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Executive Summary

Channel Perspective User Perspective Investor Perspective
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❖ Researched and cross analyzed the 
segments of insurance, employee 
benefits, and care providers

❖ Examined how M&A opportunities 
can help Caregiven meet goals

Caregiven should: 

❖ Weigh the pros and cons of each path

❖ Assess unique values of what 

Caregiven  will look like going forward

Conversations with potential investors 
indicated the importance of:
❖ Gathering data
❖ Differentiating Caregiven from its 

competition
❖ Identifying their target consumer base

❖ Caregiven excels in the eyes of 

mission-driven investors 

❖ Caregiven needs to provide more data 

to appeal to growth-minded investors

❖ Surveyed 171 millennials to better 
understand their perspectives and 
needs 

❖ Analyzed millennial viewpoints in terms 
of how Caregiven can best provide 
long-term value

❖ Caregiven should determine the best 

way to enhance messaging 

❖ Demographics 

❖ Millennial Needs & Wants

❖ Values & Resources 

❖  Perception of Caregiven 

❖ Caregiven should provide more 
resources for observers/supporters and 
primary caregivers

❖ Caregiven should provide resources that 
help support millennials’ health, family, 
and financial security values 

❖ Each segment has their own benefits 
and drawbacks

❖ Can evaluate segments based on risk, 
operational complexity, and market 
fit 
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Each of the channels mentioned have unique benefits and drawbacks, with 
differences in risk, operational complexity, and market fit
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What: 
The four channels UCG 
investigated were selling 
through insurance 
companies, employee 
benefits, care providers, and 
being acquired by a 
non-insurance company
Takeaways:
There are trade-offs between 
each option and key 
considerations to keep in 
mind for each path forward
Next steps: 
Weigh the pros and cons, 
assess unique segments

Insurance companies offer minimal risk 
and operational complexity, but the 
market fit is not as strong as other 

segments. It is important to consider 
the trade-offs between being acquired 

and selling to insurance companies

Employee benefits are a much more 
saturated risky market, but operational 
complexity is comparable to insurance 

and market fit is stronger

A unique path would be working 
through care providers, which being 

less conventional is riskier and 
operationally challenging, but could 

prove to be a strong market fit and help 
Caregiven fill a negative space

M&A with non-insurance companies 
represents a chance to become an asset 

to a company that is outside of the 
traditional insurtech realm 
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Millennials desire more resources to increase confidence across value-oriented 
areas of their life, including being a caregiver for a loved one

U
se

r 
Pe

rs
p

ec
ti

ve

What: 
UCG surveyed 171 
millennials from across the 
New England region to 
identify how Caregiven can 
provide value to a younger 
audience in the long-term
Takeaway: 
Millennials require 
additional resources to 
meet existing caregiving 
needs
Next steps: 
Bring additional resources 
to ensure that Caregiven is 
meeting millennial needs 

Leveraging our network, 
we were able to analyze 
data from our key target 
audience: the millennial 

market

Results represented that 
younger, single, financially 

constraint women are 
primarily caretakers

Millennials value health 
and family most but, lack 
confident in supporting 

their ideals

Millennials thought 
Caregiven’s app was 

simple and effective, with 
an opportunity to appeal 

to a younger audience
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From an investor perspective, it is important that Caregiven define a direction and 
provide proof of concept to bolster its value proposition
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What:
Conversations with potential 
investors indicated the 
importance of gathering data, 
differentiating Caregiven from 
its competition, and identifying 
their target consumer base 
Takeaways:
Caregiven excels in the eyes of 
mission-driven investors but 
needs to provide more data to 
appeal to growth-minded 
investors
Next Steps:
Determine the best way to 
enhance messaging

Many investors were curious 
about what Caregiven’s 

current consumer audience 
and direction as an 

application looked like

As seen by competitors in the 
caregiving space, specifying a 
direction and using a variety 

of data helps bolster their 
value proposition

To appeal to a variety of 
investors, Caregiven needs to 

provide data to enhance 
their messaging



Insurtech Industry Overview
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Source: CB Insights Q1’22 State of Insurtech Report

Caregiven sits at the intersection of insurtech and health-tech, making it poised to 
enter a variety of potential niches through private exit strategies

“Insurtech” is the most accurate proxy to the market Caregiven best fits into; strategies for Caregiven’s growth and 
success are presented with the recent trends of the insurtech industry in mind

*Investment market contains Venture Capital, Private Equity, IPO, corporate investing etc. 

