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The T3
Opportunity

| think it’s fair to say that today’s fintech landscape
offers more opportunities than ever in the history
of the profession. We can remember when fintech
value propositions were confined to running a more
efficient planning business, with steadily enhanced
CRM client management, better trading and rebal-
ancing tools for portfolio management and increas-
ingly powerful planning tools for better analysis and
advice.

A keynote speaker at the T3 conference today is
just as likely to tout features and benefits like an
enhanced customer experience, client or prospect
capture, seamless access to critical data, deeper
analytics into issues for clients who live and work in
niche markets —and new Al features taking all of us
into entirely new realms of automated convenience.

This is the 20th iteration of Joel Bruckenstein’s an-
nual T3 conference. I've attended all of them, gaining
a front-row view as the fintech landscape exploded
from a core set of tools to a bewildering variety of
opportunities to enhance every part of an advisory
firm’s service, analytics, operations, marketing, man-
agement, advice and client experience.

Much of what advisors take for granted today, in
their tech stacks, was injected into the profession’s
mainstream at one or another of the T3 conferences.

| can confidently say that everybody in attendance
this year will have their eyes opened to more than a
few new opportunities from the podium and at least
a few more in an exhibit hall that brings the entire
fintech landscape together in one place. Where else
can you perform a year’s worth of tech due diligence
in just a few days?

Over the years, advisors and their key staff mem-
bers at T3 would prowl the exhibit hall, looking at
demos and asking specific questions of the tech
vendors. They would get a sense of their options and
a surprising amount of consulting and insight into
different ways their pain points can be addressed
operationally. In the meantime, they would attend
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sessions with their antennas up, absorbing the expla-
nations of new developments that might be solutions
to challenges not yet identified.

| have a few memories to share of Joel telling a
VERY skeptical audience that smartphones would be
a very big deal in the near future. | hosted the first
panel discussion of advisors who had moved all of
their tech to something that had not yet been named
‘the cloud, working from anywhere, accessing their
client data and software remotely. The audience was
amazed and skeptical at the same time.

There were later presentations about the bene-
fits of moving software operations to the cloud, and,
more recently, right after the Covid travel hiatus, it
seemed like every fintech provider and every plat-
form whose value proposition had been focused on
operational efficiency were now talking about how
their solutions could enhance the client experience.

And then came Al.

Let this be your welcome letter to the next fintech
adventure that is T3 2024. The next few days are our
collective (that word again) opportunity to make
sense of the myriad of trends, upgrades, features and
startups to find solutions that will support your staff
and also your advice and service to clients.

Here, as nowhere else, the fintech world is at your
fingertips.

Bob Veres
Inside Information
http:/www.bobveres.com
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the development of the wealthtech space, Technology Tools
for Today (T3) conference producer Joel Bruckenstein has
no shortage of memories and anecdotes to share about the

industry’s evolution.

In an interview with Action! magazine, Bruckenstein
provides an overview of the technology changes
the industry has gone through over the years, what
lessons advisors still need to better appreciate and
what the future holds for the practice of financial
planning.

WHAT’S CHANGED, WHAT REMAINS:

The pace of technological change that's taken place
since 2000 - not just in our industry but worldwide
—continues to accelerate. Back then, artificial intelli-
gence was still just science fiction. Nobody 20 years
ago thought we'd have more computing power in our
pocket than in a server room. If | were talking to my-
self back then and telling him what | know now, my
former self would not believe it.

Twenty years ago, we were talking about some of

the same things we talk about today: portfolio man-
agement software, CRM and financial planning soft-
ware. But, there was a tremendous amount of paper
in those days, so the focus was on scanners and be-
ing able to digitize documents. We were also talking
about the need to have an email address. Websites
foradvisors were in theirinfancy at that point. We had
dial-up Internet, which was very slow, and software
was on floppy disks. The whole ecosystem was just
getting started and not very efficient. There was no
Internet ‘cloud, iPhones or iPads. We had flip phones
and office server providers. Even personal comput-
ers were relatively expensive in those days.

| should note that in the old days, there were a
lot of all-in-one solutions, both on the broker-dealer
side and the RIA side. At some point, firms shifted to
wanting best-of-breed in each piece of tech they use,
and we've been trying to integrate all this stuff for 20
years. Finally, some firms are throwing in the towel,




saying, ‘You know, I'll just have one provider and let
them provide everything!” So yes, some trends are cy-
clical.

One major change is more transparency around
who does what and who is a fiduciary. Technology
enabled transparency in understanding there's a dif-
ference between getting advice from an employee
broker versus an independent fiduciary. Information
has become more transparent. Twenty years ago, the
average Joe on the street didn't have access to in-
depth mutual fund or ETF information. Now, every-
body does. In general, we've gone from information
scarcity to information overload. Before, the advisor
delivered the information; now, the advisor helps
clients sort through information to get to what's im-
portant.

WHAT THE INDUSTRY HAS (AND HASN'T)
LEARNED:

| used to give out awards every year. | recently looked
back at whom we awarded 15 years ago, just to see
if they panned out or not. Obviously, some winners
did and they're big companies now. A few of them not
so much, or they've just become obsolete. They were
great at the time, but it’s stuff we don’t use anymore,
such as scanners.

The takeaway for me from looking back is there are
two types of technology companies — those that run
themselves as an annuity and those that consistent-
ly reinvest in R&D. The companies that continue to
reinvest in themselves clearly are the ones that suc-
ceeded, so constant investment in R&D is essential.
Technology doesn't stand still. The minute you stop
developing, you fall behind. It's the same for advisors
- if they're not constantly investing in their product,
then it just becomes an annuity. They milk it for allit's
worth until, eventually, everybody leaves.

One thing we got wrong initially was just how slow
advisors were to embrace and implement anything
new. If you think back, it took years for people to
move in the right direction, whether it was getting an
email address, setting up a website or moving to the
cloud. The adoption was so slow; it was like watching
paint dry. We didn't initially understand the inertia

“Technology doesn't stand
still. The minute you stop
developing, you fall behind.”

in the marketplace and how long it would take the
typical advisory firm to embrace technology. But the
next generation of advice clients and advisors are all
technology natives. They look at it as a tool like any
other. They're not resistant to it.

A message we've tried to spread to the industry is
that technology is not an expense; it's a capital in-
vestment in your firm. You deserve an ROI; if you're
not getting an ROI, you're not investing properly. Look
at all of the prosperous, multi-billion dollar firms;
they're fully embracing technology. They look at it
as a capital investment. Yes, not every investment
works out; sometimes, things become obsolete and
it's a never-ending battle. It’s like when you buy a
house, you need upkeep.

