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Problem Statement

Company: MFS Investments is an Asset Management Company.
In the Retail segment, investors entrust money to financial
advisors who, in turn, come to MFS to buy financial products

Problem: The MFS client-facing team interacts with financial
advisors over time to foster a long-term relationship and to
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Impact

We compare hypothetical outcomes using our approach under different scenarios (i.e.: different assumptions for our optimization model) to current

strategies for the main client firm of MFS.

We observe a sizeable expected increase in sales in all scenarios
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Overall, our approach shows an opportunity to make
more effective meetings and to significantly reduce calls
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Advisors Strategies

(to date) We optimize interaction sequences for 6 months

Out-of-sample performance on the
subset of clients for whom we

optimize — 1.2 times the Optimization Formulation
performance of the baseline

over the top client firm. We select the strategies
that most frequently occur and validate them with
domain experts
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