Recent activity in M&A for insurtech companies Recent trends in the insurtech investment market*

• Q1’22 M&A exits are up 73% from last year

• Global M&A exits in 2022 are projected to almost double 

the number of deals seen in 2021

• Overall, M&A activity is currently at a record high

• Small investment deals capture most of the deal share in 

the United States, but has recently declined

• Life, health, and P&C insurtech funding is down

• Overall, the investing market has softened during Q1’22
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The exponential growth seen in insurtech M&A deals can be attributed to the 
various benefits that insurtech companies bring to the table

Data
• Customer identity verification
• Detecting fraud and risk prevention
• Records unchangeable data history

Speed
• AI integration significantly cutting time
• Can compare claims to the database, reducing 
overall fraud

Machine Learning
• Cloud based technologies and data 
analytics have the biggest impact

Marketing
• Network expansions by expanding with their 
consumer base

• In app advertising is less expensive

Underwriting
• Dynamic ratemaking
• Machine learning to verify accuracy
• Expediting claim adjusting process

Cost Cutting
• Increasing revenues and customer satisfaction 
experience

Source: CB Insights, RD Global, Decision Management Solutions, McKinsey, Altexsoft

https://app.cbinsights.com/research/elder-tech-long-term-care-insurance/
https://www.rdglobalinc.com/insurtech-digitalization-in-insurance-industry-to-lift-earnings-and-reduce-costs/
https://decisionmanagementsolutions.com/using-technology-to-reduce-operating-costs-in-insurance/
https://www.mckinsey.com/industries/financial-services/our-insights/the-insurance-switch-technology-will-reshape-operations
https://www.altexsoft.com/blog/insurance-technologies/
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Insurtech companies have the ability to provide value through three different 
distribution channels, each having benefits and drawbacks

* = Employee Benefits

Selling to Insurance
Companies (B2B2C)

Servicing Via
Employee Benefits (B2B2C)

Selling Directly to 
Consumers (B2C)

Insurance company provides product 
directly to consumers

• Caregiven can nicely complement 
already existing products (e.g., 
long-term care, health, life insurance)

• But insurers may already have 
existing customer interface 
platforms

• Can still operate under the Caregiven 
brand, as opposed to being acquired

• Difficult for insurers to justify 
purchasing the product if integration 
costs are high

Insurance company offers the 
product in EB* packages

• Employers pay insurance 
companies for packages, 
insurance companies pay 
Caregiven for usage

• Attractive for employer
• People more likely to use 

Caregiven if provided to them 
by default by their employer

• Highly saturated market; can 
cause difficulty for breaking in

Caregiven sells app to 
users via app stores

• Free vs. premium 
monetization model 
to consider

• Customizable 
advertising through 
various digital 
channels

• High acquisition 
and marketing cost

Source: UCG Expert Interviews



Channel Value Proposition



13Source: UCG Expert Interviews, IBISWorld, Statista, AALTCI, ASPE

Product type, perceived value proposition, and company size will affect the 
success of Caregiven in selling to insurance companies

*All numbers for United States

Value Proposition

Company Size

Reduce Severity of 
Claims

Marketing
Channels

Customer 
Connectivity

More informed and 
emotionally 

prepared 
caregivers can 

provide better care 
to prevent more 
numerous and 
severe claims 

Caregiven can be 
utilized as an 

advertising tool to 
attract customers 

because it is an 
added unique 

benefit

The Caregiven 
platform provides 

another 
touchpoint for 

insurance 
companies to 

interact with and 
retain customers

Large Insurance companies

Small Insurance companies

More reach, less control over look and feel 

Less reach, more control over look and feel 

Insurance Product

Experts thought Caregiven could be useful in bridging the 
gap between health insurance and long-term care insurance

Health 
Insurance

Long-Term Care 
Insurance

• 2021 Revenue: $13.6B
• Projected Annual 

Growth: 3-4%
• Top Sellers: 

o Genworth – 22%
o John Hancock – 17%
o MetLife – 8%

• 2021 Revenue: $1T
• Projected Annual 

Growth: 1.3% 
• Top Sellers: 

o UnitedHealth – 14%
o Anthem – 9%
o Humana – 9%

Caregiven

https://www.ibisworld.com/industry-statistics/market-size/health-medical-insurance-united-states/
https://www.statista.com/statistics/216518/leading-us-health-insurance-groups-in-the-us/
https://www.aaltci.org/news/long-term-care-insurance-association-news/top-10-ltc-companies
https://aspe.hhs.gov/reports/long-term-care-insurance-research-brief-0
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When selling directly to employers as part of standalone employee benefit 
packages there a few added benefits and drawbacks