There are mistakes people in our industry made 20
years ago that they're still making today. One is they
don’t pay enough attention to cybersecurity. We are
constantly trying to educate advisors about what
they should be concerned about, the latest threats,
and where they will likely come from. We think advi-
sors rely too heavily on vendors for cyber protection
and are not proactive enough to protect their firms. |
think that's a risk that will continue to be with us, and
I'm not sure their clients know enough.

You cannot be a good advisor if you're not using
technology wisely — and if you don't understand how
the technology works, how can you claim to be a fi-
duciary? Now, | know many firms outsource, such as
their compliance. At the end of the day, you have to
do whatever your policies and procedures have laid
out. It's the same with technology. It's fine to bring in
outside experts or have internal experts, but at the
end of the day, everybody needs to have some level of
knowledge; you can’t outsource everything.



\\

T3 20™ ANNIVERSARY

(o]

WHAT’S NEXT:

Twenty years ago, technology was built for a very spe-
cific purpose: to help you complete a task for your job.
Now, we're all seeing a future where technology can
actively do your job for you. There’s definitely going
to be a transition. Advisors need to think about what
their true value is. As | have said for years, most advi-
sors don't add much investment alpha, so why spend
so much time on it? The general public has come to
the same conclusion, hence the popularity of passive
Investments. But advisors do other things that add
value, and that’s largely in behavioral finance, help-
ing clients with their life goals. Computers can’t act
as behavioral coaches today; they are focused on the
transactional activities they can or will be able to do.
Ultimately, that’s going to happen in every profes-
sional service industry. | have TurboTax; if | wanted to,
| could do my taxes. But | don't use TurboTax; | still
use a CPA because my tax situation is a little more
complicated than a W-2 and a 401(k).

Yes, there's already been some fee compression in
our industry. Most advisors will say no, but if you look
at what they're doing, they're offering more and en-
hanced services for the same fee and there's a cost
of providing those services, so in essence, there has
been some fee compression. But it's funny, most cli-
ents seem very satisfied with what they get and are

“You cannot be a good advisor if
you're not using technology wisely -
and if you don't understand how the
technology works, how can you
claim to be a fiduciary?”

willing to pay forit, so until there’s pushback from cli-
ents, | don't think that will change. Nobody is talking
about Al replacing human advisors anytime soon.

| don’t expect big tech to move into wealth man-
agement anytime soon. It’s been very slow going for
them in pharmaceuticals, and they're not as embed-
ded in healthcare as they would like to be because
it's highly regulated. Well, we're even more highly
regulated. They’'ve got enough regulators on their
backs; | don’t see them wanting to have to answer to
the SEC and FINRA, either. Think about the concerns
that the SEC has around Al being implemented in any
way shape or form on the investment side. It’s scary
even to a company deeply embedded in this space.
For a Google or a Microsoft to get into that would be,
| think, very disruptive to other initiatives that they
have. This isn’t an area they’d want to conquer until
pretty much everything else is conquered.

One obvious thing advisors should be doing is con-
necting with the next generation of clients already
in their office. If your clients have kids or grandkids,
you should be reaching out to them. And when you do
marketing, it's got to be different than what you’ve
done before. | still get postcards from advisors in-

BRUCKENSTEIN: LOOKING BACK, AND LOOKING AHEAD



viting me to dinners. Who reads those anymore? So,
if you reach out to that next-gen client, understand
they’re not looking to buy an annuity. You need more
sophisticated digital marketing; you need a digital
growth platform. You have to be proactive about all
this. If you’re not thinking about it today and you wait
until that next-generation client inherits wealth, I'm
telling you that money's gone. That money's already
leaving today. Of course, we're creatures of habit; it's
not easy to say, ‘Okay, I'm going to start serving that
next-gen client” You love your kids, but you know,
most of us don't even know what the hell they're
doing anymore. But | always have that conversation
with the advisory firms, and | tell them you have to
start planning for that and talk to your younger advi-
sors for help building that plan.

The original client portals mostly came out of the
portfolio management space and focused on perfor-
mance reporting. That's different from what the next-

“If you wait until that next
generation client inherits
wealth, I'm telling you that
money's gone. That money's
already leaving today.”

gen client wants out of a portal. They are all geared
toward financial planning. | have Google Wallet on my
phone. Eventually, | think there will be a Schwab wal-
let where you can download all your purchases, plane
and theater tickets. Financial planning will be a much
more personalized experience, and the way we inter-
act with clients of the future will be even more digital
than it is today. We have yet to completely see the
synthesis of all the different applications.

Embrace technology and you can double the num-
ber of clients you can serve. | think about the amount
of time | used to take reading analyst reports and
building portfolios for clients and how | can now build
a portfolio for 50 clients essentially with the push of
a button and rebalance it in minutes if | want to, or
just outsource all of it to Schwab, Canvas or whoever.
That was hours and hours of my day that | was spend-
ing that | don’t have to spend today, so just multiply
that time saved. People are still holding meetings
and taking notes so they can share afterward. Why
aren't they using software that can capture the en-
tire meeting and then give you an executive summa-
ry of everything that was just discussed, which can
then be fed into your CRM to automate all the as-
signments and tasks? These tools are available today
and not everybody's embracing them. But they will or
they'll be out of business.

We've seen that technology doesn't create a
wholesale transformation; it's always incremental.
The device you have in your hand today will look even
more complicated and capable ten years from now.
In the near future, Al will be used in many client ser-
vice areas in large firms, and it will trickle down to RIA
firms. There are big enough RIA firms today that they
could use it today. Predictive analytics and things of
that nature are already coming to the market. It's a
constant transformation and as the technology gets
better, smart advisors will find smart ways to use the
technology to enhance the lives of their clients.

BRUCKENSTEIN: LOOKING BACK, AND LOOKING AHEAD
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Where to begin

ARTIFICIAL INTELLIGENCE ADOPTION IS
QUICKLY GAINING MOMENTUM. WE’RE NOW
WITNESSING A TRANSFORMATIVE CHANGE -
WITH APPLICATION IN THE TECHNOLOGY,
SCIENCE AND FINANCE SECTORS.

Unlike previous finance innovations, whether
digital advice, robo advisors or any of the different
investment products popular today, Al is unique.
Legislators on Capitol Hill and the private sector are
attempting to design guardrails early. Government
agencies and regulators are trying to be proactive by
incentivizing responsible use of Al. We have also seen
interesting leadership from tech titans advocating
for Al guardrails and voluntary use standards before
regulatory standards are clear.

There are many challenges in using Al — fabricat-
ed ‘hallucinations, or bad data or bias, for instance.
Advisors should understand and address challenges
because they will face these when choosing to use Al
either internally to enhance the productivity of their
practice or externally to augment a client relation-
ship. Advisors should also prepare for Al to be a people
management issue in either use case. In short, if a firm
doesn’t address the issue proactively, it accepts the
risk that employees may use Al tools in client interac-
tions without their knowledge.

