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Thank you

We would like to thank our employees Ashley, Doug, Gordon, Harshal, Marianne and Tereza for agreeing 

to be interviewed for this year’s Review, and for sharing their insights on our businesses around the world. 

We appreciate their time, effort and expertise – the Corporate Communications team.

Aegon today
Aegon can trace its roots back 

more than 150 years. Today, we’re 

one of the world’s leading providers 

of life insurance, pensions and 

asset management.  
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Our stakeholders 
We engage with our stakeholders every day; 

we try to use that engagement to improve 

our products, services and decision-making.  
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How we create value 
We look in more detail at Aegon’s value chain 

– how we use capital and talent to help our 

customers secure a better fi nancial future. 
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We look back over the key 

events of the past twelve months. 

It’s been a year of progress 

and change for Aegon.  
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2013 in review

CEO Alex Wynaendts explains how 

Aegon’s strategy is bearing fruit, 

and why he believes innovation has 

such an important role to play.
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CEO interview

Our decision-making is built on 

a system of checks and balances.  
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Our performance 
We provide a rundown of our fi nancial 

and non-fi nancial performance data. 

Alongside fi nancial statements, 

we’ve included data on our businesses, 

our people and our communities.  
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Auditors’ report
Once again, we asked our external 

auditors to review the contents of 

this report.
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We’re signatories to the UN Principles 

for Responsible Investment, and 

founding members of the UN 

Principles for Sustainable Insurance.  
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International 
commitments

We want to tell the whole story 

– which is why this report looks 

at both our fi nancial and our 

non-fi nancial performance. 

P. 75

Our approach 
to reporting

2013 in review 4

Aegon today 6

Interview with our CEO, Alex Wynaendts 8

How we create value 12

Our five key trends 14

Managing capital 16

Encouraging talent 22

Using our expertise 28

Building trust 32

Creating benefits 38

Sharing profits 42

Contributing to society 48

Business case 53

Facts & figures: 54

How we make decisions 56

Our senior management 60

Engaging with our stakeholders 62

Our international commitments 64

Key performance indicators 66

Consolidated income statement 67

Consolidated cash flow statement 68

Consolidated statement of financial position 70

Other non-financial indicators 71

Our approach to reporting 75

Auditors’ report  77

How to contact us 78

You can also read our report online. Just go to 

our website at corporatereporting.aegon.com.

How to contact us

We’re keen to hear all views and opinions. 

Feel free to contact us by telephone, email or 

social media. Please see page 78 for details.
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2013 in review
Feb

Aegon announces plans to change its external auditor. 

PwC will take over the role, beginning with the company’s 

2014 accounts.

Jun

Aegon signs a 25-year partnership with Banco Santander 

to sell life and general insurance through the bank’s more 

than 4,000 branches across Spain. 

Oct

Aegon’s new Retirement Choices platform in the UK 

– launched just two years before – passes the £1 billion 

mark in assets under administration. 

Jan

Aegon buys Eureko's life insurance and pension 

business in Romania, further expanding operations 

in Central & Eastern Europe.

May

Shareholders agree to cancel Aegon’s preferred shares, 

simplifying the company’s capital structure ahead of new 

EU solvency rules.  

Sep

Aegon announces the sale of the company’s pension 

business in the Czech Republic to local firm Conseq 

Investment Management.

2013 in review

 

4 Aegon in 2013



Mar

In the Netherlands, Aegon launches Kroodle, becoming one 

of the first companies to offer property, travel and liability 

insurance via social media.

Jul

Aegon further expands its group pension distribution 

network in the UK through a tie-up with investment 

specialist Mercer.  

Nov

Aegon’s latest research finds that young people across 

the US, Europe and Asia want to save more for retirement, 

but lack opportunities.  

Apr

In the US, Transamerica launches Transamerica Direct, 

aimed at customers who want to research and buy 

insurance online.

Aug

Transamerica agrees a new research partnership with 

AgeLab, part of the Massachusetts Institute of Technology. 

Dec

Aegon reduces risk associated with longer life expectancy 

in the Netherlands – through a capital transaction covering 

€1.4 billion in longevity reserves. 
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Aegon today

Our roots go back more than 150 years – to the first half of the 
nineteenth century. Since then, we’ve grown into an international 
company, with businesses in more than twenty-five countries 
in the Americas, Europe and Asia. Today, Aegon is one of the 
world’s leading financial services organizations, providing life 
insurance, pensions and asset management. We never lose 
sight of our purpose: to help our customers build long-term 
financial security by protecting what’s important to them, and 
by enabling them to save and invest for the future. 

In the US and Canada, we operate 

as Transamerica, one of the best 

known names in the North American 

financial services industry. 

AU Australia
BM Bermuda
BR Brazil
CA Canada
CN China
CZ Czech Republic
FR France
DE Germany
HK Hong Kong
HU Hungary
IN India
ID Indonesia
IE Ireland
JA Japan 
MX Mexico
NL Netherlands
PL Poland
RO Romania
SG Singapore
SK Slovakia
ES Spain
TH Thailand
TR Turkey
UA Ukraine
GB United Kingdom
US United States

Aegon today
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Our companies employ nearly 27,000 people 

worldwide, most in our three main markets 

– the US, the Netherlands and the UK. 

We manage over €475 billion in investments, 

both for ourselves and our customers.

Last year, we paid out more than €20 billion 

in pensions, benefits and insurance claims 

to millions of customers worldwide.

26,891€475 billion€20 billion

Our main operations are in the US, 

the Netherlands and the UK. 

We’re headquartered in 

The Hague, the Netherlands. 

We also have growing businesses in Central 

& Eastern Europe, Asia and Latin America. 

Aegon’s direct marketing 

subsidiary in Asia works in 

several countries across the 

region, including Australia, 

Hong Kong, Thailand, 

Japan and Indonesia. 
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Alex Wynaendts

CEO

“  Ours must be 
a culture that 
is open to new 
ideas and new 
approaches.”

Creating a culture 
of innovation

CEO Alex Wynaendts discusses the opportunities for Aegon, 
and explains how the company is embracing innovation.

Why do you believe that the insurance 

market has opportunities for growth?

Our purpose at Aegon is to help people 

take responsibility for their financial future. 

More than at any other time in history, 

people are living longer and spending more 

time in retirement. Governments are 

struggling to meet increasing budget 

demands while also reducing or withdrawing 

traditional means of public support. 

At the same time, in many developing 

markets, strong economic growth is leading 

to a growing middle class that seeks to 

protect its new-found affluence and plan 

for the future. These changes are helping 

to drive increasing demand for our core 

products and services. As such, we believe 

there has never been a better time for our 

business and growth prospects.

Interview with our CEO, Alex Wynaendts
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How is Aegon capturing these 

opportunities?

Technology is key. The critical need for us 

and our industry, however, is not only to 

understand and respond to our customers’ 

changing needs, but also to adapt to the 

ways that, increasingly, customers want to 

purchase financial security products and 

interact with the companies that provide 

them. Advances made possible by digital 

technology have led to customers taking 

greater responsibility for researching and 

comparing financial products. Moreover, 

they expect to be able to purchase 

insurance and retirement-related products 

as they do other products – online and in 

real-time. We need to make it possible for 

these customers to interact with us in the 

manner they choose. New digital platforms 

also provide intermediaries with the tools 

to operate more efficiently, reducing time-

consuming administrative functions in 

order to focus on providing advice. For all 

of these reasons, we are accelerating our 

investment in technology as the basis for 

improving customer service and capturing 

the clear opportunities for growth.

Technology also means new competitors. 

How is Aegon responding?

Online distribution is lowering the barriers 

to market entry for new competitors, but it 

also provides a significant opportunity for 

us to engage better and more frequently 

with our customers and to win their trust. 

Technology not only provides the means 

to get closer to our customers, it also gives 

us the tools to create a truly distinctive 

and relevant experience, one that hopefully 

leads to greater customer loyalty. 

“ We are accelerating 
our investment in 
technology as the 
basis for improving 
customer service.”

Most people understand the value of 

long-term financial security, but deciding 

what to do and which solutions will best 

enable them to achieve it is another 

matter. This is where creating a positive 

experience is critical. We are committed 

to providing greater ease of interaction 

with our businesses, simplifying product 

explanations, and giving customers 

practical online tools to enable them to 

better understand their financial needs and 

have greater clarity about the products 

and services available for these needs.

We believe Aegon’s financial strength, 

and the breadth and depth of our product 

offering and distribution, are real 

competitive advantages. Customers want 

to know that they are doing business with 

a solid and trusted financial services 

provider. In 2013 alone, our businesses 

paid out €20 billion in benefits and claims 

to those who entrust us with their financial 

protection and retirement needs. For me, 

this is what it means to deliver on our 

promises. We believe in helping every 

person to achieve their important life goals 

such as purchasing a house, funding their 

children’s education, or retiring in comfort 

and with dignity. We are intent on finding 

new and differentiating ways to serve our 

customers as they face these important life 

stages. This, we believe, is what will set 

us apart. 

How are you dealing with these times of 

change inside Aegon?

It is essential that each and every person 

within Aegon understands his or her 

relation to our customers, and what we 

can do to contribute to a truly distinctive 

customer experience. This means driving 

a culture of innovation that encourages 

new ways of thinking about our business 

and interacting with our customers. It also 

means working together across business 

and country divisions to fully optimize the 

extensive resources and expertise that 

exist. The conditions for our business have 

changed significantly in a relatively short 

period of time. Consequently, I believe that 

attracting and retaining talented individuals 

who recognize and can embrace this 

change will define our success. This also 

requires us to attract people from outside 

our industry and integrate their knowledge 

and experiences in ways that can accelerate 

the changes we are implementing. Ours 

must be a culture that is open to new ideas 

and new approaches – learning from both 

failure as well as success.

I want to emphasize that the change 

we are pursuing is ultimately all about 

better serving those who depend on us. 

We believe we offer something valuable 

and essential to individuals and families 

– the prospect of financial security 

and confidence in dealing with life’s 

uncertainties. This very clear sense of 

purpose is the basis for all of the actions 

that we have taken over the past year and 

for those we are pursuing as we move 

forward. The full success of these efforts, 

however, will not be determined in this or 

even next year’s Review. Rather, we will 

continue to measure our success by each 

and every instance in which we deliver on 

a promise to a customer and help make 

possible the best they envision for their 

lives and for those who depend on them 

– whether that’s today or in ten, twenty 

or thirty years’ time.

Alex Wynaendts

Chairman of the Executive Board and 

Chief Executive Officer of Aegon N.V.
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Aegon has a Management Committee made up of thirteen 
members from across the organization. Its job is to support the 
Management Board in developing and implementing the company’s 
strategy. The Committee brings together the seven members of 
the Board – our CEO, Chief Financial Officer, Chief Risk Officer and 
the CEOs of our operations in the Americas, the Netherlands, the 
UK and Central & Eastern Europe – with six other senior managers 
from across our businesses. The Committee and the Board are both 
chaired by our CEO, Alex Wynaendts. 

Our 
Senior Management
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Left to right

Sarah Russell (CEO, Aegon Asset Management), Michiel van Katwijk (CFO, Aegon Americas), Alex Wynaendts (CEO, Aegon N.V.), 

Brenda Clancy (Global Chief Technology Officer), Darryl Button (CFO, Aegon N.V.), Gábor Kepecs (CEO, Aegon Central & Eastern 

Europe), Tom Grondin (Chief Risk Officer, Aegon N.V.), Marco Keim (CEO, Aegon Netherlands), Mark Mullin (CEO, Aegon Americas), 

Douglas Henck (CEO, Aegon Asia), Carla Mahieu (Global Head of Human Resources), Marc van Weede (Global Head of Strategy & 

Sustainability), and Adrian Grace (CEO, Aegon UK).

For biographies of our Senior Management, please see pages 60 and 61.
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Our value chain: turning capital and talent into benefits for all our stakeholders.

Capital Talent Expertise Trust Benefits Profits Society

It begins with 

capital… We raise 

the capital we need 

for our business 

from shareholders 

and bondholders 

who are willing to 

invest in us…

We then allocate 

this capital to our 

businesses, focusing 

on those areas we 

think offer the best 

prospects for growth 

and returns.

We employ talented 

people, and make 

sure we give them 

the skills, training 

and equipment 

they need.

We use their expertise 

to develop, price and 

market the services 

our customers need.

When they buy our 

products, customers 

entrust money to us. 

We invest this money 

responsibly; 

We protect its value 

and, over time, work 

to make it grow.

Through our products, 

we also seek to 

protect what’s 

important to our 

customers; we manage 

risk on their behalf 

and help them save 

and invest for 

the future. 

From the returns 

we make, we pay out 

benefits, annuities, 

pensions and other 

claims to our 

customers.

We also make profits, 

which we share with 

our investors through 

dividends and coupon 

payments.

And we make 

contributions to wider 

society, through our 

tax payments, through 

the goods and services 

we buy and through 

investments in our 

local communities.

How we
create value
Aegon provides financial services, mainly life insurance 
and pensions. We also manage financial assets. Many of 
our products last a lifetime. How do we make sure, when 
the times comes, that we can pay the pensions, benefits 
and claims our customers are expecting... and still make 
a profit to share with our investors?  

How we create value
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Our value chain is important. It shows how 

we create value, not only for our customers, 

but also for our employees, business 

partners and investors, as well as for the 

local communities in which we operate.

As we go through this report, we’ll be 

looking at our value chain in more detail. 

We'll also look at the five key trends we 

think will shape the life insurance and 

pension industry in the years ahead: global 

aging, continued economic uncertainty, 

changing regulations, the rise of new 

technologies and the growing importance 

of responsible corporate behavior. We’ll be 

using these trends to examine the 

opportunities and risks currently facing 

Aegon. And we'll be looking at what we’re 
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Degree of importance to AegonDegree of importance to Aegon

This matrix is based on surveys of leading stakeholders and members of Aegon’s Management Committee, carried out in November-December 2013. Participants in the survey 
were asked to rate issues on a scale of 1 to 10, ten being the most important. The size of each “square” reflects the number of times a particular issue was listed by participants 
as “material”. The stakeholder survey was conducted by independent consultants, Steward Redqueen, to ensure impartiality.

Our five key trends:

Global aging Economic uncertainty Changing regulations Rise in new technologies Responsible corporate behavior

Supply chain 
management

Training & career
development

Financial
education

Environmental &
social impact of
our investments

Employee 
diversity

Aegon share price

Need to attract
talented sta�

Global aging

Risk & capital 
management

Public trust 

Increased
industry

regulation

Rise in new
technologies

Economic & financial
market volatility

Employee engagement

Stakeholder 
engagement 

Bonuses & 
fair remuneration

Rise of China & other 
BRIC countries

Business 
restructuring

Environmental 
footprint

Product 
performance
and customer
service

doing to address them, and how they 

fit into our longer-term strategy.

How did we identify these 
key trends?
Identifying “material issues” is an important 

part of our approach to reporting. It’s 

also a key principle behind the Global 

Reporting Initiative guidelines. “Material 

issues” are those we think will have the 

most impact on our performance and our 

operating environment. 

To identify these issues, we took input 

from both inside and outside our company. 

We looked at what our stakeholders were 

telling us locally. We also conducted a more 

formal survey of some of our leading 

stakeholders. We asked them to assess 

a series of issues – from the environment 

and employee diversity to public trust and 

product performance. We then asked our 

senior management to go through the same 

exercise. And we used the information from 

our management and our stakeholders to 

compile a “materiality matrix” (see below). 

This matrix maps these issues accor ding 

to their degree of importance and to our 

stakeholders. This allowed us to identify 

five “key trends”. Each of these trends is 

highlighted in color below. Many of the 

other issues, shown in gray, feed directly 

into these trends, particularly employee 

engagement, risk & capital management, 

product performance and customer service.

Creating value, sharing value
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Our five key trends

1 Global aging

The world is getting older – By the middle 
of this century, nearly 1.5 billion people 
worldwide will be over the age of 65. 
Governments in many countries can no longer 
afford generous state pensions. 

Where do we see opportunity and risk?

People have to take greater personal 
responsibility for saving for retirement. 
That means increasing demand for the kinds 
of products Aegon offers. At the same time, 
as our customer base ages, we will have 
to pay out more in pension benefits. 

What are we doing about it?

We’ve improved our overall product mix to 
make sure we’re providing the products and 
services our customers need. We’ve also 
reviewed many of our products, made them 
simpler and easier to understand. Meanwhile, 
we’ve used longevity swaps in the 
Netherlands to reduce risks associated 
with longer life expectancy rates. 

Where does this affect our value chain?

Capital

 Benefits

2 Economic uncertainty

Economic recovery is still uncertain – The 
world economy is improving, though growth 
in many parts of Europe is still sluggish. 
Financial markets have risen sharply, but they 
remain volatile. Interest rates are still at 
historic lows. 

Where do we see opportunity and risk?

Economic growth is good news for Aegon. 
In emerging markets, growth in recent years 
has brought an expanding middle class and 
an increase in demand for financial products. 
Volatile financial markets, however, can 
mean additional risk, while low interest rates 
may restrict profits. 

What are we doing about it?

We’ve continued to strengthen our capital 
position, and maintained a “capital buffer” 
to guard against sharp swings in financial 
markets. We’ve also reduced risk – by scaling 
back the sale of some products, hedging our 
exposure and placing greater emphasis on 
fees, rather than interest rate spreads. In 
addition, we’ve maintained a strict pricing 
policy, favoring value over volume. We’ve 
expanded our presence in some emerging 
markets, and continued to cut costs, 
where possible.  

Where does this affect our value chain?

Capital

What will affect our industry in 
the coming years? What factors 
will influence the way people 
buy life insurance or pensions? 
What impact will new technology 
have? What are the opportunities 
and risks for us as a company? 
We’ve identified five key trends 
we think will shape life insurance 
and pensions in the years ahead. 
And, in the table opposite, we’ve 
outlined some of the measures 
we’re taking to address a changing 
business environment. 

Our five key trends
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3 Changing regulations

The way our products are bought and sold 
is changing – Last year, new regulations 
effectively ended commissions for brokers 
in the Netherlands and the UK.

Where do we see opportunity and risk?

New regulations mean we have an opportunity 
to forge a much closer relationship directly 
with our customers. But, to do so, we also 
need the right products and the right level 
of customer service. 

What are we doing about it?

We’re investing in new distribution, including 
online. We’re also expanding direct sales to 
customers, and have taken steps to 
strengthen customer service. We’ve also 
strengthened our Pricing & Product 
Development Policy to ensure we continue 
to put the interests of our customers at the 
heart of our products and services. 

Where does this affect our value chain?

Benefits

4 Rise in new  
technologies

Technology has brought a change in 
customer behavior – Customers are more 
willing to go online to research – and buy – 
financial products. There’s more visibility 
than ever before in terms of pricing and 
customer service.

Where do we see opportunity and risk?

Technology is bringing increased competition, 
particularly from online-only providers. 
But it’s also giving companies like Aegon 
an opportunity to expand distribution by 
adding online to other existing channels. 

What are we doing about it?

We’ve expanded our online business; we’ve 
also invested in social media. At the start 
of this year, we set up a corporate venture 
fund in the US to invest in new financial 
technology start-ups. At the same time, 
we’ve strengthened other forms of 
distribution – through banks, for example; 
we’re also looking at new partnerships with 
stores and online retailers.

Where does this affect our value chain?

Talent

Benefits

5 Responsible corporate 
behavior

Companies are increasingly expected to 
“do the right thing” – More than ever 
before, companies need to demonstrate 
responsible behavior with regard to their 
employment practices, their investments, 
the taxes they pay and the goods and 
services they buy.

Where do we see opportunity and risk?

Pressure is coming, not only from non-
governmental organizations and the media, 
but also from companies, customers and 
employees. Increased scrutiny brings 
potential risk, of course – but it also brings 
benefits for companies willing to adopt 
a responsible approach to business. 
Increasingly, employees want to work 
for companies that share their values. 

What are we doing about it?