Added Value Proposition 
Through Employee Benefits

Return to Office Sooner

Increased Employee Productivity

Attract and Retain Top Talent

Employees who can spend time 
providing care more efficiently will be 
able to return to work more quickly

Employees who are less stressed can be 
more focused and productive for the time 
they spend at work while caregiving

Added unique employee benefits will 
provide greater incentive for employees 
to want to work at that company

Key Takeaway: Employee benefits may have a stronger value 
proposition and fit for Caregiven, but there is a higher risk 
accompanied by entering this competitive market

Drawbacks: The employee benefits 
market is extremely saturated, with 
many established competitors

Possible Breakthrough: Targeting 
small businesses rather than large 
enterprises may yield higher 
success

• Similar to Employee 
Benefits, but provided 
through HR groups instead 
of external parties

• EAPs and EBs have the 
same objective: provide 
support to employees and 
their personal lives to 
encourage high 
performance at work

Employee Assistance 
Programs (EAPs)

https://www.napa-net.org/news-info/daily-news/benefits-play-more-significant-role-talent-acquisition
https://www.points-north.com/how-employee-benefits-impact-your-ability-to-hire
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For example, Infoarmor’s B2B2C structure and working through employee benefits 
lead to their acquisition by Allstate in 2018

Founded in 2007, Infoarmor is a 
digital identity fraud prevention 

service that operates on a 
B2B2C structure. After receiving 

an investment from Summit 
Partners in 2016 they were able 

to be acquired by Allstate in 
2018. 

Infoarmor distributed their services by going to employers and pitching 
themselves to be offered as a part of their employee benefits package

The benefit of this was that they were able to acquire customers in large 
bursts, making individual acquisition costs much lower

After proving their value proposition, Infoarmor was able to position 
themselves to be acquired

Despite the benefits of this situation, there are clear disadvantages to 
being acquired. Now that Infoarmor is under the Allstate brand, they 

can only operate through the Allstate platform. 



16Source: UCG Expert Interviews, True Link, Kalgera, Carefull, Carewell, AgeComfort

Many investors saw non-insurance M&A as a viable opportunity for growth in an 
existing industry 

Financial Services for Caregivers Vendors of Caregiving Products

Debit and credit cards meant to 
be used by a caregiver, as well 

as investment management 
support

Fraud prevention for caregiver 
only access to financial 

accounts

Financial account monitoring 
for older people and caregivers

The “Chewy.com” of caregiving, 
providing a one stop trusted shop 

for caregiving essentials

Premier online 
retailer of home 

healthcare products

Caregiven could provide a customer interface that aligns well with the mission of these companies, adding to their 
existing platform without overlapping the other features. 

https://www.truelinkfinancial.com/
https://www.kalgera.com/
https://www.getcarefull.com/
https://www.carewell.com/
https://agecomfort.com/
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Additionally, experts mentioned the idea of selling through medical care providers, 
which was further explored through the company Feel Therapeutics

Founded in 2015 Feel Therapeutics sells plans to help manage mental health. Their plans include their 
proprietary emotion monitoring wrist band which connects to their app, 15-minute weekly sessions with a 
mental health expert, and educational resources.  On top of selling through insurers, employers, and direct to 
consumer, Feel partners with medical groups and health plans to improve patient outcomes. 

Caregiven sells 
to hospitals

Doctors promote 
Caregiven to 

patients' 
caregivers

Caregivers use 
app for a 
specified 
duration

Chokepoint:
Hospitals connect Caregiven with 
people who need it the most. The 
introduction is also facilitated by 
doctors, giving us greater credibility. 

Ability to expand the app:
Working with hospitals provides new 
opportunities to grow our platform 
to be more valuable such as directly 
scheduling appointments and 
showing proof of insurance. 

How This Could Look for CaregivenWhy This Works For Feel Therapeutics

Benefits to patient care team:
• Better patient outcomes

• Save time

• Efficiently manage clients 

• Increased revenue potential per patient

• May have costs reimbursed by insurer

• Improved quality scores for provider and 

facility

https://www.myfeel.co/
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Each of these four channels offer their own unique benefits and 
challenges

Selling to Insurance 
Companies

Selling to Employers as 
part of Employee 

Benefits

Selling to Hospitals or 
Care Facilitators

Seeking M&A 
Opportunities

Overall
Risk

How risky of a move is this for 
Caregiven?

Operational
Complexity

How challenging would it be to 
pivot and adapt to this 

segment?