Ultimately, setting an Al use standard is good busi-
ness practice. This way, advisors know whether the
team and vendors are using Al tools, and if they are,

advisors can understand and agree its use is appropri-
ate for the firm and its clients. Awell-informed firm can
avoid issues where clients might somehow be harmed
because the use of Al wasn’t vetted, understood or ap-
propriately disclosed and managed.

Even at this early stage, the comments by Securities
and Exchange Commission Chair Gary Gensler should
interest any firm, including its compliance profession-
al.Chair Gensler’s public comments frame the risk that
must be covered before Al use is adopted at a firm: Ad-
visors should thoroughly conduct due diligence and be
confident Al use doesn’t compromise their duty of care
and loyalty to clients.

HERE ARE THE SEVEN CONCERNS THE SEC
AND OTHER REGULATORS HAVE FOCUSED ON
AND IT IS RECOMMENDED ADVISORS DO THE
SAME BEFORE CONSIDERING ANY USE.

1. BIAS

This concern is focused on Al use where advisors
across the industry adopt the technology without un-
derstanding inherent bias in a tool and its use ends up
being unfair toward certain clients. This could lead to a



statistically significant bias that will inadvertently be-
gin to creep up in large patterns in the industry, either
because the coding or the data somehow is skewed to-
wards the majority, and it doesn't necessarily take into
account all of the different data elements in a fair and
balanced way.

2.TOO SIMPLISTIC

This concern relates to the early adoption of new Al
tools before they are mature enough to be used in our
industry. Arguably, this is the first generation of wide-
spread adoption of Al tools for wealth management.
Suppose an advisor uses Al forecasting technology
based on simple assumptions. In that case, the advisor
is at risk of relying on predictions that aren't reason-
able because they are not supported with all the so-
phisticated components needed to provide financial
projections to clients while meeting the high standard
of fiduciary duty of care. The concern is that many new
so-called Al tools haven’t incorporated the complexity
an advisory business needs.

3. CONFLICTS

Intentional, hidden or undisclosed conflicts of inter-
est are another concern. The need to avoid and miti-
gate conflicts of interest should be a familiar concern,
particularly if one reviews guidance and rule proposals
from the SEC this year. Before adopting any new Al tool,
afirm should ask whether adoption‘Isin the firm's best
interest, oris it in the client's best interest?’ Advisors
must show they're balancing that fulcrum with a focus
on serving clients and meeting the fiduciary duty of
loyalty to clients.

4. NARROWCASTING

Narrowcasting is also a concern for using Al in an advi-
sor’s practice. This is a newer term related to conflicts.
Chair Gensler described it in a recent speech, “com-
munications, product offerings, and pricing can be
narrowly targeted efficiently to each of us; producers
are more able to find each individual’'s maximum will-
ingness to pay a price or purchase a product. With such

narrowcasting, there is a greater chance to shift con-
sumer welfare to producers. If the optimization func-
tion in the Al system is considering the interest of the
platform as well as the interest of the customer, this
can lead to conflicts of interest.”

If a large group is heading toward one path, one
product or a certain pricing, trends will emerge that
don't necessarily meet the best interest of each client.
For example, what if a response to an Al-enabled op-
timization tool is that an advisor should consistently
recommend private funds to clients without consid-
eration of alternatives such as ETFs, mutual funds or
fixed income? There will be a narrow focus on recom-
mending private funds across the industry or firm(s)
using the same Al,which can be an inappropriate prod-
uct for certain clients, such as those with shorter time
horizons, lower risk tolerance or eligibility for investing
in private funds.

5.DECEPTION

This is the concern that Al will be used to deceive vul-
nerable investors, make it easier to deceive more of
the investing public and facilitate more rapid spread
of false rumors that harm the integrity of our capital
markets.

6. PRIVACY & IP OWNERSHIP ISSUES

The sixth concern is about the unfair use of clients’
and firms’ data and intellectual property. How do ad-
visors make sure that client and firm data is protect-
ed? Remember to read the Al user agreement before
implementing any new technology. That agreement will
disclose how data will be protected or not. As a general
rule, Advisors should not use confidential, proprietary
or personal data in any Al prompts. Advisors should
assume any data disclosed in a prompt will be in the
public domain.

7. FINANCIAL STABILITY RISK

The SEC is also worried about herding decision-making
that will increase the fragility of the financial system,
particularly in times of stress or disruption. If invest-
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ment decisions are made by many using a popular Al
tool, getting the same signal from a base model or data
aggregator, it could exacerbate the inherent network
interconnectedness of the global financial system.
Regulators appear worried that without careful plan-
ning and guardrails, Al use could lead to the next finan-
cial crisis. They fear advisors will use Al tools and base
their decision-making on the output instead of their
individual due diligence.

If your firm is considering using Al tools, due dil-
igence should be a priority — you should have written
due diligence. It could be a simple statement in your
compliance protocol, in an all-employee meeting or
in an email stating you need to have pre-approval be-
fore you select a vendor or use a tool because advisors
don’t want something to go to clients and then find out
after the fact that Al was used and somehow there’s a
mistake that must be addressed.

If your firm decides to use these tools, then ensure
there are supervisory procedures. Update your oper-
ating procedures, compliance manual and disclosure
documents for that process. It may be prudent to pilot
or limit an Al tool’s use, perhaps in a testing environ-
ment or internally, only to boost productivity. If you use
a third party’s Al tools, ensure thorough due diligence
is completed and documented so it is ready for review
by examiners.

There are many unanswered questions about Al
use. Advisors should consider discussing the topic
now, even while questions remain. At least discuss it
at a management meeting to help the firm decide what
makes the most sense for employee use of Al and due
diligence requirements. If a firm already has a vendor
risk management protocol, the use of Al might not be
as heavy of a lift. Advisors can require Al technology to
go through that process before first use.

We all work in a heavily regulated industry. And now,
we need to address an entirely new innovation. As with
adopting any business practice, it needs to be aligned
with your fiduciary duty and well-documented with
policies, procedures and training. If you ask questions
about the above seven concerns and discuss business
preferences at a management meeting, you're starting
with a good foundational framework.

HADDOCK: Al & COMPLIANCE

Fiduciary: As a fiduciary, ask if the Al you're using is

aligned with duty of care and loyalty. Design and test
tools so fiduciary obligations are nudges, too. During

€

vendor due diligence or product design, ask questions
about incentives.

Conflicts avoidance:Product design and use should be
tested to minimize or eliminate conflicts as required.

Transparency: Explain assumptions, attributes and
gaps in any Al tool.

Methodology disclosure: Describe how you define Al
and how you use tools in the same manner you would
for algorithms or planning tools for projections.

Bake controls into your compliance and governance
program: The SEC’s proposed rules would require in-
vestment firms to identify any potential conflicts of
interest emerging from their use of Al and then elim-
inate them. (The SEC’s terminology is predictive data
analytics and similar technologies.) The regulator
would require firms to have written policies, proce-
dures and record-keeping to prevent violations.

