plans versus 79% in India — reflecting a large cultural difference. The
survey highlighted that Asian consumers are by far the most financially literate and are also the most
eager to learn more.

ING’s survey showed a correlation between a person’s financial literacy and his or her emotional
health. The more financially literate a respondent the more they responded positively to questions
about emotional well being. Conversely, those who were less financially literate or in debt admitted to
strong negative emotions such as fear, guilt and shame. The survey also revealed that men appear to
have a higher FQ than women. Furthermore respondents in the 20-49 age bracket are the most
literate age bracket.

Dailah Nihot, ING’s Head of Corporate Responsibility: “The survey results reinforce our social
commitment to improve the financial literacy of children and youth. Financial literacy is an essential life
skill and it is therefore important to start with financial education as early as possible.”

More information
The results of the survey provide ING with more insight into consumer financial behaviour and will
enable the company to tailor its information, advice and educational initiatives to consumers needs.

* ING’s global initiatives to empower and support customers in managing their financial future
and making finance easier to understand can be found on the internet:
http://www.ing.com/ing/BGAM.jsp?menopt=bga

* The FQ test that ING developed for people to self-assess their Financial Literacy level can be
found on: www.facebook.com/BeGoodAtMoney

* Examples of local ING initiatives aimed at helping our customers to become better at money
can be found on: http://bgam.ing.com/overview_finance made_easier customers.shtml

* Some examples of ING’s broader commitment to financial education and literacy — specifically
through children & youth education and promoting financial literacy in traditionally
underserved groups - can be found on:
http://bgam.ing.com/overview finance made_ easier_kids.shtml or
http://www.ingforsomethingbetter.com/employee/volunteering/financial_basics/

e Up to date polls, videos and articles on personal finance and the economy can be found on
ING’s eZonomics website www.eZonomics.com
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ING PROFILE

ING is a global financial institution of Dutch origin offering banking, investments, life insurance and retirement services. As of 30
September 2010, ING served more than 85 million private, corporate and institutional clients in more than 40 countries. With a
diverse workforce of about 107,000 people, ING is dedicated to setting the standard in helping our clients manage their financial
future.

IMPORTANT LEGAL INFORMATION

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, 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) the implementation of
ING’s restructuring plan to separate banking and insurance operations, (4) changes in the availability of, and costs associated
with, sources of liquidity such as interbank funding, as well as conditions in the credit markets generally, including changes in
borrower and counterparty creditworthiness, (5) the frequency and severity of insured loss events, (6) changes affecting
mortality and morbidity levels and trends, (7) changes affecting persistency levels, (8) changes affecting interest rate levels, (9)
changes affecting currency exchange rates, (10) changes in general competitive factors, (11) changes in laws and regulations,
(12) changes in the policies of governments and/or regulatory authorities, (13) conclusions with regard to purchase accounting
assumptions and methodologies, (14) changes in ownership that could affect the future availability to us of net operating loss,
net capital and built-in loss carry forwards, (15) ING’s ability to achieve projected operational synergies, (16) reporting the US
Legacy VA business as a separate business line, and (17) implementation of fair value accounting for Guaranteed Minimum
Withdrawal Benefits for the US insurance businesses. 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.
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