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Summary
The National Foundation for Credit Counseling (NFCC) is a not for
profit organization dedicated to providing to providing its clients with financial
counseling and a basic level of financial literacy. In order to address the
widespread and persistent problem of excessive student loan debt, the NFCC
has authorized the creation of Student Economic Services (SES). SES is an
independently operated division of the NFCC dedicated to raising awareness
of affordable tuition options and alternatives to traditional college for rising
high school students. SES will work to implement a sustainable program that
allows students an opportunity to secure their future financial stability,
regardless of their background.
Student Economic Services aims to offer students comprehensive
counseling on the financial aspects of continuing education. In addition to
suggestions on how to select and apply for scholarships, SES will examine
individual client's interests and aspirations in order to assist them in
determining what type of educational institution will best serve their needs
with respect to their financial situation and career requirements. A heavy
focus will be placed on public and community colleges as alternatives to more
expensive private schools. Referrals will be made to appropriate
organizations, such as apprenticeship programs, when appropriate.

Operational Chart

Operations and Marketing
I. The SES Online Tool
Taken from the NFCC’s currently existing technology and wizards
available on its website that assist people with their financial options, NFCC-SES
is set to deploy an online tool derived from this software that will aid high school
students with assessing and evaluating their post-graduation options. This tool
will be the centerpiece of the organization’s options, as SES moves forward.
The software will take into consideration a student’s academic record,
SAT scores, economic situation and career goals. Parents will be urged to use
the tool with their children, so as to provide more information (eg. Income), so as
to provide a more accurate answer for the student. The software will then utilize
the students’ answers in order to provide suggestions for the student to take
advantage of after high school. Options will include scholarships whose criteria
the student fits, local and federal government programs in the student's field of
interest, alternative options like trade schools and community colleges, job
opportunities while attending college, scholarship availability and assessment,
and military service.
II. Selected High Schools
Our Target Schools were selected upon their student loan debt amounts
and rates of default, based on the tool provided at
http://mappingstudentdebt.org/#/map-1-an-introduction. To be fair, and so as not
to spread our efforts too thin, we have chosen 9 schools throughout the five
boroughs based on our criteria, with an average of two per borough with the
exception of Staten Island. The schools are as follows:
• Boys and Girls High School (Brooklyn)
• Clara Burton High School (Brooklyn)
• Harry Truman High School (Bronx)
• Bronx Leadership Academy II High School (Bronx)
• Newtown High School (Queens)
• Martin Van Buren High School (Queens)
• Philip Randolph Campus High School (Manhattan)
• East Side Community High School (Manhattan)
• Port Richmond High School (Staten Island)
III. College Nights
An important point of entry for SES, through high school guidance
counselors, is the institution’s college nights. College nights are events where
high school students call upon representatives for colleges to come to their
campuses in the interest of attracting students and providing them more
information on their future higher-education related options. SES’ presence here
is thus vital; while students may be more attracted to go to college due to the
sheer number of representatives and programs available, SES offers methods to
get there, and alternatives if none of the colleges seem to quite fit a student’s
needs Thus, SES offers a valuable service for our target audience.
Other prospective entry points include setting up our own events with
schools, including presentation days, post-college nights, or sending SES
representatives to talk with interested groups related to schools, including parentteacher organizations.

Projected Budget
Student Economic Services
Fundraising & Budgeting
Q1
Q2
Q3
Q4
Yr1
Yr2
Yr3
3-Year Total
REVENUE
NFCC Start Up
150,000 125,000 125,000 100,000 500,000 0*
0*
500,000
Board Contributions (12 members)
0
0
36,000
0
36,000
36,000
36,000
108,000
Grants
0
0
0
0
0
250,000
350,000
600,000
Fundraisers
0
0
15,000
15,000
30,000
75,000
100,000
205,000
Donations
0
0
10,000
30,000
40,000
50,000
50,000
140,000
Gifts/Annual Appeals
0
0
0
10,000
10,000
20,000
20,000
50,000
Total Revenue 150,000 125,000 186,000 155,000 616,000
431,000
556,000
1,603,000
EXPENSES
Operations
50,850 45,850 53,850 52,850 203,400
278,540
284,309
766,249
Software
150
150
150
150
600
800
900
2,300
Office Rent
6,000
6,000
6,000
6,000
24,000
24,500
25,000
73,500
Computers
6,000
1,000
1,000
0
8,000
2000
2000
12,000
Transportation
700
700
700
700
2,800
2,800
3,000
8,600
Salaries
38,000
38,000
46,000
46,000 168,000
248,440
253,408.80
669,849
Marketing
2,250
2,250
2,250
2,250
9,000
9,500
12,000
30,500
Social Media
250
250
250
250
1,000
1,500
2,000
4,500
Print
2,000
2,000
2,000
2,000
8,000
8,000
10,000
26,000
Risk
4,060
4,000
4,020
4,120
16,200
17,000
18,100
51,300
Insurance
4,000
4,000
4,000
4,000
16,000
17,000
18,000
51,000
Background Checks
60
0
20
120
200
100
300
Fundraisers
0
0
5,000
5,000
10,000
20,000
25,000
55,000
Miscellaneous
1,000
1,000
1,000
1,000
4,000
6,000
8,000
18,000
Total Expenses 57,160 52,100 65,120 64,220 238,600
325,040
339,409
903,049
Net Revenue
92,840
72,900 120,880
90,780
377,400
105,960
216,591
699,951

