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Problem: Divorce is the #1 Contributor to Bankruptcy & Poverty Worldwide

Almost half of the weddings which take place in the United States each year will fail. Most within the first 8 years.

Divorce reduces the average person's wealth by 77%.

44% of women go below the poverty line following divorce.

The percentage of married persons who will reach their 25th anniversary is only 33%. Moreover,
second and third marriages have a fewer than 1 out of 3 success rate.

U.S. taxpayers foot an annual bill of over $112 BILLION dollars in Federal, State and Local
taxes to support fragmented families every year.

A cornerstone of our society is eroding. If nearly half of women in the US go below the poverty line,
and they’re custodial parents, that means their kids go below the poverty line as well. And it gets
worse:
Absent remarriage, the typical divorced woman can expect a standard of living near the poverty
level, and this drop cannot be explained by selection effects (causes) into divorce. - Pamela J.
Smock, Wendy D. Manning, and Sanjiv Gupta, “The Effect of Marriage and Divorce on Women’s
Economic Well-Being” American Sociological Review, 64
About one-fifth of women who apply for welfare benefits for the first time do so because of
divorce or separation; about one in four mothers who were first propelled onto welfare by
divorce are still welfare-dependent five years later. - Johanne Boisjoly, Kathleen Mullan Harris,
and Greg J. Duncan, “Trends, Events, and Duration of Initial Welfare Spells” Social Service Review
The long-term effects of divorce on welfare expenditures are even higher, as daughters of divorce
are three times more likely to become unwed teen mothers, and are also more likely later to be
divorced. - Andrew J. Cherlin, et. al., “Parental Divorce in Childhood and Demographic Outcomes in
Young Adulthood” Demography and Paul R. Amato and Alan Booth, A Generation At Risk: Growing
Up in an Age of Family Upheaval (Cambridge, MA: Harvard University Press)
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Problem: The State of U.S. Retirement Savings = Dismal
Headlines sound the alarm that saving for retirement in the United States is getting harder

75% of Americans arrive at retirement with less than $28,000

40+% of America’s full-time employed work force has no retirement savings or pension plan

Over a lifetime, hidden fees in 401ks can cost a median-income two-earner family nearly
nearly one-third of their investment returns, and divorce will blindside many, resulting in an
average loss of three-quarters of their total net worth.

Social Security will run a cumulative cash deficit of $2.8 trillion between now & 2034

The trust fund for Social Security's retirement and disability benefits will stop being fully funded in
2034, as projected last year. If no solution is found, promised benefits will take about a 25 percent
cut. Medicare's hospital insurance trust fund is projected to suffer a similar fate in 2029. Eighty-one
percent of millennials worry that Social Security won't be there for them when they want to retire,
according to a 2016 survey by the Transamerica Center for Retirement Studies. That's a lot of
Americans facing a lot of uncertainty. Add trends in income inequality and health care, plus millions
of Americans lacking workplace savings plans—or any retirement savings at all—and new reports
takes on a special, scary resonance this year.
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The paradigm of investing for 20 – 30 years
and having a question mark at the end is less
and less acceptable to people just starting a
long term plan for financial security.

People want alternatives
to the risk and limitations
embedded in defined
contribution plans
(401ks/IRAs)
and complex Life
insurance products

Sales of the insurance industry’s cash cow Term
Life continue to decline not because millennials
think they’re invincible, but because they see no
value when they outlive the term of the policy.

The insurance industry sells billions of dollars
of guaranteed payment products but they
require huge upfront investments and 75+%
of consumers don’t understand them.

Despite a more than 7-year bull market that’s still going, 54% of Americans don’t invest, according to a
new Bankrate Money Pulse survey. And, younger millennials are the age group most likely to stay out of
the stock market.
Millennials are skeptical of established institutions, and in particular large financial services firms. They
blame the big banks and Wall Street for the financial crisis and don’t believe these firms have their
customers’ best interests at heart. As it is, they’re unsure of whether these institutions provide the kinds
of products and services they need. Millennials are particularly averse to hidden fees and hard-tounderstand pricing; they put a high premium on transparency. This makes them more open to investing
and insurance start-ups like Betterment, Wealthfront, Lemonade, Ladder and others. These firms often
deliver services at an exceptionally low cost and via platforms that are more Millennial-friendly than
what traditional institutions provide. They are forcing established firms in those categories to invest in
better customer-facing technology and cut prices to defend their market share. It’s only a matter of
time before the same problem will cause an upheaval in the retirement savings industry.
LIMRA’s 2017 Insurance Barometer Study asked consumers to rate the importance of various factors
when purchasing life insurance. Having a product that is "easy to understand" received top ranking with
83 percent. Other appealing benefits include:
• risk and price transparency (67 percent)
• an unbiased application process (66 percent)
• the ability to chat with a person (66 percent)
• no need for a medical exam (64 percent)
• a faster sign-up process was very or extremely important (51 percent)
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Solution

