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Fundraising platform for students for post-secondary 

education.

Small-dollar donations to achieve their fundraising 

goals.

● Founder: Tajuana Herrell.

● Problem: Students’ dependency on debt, unclear 

use of funds by students.

● Solution: Transparency, trusted by donors that 

the money goes straight to the university.

About Financial Aid Frenzy
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Our Impact

• Market research to 

inform marketing plan.

• Understand how 

Financial Aid Frenzy can 

earn money.

• Financial validation to 

understand when 

Financial Aid Frenzy 

will break even.

Audience

The business model is 

focused on primarily 

attracting students to the 

platform who will then get 

donors on-board

Current: Building MVP

Projected Beta Launch: 

December, 2024

Status



Understanding the  
Market Landscape



Market Size

TAM 

20 MILLION

SAM 

17 MILLION

TARGET MARKET

17 MILLION

MARKET 

SHARE

40,000

Total Addressable Market (TAM)

$2 BILLION IN REVENUE
20 Million college students enrolled

Serviceable Addressable Market (SAM)

$1.7 BILLION IN REVENUE
17 Million FAFSAs completed

Target Market

$400 MILLION IN REVENUE
4 Million 1st year students 

(never attended college)

Market Share

$4 MILLION IN REVENUE
40,000 New users (1% of the market)

Assumes 10% of $1000 avg raise = $100



Who Are Our Competitors
We conducted direct and indirect competitive analysis to 

understand the key players in the market, their strengths, 

weaknesses and strategies.



Competitor Analysis
GoFundMe LiteTuition 529 (CSA)

Key Factors 

Based on 

Primary 

Research

Clear use of funds Low High High

Trust in the 

crowdfunding 

platform

High Low/Moderate High

Ease of use High Moderate Moderate to High

Trackability of 

fundraising

High High Moderate to High

Other 

important 

factors

Tax-deductibility No Yes Yes (Except some 

states)

Fees Proc: 2.9% + $0.30

Recur donation: 5%

Contrib: 0%

Processing fee: 2.9% 

+ $0.49

Platform fee: 5%

(State-Dependent) 

Annual Maintenance: 

$ 10-25; Opening fee

Affects Financial Aid 

Eligibility

No No Yes
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Federal Financial Aid, Grants & Scholarships

Source: Ipsos Report (2024), Bankrate (2023)

Students applying for FAFSA: 70% of 

all applicants.

Of this, 85% of applications get 

accepted. 

However, students from household 

income of <$48,000 received 

substantially more aid than higher 

income households.

FAFSA 
2023-2024

11% of students received a 

scholarship.

32% of students received the Pell 

grant which is the largest source of 

student grant.

Scholarships & Grants 
2023-2024

Influencing Competitors



Source: Ipsos Report (2024)

— Undergraduate 
Student, UT Austin

“My scholarship was just 

for 1 year. I'm currently 

applying for new ones and I 

really hope I get it. It's 

taking up so much of my 

time. It's frustrating!”

Federal Financial Aid, Grants  & Scholarships

"How are you planning to fund your education?"



Most students who are accepted for FAFSA, 
scholarships and grants receive only partial aid.
They need alternate means to cover the rest.



Primary Customer Research
We surveyed 83 users and conducted 9 interviews. This includes interviewing 

highschool students, undergraduate students, international masters students, 

potential donors, parents, highschool teachers and university financial aid 

expert.

This shined light on what motivates our users and all the different use cases for 

our product.



We interviewed a financial aid expert at 
UT and a high school teacher to 

understand user motivations



— Highschool Teacher, Fort Stockton, Texas

“ For many students, the fear of student loan debt is 

a huge factor in deciding whether to college at all. This is 

deeply concerning for the future of our workforce and 

economy”

— Financial Aid Expert, UT Austin

“Students that are trying to get back on track with 

academic performance after losing FAFSA, they 

would be great candidates. And we would 

love to say - you know what, there's this 

resource.”

USER MOTIVATIONS



We also interviewed high school & 
college students to understand their 

experiences & motivations



— International Masters Student, Carnegie Mellon 
University

“ Our mental health is going to sh*t, it's not even 

funny. Some people aren't able to perform at the same 

efficiency as the ones without a financial burden. ”

— Undergraduate Student, UT Austin

“ I got accepted into NYU. It was my dream program. But 

it costs $40,000 per year and even with a $5000 

scholarship, it wasn't feasible for me.”

USER MOTIVATIONS



We also interviewed potential donors to 
understand their experiences & 

motivations



— Software Developer, San Diego

“When my favorite cafe was shutting down and 

they needed funds to relocate, I donated. It's 

about supporting my community, you 

know?”

— PhD Student, UT Austin

“I don't have a lot (of money) lying around. So 

if the story is genuine and moves me, 

I would donate”

USER MOTIVATIONS  



User Motivations 

• Desire to make a difference & give 

back to the community.

• A trust worthy and easy access to 

philanthropy.

