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What's an Al Advisor to Do?

A DISCUSSION WITH JEFFREY J. BURNEY, DAVID CANTER, JD, AND KENNY POINTER

Editor’s note: Artificial intelligence (Al) is turn-
ing from meme to reality at an astonishing speed.
Clients are living with it daily, and it’s changing
their expectations about financial advisory service
levels. How can smart advisors embed Al into their
practices as a “sidekick” that handles routine mid-
dle- and back-office tasks and potentially makes
them better at giving advice? Could AI empower
advisors to go up the value stack, beyond deliver-
ing financial wellness to providing life coaching?
This is an edited transcript of a discussion about
these questions with Jeffrey J. Burney, chief client
officer of Curi Capital; David Canter, JD, chief exec-
utive officer of Finley Point Strategy; and Kenny

Pointer, chief innovation officer of Mariner.

IWR: There once was a thing called robo. AI
seems different.

JEFFBURNEY: Yes, it’s definitely different. The
robo-advisor era was more about automat-
ing things. From our viewpoint, Al is more
of an operating model shift that’s helping
us enhance the advisor-client experience,
deepen relationships, and ultimately spend
more time with clients and less time on things
that take time away from that.

DAVID CANTER: It’s different in that the primary
impacts will be in the middle, back, and home
offices, powering the advisor to focus on the
things that we could classify as utilities.
Investments are a utility. Planning is where
utility meets art, if you will, where the advi-
sor plays arole. Al gives leverage to advisors
so they can continue to travel up the advice
value stack.
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PLANNING IS WHERE UTILITY
MEETS ART ... WHERE THE

ADVISOR PLAYS A ROLE.

IWR:What should advisors do? Should they sit
tight? Should they embrace Alin their prac-

tices somehow?

KENNYPOINTER: When the robo-trend was at its
height, it was more about potentially replac-
ingthe advisor. Alnowis more about augmen-
tation of the human-led journey. Al is more
of a supplemental component, if used appro-
priately, to drive the human element, which
is trust, loyalty, discernment, and emotional
intelligence. That’s why I think robo didn’t
get to where the industry thought it would,
becauseitdidn’thave all those things. It could
never be a full replacement. From an aug-
mentation perspective, advisors should start
experimenting. There are alot of unknowns,
but Alis more asupplemental component. The
keyrightnowistotry andlearn, and theniter-
ate and augment, with AL

IWR:What do you think are some of the tasks
that advisors would love to (and should) off-
load to an Al agent, and why?

DAVID CANTER: I’11 go back to my comment
around the middle, back, and home office.
Those repeatable tasks that you could train an
agent to do that can save advisors and their
teams time. That can be new-relationship
onboarding or account onboarding. The holy

grail would be asset and account reconcilia-
tion. Those are key examples, and probably a
great place to start, because oftentimes those
tasks are behind the curtain.

JEFFBURNEY: In the day-to-day, the repeatable
tasks such as meeting notetaking and sharing
information back to the client about what was
decided, whatwas outstanding, where follow-up
was needed. It also should be better compli-
ance-wise, with agents working in the back-
ground so thatyou can move on to the nextthing
and know with confidence it’s going to be done
correctlyand more efficiently than itwas before.

IWR: What are some of the things advisors
would like to have off their plate?

KENNY POINTER: One thing is CRM [cus-
tomer relationship management] updates.
Alotofthatis tasks, documentation, and other
items that David and Jeff have already cov-
ered. The interesting part for me is where Al
canhelp in providing or servicing insights.
When you talk about the investment side
of things as it learns its process, that’s step
one. I think step two, which we’re coming up
on quickly, is how does it surface insights for
the advisor around the next best action? Next
bestaction is something we’ve talked about
in this industry for 20 years, and I think now
we have the ability, with these AI compo-
nents, to service more advisors. I can serve
my client more effectively, because I already
have insights thatI can consider. Alwon’t be
making the decision for the advisor but sur-
facing the insights for the advisor to relay.
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IWR:What about a mundane but critical task

such asrisk assessment?

KENNYPOINTER: We already have a digital work-
force component live in production that is
riding alongside the risk tolerance process.
It handles all the paperwork components
and then does the scoring. Then it gives the
advisor a final product describing what to do
next. It’s behind the scenes, and we’re seeing
alotof good results becauseit’s objective and
based on the collected information. Then the
advisor can take it to the relationship level.
It results in time savings of hours and even
days of labor.

DAVID CANTER: There are three takeaways.
First, Alis a time-saving machine for advi-
sors and advisory teamsin general. Two, alot
of companies that are doing analytics with
repeatable tasks are the ones that Iwould pay
attention to. Three, askinstead: “What things
aren’tgoing to change?”

Advisorsare goingtobe careful with things
that involve daily affirmation. The advisor-
clientrelationship iswhat really matters.

