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Background

m DI RECT i1 snét | i ke a regular bank:

i There are no branchesi customers do everything with us over the phone, on the
Internet and with mobile devices

i There is a broad offering of products and services, including saving accounts,
TFSAS, business accounts, RSPs, GICs, THRIVE chequing accounts, mortgages
and mutual funds

ING DIRECT is a safe, simple way to save and borrow that gives customers choice.
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The Streetwise Fund - In the Media

\

Learn More

ING DIRECT"

streetwisefund.ca | 1.877.700.1730 ING DIRECT"
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Objective

by
identifying the top target groups that are most receptive to mutual funds

to

shape the 2010 marketing campaign for the Streetwise Fund product

\_

/Grow the mutual fund business within the existing ING DIRECT customer ba;

J

A ENVIRONICS . , ‘(]}
MM AN ALY T CS Environics Analytics User Conference 2011 | Y

| ING % DIRECT

save your money®



Mutual Fund Target Groups:

Finding the Opportunities
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Mutual Fund Client Analysis: Analytical Framework

ING DIRECT MF WealthScapes

| - Prqfile Available Data vs. Appropriate Benchmarks
ERIZMS -I'ii 2 ERIZMG .

ING DIRECT

Clients

I'NG DI RECT6s Objecti

Affluent Established Investors Comfortable Multicultural Investors Young Investors

2
o
G

Use response analysis to
continually learn and refine
targeting and
communications strategies

Imaging: Bring
Your Target
Groups to Life

age

Targeted
E-Mail and Social
Media

Direct Mail:

Targeted Out-of- Mass Media with a

Home Displays

Addressed and
Unaddressed

A ENVIRONICS ING £ DIRECT

Targeted Message
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Mutual Fund PRIZM Profiling

Mutual Fund Clients & Balance

Demand

Compared to All Clients in Ontario, Alberta & BC
Ranked by Social Group

Cluster i (Mutual Fund
$) Index (Single Cluster Demand)
| 20 40 60 80 100 120 140 160 180 200
Social
Group :SESI Description

Ul | 01 Cosmopolitan Elte
UL | 02 Urbane Vilagers 4.34 88 130
Ul | 08 Money &Brains 4.95 100! 127
UL | 09 Furs&Phianthropy 3.07 80 80 :il
S1 | 03 SuburbanGentry 5.02 102 133 L
S1 | 06 Nouveaux Riches 2.22 5 165
S1_i 11 Pets&PCs 6.0 123! 115
El | 07 WinnersCircle 5.26 107, 121
El | 10 Mr &Ms. Manager 4.84 98 92
El | 12 GodsCountry 4.59 03 03
U2 | 04 Young Digerati 5.44 110 142
u2 15  Electric Avenues 5.90 120! 108
u2 7 31 Grads&Pads 5.98 121 99 —
S2 | 05 Asian Affluence 6.18 125! 150 —
s2 7 20 AsianUp-and-Comers 6.51 132, 124 =
s2 ! 21 South Asian Society 5.01 102 87 O
s2_ ! 29 SuburbanRows 5.50 111 03
E2 | 22 Blue-Colar Comfort 4.46 % 87
E2 [ 23 Fast-Track Fanilies 4.86 98 93
E2 | 30 Exurban Crossroads 4.63 04 69
E2 | 41 White Picket Fences 4.47 o1 64
U3 13 Continental Culture 5.74 116! 116
U3 [ 18 Cluttered Nests 5.21 106! 114
us [ 33 Newltaly 5.12 104/ 77
us [ 37 oldworld Style 4.52 92 81 —]
s3 16  MiniVan & Vin Rouge 5.33 108! 57  E—
s3 [ 26 LaVieEstBele 3.86 78 39
s3 7 47 Les Québécois Sportifs 0.00 0 0 —
s3 ! 61 _Les Seniors 4.35 88 118 —
sS4 14 Upward Bound 4.96 100! 118 | —
s4 7 19 Rods &Wheels 4.10 83 80 o
sa [ 24 Nearly Empty Nests 4.90 99 107 —
sa | 38 Grey Pride 4.04 82 84 [
s4_ [ 43 simple Pleasures 3.07 81 89
R1 | 27 Fields of Dreams 3.84 78 82
R1 | 32 New Homesteaders 3.00 81 83
R1 | 34 Big Sky Families 3.87 78 63
TL | 25 Tools&Trucks 4.36 88 82
T { 39 Ontario Originals 3.60 73 69
T1 7 40 Heartlanders 3.44 70, o7
T1_{ 56 Golden Ponds 3.33 67 73
E3 | 36 Les Traditionnelles 3.81 77 17
E3 | 45 Petites Banlieues 0.00 0 o
E3 [ 50 Viles Tranquiles 2.41 49 17
U4 | 28 Startups & Seniors 4.71 9% 87
us 7 51 LunchatTints 3.64 74 57
us 7 53 Mobiity Blues 3.98 81 70
ua_ 7 54 Crafting & Curing 4.40 89 69
T2 | 35 Le Québec Rustique 3.24 66 114
T2 [ 58 LaVie Bucolique 1.87 38 59
T2 [ 65 BonsVivants 4.62 04 100
R2 | 55 BackCountry Folks 3.29 67 66
R2 | 57 Downonthe Farm 3.79 77 141
R2 [ 63 First Nations Famiies 3.85 78 56
Us | 42 Urban Spice 5.45 111 102
Us [ 46 Newcomers Rising 4.54 92 75
us [ 64 Big City Blues 411 83 76
ue 17 Les Chics 0.00 100! 100
Us | 48 Jeunes et Actifs 0.00 0 o
U6 [ 52 LaCité Nomade 2.22 a5 89
Us | 66 Survivre enVile 0.00 0 o
U7 ! 44 Roomswitha View 5.29 107, 95
u7 7 49 Daytrippers & Nightowls 5.51 112! 87
u7 [ 59 Solo Scramble 4.20 85 58
u7 [ 60 Single City Renters 4.14 84 105
u7__ 7 62 ParkBench Seniors 4.22 85 76
UN__! 67 Unclassified 8.65 175] 02