Market
Fit

To what extent does Caregiven 
meet the needs of this channel?

= 25% = 50% = 75%Chart Key
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For insurance companies, employee benefits, medical care providers, and M&A 
opportunities there are benefits and key considerations

Employee Benefits Medical Care Provider M&A OpportunitiesInsurance Companies

• More simplistic 
integration

• Lots of M&A activity

• Clear value 
proposition

• Value proposition 
could be stronger

• Being acquired could 
mean watering 
down of brand 
image

• Strong value 
proposition

• More simplistic 
integration

• Optionality of EAPs

• Extremely saturated 
market

• Targeting small 
companies may be a 
way to break in

• Negative space to 
move into

• Meeting customers at 
a chokepoint

• Backed by credibility 
of doctors

• May need to 
expand app to 
better define value 
proposition

• Less traditional, more 
complicated 
integration

• Caregiven can be a 
unique value to 
another 
mission-oriented 
company 

• Easily penetrate an 
existing revenue 
stream 

• Need to be wary of 
preserving company 
values

• Don’t want to be 
acquired for solely 
technology 

BENEFITS

CONSIDERATIONS



User Perspective
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Personal NetworksAffinity GroupsColleges/SchoolsTo the Masses

To distribute the survey, we leveraged four channels to reach millennials 
from all angles; our method led to 171 responses

Survey distribution leveraged four channels
Broad Coverage Targeted Outreach

1 2 3 4

• Daily Digest
• Social Media
• UConn Reddit

• CLAS
• Fine Arts
• Social Work
• Engineering 
• CAHNR

• Cultural Centers
• Greek Life
• Learning 

Communities
• Clubs
• Commuters 

• Classes
• Friend Groups
• Family 
• Network beyond 

UConn

W
ho

W
ha

t
H

ow

• Business
• Pharmacy
• Agriculture
• NEAG
• ACES

• UConn Soapboxes
• Department 

Newsletters
• Department Head

Source: UCG Millennial Attitudes Survey, n = 171

• UConn Subreddit
• UConn Daily 

Digest 
Submission

• General approach 
through several 
marketing 
channels

• Program Coordinator, 
Office of 
Undergraduate 
Advising

• Department Head, 
Honors Program

• Commuter 
Newsletter

• UConntact’s Student 
Organizations List

• Personalized mass 
email chains

• Learning 
Community 
Counsel 

• UConntact student 
organization list

• Text messages
• Emails
• Phone calls 

• Friends in Class
• Friends in clubs/orgs
• Class group chats
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Survey results were largely representative of younger, financially constraint, and 
single millennials, with a slight skew towards Caucasian single women

Top 3 States Represented

Connecticut

New York

Massachusetts

Marital Status

Single – 63%

Married – 33%

Other – 4%
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Results say, of the 76% of millennial caregivers, most are supporters/observers 
and use an in-home assistant or insurance/health-care providers for support

Resources used by millennials in a caregiving role

• These individuals are primarily between the ages of 24-29 years  
• Supporters/observers are primarily women (65%)
• Resources used: (1) in-home caretaker/assistant, (2) disability 

insurance, (3) health care providers 

• These individuals are between 20-24 & 30-34 years of age  
• Primary caretakers are mostly women (71%)
• Resources used: (1) employer health insurance, (2) statement 

insurance benefits, (3) community resources 

• These individuals are between 25-29 & 30-34 years of age  
• Primary caretakers are mostly women (87%), but more men are 

secondary caretakers then other types 
• Resources used: (1) at-home caretaker/assistance, (2) medical 

support, (3) none

67% are supporters/observers 

18% are primary caretakers

13% are secondary caretakers

Q: Have you ever been in or witnessed someone in a 
caregiver role?
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Millennials value health and family most, but lack confidence in supporting their 
ideals, indicating a need for financial, emotional, and educational resources

NONE LITTLE MODERATE LOT GREATLY
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Security

1. Financial
2. Emotional
3. Educational

1. Emotional
2. Financial
3. Educational

1. Financial
2. Educational
3. Legal

Community

1. Emotional
2. Educational
3. None

Mentorship

1. Educational
2. Emotional
3. None
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25Source: UCG Millennial Attitudes Survey, n = 171

Respondents stated they feel concerned taking care of aging or ill loved ones, and 
require more preparedness knowledge-wise, emotionally, and financially 

Q: Out of the two statements, please choose which one is more like you… 
Statement 1: “I am concerned about being taken care of when I am older or in the event that I am sick” 
Statement 2: “I am concerned about taking care of loved ones in my life if they get older or become sick”