Internally, we’ve brought in employee 
volunteering programs; we’ve strengthened 
our approach to diversity, health & safety 
and talent management. We’ve made 
improvements to employee engage ment. 
On the business side, we’ve introduced 
social and environmental standards 
for our investments, and to help us choose 
suppliers. We’re also investing significant 
amounts in areas like renewable energy 
and affordable housing. 

Where does this affect our value chain?

Talent
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Gordon Greig
Platform Director, Aegon UK
United Kingdom

€25.5billion
We maintained a strong capital position again last year, 
with total capatilization of more then €25 billion.

Throughout the recent economic downturn, we’ve 
kept strong financial ratings. Standard & Poor’s 
rates our businesses in the US and the Netherlands 
at AA-; our operations in the UK are rated A+. 

AA-

“With the changes in UK regulations, we could 

no longer pay advisors commissions to sell our 

products. We put customers at the heart of 

our proposition; we had to design what we were 

doing around them. Aegon Retirement Choices 

allows customers to manage both their assets 

before retirement and their income once they’ve 

retired, and it allows them to do so online, 

conveniently and easily. 

“While developing the platform, we learned a lot 

from our colleagues at Transamerica, and we 

adapted the thinking to the UK market. It’s been 

an incredible success. Working with our partners, 

we managed to bring Aegon Retirement Choices 

to market in just ten months or so. Last year, 

we attracted more than £1 billion in assets, and 

this year we’re aiming for at least £3 billion. 

Of course, there’s still a lot of work to do to 

keep the platform fresh and exciting. We’ll 

be creating Retiready, a direct-to-customer 

experience for those customers not going through 

financial intermediaries. Our aim is to get the 

whole of the UK ready for retirement, and this 

platform – Aegon Retirement Choices – is a big 

part of that.”

Capital Talent Expertise Trust Benefits Profits Society

“Why did we develop Aegon Retirement Choices? 
Because we knew that we had to adapt.

Managing capital
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Retirement 
ready

“ We put customers at the heart 
of what we are doing.”
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As a company, we have considerable 

reserves. But we also need capital over and 

above those reserves. This capital acts as 

a buffer; it ensures we’re able to absorb 

losses from any adverse market conditions 

and, whatever the circumstances, continue 

to meet obligations to our customers 

and policyholders. 

We draw capital from a number of sources. 

Most comes from our shareholders, the rest 

from other investors who’ve bought debt 

and capital securities issued by the company. 

To finance our businesses, we issue bonds 

under a $6 billion debt issuance program. 

We also have regular access to the money 

markets, and maintain back-up credit 

facilities with international lenders in case 

of unexpected need (to date, we’ve drawn 

none of the money available to us). 

To access capital on attractive terms, it’s 

important that we have a solid balance 

sheet. This allows us to maintain strong 

We raise the capital we need 
for our business from shareholders 
and bondholders who are willing 
to invest in us. 

1  Based on 2013 methodology. From the beginning of 2014, we will be changing some of our accounting rules, which, 
in turn, will also change the basis on which we calculate both our leverage and our fixed charge coverage. For more 
information, please refer to our 2013 Annual Report, page 89.

financial ratings,  which in turn act as a 

mark of confidence for investors, and 

generally mean we can borrow at lower 

interest rates. Our current ratings – from 

Standard & Poor’s, Moody’s, Fitch and 

A. M. Best – all recognize a “strong to very 

strong capacity” to meet our commitments.

In managing our capital, we look at 

different capital ratios. One such is the 

Insurance Group Directive ratio, which 

measures capital strength. Internally, 

we also look at two other measurements. 

The first is our leverage – the ratio, in other 

words, between the amount of debt we 

have and the amount of capital. The second 

is our ability to service that debt, which we 

call our fixed charge coverage. At the end 

of last year, we were slightly behind on 

both targets, but expect to be back within 

our range in 20141. Last year, we reduced 

our debt by around €1 billion; we’re 

planning to reduce it further in 2014. 

During the recent financial crisis, capital 

became a concern for many investors. 

Falling share prices, increased financial risk 

and a loss of confidence put considerable 

strain on balance sheets, mainly among 

banks, but also some companies in the 

insurance sector, Aegon included. 

Our approach has been to maintain an 

additional buffer of capital to help us 

weather the sharp swings we saw in world 

financial markets. Today, six years after 

the start of the financial crisis, maintaining 

that additional buffer is still important. 

We regularly test our capital position 

against worst-case scenarios. And we do 

the same with liquidity to make sure our 

businesses always have enough cash to 

meet obligations to both customers and 

business partners. 

In recent years, we’ve strengthened our 

capital position, both at our operating units 

and within our holding company. By the end 

of 2013, our capital ratios in both the US 

and the Netherlands, our two largest units, 

were ahead of the targets we’d set our-

selves. In the UK, we had been below target, 

so we diverted excess capital from 

elsewhere to further strengthen ratios there. 

The most recent amount – £150 million – 

was transferred toward the end of last year.  

...We then allocate this capital to 
our businesses, focusing on those 
businesses we think offer the best 
prospect for growth and returns.-€1 billion

Last year, we reduced our debt by €1 billion; 
we’re planning to reduce it further in 2014. 
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We have access to capital; our goal now is 

to direct as much of that capital as possible 

to businesses we think, over time, will offer 

us stronger growth prospects and higher 

returns. For each of our main operating 

units, we’ve set very clear return-on-capital 

targets. In the US, the Netherlands and the 

UK, we’re looking for a return on capital of 

approximately 8% by 2015. In Central & 

Eastern Europe, because of the nature of 

our business there, we’re looking for more 

– between 13% and 17%. 

The charts above show Aegon’s total capitalization at year-end, as well as the company’s gross financial leverage and its fixed charge coverage. Please note that financial leverage 
includes primarily hybrid securities, in addition to both dated senior debt and commercial paper. The fixed charge coverage reflects underlying earnings before tax as a proportion 
of interest expenses. For more details, please see Aegon’s 2013 Annual Report. 
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Over the past few years, we’ve been through 

a lot of restructuring. We’ve sold businesses 

that either didn’t fit with our strategy or 

else weren’t providing sufficient returns. 

For example, we sold Transamerica Re, 

our reinsurance business; we also sold 

Guardian Assurance and Positive Solutions 

In recent years, these sales, coupled with 

“de-risking”, have freed up billions of euros 

in capital – capital that can be reinvested 

elsewhere or used to reduce debt. 

Broadly, we’re putting our money and 

resources into three main areas: we’re 

investing more in our core businesses; 

we’re expanding distribution and, when 

the opportunities arise, we’re also looking 

at new markets. 

In the US, we’re diversifying our range of 

products, particularly in life insurance, 

at-retirement products, supplemental 

health cover and mutual funds. This is in 

response to shifts in customer demand, 

with new healthcare legislation now on the 

statute books, and more US baby-boomers 

than ever heading into retirement. 

19

Value chain | Capital 



In the Netherlands, we’re looking to 

grow our corporate pension business. 

We’re already one of the country’s leading 

pension providers. Restructuring means 

a lot of smaller company pension funds 

are closing, opening up opportunities for 

insurers like Aegon.

In the UK, we’re expanding our workplace 

savings business. Overall revenues from 

workplace pension plans are expected to 

more than double over the next ten years. 

UK government pension reforms have 

already brought millions of new savers, and 

more are expected to enroll in company 

savings plans in the years ahead. 

In Central & Eastern Europe, we’ve had 

a difficult time with pensions because of 

legislation effectively nationalizing private 

pension schemes in some countries. As a 

result, we’ve redirected resources into new 

products. In key life insurance markets like 

Hungary and Poland, we’re already well 

placed. We’re also growing through 

acquisitions, buying Fidem Life, Ukraine’s 

fifth largest life insurer, and adding Eureko’s 

life and pension business in Romania. 

With regard to distribution, we’re 

continuing to expand traditional channels, 

like brokers, agents, banks and financial 

advisors, as well as online and distribution 

through retailers and other partners. In the 

US, about a fifth of sales from our Life & 

Protection business already come from 

distribution put in place after 2008. 

As we’ve seen, many of these changes 

have come in response to new regulation, 

or shifts in customer behavior. In the 

Netherlands and the UK, legislation has 

ended commissions for brokers. In the US, 

there has been major healthcare reform. 

At the same time, we’re seeing more 

customers than ever research, and buy, 

financial products online, opening up new 

markets and new opportunities for Aegon.

Over the past several years, we’ve seen steady growth in asset balances at our pension businesses in the US, the Netherlands and the UK. Taken 

together, these balances have risen by more than 33% since 2010. It’s a sign that our at-retirement business is continuing to attract customers.  

2010 2011 2012 2013

130 135

156

194

US
Pension, variable annuities and mutual 
fund balances, in $ billion.

0

50

100

150

200

2010 2011 2012 2013

45 44
46

48

UK
Pension balances, in £ billion.

0

15

30

45

60

Please note that UK pension balances for 2010 include the sale of Guardian Assurance. 

2010 2011 2012 2013

30
33

36
38

Netherlands
Pension balances, in € billion.

0

15

30

45

60

20 Aegon in 2013



Strategic objective What does this 
objective involve?

Performance 
indicator*

Why did we choose 
these indicators?

Target

 Optimize 
our portfolio

Making sure we invest in 
businesses that offer 
strong growth and high 
returns – and divest from 
those businesses that no 
longer meet our objectives.

•	% of earnings from fees.
•	% of sales direct 

to customer.

To achieve a better balance 
between earnings from 
fees, earnings from interest 
rate spreads and earnings 
from our underlying 
insurance business. 

Double fee-based income 
to 30%-35% of underlying 
earnings before tax by 2015. 
We also expect to see an 
increase in direct sales in 
the coming years, and expect 
that to continue.  

 Strengthen 
customer loyalty

Improving customer service, 
extending our range of 
products and investing in 
new distribution.

•	% of Aegon businesses 
using the Net Promoter 
Score (NPS) to measure 
customer loyalty.

•	NPS performance. 

To identify improvements 
in products and services, 
and ensure customers stay 
with us for longer.

We don’t currently set an 
overall target for NPS 
performance; we do 
however work with other 
performance targets locally. 
Overall, our goal is to be 
the “most recommended” 
by our customers. 

 Pursue 
operational 
excellence

Reducing costs, 
encouraging greater 
innovation and making 
better use of our worldwide 
resources.

•	Ratio costs: assets.
•	Ratio costs: earnings.

To improve efficiency, and 
help us track progress in 
this area.

We don’t publish targets, but 
we strive for improvements 
in these figures year-on-year.

 Empower 
our employees

Providing the tools and 
training employees need 
to serve our customers 
and achieve their own 
professional goals.  

•	Employee engagement 
score.

•	Employee enablement 
score.

To strengthen employee 
engagement, and ensure 
employees have the tools 
and training they need.

Our goal is to be the 
“preferred employer” in our 
industry by 2015. For 2014, 
the benchmark we use put 
Aegon five points ahead of 
the financial sector norm for 
employee engagement.

* For definitions and methodology, please see page 76.

Becoming a leader
Three years ago, we set ourselves a very clear ambition: to be a 

leader in our chosen markets. Being a leader doesn’t necessarily 

mean being the biggest. It means being the “most recommended” 

among our customers and business partners. It also means being 

the preferred employer in our industry – because we know that 

the more motivated and engaged our employees, the better our 

service to customers. To achieve our ambition, we’ve established 

four strategic objectives. Against each of these objectives, we’ve set 

performance indicators and, in some cases, targets to help us gauge 

our progress over time. As a company, we’re delivering against these 

objectives – but, of course, there’s still work to be done. 

Cash flows
Over the three years from 2013 to 2015, we’ll be putting more 

money in new businesses, as well as reducing debt, paying 

dividends and investing in our strategy. This is part of our capital 

deployment plan. Approximately half of our cash flows for the 

period will go into new businesses. The remainder – around 

€3.5 billion – will be split three ways.  

We’ll use some to reduce debt – by buying back some of the 

corporate bonds we’ve issued (in March this year, we bought 

back $550 million in junior perpetual capital securities). 

Another tranche will go into dividends for our shareholders; 

the remainder we can use to invest in our strategy. 
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Learn, grow  
and plan

Ashley Moore
Customer Service Supervisor, Transamerica
United States  

Encouraging talent

Encouraging talent

“We take our learning seriously, 
so we continue to grow.”
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90%+

Last year, we spent €2.1 billion on our people through 
salaries, incentive payments, training, personal 
development and other benefits.

More than 90% of our employees worldwide have access 
to either part-time or flexible working.

“When we hire new people, we use talent development 
as a selling point. It’s something we take very seriously. 

“We offer lots of different courses, so we’re 

learning constantly. It’s about growing within 

our current roles, and growing into new roles 

for the future.

“At Transamerica, one of the favorites is Managing 

for Tomorrow, which is an intensive two-day 

course on management and leadership skills. 

Another is our Individual Transition course, which 

helps employees adapt to organizational change. 

“There are others as well, of course. And we 

make it as easy as we can for our employees. 

We have an online Employee Service Center, 

a hub for employees who want to ask about 

payroll and benefits. And a link from there to 

our dedicated talent management site, which 

provides all kinds of information on training 

and development opportunities. 

“As a department, we have a lot to keep on top of. 

In the past couple of years, for example, we’ve 

had to learn a lot about healthcare reform, and 

we’ve been training employees to use our new 

online HR information system. What’s most 

important, though, is helping employees, as they 

go through their careers, learn, grow and plan for 

the future.”

€2.1 billion

Capital Talent Expertise Trust Benefits Profits Society
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It’s employees who drive our business 

– who develop, price and market new 

products, who manage risk and deliver 

excellent customer service. 

Around the world, our companies have 

nearly 27,000 employees. Two-thirds are in 

the US, the Netherlands and the UK. We 

also have significant workforces in Central 

& Eastern Europe, Asia and Latin America. 

Over recent years, we’ve reduced the size 

of the workforce in our main markets. Last 

year, however, we created a net 1,7871 jobs, 

thanks largely to growth in the US and 

some of our emerging markets. At the end 

of 2013, nearly 1 in 4 Aegon employees 

was working in an emerging economy.

We employ talented people, and 
make sure we give them the skills, 
training and equipment they need.

Encouraging talent

As a company, we need a range of skills 

– for example, in accounting, actuarial 

services, IT, marketing, communications, 

legal, product development, risk 

management and customer service. 

To attract these people, and to make sure 

they stay with Aegon, we need to offer 

the right package: a good salary of course, 

but also real prospects for professional 

and career advancement. 

As an employer, we’re adapting to changes 

in the workplace. Technology allows 

for more efficient, flexible working. 

The notion of “a job for life” has almost 

disappeared. At the same time, people 

increasingly want to work for companies 

that not only offer good salaries and 

benefits, but also share their values. 

It’s not just about attracting and retaining 

talented staff; it’s also about motivating 

and engaging them, and making sure that 

they have the knowledge and tools to do 

their jobs. The more motivated and 

engaged our employees – through salaries, 

benefits, career prospects and training – 

the better our customer service, and that 

brings benefits both to us as a company 

and to our shareholders. 

Salaries and benefits
In 2013, we paid almost €1.3 billion in 

salaries and another €774 million in 

benefits. That makes our workforce an 

important investment each year, as well as 

an important asset. Alongside the basic 

salary, vacation entitlement and social 

security contributions, we also offer other 

benefits, including part-time and flexible 

working, parental leave, and health checks, 

as well as a volunteering scheme, which 

gives employees paid time-off each year 

to volunteer on local community projects. 

Currently, 90%-95% of our employees 

have access to either part-time or flexible 

working – important, particularly if we’re to 

retain employees with family commitments. 

We also have company pension plans that, 

at present, cover around 55,000 current and 

former employees. 

Many of our employees receive both a 

fixed salary and what we call “variable 

compensation”, linked to their personal 

performance, the performance of the 

company or a combination of the two. 

Last year, we paid out €166 million in 

variable compensation – in cash and shares. 

More than two-thirds of our workforce 

are eligible for variable compensation. 

80%
Last year, 80% of Aegon employees took part 
in formal skills and other training programs. 

1  Figure for net new jobs represents total number of 
new hires minus redundancies. This figure does not 
include employees leaving the company voluntarily 
or retiring. The figure does not cover employees 
from associate companies or joint ventures.
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For us, such payments are important if 

we’re to attract and keep talented people, 

and secure the long-term success of our 

business. At the same time, however, 

we recognize the pitfalls. That’s why our 

Global Remuneration Framework sets out 

a number of safeguards: by capping 

amounts paid, by basing payments on 

both financial and non-financial targets, 

by staggering payments over at least three 

Our global workforce
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years, and by allowing the company to claw 

back bonuses if there’s subsequent evidence 

of wrongdoing or need for a financial 

restatement. There are also separate rules 

for those in “control functions”, like audit 

and risk management, so that their 

independence is not compromised. Aegon’s 

Framework is based on the fundamental 

principle of pay-for-performance. 

Integrity Ed.
Our training program – Integrity Ed – 

reaches nearly 12,000 employees in the 

US and Canada. Last year, employees 

went through modules on the company’s 

Code of Conduct, on the importance of 

privacy and protecting confidential 

information, trust in the workplace and 

maintaining proper ethical standards of 

market conduct. There was also a module 

on information security to help employees 

spot possible risks – important given 

the recent advances in IT technology. 

Alongside Integrity Ed, we also have 

Take 15, short-burst sessions of 

15 minutes a month, specifically for 

managers. Last year, Take 15 looked at 

legal issues, workforce diversity and 

complying with fair labor standards. 

Employees have round-the-clock access 

to both Take 15 and Integrity Ed. 
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Encouraging talent
Within Aegon, we have a structured and 

coordinated approach to managing talent 

– first, to make sure we identify talent; 

second, to encourage that talent through 

training and development programs. 

Ultimately, our aim is to provide employees 

with opportunities for career advancement 

and, at the same time, ensure that, as a 

company, we have the right skills available 

so we can continue to grow our businesses. 

We have a talent review process that helps 

us map our employees’ existing skills, 

particularly among senior management 

and those in strategically important roles. 

All our employees are also subject to 

regular performance appraisals – something 

that allows us to spot individual strengths 

and weaknesses, provide additional training 

where necessary or, in other cases, open 

up opportunities for career progression. 

We make sure that, within the company, 

there’s a very close link between 

performance appraisals, training and 

personal advancement. For senior roles, 

we have clear succession plans in place, 
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Getting closer to customers
In 2010, we launched a “customer 

license” program aimed at employees 

who don’t get the chance to work 

directly with our customers. The program 

involves around twenty hours of 

on-the-job training, speaking with 

customers and learning more about 

their needs and requirements. 

Most of those taking part are executives, 

managers and employees in corporate 

functions, like Legal, Finance, 

Communications and Compliance. 

We started the program at our businesses 

in the Netherlands and the US; it’s now 

expanded to our corporate headquarters 

and next year, we’ll be launching the 

program in Romania and as a pilot in 

the UK. In Hungary, we already have 

a similar program, encouraging all 

employees to speak directly to 

customers at least twice a month.  

Since 2010, the program has provided 

valuable insights – both into the 

performance of our products and some 

of the problems encountered by our 

customers. Where we can, we’ve been 

taking lessons from the program and 

translating them into improvements. 

Beyond that, the program has also helped 

us understand customer issues better, 

and brought managers much closer to 

both employees and end-customers.

and we identify “turnover risk” – the risk 

that, for whatever reason, a senior manager 

decides to leave the company. In choosing 

new managers, we work to a pre-set list of 

“leadership qualities”, tied to our corporate 

values of bringing clarity, exceeding 

expectations and working together. Over the 

past year, we’ve also deepened our talent 

review; we’ve mapped employees’ existing 

skills against our requirements in key areas 

of growth for our business – like online 

distribution, and customer research and 

intelligence. Where there are gaps, we are 

recruiting new people and new skills. 

All our employees have access to regular 

training. Last year, more than 80% of our 

staff took part in formal training programs. 

These programs cover a wide range of 

areas, including customer service, product 

knowledge, business writing, compliance 

with regulations, negotiation skills and 

encouraging diversity in the workplace. 

We offer more specialist training to those 

working in risk management, finance, 

human resources and audit. We also have 

programs for senior managers. Each year, 

for example, Aegon University brings 

together high-performing managers from 

across the organization to share knowledge 

and experience, develop new skills and 

tackle specific business challenges. There 

are similar, local programs in place in the 

US, Central & Eastern Europe and Asia. 

