FINANCIAL LITERACY
Critical for Meaningful Inclusion
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F

inancial Inclusion is
increasingly being seen as
essential to reduce poverty and
promote inclusive grow th.
Financial inclusion supports
s o c i o - e c o n o m i c e q u i t y by
enabling the poor and the
excluded to increase their
we a l t h t h ro u g h a c c e s s t o
institutional savings, low cost
credit for productive purposes
and investments. At its most
basic level, Financial Inclusion
begins by having access to basic
ﬁnancial services from
institutional sources.
Governments, worldwide and
more so in developing countries,
are taking major steps to
deepen ﬁnancial inclusion by
integrating adults into the
ﬁnancial mainstream by opening
their basic savings accounts in
Banks. Initiatives such as the
Pradhan Mantri Jan Dhan Yojana
(PMJDY) in India have been fairly
successful in achieving this;
almost 100% of the households

Make Basic financial services
available to all

Increase Engagement

Introduce Tailor made
Products & Services

Opening
the doors

Low
Engagement
Costs

Leads to
economic
well-being

Engagement will drop

Value is not realized

Path of sustenance

Those included will just
stay dormant or leave

Enabled and strengthened by Literacy, Awareness building and Citizen engagement

7

in India now have a basic savings
account in a Bank.
However, (a) engagement with
ﬁnancial systems and
institutions; and (b) usage of
ﬁnancial products and services
amongst the socially and
economically weaker groups
has to increase for ﬁnancial
inclusion to become meaningful.
Responsible engagement and
usage will happen when the
socially and economically
weaker groups are empowered
to make the choice of ﬁnancial
systems, institutions and
products based on their need
and understanding and
awareness of costs, beneﬁts and
risks. Such empowerment can
only happen by universalising
ﬁnancial literacy.

in the ﬁnancial mainstream.
Therefore, without appropriate
and adequate ﬁnancial literacy
those ﬁnancially included may
not understand or derive value
out of it and may just remain
dormant or drop out
subsequently.

Financial literacy is moreover
critical for reducing anxiety in
dealing with ﬁnancial institutions
and for prolonging participation
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Financial Literacy in India – Big and Getting Bigger

I

t has been found that
approximately 76% Indian
adults do not adequately
understand key ﬁnancial
concepts. What is alarming is
that about 27% of even formal
borrowers are not ﬁnancially
literate. A mere 14% of the
adults covered in the survey
saved with a formal ﬁnancial
institution. A CDFI supported
study on “Improving
e n g a g e m e n t w i t h P M J DY
Accounts” found that more than
60% of the respondents opened
their PMJDY accounts with a
primary intention to save. If we
examine the average balance in
PMJDY accounts in the ﬁrst
week of January, in each year
from 2015 to 2018, the average
balance between 2015 to 2017
increased from INR 837/- to INR
2,644/-. In 2018, this has
marginally decreased to about

INR 2,400/-. This indicates that
though these accounts may
have been opened with an
intention of saving, the growth of
savings in them is meagre. The
above cited study has
highlighted that not having large
sums of money at a single point
of time and the perception of a
high cost of engagement with
Banks (than what it is in reality)
are impediments to institutional
savings.
With Digital Payments taking
centrestage, it is also important
to take note of the awareness
level of citizens with respect to
cashless instruments. An
internal study commissioned by
the National Payments
Corporation of India (NPCI) has
revealed that poor awareness
and a ﬂawed user experience
hampered the growth and usage
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of BHIM. “Going Cashless”, a
study conducted by CDFI found
that high numbers of consumers
and retailers were apprehensive
about

such mistakes which led to their
reluctance to use these
payment methods and
avoidance.

Awareness levels on Digital
Payments leave much to be
desired.

(a) Losing PINs and it ending up
in wrong hands
(b) Sharing of one's own and
others information and
(c) Making mistakes in entering
t h e c o r re c t a m o u n t o r
tapping out the bill wrongly.
The “Improving engagement
with PMJDY Accounts” study
found that many respondents
did not know what to do in case
they misplaced the ATM PIN or
lost the Rupay Card etc. They
feared humiliation about making
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Approximately 76%
Indian adults do not
adequately
understand key
ﬁnancial concepts1.