When asked about how prepared they feel, most 
millennials indicated that they feel somewhat 
unprepared: 

o Knowledge-wise
o Emotionally 
o Financially 

Key Takeaways

• Millennials are more concerned about taking care of a loved 
one as they age 

• Millennials require more knowledge, emotional, and financial 
education 

• There is an opportunity for Caregiven to provide resources to 
millennials as they care for others 

• As Caregiven provides itself in partnership with different 
packages, resources to better meet millennials current and 
future needs in caring for others is most important 
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Overall, millennials thought Caregiven’s app was simple and effective, with an 
opportunity to appeal to a younger audience through a change in aesthetic 

“It is easy to follow 
and navigate”

“The layout above 
was good, but the 
color scheme looks 

like a hospital to me”

“It’s a bit bland, but 
looks professional” 

“It seems generic 
in terms of the 

wording”

“clean and 
simple”

“it seems to appeal 
to an older crowd. 
Dark hospice-like 

feel..”

“kind of mature, may 
turn off a younger 

audience”

“Welcoming color 
palette”

“Very nice and 
effective”



Investor Relations
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In conversations with potential investors, many were curious about Caregiven’s 
direction as an application

Q1: What immediate questions come to 
mind when looking to understand the value 
proposition of this business?

Total Addressable Market

• How many insurers are willing to pay for 
Caregiven? 

• How many caregivers would use 
Caregiven?

Key Metrics

• Customer acquisition cost
• Lifetime value of a customer
• How much needs to be spent on 

marketing?

Q3: What type of consumer audience do 
you think is best suited to this type of 
technology/platform?

Q2: Would you see this as a good 
investment for an insurance company? Why 
or Why not?

Differentiation from Competition

• Are people actively searching for 
Caregiven in the app store?

• Where is Caregiven’s competition 
pushing their product?

Distribution Channel

• Personalizes connection with the 
consumer

• More direct product offerings

Women or First Daughters

• Women in their 40s to 60s most likely to 
be caregivers

First/Second Generation Families

• Immigrant families have extended family 
structures

Millennials

• Tech savvy 
consumers

Baby Boomers

• Ideal caregiving 
age range
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To enhance messaging to growth-minded firms, Caregiven needs to provide proof 
of concept and specify the direction of their application

Key Data Points 
• Run a model with a flagship customer to bolster data
• Data driven metrics to indicate performance

User Testimonials 
• Consumer calls allows Caregiven to see what current users 

think about the application

In-App Usage
• Where are users spending their time in the app?

Comparing to Other Companies
• Use other companies’ metrics as a base-line demonstration

Excelling Needs Support

Key Takeaway: Providing proof of concept and 
refining Caregiven’s direction will encourage a 
variety of investors to look into the application

• Mission-Driven 
Firms

• Diversity/Impact 
Funds

• Less Risk-Averse 
Investors

• Growth-Minded 
Firms

• Data Driven 
Investors 

Ways to Enhance Messaging



30Source: UCG Expert Interviews, Forbes, Cariloop

Cariloop, a company that has reached over 300,000 families, was able to specify 
their direction and used a variety of data to support their value proposition

A Public Benefit Corporation that matches customers with licensed and certified care professionals to aid them through the 
caregiving process. Their business model focuses on operating through employee benefit packages. 

Cariloop Founded V1 of Services 
Released

Current Version of 
Services Released

By 2017 valuation 
estimate was 10x of 

that in 2014

Received Series B 
funding of $15M

2012 2014 2015 2017 2021

Defined Direction
• With their original platform which matched users with care providers, they were able to complete the Health 

Wildcatters accelerator
• Even then, they were unafraid to pivot as to what they believed was the right direction for the company

Measuring Success

• Hours care coaches spend researching or 
assisting

• User testimonials
• Company specific statistics

“Without the support of a Care Coach, caregivers would have spent another two and a 
half work weeks navigating their loved one’s care..” 