From a talent point of view, it’s important 

we have a diverse workforce. Diversity, 

we think, brings new perspectives, drives 

innovation and leads ultimately to better 

decision-making. Two years ago, we 

introduced a Statement on Diversity &  

Non-Discrimination, setting out our position, 

and we’ve followed that up with local 

initiatives, including discussion groups and 

extra training on diversity issues. About 

half our workforce currently is female, and 

32% of senior management. But there’s no 

doubt we need to further broaden our base 

by recruiting employees from different 

ages, ethnic groups and backgrounds.  

Measuring employee engagement
Engaging and motivating employees is 

an important part of our overall strategy. 

We regularly survey our employees, and 

use the results to pinpoint areas of 

Encouraging talent
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Getting restructuring right
Over the past few years, we’ve restructured many of our businesses in the US, the 

Netherlands and the UK. Unfortunately, this has led to job losses. Since the financial 

crisis in 2008, our workforce – not including associate companies or joint ventures – has 

shrunk by more than 23%. Last year, to further improve efficiency and reduce costs, we 

restructured our Corporate Center operations in The Hague, leading to the loss of around 

fifty positions. In some circumstances, job losses are unavoidable. But we work to limit 

compulsory redundancies, and to support those losing their jobs. Where possible, we 

re-assign employees to other parts of the business, or to allow them to switch to more 

flexible or part-time working. We also ring-fence some positions for internal candidates. 

And for those leaving we may also provide careers advice, help with job searches and free 

access to outplacement services. In our restructuring in the UK, for example, we limited 

compulsory redundancy to approximately half of those employees initially at risk.   

Our business is changing. That means our workforce must change, too. 
Over the past year, we’ve been looking closely at what skills we have as a company – and, 

more importantly, what skills we’ll need in the years ahead. We realize that, because our 

business is changing, we’ll need different skills. As online sales grow, for example, we’ll 

need more people who understand digital techno logies. We’ll also need more employees 

with customer insight – with experience in areas like online marketing, customer analytics 

and research. In recent months, we’ve looked systematically at our current workforce, and 

tried to identify where we already have these skills, and where we don’t. In some of these 

areas, we’ll be hiring new people. We’ll also be looking to develop skills internally through 

training programs and career advancement, and at other options, including using outside 

skills. Currently, we have a talent review process that covers nearly 500 employees at 

businesses in the US, Europe and Asia. This talent review is only part of our approach. 

We’re also working on an Employee Value Proposition. This will set out, in very clear terms, 

both what we expect of our employees, and what employees can expect of us. This will 

help us attract the people and the skills we need. It will also help us take a more 

consistent approach to both recruitment and development. And, it will help raise our 

profile as an employer. This year, as part of our proposition, we’ll also be launching an 

online career portal, which will give employees more support as they plan their training 

and career development. 

32%
At the end of 2013, women made up 32% 
of our senior management.

weakness and to make improvements 

where we can. Results from the survey are 

communicated at all levels of the company, 

and broken down by individual business 

unit so that “action plans” can be put into 

place. Our survey covers a number of areas, 

including employees’ understanding of the 

company’s strategy, confidence and trust 

in senior management, access to training, 

career advancement, the work environment 

and the importance of maintaining a 

suitable work-life balance. Earlier this year, 

88% of our staff worldwide took part in 

the latest survey.

We also use the survey to measure 

“employee engagement” (the degree of 

employee commitment to the company), 

as well as “employee enablement” 

(the extent to which employees feel able 

to carry out their work effectively). 

We use these measurements to track our 

progress, and to benchmark Aegon against 

both its peers and high-performing 

companies from other sectors. This system, 

based on regular survey and follow-up, 

allows us to make improvements in 

working conditions, as well as identify 

possible risks. Over the past year, we’ve 

brought in measures to strengthen our 

customer focus, improve career development 

prospects for our employees, and broaden 

their understanding of our company strategy.  
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Making a
diff erence

Tereza Slavíková,
Product Specialist, Aegon Czech Republic 

Czech Republic  

Using our expertise

“ We want to know what our customers’ real risks are.              
What are the biggest risks they’ll face?”
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Capital Talent Expertise Trust Benefi ts Profi ts Society

“Our starting point is always the same: 
what does the customer need?

Read more?
corporatereporting.aegon.com/2013/expertise

“We listen very carefully to what our customers 

are saying. We speak to our brokers. And, of 

course, we look at how our existing products are 

performing. We also do our own analysis. We look 

at the wider picture. We want to know what our 

customers’ real risks are. What are the biggest 

risks they’ll face? That’s where we can really 

make a difference. 

“Take just one example. A few years ago, 

the Czech government changed legislation 

on disability insurance. We recognized that, 

because of this change, people would need more 

protection than was available from the state.

“So, we introduced new disability coverage as 

part of our Invest & Live life insurance product. 

What this means is that we’ll compensate your 

loss of earnings if, as a customer, you’re disabled 

for some reason, and can no longer work. What 

we were doing, effectively, was bridging the gap 

between the state and the level of protection 

we thought people would need. 

“Since the launch, our disability rider has been very 

successful. We’ve made it the centerpiece of our 

life insurance, and now we’re regarded as the 

leader in this area in the Czech market. It’s also 

struck a chord with our customers. Three years 

ago, when we started, the take-up for this rider 

was between 10% and 15%. By the end of last 

year, more than 90% of our Invest & Live 

customers had chosen to add our disability rider.” 

Six
  We have six basic principles of market conduct to 
make sure we continue to treat our customers fairly.
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Generally, our products fall into three main 

categories: life insurance, pensions and 

asset management. Our products are really 

only a means to an end; our purpose, as a 

company, is to provide long-term financial 

security, to protect what’s important to our 

customers, and to help them save and 

invest for the future. And, once they retire, 

we help them manage their assets and 

resources. We believe that everyone, 

regardless of their income, deserves to 

retire with dignity and peace of mind. 

Naturally, around the world, the products 

and services we offer vary – since market 

conditions, tax regulations and the local 

financial structures also vary. Most of our 

businesses offer a range of life insurance 

products, as well as personal and 

company pensions. We also offer health 

and long-term care cover, as well as 

investment products, like annuities and 

mutual funds. Some of our businesses 

also provide general insurance, household 

cover, banking services and mortgages. 

Our customers are not only individuals 

and families, but also companies, pension 

funds and other financial institutions. 

We use our expertise to develop, 
price and market the products and 
services our customers need.

Product improvements

Over the past two years, we’ve reviewed 

many of our products; we’ve re-priced and 

re-designed some, and withdrawn others. 

We’ve also adjusted products in response 

to current low interest rates. In some areas, 

we’ve introduced new products, where we 

see a need and an opportunity. We’ve done 

this, firstly, to make sure we’re providing 

the products and services our customers 

need; secondly, as part of a broader 

strategy to invest more in less capital-

intensive products. This has led us, for 

example, to simplify our savings products 

in the Netherlands, expand our variable 

annuities business and, in the US, introduce 

new forms of health and life cover. 

Over the past year, we’ve also introduced 

new mutual funds in the US in response to 

increased market volatility, new unit-linked 

products in Poland and, in the Netherlands, 

we’ve launched a mortgage fund to help 

increase funding for the Dutch housing 

sector. We’ve also modified some existing 

products because of new legislation: 

a change in the official retirement age in 

the Netherlands for example, or the recent 

EU ruling to end gender-based pricing. 

In many of the changes we’ve made, we’ve 

involved customers. We carry out regular 

customer surveys, and use the findings to 

make improvements. Our customers have 

also been involved directly – in our 

“makeover” programs, for example, aimed 

at simplifying our customer letters and 

other correspondence. 

Product approval

In all our markets, we have a rigorous 

product approval process. We have 

dedicated teams to ensure we’re complying 

with regulations, and to assess possible 

risks, both for Aegon and, more 

importantly, for our customers. We also 

have a Product Pricing & Development 

Policy. This commits us to assessing 

benefits for customers, and taking these 

into account before approving any new 

product or service. It’s not just customers; 

we also go through a similar exercise for 

shareholders and intermediaries. 

This policy ensures a very strong link 

between product development and risk 

management. Alongside the policy, we 

also have our market conduct principles. 

Like the policy, these principles apply to all 

our businesses worldwide, and we expect 

Using our expertise
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both ourselves and our intermediaries 

to abide by them. These principles help us  

ensure we treat our customers fairly, 

that their interests are central to what we 

do, and that we provide them with the right 

products and services. Also, importantly, 

that those products and services perform 

precisely as we’ve led our customers 

to expect.  

All our products play an important social 

role in protecting people’s wealth, property 

and income, in supporting them in often 

difficult times, and in helping them prepare 

for retirement. Like other insurers, we 

support those customers who, through no 

fault of their own, are unable to maintain 

their premiums. We do this by offering 

grace periods, loans, contribution breaks or 

reduced payments, depending on the 

customer’s circumstances.  We also offer 

products specifically for those on low 

incomes including, in Central & Eastern 

Europe, low-cost health, hospitalization 

and accidental death cover. In the US, 

we provide special “membership products”, 

which allow customers to save money on 

essentials like food and prescription drugs, 

as well as low-cost medical care. In Brazil, 

we offer low-cost life insurance to small 

customers over unclaimed life insurance 

benefits. We agreed to make good the 

benefits, plus interest, and said we’d take 

steps to modify some of our procedures.

We’re also restructuring our Aegon Direct 

Marketing Services Europe business – where 

products, in some cases, were not meeting 

our expectations. We decided last year to 

stop sales of these products in France, Italy 

and Spain, and to close operations in these 

countries. Sales have also been suspended 

temporarily in the UK. We’re busy upgrading 

existing customers to enhanced products, 

where possible.  

My Family in Brazil
Over the past few years, we’ve been 

working in Brazil with micro-finance 

specialists Finsol to help support 

thousands of small business owners in 

the north-east of the country. Most of 

these business owners don’t have access 

to conventional forms of credit. Finsol 

lends them money, usually to buy new 

stock, bring in new equipment or 

refurbish their premises. Alongside, we 

offer basic life insurance – through our 

“My Family” product – for the equivalent 

of just over $4 a month. My Family 

provides not only life cover, but also 

food stamps and funeral assistance, 

and helps ensure families are not left 

in debt should the worst happen.  

business owners through our partnership 

with Finsol, a micro-finance firm. We also 

market products to specific groups. In Spain, 

China and Hungary, for example, we offer a 

package of life insurance and other products 

aimed specifically at women. We also have 

products aimed specifically at customers 

with chronic medical conditions that make 

it difficult to access conventional insurance, 

including coverage for diabetes sufferers 

in the Czech Republic and, in Slovakia, for 

men in the early stages of prostate or 

colorectal cancer. 

When we do have problems with our 

products, we work hard to address them. 

Where appropriate, we’ve paid 

compensation, adjusted the terms of our 

policies and, in certain cases, made good 

on losses experienced by our customers. 

Over the past year, we’ve paid 

compensation on our KoersPlan saving 

policies in the Netherlands, most of which 

were sold in the 1990s. In the UK, we’ve 

worked to correct failings with our 

customer records. And, in Poland, we’re 

currently addressing a problem with 

surrender charges on one of our investment 

products. In the US, we were one of a 

number of insurers last year to settle with 
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Marianne Oomkes
Senior Account Manager, TKP Investments

The Netherlands

Building trust

Read more?
corporatereporting.aegon.com/2013/trust

“ As part of Aegon, TKP Investments serves 
pension funds here in the Netherlands. 

“We advise them, and help them put together 

investment portfolios that meet their needs. It’s 

an honor that these funds put so much trust in us. 

“When we look at investments, of course financial 

returns are important. But we’re looking at 

more than just the numbers. We also look at 

environmental, social and other governance 

factors. We do so because we believe this 

approach can help our clients manage risk and, 

ultimately, improve returns. It’s important that 

we remain engaged – both with our clients and 

with the world around us.

“As a multi-manager, we work with external 

fund managers, and make sure they incorporate 

these factors into their analyses. We also run 

a screening program, which sets out minimum 

standards for companies we invest in. When 

companies don’t meet our standards, we’ll 

engage with management and, where we can, 

we’ll try to change attitudes and behavior. 

It’s about using our influence as an investor 

constructively. And, if a company doesn’t change, 

we still have the option of excluding them. 

“Of course some customers may want to take 

a more definite stand – they may wish to focus 

more on investments that will bring specific 

benefits in social or environmental terms. If so, 

we’ll help put together an investment portfolio 

built around these requirements. 

“Whatever the objectives, the basic principle 

remains the same: that our clients can be 

confident we’ll invest their money responsibly, 

and we won’t compromise the financial returns.” 

Capital Talent Expertise Trust Benefi ts Profi ts Society

€3billion
We have nearly €3 billion invested in 

areas like affordable housing and 

renewable energy – impact investments 

that deliver the financial returns we 

expect, but also bring real social or 

environmental benefits. 
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Remaining 
engaged

“Our clients can be confident that 
we’ll invest their money responsibly.”
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Most of our products are sold via 

intermediaries – brokers, banks, agents 

and independent financial advisors. 

These channels remain important to us. 

But the way our products are bought and 

sold is changing. In recent years, we’ve seen 

an increase in direct sales – through 

worksite marketing, our own agents or 

online. These direct-to-customer sales 

account for around 12% of our total, and we 

think they will increase in the years ahead.

 

Two main factors are driving this change: 

• Firstly, our customers are changing: 

they’re more willing to research and buy 

financial products online. Since the 

financial crisis, they’re more aware of 

risk. They’re also aware that they need 

to take more personal responsibility for 

their long-term finances. Ultimately, they 

know that many governments can no 

longer afford generous state pensions. 

• Secondly, legislation is changing our 

industry. In some European countries, 

new rules have effectively ended 

commissions to brokers and other 

intermediaries. In the UK, auto-

enrollment has brought millions of new 

savers into occupational pension plans. 

In addition to these factors, we’ve also 

re-thought our approach. In the past, 

we put a lot of emphasis on manufacturing 

products. We relied on brokers to sell these 

products and maintain the relationship 

with the customer. While brokers remain 

important, we now need to forge much 

closer relations with our end-customers. 

Already in the UK, we’re seeing more 

customers buying direct, rather than 

through intermediaries. In 2012, according 

to the latest research, roughly a quarter of 

the country’s better-off customers were 

already saving or investing directly1. 

Investing in new distribution

As a result of these changes, we’re currently 

investing more in distribution. We’re 

expanding and renewing existing channels:

• We’re increasing distribution through 

banks. We have a new partnership in 

Spain with Banco Santander, and 

with Barclays Bank in the UK. 

• In the US, thanks to our mix of products, 

we’ve been able to broaden our 

network. Currently, around 20% of our 

US life and protection sales are made 

through distribution added in the past 

five years. 

Building trust

When they buy our products, 
customers entrust money to us. 
We invest it responsibly, protect its 
value and, over time, make it grow.

1 Source: Navigant Consulting.

Retirement trends
We publish regular research into 

attitudes toward retirement. Our 

independent, non-profit Transamerica 

Center for Retirement Studies has 

been tracking US opinion for the past 

fourteen years. Last year, we helped 

set up a companion organization, the 

Transamerica Center for Health Studies. 

Together, the two centers will operate as 

the Transamerica Institute. We publish 

our “Changing Face of Retirement” report 

twice yearly. The report is based on 

research from across the US, Europe and 

Asia. The most recent edition, published 

in November last year, looked at how 

young people are adjusting to changes 

in pension provision.
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We’re looking to sell more through 

non-traditional channels: 

• In the Netherlands, we have partnerships 

with the drugstore chain Kruidvat, and 

with the energy firm Eneco. In Asia, 

we’re working with tmall.com, one of 

China’s largest retail websites. 

And, we’re investing in online services:

• We now offer online products in the US, 

the Netherlands and the UK, as well as 

across Central & Eastern Europe, Spain, 

China, Brazil and India. In the US last 

year, we launched Transamerica Direct, 

allowing customers to research and buy 

products online. Ninety percent of our 

businesses worldwide offer online 

services, from application and claims 

forms to online customer support. 

• At the same time, we’re also investing 

in new business models. In the 

Netherlands, we’ve launched an online 

bank and last year, through Kroodle, we 

became one of the first companies to 

offer general insurance through social 

media. Our sales online, we believe, will 

bring significant opportunities in the 

years ahead. 

other professional investors. Our first 

responsibility is to get the best possible 

returns, both for ourselves and our 

customers. We have a good record 

in this respect. Last year, 87% of our 

flagship funds in both the US and the 

Netherlands outperformed their relevant 

benchmarks. In the UK it was 59%. 

Growing business
We’re always looking for ways to expand 

our distribution. In the US, we signed two 

new partnerships last year for our growing 

variable annuities business. One is with 

the financial services firm Edward Jones, 

which works through more than 12,000 

advisors across the US. We also launched 

a new private label variable annuity 

product with Voya Financial, formerly 

ING US. Together, these partnerships will 

give us access to millions of new 

customers – and will complement our 

existing distribution, mainly through fee 

planners, wirehouses, banks and brokers. 

Our US variable annuities business has 

been growing significantly – something 

we want to replicate in Europe and Japan. 

In 2013, we registered variable annuity 

deposits in the US of almost $8 billion, 

up from just over $5 billion the year 

before. Unsurprisingly, since the financial 

crisis, demand has increased: variable 

annuities offer investors guaranteed 

income, an important benefit in times of 

financial market volatility. 

We’re also looking at new ways to support 

our brokers:

• In many countries, we’ve also expanded 

online services to intermediaries. One 

example is the UK, where we’ve put in 

place an online platform, called Aegon 

Retirement Choices (ARC). This platform 

gives financial advisors online access to 

our range of products, and helps them 

match the right product to the right 

customer. Launched two years ago, 

ARC already has more than £1.3 billion 

in assets under management. 

Responsible investment

When customers buy our products, whether 

directly or through an intermediary, they’re 

entrusting their money to us. We do our 

best to invest this money responsibly, 

sometimes taking on risk on their behalf, 

protecting its value, and – over time – 

growing that value. In all, we have just 

over €475 billion in revenue-generating 

investments. Just over half is money from 

our own account. The rest is money we 

manage on behalf of our customers and 

clients, which include not only individual 

policyholders, but also pension funds and 
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As well as securing financial returns, 

we think we can use our investments 

to promote sustainable economic growth, 

providing we invest responsibly. As a 

company, we see no contradiction 

between financial returns and responsible 

investment. On the contrary, we believe 

responsible investment helps protect 

investors, identify risk, and may even 

improve returns over the longer term. 

So, how do we go about responsible 

investment? How do we invest for 

sustainable economic growth?

• Firstly, by trying to make sure we take 

environmental, social and governance 

factors into account when we invest. 

• Secondly, by directing some of our 

investments toward areas which bring 

direct social or environmental benefits 

(as well as financial returns). 

Three years ago, we introduced a 

Responsible Investment Policy, which 

covers our businesses worldwide and all 

major asset classes. This policy sets out 

minimum standards in fourteen areas 

– child labor, for example, but also the 

environment, discrimination, working 

conditions, forced labor, corruption and 

corporate governance. We assess whether 

Our records as an investor

21
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1 “ Votes against / abstentions” can be seen as a proxy for effective monitoring by institutional investors. Votes with 
management, of course, include a large number of routine resolutions related to corporate governance and the 
publication of accounts.

the companies we invest in are meeting 

these standards, whether they have risks 

in these areas and, if so, whether they’re 

taking steps to address them. In cases 

where we think the standards are not being 

met, we may engage senior management 

to try to bring about a change in the 

company’s practices. With investments in 

thousands of companies worldwide, we 

clearly cannot engage with every company 

we invest in. Last year, however, we engaged 

with more than 200 on issues ranging from 

executive pay and human rights to care of 

the environment. Individual engagements 

during the year totaled 326. We engage 

with those companies that present the 

biggest risks, and where we have a 

significant investment. We take our role as 

a shareholder seriously. Last year, we voted 

at 329 shareholder meetings in the UK 

alone, 21% of the time either voting 

against proposals or abstaining1. 