93 100 | 100
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Approximately 4.9% of all ING
DIRECT clients hold an ING
DIRECT mutual fund

08

Money & Brains

u1
Urban Elite

Asian Up-and-Comers Urban Spice

Starter Nests
Y2

us
Urban Downscale Ethnic

"y 05

Winner’s Circle Asian Affluence

Exurban Elite

Environics Analytics User Conference 2011
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Suburban Gentry

Continental Culture

Urban Upscale Ethnic

31

Grads & Pads
Singles Scene
Y1
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Mutual Fund Customers: Target Groups

WealthScapes Mutual Fund Holders (ON/AB/E Share of Mutual Fund Market ($) - Using WealthSca
. Clster  INGMFClents }WS-MFHolders |  Usage | INGDirect  {ONAB/BC MFHolders :  Share

SG iSESI Description % Comp % Comp Index % Comp % Comp Index

Affluent Established Investors

Total 2095 12.68 2651 26.78 |

Multicultural Family Investors :
Total 32.26 17.31 30.10 16.56 }
Young Investors : : ;
: Total 19.08 10.92 16.52 8.37 i

Environics Analytics profiled I NG DIRECTS®O
all households and all mutual fund holders (using WealthScapes)

A Driven by the comparison of mutual fund clients to total households and
mutual fund holders in the benchmark area using WealthScapes

A Consumption data also was analyzed: Account balance, tenure, and number
of accounts held

A The strongest ING DIRECT mutual fund clients were grouped based on
similarities in affluence and lifestage
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Target Groups Imaged With Linked Survey Data

P R*Z MO Linked Data
[ N
SEGMENTATION
-=-> I*I Statistics  Statistique
. d d
4 Affluent Established Investors ) : Canada __Canada
|
|
7 EnvIRONICS
\ / ;
|
4 ) ! PMB
:— -> Data
|
|
|
K j : Canadian
. > M Financial
1 Monitor
|
|
|
|
- -> WEALTHSCAPES
|
|
|
Subset of actual target ! .
clusters shown ING 3 DIRECT
Select customer detail
l_/ ‘ | ING %0 DIRECT
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Mutual Fund Target Groups: High-Level Comparison

Size (#, % of ING MF HHSs)
(#,% of E.C. HHs)

Demographic Summary

Lifestage

Social Status

Ethnicity

Urbanity

Top Markets (CSDs)

Product Potential

MFs in Asset Portfolio

Debt-Asset Ratio (Index)
Savings-Inv. Ratio (Index)
% Bank with Big 5 (Index)
% Bank w/ Direct FI (Index)
Strongest Social Values
(Index vs. ON/AB/BC)

Weakest Social Values

General Perspective

Media Highlights
TV

Radio
Magazines
Newspapers
Internet

Direct

=A ENVIRONICS
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Affluent
Investors

4 (20.2%)
1,051,690 (10.4%)

Established families, teens/adult kids at home
Affluent
Higher than avg proportion of Chinese
Cities, suburbs and some exurbs
Toronto, Ottawa, Calgary, Miss'ga, Vancouver

