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Foreword: Many years ago, | presented for my Master’s degree capstone a vision of the
future where A-B testing and machine learning would create a situation where people
would be able to get detailed and personalized advice based on their personal
circumstances through their smart device. This advice would be guided and monitored by
financial professionals, and more technical and customized advice would be directly under
the control of those professionals. Since then, this idea has sat in the background,
crowded out by the topic du jour, which was “robo-advising” (cutting out the Turnkey Asset
Management middleman) until the culmination and repackaging of these technologies as
“A.l.” and “LLM”s. The underlying technology is still the same, but the sophistication has
skyrocketed. | am just as concerned about this technology doing harm and just as hopeful
of it creating wide-ranging good as | was when | first explored the implications of this
technology on the financial services industry and the financial advice-consuming public.

| have seen an increase in the excitement of the financial services industry to implement
more and more of this technology with the express aim of creating a better check-out
counter for financial products. This concern is only greater in my mind as Al-powered
search engines are obscuring the public’s already limited resources to do “research” on
those same search engines. The example | often use is that “Googling” your health
symptoms only leads to which diseases have the best Search Engine Optimization.

This will lead to more and more people relying on search engine Al technology for advice,
as well as using that same or similar technology for their due diligence on that subject.
Worse yet, if this Ouroboros cycle continues, it will potentially create a scenario where the
advice given by Al has never been examined or thoroughly explored with a critical lens by
any of the parties either using the technology or deploying the technology. For example,
a client may ask A.l. how to invest, only to be told to use a low-cost ETF; at the same time,
the low-cost ETF is being positioned to clients, which creates more saliency for the Al in
that advice as the standard. This then leads to more purchases of this low-cost ETF
without any examination of the low-cost ETF in question at any point as to how it impacts
the client’s personal financial goals after purchase.

| propose a competing future in which true professionals can help guide individuals
through the safe and productive use of A.Il. technologies to get to better financial outcomes
for the person getting the advice above all else. | want this document to be a guiding
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principle for these professionals and not just for My Financial Coach. | hope that we can
all follow similar policies to protect our clients, protect our colleagues, and create an
ecosystem of trust within the financial services industry as Al is being used on behalf of
the general public good to help people decide how best to use, save, grow, and
understand their personal finances.

Organizing Principles:

1. No generic and blanket Al-powered agentic advice. We are not looking to rely only on
technology to come up with ideas; there is always a CFP® who reviews and signs off
on all advice our clients receive. There is no automated and generic advice generated
from the data set and a self-service model of planning.

a. CFP®s are not mass-approving advice on behalf of a section of clients; each
client gets their own CFP® who understands their situation and reviews all
advice directed at the client

b. Clients can expect the CFP® to clearly and effectively explain and communicate
the data points that lead to the advice given rather than relying on the technical
explanation of any Al-assisted planning points

c. CFP® must use personal discretion when interacting with any advice generated
from data sets they create and how it impacts the client’s lifestyle and financial
goals.

2. No use of Al-Generated voices or videos in any of our marketing materials or marketing
pieces (a commitment to employing full-time marketing humans)

a. All marketing content created and used by My Financial Coach will have a
marketing individual who approves and edits the content.

b. No Al-produced marketing materials or videos will ever be used as a
replacement for content created by an individual.

3. No Al-Generated replies to our clients without CFP® input or edits, I.E., there are no
automated responses.

a. All emails written and sent to clients for planning and advice purposes are to be
proofread and written by the CFP®

b. All information provided in the email is attributed to the CFP® and will never be
attributed to any Al or LLM-related software.

c. Clients must know when and if Al-generated responses are used in the response
to the client; it must be clearly understood that this is either referenced by the
CFP® or used as a resource and not the reply itself.

4. Internal Al use that provides consistency in the advice strategy that we give without
over-reliance on the decisions of the Al advice that we populate internally (guidance,
not advice) from our tools. The CFP® will always be in control, and the advice is not
something that is forced on the CFP® or client and allows for the client's personal
circumstances to impact the advice given.

a. Any internal tools developed by MFC are to be used only as reference material
and not as the basis for advice.
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b. Internal tools are subject to similar guidelines in this document
c. Client financial data is not to be stored and used for planning purposes in any
internal Al tools

5. Commitment to not using A.l. agents to replace current staff our clients interface and
work with on their books of business.

a. Staff development and training aside, the purpose of removing frontline staff is
not meant to remove CFP®-client interactions
b. A.l. will never be the main point of contact for clients

6. Limited Scope of A.l. use; for example, if A.l. is to be used, it may be used only in
streamlining onboarding or data-gathering and data aggregation.

A.l. may be used to improve connectivity between the CFP® and the client

A.l. will not manage the client-CFP® relationship.

A.l. will not override any advice given by the CFP®

A.l. will not give advice contrary to the advice of the CFP®

A.l. will not give advice independent of the CFP®

A.l. will not be used directly with the client without CFP® involvement
Transparency in A.l. use: all programs and uses of A.l. are publicly disclosed to
the client upon request.

Clients will be able to opt out of A.l. use for their personal interactions with the
CFP® upon request if feasible and operationally viable.
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Final Note:

This will be a guiding document that we will amend from time to time as necessary based
on changes in the technology as well as the guardrails and guidelines created by Al-
powered service providers. This document’s express purpose is to take accountability for
the advice given, regardless of whether A.l. or CFP® originated it, as well as the
framework for how that accountability is meant to be balanced against the advancements
of A.l. and LLM technology. There may also be edits for further clarification or clarity; all
edits will receive notes on when they were updated and the reasoning for the update.
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