We reserve the right to exclude investment 

if, after engagement, companies still don’t 

meet the standards we’ve set out. There are, 

in addition, some investments we exclude 

as a matter of policy. We won’t, for example, 

invest in companies involved in controversial 

arms like cluster bombs, chemical weapons 

or anti-personnel mines. We also exclude 

bonds and other securities issued by 

governments that systematically breach 

internationally-recognized human rights. 

Our Responsible Investment Policy is 

essentially about identifying risk, managing 

that risk, and protecting both our customers’ 

investments and our own reputation. 

Alongside the policy, we also make “impact 

investments” – investments that deliver 

the kind of financial returns we expect, but 

also bring very definite social or 

environmental benefits. Currently, we have 

almost €3 billion in impact investments 

– in areas like low-cost housing, renewable 

energy and sustainable timber. In the US, 

for example, we have more than €165 million 

invested in wind farms. Together, these 

wind farms generate enough electricity to 

power some 65,000 homes. We also invest 

in development banks and last year, for the 

first time, we invested in solar power tax 

credits and green bonds. In some cases, 

these investments are also driven by tax 

advantages or, in the case of timber for 

Building trust
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example, the need to invest in long-term 

assets to match the long-term liabilities 

we carry naturally as a provider of life 

insurance and pensions. 

These are all investments we make; we also 

offer socially responsible investment funds 

that our customers can invest in. At the end 

of 2013, these funds in the Netherlands, 

the UK and Hungary (which screen out 

investments in areas like tobacco, arms 

and alcohol) had assets under management 

of just over €1.87 billion. We also have 

separate green and socially responsible 

investment funds in China, which manage 

a further €895 million.

Through our products, we also 

protect what’s important to our 

customers; we manage risk on 

their behalf and help them save 

and invest for the future.

Our products protect what’s important to 

our customers: their lives, their health, 

their savings and their property. When they 

buy our products, customers are effectively 

transferring risk, and asking us to manage 

that risk on their behalf – whether that’s 

the cost of healthcare, the sudden loss of 

income because of the death of a loved 

one, or the risk, for example, that financial 

markets will fall and drastically reduce 

their pension savings. Our business is to 

accept that risk, manage it effectively and 

continue to pay out claims and benefits on 

time, and as our customers would expect, 

even in extreme market conditions. 

Most of the risk we take on relates to 

financial markets – to fluctuations in share 

prices, in interest rates and corporate 

bonds. These fluctuations may affect not 

only the value of our investments, but also 

our earnings. Over the past few years, 

we’ve managed to reduce our exposure to 

financial markets. We’ve done this partly 

by changing our approach and generating 

more of our earnings from fees, rather than 

spreads on interest rates. We’ve scaled 

back, for example, our sales of fixed 

annuities. We’ve also hedged more of 

our exposure to equity markets, which 

effectively limits our losses when share 

prices go down (and, correspondingly, our 

profits when prices go up). 

Reducing risk means we free up more 

capital – since the amount of capital we 

hold is directly related to the risks we’re 

willing to take on. This capital can then 

be invested elsewhere in our businesses.  

Lower risk also means that our earnings 

and our capital position are less vulnerable 

to movements in financial markets. 

We take on more than just financial risk, 

of course. To a large extent, our earnings 

depend on whether claims from customers 

correspond to the assumptions we make 

when pricing our products. Consequently, 

changes in mortality rates, life expectancy, 

morbidity or policyholder behavior may 

all have a significant effect on our financial 

results. As an insurance company, we may 

choose to accept more underwriting risk, 

especially in areas we think offer strong 

growth and high returns, and where we’re 

confident we can manage that risk 

effectively. In the day-to-day management 

of our businesses, we also face risks in 

other areas – legal risks, for example, or 

risks related to our working environment, 

our systems and processes or our 

reputation as a responsible company. We 

have policies in place to make sure we take 

environmental, social and governance 

factors into account when making our 

investment and procurement decisions. 

We also have an anti-corruption policy, 

strict procedures for following up on 

complaints, and a Code of Conduct that 

sets minimum behavioral standards for all 

our employees worldwide. When problems 

arise, we work closely with the authorities 

to solve them. In China, we’re currently 

working with regulators to further tighten 

controls and protect policyholders after a 

case of fraud at one of the country’s 

leading insurance brokers. Our joint venture 

in China, Aegon-CNOOC, was one of six 

insurers affected. We also modified 

procedures in Poland and the US last year 

after frauds involving outside parties. 

Managing risk means having the right 

policies in place and the right governance 

structure. Based on our strategy, we know 

how much risk, and what type of risk, we’re 

willing and able to take on. We have a series 

of policies that set out guidelines and 

specific limits on the risks we accept. 

We assess risks – both financial and non-

financial – and run frequent analyses and 

stress tests. There’s also a clearly-defined 

system of governance that ensures 

effective risk management takes place 

at all levels of the company. Our senior 

management are responsible for 

deciding our “risk appetite”, while Internal 

Audit and our Supervisory Board provide 

an independent check that our risk 

management system is working as intended. 

And we make sure that the way we structure 

our incentive payments won’t lead to 

excessive risk-taking. We also have a 

strong risk culture within the company 

– something that we measure through our 

once-a-year employee engagement surveys. 

We want to be certain that our employees, 

even under pressure, will “do the right 

thing, the right way, at the right time.” 
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Insurance at 
your fi ngertips

Harshal Shah 
Director of Marketing, Aegon Religare

India

Creating benefits

“ Over the past three years, the number 
of Internet users in India has doubled.”
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“  More people are going online to buy life insurance 
– because it’s quick and easy.

Capital Talent Expertise Trust Benefi ts Profi ts Society

Read more?
corporatereporting.aegon.com/2013/benefits 80%

  Last year, nearly 80% of our sales in India 
were direct to customer. 

“At Aegon Religare, we were the first in India to 

sell life insurance online. Now we offer a complete 

range of products: iTerm, which is life protection; 

a health plan called iHealth; a unit-linked 

investment product called iMaximize; and a 

savings plan, called iGuarantee. We want to 

expand our platform further. Soon we’ll also 

have cancer coverage and products aimed 

specifically at women. 

“Our platform has grown in leaps and bounds. It’s 

built around three basic ideas: being simple to use, 

quick and affordable. Today, we have more than 

70,000 online customers across India. Together, 

they have about €4.4 billion worth of cover.

“In India, we’ve got the third largest Internet 

population in the world – 205 million users. 

That’s roughly the same as the combined 

populations of Germany, the UK and France! 

And, over the past three years, the number of 

Internet users in India has doubled. 

“People want choice. They want information 

at their fingertips. And they want it all to be 

simple and straightforward. The Internet gives 

them that. People in India are just like people 

anywhere else – they want buying life insurance 

to be as easy as going online to buy books, 

or to book a hotel room.”
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Last year, we paid out just over €20 billion 

in claims and benefits to our customers. 

That’s a very significant contribution to the 

economies in which we operate, as well as 

to the well-being of millions of Aegon 

customers around the world. Even so, how 

do we know we’re meeting our customers’ 

expectations?

We spend a lot of time listening to our 

customers; our businesses worldwide have 

dedicated call centers, and send out millions 

of emails and letters each year. In some 

countries, we also have advisory panels or 

“arenas”, where customers can give their 

Creating benefits

From the returns we make, 
we pay out benefits, annuities, 
pensions and other claims 
to our customers.

sort customers – and brokers – into 

“promoters”, “detractors” and “passives”. 

Then, by addressing customers’ concerns, 

we can turn “passives” and “detractors” 

into “promoters” and, in doing so, further 

improve our products and services, 

attract new customers and convince 

those we already have to stay with us 

longer. At the same time, we can see from 

our “promoters” what, as a company, 

we already do well. NPS provides a very 

practical way of improving our products 

and our customer service. Over the past 

two years, we’ve introduced a number of 

improvements as a result of NPS, including 

better customer communications, clearer 

product documentation and, in the 

Netherlands, a more efficient approach to 

product development.

We’ve also started to incorporate NPS into 

our business targets and, in some places, 

our incentive pay structures. We also use 

other targets locally to drive improvements 

– like the number of complaints or 

customer waiting times at call centers. 

In addition, we measure “persistency”, the 

percentage of customers deciding to retain 

their policies or investments and remain 

with Aegon. And, of course, our sales and 

deposit figures give us a good idea of how 

much of that customer loyalty is flowing 

through to the company’s top-line. 

feedback directly. And, of course, we 

provide customer support online and, 

increasingly, via social media. We also carry 

out regular surveys; these surveys help us 

identify – and correct – weaknesses in our 

products and our customer service. 

We regularly measure “customer loyalty”. 

We’re not interested in just customer 

satisfaction, but rather if customers are 

willing to recommend Aegon to their friends 

and family. That’s why almost all our 

businesses use the Net Promoter Score 

(NPS). NPS ranks our performance on a 

scale of 0 to 10. Using the results, we can 

Americas:
€7.8 billion

UK:
€7.9 billion

Netherlands:
€3.8 billion

Others
€0.7 billion

In 2013, we paid out more than €20 billion in claims, 

pensions and other benefits to millions of our 

customers in the Americas, Europe and Asia. 

End
2012

End
2013

NPS
introduction

End
2011

End
2010

We introduced the Net Promoter Score in 2010, as our 

preferred measure of customer loyalty. Since then, 

we’ve been rolling out NPS across our businesses in the 

Americas, Europe and Asia. By the end of 2013, 94% of 

our businesses worldwide were using NPS. 

Net
Promoter

Score

33

55

74

94

Customer claims and benefits
in billi

Net Promoter Score
in %
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Our brands
We have two main brands: Transamerica 

(mainly in the US and Canada), and Aegon 

(mainly in Europe and Asia). In recent years, 

we’ve streamlined our brands. In the UK, for 

example, we’ve discontinued the Scottish 

Equitable brand. And in the US we’ve 

brought our brands under the Transamerica 

name. For us, this is important: it helps us 

build better awareness and create a more 

global name. We support our brands 

through sponsorships. We’re currently the 

main sponsor of tennis in the UK, and the 

Dutch soccer club Ajax. We also support 

golf, rowing, skating and the arts. In the US, 

our recent ad campaigns – “We are the 

Tomorrow Makers” and “It’s Real Now” 

– have raised Transamerica’s profile among 

potential customers. Our two main brands, 

Aegon and Transamerica, use common 

guidelines, and a single tagline: 

Transform Tomorrow. 

Step by step
We use feedback from customers to make 

improvements to our products and services. 

One example is our business in the 

Netherlands. Here, we have a systematic 

approach to gathering and using customer 

input, based on three principles: Listen, 

Learn and Do. Last year, based on customer 

input, we introduced an online tracker, 

which allows customers to follow their 

mortgage application step by step – from 

the initial paperwork all the way to the 

moment we can release funds to their 

solicitor and they can move in to their new 

home. In Central & Eastern Europe, by 

focusing on improving customer service, 

we’ve substantially reduced first-year lapse 

rates. Our figures show that, between 2010 

and 2012, the number of customers failing 

to renew their policies after one year came 

down in Hungary, Poland, the Czech 

Republic, Slovakia, Turkey and Romania. 

Smart governance
Pension regulators have identified a lack 

of governance as one of the biggest threats 

to company pension plans in the UK. 

In response, we’ve developed Aegon Smart 

Governance – a system that helps 

companies improve their pension fund 

management. Smart Governance allows 

companies to analyse their workforce, 

splits employees into different groups 

according to age and circumstance, and 

pinpoints those groups that may be saving 

too little for their retirement. By doing so, 

companies are able to target their pension 

advice more effectively. It’s a win-win: 

employees have the opportunity of a better 

pension, while companies get employees 

who feel more valued and therefore likely 

to stay longer. In the UK, this is particularly 

important; last year, government reforms 

brought an estimated 7.5 million new 

savers into UK company pension plans. 

10,000+
We take thousands of customer calls a day; 
our call centers in Spain alone handle 
more than 10,000 calls a month. Every call 
is an opportunity for us to improve our 
customer service.
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Sharing profits

Appreciating 
value 

Darryl Button 
CFO, Aegon N.V.

In 2013 Aegon introduced a new 
financial strategy through 2015. 
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Aegon CFO Darryl Button talks about the value of 
the strategy to the company and its stakeholders.

Capital Talent Expertise Trust Benefi ts Profi ts Society

Read more?
corporatereporting.aegon.com/2013/profits

What is Aegon’s financial strategy?

A set of measures and targets to strengthen the 

company’s financial position. The objective is to 

achieve long-term stability and growth to 

generate capital – cash. We then invest that capital 

in ways that make good, long-term sense for our 

businesses, shareholders and strategic priorities.

Why is the strategy important to Aegon?

Because it means that our customers are able 

to depend on us. What we do at Aegon is to sell 

a promise to provide for our customers through 

a claim, benefit or pension. Since many of our 

products last a lifetime, we need solid financial 

foundations to fulfill those promises. The strategy 

delivers that stability, allowing us to keep our 

promises, and share some profit with investors. 

The strategy also generates the capital we need to 

drive innovation at our company – something that’s 

become a necessity rather than a luxury. From 

2013 to 2015, we expect to generate significant 

excess capital after expenses and investments. 

New products, markets, technologies and ways of 

working all require capital.

What role does Aegon’s strategy play in the 

investment of this capital?

It gives us a framework for investing our capital 

to generate stronger growth prospects and higher 

returns over the long term. Its clarity and 

consistency keeps our investments efficient 

and effective. 

Over the three years from 2013 to 2015, we'll 

be investing our excess capital in three areas. 

Firstly, to renew our existing products and 

businesses, explore new opportunities and to 

enhance shareholder returns. Then, we'll use 

the remainder to reduce our debt, and pay out 

dividends to our shareholders.

The strategy has been recognized for its trans-

parency. Why is transparency important to you?

The financial crisis of 2008 hit while I was CFO of 

our American business Transamerica. I saw not just 

the crisis’ financial impact but also its reputational 

impact on our company and industry. Financial 

institutions like ours must continue to work hard 

for the trust of our customers. Transparency is 

critical – not least because our customers demand 

of us greater availability, accountability and 

responsibility. Publishing our financial strategy 

and goals also signals absolute conviction in what 

we do. Furthermore, it drives clear policy creation 

throughout our organization – improving 

consistency, comparability and transparency. 

Our financial strategy is about more than the 

numbers – it builds trust and stability. That 

benefits all of our stakeholders in the value chain, 

positioning us for further growth.

€810
 million

Over the past twelve months, we’ve paid out 

€430 million in dividends and another €380 million 

in coupons to our investors.

+43%
In 2013, Aegon’s share price gained almost 43%; 

by the year end, our shares were at their highest 

value since the start of the financial crisis in 2008.  
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In recent years, we’ve seen a significant 

improvement in our earnings. In 2008, 

we made a loss of just over €1 billion; at 

the time, we were feeling the full effects of 

the global financial crisis. Each year since, 

we’ve made a profit. In 2013, our net income 

totaled €849 million. Meanwhile, our 

underlying earnings before tax have 

increased in each of the past three years. 

During this time we’ve improved our 

profitability by reducing risk, cutting costs 

where possible, being disciplined with our 

pricing, and directing more of our capital 

to areas we think will offer the best returns 

and the strongest growth. We’re now 

seeing the benefits of this approach flow 

through to our earnings. 

Sharing profits

We also make profits, which we 
share with our investors through 
dividends and coupon payments. 

Stoxx Europe 600
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Aegon AEX
(NYSE Euronext Amsterdam)

Share performance
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Making profits means we’re able to re-invest 

in our business; it further strengthens our 

capital position, and it means we’re able to 

pay more in dividends to our shareholders. 

Ultimately, what we pay in dividends 

depends on the company’s earnings, capital 

position and, finally, market conditions. 

In paying dividends, we try to offer the best 

possible returns for our investors. One of our 

priorities is to make sure we pay sustainable 

dividends to our shareholders. In each of the 

past two years, we’ve increased dividends 

by approximately 5%. Last year, our total 

dividend payments to shareholders rose by 

just over 26% to €430 million.

€0.22
For 2013, we've proposed a total dividend 
of €0.22 a share, an increase of almost 5% 
compared with the previous year.

For 2013, we’ve already paid out an interim 

dividend of €0.11 / share. A final dividend 

– for the same amount – will be submitted 

to shareholders for approval at our 

annual General Meeting of Shareholders 

in May this year. 

Total shareholder returns came to 49% in 

2013 – a result of higher dividends and 

a significant increase in Aegon’s share price. 

Aegon shares closed at just above €6.86,  

nearly 43% over the twelve month period. 

This increase took Aegon shares to their 

highest level since the start of the financial 

crisis more than five years ago. The rise in 

Aegon’s share price last year was due 

mainly to better financial market conditions 

and improved company earnings. 

In addition to dividends, we also paid some 

€380 million last year in coupons to holders 

of Aegon bonds. 
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Where do our profits come from?
We have three main sources of revenue: fees and commissions, income from the 

investments we make and, by far the most important, the premiums paid in by our 

policyholders. In addition, we have income from financial transactions, which can 

vary from year to year depending on market conditions. 

Alongside our income, we also have costs. These include the claims and benefits we pay 

our customers, which account for around three-quarters of the total. We also have our 

own operating expenses, and the commissions we pay when brokers and other 

intermediaries sell our products. We also sometimes take impairments when we believe 

an investment has permanently lost value. Recently, we’ve seen a reduction in these 

impairments, as economic conditions have improved. 

Before we get to our net earnings, we have to take into account two other main factors: 

“fair value items” and tax. Under accounting rules, we must first consider the market 

value of some of our existing investments before we can calculate our net profit. This 

may show a gain or a loss, depending on financial markets. Given the size of our 

investments, these fair value items may represent a very significant amount. 

Equally, we pay corporate income tax on our earnings. Our annual profit & loss 

statement includes our estimate of the amount of tax relating to that year. This is 

distinct from the amount we pay, which may include not only tax on that year’s earnings, 

but also payments from other years. In addition, some tax items are not recognized in 

the company’s profit & loss statement, but directly in equity.

 

Along with our net income, we also publish a figure for what we call underlying earnings 

before tax. This is our preferred measure of profitability. It strips out factors that are 

largely outside our control – tax, impairments, fair value items, and any losses or gains 

we make on investments. As such, it gives us a much better picture of how our underlying 

businesses are performing. 
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Since the financial crisis, we’ve increased our earnings. 

Underlying earnings before tax – our preferred measure 

of profitability – have risen by nearly 68% since their 

low point in 2009.  
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How did we do in 2013?

We had a good year in 2013. Our businesses 

performed well; we completed most of our 

restructuring, continued to strengthen our 

capital position and kept tight control of 

pricing. We also invested in new growth, 

took opportunities to expand in developing 

markets, and invested in new distribution. 

With cash flows also strong, we’re well 

placed to continue to grow our businesses.

 

Our underlying earnings before tax for 

the year rose 5% to just under €1.95 billion. 

This was thanks to continued business 

growth and the impact of higher equity 

markets, offset in part by a weaker 

US dollar. Earnings were up in both the 

US and the Netherlands, though the 

UK and New Markets (which includes 

Central & Eastern Europe, Asia and our asset 

management operations) showed declines.

Our net income was lower at €849 million. 

This was due partly to losses on some of 

our equity hedges, put in place to protect 

Aegon’s overall capital position. There were 

also losses relating to adjustments we 

made in our market assumptions. We had 

to lower both our interest rate assumptions 

and expected returns from equity markets. 

Taken together, these losses more than 

offset an increase during the year in 

realized gains on investments, lower 

tax charges and a decline in impairments 

– usually a good sign that economic 

conditions are improving. 

Sales rose 6% to nearly €7.2 billion 

– the result of strong growth in variable 

annuities, US pensions and third-party 

asset management. Gross deposits rose 

during the year to over €44 billion, while 

net deposits more than doubled to 

€8.3 billion. Value of new business rose 

sharply in 2013 – by more than half to 

€986 million, driven by higher sales and 

an improvement in margins. 

