


ING 1n Italia e nel mondo
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. Market leaders
Netherlands, Belgium, Luxembourg

. Challengers
Germany, Austria, Spain, Italy, France,

Australia, Czech Republic

. Growth markets
Poland, Turkey, Romania and business
units in Asia

. Wholesale Banking activities only

ING Group (FY 2022 results)

Net Promoter

#1

In 6 out of 10

Score (NPS) Retail Markets
Clients +37 Mn
Net Result 3 , ] Bne
Total Assets 9 6 7 Bn€

Over 40
Employees -+ countries

6 O k (Retail +
Wholesale)

ING in Italy (key figures FY 2022)
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+1,2M total
clients
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96% of digital
clients
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+1K total
employees
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+100Kk clients per
year
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+770k unique
clients on our App
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23 Point of Sales
(Arancio Stores
& HuBs)



La nostra distribuzione assicurativa per canale

Life Insurance CPI Mortgage CPI Personal Loans
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Perennemente ALESSANDRO
BARICCO

sul crinale della svolta

Perche la rivoluzione digitale & culturale
e non tecnologica

Perché non dovrebbe accadere

Perché non & accaduto ancora




[1 dilemma d’una crescita stentata
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Source: Ania (Assicurazione Italiana 2022)

GWP Breakdown (%; 2022)

10,50% 19,50%

= RC Car & Boat = Accident

= RC General = Casuality (Other good)
= Vehicles = Other

= Fire
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- embedded

- azionabile

° analogica, ma conte:s
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Intanto nei1 3 cervelli
delle persone

* Rettiliano: Fight or Flight
* Limbico: | Care

* Corteccia: | Think

‘A must-read for everyone who cares
about driving customer engagement’

ERIC RIES, author of The Lean Startup

HOOKED

COMPLETELY

REVISED AND
UPDATED

How to Build
Habit-Forming Products

NIR EYAL



Persona 1:
pet lover

* Reazioni rettiliane
« Amore viscerale

* Va innescato il ragionamento

e 777
4’! iddiaidded



Persona 2:
at a consclousness leap

+ Oddio come reagirei?
* Tutto quello che ho costruito

* Va innescato il ragionamento




Partire dalla corteccia
¢ efficace?

+ Mifid insegna di no
* Terreno critico per compliance standards

« Condizione necessaria, ma non sufficiente

https://eiopa.europa.eu/

& oops



La distribuzione ideale cosi appare chimera

al momento giusto alla persona giusta efficace al bersaglio direttamente azionabile




Ma intanto si dispiegano premesse inedite

80,4%
267 CAGR (2019 - 2022) 32,2
SPID (individual digital 27,2
identities) created
DIGITAL 2019 - 2022 (MLN)
ADOPTION
BOOST 5.5
0,8 2,0 2.
— eees N
pandemic...
2016 2017 2018 2019 2020 2021 2022
Ongoing processes per channel PRE COVID  POST COVID
Branch visits 87%
...has changed the customers
digital attitude, and
accleler;‘ted l;rocesses Use of Internet/ Mobile Banking/ 510
already underway . 0
in the retail market INTERACTION REmote Advisory
BANK-CLIENT
CHANGES

Problem solving trough Call Center 39%

Meeting with Private Banker 15%

Source: Osservatorio ABI-Ipsos (DIGITALIZZAZIONE E RETAIL BANKING: L’EVOLUZIONE DELLA RELAZIONE BANCA CLIENTE DURANTE LA PANDEMIA.
Sample of advanced banking customers 18-74 years old that have reported that they used the channel at least once in the year.

13



Cosa cambia
con I’Al generativa




Prepararsi all’impatto

Top 10 industries for impact from Generative Al Top 10 jobs for impact from Generative Al
Banking 54% 12% 24% 10% Office & Administrative support 57% 6% 14% 23%
SR 48% 19% e Lo Sales & Related 48% 13% | 14%  24%
Software & Platforms 36% 21% 28% 15%
Computer and Math 28% 32% 23% 18%
Capital Markets 40% 14% 29% 17%
Business and Financial Operations 45% 14% 35% 6%
Energy 43% 9% | 14% 34%
L . Arts & Design 26% 26% 26% 23%
Communications & Media 33% 13% 21% 33%
Retail 34% 7% 12% 47% Social Science 27% 19% 25% 28%
Industry average 31% 9% 22% 38% Architecture & Engeneering 21% 24% 25% 30%
Health 28% 11% 33% 28% Legal 33% 9% 58%
Public Service 30% 9% 35% 26% .
Occupation Average 31% 9% 22% 38%
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
Management 30% 9% 44% 17%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
m Higher potential for automation

m Higher potential for augmentation
m Lower potential for augmentation or automation

Source: Accenture research based on analysis by the Occupational Information Network (O*NET), U.S. Department of Labor; US Bureau of Labor Statistics



Fare 1 conti con una distribuzione novecentesca

GWP P&C by distribution channel Focus on P&C families by distribution channel (2022)

0,
723% 73 39,

9,5% 9,3% 9
6,6% 8,6%
41% 4,6% 43% 37%
Agents Brokers Direct Remote Bankshop Financial Advisors
Car Health & Transport Property RC General Credit
m 2018 m2022 Accidents

m Agents mBroker mBankshop mFinancial Advisor mDirect mRemote

Source: Ania (Assicurazione Italiana 2022) 16



Una maCChina pe;:f‘ettd pUb v' digital marketing insightful

v il conversatore Al ideale

innescare 1l cambiamento? B ol




Credits

Alessandro Barricco, The Game, Einaudi

Ginette Paris Vita interiore. La psiscologia del profondo dopo le neuroscienze, Moretti & Vitali
Nir Eyal, Hooked, Portfolio Penguin
Richard Harpin, A mind for business, The Enterprise Trust

ABI, ANIA, EIOPA, IPSOS, IVASS, ACCENTURE, MCK

m g10vannirossi67
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