• Recognition & Appreciation

• Influencer & Peer Influence

• Corporate Social Responsibility

User Segment 2 - Donors

Very 
Important

Moderately 
Important

Not 
Important

CONNECTION 
TO STUDENTS

TRUST IN THE 
PLATFORM

FLEXIBLE 
DONATIONS

PHONE 
ACCESSIBILITY



After synthesizing our competitor analysis 
and primary research data, we conducted 

a SWOT analysis to understand how to 
best increase our value proposition



Recommendations

Build Confidence in Students to Start Campaigns 
Partner with corporations and university networks to boost brand 

value, build trust, and attract substantial donors.

Set Up the Campaigners for Success
Understand that the our primary users are students who lack 

financial proficiency.

Provide resources to easily set up successful campaigns and 

prioritize customer support.



Recommendations

Feeling of Connection 
Allow tracking of campaign progress and provide the option for personal 

connection with the campaigner, within set constraints.

Promote Recognition
Allow donors to share about their contributions to social media platforms 

and provide "badges". 

Support Accessibility & the Under-Represented 
Communities 
Make the product accessible and understand the needs of under-

represented communities who need special types of support.

Support Accessibility & the Under-Represented 
Communities 
Make the product accessible and understand the needs of under-

represented communities who need special types of support.



With these, where would Financial Aid 
Frenzy stand in the market



Strategic Group Map
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User Personas
After intensive customer research, we developed primary, secondary and 

influencer personas.
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Mother

Chloe is so strong and resilient with her disability. I just want the 

best for her.
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Marketing 
Channels



What's the best way to reach our audience?



How to reach students?

Social Media Marketing$$$$ 
Instagram, Facebook $22.56

Google Ads $$$$ 
Various news & student 

resource websites
$14.07

University Portals$$$$ 
UT Austin has a scholarship + 

grant website called Lasso.
Free/ 

varies

Information Sessions 

in High Schools & 

Universities

$$$$ 
Free

On Campus Tabling 

Events
$$$$
$60–$90 



How to reach donors?

Social Media Marketing$$$$ 
Marketing of the platform to 

raise awareness
$22.56

Student personal marketing$$$$
Students will reach out to their network 

and community through Instagram, 

Tiktok, LinkedIn etc

Free

Google Ads $$$$ 
Various news & student 

resource websites
$14.07 In-person fundraising pop 

up events
$$$$

Events like bake sales or promotions in 

collaboration with highschools & 

universities

Event 

manageme

nt costs



Financial 
Validation



Main Revenue Source?



Main Revenue Source

TIPS!!



Old Business Model

ASSUMPTIONS

• 200 donations (Month 1)

• Year 1 : + 100 / month

• Year 2 : + 1000 / month

ASSUMPTIONS

• 10 % of the donation

• Everyone donates!

ASSUMPTIONS

• Avg Donation: $250

Donations
Average 

Donation
Tip as Revenue



Old Business Model

• 200 donations (Month 1)

• Year 1 : + 100 / month

• Year 2 : + 1000 / month

• 10 % of the donation

• Everyone donates!

• Avg Donation: $250

Donations Avg Donation Tip as Revenue

FLAWS - 1

• Assumes a fixed no.of donations/month. A better 
metric is no. of students to onboard

• Over-optimistic projected growth (unrealistic)



Old Business Model

• 200 donations (Month 1)

• Year 1 : + 100 / month

• Year 2 : + 1000 / month

• 10 % of the donation

• Everyone donates!

• Avg Donation: $250

Donations Avg Donation Tip as Revenue

FLAWS - 2

• High average donation amount



Old Business Model

• 200 donations (Month 1)

• Year 1 : + 100 / month

• Year 2 : + 1000 / month

• Avg 10% tip

• Everyone tips!

• Avg Donation: $250

Donations Avg Donation Tip as Revenue

FLAWS - 3

• 2 Assumptions that everyone will tip 10% (Platform 
fee)

• Does not consider (2.9% + $ 0.30) payment gateway 
fee – overestimating the revenue



Key Insights for New Financial Model

Each month on average,

1. How much does a student need to raise?

2. How many students can we bring on board?

3. How much does a donor donate?

4. How many donors does each student require to raise from?

5. What proportion of donors pay tips?



Each student may 
need to raise 
$20,000 on avg
Based on primary research and industry 

reports on student borrowing.

Insight 1



Key Insights for New Financial Model

Each month on average,

1. How much does a student need to raise?

2. How many students can we on-board?

3. How much does a donor donate?

4. How many donors does each student require to raise from?

5. What proportion of donors pay tips?

$ 20,000



Average Long Term 
Annual User Growth = 
8.5%

~ 1% MoM growth in active 
students

*Based on industry trends 
(similarweb.com)

Insight 2.a

User-Growth in the 
initial years
# of active students each month follows 
this distribution:

First Growth (Go): +10% MoM

After 2 years (G∞): +1% MoM

Insight 2.b



Customer Acquisition 
Cost = $146

# of students onboarding in first month:

= Total Marketing and Sales budget / CAC

= $1.6K / $146

= 15

Insight 2.c

Source: Average CAC By Industry 

– firstpagesage, 2023



Key Insights for New Financial Model

Each month on average,

1. How much does a student need to raise?

2. How many students can we bring on board?

3. How much does a donor donate?

4. How many donors does each student require to raise from?

5. What proportion of donors pay tips?

$ 20,000

15 in 1st month;

10% initial growth -> 1% long term



Average one-time 
donation = $200

Based on primary research and industry reports on donations.