Operating expenses increased just 5%, 

with additional restructuring charges, 

particularly in the UK, offsetting overall 

cost savings. During the year, we continued 

to pursue cost savings. Initiatives included 

the creation of a shared service center 

in the US, further cost savings in the 

Netherlands and restructuring in both 

the UK and at Aegon’s Corporate Center. 

Aegon’s capital position remained strong. 

By the end of the year, our overall 

Insurance Group Directive solvency ratio 

stood at 212%, thanks to strong local 

capital positions; our three main operating 

units, in the US, the Netherlands and the 

UK, all maintained positions above internal 

target levels.  

Revenue-generating investments 

increased during the year to just over 

€475 billion, reflecting growth in fee 

business and strong net inflows from 

Aegon’s asset management operations. 

Over the past five years, Aegon’s revenue-

generating investments have risen by 

more than 43%. 

Alongside our strategy, we’ve also set 

ourselves a series of financial targets 

for 2015. These targets will help 

ensure our businesses are managed 

both for profitability and for the 

returns they offer over the longer term. 

By the end of last year, we were on 

track with two of our targets; further 

progress is needed, however, on 

earnings and return on equity. 

7.4%
Achieve a return on equity of between 

8% and 10%. 

Performance 2013

Target 2015

Corporate ventures
At the beginning of this year, we 

launched an international corporate 

venture fund, based in the US. 

The Fund will have €100 million to 

invest in new financial technology firms 

– everything from mobile distribution 

and data processing to new financial 

management platforms for customers. 

The fund’s aim is to support the 

development of new technologies 

that will improve service to customers 

and help Aegon grow its business.
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Our earnings
In € million 2013 2012 % 

Underlying earnings before tax 
Americas 1,369 1,366 -

Netherlands 355 325 9%

United Kingdom 98 110 (11%)

New Markets 236 274 (14%)

Holding & other activities (113) (224) 50%

Total 1,945 1,851 5%

Fair value items (1,309) 11 -

Realized gains / (losses) on investments 502 407 23%

Impairment charges (121) (176) 31%

Other income / (charges) (52) (162) 68%

Run-off businesses 14 2 -

Income before tax 979 1,933 (49%)

Income tax (130) (351) 63%

Net income 849 1,582 (46%)

Operational free cash flow for the year 

amounted to over €1.5 billion. After 

adjustments for market impact, that’s 

equivalent to €1.34 billion, in line with 

our medium-term target.

At an operating level, our businesses in 

the Americas reported a 3% increase in 

underlying earnings before tax – the result 

of strong growth in US pensions and 

variable annuities. Pensions also helped lift 

underlying earnings in the Netherlands; 

they rose 9% to €355 million. In the UK, 

Grow underlying earnings before tax 

by an average of 7% – 10% a year 

between 2012 and 2015.

Double fee-based income to between 

30% and 35% of overall underlying 

earnings before tax.

Increase annual operational free 

cash flow to between €1.3 billion 

and €1.6 billion*.

5.1% 33% €1.34
billion

underlying earnings were lower at 

£84 million, while New Markets saw 

a decline of 14% to € 236 million.

Accounting changes
At the beginning of 2014, we brought in 

some accounting changes. These changes 

will affect our earnings this year, and our 

shareholders’ equity. We expect our 

underlying earnings before tax to go up 

by approximately €80 million. Our 

shareholders’ equity, however, will go down 

by between €2.2 billion and €2.5 billion. 

The changes relate to two items. First, 

we’re changing the way we calculate 

some of our reserves to take longer life 

expectancy rates more into account. 

This will have the effect of increasing 

our reserves. Second, we’re changing 

the definition we use to classify policy 

acquisition costs, which means these 

costs will now be listed as an asset on 

our balance sheet. Taken together, 

these changes, we believe, will improve 

the consistency, comparability and 

transparency of our financial results. 

* After adjustment for market impact.
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Douglas Weih
Head of Structured Bond Trading and 

Portfolio Management, Transamerica, 

United States

Capital Talent Expertise Trust Benefi ts Profi ts Society

Contributing to society

“Cedar Rapids was hard hit by the floods of 2008, 

and we wanted to give back to some of the 

communities worst affected. Most of all we 

wanted something sustainable – something that 

would stand the test of time.

“Over the past year or so, we’ve been working 

alongside local volunteers to build an urban farm 

in an area that was devastated by the floods. 

“It was the perfect project. The farm creates 

an environment in which neighbors can work 

together to grow fresh produce that their families 

can eat or that they can sell to earn money. 

“More than that, the farm teaches kids the 

importance of healthy eating – at a time when 

obesity generally has become a real problem. 

We even built a playground in the middle of the 

farm, so the project also makes food fun. 

“The farm is something that will benefit our 

community, and teach kids valuable, lifelong 

lessons. To know that you played even 

a small part in bringing that about is a really 

rewarding experience.” 

“I’m very proud to work for a company that has a real 
culture of doing the right thing by its local communities. 

Read more?
corporatereporting.aegon.com/2013/society

€1.35  billion

$5.4 million

We paid €1.35 billion last year to suppliers 

of goods and services. In doing so, we support 

thousands of local businesses.

Last year, our Transamerica Foundation gave more

than $5 million to good causes across the US. Most of

the money was spent in our two biggest home states,

Iowa and Maryland.
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Giving back
“ We’re teaching kids the importance of 
healthy eating, and, at the same time, 
making food fun.”
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As we’ve seen, we make a significant social 

contribution through the financial products 

we offer and the investments we make. But 

we’re also a buyer of goods and services. 

We pay hundreds of millions in tax, and 

we support the local communities in which 

we operate. 

Last year, we paid out €1.35 billion to 

suppliers of goods and services. 

Most of that went on IT. We also buy 

office equipment and utilities, like gas, 

water and electricity for heating and 

cooling our offices. In addition, we spend 

a considerable amount every year on 

consultancy and other support services. 

For many of our partners, we’re an 

important client, and a significant source 

Contributing to society

We make contributions to wider 
society through the tax we pay, the 
goods and services we buy and the 
community investments we make.

of income for their businesses. Through 

them, we’re supporting the creation of 

jobs and further economic growth. 

When we select our suppliers, cost is 

an important consideration. But we 

also want to know that we’re working 

with suppliers who share our values. 

Last year, we introduced a Sustainable 

Procurement Policy. This policy applies 

to all our businesses worldwide. Similar 

to our Responsible Investment Policy, 

it sets out minimum environmental and 

social standards for our suppliers; it also 

provides for regular risk assessments 

and engagement with those suppliers we 

believe are not living up to the policy’s 

standards. 

Overall, we don’t believe  we have significant 

risks in this area. Because of the nature of 

our business, we don’t have a particularly 

long or complicated supply chain. The 

policy, however, helps us safeguard both 

our reputation and our security of supply. 

Through our procurement, we have an 

opportunity to support sustainable 

economic development; that means making 

sure we work with suppliers that help 

protect the environment and respect 

international labor standards. 

We have businesses in more than twenty-

five countries around the world. We have 

to work with tax authorities in each of 

those countries, which can make tax a 

complex issue for us. We work, of course, 

Aegon spending on goods & services
in € billion
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1.30 1.35 23%
In 2012, breast cancer accounted for almost a 
quarter of all critical illness claims we received 
in the UK. In total, we paid out £5.5 million in 
claims. At the moment they made their claim, 
our customers were on average just 46 years 
of age. We’ve been working in the UK and 
elsewhere to promote greater breast cancer 
awareness. Currently, we pay breast cancer 
claims within 6-7 weeks; we’re continually 
looking for ways to reduce this further.
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within rules set by governments. Our 

approach is to try to optimize our tax 

position – to make sure, firstly, that we’re 

not paying too much tax, which would put 

both our business and our shareholders at 

a disadvantage. At the same time, we have 

a role to play in supporting public services 

through the taxes we pay. Last year, we 

paid just under €164 million in corporate 

income tax. Aside from that, we also pay 

taxes as an employer, and value added 

tax on certain goods and services. In some 

cases, we act effectively as a “tax collector” 

for government – through employees’ 

social security contributions, for example, 

or by withholding tax on payments to 

policyholders. 

As a company, we discuss tax with local 

authorities. We ensure that we understand 

tax regulations in force, that we are 

interpreting them correctly, and ultimately 

that we are paying the correct amount. 

We publish the amount of corporate 

income tax we pay every year, both on 

an aggregate basis and by individual 

reporting unit. Of the amount paid in 2013, 

more than 90% was to tax authorities in 

our three main markets: the US, the 

Netherlands and the UK. Generally, we 

don’t base businesses in countries simply 

for the tax advantages. We have operations 

in Bermuda, for example, but that’s 

because the island plays an important role 

in the international reinsurance market. 

Profits from these operations, in any case, 

are generally taxed in other jurisdictions, 

primarily the US. 

€6.3 million
Last year, we contributed €6.3 million to 
charities and good causes – through financial 
support, in-kind donations, and through the 
volunteer efforts of our employees. 

Supporting Alzheimer research
In the Netherlands, we’ve been working 

with the Alzheimer Center in Amsterdam. 

We’re providing funding for the Center’s 

research into the causes and treatment 

of Alzheimer’s. Our partnership with the 

Center – part of Amsterdam’s Free 

University – runs until 2017. Alzheimer’s 

affects an estimated 36 million people 

around the world. That figure is expected 

to double over the next twenty years or 

so. The World Health Organization (WHO)

reckons Alzheimer’s costs the global 

economy more than $600 billion a year. 

WHO has already labelled Alzheimer’s 

“A Public Health Priority”. 

Junior achievement 
In the US, Transamerica works regularly 

with Junior Achievement, a not-for-profit 

organization that helps improve standards 

of financial education in schools and 

colleges across the country. Last year, 

we supported Junior Achievement’s 

Finance Park program in Florida, which 

alone reached just over 10,000 students. 

In Cedar Rapids – the location of one of 

our main US offices – we’re sponsoring 

a similar program. Over the next three 

years, it’s expected to help some 

5,400 middle and high school students 

at schools in and around the city. 

The Finance Park program readies 

schoolchildren for adult life, teaching 

them basic money management skills, 

including how to save, invest and 

budget – as well as how to manage 

their tax affairs. 
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Aegon donations 2013, 
by target area
in %

Aegon donations 2013, 
by location
in %
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We support communities through the taxes 

we pay, but we also make donations to 

charities and other good causes. In 2013, we 

contributed the equivalent of €6.3 million
1
. 

Most of that – around 84% – went to 

projects and initiatives in our three target 

areas: health, welfare and literacy. In all, we 

supported nearly 500 separate projects and 

programs around the world. Through our 

sports sponsorships
2
, we also encourage 

healthier lifestyles, grassroots participation 

and, in the case of golfer Zach Johnson, 

support a foundation for disadvantaged 

youngsters in the US Midwest. 

We invest in all these projects because we 

believe it’s important to support the 

communities around us. Our projects range 

from research into serious illnesses like 

cancer and Alzheimer’s to children’s 

charities, schools, colleges and care for 

the elderly. We work with a range of 

charities from local concerns, comprising 

no more than a few volunteers to 

international organizations like UNICEF 

and Habitat for Humanity. In the UK, we 

fund our own Breakfast Clubs to provide 

disadvantaged children with a nutritional 

meal before the start of the schoolday; 

these Breakfast Clubs have been 

instrumental in improving children’s 

educational attainment standards.  

Deciding which causes to support is the 

responsibility of our local operating units. 

This means we’re able to channel resources 

to the projects that are most important to 

our local communities. In the US, our 

donations go through the Transamerica 

Foundation. Last year, the Foundation 

gave a total of $5.4 million, mainly in 

those states where our US business has 

a significant presence. In addition to the 

US, we also have giving and volunteering 

programs in the UK, the Netherlands, 

Central & Eastern Europe, Spain and Asia.

It’s not just about the money we contribute. 

Almost all our employees are able to claim 

a limited amount of paid time-off each year 

for volunteer work. Last year, they gave up 

more than 13,000 hours of their time to 

work on local projects and good causes 

– the equivalent of more than half a million 

euros. Supporting these projects, we 

believe, improves employee engagement, 

and strengthens ties between the company, 

its employees and its local communities.

Consistent care
We’ve been a long-term supporter of 

St. Luke’s Hospital in Cedar Rapids. 

Over the years, we’ve contributed to a 

variety of campaigns and programs. One 

of the most successful is the hospital’s 

Emergency Department Consistent Care 

Program, which we supported with 

$50,000. This program is aimed at 

reducing non-emergency visits to the 

hospital’s Emergency Department. 

It does so by focusing on those patients 

who visit the Department on average 

more than once a month. These patients 

are put on individual treatment plans – 

which improves their care, and frees up 

resources in the Emergency Department. 

In its first year, the program saved more 

than $1 million and reduced visits by 

patients on individual treatment plans 

by nearly two thirds. Our support for 

St. Luke’s is a good example of our local 

approach to community investment. 

Cedar Rapids, Iowa, is one of our main 

offices in the US; and Transamerica is 

among the city’s largest employers.  

1  Figure includes financial support and time donated 
by employees through volunteering. 

2  Aegon sponsors Dutch soccer club Ajax. We’re also 
the lead sponsor of tennis in the UK – and support 
golfers in the US and UK. 
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Business case

Most of the countries in which we operate have strict rules about 

non-discrimination. But the argument in favor of a more diverse 

workforce goes much deeper. Diversity, it’s been proven, brings 

tangible business benefits. 

Firstly, it takes us much closer to our customers. Customers are 

more likely to relate to companies that reflect their values and 

experiences. That’s good for our brand and our reputation. 

It could be good for our sales too, particularly if it helps us serve 

new markets. 

Secondly, diversity allows us to broaden our recruitment, and to 

bring in new talent. That means a more engaged and effective 

workforce, which should lead, in turn, to lower turnover, better 

customer service and improved overall performance.

Which brings us to perhaps the most important benefit: 

that diversity is a driver of innovation. A more diverse 

workforce means new perspectives and new ideas. It creates 

better decision-making, and a higher awareness of both risk 

and opportunity – precisely because it looks at business from 

a different angle. 

This isn’t just theorizing. According to research1, minorities’ 

purchasing power in the US, by 2014, will have reached 

$4 trillion. That’s a considerable amount of money. In many 

parts of the US, minorities are the new mainstream. 

Also in terms of company performance, there’s persuasive 

evidence. A recent study2 found that, over a ten-year period, 

the most diverse companies in the US outperformed the 

S&P 500 stock index on average by 25%. The point is not that 

diversity drives performance, but that the highest-performing 

companies make diversity part of their everyday management. 

So, what is Aegon doing about diversity?

For us, diversity is about “inclusion” – ensuring the right working 

environment, so that all our employees feel able to perform at 

their best. As a company, we’ve adopted a Statement on 

Diversity & Non-Discrimination, which sets out our commitments, 

supported by initiatives locally. In the US, for example, we’ve put 

in place a Diversity Development Program Board. We’ve also 

begun to explore new business opportunities – providing 

products, for example, aimed exclusively at women. And we’re 

helping employees, both in Europe and the US, set up diversity 

discussion groups. 

We’ve done some things, but we need to do much more, 

particularly if we’re to realize all the business benefits of 

diversity. Within the company, the issue is gaining importance. 

So, over the next year, we’ll be putting together a plan to build 

diversity into our training and recruitment programs, look at 

potential new products and markets, and position Aegon more 

firmly as an employer of choice – one that recognizes the 

importance of diversity to its business. 

1 Society for Human Resources Management (cited 2011).

2 Deloitte, Diversity as an Engine of Innovation (2011).

Why worry about workforce diversity?
Having a diverse workforce isn’t just about being a good corporate citizen. Diversity brings real business benefits.  
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Facts &
fi gures

In this section, we’ll be looking at how, as a company, 
we make decisions. At our formal system of corporate 
governance. And at how we use feedback from our 
stakeholders to drive improvements in our products and 
services. We’ll also be looking at the data behind our 
performance in 2013 – our financial performance, as well 
as our social and environmental performance. We’ll also 
look at how others rate our performance. And, lastly, 
we’ll explain our overall approach to integrated reporting 
and describe the process we followed to put together 
this 2013 Review. 
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Aegon’s formal decision-making processes 

are built on a series of checks and balances. 

Decisions are subject to intense scrutiny 

both internally and externally by the 

company’s shareholders and regulators. 

Away from our formal system of corporate 

governance, we have company policies and 

guidelines, covering areas such as risk 

management, human rights, remuneration 

and sustainable procurement. 

As a company based in the Netherlands, 

we adhere to Dutch law and the Dutch 

Corporate Governance Code. We publish 

details online of our compliance with this 

Code. We also follow a number of 

guidelines, issued by organizations such as 

the International Corporate Governance 

Network and the Organization for Economic 

Cooperation and Development (OECD). 

We have a two-tier system of corporate 

governance, with an Executive Board and 

a Supervisory Board. The role of the 

Executive Board is to manage the company 

– its strategy, its risk management and its 

financial performance. The Supervisory 

Board operates independently of the 

Executive Board. Its job is to oversee the 

Executive Board’s work and, where 

necessary, to provide advice and guidance. 

Supervisory Board members are appointed 

by Aegon's shareholders. Generally, they’re 

former executives from other companies, 

or financial and corporate experts. All 

but one of Aegon’s current Supervisory 

Board members is considered independent 

under the terms of the Dutch Corporate 

Governance Code1. Members of the Board 

hold regular face-to-face meetings and 

conference calls. Much of the preparatory 

work is done at the Board’s committees. 

There are four in total – the Audit, Risk, 

Compensation and Nominating Committees. 

Aegon’s Executive Board comprises two 

members: the company’s Chief Executive 

Officer and its Chief Financial Officer. 

Legally, the Executive Board is the 

company’s main decision-making body. 

In making its decisions, it works closely 

13 meetings
Last year, Aegon’s Supervisory Board met 
13 times. Seven meetings were held face-to-
face, another six by conference call. Among 
the issues addressed were company strategy, 
succession planning, executive remuneration, 
earnings, compliance and risk management. 

How we make
decisions

How does a company like Aegon make decisions? How does 
it decide, for example, where to invest, where to open a new 
business or how much risk to take on?
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with the Management Board and the 

Management Committee. These two bodies 

play an important role in Aegon’s system of 

corporate governance by supporting the 

Executive Board. The Management Board is 

made up of the CEOs of Aegon businesses 

in the Americas, the Netherlands, the UK 

and Central & Eastern Europe, as well as 

the company’s Chief Risk Officer and the 

two members of the Executive Board. 

The Management Committee comprises 

members of the Management Board and 

six other senior business leaders. 

Under Aegon’s statutes, certain decisions 

cannot be taken by the Executive Board; 

they must be taken by the company’s 

shareholders. It is shareholders’ 

responsibility, for example, to formally 

adopt the company accounts. They must 

also approve dividend payments, as well as 

appointments to Aegon’s Supervisory and 

Executive Boards. Shareholders meet at 

least once a year – though extraordinary 

meetings can be convened at any time. 

Every shareholder is entitled to attend the 

1  The exception is Kees Storm, who cannot be 
considered independent because he was formerly 
the company’s CEO. Kees is due to retire as a 
member of Aegon’s Supervisory Board at our annual 
General Meeting of Shareholders in May 2014. 

meeting, to speak, and to vote. Resolutions 

are put forward either by management or 

by shareholders themselves. Each common 

share carries one vote. 

We also have clear rules concerning 

operational matters. In many areas, we 

have agreed policies and procedures, 

which apply to all our businesses 

worldwide. In certain areas, such as 

treasury or asset management, we place 

limits on individual decision-making (which 

would, for example, prevent individuals 

taking financial positions beyond a 

pre-determined amount, or contractually 

committing the company without the 

correct authority). In risk management, 

we have strict policies which determine 

how much and what type of risk we’re able 

and willing, as a company, to accept. 

Some internal policies simply establish 

frameworks for decision-making, as in 

the case of our human rights, charitable 

donations or environmental policies. Others 

may require additional risk assessment 

– true of our responsible investment and 

sustainable procurement policies. Or they 

may set out procedures for reporting, 

as with our anti-corruption guidelines. 

Our Risk & Compliance and Internal Audit 

departments play an important role in 

ensuring these policies are respected. 

