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“Amazing and eased my mind. Not sure

why I didn't know about your help before
but so glad I found you. Now I can start to
sleep at night.”

“TISLA was so helpful and knowledgeable and I so
appreciate that there is someone out there willing
to take time to help people navigate what can be
a confusing and often frustrating process with
student loan forgiveness - thank you”

MISSION
To make certain that all student loan borrowers have
access to free, neutral and accurate resources and
mentoring to ensure they can successfully manage their
student loan debt.
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Our First Year Impact
TISLA is a donor supported, 501(c)(3), non-profit organization that provides free educational
resources, one-on-one counseling and dispute resolution for borrowers whose student loan
debt is a potential barrier to living their best lives. Our work comes from the deep-seated
belief that almost all student loan repayment problems can be eliminated by providing
borrowers with the right information at the right time. We continue to be fiercely passionate
about ensuring that all consumers have access to fair, free, expert, student loan advice.
Whether it’s a parent borrower trying to juggle loan repayment with retirement planning, a
borrower just starting repayment or one trying to resolve a default or a dispute, TISLA has
provided timely and actionable advice to thousands of consumers in just our first year. Here
are a few statistics to illustrate our impact in our first 11 months 1.


Over 4,500 individual consumers served via one-on-one email counseling or dispute
resolution.



An estimated 50,000 received student loan related education through our website,
blogs, webinars and live seminars



80% of consumers we helped state they will be taking some sort of action as a result of
our counseling.

Will you be taking some sort of action as a result of the student loan advice received
from TISLA?

TISLA made its public launch the first week of November 2017. As our fiscal year runs October 1 – September 30 th, our
first year contains only 11 months of data.
1
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Borrower Profiles
Our borrowers trend slightly older than the national statistics. While half of all borrowers
nationally are over the age of 30, 75% of the consumers who request one-on-one assistance
from TISLA report being older than 30. This upholds our premise that student loan debt is not
just a “young person’s” issue anymore.

30% of the borrowers who reached out for one-on-one assistance owe more than $100,000 in
student loan debt. 90% owe more than $30,000.
90% have completed their degree. This shows that even student loan borrowers who “do
everything right,” go to college, and graduate, can still struggle with some aspect of
repayment.
15% were in default and another 10% were over 90 days past due. This is in line with national
student loan statistics.
20% identified as having Parent Plus loans, illustrating the rise in Parent Plus borrowing. Almost
9% of parent plus borrowers entering repayment in 2014 owed over $100,000 as compared to
less than 0.4% in 20002

https://www.brookings.edu/research/parents-are-borrowing-more-and-more-to-send-their-kids-to-college-and-many-arestruggling-to-repay/
2
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20% identified as a minority. In the coming year, our goal is to expand our outreach and
marketing efforts to reach more minority borrowers whom national statistics show struggle
disproportionately with student debt.

Outreach and Marketing
With a zero-dollar marketing and outreach budget in our first year, the vast majority of
consumers found us by searching the web or hearing about us from one of the many news
articles that quoted TISLA as an expert resource. Others were referred to us by friends,
colleges that list TISLA as a resource, Congressional offices and social media.

How did you hear about us?
Web search
Article or blog
Social Media
Friend/Relative
Employer, association or school
Reddit
Other advocacy orgs
Other
Conference/tradeshow

TISLA was mentioned and quoted as a student loan expert in over 30 news articles in the
past year including the New York Times, Washington Post, Boston Globe, Wall Street Journal,
CNBC, and CNN.
Our social media channels on Twitter and Facebook also generated both borrower and
potential partnership traffic.

Looking Ahead: Mission
While we are pleased with our first-year statistics, our goal is to reach more of the
disadvantaged borrower population; in particular, those with high debt and lower income
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prospects and those who did not complete their credential. Our strategy includes the
following:


Researching good grant matches to specifically serve those populations. We have
brought on a part-time volunteer to focus on that objective



Find grant funding to create a Spanish language version of our website and to hire a
part time Spanish speaking counselor



We seek partnerships with employers, associations and other non-profits to provide
services to their constituencies



TISLA will generate fee-for-service partnership revenue that will allow us to do targeted
outreach and marketing to disadvantaged student loan borrower populations.

Looking Ahead: Sustainability and Scalability
While our last year was about proof of concept, our coming year is about expanding and
sustaining the mission. As a 501(c)(3), grant-writing will always be a part of our revenue
strategy, but from a sustainability standpoint, our goal is to be self-supporting in the next five
years.
To that end we have worked to develop a suite of mission driven fee for service products
that we have begun marketing to schools, employers, associations and benefits providers.
These student loan educational tools can expand our outreach to consumers, while bringing
in the revenue needed to serve these consumers.
Some early adopters for these products include Massachusetts Education Finance Authority,
Tufts University, Northeastern Law School and the Massachusetts Providers Council. To date
the feedback on the quality and price point of these products has been overwhelmingly
positive.
We are currently in partnership discussions with several national organizations that could
significantly increase our consumer volume and revenue. While these opportunities are
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exciting, it is important we approach these partnerships thoughtfully to ensure we are scaling
at the appropriate pace.

Finances
During this proof of concept year, we were able to show that significant mission impact can
be fulfilled at minimal expense. While resources exist to continue our mission for the coming
year, it is imperative that our donor and fee for service revenue increase to a level that can
sustain current and scaled expenses and allow for current and future employees to be paid
a reasonable salary. To maintain and grow the organization, we have developed the
following funding goals:


$100K would sustain the organization at its current level and scale of growth



$400K would improve and increase outreach and allow the hiring of a dedicated
business development team member to meet self-sustainability goals



$500K would fulfill the above and allow us to create a more robust advocacy platform
and activities.

8