•

A new-to-the-world method of wealth creation &
preservation for married individuals

•

Life insurance based, endowment-like product

•

Sold primarily D2C online in just a few clicks

•

Starts at just $15 per month premium

•

Can be deducted from monthly paycheck, credit card or
bank

•

Guaranteed benefit from $10K to $2MM (chosen by the
consumer) payable after 25 years in the program

•

Includes life, terminal illness and divorce insurance
coverage that grows over time

A majority of the Allianz “Reclaiming the Future” study's 3,257 respondents agreed that the safety
of their money matters more to them than it did just a few years ago. Respondents were asked to
choose from a wide selection of variables that included high returns, low fees, and so forth:
• 69% said they'd prefer a product that was "guaranteed not to lose value" rather than a product
whose goal was "providing a high return.“ - Check
• 80% preferred a product with 4% return and a guarantee against losing value over a product
with 8% return and a vulnerability to market downturns. - The equivalent investment return of
a Marriage Assurancesm policy is 5.7% compounded over 25 years, regardless of what the stock
market does or doesn’t do. Check
• 56% preferred an annuity-like solution (moderate growth opportunity, with limited access) over
a product that provides higher returns and total access but risks losing money. Among the mass
affluent, this number rose to 77%.*
*The "mass affluent" were defined in that study as households with an income of $100,000$150,000+, and investable assets of $300,000-$500,000+.
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Market Acceptance

Insurance agents, financial planners and wealth
advisors love this product.
LOIs from agencies across the US representing more
than 54,000 agents.

2017 Market Acceptance Survey Summary

So do large scale Employee Benefits providers –
Mercer, CBIZ, Hodges Mace, Higginbotham.
So does our target audience!
Multiple market acceptance studies consistently
showing 40+% positive “I’d buy it” responses, plus
another 10-30% saying “maybe”.

We’ve literally asked more than 10,000 people what they think of this product in studies over the
last decade with a continually increasing interest. Naturally, this product fits very well as an
employee benefit too. We built it around what consumers told us they would buy. And financial
planners know that about one third of their clients are likely to divorce in the next decade so
providing them with a method of preserving their wealth to the degree that they might continue as
clients serves not just the client but the financial planner’s fiduciary responsibility as well.
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Initial pilot will target over 16 million people in up to 14 States

58.2 million
Already married with
no prenuptial
agreement

Target Audience
20-50

23.3 million
Previously divorced
one or more times
who are considering
remarriage

4.2 million
Concerned
parents of
soon-to-be
marrieds every
single year

Overlapping with 53.4 million (45%) of America’s workforce who have no
access to company sponsored retirement plans actively looking for new
forms of retirement savings plans with guaranteed returns.

More than any other generation, Millennials believe their defining characteristic is their use of technology. They have
high expectations for services like online investing and mobile banking and a low tolerance for an inconsistent experience
across channels. Financial services firms will need to deliver an excellent mobile experience if they want to compete for
this “Mobile-First” generation. And Generation Y makes up the largest segment of the “gig” economy – freelancers whose
numbers are growing by 3% year over year. None of whom have access to a sponsored 401k.
Millennials are also less inclined to get married while they're young and broke. More than half of people in their 20s and
30s say it is important for them to be financially secure before they get married, according to a 2015 survey by Allstate
and the National Journal. That increases the chance that when two people tie the knot, each will have a career or
business that they’ll want to protect, financial advisers say. In 1975, about 43 percent of women were stay-at-home
moms or homemakers, according to the census report. In 2016, only 14 percent of women were home full time.
According to a survey of 1,200 investors issued by Capital Group in August 2017, one in five Millennials (22%) rank
retirement saving as their number one priority and 82% percent of Millennials say it's important for companies they
invest in to have some positive social impact. More importantly, all generations of investors in the survey ranked
“Protecting savings and investment gains from market downturns” above “Investing in funds that do better than the
stock market over the long term”. Meaning, they’re actively looking for safe places to put their money that not only
perform well but do some societal good.
And a 2016 survey from the American Academy of Matrimonial Lawyers, a trade association for divorce lawyers, found
that 62 percent of members saw an increase in the number of couples seeking prenups over the past three years. And 51
percent said they noticed more millennials asking for the agreements. MA can be used as a prenup (or postnup) for those
without prenups.

7

How does our product differ from others out there?
•

Marriage Assurancesm provides living benefits that reward successful marriages and
at the same time provides a financial safety net to protect against the financial ruin
so often caused by divorce and terminal illness.

•

No other company offers anything remotely similar to Marriage Assurancesm.

•

We’ll have a better ROI than currently available long term guaranteed investment
products - 5.7% compounded for the full 25 year term of the policy.