Most of our internal policies are published 

online at aegon.com, and are subject to 

regular review and reporting. 
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Area of activity Policies, statements & guidelines Publicly 
available?

We report the following1

Corporate 
governance

Our approach to Corporate Governance is set out in full 

in our Annual Report and corporate governance statement. 

We also have articles of association and charters for our 

Supervisory, Executive and Management Boards. In 

addition, we have internal “approval requirements” setting 

out which decisions must be taken by the Executive Board, 

when, and under what circumstances2.

•

• In our Annual Report, we provide details of 

our system of corporate governance, and our 

compliance with the Dutch Corporate 

Governance Code. 

Workplace All Aegon employees are bound by our Code of Conduct, 

which covers areas such as anti-corruption, data privacy 

and behavior in the workplace. Alongside the Code of 

Conduct, we also have a Statement on Diversity & Non-
Discrimination, insider trading rules for employees, 

rules for charitable donations and a Health & Safety 
Statement, setting out minimum standards across the 

organization. In addition, there is a Financial Crime 
Notification & Reporting Procedure, which deals with 

fraud, bribery and other forms of corruption. Our company 

environmental policy stresses the importance of reducing 

consumption of energy and other raw materials, such as 

paper and water. 

•

• Incidents of fraud, attempted fraud and 

mis-selling.

• Gender diversity, incidents of discrimination, 

absenteeism and work-related injuries and 

illnesses.

• Total donations, and compliance with 

the aims of our charitable donations policy.

• Consumption of energy, paper and water, 

as well as production of waste.

Pay and 
remuneration

We have a Global Remuneration Framework, based on 

the principle of “pay for performance”. The Framework 

sets down principles for both fixed and variable pay. We 

also have specific remuneration policies for members of 

both our Executive and Supervisory Boards. -

• Total salaries & benefits.

• Total variable pay.

• Breakdown of variable pay by performance 

metric.

Information on remuneration for members 

of our Executive and Supervisory Boards is 

available in our Annual Report. 

Operational risk We have an Operational Risk Policy, which sets out our 

approach to social, environmental and other business 

risks. Our operational risk policy operates in conjunction 

with other, financial risk policies and procedures.

-
• Our approach to both financial and 

operational risk management.

Human rights We have a Human Rights Policy, linked to the 

UN Declaration of Human Rights, and the core standards 

of the International Labor Organization. 
•

• Our approach to human rights 

risk management.

Responsible 
investment

We have a Responsible Investment Policy, with minimum 

social, environmental and ethical standards for the 

companies in which we invest. Alongside the Responsible 

Investment Policy, we also have an exclusion list 

(those investments we won’t make), and a Global Voting 
Policy, setting out guidelines for how we behave as 

a shareholder in other companies.

•

• Number of companies engaged.

• Character of engagement.

• Voting practice.

• Impact investments and Socially Responsible 

Investment funds.

Dividends We have a Dividend Policy, which links payment of 

shareholder dividends to profitability and cash flow. •
• Dividends due per share.

• Total shareholder return.

• Total dividends paid.

Sustainable 
procurement

We have a Sustainable Procurement Policy. Similar to 

our responsible investment policy, this sets out social, 

ethical and environmental standards for our suppliers. 
•

• Total spent on goods and services.

• Our approach to sustainable procurement.

1 Information referred to in this table may be found in this Review, in our Annual Report, or else online at corporatereporting.aegon.com. 

2 These “approval requirements” are not publicly available. 
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Supervisory Board

Rob Routs (Dutch, born 1946) 

Supervisory Board Chairman, Chairman of the Nominating and 

Compensation Committees

Rob is a former executive at Royal Dutch Shell. He was appointed 

to Aegon’s Supervisory Board in 2008 and became Chairman in 

2010. Current mandate expires: 2016. Mandates at other listed 

companies1: DSM (Netherlands), KPN (Netherlands), AP Møller-

Maersk (Denmark), AECOM Technology (US), ATCO Ltd. (Canada).

Irv’ Bailey (American, born 1941) 

Supervisory Board Vice Chairman, Chairman of the Risk Committee 

and member of the Compensation Committee

Irv’ has been a member of Aegon’s Supervisory Board since 2004. 

He is a retired Chairman and CEO of Providian Corp. Current 

mandate expires: 2016 (final term). Mandates at other listed 

companies: Computer Sciences Corp. (US), Hospira Inc. (US).

Antony Burgmans2 (Dutch, born 1947) 
Member of the Audit Committee

Antony was formerly Chairman of consumer goods group Unilever. 

He was appointed to Aegon’s Supervisory Board in 2007. Current 

mandate expires: 2015. Mandates at other listed companies: 

TNT Express (Netherlands), Akzo Nobel (Netherlands), BP plc. (UK).

Shemaya Levy (French, born 1947) 
Chairman of the Audit Committee and member of the Nominating 

Committee

Shemaya has served on Aegon’s Supervisory Board since 2005. 

He was formerly Executive Vice President and Chief Financial 

Officer at French car maker Renault. Current mandate expires: 

2017. Mandates at other listed companies: TNT Express 

(Netherlands), PKC Group (Finland).

1  The Dutch Corporate Governance Code allows Supervisory Board members 
to serve on the Boards of a maximum of five other Dutch listed companies.

2  Antony Burgmans has decided to step down from Aegon's Supervisory Board 
with effect from April 1, 2014, to comply with Dutch legislation on corporate 
governance. 

Kees Storm (Dutch, born 1942) 

Member of the Risk and Nominating Committees

Kees is a former Aegon CEO, and has been a Supervisory Board 

member for more than eleven years. Current mandate expires: 

2014 (final term). Mandates at other listed companies: Anheuser-

Busch InBev (Belgium), Unilever N.V. (Netherlands), Unilever plc. 

(UK), KLM Royal Dutch Airlines (Netherlands). 

Ben van der Veer (Dutch, born 1951) 

Member of the Audit and Risk Committees

Ben was formerly Chairman of the Management Board at audit 

firm KPMG. He was appointed to Aegon’s Supervisory Board in 

2008. Current mandate expires: 2016. Mandates at other listed 

companies: TomTom (Netherlands).

Dirk Verbeek (Dutch, born 1950) 

Member of the Audit and Risk Committees

Dirk is advisor to the President & CEO of insurance broker Aon. He has 

served on Aegon’s Supervisory Board since 2008. Current mandate 

expires: 2016. Mandates at other listed companies: none.

Leo van Wijk (Dutch, born 1946) 

Chairman of the Compensation Committee and member of the 

Nominating Committee

Leo has been a member of Aegon’s Supervisory Board since 2003. 

He was previously President & CEO of KLM Royal Dutch Airlines. 

Current mandate expires: 2015 (final term). Mandates at other 

listed companies: Air France-KLM (France), Randstad Holding 

(Netherlands), Ajax NV (Netherlands).

Dona Young (American, born 1954) 
Member of the Audit and Risk Committees

Dona is a former Chairman, President & CEO of insurance and 

asset management company Phoenix. She was appointed to 

Aegon’s Supervisory Board in 2013. Current mandate expires: 

2017. Mandates at other listed companies: Foot Locker (US).
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Our Senior Management

Alex Wynaendts (Dutch, born 1960)

CEO Aegon N.V.; Chairman Executive Board; Chairman 

Management Board; Chairman Management Committee

Alex has spent his career in international finance. He joined Aegon 

in 1997, and became an Executive Board member six years later. 

As Chief Operating Officer, Alex led Aegon’s expansion into 

emerging markets in Asia and Central & Eastern Europe. Alex has 

been CEO and Chairman of the Executive and Management Boards 

since 2008. 

Darryl Button (Canadian, born 1969)

CFO Aegon N.V.; Member Executive Board; Member Management 

Board; Member Management Committee

Darryl joined Aegon’s US Institutional Markets business in 1999, 

before being appointed Corporate Actuary for Aegon USA three 

years later. In 2005, Darryl became Chief Financial Officer for 

Aegon’s operations in the Americas. For a time, he was also 

Chairman of Aegon Canada. In 2013, he was appointed Aegon’s 

Chief Financial Officer. 

Left to right

Sarah Russell (CEO, Aegon Asset Management), Michiel van Katwijk (CFO, Aegon Americas), Alex Wynaendts (CEO, Aegon N.V.), Brenda Clancy 

(Global Chief Technology Officer), Darryl Button (CFO, Aegon N.V.), Gábor Kepecs (CEO, Aegon Central & Eastern Europe), Tom Grondin (Chief 

Risk Officer, Aegon N.V.), Marco Keim (CEO, Aegon Netherlands), Mark Mullin (CEO, Aegon Americas), Douglas Henck (CEO, Aegon Asia), 

Carla Mahieu (Global Head of Human Resources), Marc van Weede (Global Head of Strategy & Sustainability), and Adrian Grace (CEO, Aegon UK).

Adrian Grace (British, born 1963)

CEO, Aegon UK; Member Management Board; 

Member Management Committee

Adrian built his career at GE Capital, working for periods in both 

the US and Asia. In the UK, he was Managing Director at Sage 

Group, HBoS and Barclays Insurance. He was appointed Chief 

Operating Officer at Aegon UK in 2010, stepping up to become 

Aegon UK CEO two years later. He joined Aegon’s Management 

Board in 2012. 

Tom Grondin (Canadian, born 1969)

Chief Risk Officer Aegon N.V.; Member Management Board; 

Member Management Committee

Tom worked at Canada’s ManuLife Financial and consultancy firm 

Tillinghast-Towers Perrin before joining Aegon in 2000. He served 

as Chief Actuary at Aegon’s institutional business in the US before 

becoming Chief Risk Officer of Aegon N.V. in 2003. Tom was 

appointed to Aegon’s Management Board at the beginning of 2013.
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Marco Keim (Dutch, born 1962)

CEO, Aegon Netherlands; Member Management Board; 

Member Management Committee

Marco started his career at accountants Coopers & Lybrand before 

working for both Fokker Aircraft and NS Reizigers, part of Dutch 

railways. He joined Swiss Life in 1999 and was CEO of the 

company’s Dutch operations for six years before becoming CEO of 

Aegon Netherlands in 2009. 

Gábor Kepecs (Hungarian, born 1954)

CEO, Aegon Central & Eastern Europe; Member Management Board; 

Member Management Committee

Gábor began his career with the Hungarian government, becoming 

CEO of Állami Biztosító two years before the state-owned insurer 

was privatized and bought by Aegon. As CEO of Central & Eastern 

Europe, Gábor has spearheaded the expansion of Aegon’s business 

across the region. He has been a member of the Management 

Board since 2007. 

Mark Mullin (American, born 1963)

CEO, Aegon Americas; Member Management Board; 

Member Management Committee

Mark Mullin has been with Aegon for more than twenty years, 

serving in various management positions in both the US and 

Europe. Mark was formerly President and CEO of US subsidiary 

Diversified Investment Advisors as well as head of the company’s 

annuity and mutual fund business. He joined Aegon’s Management 

Board in 2010 as CEO of Aegon Americas, and over the past two 

years has overseen the consolidation of Aegon’s businesses in 

North America under the Transamerica name. 

Brenda Clancy (American, born 1954)

Global Chief Technology Officer; Member Management Committee

Brenda has been with Aegon for 38 years. She began her career 

at Life Investors, one of our predecessor companies in the US. 

Brenda has served as Treasurer and Senior Vice President for 

Information & Finance and was Chief Operating Officer for Aegon 

Americas before being appointed last year as the company’s first 

Global Chief Technology Officer. 

Douglas Henck (American, born 1953)

CEO, Aegon Asia; Member Management Committee

Douglas began his career as an actuary at the US insurer Aetna Inc. 

before moving to Hong Kong to run Aetna’s operations in Asia. 

He later served as President for Sun Life Financial Asia for five 

years before working in Israel as Chief Financial Officer at the 

Bahá’í World Center. In 2011, Douglas was appointed Chairman 

& CEO of Aegon Asia. 

Michiel van Katwijk (Dutch, born 1966)

CFO, Aegon Americas; Member Management Committee

Michiel started his career with Aegon in 1991. Since then, he has 

been closely involved in the company’s risk, treasury, capital and 

investor relations activities. Michiel was head of Aegon’s Corporate 

Financial Center in The Hague, before being appointed to his 

current position as Chief Financial Officer of Aegon’s operations in 

the Americas. 

Carla Mahieu (Dutch, born 1959)

Global Head of Human Resources; Member Management Committee

Carla started her career at Royal Dutch Shell, where she held 

various management positions. After several years as a consultant, 

she was appointed Senior Vice President for Human Resources at 

Royal Philips Electronics. Carla joined Aegon as the Global Head of 

Human Resources in September 2010. 

Sarah Russell (Australian, born 1962)

CEO, Aegon Asset Management; Member Management Committee

Sarah has twenty-five years’ experience in international finance 

and asset management. She began her career at Toronto Dominion 

in Melbourne, before joining ABN AMRO and moving to the 

Netherlands in 2000. Sarah was Chief Executive Officer of 

ABN AMRO’s asset management operations from 2006 to 2008. 

She joined Aegon Asset Management as CEO in 2010. 

Marc van Weede (Dutch, born 1965)

Global Head of Strategy & Sustainability; 

Member Management Committee

Before joining Aegon in 2001, Marc worked for consultants 

McKinsey & Company. At Aegon, he was head of Group Business 

Development before being named as CEO of the company’s joint 

venture in China. In 2010, Marc became Aegon’s first Global Head 

of Sustainability. Since the beginning of this year, he has been 

responsible for corporate strategy and sustainability. 

61

Facts & fi gures

CONTENTS



Engaging with our stakeholders
Engaging with stakeholders is an important part of our corporate 
governance. We engage with stakeholders every day, and at all 
levels of our business. We engage regularly with our customers, 
employees and business partners, as well as with the communities 
in which we operate. And we use their feedback to improve our 
products, customer service and decision-making. 

What’s the purpose of engagement? 

Engaging with stakeholders helps us 

understand their requirements, and the 

impact we have on their lives and business. 

It also helps us make better decisions, 

identify risks and opportunities, and improve 

our products and services. Engagement 

may be basic, moderate or extensive, 

depending on the issue, the frequency of the 

engagement and the level of management 

involved. Last year, for example, our 

businesses in the US, the Netherlands and 

the UK conducted either “extensive” or 

“moderate” engagement with customers, 

employees, distributors, regulators and 

governments.

Who are our stakeholders?

For Aegon, a stakeholder is: any individual or 

group affected by our business operations 

or who, in turn, may affect the environment 

in which we operate. This includes not only 

those individuals and groups with whom 

we have a direct relationship, but also 

those stakeholders further along the 

economic value chain who are affected 

by our business decisions or who may 

also, through their decisions and activities, 

affect our operating environment. 

Customers Employees Investors Business partners Wider community

• Regular customer 

surveys.

• Dedicated call centers.

• Customer panels and 

advisory councils.

• Customer support online 

and via social media.

• Complaints and 

feedback procedures.

• Company-wide 

employee engagement 

survey, taking place 

once a year.

• Regular discussions 

and meetings with 

trade unions and other 

employee representative 

bodies.

• Internal communications 

program, via company 

intranet, magazines 

and newsletters.

• Training sessions and 

courses, including an 

Aegon and Transamerica 

“customer license” 

program.

• Analyst & Investor 

Conference, taking place at 

least once a year.

• Other industry conferences 

and roundtables.

• Annual General Meeting 

of Shareholders.

• Road shows and regular 

one-on-one meetings.

• Aegon’s Investor Relations 

team, based in The Hague.

• Regular corporate 

communications with 

financial and other media.

• Regular meetings with 

financial ratings agencies.

• Meetings with suppliers 

and vendors.

• Meetings, conferences 

and training seminars 

with brokers and other 

intermediaries.

• Regular board meetings 

with associate 

companies and other 

joint venture partners.

• Meetings with 

NGOs, charities and 

local community 

groups.

• Discussions with 

governments, 

lawmakers and 

financial regulators.

• Meetings with 

analysts from 

sustainability 

rating agencies.

• Employee 

involvement in local 

charities and other 

good causes.
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1  For a full list of our stakeholders, please see our 
website at aegon.com.

     Our stakeholders fall into five main 

categories:

• Customers (including policyholders, 

savers, other individual customers, 

and corporate clients). 

• Employees (including part-time 

employees, full-time employees, former 

employees, tied agents and jobseekers). 

• Business partners (including joint 

venture partners, banks, financial 

advisors, brokers, agents, other 

financial intermediaries, and suppliers 

of goods and services). 

• Investors (including retail shareholders, 

institutional investors, bondholders and 

financial analysts and ratings agencies). 

• Wider community (including non-

governmental organizations, charities, 

regulators, governments, and 

international bodies and associations)
1
. 

How do we engage with our 

stakeholders?

As a company, we have various methods, 

including regular surveys, telephone 

conversations, meetings, seminars and 

conferences. How we engage (and how 

often) varies by stakeholder group and 

operating unit. 

In addition to the above, we also have 

more formal structures in place. Each year, 

we organize an independent Stakeholder 

Survey. This Survey helps us assess the 

effectiveness of our corporate reporting. 

It also helps determine “material issues” 

– those issues we believe will shape the 

company in the years ahead. These issues 

then form the basis of Aegon’s annual 

Review, and are used in strategic planning. 

In the Netherlands, we also organize a 

regular Stakeholder Panel, made up of 

business leaders, academics and customer 

representatives. This Panel is chaired by 

the CEO of our Dutch operations, 

Marco Keim. We have a similar advisory 

panel in Central & Eastern Europe. 

We’re also involved in several international 

groupings – we’re members, for example, 

of the Association of British Insurers, the 

pan-European Insurance Forum and the 

American Council of Life Insurers. We’re 

also founding members of the Global 

Coalition on Aging. These groups allow us 

to share ideas with others and, where 

appropriate, to adopt a collective approach.

 

What do we do with the results of 

our engagement?

Essentially, we use feedback from our 

stakeholders in two ways:

• To help us address possible risk in 

areas such as product development, 

pricing, customer service and 

employee satisfaction.

• To identify new opportunities, and 

to make improvements to both our 

products and services, and our 

decision-making.  

Over the past year, for example, we used 

customer input to develop new products, 

add to existing services and, in some cases, 

restructure pricing of existing products. 

In many of our businesses, we had regular 

dialogue with unions on pay and working 

conditions. In the Netherlands, the UK and 

a number of other countries, we negotiated 

new collective labor agreements. We also 

took findings from our employee survey to 

strengthen our internal communications, 

and offer better choices for career 

development. We’ve also worked closely 

with regulators in a number of areas – on 

changes to commission payments, for 

example and, in Europe, on the introduction 

of new solvency rules. 
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Our international commitments
In addition to our formal system of governance, we have 
a number of international commitments. These commitments 
guide us when we’re making decisions, and form the basis 
for many of our own internal policies and practices.

In our approach to human rights, we’re 

guided by both the UN Declaration of 

Human Rights and the core standards of 

the International Labor Organization 

(ILO). We also refer to the Declaration 

and the ILO standards in our policies on 

responsible investment and sustainable 

procurement. The Declaration and ILO 

standards cover basic freedoms, as well 

as other issues such as child labor, 

discrimination and working conditions.

We’re signatories to the UN Principles for 

Responsible Investment, which sets out 

guidelines for how investors should take 

into account social, environmental and 

governance factors when making their 

investment decisions. We’re one of more 

than 1,200 signatories to the PRI, with 

$35 trillion in assets under management. 

We’re members of the CDP, formerly 

the Carbon Disclosure Project. The CDP 

encourages companies to be more open 

about their greenhouse gas emissions. 

Kames Capital, our UK asset management 

business, is also a member of the 

Extractives Industry Transparency 

Initiative, which works for transparent 

reporting in the mining and energy sectors. 

We’re working with the International 

Integrated Reporting Council and the 

Global Reporting Initiative, as well 

as the Sustainability Accounting 

Standards Board in the US to help 

develop a framework for integrated 

reporting, combining both financial 

and non-financial information. 
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1 We will embed in our decision-making environmental, social and governance issues, relevant to our insurance business.

Goals and targets 
What will we do to put this principle into practice?

Progress 
What have we done so far?