Only A mere
14% of the
adults
(covered in
this survey)
saved with a formal
ﬁnancial institution.

1

About 27% of
formal borrowers
are not ﬁnancially
literate.

http://www.livemint.com/Money/2l9bZsVo7eempRU9yLvPAL/SP-survey-More-than-70-Indians-fare-badly-in-ﬁnancial-li.html
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“...we cannot
succeed
when half of
us are held
back.”
Malala
Yousafzai

arious previous studies have
indicated that ﬁnancial
literacy amongst women in India
is low. The 2014 study on
“Financial Literacy around the
World”, by Standard & Poor's
Financial Services LLC found
material gap between men and
women in ﬁnancial literacy. In
India, 80% women were found to
be ﬁnancially illiterate compared
to 73% men. A study in 2014 on
Financial Literacy among Rural
Women in Tamil Nadu concluded
that ﬁnancial literacy of
marginalized rural women is very
low. An “Assessment of Financial
literacy among working Indian
Women” that had as respondents,
working educated women
between 25-35 years of
Rajasthan, found low levels of
ﬁnancial literacy in most of the
respondents. While they were
alert and disciplined while
dealing with household
expenses, poor ﬁnancial
knowledge and lack of
awareness about investment
products hindered them. Based
on these past studies, it may not
be wrong to surmise that
ﬁnancial illiteracy is widely
prevalent amongst all strata of
women irrespective of the geo-

socio-economic strata.
There are varied reasons for low
ﬁ n a n c i a l l i t e ra c y a m o n g s t
women, key amongst them are
a. Weak economic power within
the household – Women, in
India, generally have a weak
economic power within the
household on account of the
following
•M o s t wo m e n a re
predominantly house
makers in India. As a job, it is
one that does not pay and
keeps them economically
weak. Savings are generally
meagre and kept secret
which discourages use of
formalized means of
savings.
• Women also do not possess
any assets other than Gold.
Land and other assets are
hardly bought in the
women's name or
bequeathed to women in
t h e p a t r i a rc h a l s e t u p .
Absence of assets leaves
women with fewer
opportunities to
institutional credit
(although organized gold
loans are growing) and
other ﬁnancial products and
services.
Weak economic power within
the household alienates them
from decision making,
resulting in their low
representation in the digital
space. Therefore, it is not
surprising that many women
in India, speciﬁcally those
from socio-economically
weaker sections, do not even
possess a mobile phone.
CDFI's assessment of the
erstwhile India Gandhi
M a t r i t va S a h yo g Yo j a n a
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(IGMSY), a maternity beneﬁt
programme, in Chhatisgarh
revealed that 85% of the
beneﬁciaries (all beneﬁciaries
of the IGMSY are women)
used the mobile phones
belonging to their husband.
CDFI's “Going Cashless”
study, covering consumers
and kirana retailers across
rural and urban areas in the
country, revealed that women
consumers trail men
consumers in smartphone
ownership. Lack of access to
a mobile phone not only
impedes their digital ﬁnancial
inclusion but also limits their
ability to gain information and
knowledge about ﬁnancial
services.
b. Illiteracy – Although the gap
between male and female
literacy rates has declined in
the last few decades, the gap
is still wide. As per Census
2011, about 35% of females
are illiterate. The National
Sample Survey (NSS) 71st
round report of 2014 found
that 57% females in rural India
are illiterate. The NSS survey
also highlights “Engaged in
domestic activities” as the
major reason for females in
the age groups 5 – 15 years
for dropping out /
discontinuing their education.
This number is reported at a
staggering 62%. CDFI's
assessment of IGMSY scheme
revealed that 43% of the
beneﬁciaries of the maternity
b e n e ﬁ t p ro g r a m m e h a d
education levels below
secondary level. Invariably,
l ow l eve l s o f e d u c a t i o n
increases engagement in
domestic activities or
employment in only low

paying occupations; thereby
ensuring that their weak
economic status in the
household in kept intact.
c. Women have lesser access to
payment instruments –
Women have relatively low
access to digital payments
instruments probably owing
to physical barriers. CDFI's
“Going Cashless” study
revealed that while 43% male
consumers had access to
debit cards, only 28% of
women consumers had
access to debit cards. Low
access results in low
familiarity and awareness
about ﬁnancial services.
Financial literacy can help
women to
a. Embrace digital technology–
Today's digitally connected
women will be empowered to
use technology to help them
make their own informed
decisions.