Unique and
defensible

Barriers to entry?
•

Legacy systems – D2C is still a huge barrier to entry to many existing life insurers.
While they’re trying pilot programs in small markets, we’re as much a pioneer in
this regard as Esurance was to the auto insurance segment in 1999.

•

“Reputational Risk” – Large insurers are not-so-secretly worried about associating
their brand with what they consider a controversial product.

•

Perception of adverse selection risk – 100% of actuaries initially think a near 50%
divorce rate equals unprofitability. After stress testing our model 100% admit they
were wrong.

In a candid email from a Swiss Re contact declining to work with us in Europe, she wrote the
following:
“While the concept makes good sense, we have some concern that this product exposes us to a level
of reputation risk with which we are not comfortable. This is linked to perceptions around making a
generally socially undesirable or negative decision (to get divorced) easier. We see the reputation
risk to be even greater if some financing of the business opportunity is sought from Swiss Re, beyond
a simple re/insurance risk transfer, as here we are often the target for campaigns and law-suits (as
we are the big fish).”
Other brand name insurers gave us the same impression (without being so forthcoming) even after
agreeing that the our model worked and the numbers made sense. What that tells us is that even if
we partner with an existing insurer to launch, most (if not all) large insurance companies will avoid
getting into this niche market for the same reason – likely giving us years of open water in a ‘blue
ocean’.
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Domicile State

Pilot program
geography and
financial data

Expansion by EOQ 2
Expansion by EOY 1
Est. 35 States by EOY 3

$000,000

Year 1

Year 2

Year 3

Year 4

Year 5

Year 6

Year 7

Revenue

$2.79

$11.35

$32.08

$68.67

$125.00

$206.52

$317.08

Reserves

$4.68

$11.17

$34.27

$87.50

$187.92

$352.43

$603.85

Expenses

$0.61

$4.86

$9.00

$15.44

$25.09

$42.00

$65.66

Net Income

$0.91

$2.04

$6.07

$15.24

$32.07

$59.10

$100.02

The plan is to start in our domicile State (assuming NC) and expand quickly to retaliatory States
(those States that have no seasoning requirements). If we do things right, we should never have to
go back to the VC community for more money for expansion because the reserve/surplus bank will
grow exponentially as we expand State to State.
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The Team
Key Management Team Members

Key Board Members

John Logan | Founder & CEO
•

CEO, SafeGuard Guaranty Corporation

•

33 years of New Product Dev, 14 in the
insurance industry

•

5 successful startups in 4 distinctly
different industries

Kenneth Fries | EVP Distribution &
Strategic Alliances
•

30+ years of C level experience in
insurance

•

VP, MassMutual, Annuities Division

•

VP, The Hartford, Agency Strategy,
eBusiness & Technology

Thomas Mayo | CFO
•

30+ years of C level experience in
banking and insurance

•

VP, The First Bank of Chicago

•

Co-founder, Swift Insurance Brokers

•

CEO/CFO, CMA Insurance Holdings

Chad Masland | Director
•

30+ years of C level life insurance &
annuities experience

•

President, Citicorp International
Insurance

•

SVP, Citigroup (Marketing & Product
Development)

•

VP, National Life of Vermont

Sebastian Pistritto, VP of Marketing

Martin Woll | Advisor

•

17+ years of C level multi-channel
marketing experience in both
digital & non-digital
environments

•

13+ years of C level retirement savings
strategy & annuities experience

•

COO, Individual Annuities, AXA USA

•

VP of Digital Marketing Strategy
for Harte Hanks

•

Fixed Income and Derivatives Valuations
Analyst, AB Global

•

Former life insurance agent

Not shown are Matthew Sutton, Chief Technology Officer; Nicole Barrett-Vespone, Chief
Compliance Officer; Richie Hecker, Board Member; Laura Bennett, Board Member;, Angela Alvarez,
Advisor; Adryenn Ashley, Advisor; Andrew Barile, Advisor; Raffael Maiani, Advisor
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Distribution Support:
PR
Content
Partnerships

In terms of what we bring to the table beyond product development expertise, over the years
we’ve cultivated relationships that will stack the deck in our favor. Google the key words “marriage
insurance” and you’ll find half a dozen pages of results that are all about us, but PR is just the tip of
the iceberg. We have relationships with strategic partners all over the world that will help us
succeed.
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The Opportunity

Raising $1,000,000

Use of Funds

Estimated valuation

Seed funding for operations to secure an
insurance underwriting partner

EOY 1 = $8,021,929
EOY 7 = $715,059,777
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Thank you
John Logan, CEO | SafeGuard Guaranty Corporation
Direct: 919-745-0697
john.logan@safeguardguaranty.com
www.safeguardguaranty.com
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