Insight 3

Average Recurring 
Donation = $24 / month



Key Insights for New Financial Model

Each month on average,

1. How much does a student need to raise?

2. How many students can we bring on board?

3. How much does a donor donate?

4. How many donors does each student require?

5. What proportion of donors pay tips?

$20,000

15 in 1st month;

10% initial growth  1% long term

$200 + $24 / month

15 + 5 (assuming each student 

runs a campaign for 7 months)
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What proportion of 
people pay tips for 
an online service?

ANY GUESSES?

Insight 5



64% people pay 
more than 10% tip

Insight 5



Key Insights for New Financial Model

Each month on average,

1. How much does a student need to raise?

2. How many students can we bring on board?

3. How much does a donor donate?

4. How many donors does each student require?

5. What proportion of donors pay tips?

$ 20,000

15 in 1st month;

10% initial growth  1% long term

20 (assuming each student 

runs a campaign for 5 months)

64% people pay >10% tip

$200 + $24 / month



New Business Model



New Business Model Schematic

# of Donors 
per Student

Avg
Donation

Donor Tip 
Rate

Year 1: + 10 % users 
each month

Year 3: + 1% users 
each month

10 % tip

64 % of the 
donors pay tip

The refined model assumes realistic metrics derived from primary research and industry-benchmarking

# of Students

+ 20 each month

140 over 7 months

Revenue

Sales & Marketing Budget

$200



Scenario Analysis
Best v/s Worst Case

Scenario Initial 
User 
Growth 
rate

Students 
onboarded 
in Month 1

Donors 
per 
student 
/ month

Avg
Donation 
per 
Donor

% of 
Donors 
that tip

Tip (% 
donation)

Interest 
on 
Donations 
Held

Net 
Income at 
Year 1 
end

Base 
(Realistic)

10% 15 20 $200 64% 10% 2% ($14.5K)

Best Case
(Optimistic)

20% 30 40 $250 64% 15% 5% $1.1M

Worst Case
(Conservativ
e)

5% 10 10 $100 30% 10% 1% ($80.2K)



Scenario Analysis
Which variable is most sensitive to Net Income?

Scenario Initial 
User 
Growth 
rate

Students 
onboarde
d in 
Month 1

Donors 
per 
student / 
month

Avg
Donation 
per Donor

% of 
Donors 
that tip

Tip (% 
donation)

Interest 
on 
Donations 
Held

Net 
Income at 
Year 1 
end

Base 
(Realistic)

10% 15 20 $200 64% 10% 2% ($14.5K)

Increase in 
Initial 
Student 
growth %

20% 15 20 $200 64% 10% 2% $142K

Initial student-growth on the platform trumps any donor-related variables to be the most important 

revenue contributor -> multiplier effect!



Profitability Analysis

So far, the costs were assumed to be 

increasing 100% YoY.

Realistically.. 

The larger the scale..

The higher the required Sales & Marketing 

costs..

This drives the profitability further down.

It would be beneficial for FAF to explore 

alternative revenue sources..

Can we maximize & sustain the upside?



Break-Even Analysis

With a 20% MoM student growth rate, 
FAF will turn profitable at end of Year 1

Profitable 
at EOY-1



Revenue Stream Analysis
Revenue Stream Ease of Implementation Scalability Potential Challenges Recommendation

Tips (Platform Fee) High High User sensitivity to fees Adopt transparent, 

competitive fee

Subscription Plans Medium Medium Affordability for students Target institutions for bulk 
subscriptions

Partnerships with 
academic institutions

Medium High Time to establish partnerships Focus on pilot partnerships 
initially

Advertising and 
Sponsorship

Medium High User aversion to over-
commercialization

Start with relevant, curated 
ads

CSR Partnerships Low Medium Fluctuating Corporate priorities Build a strong CSR outreach 
team

Data Analytics and 
Insights

Low High Privacy and compliance 
concerns

Scale after user base 
grows

Campaign Boosting High Medium Perceived inequity among 
users

Introduce with guidelines 
for fair usage



Revenue Projection Breakdown

Projections for Financial Aid Frenzy



Conclusion



Key Takeaways

• Taking all the use cases into account, customer empathy will be the key 

to our success.

• For all factors to fall into place smoothly, prioritizing & increasing our 

INITIAL student growth rate should be our #1 priority.

• Building good rapport with universities and high schools will help in 

overcoming our limited marketing budget and effectively reach our target 

customers. 

• By successfully implementing the above, Financial Aid Frenzy can break even
at the end of year 1.



Next Steps

• With our established testing material, conduct more comprehensive 

primary research. We also recommend user testing for the beta especially 

with respect to accessibility needs of our disabled users.

• Increase user acquisition by investing SEO strategies.

• Further refine the financial model to include student/donor churn rates, 

unsuccessful campaign costs and adaptive cost structures.

• Prepare for sustainability in less favorable scenarios by exploring alternative 

revenue streams.



Thanks

Do you have any questions?