Avoid herding/systemic risk: When considering ven-
dors, avoid sole reliance on Al tools and consider the
new systemic risk. It is believed Al can promote “herd-
ing” among investors who gather information from the
same data and pile into trades that destabilize the
market.You don’t just rely on a ratings agency to make
investment decisions — you shouldn’t solely rely on Al
to support an investment decision.

Prioritize consumer protection: For consumer use —
adhere to complaint reporting, privacy, advertising
and other consumer protection laws so the product
fits the targeted audience. Make sure disclaimers
clearly explain the downside of the accuracy or reli-
ability of outputs.
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Activity incentives:: There are concerns about the
tactics investment platforms deploy to make the
trading experience feel more gamelike (just like un-
suitable day trading).

Inappropriate investment promotions: Sales tactics
based on volumes without attention to conflicts of
interest or unsuitable recommendations based on
risk tolerance are not permitted, whether perfor-
mance-based for sales contests or Al nudges.

Market or price manipulation: Recall the meme-stock
frenzy of GameStop and price manipulation that
came under SEC enforcement. Pumping and dump-
ing, insider trading, frontrunning and market manipu-
lation with or without Al are illegal.

Skimp on due diligence: Don’t create risk with weak
due diligence or an overreliance on Al tools without
audits and contingency planning for errors.

Violate FTC expectations for consumer protection:
ChatGPT/Open Al is being investigated. A good re-
minder not to put protected or other personal data
into tools without understanding data security and
protection. Be prepared to address any complaints
about inaccurate, disparaging or harmful data/use of
data or use of Al. Review and update your privacy no-
tice and policies as needed.

)
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Advice for
new fintech
innovators

JOEL BRUCKENSTEIN
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Congratulations — you’ve launched a technology firm
at a time in the industry when the potential for your
company’s growth and success has never been greater.

Advisors are no longer wary of adopting technology.
Every new advisor is a digital native. Tools in play
are dialed into advisory needs and are bound to get
smarter thanks to Al.

The advice client is also smarter; they have a ton of
information at their fingertips and want even more. And
funding is plentiful as every investor wants to get into
the next big thing. All these upsides raise the bar for
becoming a successful firm. You’ll have to work harder
for clients, prove your value, establish your business
and keep growing.

In my 20 years organizing the T3 conference, I've
advised hundreds of companies seeking to capture
a slice of the market. Some ended up as big success
stories; others fell to the wayside. Here’s some advice
for your firm as you think about how to make it.

INVEST & RE-INVEST

You’ve heard the phrase, ‘You’ve got to spend money
to make money. I'd say, ‘You've got to spend money
to make me spend my money on you.’ You must stay
ahead of what the client wants, which means you
must constantly invest and re-invest in product de-
velopment. The average software company spends
about 20% of its revenue on R&D, according to Bos-

ton Consulting Group. Big Tech spends billions — Al-
phabet’s annual research and development expens-
es in 2022 were $39.5 billion, 25% more than in 2021.
The lesson here is your innovation effort can never
stand still. That means spending a good amount on
marketing, too. It doesn’t matter how good your prod-
uct is if no one knows about it.

SERVICE KEEPS CLIENTS

It also doesn’t matter how good your product is if
you don’t have excellent client service to back it up.
Every year via the T3/Inside Information financial
advisor software survey we track client satisfaction
scores across advisortech categories. Tech-savvy
advisors have so many choices now; all it takes is one
bad experience to push them to look for alternatives.
So, respond quickly to requests, constantly deliver
personalized experiences, make clients an integral
part of your development process and devote plenty of
resources to client training. Young firms can make the
mistake of focusing so much on product development
that they fall short in support. But this market is
unique: Advisors loathe spending money on practice
software — but when they commit, they spend a lot —
and evaluate it in terms of firm ROI. If they can’t figure
out how your tool can help them achieve efficacy, it will
sit on a shelf until it gets replaced.

HAVE A VISION

It's exciting when you are starting out. There’s pressure
and long nights, sure. But there’s also a sense of
adventure when you’re building something. Enjoy the
moment. Keep that going with a roadmap for your
product development and growth. The culture you
want to build should be set from the start because
that ultimately shapes your company. It’s easy to get
caught up in the day-to-day; when that happens, you
can lose sight of where you’re going. There are always
going to be hotfixes and integrations to complete.
What will attract clients and investors is a compelling
story.People buy the company as much as the product.
If they have faith in your team, in you, and what you’re
building for, how you see the industry evolving, and so
forth, they’ll want to join you in that journey. Your job
then is to work every day to prove it.



Preparing
RIAs for the
future

RICH CANCRO

When | started in this business in 1992, it was a different
world. On my first day on the job, | was stumbling
through commands on my Quotron machine, taking
too long to complete a trading request for an impatient
client. (If you don’t know what a Quotron machine is,
ask me about it at T3.) Looking ahead, we will live in a
world where software can think and communicate like a
human can. It will be a huge adjustment for all of us, but
it's also an incredible opportunity, whether you have an
existing advisory practice, or you are just starting out.

So many predictions are coming to pass. The
generational wealth transfer is happening now. Advisors
can run their entire advisory practice in one seamless,
integrated experience. Serve clients you might never
meet, and through data-driven tools, still maintain a
deep connection to them. You can see your business
performance in real-time, break that down to specific
firm roles, and do it all without needing to be a data
scientist. To take advantage of all this potential, there
are capabilities you should develop and deploy into
practice now so you’re ready to evolve as the industry
evolves. Here’s a quick outline of three steps that | think
are critical.

DATA AND PROCESSES

All the advanced tech tools being developed will only
work well with access to robust and accurate data.
That’s why it must be at the very core of your business.
It’s a two-fold effort. Your technology tools should be
connected and share data, giving you a full view of your
business. You should be able to get a birds-eye view of

your practice’s trends or drill down to individual work-
flows. By doing so, you'll leapfrog traditional challenges
RIAs have faced, such as trying to gauge what’s driving
firm growth or not knowing a client's satisfaction lev-
el. At the same time, make sure all your processes are
organized, simple to complete and feed into that data
stream. You can build a practice where your workflows
are highly automated. Nothing gets missed because ac-
tions are created and tracked, simplifying operational
and compliance reviews.

BUILD YOUR TEAM

Asyou build atech stack that works seamlessly together,
build a team that works the same way. Surround
yourself with people who share your values and are
passionate about their work. You want people willing to
challenge ideas and find creative solutions to problems.
Camaraderie is a fundamental quality of the company
I’'ve built because if you respect and care for the people
you work with, you’ll achieve so much more. Empower
them, too, with the right resources so they can get the
job done, and if they see a problem that should be fixed,
be open to taking that feedback. Your best resource is
always your people.