*Funding may be requested in exigent circumstances. See "Fundraising, Section A."
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IV. Marketing Strategies
To Students:
• Sync on-line database with participating students & demonstrate ease of use.
• Create awareness and generate leads for scholarship and opportunities
• Offer mobile advertising to high school students to bring awareness of SES
and what services it provides for students.
• Students join us on social media platforms so that they can receive up-to-date
information about SES services and offers, new opportunities, and to answer
student questions, when possible.
Guidance Counselors:
• Mail periodic newsletters, with article of articles of interest about our online
tool database, to the guidance counselor.
• Student Economic Services (SES) urges the guidance counselors to promote
their effective programs and services online with the students that are
attending college.
To Parents:
• Raise awareness and understanding of college tuition and debt management.
• Full access to their children’s online profile.
• Full transparency to parents, as well as letting them understand how our tool
works
• Social media outreach; see student approach above.

| Goals and Measurements
Student Economic Services
Goals and Measurements
Goal

Thresholds

Develop relationships with monthly
onsite visits to consult students and
work with school administration and
counselors to assist their college prep
and post-high school activites

Yearly:
30 Schools;
Schools;
Schools

Description & Time Frame
Year 1- To establish onsite
relationships with schools primarily
100% - in the Bronx, Brooklyn, and high-risk
75% - 22
high schools near New York and
50% - 15
Westchester county Year 2-To expand
to communities nearby NYC to highrisk schools with 1,000 or more
students

Target Audience Goals

Yearly Rates per School:100% - 50
Consult with Juniors and Seniors onsite
Students; 75% - 35 students; 50% - 25
monthly or bimonthly
students

Operational Goals

This will be determined by how many
schools SES visits monthly or
bimonthly, and has a direct
relationships with the guidance
counselors office and administration

The yearly student consultation rate
will vary by school. These thresholds
Year 1- To give 10-15% of the student are based off high schools with 500 or
population 15-25 minute
more students, meaning SES hopes to
consultations during onsite visits Year consult and advise 15% each school's
2 - To maintain current consultation population. Students are also welcome
rates and grow to 15 - 20%
to visit the SES office for consultations
and this would be included in the
statistics. SES expects to provide

All students who are consulted onsite
should be included in the database.
Yearly Student Usage:100% - 42,000
Guidance counselors are asked to
Students; 75% - 31,500 Students; 50% direct students to the webtool.
21,000 Students
Students statewide may sign up for
the web tool.

Usage will be quantified by the amount
of profile creations and monthlhy log
ins. Effectiveness will be determined
by student feedback questionnaires.
The tool should produce auto-analysis'
based on the user's profiles and
questionnaires, and new scholarships
should be actively loaded into the data
base

Social Media

Year 1 - Monthly Likes, Shares,
Comments and Media Mentions
: 100% 200; 75% - 150; 50% - 100
Year 2 - Monthly Likes, Shares,
Comments and Media Mentions:
100% 500; 75% - 375; 50% - 250

Year 1 -Shares, posts, comments, and
retweets are welcome. The content
will be aimed at getting to students to
visit the website and sign up for the
Web Tool.

SES seeks to have a strong presence on
Facebook, YouTube, Twitter, and even
Snapchat. Monthly social media
reports will be compiled and collected
by interns and researchers. Staff will
analyze effectiveness of media strategy
and revamp when necessary.

Publications

Year 1 - With the publication of
reports and blogs SES hopes to reach
Yearly Goal:100% - 12 major reports or
policymakers and media by giving
blogs per year; 75% - 9 reports/blogs;
context and explaining phenomena
50% - 6 major reports
and trends in higher education using
secondary government data

The number of blogs and reports
published will be easy to track, but
circulation and media mentions will
depend. SES hopes to get at least a few

To Expand Student Usage and
Effectiveness of the Web Tool

Marketing Goals

Partner Goal

Indicators

End of First Year:100% - 5 Major
Partners; 75% - 4 Major; 50% - 3
Partners

Developing major partners in the first
year is vital in the first year to ensure
long-term resource and fundraising
goals. Seeking SUNY, CUNY, Financial
Institutions, and Government
agencies, amongst others, to

The NFCC will provide the bulk of
overhead and start-up costs during the
first two years. SES seeks additional
revenue and resources by partnerning
with New York-based organizations
(and federal agencies) for speaking
events, consultation

Fundraising/Donations

First Year:Three (3) events at $50,000
per year; Subsequent Years:3-6 events
per year