b. Gain access and control over
their ﬁnances– Financial
literacy will empower women
to make informed choices on
savings (and thereby manage
economic shocks) and
spending (manage
consumption).
c. Get a ﬁnancial identity–
Financial literacy will
encourage women to adopt
ﬁnancial products and
services and enable them to
get access to formal credit for
gainful occupation giving
them economic freedom and
power in the household.
Financially strong and
independent women are critical
for a ﬁnancially strong and
independent household
especially amongst the socially
a n d e c o n o m i c a l l y w e a ke r
groups.
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SHGs – “Her” schools of financial freedom and literacy
“It took me quite
a long time to
develop a voice,
and now that I
have it, I am not
going to be
silent.”
Madeleine
Albright

E

mpowering women isn't an
instant or an easy task.
Financial literacy has to be
embedded in programmes
where women have substantial
representation and have already
experienced some degree of
freedom and decision making.
One such programme in India is
the Self Help Group (SHG) – Bank
Linkage Programme (BLP). A
SHG is a voluntary association of
10 – 20 people preferably from
the same village and socioeconomic background who
come together to save and lend
to each other. After about 6
months of incubation, SHGs can
get access to institutional
lending on the back of savings,
credit plan for on-lending and
social collateral. The SHG-BLP
programme links SHGs to Banks
for savings and meeting their
credit needs. The SHG – BLP is
one of the largest programmes

in India. It touches more than 10
Cr. households, 85 Lakh SHGs
with deposits of about INR
16,114 Cr., annual loan offtake of
about INR 38,800 Cr. and loan
outstanding of nearly INR
61,600 Cr. 85% of these SHGs
are women exclusive of which
88% are for rural women.
While the SHG-BLP programme
is an excellent example of
empowering women, one has to
be guarded against the growing
gross NPAs of the SHGs and the
need for their skill upgradation.
Rising NPAs will hamper growth
and availability of institutional
credit for all SHGs and deprive
subsequent credit to those
SHGs with overdue loans. Use of
technology as envisaged under
e-Shakti (a NABARD project on
digitisation of SHGs) will
increase transparency in book
k e e p i n g , c r e d i t h i s t o r y,
information about meetings of
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the group etc. of the individual
members as well as the group.
But it also adds another
dimension that the members
need to learn and acquire. With
only about 1.3 Lakh SHGs
digitized under e-Shakti there is
still some way to go.

Self Help Group (SHG) – Bank
Linkage Programme (BLP)

The SHG-BLP programme links SHGs to Banks
for savings and meeting their credit needs.

This underscores the
importance of literacy for SHG
members in (a) learning and
acquiring occupational skills (b)
managing individual / group
ﬁnance – book keeping, savings,
income, expenses, credit etc.
and (c) learning and acquiring
technology skills. Successful
women SHGs will act as role
models for other women who are
left out to follow. Higher the
number, faster will be inclusion
of other women and their
empowerment.

The SHG – BLP is one of the
largest programmes in India.

It touches more than 10 Cr. households, 85 Lakh SHGs with
deposits of about INR 16,114 Cr., annual loan offtake of about
INR 38,800 Cr. and loan outstanding of nearly INR 61,600 Cr.

85% of these SHGs are women exclusive
of which 88% are for rural women2.

2

NABARD - Status of Microﬁnance in India – 2016 -17
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Opportunities
In Youth – We need to invest

“Ain't no power
like the power
of youth…”
(a well-known
protest slogan)

A

s per Census 2011, about
24% of India's population is
between 18 and 30 years of age.
This demographic dividend will
continue for many years to
come. By 2020, about 40% of
India's population will be
between 18 and 40 years of age.
The next few years are indeed
very eventful years. Firstly, this
y e a r ( 2 018 ) o n w a r d s , a

As per Census 2011,
about 24% of India's
population is between
18 and 30 years of age.

completely new generation
(those born in the 21st Century)
will enter into adulthood and
their presence amongst adults
will increase with every passing
year. Secondly, by 2021-22,
those between 18 - 40 years of
age will all belong to
generations (Millennials – born
1981-96 and Post-millennials –
born 1997 onwards) whose use
of and familiarity with electronic
devices and digital technologies
is high as they reached
adulthood in the age of
technology and social media. In
2015, more than 1 in 3 (34%)
Indian millennial users (aged
between 18 to 34 years) said
they use the Internet
occasionally or own a
smartphone compared to 12%
of the older users (aged 35 and
above). Even at the 2015 levels,

By 2020, about 40%
of India's population
will be between 18
and 40 years of age.