BE A MARKETING MACHINE

Youmustrelyonsomethinginadditiontoreferralsto grow
your business.To grow organically,you'llbe competing for
prospects online. That means investing in branding and
marketing, using metrics to set goals and targeting the
client that fits your practice best. Your online messaging
should deliver your firm ethos and engage with clients as
if you were meeting in person. As a prospect, I'm moving
on if there isn’t a unique value proposition that drives
connection, or if you make it hard to contact you. The
mistake many advisors previously made was that they
skimped on marketing and had cookie-cutter branding.
You need to stand out, your unique strengths must be
communicated clearly, and you need to engage with
prospects through video and social media constantly.
Whether you are a solo practitioner or at the head of a
firm, put a lot of work into your brand. You are your best
advocate. Let me leave you with this: The only thing that’s
stopped other RIAs from doing these things was fear of
change. Don't let that be a hurdle for you and your team.
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“Control your
destiny”

My best memories have always been when Joel and |
sit and talk, sometimes drinking his favorite Scotch. In
honor of that, | will make sure that Joel gets a bottle of
Oban for this 20-year celebration.

I've always enjoyed the venues that Joel chooses.
In fact, TradePMR and T3 piggyback on each other’s
venues. This year, our conference and Joel’s will be in
Las Vegas. We had some of our best T3 times in the
after-hours in Denton, Texas, where we were able to
converse in a smaller setting with all of our friends in
this space — some of us have been around together
for 25 years. Even though T3 has grown to become a
large conference, some of my best memories are of the
smaller venues and smaller events.

TheupcomingT3isspecialto me.We’ve beenworking
with Joel for months to drive TradePMR advisors to this

year’s conference and any other independent advisor

because | truly believe that advisors who don’t take
advantage of T3 are just crazy. This is the place where
you find out how you can automate and optimize your
business, build for best practices, see what people are
thinking, what the industry is doing, what vendors are
inventing and looking at for the future, as well as what
advisors are doing and the tools they’re using.

If vendors aren’t here, they’re missing a huge
opportunity to shine. T3 can be a game-changer. In the
independent advisor space, since we are independent,
we have to have these technology suites to adopt best
practices and build things out ourselves because we
own and control our destiny.

The independent investment advisor market is
all about the entrepreneurs who go out there and
build their businesses and practices. Without great
technology, they’ll never be able to optimize and
develop a scalable practice. This is where you pick your
technologies and determine whether they integrate
well. All of those things can be answered right here at
T3.

- Robb Baldwin
President and CEO, TradePMR



“Experience
and content are
table stakes”

Joel was one of the first established tastemakers to
ever put me on a stage in front of the industry. In the
early days, | had a platform, but it was my platform.
| had the blog, and | had a television platform that
reached the retail investor, but no one in the industry
was particularly excited about me being at their events
or saying the things | was saying.

To Joel’s credit, | think he saw past the idea that
‘These bloggers, they’re out of control,

they’re saying things that no one’s policing. All these
people dois geta URLand just say whatever they want’
Joelwas relatively early in saying,‘You are saying things
that people are reacting to positively or negatively, |
think you’d be a great presence at the event, and I'd
love to have you come out!

This was before | had accomplished anything of
note in the industry. Joel saw past a lot of the things
that others couldn’t, and he platformed me for better
or for worse. Now, you're all stuck with me, but | want
to give Joel credit for doing that. It was an important
milestone for me.

To me, content is not a luxury; it’s table stakes. There’s
no reason to have an event if the content is not good.

We've seen many events disappear in the last
couple of years because they couldn’t even do the bare
minimum to put something compelling on stage. | know
it’s hard, so no disrespect, but the experiential part
around the content is important; | think now everybody
really gets that and wants to leaninto it. When | started
to attend T3, they had that experiential part in place
—not in terms of it being a spectacle per se (that’s my
department) but more in terms of the camaraderie,
especially when somebody new shows up.

| remember attending the first dinner the first year
| went to T3. | didn’t know anybody. | ended up at a
table for 24. Interestingly, Joel and his wife were at that
table. How many financial advisor industry events do
you attend where the chair of the event itself invites
you to dinner, almost as though you are family, your
first time there?

That’s one of the things that sets T3 apart from some
of the more buttoned-up corporate, sterile events. This
year, | really want to understand how serious all this Al
talkis.I’'mveryinterested to hearif any of that Al stuffis
truly translating into our space. We’ve got some dollars
on the line with some people who have pitched us Al
stuff. But | hope that at T3, there will be some tangible
evidence that Al will be a factor in our space in 2024. |
don’t know, so I’m going with an open mind.

T3’s legacy will be just how many important
breakthroughs have been here. The last thing is Joel;
it's been 20 years, and this guy has gone the distance.
T3 has withstood the test of time. So, if anything, | hope
people come out to celebrate that. For our industry,
that’s a big milestone.

-Josh Brown
CEO, Ritholtz Wealth Management
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“People are
at the core of
technology”

As the T3 Technology Conference celebrates its
20th anniversary, we have the opportunity to take
a moment to reflect on and express gratitude for
a platform that has not only been the heart of the
WealthTech community but also a cradle of innovation,
relationships and enduring memories. Hosted by
Joel Bruckenstein, T3 has evolved into more than
just a conference; it's a vibrant ecosystem where
ideas germinate, partnerships form and the future of
financial technology is shaped.

My personal journeywith T3 is a narrative interwoven
with pivotal career milestones and transformative
encounters. It was within the energetic halls of T3
that the seed for the launch of TD Ameritrade's
iRebal rebalancing platform and where the idea for
TD Ameritrade’s Model Market Center was planted
and nurtured. The conference's unique environment,
buzzing with intellect and innovation, provided the
perfect soil for these ideas to take root and flourish.

Perhaps one of the most serendipitous moments at
T3 for me was meeting Bill Crager. This encounter was
not just a meeting of minds but a pivotal turn in my
career path,leading me to my currentrole at Envestnet.
It's these unexpected connections, fostered in an
environment that encourages open dialogue and

"MY T3 LESSON IS..."

collaboration, that underscore the true essence of T3.

T3 stands out as a beacon in the WealthTech
landscape, not just forits technological advancements
but for its unwavering commitment to bringing people
together.It's a place where intellect meets wit,where a
casual conversation can evolve into a partnership that
shapes the future of an industry. This conference has
consistently demonstrated that while technology is
ourtool,it's the human connections and collaborations
that are our greatest strength.

In paying homage to T3, it's impossible not to
remember the brilliant minds that have left us,
including the late Gavin Spitzer, whose contributions
and spirit continue to inspire us. Gavin's legacy is a
testament to the profound impact individuals can
make in our industry and our communities, reminding
us that at the core of technology, it's the people who
matter most.