“Over the last 12 months alone, our Care Coaches have saved our members an average of 
100 hours per loved one”

https://www.forbes.com/sites/dianatsai/2021/09/23/how-this-startup-aims-to-help-50-million-caregivers-in-america/?sh=591a3ff0502e#open-web-0
https://www.cariloop.com/


Conclusion
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In conclusion, after analyzing the channel, user, and investor perspective there is 
consensus on the opportunity that exists for Caregiven in the market

Channel Perspective User Perspective Investor Perspective
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❖ Researched and cross analyzed the 
segments of insurance, employee 
benefits, and care providers

❖ Examined how M&A opportunities 
can help Caregiven meet goals

Caregiven should: 

❖ Weigh the pros and cons of each path

❖ Assess unique values of what 

Caregiven  will look like going forward

Conversations with potential investors 
indicated the importance of:
❖ Gathering data
❖ Differentiating Caregiven from its 

competition
❖ Identifying their target consumer base

❖ Caregiven excels in the eyes of 

mission-driven investors 

❖ Caregiven needs to provide more data 

to appeal to growth-minded investors

❖ Surveyed 171 millennials to better 
understand their perspectives and 
needs 

❖ Analyzed millennial viewpoints in terms 
of how Caregiven can best provide 
long-term value

❖ Caregiven should determine the best 

way to enhance messaging 

❖ Demographics 

❖ Millennial Needs & Wants

❖ Values & Resources 

❖  Perception of Caregiven 

❖ Caregiven should provide more 
resources for observers/supporters and 
primary caregivers

❖ Caregiven should provide resources that 
help support millennials’ health, family, 
and financial security values 

❖ Each segment has their own benefits 
and drawbacks

❖ Can evaluate segments based on risk, 
operational complexity, and market 
fit 



Appendix
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UCG Expert Interviews Spring 2022

Jeyraj Vadiveloo
Former Head of IFS at Willis Towers 
Watson

James Trimble
Former Chief Actuary of Life Insurance 
at The Hartford

Andrew Niedzielski
Former Vice President and Actuary at 
Prudential Financial

Matthew Tang
Lead Director, Strategic Planning & 
Partnerships at CVS Health

Jay Dyer
Head of FP&A, Global Technology, and 
Operations at Metlife

Marielle Alexander
Associate at 1843 Capital

Diana Stettner
Investor at Avenue Growth Partners

Roma Romaniv
Investor at Summit Partners

Sam Huang
Software Engineer at Microsoft

Rares Barbu
Private Equity Investor at Vista Equity 
Partners

Brandon Milich
Private Equity Investor at Cove Hill 
Partners

Keyur Shah
Software Development Engineer at 
Amazon

Karolina Tarnacki
Managing Director at Hillside Venture 
Capital

Insurance TechnologyInvesting

N = 13
Interviews conducted from 

March to April 2022
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Q1 - What gender do you most closely identify as? | Q2 - What is your 
race/ethnicity? 

Survey Data1

# Answer % Count

1 Male 25.73% 44

2 Female 70.18% 120

3 Non-binary / gender noncomforming 3.51% 6

4 Other 0.58% 1

5 Prefer not to say 0.00% 0

Total 100% 171

# Answer % Count

1 African American/Black 5.26% 9

2 Asian 13.45% 23

3 Caucasian 66.08% 113

4 Latino/Hispanic 1.75% 3

5 Middle Eastern 2.34% 4

6 Native American 0.58% 1

7 Native Hawaiian or Pacific Islander 0.00% 0

8 Other 5.85% 10

9 Prefer not to say 4.68% 8

Total 100% 171
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Q3 - What is your age? | Q4 - Which state do you currently reside in?
Survey Data2

# Answer % Count

1 AL 1.17% 2
7 CT 86.55% 148
11 GA 0.58% 1
19 ME 0.58% 1
21 MA 7.02% 12
23 MN 0.58% 1
32 NY 2.34% 4
38 PA 0.58% 1
40 RI 0.58% 1

Total 100% 171

# Answer % Count

1 20-24 26.90% 46

2 25-29 35.67% 61

3 30-34 18.71% 32

4 35-39 11.70% 20

5 40-44 3.51% 6

6 45-49 2.92% 5

7 50-54 0.00% 0

8 55-59 0.00% 0

9 60-64 0.58% 1

10 65+ 0.00% 0

Total 100% 171
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Q6 - What is your marital status? | Q7 - What is your average annual income?