In 2015, more than 1 in 3 (34%) Indian
millennial users (aged between 18 to
34 years) said they use the Internet
occasionally or own a smartphone
compared to 12% of the older users
(aged 35 and above)3.

3

we can safely assume that this
user base will be anywhere
between 12 and 15 Cr today and
will only increase. CDFI's “Going
Cashless” study revealed usage
of mobile phones for payments
to be substantially higher
amongst young consumers
(those upto 30 years of age).
Internet usage amongst
consumers with Smartphones
stood at 81% in this age group
(upto 30 years of age) and was
higher than any other age
group. Internet usage was also
higher amongst young women
consumers with Smartphones in
this age group.
This essentially means that
between now and the next few
years, we are going to witness a
higher number of digitally
connected and digitally
inﬂuenced youth, both men and
women, between 18 and 40
years of age. This is a segment
that is less likely to be excluded
from the ﬁnancial mainstream
and more willing to participate
and engage actively in digital
ﬁnance. Such a large group has
immense potential to change
the way ﬁnancial products and
services are demanded and
consumed. Therefore, it is also
essential that they are ﬁnancially
literate. Financial institutions will
need to look at this segment as a
huge opportunity and invest in
their ﬁnancial literacy. This will
help them join ﬁnancial
mainstream, avail ﬁnancial
products and services. It will
also help connect and take
along the older generations in a
more effective manner.

Pew Research Centre - http://www.livemint.com/Consumer/yT14OgtSC7dyywWSynWOKN/Only-17-Indians-own-smartphones-survey.html
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Farmers – Creating sustainable lives
Despite having the second
largest arable land in the world,
India has had to deal with
agrarian crisis every now and
then. Agrarian crisis deeply
af fects the poor, landless,
marginalised and small farmers.
Since 1970 – 71 the average size
of land holding has shown a
steady declining trend. The
growing population has led to
frequent land mutations thereby
decreasing the average size of
land holding per family and
i n c re a s i n g t h e n u m b e r o f
marginalised and small farmers.
As per the Agriculture Census –
2010 -11, 67% of the farmers
were marginal (Land holding
below 1 Ha) and about 18% of
the farmers were small (Landing
holding between 1 Ha and 2 Ha).
As the size of land holdings
decrease, a farmer's sustenance
lies in increasing productivity,
reducing cost of inputs and
getting sustainable output
prices. With majority of the
farmers still dependent on rainf e d a g r i c u l t u re - d ro u g h t ,
unseasonal and heavy rainfall
can create the agrarian distress.
Additionally, farmers have no
control over output pricing –
debt, intermediaries,
perishability of the output,
demand and supply, lack of
warehousing facilities in small
l a n d h o l d i n g s e t c . l a rg e l y
determine their selling price. A
farmer can lessen such distress
to a certain extent through
ﬁnancial planning. Taking credit
at lower costs of capital from
institutional sources, using
interest subvention schemes,
reﬁnancing debt, postponing
debt repayment, insuring crops,
4

availing credit for procuring
assets that increase
productivity, calculating cost of
production & proﬁt –loss while
deciding selling prices, creating
and leveraging ﬁnancial and
non-ﬁnancial assets to get
institutional credit inspite of
their small farmer status, setting
ﬁnancial goals, etc. are some
measures that a farmer can take
to reduce this distress. However,
to take such measures, farmers
need to be literate on a range of
ﬁnancial matters and topics.
However, studies point towards
inadequate ﬁnancial awareness
and literacy of farmers. In the
study “Financial Literacy among
Farmers: Empirical Evidence
from Punjab”, the researchers

https://www.news18.com/news/immersive/women-farmers-of-india.html

“Farming is a
profession of
hope”
Brian Brett
found that at the overall level,
only 37% of the farmers had
sound ﬁnancial literacy while
47% had fair ﬁnancial literacy
and 16% had poor ﬁnancial
literacy. It was observed that the
farmers had greater literacy in
matters related to interest,
compounding or inﬂation, but
displayed lower levels of literacy
in matters related to time value
of money and basic ﬁnancial