Implement minimum standards of market conduct – both for 

ourselves and our brokers and intermediaries.

We’ve adopted a set of six basic market conduct principles. These principles apply to all our 

businesses worldwide, and ensure we put the interests of our customers first. 

Introduce new rules for pricing our products focused, in part, 

on benefits for customers.

We’ve introduced a new pricing and product development policy. This commits us to calculating 

potential benefits to customers before approving any new product or service.

Where possible, make our products clearer and easier for our 

customers to understand.

We’ve re-written hundreds of customer letters and other correspondence to make them easier 

to read. We’ve also launched products that can be applied for or bought online. 

Use our employees’ diversity to bring new insights into our 

business.

We’ve set out our commitments in this area with a new company-wide Statement on Diversity & 

Non-Discrimination. We’re also promoting greater diversity in our businesses through discussion 

groups, training and other local events. 

Develop a set of indicators and measurements to track progress 

on our overall sustainability strategy

We’ve put in place key performance indicators for each of our four “strategic objectives”. 

We’ll continue to report progress against these KPIs in the years ahead. 

2 We will work together with our clients and business partners to raise awareness of environmental, social and governance issue, 
manage risk and develop solutions.

Goals and targets 
What will we do to put this principle into practice?

Progress 
What have we done so far?

Put in place minimum social and environmental standards for the 

goods and services we buy. 

We've introduced a new Sustainable Procurement Policy. This policy applies to all our 

businesses worldwide, and is based on regular ESG risk assesments. 

Make sure we invest responsibly and engage actively with 

companies we invest in.

We have a Responsible Investment Policy, covering all major asset classes. As part of this 

policy, we engage regularly with the companies we invest in on social and environmental 

issues and on issues of corporate governance. 

Look at opportunities to expand investments where there are clear 

social or environmental benefits.

Currently, we have just under €3 billion in “impact investments”. These investments include 

affordable housing, renewable energy and sustainable timber. Over the past year, we’ve also 

invested in new green bonds issued by the European Investment Bank. 

3 We will work together with governments, regulators and other key stakeholders to promote widespread action across society 
on environmental, social and governance issues.

Goals and targets 
What will we do to put this principle into practice?

Progress 
What have we done so far?

Organize panels of stakeholders to provide feedback on our work 

and performance.

We have a stakeholder panel in the Netherlands, which meets at least twice a year. 

Plans to organize similar panels in the UK and US have been delayed, however. 

Fund research into aging and demographic change in both Europe 

and the US.

We have a dedicated non-profit research center in the US, and publish regular Retirement 

Readiness surveys based on research in the US, Europe and Asia. We’ve also agreed a separate 

research partnership with AgeLab, part of the Massachusetts Institute of Technology (MIT). 

Provide limited paid time-off to allow employees to support 

community projects and initiatives. 

At the end of 2013, more than 90% of our employees could claim paid time-off for volunteer 

work. We expect that to rise to 100% of employees by mid-2014. 

4 We will demonstrate accountability and transparency in regularly disclosing our progress in implementing the principles.

Goals and targets 
What will we do to put this principle into practice?

Progress 
What have we done so far?

Publish these goals and targets and our progress against them in 

both this report and on the Aegon website. 

We publish our PSI commitments, our goals and targets and our progress against them every 

year in our annual Review and online. 

Aegon is also one of the founding signatories of the UNEP-FI’s Principles for Sustainable 
Insurance (PSI). The aim of the PSI is to make sure sustainability becomes “business as usual”. 

The PSI comprises four basic principles. Against each of these principles, we’ve set ourselves 

specific goals and targets. Each year we report our progress: 
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Key performance indicators

Non-financial key performance indicators

KPI 2013 2012 % change Strategic  objective 

% of sales from direct channels 12% 12% Unch. 

“Optimize portfolio”% of earnings from fees 33% 33% Unch. 

Net Promoter Score coverage1 94% 74% 27.0% “Enhance customer loyalty”

Ratio costs : assets2 1.1% 1.1% Unch. 

“Pursue operational excellence”Ratio costs : earnings3 59% 62% (4.8%)

Employee engagement4 69 67 3.0% “Empower employees”

Employee enablement 70 67 4.5%

NM – not measured.
1 Weighted by IFRS capital.     
2 Operating expenses : revenue-generating investments.     
3 Operating expenses : underlying earnings before tax.     
4  Both “employee engagement” and “employee enablement” are based on a survey of Aegon’s global workforce conducted in January 2014. Employee engagement measures the 

degree of employee motivation and commitment to the company. Employment enablement, on the other hand, measures the extent to which employees feel able to carry out their 
work effectively. Results are benchmarked against peers and high-performing companies from other sectors.      

Medium-term financial targets

Target

Performance 
2013

Performance 
2012

Achieve return on equity of between 8% and 10% by 2015 7.4% 7.4%1

Grow underlying earnings before tax by an average of 7% to 10% 
a year between 2012 and 2015 5.1% (1%)

Double fee-based income to between 30% and 35% of overall 
underlying earnings before tax by 2015 33% 33%

Increase annual operational free cash flow to between €1.3 billion and 
€1.6 billion by 2015 €1.3 billion €1.6 billion2

1 8% including businesses in run-off. 
2 Excludes market impact.

69 +3%
We again improved our 
employee engagement score.

€25.5 billion

We maintained a strong capital 
position again last year, with 
total capitalization of more 
than €25 billion. 

Ten numbers 
that tell 
our story
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Consolidated income statement
For the year ended December 31

Amounts in € million (except per share data) 2013 20121 20111

Premium income 19,939 19,049 19,521

Investment income 7,909 8,413 8,167

Fee and commission income 1,950 1,856 1,465

Other revenues 6 9 6

Total revenues 29,805 29,327 29,159

Income from reinsurance ceded 2,838 4,096 2,775

Results from financial transactions 15,217 13,060 (187)

Other income 393 149 39

Total income 48,254 46,632 31,786

Premiums to reinsurers 3,108 3,702 3,407

Policyholder claims and benefits 37,793 34,665 20,230

Profit sharing and rebates 28 33 55

Commissions and expenses 5,593 5,559 6,142

Impairment charges / (reversals) 294 199 483

Interest charges and related fees 355 519 491

Other charges 134 52 69

Total charges 47,304 44,729 30,877

Income before share in profit / (loss) of joint ventures, associates and tax 950 1,903 909

Share in profit / (loss) of joint ventures - (13) -

Share in profit / (loss) of associates 21 28 29

Income / (loss) before tax 971 1,918 938

Income tax (123) (336) (51)

Net income / (loss) 849 1,582 887

Net income / (loss) attributable to:
Equity holders of Aegon N.V. 846 1,581 884

Non-controlling interests 3 1 3

Earnings per share (EUR per share)
Basic earnings per common share 0.29 0.70 (0.05)

Basic earnings per common share B 0.01 - -

Diluted earnings per common share 0.29 0.70 (0.05)

Diluted earnings per common share B 0.01 - -

1 Amounts for 2012 and 2011 have been restated for the changes in accounting policies IFRS 10, 11 and IAS 19. Refer to note 2 in Aegon’s 2013 Annual Report for details of these changes.

€2.1 billion

Last year, we invested more than 
€2 billion in our employees through 
salaries, benefits and training.

Six
We introduced six basic 
principles of market conduct 
to make sure we continue to 
treat our customers fairly. 
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Consolidated cash flow statement
For the year ended December 31 

Amounts in € million 2013 20121 20111

Income / (loss) before tax 971 1,918 938

Results from financial transactions (16,043) (12,955) 187

Amortization and depreciation 1,187 1,417 1,651

Impairment losses 322 198 483

Income from joint ventures - 13 -

Income from associates (21) (26) (29)

Release of cash flow hedging reserve (26) (62) (18)

Remeasurements of defined benefit plans 562 (149) (583)

Other (146) (175) (138)

Adjustments of non-cash items (14,165) (11,739) 1,553

Insurance and investment liabilities (574) (3,227) (4,940)

Insurance and investment liabilities for account of policyholders 18,787 10,801 (154)

Accrued expenses and other liabilities (2,509) 550 140

Accrued income and pre-payments (1,166) (1,731) (1,460)

Changes in accruals 14,538 6,393 (6,414)

Purchase of investments (other than money market investments) (34,100) (32,018) (29,612)

Purchase of derivatives (850) (1,528) (1,350)

Disposal of investments (other than money market investments) 31,176 33,742 34,924

Disposal of derivatives 182 507 1,599

Net purchase of investments for account of policyholders (1,395) 1,197 (1,577)

Net change in cash collateral (1,414) (177) 2,180

Net purchase of money market investments 3,502 556 445

Cash flow movements on operating items not reflected in income (2,899) 2,279 6,609

Tax paid (164) 133 (375)

Other (9) 19 (45)

Net cash flows from operating activities (1,730) (997) 2,266

CONTINUATION >

€20 billion

We paid out just over 
€20 billion in claims and 
benefits to millions of 
customers around the world.

+5%
Our underlying earnings before 
tax rose last year by 5% to just 
under €1.95 billion. 

201
In 2013, we engaged with more 
than 200 companies we invest in 
on a range of social, environmental 
and corporate governance issues.
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Amounts in € million 2013 20121 20111

Purchase of individual intangible assets (other than VOBA2 and future servicing rights) (22) (36) (18)

Purchase of equipment and real estate for own use (66) (63) (72)

Acquisition of subsidiaries, joint ventures and associates, net of cash (291) (23) (99)

Disposal of intangible assets - - 1

Disposal of equipment 15 10 18

Disposal of subsidiaries, joint ventures and associates, net of cash 811 276 823

Dividend received from joint ventures and associates 64 72 3

Other 5 1 (3)

Net cash flows from investing activities 516 237 653

Issuance of share capital 2 2 913

Issuance and purchase of treasury shares (92) - -

Issuance of non-cumulative subordinated notes - 271 -

Proceeds from TRUPS3  , subordinated loans and borrowings 2,011 6,453 5,627

Repurchase of convertible core capital securities - - (1,500)

Repayment of share premium (401) - -

Repayment of TRUPS3  , subordinated loans and borrowings (3,519) (3,737) (4,342)

Dividends paid (323) (207) (59)

Coupons and premiums on convertible core capital securities - - (750)

Coupons on perpetual securities (194) (230) (237)

Coupons on non-cumulative subordinated notes (28) (30) -

Other (8) (11) (26)

Net cash flows from financing activities (2,552) 2,511 (374)

Net increase / (decrease) in cash and cash equivalents 4 (3,766) 1,751 2,545

Net cash and cash equivalents at the beginning of the year 9,497 7,717 5,174

Effects of changes in exchange rate (79) 29 107

Net cash and cash equivalents at the end of the year 5,652 9,497 7,826

1 Amounts for 2012 and 2011 have been restated for the changes in accounting policies IFRS 10, 11 and IAS 19. Refer to note 2 in Aegon’s 2013 Annual Report for details of these changes. 
2 Value of business acquired.
3 Trust pass-through securities.  
4     Included in net increase / (decrease) in cash and cash equivalents are interest received (2013: €6,731 million , 2012: €8,091 million, 2011 and €7,407 million) dividends received 

(2013: €1,021 million, 2012: €1,069 million, and 2011: €760 million) and interest paid (2013: €347 million, 2012: €1,261 million and 2011: €273 million). 

The cash flow statement is prepared according to the indirect method.

€810 million

In 2013, we paid out approximately 
€810 million to our investors in 
stock dividends and coupons on 
bonds and securities. 

Read more?
corporatereporting.aegon.com

€7billion

Over the past five years, we’ve spent 
more than €7 billion on goods & 
services, a significant investment in 
local companies and suppliers. 

€6.3 million

We gave more than €6 million to 
charities and other good causes last 
year, both in direct financial support 
and through employee volunteering. 
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As at December 31

Amounts in € million 2013 20121 January 1, 20121

Assets

Intangible assets 2,246 2,485 2,695

Investments 135,409 145,021 142,705

Investments for account of policyholders 165,032 152,968 141,663

Derivatives 13,531 21,134 15,478

Investments in joint ventures 1,427 1,568 1,224

Investments in associates 470 771 713

Reinsurance assets 10,345 11,965 11,510

Defined benefit assets 34 22 18

Deferred tax assets 37 93 318

Deferred expenses 12,040 11,644 11,394

Other assets and receivables 7,357 7,623 8,063

Cash and cash equivalents 5,691 9,590 7,995

Total assets 353,621 364,884 343,776

Equity and liabilities

Shareholders’ equity 19,966 23,488 19,914

Other equity instruments 5,015 5,018 4,720

Issued capital and reserves attributable to equity holders of Aegon N.V. 24,981 28,506 24,634

Non-controlling interests 10 13 14

Group equity 24,991 28,519 24,648

Trust pass-through securities 135 155 159

Subordinated borrowings 44 42 -

Insurance contracts 100,642 104,004 103,522

Insurance contracts for account of policyholders 84,311 76,169 72,559

Investment contracts 14,545 17,767 20,846

Investment contracts for account of policyholders 82,608 78,418 71,433

Derivatives 11,838 18,052 12,900

Borrowings 12,020 13,742 11,216

Provisions 182 330 444

Defined benefit liabilities 3,060 3,550 3,331

Deferred revenue liabilities 88 104 103

Deferred tax liabilities 2,273 3,109 2,004

Other liabilities 16,625 20,594 19,431

Accruals 259 329 1,180

Total liabilities 328,630 336,365 319,128

Total equity and liabilities 353,621 364,884 343,776

1  Amounts for 2012 and January 1, 2012 have been restated for the changes in accounting policies IFRS 10, 11 and IAS 19. Refer to note 2 in Aegon’s 2013 Annual Report for 
details of these changes.

Consolidated statement of financial position
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Other non-financial indicators
How we perform as an employer...

Indicator Notes 2013 2012 Change 2011

Workforce

Total number of employees Includes associate 
companies but does 
not include agents

26,891 26,850 0.2% 29,270

• Of which, US 11,245 10,937 2.8% 11,161

• Netherlands 4,282 4,457 (3.9%) 4,839

• UK 2,400 2,793 (14.1%) 3,203

• Other countries 8,964 8,663 3.5% 10,067

% working part-time 9.7% 11.3% (14.2%) 10.2%

% on fixed term contracts 7.5% 7.3% 2.7% 7.6%

Average years of service 8.7 9.0 (3.3%) 9.1

Employee turnover 14% 14% Unch. 19%

• Of which, involuntary 6% 6% Unch. 7%

Redundancies 1,297 1,211 7.1% 2,377

New hires 3,084 2,740 12.6% 2,516

Average number of days needed to fill vacancies 61 50 22.0% 40

Average number of applications per vacancy 64 55 16.4% 50

% of women in the workforce 53% 54% (1.8%) 54%

% of women in senior management 32% 31% 3.2% 26%

Employee welfare

Absentee rate 2.3% 2.3% Unch. 2.6%

• Of which, US 1.7% 1.7% Unch. 1.8%

• Netherlands 3.5% 3.4% 2.9% 4.0%

• UK 2.8% 3.4% (17.6%) 3.0%

Number of work-related injuries and illnesses 310 271 14.4% 236

Employee empowerment

Employee engagement Hay index 69 67 3.0% 63

Employee enablement Hay index 70 67 4.5% 64

Employee representation

% of workforce with access to works council, 
trade union or other representative body 40% 47% (14.9%) 46%

% of workforce covered by collective labor 
agreement 43% 46% (6.5%) 41%

Fraud & corruption

Incidents of fraud involving employees 27 4 575.0% 11

Talent development

Total spending on training  €12.3 million  €11.0 million 11.8%  €12.9 million 

Spending/FTE1  € 510 € 453 12.5% € 508

Average number of days spent in training/FTE1 3.6 3.3 9.1% 3.3

% of workforce taking part in standardized 
performance appraisals

Senior management 94% 89% 5.6% 83%

Middle management 96% 89% 7.9% 89%

Other grades 96% 87% 10.3% 75%

1 FTE – Full-time employee (equivalent).

CONTINUATION >
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How we perform as a provider of financial services...

Indicator Notes 2013 2012 Change 2011

Benefits, deposits and sales

Total claims and benefits paid €20.2 billion €21.0 billion (3.8%) €16.9 billion

New life sales €1.91 billion €1.96 billion (2.5%) €1.84 billion

Gross deposits €44.33 billion €39.47 billion 12.3% €31.69 billion

Customer loyalty

% of businesses using the Net Promoter Score Weighted by IFRS capital 94% 74% 27.0% 55%

Total customer complaints Verbal and written 70,243 50,415 39.3% 82,314

Fraud and mis-selling

Incidents of fraud involving intermediaries 137 88 55.7% 35

Incidents of fraud involving other third parties 366 811 (54.9%) 670

Significant fines to redress cases of 
mis-selling None None Unch. None

Goods & services

Amount spent on goods and services €1.35 billion €1.30 billion 3.8% €1.48 billion

Online

% of businesses providing products and 
services online 22% NM NA NM

NM – not measured.

NA – not applicable.

How we perform as an employer...

Indicator Notes 2013 2012 Change 2011

Human capital

Human capital return on investment Underlying earnings before 
tax + employee expenses 
÷ employee expenses 1.97 1.94 1.5% 1.80

Human capital value added Revenues – operating 
expenses / FTE  €1.22 million  €1.21 million 0.8%  €1.12 million 

Productivity Employee expenses as 
% of overall operating 
expenses 60.5% 61.9% (2.3%) 56.5%

Employee expenses as % 
of company revenues 6.6% 6.5% 1.5% 6.5%

Financial impact Operating expenses / FTE  €150,000 €142,000 5.6% €147,000

Company revenues / FTE  €1.37 million  €1.35 million 1.5%  €1.27 million 

Employee expenses / FTE €91,000 €88,000 3.4% €83,000

Total employment costs  €2.06 billion  €2.09 billion (1.4%)  €2.07 billion 

% of variable compensation to total pay Senior management 35% 29% 20.7% 30%

Middle management 22% 29% (24.1%) 21%

Other grades 13% 14% (7.1%) 10%

% of workforce eligible for bonuses / 
variable compensation1 Senior management 69% NR NA NR

Middle management 92% NR NA NR

Other grades 80% NR NA NR

FTE – Full-time employee (equivalent).

NR – not reported. 

NA – not applicable.
1  Please note this figure covers 65% of Aegon’s workforce, including employees in both the US and the UK.

Other non-financial indicators
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How we perform as a responsible company...

Indicator Notes 2013 2012 Change 2011

Responsible investment

Number of companies engaged as part 
of responsible investment policy 2011 204 NA 227

• Of which, “extensive” Please see UNPRI definition 22% 23% (4.3%) NM

• “moderate” 41% 39% 5.1% NM

• “basic” 37% 38% (2.6%) NM

Socially Responsible Investment funds, 
assets under management €1.87 billion €1.43 billion 30.8% €1.19 billion

• As % of total revenue-generating 
investments 0.39% 0.31% 25.8% 0.28%

Share performance

Closing share price Amsterdam, Dec. 31 € 6.86 €4.80 42.9% €3.10

Total dividend due / share € 0.22 €0.21 4.8% €0.10

Total shareholder return 49% 63% (22.2%) (32%)

Earnings per share € 0.29 €0.69 (58.0%) (€0.06)

Tax

Total corporate income tax paid2 €163.8 million (€133.2 million) NA €374.6 million

• Of which, Americas €39.1 million (€10.6 million) NA €52.2 million

• Netherlands €88.1 million (€135.1 million) NA €270.2 million

• UK €21.5 million (€23.0 million) NA €28.8 million

Internal view

% of employees considering Aegon 
to be a socially responsible company 73% 72% 1.4% NR

% of employees considering Aegon 
to be ethical in its business dealings 80% 80% Unch. NR

Community investment

Total charitable donations €5.8 million €5.6 million 3.6% €6.5 million

Total employee hours volunteered 13,005 6,879 89.1% NM

Community investment as % of net income 0.7% 0.4% 75.0% 0.8%

Environment

Total CO2 emissions  79,372 metric tons  78,225 metric tons 1.5%  102,230 metric tons 

CO2 emissions / FTE 4.43 metric tons 4.30 metric tons 3.0% 5.32 metric tons

Total business travel by air 110.3 million km 102.7 million km 7.4% 107.6 million km

Electricity consumption 108.8 GwH 120.3 GwH (9.6%) 150.4 GwH

Gas consumption 2.7 million m3 2.5 million m3 8.0% 3.3 million m3

Paper consumption  6,387 metric tons  5,720 metric tons 11.7%  6,318 metric tons 

Use of recycled paper/sustainable paper 51% 66% (22.7%) 60%

Water consumption  281,537 m3  310,390 m3 (9.3%)  326,934 m3 

Production of waste  805 metric tons  1,017 metric tons (20.8%)  1,234 metric tons 

NM – not measured.