IWR: What new demands will this likely place
on the advisor? Will advisors be forced to
hit consistently higher productivity tar-
gets? How will that be measured?

JEFF BURNEY: It’s a productivity enhancer.
It’s areassessment of how you spend your
time. So, if you were only able to spend
30 percent of your time live on the phone
with a prospect or a client, now it could be
60 percent or 80 percent. It certainly would
allow for servicing more clients, but ulti-
mately it will allow for deepening those rela-
tionships, doing a better job, and having
more interactions.

DAVID CANTER: Clients are going to expect
more, and they’re going to expect it quicker.
Advisors on the frontline need to be ready for
that, because with productivity gains come
increased service levels.

KENNYPOINTER: The terms Ilike to use are depth
and expansion. Alis going to allow advisors
to go deeper in client relationships and also
expand their capacity based on client expecta-
tions and new clients comingin. The big ques-
tion for everyone now is: What does capacity
mean? What does productivity mean?

That’s one of the things Al is forcing us to
do—rethinkhow to quantify time, productivity,
and capacity. But at the end of the day, it empow-
ers advisors to grow their client relationships
withouthavingto stretch themselves thinner.

IWR:The most obvious external metricis num-

ber of clients covered, or wallet share.

JEFFBURNEY: Yes, thatis likely to still be the case.
The differenceis thatifThad 200 clients today,
I couldn’t possibly talk to them five times a
year. And now Al can provide the opportunity
to have that same level of relationship and be
abletodoitinthe same authentic manner.

It’s how you spend your time. Instead of
spending more than half my time prepar-
ing for ameeting or trying to get up to speed
from our last conversation, that’s being done
for you. It allows advisors to spend more crit-
ical time and be that strategic thinking part-
ner for the client.

DAVID CANTER: With the prevalence of outside
investment and private equity in the space,
the question is, how do I grow faster, how do
I grow more efficiently? So the question that
we’re going to be facing is, how do firms grow
faster and use Al to supplant those roles that
they’d otherwise be hiring for? That’s the ful-
crum issue we’re hearing today. What tasks
canbe supplanted by AIso I don’t have tohire
people? I think we’re going to see the operat-
ingleverage there.

KENNY POINTER: When we think about pro-
ductivity, that typically means adding more
clients. How do you dig into the impact per
relationship? You can measure thatin alot of
different ways—wallet share, multi-solution
engagement, referrals you're getting, things
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that help grow your business through that
relationship, etc., versus the simple number
of clients per advisor and getting more into the
revenue per advisor component to understand
the impact ratio.

Often lower-net-worth clients take more
work than other segments of clients. So, it’s
understanding the impact and the time hori-
zon for thatimpact, and Alis going to give us
the ability to do more of that.

IWR:Some advisors are going to welcome this
Al sidekick. Some might not. Do they even
have a choice going forward? How should
firms encourage or even mandate usage?

KENNYPOINTER: We're stillin the education phase
and the education piece isimportant. There’s
alotofignorance, and with ignorance there’s
fear. As our firm has started thisjourney, we're
talking alotabout what a culture ofinnovation
means. And we’re doing a lot of experimenta-
tion, so we’re leaning into the “show it, don’t
tellit.” We’re putting tools in people’s hands.
We’re not forcing it, but we’re saying, use it,
seewhatitcan do. We’re goingto useitin some
of the back-office components, security, com-
pliance, where there are repeatable tasks; all
those things are non-negotiables.
Aswegetinto the area of the advisor-client
experience and the flexibility that’s needed
there, we're driving more of the engagement,
the cultural piece, and the education. Then
we’lllearn and iterate to move toward a stan-
dardization component of usage, etc.

JEFFBURNEY: We have been using Al for cyber-
security and things in the background that
advisors never touched. Now Al is coming to
the frontlines as a productivity tool for advi-
sors and clients. Maybe it’s the first time that
they’re interacting directly with it, but it’s
been going on for years behind the scenes. So
that’s helped build some willingness to adopt
it. We have also found that one person’s great
experience with Albecomes everyone’s great
experience with it. It’s taken off that quickly
with the tools we have in place today.
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DAVID CANTER: I truly believe we’re in the era
of the wealth management platform. The big
firms, the ones that are platforms, will be the
pioneers and lead the way. The platform is
there becauseitgives leverage to the advisors
versus, in the old days, an advisory firm that
wasjustthere to serve clients. Now you have a
platform that levers advisors to serve clients.
It’s goingto be harder to be a smaller firm now,
because you can’tinvestin the technology.