4
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principles. Farmers with higher
educational levels tended to
have higher levels of ﬁnancial
literacy. Farmers with higher
income levels or larger land
holdings were more ﬁnancially
literate while farmers with
smaller land holdings had lower
levels of ﬁnancial literacy. A
preliminary analysis of an
ongoing research study

conducted by CDFI with small
farmers in Kanchipuram district
of Tamil Nadu reveals that 85%
of them had limited basic
knowledge on the different
modes of Digital Payments.
Financial institutions extending
c re d i t a n d o t h e r ﬁ n a n c i a l
services to farmers can no
longer afford to just meet their
obligations of priority sector

lending. They have a moral
responsibility to reduce the
agriculture sector NPAs and
farmer defaults. For this it is
necessary that ﬁnancial
literacyis made an integral part
of their engagement and point
of contacts with farmers to
boost the repaying intent and
capacity of the farmers.
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Start where it can scale immediately
“There are
always endless
possibilities
available if only
you are
prepared to
look for them.”
Steven
Redhead, Life Is
Simply a Game

T

he two key public initiatives
for pushing forward the
agenda of ﬁnancial inclusion
have been (a) Pradhan Mantri
Jan Dhan Yojana (PMJDY) and (b)
the Direct Beneﬁts Transfer
(DBT) programme. Under the
PMJDY scheme, almost every
household has been given a
bank account (more than 31 Cr
b a n k a c c o u n t s h ave b e e n
opened). Of these, more than
half of the accounts belong to
women beneﬁciaries. Today,
cash beneﬁts of over 1 Lakh (in
FY 17 -18 alone) under more
than 400 schemes are being
d e l i v e r e d t o o v e r 5 0 C r.
beneﬁciaries in DBT mode. Cash
transfer schemes such as PMUY
(Pradhan Mantri Ujjawala Yojana)
and MGNREGS (Mahatma Gandhi
National Rural Employment
Guarantee Scheme) have high
number of women beneﬁciaries.
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Both these programmes, PMJDY
and DBT, have strong linkages
with each other – Bank account
is a must for successful DBT
rollout; DBT contributes an
important inﬂow into the PMJDY
bank accounts. No programme
in India can boost of the kind of
reach that PMJDY and DBT
together have. Still low
engagement has been the
experience with the PMJDY
accounts.
CDFI supported study on
“Improving engagement with
h
PMJDY Accounts”, found thatt
psychological
chological distance and lack
of process literacy have proven
to be the critical reasons for
PMJDY account holders not
engaging with formal ﬁnancial
channels. Anxieties around
aspects of banking procedures,
rather than core constraints of
eligibility has been one the main
reasons for avoiding taking a
loan from the ﬁnancial
institutions. The study further
found that many respondents
are still unable / hesitant to
operate an ATM due to lack of
conﬁdence and unfamiliarity
a r i s i n g o u t o f i l l i t e r a c y.
Therefore, we should not ignore
their ﬁnancial literacy needs
while aiming for their
engagement to improve.
This needs to be addressed by
recognising process literacy
(making people understand the
basics of how to engage with
Banks)as an important aspect of
ﬁnancial literacy and by
embedding it as part of the
product design. That carrier of
literacy could be a Bank product
or even DBT.
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More than
31 Crore
bank accounts
have been opened
under the PMJDY
scheme.

Cash beneﬁts of over 1
Lakh (in FY 17 -18 alone)
under more than 400
schemes are being
delivered to over 50 Cr.
beneﬁciaries in DBT mode.