As we look back on two decades of innovation,
inspiration and community, it's clear that T3 is more
than just an event on our calendars. It's a part of our
professional DNA, a yearly pilgrimage where we learn,
share, and grow. Here's to T3, a true cornerstone of
the WealthTech industry, and many more years of
continued success and innovation.

Thank you, Joel Bruckenstein and every member of
this remarkable community, for making T3 a landmark
event that has profoundly shaped our industry, our
careers, and the impact we can make.

-Dani Fava
Group head, product innovation, Envestnet



“Integrations
matter”

Every year, attending T3 is on my top priority list. | give
Joel Bruckenstein a massive amount of credit because,
as an industry thought leader, he was the first one to
ask us as a technology provider to not only make sure
that what we were offering to advisors was great but
that we integrated our offering with others that were
serving advisors.

No one else had ever come to us and asked us to
integrate our technology with other technologies in
an advisor’s ecosystem. And Joel gets all the credit
for that. It sounds so obvious today, but when Joel
introduced the idea to us at T3, it was not. It was an
outside-of-the-box idea.

Right now, we’re at an interesting intersection of
advice and artificial intelligence. Looking back a year
or even 18 months ago, our understanding of what Al
could do for us has drastically changed. I'm excited to
go to T3 this year and have a front-row seat to see how
technology companies are considering integrating Al
into the advice space.

| think one of the most impactful conversations
happening right now in our space is how firms will
not only enjoy the new technologies that we know are
going to be coming from all over the place but how are
we going to leverage them in their businesses to take
away the things that they are inefficient at right now
—to spend more time with clients, which is where they
want to be. And there’s no better place to accomplish
those objectives than at a T3 conference. That’s why
it’s on my to-do list each and every year.

- Eric Clarke
Board member, Orion Advisor Solutions, Inc.

"MY T3 LESSON IS..."
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“Great leaders
show up”

| really appreciate Joel and what he’s been able to do
over the years. At the end of the day, we can talk about
conferences and meetings and people and it comes
down to the leadership of the person. The things |
appreciate and love about Joel are, one, he keeps up
on what’s going on, and two, he’s not afraid to give his
opinion. You’ve heard me say I'm the world’s authority
on my opinion, and | think Joel represents that — he
owns it and has a big heart. Great leaders like Joel
show up; they connect so people feel welcome at a
conference.

Another thing | appreciate about Joel is he’s a
founder. He lives it; he breathes it every day. T3 is his
baby, and he will curate the best people and ideas
possible. So invest your time and go to T3. On the flip
side, Joel was very active in speaking at some of our
Excel conferences over the years. He always delivered
a lot of value and took the time to hang around and
connect with our members.

Twenty years ago, we were talking about Al, but as
Sci-Fi, some thought would never come to pass. | was
just in Austin at a Conscious Capitalism conference
where | got to hear a panel talk about what’s coming
and some of that blew me away. These are people that

"MY T3 LESSON IS..."

live every day in the Al world. They said we should be
mentally prepared for the change that will impact
society. So, | think we sit on the eve of one of the most
exciting or terrifying times in human history,depending
on how you want to view it.

How can technology and Al reshape this business
for advisors over the next five to ten years? Here’s an
example:I've got a doctorin Omaha, one in LA, and one
in Costa Rica. And every one of them sold me on the
idea that they would be the quarterback and facilitate
and be proactive about my health and not one of them
does it—not one lives up to their promise.

Andlknow evenin financial services,we promise this
quarterbacking idea. Al will allow us to create ‘alpha
opportunities’ for our clients through technology. I'm
very bullish on the advisor. We have growing demand
and lessening capacity, but we can supplement that
with technology. The winners will be able to delight and
surprise their clients with even more opportunities.
For instance, the fact that they looked at something
didn’t take action, but when the advisor is proactive,
the client goes, ‘Man, someone’s paying attention to
my stuff’ That, | believe, is where the major winners
of tomorrow will live and the proactiveness of what
technology and Al can provide to all of us..

-Ron Carson
CEO and founder, Carson Group



One valuable insight | gained from attending T3
Conferences is the remarkable inclusivity within the
event. The conference brings together a diverse array
of vendors, ranging from newcomers in the industry
to well-established veterans. What sets T3 apart is its
unique opportunity for women in the space — a front-
row seat alongside top-level executives from various
companies. This environment fosters networking,
learning, and collaboration, making it an empowering
experience for women navigating the dynamic
landscape of technology and finance.

-Danielle White
CEO, Myriad Advisor Solutions

"MY T3 LESSON IS..."

In the past, | may have even felt a little intimidated
by visiting some of the tech vendor booths because
I knew I'd be standing face-to-face with some of
the best and brightest software engineers and
innovators in the industry. But I've learned so much
from stepping out of my comfort zone and engaging in
those 1:1 conversations. | don't really have an instinct
for understanding the inner workings of technology,
but that's okay. T3 gives me the opportunity to level
up and do an even better job for my clients and, | hope
in some small way to also make a difference in the
T3 Community specifically and the financial services
industry in general by applying my own special
communications skill set.

-Marie Swift
Founder & CEO, Impact Communications
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Key findings from Franklin Templeton’s inaugural Industry

Advisory Services Survey

/

1. Today’s industry looks much dif-
ferent than the pre-2000s era

Inthe “Set It and Forget It” era (1970s
to early 2000s), the focus was on op-
portunistic equity and bond funds
that measured outperformance relative to broad
market indexes. In the “Let’s Build a Solution” era that
has since emerged, the focus is on outcome-oriented
and goals-based solutions comprising diverse build-
ing blocks, including passive and alternative funds.
2. Competitive differentiation is now based around

proprietary tech platforms that take advantage of
cloud computing, big data processing and the Phase
| artificial intelligence (Al) toolkit — machine learning,
natural language processing and predictive analytics
Leading investment managers built new, more sci-
entific investment platforms to assess the factors
driving returns, optimize investment team process
steps, and combine quantitative and fundamental
approaches to create new investment insights. Some
also built solutions platforms that focus on the port-
folio level. In wealth management, market leaders
made robust client content and reporting portals that
allow for the deployment of journey-tracking tools
and the creation of cohort analyses.



3. The engagement model between leading invest-
ment managers and wealth platforms has shifted and
become more of a strategic partnership rather than a
supply chain

Leading investment managers offer “Asset Manage-
ment Plus” —a platform-based approach that delivers
not only alpha generation but also some range of val-
ue-added tech or service-related offerings, including
innovation initiatives, knowledge services, and, for
many larger firms, client-facing technology able to
tailor portfolio holdings and provide tax optimization.
Leading wealth platforms are utilizing these offerings
to refocus their advisor networks away from the pro-
prietary compilation of investment portfolios toward
a broader focus on a client’s total financial life, in-
cluding value-added offerings such as tax and estate
planning, banking, lending and insurance products.

