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To help people achieve a lifetime of financial security

For more information: aegon.com

An integrated approach

For our customers

Aegon’s 2016 Review

For Aegon, sustainability is an integral part of its business. Aegon’s purpose is to help people achieve a lifetime of financial
security – to protect what is important to them, and to help them save for the future. Sustainability is about being here for
the long term, making sure the company is always there to help people at the most important points in their lives.

Create and share value
for our customers

• Aegon provides financial services, mainly life insurance,
pensions and asset management.
• The company’s value chain is important in order to
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• How Aegon creates and shares value for its local
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communities:
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through community investments to vulnerable people;
-- By encouraging its employees to add value via
volunteer work;
-- By its sport sponsorships, Aegon is promoting a
Fast facts: Creating positive impact
healthy lifestyle.
for all our stakeholders
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26.5 million customers are served by Aegon
96% of Aegon businesses offer products and services online
95% of Aegon’s businesses offer ‘inclusive insurance products’
EUR 1.2 billion spent on goods and services in 2016
EUR 1.03 million is the value of voluntary work undertaken by our
employees in 2016
EUR 15 million was spent on training for employees in 2016

Dow Jones Sustainability World Index

In 2017, Aegon retained its place in the Dow Jones
Sustainability World Index as well as in the Dow Jones
Sustainability European Index for the 18th consecutive
year – and once again received a Bronze Class Sustainability
Award. The company was given an absolute score of 82,
compared to an industry average of 50. With this score
Aegon remains in the top 10 percent of the insurance
industry.