76% have MFs (135)
Avg.Value $240,822 (194)

Multicultural
Family
Investors
Lo .(30.9%)
2,081,775 (20.6%)

Young-middle aged families, kids of all ages
Middle/upper-middle class
High: South Asian, Chinese, Black, many others
Suburbs and exurbs
Toronto, Calgary, Miss'ga, Brampton, Ottawa

38 58% have MFs (103)
% Avg.Value $108,669 (87)

Young
Investors

1l (26.6%)
1,335,255 (13.4%)

Young singles and couples without children
Mid-downscale but upwardly mobile
High: many groups fromaround the world
Gateway and university cities
Toronto, Vancouver, Ottawa, Calgary, Edmonton

50% have MFs (89)
Avg.Value $88,638 (71)

0.16 (69) 0.29 (128) 0.25 (107)
0.39 (78) 0.51 (103) 0.55 (111)
85.2% (106) 82.3% (103) 82.3% (103)
= e . »
Discriminating Consumerism (122) Importance of Physical Beauty (123) Brand Genuineness (154)
Equal Relationship with Youth (120) Search for Roots (120) Belonging to the Global Village (135)

Adaptability to Complexity in Life (120)
Financial Concern Re. the Future (71)
Heterarchy (72)

Search for Roots (76)

Need for Status Recognition (115)
Regional Identity (80)
Discriminating Consumerism (84)
Fulfillment Through Work (87)

Consumption Evangelism (134)
Primacy of the Family (76)
Risk Aversion (77)
Fatalism (80)

They have energetic lifestyles, thoroughly
research consumer decisions, and are principled
savers

Light
Moderate-light
Moderate-heavy
Heavy

Moderate

They tend to be image-conscious, and work hard to
put down solid roots in their communities

Moderate-light
Moderate
Moderate
Moderate (heavy for comm. papers)

Moderate

o /

They like brands whose personality is unique and
vivid as their own. They're avid buzz generators.

Some Heavy, Some Light
Light
Moderate-light
Moderate-heavy
Heavy

Moderate

\ Moderate-heavy /

Environics Analytics User Conference 2011
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Mutual Fund Target Groups:

From Research to Reality
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Target Group Execution Decisions

AEthnicity

ASize of target group

£c APhysical location
within customer base

of customers

A Appetite for different
offers

AMedia preferences

AReceptiveness to
direct channel

-A ENVIRONICS ’ ING %uDIRECT
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Creating Targeted Offers and Differentiated Messaging

to help get your

H Mr. J. Affluent
Aﬁ:luent EStabIIShed I nveSto s 7978 SWF Environics DM — Affluent $75 Bonus investment plan going
Any Town, PR HOH OHO in the right direction.
Dear John Sample,

Like so many ING DIR youdbve saved and inves OU can continue to

bw that investments can sometimes take a

As a wise investor
Y ciT yuUu d cul.

ILETEITRCA PRI CEIELRE  reliable, straightforward route for your long -term investments
The Streetwise Funds®.

Set your investments on a steady course.

The most direct route to investment success is a straight line. That's the type of investment strategy that
The Streetwise Funds offer. They are built for the long term, not the long shot.™ They give you the whole

markets have grown in value over the long term, despite market volatility

has had a total return of 102% *!

Social Values

80% of managed funds don‘t perform as well as the markets.

Discrimi nating Consumerism Managed funds tend to have expensive managers who think they can outsmart, outguess, and outgamble
the markets, by picking and choosing specific stocks and bonds. As MoneySense Magazine says, “If active

Saving on Principle Index investing is now recognized as a reliable route for prudent investors
. . Since ING DIRE ) ] ] ] reasons why
Adaptability to Complexity SRS Since ING DIRECT is dedicated to saving you money

1h The Streetwise Funds, your investments are spread across not just one index, but four
major Stock and Bond Market Indexes. That way, no single change in one stock or bond will negatively
affect the performance of your Funds. Diversification like that is a great way to avoid major bumps in the

road and helps to make sure you stay on track.

2A ENVIRONICS . . ING ) DIRECT
Environics Analytics User Conference 2011 save your money®
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Creating Targeted Offers and Differentiated Messaging

Mr. J. MultiCultural
7978 SWF Environics DM — Multicultural $50 Offer
Any Town, PR HOH OHO

elp get your
investment plan going

Multicultural Family Investors
in the right direction.

Dear John Multicultural,

Like so many ING DIRECT Clients, you save and invest bg famlly to enjoy a good quality of life

That's why we're pleased to bring you a reliable, straightforward route for your long-term investments:

The Streetwise Funds®.