Survey Data3

# Answer % Count

1 Single, never married 62.57% 107

2 Divorce 2.92% 5

3 Married/Co-habitating 32.75% 56

4 Separated 0.58% 1

5 Widow/Widower 0.00% 0

6 Other 0.58% 1

7 Prefer not to say 0.58% 1

Total 100% 171

# Answer % Count

1 $0 - $50k 61.99% 106

3 >$50k-$100k 22.22% 38

4 >$100k-$150k 8.19% 14

5 >$150k-$200k 2.34% 4

6 >$200k 1.17% 2

7 Prefer not to say 4.09% 7

Total 100% 171
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Q8 - What types of insurance do you have currently? | Q32 - What types of insurance do 
you foresee yourself needing/wanting in the future? (Multiple selection)

Survey Data4

# Answer % Count

1 Health Insurance 35.17% 153
2 Life Insurance 9.89% 43
3 Auto Insurance 30.57% 133
4 Homeowners Insurance 11.03% 48
5 Long Term Care Insurance 1.61% 7
6 Disability Insurance 3.22% 14
7 Worker's Compensation Insurance 2.30% 10
8 Property and Casualty Insurance 6.21% 27

Total 100% 435

# Answer % Count

1 Health Insurance 18.94% 122

2 Life Insurance 17.70% 114

3 Auto Insurance 18.94% 122

4 Homeowners Insurance 19.88% 128

5 Long Term Care Insurance 6.21% 40

6 Disability Insurance 5.75% 37

7 Worker's Compensation Insurance 4.66% 30

8 Property and Casualty Insurance 7.61% 49

9 None of the Above 0.31% 2

Total 100% 644
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Q10 - Have you ever been in or witnessed someone in a caregiver role? (someone taking 
care of a friend or family member, not as a career) Q11 - What role did you take on?

Survey Data5

# Answer % Count

1 Yes 75.95% 120

2 No 20.89% 33

3 Maybe 3.16% 5

Total 100% 158

# Answer % Count

1 Primary Caregiver 17.98% 16

2 Secondary Caregiver 12.36% 11

3 Supporter/Observer 66.29% 59

4 Other 3.37% 3

Total 100% 89
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Q12 - Were there any tangible resources that you/they used?

Survey Data6

Text Answers

health care providers Google Financial and health insurances Savings of the person being cared for

A hospital bed, bathroom equipment At home caregiver Money
Other than periodic visiting home nurse, felt 
pretty on our own regarding resources.

In home caretaker staff for additional 
coverage Disability insurance Long term care insurance Employer health insurance

Special silverware for shaky hands, 
hospital-type bed FMLA hospital bed financial

birth to 3, insurance, medical supply 
exchanges Help Yes. Their car. Legal support

Money, time
Money, and specific resources that the 
person needed. 

State insurance and benefits, community 
resources Significant amounts of money

Disability/Personal Care Assistant financial social security, medicaid Medical supplies

CPAP, AED, IV Medical support Savings account No/NA



41

Q13 - How much do you value the following choices? | Q14 - How confident do you feel in your ability to 
support each of these values in your own life (0 being not confident at all, 100 being extremely 
confident)?

Survey Data7

# Field Minimum Maximum Mean Std Deviation Variance Count

1 My Family 14 100 89.51 16.34 267.06 113

2 My Health 16 100 89.54 13.07 170.78 114

3 Financial Security 14 100 85.46 16.44 270.35 114

4 My Community 3 100 69.45 21.59 466.05 114

5
Having Mentorship 
and Guidance 12 100 68.4 20.96 439.52 114

# Field Minimum Maximum Mean Std Deviation Variance Count

1 My Family 18 100 76.68 20.13 405.19 113

2 My Health 17 100 74.12 19.73 389.44 113

3 Financial Security 0 100 60.75 24.6 605.34 114

4 My Community 0 100 57.29 25.14 631.87 113

5
Having Mentorship 
and Guidance 0 100 59.82 24.44 597.53 113
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Q15 - What resources do you feel you need to feel confident supporting each value? | Q16 - If you selected 
other, please specify what type of resources/support you would need to feel confident supporting that value

Survey Data8

# Question
Financial 
Support

Legal
Support

Emotional
Support Educational Support

Don't need
any support Other Total

1My Family 31.58% 78 10.12% 25 36.03% 89 17.41% 43 4.45% 11 0.40% 1 247

2My Health 35.65% 82 6.09% 14 30.00% 69 22.17% 51 3.04% 7 3.04% 7 230

3
Financial 
Security 45.21% 99 14.61% 32 9.13% 20 28.31% 62 2.28% 5 0.46% 1 219

4
My 
Community 16.67% 28 5.36% 9 33.93% 57 23.81% 40 17.86% 30 2.38% 4 168

5

Mentorship 
and 
Guidance 11.11% 19 4.68% 8 33.92% 58 33.92% 58 15.20% 26 1.17% 2 171

Write-in Responses

Time support
Luck - I am healthy because I eat well and exercise, etc., but it's also luck related to if I 
get in a car accident or I have a weird genetic condition. Just chance.