4. Warning signs indicate the current “Let’s Build a
Solution” era may be ending

Alternative competitive approach: Neo-brokers that
offer an alternate competitive approach that appeals
to a user’s social identity and emphasizes commu-
nity, participation, and peer engagement rather than
expertise are gaining traction among Millennials, Gen
Z, and Gen Alpha investors and allowing for another
surge in interest for passive investing.

Stalled growth in alternatives: After years of growth,
many institutional investors have reached their allo-
cation targets. In response, numerous large alterna-
tive managers are building retail practices and many
smaller managers are joining asset management plat-
forms to push a new set of wealth-focused alternative
products. The uptake of retail alternatives is expect-
ed to grow, but slowly as operational challenges and
advisor-focused education require time to address.

Many Millennial, Gen Z and Gen Alpha investors are
gravitating towards new types of alternatives: A new
set of digital frontier alternatives have emerged, tied
together by a go-to-market model that allows inves-
tors to directly participate with small amounts of
capital through easy-to-use phone-based apps. The
most liquid of these new offerings, cryptocurrencies

and non-fungible tokens (NFTs), are being used as the
alternatives sleeve by leading neo-brokers in a new
portfolio construction template together with pas-
sive ETFs.

5. New investment behaviors are emerging that may
indicate that the third era of investment and wealth
management has begun

Today,leadinginvestment managers engage with most
institutional investors by using a toolbox approach
and consultative style that crafts bespoke solutions
based on the institution’s portfolio needs and thinks
about the portfolio from a Chief Investment Officer’s
point of view. Many retail solutions, by contrast, are
standardized. Though there are many variants, the
starting point with most clients is not consultative
but rather a matching exercise that looks at an in-
vestor’s risk tolerance, age, and wealth. Numerous
new toolbox options are narrowing the difference be-
tween many retail and institutional approaches and
making the starting point for most retail discussions
around retirement more consultative — “What do you
need?” —versus more product-oriented — “What can |
offer you?”

“New tools are making
the starting point for
most retail discussions
around retirement more
consultative - “What do
you need?” — versus more
product-oriented - “What
can I offer you?”

6. Quantitative modeling is being used to build port-
folios that deliver more than just financial returns

Metrics on transitions: Net-zero commitments are
forcing many investment managers to think about



T3 20™ ANNIVERSARY

N
(e}

creating new metrics that measure a company’s prog-
ress toward transitioning its business and can ag-
gregate the progress of the set of companies held in
the portfolio. Many portfolios’ performance may soon
be reported against the traditional financial metrics
around risk and return and a new non-financial metric
around transitions.

Alignment of the individual and their investments:
Meanwhile, some neo-brokers are quantifying an in-
vestor’s behavior in a new way to measure the align-
ment between an individual and their portfolio hold-
ings. For example, Stash is using unique insights on
where an individual shops with a Stash debit or credit
card and is paying out rewards to the customer not
through cash back or points but by purchasing frac-
tional shares of stock in that company and depositing
them into the customer’s account. The stock reward
aligns the interest of the customer by allowing them
to also benefit financially from the company’s suc-
cess. This is a core concept of Web3 and the crypto
world that is crossing over to the securities realm.

7. The portfolio of the future delivers “Better Living
through Investing”

Rather than being built around a standard template,
the portfolio of the future is likely to be built specifi-
cally to anindividual’s needs. These needs may extend
beyond financial needs to encompass an individual’s
societal and personal needs to help make an inves-
tor feel more aligned with their portfolio. Tokenization
should include new investment options in the portfo-
lio, such as cultural assets like art, music, games, film,
fashion and collectibles. Investments can be struc-
tured to provide special perks, benefits or rewards,
such as discounts, access to special communities or
events, or the right to receive unique merchandise.
Having a portfolio comprising these offerings should
reposition the importance of the investment portfolio
from something that sits to the side of an investor’s
life to a key facilitator of their day-to-day activities.

8. Most investment managers will need to add more
“pluses” to their “Asset Management Plus” approach
to adjust to this new model and merge their exper-

tise-driven approach with the new hallmarks and as-
sets associated with Web3’s social network and so-
cial capital investing

They would need to be able to source — and poten-
tially structure and issue — new tokenized investment
offerings from categories that sit completely outside
many investment mandates today. To do so, they may
need to forge strategic relationships with niche pro-
viders and new types of subject matter experts and
potentially the communities that aggregate online
around those marketplaces to understand and opti-
mally value every kind of new asset. To gain the trust
of Millennial, Gen Z, and Gen Alpha investors, invest-
ment managers may need to create and foster their
social network and social capital investing communi-
ties, allowing users to share ideas and insights along-
side professional investors and investment manag-
ers. New types of portfolio construction algorithms
would be needed to “complete” the portfolios and
balance the personally enriching investments with a
more diversified mix of traditional investments. New
relationships will also be required with experts who
can structure and administer the consumer benefits,
perks and rewards.

9. Wealth managers will need to consider more as-
pects of their client’s journey, including those that
make up their social identity

Knowing where a client likes to shop and eat, what
they like to do for travel and entertainment, what
items they covet or own,what communities they iden-
tify with and how they engage with those communi-
ties, what matters to them in terms of their home, and
what pursuits describe their personal interests and
passions. These are all likely to become important in-
vestment considerations as a growing range of assets
can be included in a client’s portfolio offering that of-
fers financial returns and other benefits or rewards.
This would reposition an advisor as the investor’s life
coach, extending their remit beyond the financial life
they consider today. Monitoring and modeling these
data inputs will require more use of emerging gener-
ative Al tools.

KAUL: THE STATE OF INVESTMENT + WEALTH MANAGEMENT



10. A new financial infrastructure will be required to
make these portfolios of the future a reality
Payments transformation: Over 55 countries now
have instant payment networks where transactions
are completed and settled directly by the nation’s
central bank. New pilots are connecting these pay-
ment networks to each other to help cross-border
trade. Atotal of 130 countries representing 98% of the
global economy are exploring digital versions of their
currency. Stablecoins are becoming regulated and
onshore, growing from US$125 billion today to US$2.8
trillion in the next five years.

Securities infrastructure: India and the Philippines
moved to T+1 equities settlement this year, and the
United States, Mexico and Canada will do so in 2024.
The Depository Trust & Clearing Corporation has
launched its lon blockchain ledger to support that
transition. Europe runs a digital pilot regime encour-
aging financial ecosystem participants to design new
platforms and workflows. Euroclear announced that
it would launch a blockchain for digital assets that
can be settled with digital currencies later this year.
The European Union is rolling out a digital wallet sys-
tem and has passed crypto regulation that goes into
effect in 2024. Singapore, Hong Kong and the United
Arab Emirates are quickly advancing their digital as-
set agenda. Individual firms are building tokenization
platforms, including DBS, SBI Holdings, Societe Gen-
erale, Goldman Sachs, HSBC and Deutsche Bank.

