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U.S. Environmental Strategy 

A comprehensive environmental program is a multi-step 

process.  

Step 1 – Increase Energy Efficiency / Reduce Consumption

Step 2 – Invest in Green Energy 

Step 3 – Reduce, Reuse, Recycle 

Step 4 – Awareness Programs

Building Sustainability 
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ING‟s Environmental Statement

63% of the electricity ING purchases world wide is derived from wind, 

solar, or water power. 

Wind RECs are purchased for 100% of ING‟s U.S. operations. 
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ING Netherlands switches to 100% green power

Since Jan. 1 of this year, ING has been purchasing “green” 

power (electricity generated from renewable sources) for its 

Dutch establishments. The new policy is a way to support 

the ING Group Environmental Statement and will 

significantly reduce CO² emissions. 

By: ING Group

Published Date: 01/17/2007

ING Group‟s Actions

“At ING, we have taken a good, hard look at our role 

in the world and what we can do to contribute.”

Jan Hommen, CEO
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Global Support

• Visibility for 
supporting 
environmentally-
preferable energy 
sources. 

• Recognition for 
strong corporate 
citizenship in 
climate change 
strategies.

As a global business leader – providing clean, emission-
free wind power to our U.S. operations will generate –

(ING Group supportive of environmental efforts, as shown in 2005 Annual Report.  See inset)
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ING‟s 2009 REC Purchase

83,152 MWh of emission-free energy is equivalent to preventing the 

release of 50,153 metric tons of CO2 into the atmosphere. This is 

comparable to:

Not driving 115 million miles Planting 45,183 acres of trees per year

OR

2009 Environmental Benefits 
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Invest in Green Energy
EPA Green Power Partnership 



Do not put content 

on the brand 

Retirement - Insurance - Investments 8

National Accomplishments

• 2008 Green Power Awards –

• CT Clean Energy Communities Award, 
March 2008

• CT Climate Change Leadership Award, 
April 2008

• Scottsdale 2008 Clean Air Award, 
September 2008

• EPA‟s Green Power Purchaser Award, 
October 2008

CT Clean Energy Communities Award, March 2008

EPA‟s Green Power Purchaser Award, October 2008
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Awareness 

• External Awareness –

• Green presentation at LOMA conference in 
January 2008

• E-greeting sent to outside press contacts 
April 2008

• Panel participation at the 2008 National 
Conference on Volunteering and Service 
on Greening Your Volunteer Program June 
2008

• Panel participation at Yale Environmental 
Discussion October 2008

• Sponsor of Green Habitat for Humanity 
home in Des Moines. 

• Sponsor of ING Hartford Marathon, the 
nations “greenest” marathon. 

• OGG focus on ING float at the Windsor 
375 Parade.

• Sponsor of Scottsdale Valley Metro Event. 
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Awareness 

• Internal Awareness –

• Completed survey to gauge employee perceptions on environmental care.  Almost 6,000 
employees in the US completed the survey. 

• 89% (5,321) agree or strongly agree that they are concerned about environmental issues;

• 98% (5,868) are somewhat or very concerned about rising energy prices;

• 97.5% (5,833) are somewhat or very concerned about pollution;

• 97% (5,766) are somewhat or very concerned about waste disposal;

• 96% (5,753) are somewhat or very concerned about recycling;

• 84% (5,048) are somewhat or very concerned about climate change;

• 68% (4,046) agree or strongly agree that ING has company-wide environmental measures in place.  

• Lunch & Learns, Tree Plantings and Clean Up Days – most sites have volunteer and 
educational events covering local waste and recycling programs, rideshare education 
and “how-to‟s” on subjects like composting and rain harvesting. 

• Park-It Program – pledge drives and education for employees to learn about alternative 
transportation options like carpooling, Bike to Work Days, and public transit.  

• Farmers Markets - in the summer and fall, our Windsor office has farmers who bring 
their locally grown flowers, fruits and vegetables for employees to purchase. 

• Earth Hour, Earth Week and World Environment Day – we take advantage of global 
awareness events to provide employees with education on environmental care for both 
home and work.
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Internal Communications
ING goes 100% wind powered!

“ING is a responsible corporate citizen 

around the globe, and we are 

committed to helping ensure 

sustainable communities 
where we conduct business and where 

our employees live. Purchasing 

energy credits for all of our U.S. 

operations is just one of many 

initiatives that the company is 

implementing to mitigate ING's 

impact on the environment." 

--Catherine Smith, CEO, U.S. 

Retirement Services
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Internal Communications

Educate employees through 

newsletters, emails, surveys, all 

employee meetings, and 

intranet exposure
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Internal Communications
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Internal Communications
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SmartPower photos by David 

Lubarsky

www.davidlubarsky.com

External Communications

CT Clean Communities Campaign
- Solar panel dedication at the Goodwin Library in 
Hartford, a result of our 1,000 MW purchase of 

green power for 2007 and 2008.
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External Communications

Clean up days in our communities. 
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External Communications

Corporate 

Responsibility 

Report 2008
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The Rest of the Story

• Increase Energy Efficiency –

• In 2008, we reduced our energy use at major offices by 11%, or 6,554,665 kWh. 

• First half of 2009, we‟ve made further reductions, another 6.6%, or 1,736,173 kWh. 

• Use Less Resources –

Paper Use Reduction Efforts Successful

• First half of 2009 paper purchasing trends reduced by 24% from 2008 first half.  The 
reduction is equal to 56 tons of paper, or 11,230,500 sheets.  

• First half of 2009 paper purchasing trends reduced by 34% from 2007 first half.

• Reduce Waste –

• In 2008 we reduced our landfill waste by 24% or 297 tons.  

• Implemented „Bring Your Own Mug‟ (BYOM) across U.S.  Disposable cups no longer 
provided, saving millions of cups from the landfill. 

• Recycle –

• In 2008 we recycled 61% or 1,385 tons, or our total generated waste.  

• Reuse -

• 8,000 Shoes were collected for the Soles4Souls program and Nike Re-Use-A-Shoe 
sneaker recycling program 


