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Background

● We are an European financial services company that sells savings and 

investment products via direct marketing (phone calls).

● Issues reported by our Financial Professionals:
○ Leads prioritization, client segmentation

● 88 % of conversations do not result in a sale

● Issues reported by our Marketing Department:
○ Seasonality, economic impacts, campaign effectiveness



Background

● We have a dataset of 45,211 phone calls across 20 inputs. 
○ Client demographics and financial status
○ Campaign information 
○ Contact frequency
○ Economic factors (CPI, interest rate, employment rate)

● Each record has data on weather or not the phone call led to the consumer 
purchasing a banking product (term deposit). 



500,000 Clients

20 Financial Professionals

Annual touchpoints desired

Requires 25,000 calls per agent per year

Agents can only handle 20,000 per year

Expanding staff 25% is not possible

Agent Workload



400 calls per week

20% connection rate

80 conversations per week

9 conversations (11%) result in a sale

Agent Weekly Call Lists



400 calls per week

20% connection rate

80 conversations per week

9 conversations (11%) result in a sale

Agent Weekly Call Lists

44 golden leads

44 conversations (55%) result in a sale



Call Prioritization

Classification model

● Call outcome (sale vs. no sale)
● Selected for highest precision
● Predicts with probabilities

Sales managers can curate better call lists



~ 15% increase in overall sales even if agents do not change their behavior

Expected success rate (without model): 11.3%

Expected success rate (with model):       13.0%

Call Prioritization



Success rate scales with total number of customers

If number of customers increases from 500,000 to 550,000

~ 23% increase in overall sales even if agents do not change their behavior

Expected success rate (without model): 11.3%

Expected success rate (with model):       13.9%

Call Prioritization



The Old Call List



The New Call List



Knock On Effects

Increase successful conversations

Agent commission goes up

Agent Confidence Increases

Talking to clients becomes more comfortable

Customer Trust Increases

Confidence and comfort conveys trustworthiness

Attrition Decreases

Up to $100,000 to recruit, hire, train and license a new agent



Looking Back: What worked and what 
didn’t



Successful vs. Unsuccessful Calls
Successful

● Basic:
○ Single

● Time:
○ March
○ September
○ October
○ December

● Jobs:
○ Retired
○ Student

● Education:
○ University Degree

Unsuccessful

● Basic:
○ No heavy influencing factors

● Time:
○ May
○ June
○ July
○ August
○ November

● Jobs:
○ Technician
○ Services
○ Blue Collar
○ Entrepreneur

● Education:
○ PhD



Very popular with those who don’t work



Duration Matters!

There is a direct correlation between call duration and 
success rate

Longer calls lead to more conversions



Rule of thumb:

Success leads to more success!
● Callers who have previously purchased a term deposit 

are very likely to repurchase (> 60%).
● Callers who were previously contacted but did not 

purchase still purchased a term deposit at an above 
average rate.  



Thank you!