First Year:A breakfast presentation, a
Christmas gala, and a cocktail event all
in the last half of the year; SES hopes
to solicit donations from several
institutions including ratings and
financial agencies, inclunding securing
access to programs like "Double Your
Donation" from JP Morgan
Subsequent Years
: 1-2 events per
quarter with an award ceremony
given in the first

Dynamic speakers from several
partner institutions (and outside)
should be scheduled to speak around
the event themes. Events should be at
75% - 100% capacity. This goal is
highly quantifiable and will be
achieved by soliciting donations
online, at events, and through cold
calls and applications to donor
programs

Government Agencies

First Three Years:100% - $500,000 in
Department of Education; 75% $375,000; 50% - $250,000

New Partnerships

Financial Goals

SES plans on applying to municipal,
SES does not expect to get grant
state, and federal governments
money from the federal government throughout the remaining years - and
until the second and third years.
expect a revenue stream of $200,000
to $500,000 per year after year 3.

Key Risks
SES has unique risks that it must take into account, considering the
nature of the program and the target populations.
I. Online Services/Software
Hacking/Data Leak -- Users will often have to enter sensitive data, like their
address, family income, and school memberships within our system. There
may even be more personal information necessary to match them up with
scholarships and the like.
Mitigation Strategies:
• Encryption- The NFCC has encryption software that it uses to protect
data from hackers, viruses and the like, for when users enter sensitive
data. The SES will adopt the same software
• Trained Staff - We will have cyber-technicians on our staff who can help
update use with the latest software to protect users.
• Cyber-liability Insurance- Insurance plans are provided to business by
companies like The Hartford. Allocating funds in our budget to pay for
such insurance is ideal, in case our other defenses fail.
II. Staffing
Our staff will work hand-in hand with students at these events, and if/when
students come to SES local offices for further counseling. We must ensure
that the interactions between students and staff are professional and
courteous.
Mitigation Strategies:
• Training Sessions that address proper workplace protocol with students
and other clients.
• Background checks of all staff to ensure that no serious criminal records
or issues regarding minors exist.

Collaborations
The success of Student Economic Services will depend upon our ability to
form lasting partnerships with multiple outside organizations including; high
schools, unions and apprenticeship programs, private industry and
government groups.
I. High Schools
Student Economic Service’s first priority will be the formation of partnerships
with select high schools in our general area of operation. Areas with generally
low income levels and high rates of student loan defaulters will be chosen for
further scrutiny. High schools within these neighborhoods will be the first to be
offered participation in SES programs. The main benefit to our organization is
that high schools are essentially a second home for our target audience, high
school juniors and seniors. It is our intention to liaise with guidance counselors
to gain access to schools. Once SES has permission to work within a
particular school, we will participate in the school’s college and career nights
and any financial planning seminars. While at these events, staffers will be
available to:
1) Hand out informational materials and
2) Raise awareness of SES and the services offered.
3) Teach guidance counselors to use Student Economic Service’s online tool.
The program then returns suggestions for careers, continuing education and
scholarships that are available to that student. Partner high schools can
expect to see more of their students going into continuing education and job
placement programs, thus enhancing the school’s reputation. This has the
potential to help the school attract more students and more funding in future
years. The monetary costs to partner schools are minimal as Student
Economic Services does not charge participating schools for services.
II. Unions
Another class of partnership to be explored is with labor unions, particularly
those that sponsor apprenticeship programs. These organizations can provide
a path to full-time employment for students who are not suited to a typical
college education. Membership in such a group is drastically less expensive
than paying tuition and allows members to earn an income as they gain
practical hands on training. Student Economic Services will work to identify
groups looking to recruit new members and work with those groups to refer
qualified students. This should be an attractive arrangement to labor groups
as it promises a ready supply of new members with minimal commitment on
their end.
III. Private Industry
Student Economic Services will also pursue partnerships with private industry.
To do so, SES will take advantage of an existing collaboration between four
private companies and the NFCC. Chase, Wells Fargo, Bank of America and
Synchrony Financial work together with the NFCC to promote financial literacy
and wellbeing. This partnership is referred to as Sharpen Your Financial Focus
or “The Sharpen Alliance.” We hope to secure funding in the form of donations
from these companies. An additional hope is that association with large,
recognized institutions will enhance the public image of Student Economic
Services. These companies will in turn reap the benefits of positive media
attention. The improved financial standing of SES clients is an additional
benefit to these companies as financially healthy graduates will have more
disposable income to vest and spend.
IV. Government
Finally, Student Economic Services will work closely with government
organizations. Our organization has identified two grant programs sponsored
by the U.S. Department of Labor that are well suited to the students who will
be utilizing our services. The Tech-Hire and Career Partnership Program both
offer monetary grants to students interested in pursuing careers in technology.
These grants can be used to fund education or startup ventures. SES hopes
to partner with the Department of Labor to reserve a specific amount of
funding for our clients. We will also liaise with military recruiters in our area in
order to serve our audience. SES will locate recruiters willing to explain in
detail the educational and job training options open to students through
military service

