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About MassMutuadl Problem Statement
MassMutual aims to enhance market activation strategies by identifying high-
m ;‘= & potential areas and enabling financial advisors to drive more effective outreach.
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The Data Foundation & Journey Analytics team focuses on @ @
building scalable data infrastructure and deriving insights to
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Methodology

Goal: Leverage geo data to build a ZIP-level segmentation model that identifies high-potential markets
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Goal: Analyze correlation between customer segments & landmarks to enable targeted marketing
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Goal: Equip financial advisors with Al assistant that supports T2P conversions for effective client outreach

WRITER Al

\

\

4

\
|
|
|
|
|
|
l

J

r A\
| I @ Use Case ' Knowledge | I |
e Pch‘.’t?Lfm I I b Selection I |%I RGrgph | I Output
trieva
j Oror | Benefitsummery [ : j uo
5 I | I Benefit Summary I MassMutual Agent |
Marketing  [RPSESORPRERE "'t RESH Moricting Strategy [Jf]  Resources N oeor
e pecialize :
Specialist  [EECNNNY Frocxt BRI ciesSircicgy [JMf]  Public Research oo
Al Agent o f e =~
4000+ S | JRR ndosiy Revo | g > )
Lines of  Client Demographic o Advisor Enablement « Grounded & Up-to-date e Personalization
Customized ° Engagement Focus  Prospect Outreach « Domain-Specific « Ready-to-use
Prompts e Reference Info « Client Engagement e Professional o Actionable y
Key Deliverables O . . o .
y ( Marketing Efficiency @ Advisor Enablement
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e Live Demo & QA Through Reduced Direct Mail By Accelerating T2P Conversion
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Segmentation Improves Targeting Precision On Compliance & Research
\, * Documented Code National & Local Activation Based on Penetration Scalable Framework
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(Source: USNews — How Much Does Life Insurance Cost?)