Set your investments on a steady course

The most direct route to investment success is a straight line. That's the type of investment strategy that The
Streetwise Funds offer. They give you the whole market by buying entire indexes, and history has shown that the
markets have grown in value over the long term, despite short-term market volatility. In fact, they’ve grown a
lot. For example, since June 1999, Canada’s S&P/TSX 60 Index has had a total return of 102%!! So it's no
Social Values surprise that the indexes have outperformed 80% of managed mutual funds over time.

LRy strategy gaining popularity
Bel on g i n g t o t he il G| o b a |mhat's\yhiwe bt Tge greg\\ﬁe Funds for the long term, not the long shot™.

Reduce risk and save money, too.

e it’s straightforward and reduces costs.

o oyt your future prosperity at risk. The Streetwise Funds help reduce your risk

Primacy of Family 2
t global diversification investments are spread across not just one index, but four major Stock and

Bond Market Indexes.

Pursuit of Novelty
You get exposure to opportunities in Canada, the US and many key global markets. That way, no single

change in one stock or bond will negatively affect the performance of your Funds. Diversification like that is a
Need for Status Recognition great way to avoid major bumps in the road and helps make sure you stay on track.

The Streetwise Funds also help you earn more by keeping costs low.
Indexing is such a powerful strategy because in addition to reducing risks, it reduces costs. Most managed

mutual funds, on the other hand, have expensive managers who run up big costs that you pay for, constantly
buying and selling and trying to outguess, outsmart and outperform the market.

ij ING ) DIRECT

save your money®
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Creating Targeted Offers and Differentiated Messaging

Young Investors

Social Values

Consumption Evangelism
Social Learning
Consumptivity

Adaptability to Complexity in Life

Adaptive Navigation

=A ENVIRONICS
AVER A N AL Y T I C S

Mr. J. Young Investor
7978 SWF Environics DM - Young with $25 Offer
Any Town, PR HOH OHO

to help get your
investment plan going
in the right direction.

Which road will you follow through life?
e cholce 1S yO SL et roac et shal il aeldies wise long-term investment plan. You might think
ou don't have a lot e Re s I I SR o BE-SYAR-SE- B N = ctually you have: something even more valuable.

You have time

v OInvesting, time is your best friend. Because over time, even small amounts can really add
up. So no matter where you want to go in life, we can help you get there sooner, more easily. It's simple, really.
Here's how:
Invest small amounts on a regular basis.

That's it. No big secret. No complicated plan. Investing regularly and starting early will put you much further
ahead than investing “when you can”. Because as we all know, “when you can” almost never comes. There's
always some bill or sudden expense that gets in the way.

The answer is to pay yourself first using an Automatic Savings Program (ASP). You simply decide ahead of
time how much you want to put aside on a regular basis and your deposits will be made for you, automatically.
Even small amounts can grow to large amounts over time, and you probably Won't even miss it.

Dollar Cost Averaging is a strategy ha e market by averaging out
ar basis. Since mutual fund
when markets are high.

Here's an example if you had started investing regularly: But l‘f you only did a lump sum investment:

Month  UnitPrice  Units Bought  $ Invested Value Month  UnitPrice  Units Bought  § Invested Value
§$15 15.00 $225 $225.00 §15 90.00 §1,350.00 $1,350.00
$13 17.31 $225 $420.00 §13 1 $0 $1,170.00
$14 16.07 §225 $677.31 $14 ! $0 $1,260.00
$12 18.75 $225 $805.55 §12 1 $0 $1,080.00
§16 14.06 $225 §1,299.07 $16 ! $0 $1,440.00

15.00 $225 $1,442.87 $15 I $0 $1,350.00
Total §1,350 Total $1,350
Total Units Average Cost Per Unit Total Units Average Cost Per Unit
$15.00

even thinking about it. And there are no fees to make regular investments. That can lower the average cost of
your units — which is another great way to stay streetwise.

Of course, your success rate also depen Get Streetwise atic deposits are invested. That's why we're
pleased to bring you a reliable, straightforw: erm investments: The Streetwise Funds.

ING % DIRECT
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Messaging for Control Group

ﬁ Control group sent all offers \

A Variety of messaging used to appeal to the control group
-Saving for your f ami|]l
- Saving small amounts regularly
- Reducing risk

- Promoting global diversification

k - Popularity of the strategy /
Invest small amounts on a regular basis

need to save and invest

so that your family can have a smooth ride through life
global diversification

ING 50 DIRECT
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