NA – not applicable.

NR – not reported.

FTE – Full-time employee (equivalent).
1  Last year, we changed our methodology with regard to this information. Figures for engagement in 2013 refer to the number of individual companies engaged during the year, 

whereas figures for 2012 refer to the number of separate engagements. In 2013, the number of engagements totaled 326. 
2  Negative figures denote amounts received from the tax authorities. Please note that there is often no direct correlation between tax on earnings for any given year and amounts 

paid or received in tax. Part of the explanation for this is that certain tax deductible items are not recognized in the company’s profit & loss statement, but directly in equity. 
Amounts may also include payments from other years. 
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Sustainability rating agency Latest rating

RobecoSAM (Dow Jones Sustainability Index) We’re members of both the Dow Jones Sustainability World and European indexes. Aegon currently ranks 

“silver class” in the DJSI, slightly behind the sector leader. 

EIRIS (FTSE4Good) Aegon was again included in the FTSE4Good in 2013. We’ve been members since the index was launched 

in 2001. 

Sustainalytics In its latest assessment, Sustainalytics ranked Aegon 11th out of 86 companies in the financial sector. 

oekom Research oekom rates Aegon “C+ Prime” – in line with most of the company’s leading peers. 

NYSE Euronext Vigeo Aegon is a member of NYSE Euronext Vigeo’s Europe 120, Eurozone 120 and Benelux 20 indexes of leading 

sustainability performers. 

How others rate our performance
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Our approach to reporting
We take an integrated approach to corporate 
reporting. This means our 2013 Review contains 
both financial and non-financial information. 

We do our best to explain how non-

financial factors, such as employee 

engagement or levels of customer service, 

affect our financial performance (please 

see chart below). We also look at the 

Reporting guidelines and process

This is our third annual integrated report. 

It follows the latest guidelines from the 

International Integrated Reporting Council 

and the G3 guidelines from the Global 

Reporting Initiative. In line with the GRI’s 

basic reporting principles, it aims to provide 

a concise, accurate and balanced account 

of Aegon’s performance over the past year. 

This report is intended, however, as an 

overview. More in-depth data and 

impact our businesses have on those 

around us, and we explain how we take 

environmental, social and governance 

factors into account when making our 

business decisions. 

This approach, we believe, provides a more 

complete picture of Aegon – not only how 

we manage our businesses, but also our 

performance as an employer, investor and 

business partner. 

information are available online via 

corporatereporting.aegon.com. In addition, 

Aegon also publishes an Annual Report and 

a Form 20-F in compliance with regulatory 

requirements in the Netherlands and 

the US. These two documents are also 

available in full on Aegon’s website. 

Information for this Review is based 

on extensive reporting from our country 

and operating units around the world. 

All information is reviewed formally by 

Aegon’s Disclosure Committee and is 

subject to approval by the company’s 

Management, Executive and Supervisory 

Boards before publication. Information 

on the scope of this Review may be found 

on page 76. Contents have also been 

reviewed by our external auditors, EY. 

For their report, please see page 77. 
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Greater efficiency 
through reduced 
costs and better 
management of 

social & 
environmental 

risks
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procurement

Salaries 
& benefits

Positive working 
environment

More motivated
and engaged
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Improved 
customer service

Greater customer
loyalty
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inclusion

Investing in new 
technologies and 
business models

More reliable
products

Product pricing 
& development

Improved
reputation

New sales 
& increased 

revenues

Career prospects

Training

Improved 
earnings
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In addition to those listed above, we also 

have businesses, joint ventures, 

representative offices or marketing 

operations in the following countries: 

Australia, Bermuda, France, Luxembourg, 

Germany, Hong Kong, Indonesia, Singapore, 

and Thailand. For the purposes of our 

social, business-related and environmental 

Reporting scope

This year, for the first time, we have used 

a materiality approach to determine the 

scope of our Review. All information 

covers at least our three main country 

units: the US, the Netherlands and the UK. 

For our smaller units, we have included 

only information and data that is “material” 

i.e. that relates to issues we believe have, 

or will have, a significant long-term impact 

on our profitability, our operations or 

our reputation. To determine materiality, 

we looked at potential risks, the size of 

individual units, and their impact on the 

performance of the company as a whole. 

Please see table below:

Business unit Social Business Environmental Financial

Relating to: our workforce, 
employee welfare, salaries 
& benefits, Code of 
Conduct, employee 
representation, collective 
bargaining, diversity, 
community investment, 
training and employee 
performance appraisal.

Relating to: product 
development & approval, 
market conduct, access to 
insurance, responsible 
investment, impact 
investing, supply-chain 
management, customer 
loyalty, Net Promoter Score 
and brand management. 

Relating to: our 
environmental 
performance, 
consumption of 
energy and other 
raw materials, 
emissions of carbon 
dioxide. 

Relating to: 
our financial 
performance, 
P&L, tax, risk 
management and 
capital management.

Canada • • - All financial 
information is taken 
directly from our 
2013 Annual Report. 
This information 
refers to all 
Aegon companies. 
Please see the 
2013 Annual Report 
for more details.

Czech Republic • • -
Hungary • • -
Ireland • • -
Netherlands • • •
Poland • • -
Romania • • -
Slovakia • • -
Spain • • -
Turkey • • -
Ukraine • • -
United Kingdom • • •
United States • • •
Aegon Asset Management • • -
Aegon Direct & Affinity 
Marketing Services • • -
Aegon holding • -
Transamerica Life Bermuda • • -
Joint ventures & 
associate companies
China (Aegon-CNOOC) • • -
Brazil (Mongeral Aegon) - • -
India (Aegon Religare) - • -
Japan (Aegon Sony Life) - • -
Mexico (Seguros Argos 
Aegon) - - -

reporting, our businesses in these countries 

– plus our joint venture in Mexico – were 

considered out of scope. For the most 

part, the businesses concerned are too 

small to be considered sufficiently material. 

We have included some qualitative 

information from these operations 

however, for the purposes of illustration. 

This Review covers the full year 2013, unless 

stated otherwise. All necessary notes, 

explanations and definitions are provided 

in the text or accompanying tables. 

Our previous annual Review was published 

in March 2013 and is available online 

via corporatereporting.aegon.com. 
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Independent assurance report 

on Aegon’s 2013 Review
To:  The General Meeting of Shareholders 

of Aegon N.V.

Scope

We have performed a limited assurance 

engagement on the report “Creating and 

sharing value, Aegon’s Integrated Review 

2013” of Aegon N.V., The Hague and the 

website version of this report named 

‘Integrated Review 2013’ (collectively 

referred to as 2013 Review). Our assurance 

engagement is aimed to provide limited 

assurance that the non-financial information 

is correctly presented in accordance with 

the Sustainability Reporting Guidelines 

(G3) of the Global Reporting Initiative as 

described in the GRI reporting tables in the 

website version of the 2013 Review.

The 2013 Review contains forward-looking 

information in the form of ambitions, 

strategy, plans, forecasts and estimates. 

The fulfilment of such information is 

inherently uncertain. For that reason, 

we do not provide assurance in respect 

of the assumptions and the achievement 

of forward-looking information. 

Management’s responsibility

Management is responsible for the 

preparation of the non-financial 

information in the 2013 Review in 

accordance with the Sustainability 

Reporting Guidelines (G3) of the Global 

Reporting Initiative, including the 

identification of stakeholders and the 

selection of material topics. The choices 

made by management regarding the scope 

of the non-financial information and the 

reporting policy are set out in in the 

GRI reporting tables in the website version 

of the 2013 Review. 

Management is also responsible for such 

internal control as it determines is 

necessary to enable the preparation of the 

non-financial information such that it is 

free from material misstatement, whether 

due to fraud or error.

Auditor’s responsibility

Our responsibility is to draw a conclusion 

on the non-financial information in the 

2013 Review based on the assurance 

evidence obtained. We conducted our 

engagement in accordance with Dutch law, 

including the Dutch Standards 3410N, 

"Assurance Engagements with respect to 

Sustainability Reports". This requires that 

we comply with ethical requirements and 

plan and perform our procedures to obtain 

limited assurance about whether the non-

financial information is free from material 

misstatement.

The procedures performed in order to 

obtain limited assurance aim to verify the 

plausibility of information and are less 

extensive than those performed for 

assurance engagements aimed at obtaining 

reasonable assurance and therefore less 

assurance is provided. The procedures for 

a limited assurance engagement are limited 

primarily to inquiries of company personnel 

and analytical procedures applied to 

financial and non-financial data. 

We believe that the assurance evidence we 

have obtained is sufficient and appropriate 

to provide a basis for our conclusion.

Conclusion

Based on our assurance procedures 

performed we conclude that nothing came 

to our attention that causes us to believe 

that the non-financial information reported 

in the 2013 Review is not, in all material 

respects, correctly presented in accordance 

with the Sustainability Reporting 

Guidelines (G3) of the Global Reporting 

Initiative as described in the GRI reporting 

tables in the website version of the 

2013 Review.

The Hague, March 19, 2014

Ernst & Young Accountants LLP

signed by R.J.W. Lelieveld
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Aegon welcomes opinions, complaints and suggestions from its stakeholders. All comments 
should be sent to our Communications, Investor Relations or Sustainability teams. 

Corporate Communications:

Robin Boon 

Head of Corporate Communications

Telephone:  +31 70 344 8956

Email:  gcc@Aegon.com

Investor Relations:

Willem van den Berg

Head of Investor Relations

Telephone: +31 70 344 8305 

or toll free:  877 548 9668 (US only)

Email:  ir@aegon.com 

Strategy & Sustainability

Marc van Weede

Global Head of Strategy & Sustainability

Telephone: +31 70 344 8278

Email:  response@aegon.com 

Postal address: 

Aegon N.V.

P.O. Box 85

2501 CB The Hague 

The Netherlands

We can also be contacted via Twitter and Facebook.
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This is Aegon’s 2013 Review. For more details about any of the issues here, please refer to our online version, available via 

corporatereporting.aegon.com. Alongside this Review, we also publish an Annual Report, which is Aegon’s main regulatory 

reporting document. The Annual Report provides full analysis of our financial performance, as well as details of Aegon’s risk 

and capital management, remuneration and system of corporate governance. Our 2013 Annual Report is also available online. 

How to contact us
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Forward-looking statements
The statements contained in this document that are not historical facts 

are forward-looking statements as defined in the US Private Securities 

Litigation Reform Act of 1995. The following are words that identify such 

forward-looking statements: aim, believe, estimate, target, intend, may, 

expect, anticipate, predict, project, counting on, plan, continue, want, 

forecast, goal, should, would, is confident, will, and similar expressions 

as they relate to Aegon. These statements are not guarantees of future 

performance and involve risks, uncertainties and assumptions that are 

difficult to predict. Aegon undertakes no obligation to publicly update or 

revise any forward-looking statements. Readers are cautioned not to place 

undue reliance on these forward-looking statements, which merely reflect 

company expectations at the time of writing. Actual results may differ 

materially from expectations conveyed in forward-looking statements 

due to changes caused by various risks and uncertainties. Such risks and 

uncertainties include but are not limited to the following:

• Changes in general economic conditions, particularly in the United States, 

the Netherlands and the United Kingdom;

• Changes in the performance of financial markets, including emerging 

markets, such as with regard to: 

• The frequency and severity of defaults by issuers in Aegon’s fixed 

income investment portfolios; 

• The effects of corporate bankruptcies and/or accounting 

restatements on the financial markets and the resulting decline 

in the value of equity and debt securities Aegon holds; and

• The effects of declining creditworthiness of certain private sector 

securities and the resulting decline in the value of sovereign 

exposure that Aegon holds;

• Changes in the performance of Aegon’s investment portfolio and decline 

in ratings of Aegon’s counterparties;

• Consequences of a potential (partial) break-up of the euro or the potential 

independence of Scotland from the United Kingdom;

• The frequency and severity of insured loss events;

• Changes affecting longevity, mortality, morbidity, persistence and other 

factors that may impact the profitability of Aegon’s insurance products;

• Reinsurers to whom Aegon has ceded significant underwriting risks may 

fail to meet their obligations;

• Changes affecting interest rate levels and continuing low or rapidly 

changing interest rate levels;

• Changes affecting currency exchange rates, in particular the EUR/USD 

and EUR/GBP exchange rates;

• Changes in the availability of, and costs associated with, liquidity sources 

such as bank and capital markets funding, as well as conditions in the 

credit markets in general such as changes in borrower and counterparty 

creditworthiness;

• Increasing levels of competition in the United States, the Netherlands, 

the United Kingdom and emerging markets;

• Changes in laws and regulations, particularly those affecting Aegon’s 

operations, ability to hire and retain key personnel, the products Aegon 

sells, and the attractiveness of certain products to its consumers;

• Regulatory changes relating to the insurance industry in the jurisdictions 

in which Aegon operates;

• Changes in customer behavior and public opinion in general related to, 

among other things, the type of products also Aegon sells, including 

legal, regulatory or commercial necessity to meet changing customer 

expectations;

• Acts of God, acts of terrorism, acts of war and pandemics;

• Changes in the policies of central banks and/or governments;

• Lowering of one or more of Aegon’s debt ratings issued by recognized 

rating organizations and the adverse impact such action may have on 

Aegon’s ability to raise capital and on its liquidity and financial condition;

• Lowering of one or more of insurer financial strength ratings of Aegon’s 

insurance subsidiaries and the adverse impact such action may have on 

the premium writings, policy retention, profitability and liquidity of its 

insurance subsidiaries;

• The effect of the European Union’s Solvency II requirements and other 

regulations in other jurisdictions affecting the capital Aegon is required 

to maintain;

• Litigation or regulatory action that could require Aegon to pay significant 

damages or change the way Aegon does business;

• As Aegon’s operations support complex transactions and are highly 

dependent on the proper functioning of information technology, 

a computer system failure or security breach may disrupt Aegon’s 

business, damage its reputation and adversely affect its results 

of operations, financial condition and cash flows;

• Customer responsiveness to both new products and distribution channels;

• Competitive, legal, regulatory, or tax changes that affect profitability, 

the distribution cost of or demand for Aegon’s products;

• Changes in accounting regulations and policies or a change by Aegon 

in applying such regulations and policies, voluntarily or otherwise, 

may affect Aegon’s reported results and shareholders’ equity;

• The impact of acquisitions and divestitures, restructurings, product 

withdrawals and other unusual items, including Aegon’s ability to 

integrate acquisitions and to obtain the anticipated results and synergies 

from acquisitions; 

• Catastrophic events, either manmade or by nature, could result in material 

losses and significantly interrupt Aegon’s business; and

• Aegon’s failure to achieve anticipated levels of earnings or operational 

efficiencies as well as other cost saving and excess capital and leverage 

ratio management initiatives. 

Further details of potential risks and uncertainties affecting Aegon are 

described in its filings with the Netherlands Authority for the Financial 

Markets and the US Securities and Exchange Commission, including the 

Annual Report. These forward-looking statements speak only as of the date 

of this document. Except as required by any applicable law or regulation, 

Aegon expressly disclaims any obligation or undertaking to release publicly 

any updates or revisions to any forward-looking statements contained 

herein to reflect any change in Aegon’s expectations with regard thereto 

or any change in events, conditions or circumstances on which any such 

statement is based.
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Speaking out 

CEO Alex Wynaendts 

explains how aging 

populations, changes 

in customer behavior 

and the rise of new 

technologies are opening 

up new opportunities 

for Aegon. 

Creating and 

sharing value 

We look at how, as a 

company, we create 

value – not just for our 

customers, but for our 

employees, business 

partners, investors and 

the communities in 

which we operate. 

How to read our 

2013  Review

This is Aegon’s third 

annual integrated report. 

It provides an overview 

of our performance 

during the year, and 

looks at the value we’ve 

created for customers 

and other stakeholders. 

Alongside this Review, 

we also publish an 

Annual Report, which is 

our main regulatory 

report. Both this Review 

and the Annual Report 

are available online via 

aegon.com.

Highlights   
& overview 

aegon.com

Decision-making 

We have a formal 

corporate governance 

system built on checks 

and balances. We also 

have guidelines and 

internal policies to help 

guide us to the best 

possible decisions. 

All the numbers

Our Facts & Figures 

section gives a full 

rundown of our 2013 

performance – all the 

way from net income 

to the number of new 

hires we made last year. 

US

GB
NL

DE
PLIE

SK

BM

ES

UA

CONTENTS

http://aegon.com

	2013 in review
	Aegon today
	Interview with our CEO, Alex Wynaendts
	How we create value
	Our five key trends
	Managing capital
	Encouraging talent
	Using our expertise
	Building trust
	Creating benefits
	Sharing profits
	Contributing to societyv
	Business case

	Facts & figures:
	How we make decisions
	Our senior management
	Engaging with our stakeholders
	Our international commitments
	Key performance indicators
	Consolidated income statement
	Consolidated cash flow statement
	Consolidated statement of financial position
	Other non-financial indicators
	Our approach to reporting
	Auditors’ report 
	How to contact us


	Knop 2: 
	Knop 3: 
	Knop 4: 
	Knop 5: 
	Knop 7: 
	Off
	Off
	Off
	Pagina 543: Off
	Pagina 794: Off

	Knop 3: 
	Pagina 4: Off
	Pagina 61: Off
	Pagina 82: Off
	Pagina 143: Off
	Pagina 164: Off
	Pagina 185: Off
	Pagina 206: Off
	Pagina 247: Off
	Pagina 268: Off
	Pagina 309: Off
	Pagina 3410: Off
	Pagina 3611: Off
	Pagina 4012: Off
	Pagina 4413: Off
	Pagina 4614: Off
	Pagina 5015: Off
	Pagina 5216: Off
	Pagina 5617: Off
	Pagina 5818: Off
	Pagina 6019: Off
	Pagina 6220: Off
	Pagina 6421: Off
	Pagina 6622: Off
	Pagina 6823: Off
	Pagina 7024: Off
	Pagina 7225: Off
	Pagina 7426: Off
	Pagina 7627: Off
	Pagina 7828: Off

	Knop 2: 
	Pagina 5: Off
	Pagina 71: Off
	Pagina 92: Off
	Pagina 133: Off
	Pagina 154: Off
	Pagina 195: Off
	Pagina 216: Off
	Pagina 257: Off
	Pagina 278: Off
	Pagina 319: Off
	Pagina 3510: Off
	Pagina 3711: Off
	Pagina 4112: Off
	Pagina 4513: Off
	Pagina 4714: Off
	Pagina 5115: Off
	Pagina 5316: Off
	Pagina 5517: Off
	Pagina 5718: Off
	Pagina 5919: Off
	Pagina 6120: Off
	Pagina 6321: Off
	Pagina 6522: Off
	Pagina 6723: Off
	Pagina 6924: Off
	Pagina 7125: Off
	Pagina 7326: Off
	Pagina 7527: Off
	Pagina 7728: Off

	Knop 5: 
	Pagina 10: Off
	Pagina 121: Off
	Pagina 222: Off
	Pagina 283: Off
	Pagina 324: Off
	Pagina 385: Off
	Pagina 426: Off
	Pagina 487: Off

	Knop 4: 
	Pagina 11: Off
	Pagina 171: Off
	Pagina 232: Off
	Pagina 293: Off
	Pagina 334: Off
	Pagina 395: Off
	Pagina 436: Off
	Pagina 497: Off

	Knop 11: 
	Knop 12: 
	Knop 6: 
	Knop 8: 
	Off
	Off
	Off
	Pagina 803: Off

	Knop 9: 
	Knop 10: 