Access to quality health care Support from other people/interdependence 

Therapy This is a really broad question - what do you mean by "resources and support"? 

Proximity- I am geographically isolated; for my health I need doctors to take me seriously
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Q18 - Statement 1: I am concerned about being taken care of when I am older or in the event that I am sick. Statement 
2: I am concerned about taking care of loved ones in my life in the event that they get older or become sick.

Survey Data9

# Answer % Count

1 Statement 1 is much more like me 7.89% 9

2 Statement 1 is a bit more like me 13.16% 15

3 Neutral 9.65% 11

4 Statement 2 is a bit more like me 28.07% 32

5 Statement 2 is much more like me 41.23% 47

Total 100% 114
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Q19 - How prepared would you feel in each of the following aspects to be a caregiver for a loved one in need 
(With 0 being not at all, and 100 being extremely prepared)? |

Survey Data10

# Field Minimum Maximum Mean Std Deviation Variance Count

1 Knowledge-wise 0 100 57.34 25.28 639.23 114

2 Emotionally 0 100 52.54 28.2 794.98 114

3 Financially 0 100 33.83 27.3 745.24 114
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Q23 - What associations do you have with this color scheme? Please pick the 5 
most relevant options.

Survey Data11

# Answer % Count

1 Friendliness 6.59% 28
2 Bland 8.94% 38
3 Welcoming 10.12% 43
4 Informative 5.88% 25
5 Dark 4.71% 20
6 Unwelcoming 1.65% 7
7 Hostile 0.47% 2
8 Formal 5.41% 23
9 Casual 9.65% 41
10 Health 11.76% 50
11 Feminine 3.53% 15
12 Masculine 0.47% 2
13 Old 8.00% 34
14 Young 1.65% 7
15 Calming 16.47% 70
16 Energetic 1.18% 5
17 Other 3.53% 15

Total 100% 425

Write-in Responses

Neutral chocolate and candies for some reason Dreary
Sad, not anything positive although the 
images would differ

icecream Healthcare/Medical stuff Sad Supportive
Cool tones melancholy Caring and happiness Gender Neutral
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Q25 - What are your overall thoughts on the aesthetic of this app?

Survey Data12

Write-In

Calming, user-friendly make the teal brighter

not necessarily exciting, think 
it could be relatively intuitive 
to navigate

Boring colors chosen for no 
obvious reason

It's run-of-the-mill, yet 
effective. Very clean, simple

looks put-together. would 
recommend drop-down 
descriptions/menus so people 
don't have a wall of text (like 
in documents)

I think that phrases such as 
"personal care circle" and 
"caring roadmap" need to be 
defined. Other than that, it 
looks good.

somewhat boring--maybe in a 
good way, though I think the 
asethetics are nice. Despite 
what I said above about the 
colors bringing my mood 
down, I LIKE the mockups. I 
don't think brighter colors 
would go well in the app. 

Very cute, kind of mature 
which may turn off a younger 
audience, may believe this is 
an app for those 30-40, very 
sleek design as well, reminds 
me of linkedin kind of 

I really like the aesthetics - 
very simple and cute. I also 
like the accessibility of it, 
especially in the educational 
perspective. I think that the 
simple, bolded, and 
colorblocking items are good 
for better visualization

blue and pink combo does give 
the vibe of a dated hospital 
color scheme. The colors are 
also so muted that it is a bit 
sad. We should celebrate the 
people caring for others. Also, 
more representation of hair 
textures

feels dull but very neutral, not 
bad

unsettling caregiving AI black 
mirror vibes, pics are cute tho

Seems simple and easy to use. 
A little bland visually, but 
that's not necessarily an issue.

Needs better colors Wouldn't make the app image 
brown

Straightforward, user friendly, 
colors are more 
modern/trendy then I would 
expect from a health app.

It seems to be simple and 
straightforward.

Clean but colors feel a bit 
muted 

I think the colors could be a bit 
brighter and more engaging

Kind of bland but seems 
informative 

It's pretty calming and 
pleasing to look at

I think they are fine. The color 
scheme is nice. I like the 
images with the people in 
action. Feels like something 
was accomplished. 

I like it, feels very claming and 
easy to navigate

It's a good aesthetic for what 
is is used for

The app seems overall easy to 
understand - well-designed UI

Very safe, calming and not 
abrasive, might be helpful 
when navigating difficult 
feelings and tasks

I like the teal color a lot, and I 
think the pictures show 
something being associated 
with healthy and happy 

Welcoming - calming color 
palette