KENNYPOINTER: From a broader leadership per-
spective, we’ve mandated we’re going down
this road. I think that’s important. Even
though we may not be mandating you use all
these components, from a top-down leader-
ship perspective there’s buy-in at the top. Our
CEO [chief executive officer] and COO [chief
operating officer] are the biggest users of Al
right now, which permeates through the orga-
nization, even though we’re not necessarily

forcing those things.

like a parent. Or where they have to give tough
messages, such as telling a beneficiary they
can’tgetaccess to funds, or helping to resolve
interfamily personal dynamicissues, or driv-
ing consensus within a family system or unit.
Those are advisors that are practicing at
the top of their trade. We’re quite a way away
from when Claude or ChatGPT can help recon-
cile a dispute that families are having about
how you’re raising your kids or how they’re
dividing up an intergenerational trust.

KENNYPOINTER: There’s a vulnerability with
money. A lot of emotion is tied up with money.
Most know that a conversation with an advi-
sor can quickly turn into a conversation about
life and the emotions of life even outside of a
financial transaction. Thatjust cannotbe rep-
licated. T here’s always going to be a human
emotional component of the relationship.
Alcan’tsubstitute for the human element,
showing up to a funeral or a family event and

THERE’S NO REPLACEMENT FOR PERSONAL RELATIONSHIPS

AND THE TRUST THAT’S BUILT BETWEEN INDIVIDUALS.

IT'S FAR EASIER TO DO THINGS VIRTUALLY AND FROM AFAR.

IWR:What are some areas an advisor would
naturally want to keep for themselves, in
terms of oversight of the engagement or other
high-value, trust-based interactions?

JEFFBURNEY: There’s no replacement for per-
sonal relationships and the trust that’s built
between individuals. It’s far easier to do
things virtually and from afar. Italmost man-
dates more of that personal relationship,
getting together in person and differenti-
ating yourself from an answer delivered by
email—by taking that extra time to deliver it
inperson with more care, understanding, and

compassion.

DAVID CANTER: It’s those things that I call in loco
parentis, where the advisor is acting almost
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being there physically as a human. The robo
component didn’t have that, and it became
very clearhow biga deal thatis.

IWR:What does this say about the future of
advice and the evolution of the advisor-client
relationship?

JEFFBURNEY: Again, it’s going deeper on those
things. There’s an element where it’s more
customized. Itisn’t a one-size-fits-all. We've
taken in all these different components, and
we’ve been able to customize your plan even
further, based on these Al inputs and the
insight we have now.

IWR: And maybe also speed and efficiency of
executing on some of those?

JEFF BURNEY: Absolutely. There’s greater
accountability that you can keep the momen-
tum, get things done, and then revisit on a
more frequent basis as well.

DAVID CANTER: In the immortal words of my
hero, Jerry Garcia, “Here comes sunshine.”
It’s going to help firms grow faster. We hav-
en’t even talked about the lead generation
aspects of AI. When asked, “Would you like
your doctor to be using technology, versus the
technology supplanting the doctor?” I think
everybody would say, “I want my doctor to be
using technology to get better outcomes and
better results.” It’s going to enable advisors
and clients alike to travel up the value stack.

KENNYPOINTER: Thave a very different outlook
onthis, because I tested this internally and it
was interesting to see the reactions. Emotion
is tied to money, and clients already trust
the person who’s handling their finances. So
imagine that person now having the ability to
have insights across all sorts of other things
that are important in your life. I think the
future of wealth advice becomeslife advice.

We’ve been talking about how Alis surfac-
inginsights in the world that we know today.
Alis doing that across so many products and
services. If that’s now available for a wealth
advisorto access and provide to a client, the
wealth advisor can step into the next iteration
of advice in general, even outside of wealth.

The firms that are positioned well are the
ones that already have started to figure out
how to connect the dots in what I call those
life services. I can see that aspart of my firm.
Idon’t even know if that was the plan, butit’s
starting to trend in that direction.

DAVID CANTER: I’11 just say that Kenny articu-
lated what I've been trying to say about going
up the value stack. In the old days, it was
investments, then it was investments and
planning, then itwasinvestments, planning,
and tax.

Now it’s about how do I achieve my life’s
purpose? How do I get to purpose?

© 2026 Investments & Wealth Institute. Reprinted with permission. All rights reserved.



Jeff Burney is chief client officer of Curi Capital,
where he is responsible for leading and managing
the firm's client advisory efforts, which includes
wealth builder, wealth management, family office
services, and retirement plan solutions. He earned
aBBAinfinance and business economics from Ohio
University. Contacthimatjburney@curicapital.com.

David Canter, JD, is chief executive officer of Finley
Point Strategy, a consulting firm to the wealth, asset
management, and fintech ecosystem. He earned
a BA in political science from the University of
Wisconsin-Madison and a JD from the University
of Baltimore Law. Contact him at david@finley
point.com.
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Kenny Pointeris chiefinnovation officer of Mariner,
where he leads strategy, technology transformation,
andinnovation todeliveranenhancedexperience for
clientsandadvisors. He earneda BSinaccountingand
computer science from DeVry University, and MSM
and MBAdegrees from Baker University. Contacthim
atkennypointer@mariner.com.
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