Get the full survey report: https:/www.franklintem-
pleton.com/articles/2023/disruption/industry-advi-

sory-services-annual-survey

“The advisor as the
investor’s life coach will
extend their remit beyond
the financial life they
consider today. Monitoring
and modeling these data
inputs will require more use
of emerging generative

Al tools.”

KAUL: THE STATE OF INVESTMENT + WEALTH MANAGEMENT



Happy 20th
Anniversary, T3!

Syntax s thrilled to celebrate with the 2024 T3 community.

We look forward to joining T3's network of visionaries in helping shape the
future of the wealthtech industry.
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20 Thank You’s T3 and
Joel Bruckenstein for...

Sharing your passion and dedication
with the industry

Creating conferences that connect
companies and people

Inspiring Advisors to discover and
evaluate technology in better ways

Elevating the tech sphere

Warm regards,
The FCI Team

Thrilled to celebrute Joellls |mpuct on
our lndustry here s to munv more!

from vour frlends ut




Adinvent CONGRATULATIONS

Throughout the years, from my time at Financial Logix to ol ol
Envestnet and now, INVENT, T3 has always been the gathering .
place for all things advisor tech. Great networking, excellent MM&ZW
programming and innovative product launches, T3 is my
must-attend event year after year.

Congratulations Joel! Invent looks foward
to supporting T3 for years to come!

.

Chief Executive Officer

£dinvent’ Build your enterprise-grade Super App on Invent® iDEaaS™
y P g per App

“2023 has been a record year for
Smartleaf, in no small part due to
our attendance at T3, which
generated more buzz, mention and
new prospects than every other
conference we attended in 2023
combined.

Congratulations to Joel and team
on putting together the industry’s

premier conference. Happy 20th Jerry Michael, President
anniversary!!l”

Smartleaf,.'_’ SAM il:saertt l:"laa{nagem ent’




Congratulations on 20 years of T3!
Here’s to many, many more!

“| started attending T3, in 2016, as an advisor. | was always fascinated with technology and
how it could improve an advisor’s workflow, as well as enhance the client experience. T3
provided an excellent education on both. It was also where | was inspired to create FP Alpha,
an Al-driven tech platform that assists financial advisors in providing estate, tax and
insurance planning to their entire client base in a scalable and cost effective manner. And T3
is where | chose to launch it in 2020!

My team and | look forward to continue to attend and support T3 for many years to come.
And a special thank you to Joel Bruckenstein for his invaluable support, insight and advice
to me personally over the years. Congratulations Joel..keep doing what you're doing!”

— Andrew Altfest, CFP®, MBA | CEQ, FP Alpha | President, Altfest Personal Wealth
Management

Happy Anniversary,
T3 Community!

=
The Oasis Group

As the digital landscape continues to evolve, we're
thrilled to be part of this innovation-driven network
that has left an indelible mark on the industry.

The Oasis Group proudly stands beside you, here’s to
another two decades of success, collaboration, and

turning dreams into realities!




AIM Events and Impact Communications are proud of the

MY How strategic work we've done together for T3 over its 20-year
journey. While Impact has focused on PR and marketing for T3

events and educational efforts, AIM diligently attends to the

TIME FLI E S intricate details of conference planning, ensuring a seamless
orchestration of participant experience, onsite logistics, and

adept sponsor management.

“For nearly two decades, AIM Events has been the proud orchestrator
behind the scenes of the T3 Conference,” said Phil Galanty, Head
of AIM and Chief Visionary. “We owe an immense debt of gratitude
to Joel Bruckenstein, whose unwavering partnership has been the
cornerstone of this incredible journey. His vision has been our guiding
light, shaping the T3 Conference into the pinnacle of innovation in the
FinTech realm. Our hearts swell with gratitude, and we stand on the
shoulders of this incredible community, surrounded by the brilliance
of minds that make the T3 Conference not just an event, but a living,
breathing testament to the power of collaboration. As we reflect on

——— the past two decades, we are filled with excitement for the future,
Phil Galanty ' knowing that the best is yet to come. Cheers to the T3 Conference,
Head of AIM and Joel Bruckenstein, and the vibrant community that makes this journey
Chief Visionary so extraordinary. Here’s to another 20 years of pushing boundaries,
fostering innovation, and celebrating the FinTech revolution together!”

“| started working with T3 co-founders David Drucker (now retired)
and Joel Bruckenstein in the early years, when budgets were tight
and frills were few,” said Marie Swift, founder and CEO of Impact
Communications. “Fast forward to today; numbers are bigger and
sponsors have stepped in to provide frills aplenty. But the most
important thing is that T3 conferences provide a rich environment
for everyone in the financial planning / weaith management
ecosystem to talk about challenges, collectively envision and work
toward a better future. When | think of T3 and what it has become
over the past 20 years, one word comes to mind. community. My
team and | are pleased and proud to have been a part of its growth L Marie Swift

and ongoing success.” CEO, Impact
Communications, Inc.

t3 Technology
Tools fa Today

- CONGRATS
" ON 20 YEARS!

HERE'STO
MANY MORE.

IMPACTvP AIM>

COMMUNICATIONS, INC®

Bu

LFVENTS BUSLT BETTER I

ding Brands | Enhancing Reputa



ADVERTISEMENT

.
Ring in the new year with consulting
services and white papers from the
fintech authorities!

Did you know that T3's co-founder and conference producer Joel P. Bruckenstein,
CFP® and hand-selected strategic partners offer a variety of services to assist
financial services and fintech companies reach more advisors? Joel and his team also
produce content that helps RIAs select, implement, and maximize the investment of
their technology solutions.

Services for RIAs include:
» Technology evaluations ansite and virtually

» Core technology selection for key business functions, such as CRM, financial
planning, investment platforms, performance reporting, and specialty planning
applications

» Designing and managing projects to create data lakes and data warehouses

» Management of implementation projects to implement core, specialty, and data
technologies

Services for national RIA networks, custodians, broker/dealers, OS)’s and
insurance companies, include:

» Overall technology strategy and software selection

» Vendor selection

e % Understanding

Y Cybersecurity and
» Product positioning S . ling Risk
et b et SR —— TR

Nt Worth Chent Portioll
VATIVE STRATEGIES FOR
FIRARCIAL ADVISORS:

» Training and presentations

messing the Ales

W Tech Advantage |

» White papers and special reports

Services for fintech companies include:

» Product positioning

» White papers and special reports Yy,

Technology
t3 Tools for Today

Joel to discuss your needs and interests:

ruckenstein.com
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H@@mg Feeling inspired?
Take down notes here




Thanks Joel for
the memories!

Here’s to another 20 amazing years at T3!

/= AdvisorEngine
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