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Clothing top purchase by Europeans on their mobile devices
-

Ease of “one-click” ordering means shoppers could be impulse buying and
missing out on the best deals

-

Three fifths (58%) of Europeans with a mobile device use it to shop

-

Turkey and Poland are the mobile shopping capitals of Europe, while
Belgium and the Netherlands fall bottom

European shoppers are buying more clothing on their mobile devices than
any other product, according to a new European study conducted by Ipsos
for ING.

Despite being an item consumers traditionally try before they buy, over a
third (35%) of Europeans with a smartphone or tablet are using their
handheld devices to get their fashion fix – and then hoping it fits.

Electronics (32%) and gaming products (19%) are the next most popular
purchases among mobile shoppers, while groceries (17%), music (16%)
and holidays (16%) follow after. (See table 1 for breakdown of key items by
country).

The ING International Survey on Mobile Banking explores the mobile
shopping habits of more than 10,000 consumers with a mobile device
across Europe. Impulse buys through the ease of “one-click” ordering could
be a factor behind Europeans splashing their cash on the move, with over
half (55%) of mobile shoppers more inclined to buy from stores that save
their payment details. The lure of these shortcuts also means consumers

are likely to be shopping around less and could be missing out on cheaper
deals.

Across Europe, three fifths (58%) of consumers with a mobile device have
used it to buy goods or services in the last 12 months, with the biggest
shoppers in Turkey (84%), Poland (64%) and Romania (62%), reflecting the
younger populations in these countries. Conversely, uptake has been
slowest in Belgium (37%) and the Netherlands (42%), where populations
are older (see table 2 below).

Mobile shopping is an activity most prevalent among those aged 25-34
years old with a mobile device (74%), however well over a third of those
aged over 55 years with a smartphone or tablet (37%) are also using it to
shop online.

Almost two thirds (61%) of men with mobile devices use them to shop,
versus just over half of women (54%). While female shoppers are most
likely to purchase clothing (women: 37% v men: 33%), men prefer to buy
electronics (men: 39% v women: 25%). Interestingly, it is also men who are
most likely to buy a holiday using their mobile device (men: 17% v women:
14%).

The report found that those who bank using a smartphone or tablet are also
more likely to be mobile shoppers. Four fifths (79%) of those questioned
have bought an item using their mobile device in the last year, compared
with a third (34%) of non-mobile bankers.

ING Senior Economist, Ian Bright commented: “Mobile devices are
revolutionising the way we manage money. Across Europe it is becoming
common for people to shop using a mobile device, and “one-click-hope-itfits” technology is making it even easier than ever for consumers to get
what they want, especially when it comes to retail.

“While this can give consumers greater choice and put them more in control
of their finances, it’s important they don’t forget to search for the best deal,
rather than buy on impulse. The increasing acceptance of mobile shopping
and mobile payments is contributing to cash being used less often. Some
could eventually say goodbye to cash for good.”

Table 1: Top purchases across Europe using a mobile device in the past 12
months

Table 2: European League of Mobile Shoppers - consumers who have
purchased an item using a mobile device in the past 12 months by country
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NOTE TO EDITORS
The ING International Survey of 14,829 people was conducted by Ipsos using internet-based
polling. Fifteen countries were surveyed overall: Austria, Belgium, Czech Republic, France,
Germany, Italy, Luxembourg, the Netherlands, Poland, Romania, Spain, Turkey and the United

Kingdom (13 European nations) and respondents from the USA and Australia. Polling took place
between 16 January and 2 February 2015. The full report is available here.

The ING International Survey is produced three times a year by ING eZonomics. It is about
money and life - combining ideas around financial education, personal finance and behavioural
economics to produce regular and practical information about the way people manage their
money – and how this can affect consumers' lives.

For further information on ING, please visit www.ing.com. Frequent news updates can be found in
the Newsroom or via the @ING_news twitter feed. Photos of ING operations, buildings and its
executives are available for download at Flickr. Footage (B-roll) of ING is available via
videobankonline.com, or can be requested by emailing info@videobankonline.com. ING
presentations are available at SlideShare.

For convenient access to the latest financial information and press releases both online and
offline, download the ING Group Investor Relations and Media app for iOs on the Apple Store or
for Android on Google Play
ING PROFILE
ING is a global financial institution of Dutch origin offering banking services through its operating
company ING Bank and holding significant stakes in the listed insurers NN Group NV and Voya
Financial, Inc. The purpose of ING Bank is empowering people to stay a step ahead in life and in
business. ING Bank’s 53,000 employees offer retail and commercial banking services to
customers in over 40 countries.
ING Group shares are listed (in the form of depositary receipts) on the exchanges of Amsterdam
(INGA NA, ING.AS), Brussels and on the New York Stock Exchange (ADRs: ING US, ING.N).
Sustainability forms an integral part of ING’s corporate strategy, which is evidenced by ING
Group shares being included in the FTSE4Good index and in the Dow Jones Sustainability Index
(Europe and World) where ING is the industry leader in the diversified financials group.
IMPORTANT LEGAL INFORMATION
Certain of the statements contained in this document 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) consequences of
a potential (partial) break-up of the euro, (4) the implementation of ING's restructuring plan to
separate banking and insurance operations, (5) 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, (6) the
frequency and severity of insured loss events, (7) changes affecting mortality and morbidity levels
and trends, (8) changes affecting persistency levels, (9) changes affecting interest rate levels,
(10) changes affecting currency exchange rates, (11) changes in investor, customer and
policyholder behaviour, (12) changes in general competitive factors, (13) changes in laws and
regulations, (14) changes in the policies of governments and/or regulatory authorities, (15)
conclusions with regard to purchase accounting assumptions and methodologies, (16) changes in
ownership that could affect the future availability to us of net operating loss, net capital and builtin loss carry forwards, (17) changes in credit-ratings, (18) ING's ability to achieve projected
operational synergies and (19) the other risks and uncertainties detailed in the risk factors section
contained in the most recent annual report of ING Groep N.V.
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 buy, any securities.
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