Of these, more than
half of the accounts
belong to women
beneﬁciaries.
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Perspectives

D

espite having made
enormous strides in
ﬁnancial inclusion by giving
every household a bank
account, India still lags behind in
ﬁnancial literacy. Three out of
every 4 Indians are not
ﬁnancially literate. Financial
illiteracy can assume
magnifying proportions when
combined with the following
a. Large segments of individuals
and groups are at different
stages in the adoption cycle
and are entrenched in diverse
geo-socio-economic strata.
The information that each
such distinct group needs and
seeks can be vastly different.
b. Financial services sector has
been the hub of innovations new/existing products and
services are being innovated,
n ew p ay m e n t s y s t e m s /
mechanisms are being
introduced and ﬁnancial
inclusion delivery models are
continuously evolving. All this
points towards a continuing

Difficult to balance
Changing
Content

need for fresh and timely
information.
c. The number of individuals /
groups already connected to
/ joining the ﬁnancial
mainstream and those
moving or to be moved from
one stage to another in the
adoption cycle is very large.
Therefore, speed and scale
are the essence of delivery.
At the core of the problem of low
ﬁnancial literacy is the delivery
mode. Financial literacy is still
b e i n g p r i m a r i l y d e l i ve re d
through channels that use the
traditional classroom based
pedagogy (though there have
been some sporadic
innovations). In such channels of
delivery, it is difﬁcult to balance
changing content needs, deliver
context based content and
achieve speed and scale. The
pedagogy by design requires
homogenous groups.
Assembling a true homogenous
group for ﬁnancial literacy is
difﬁcult. Either the costs are

prohibitively high or small sized
g ro u p s a re c re a t e d . Low
attendance owing to physical
distance, especially amongst
women, is another undesired
outcome of such traditional
channels. The need to
continuously educate and
introduce newer topics and
concepts also makes such
models untenable from a cost
and scale perspective.
Operationally, it is difﬁcult to ﬁnd
skilled and engaging trainers
who also need training regularly.
Lack of earmarked funds for
ﬁnancial literacy is inhibiting
technology led innovations in
this area. The focus of the
Financial Inclusion Fund (FIF)
seems to be on infrastructure
development for scaling up
Financial Inclusion. Even in this,
ﬁnancial literacy is clearly not
the leading objective.

CLASSROOM
Strives to create homogenous
groups
Skilled educators difficult to find &
retrain for changing content

Context

Scale

Continuous literacy cost would either
be very high or at a lower scale
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Add Technology
It is obvious that the need of the
hour is to develop solutions that
can take ﬁnancial literacy
programmes to a large set of
individuals / groups, while
accounting for the geo-socioeconomic strata that they are
entrenched in. The solutions
should also enable fresh and
repeated sessions for broadbased learning and retention - at
speed and in a viable manner.
Therefore, the solutions and the
ﬁnancial literacy programmes
need to address the following
three key facets:
• Content – It has to be
engaging, adaptable and
evolving covering a variety of
themes
• Context– The content cannot
be oblivious of the context.
Content will appeal to
individuals / groups when it
harmoniously aligned to their
geo-socio-economic values.
• Channel (Medium of delivery) –
It must be able to connect the
individuals / groups with
content and their context. The
channel should be able to
facilitate both self-learning
and assisted training.
Continuous learning technology
platforms that are able to
facilitate delivery of ﬁnancial
literacy programmes using
interfaces such as mobile
phones can be developed. Such
interfaces may reduce the
physical barrier that women
have to face today. These
platforms need to be (a)
interactive i.e. allow a bidirectional conversation; (b)
adaptive / intelligent i.e. able to
deliver content based on the

information supplied by the
recipient; (c) Deliver content in
multiple forms e.g. text, video,
audio, images etc. (d) Multilingual – recipients should be
able to choose their preferred
language for interaction; and (e)
open-ended i.e. allow content
owners, creators and others to
collaborate to create a large
n e t w o r ke d e c o s y s t e m f o r
education. Given the deep

penetration of mobile phones in
India, the platform should be
able to relay the content over (a)
SMS - for those with basic
f e a t u re p h o n e s / w i t h o u t
internet (b) Mobile Apps – for
those with Smartphones and (c)
IVR – for those who are not
comfortable using SMS / Mobile
Apps or are educationally or
physically challenged.

Networked platform

22

Conclusion

C

n
o
C

n
o
i
s
u
cl
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delivery mode (channel) are
important facets that cannot be
overlooked in any kind of a
literacy programme. To scale
ﬁnancial literacy, these three
facets have to be scaled up. To
do so, an ecosystem needs to be
created that allows stakeholders
to collaborate for content
creation and sharing. This will
synergize content creation
across multiple dimensions of
ﬁnancial literacy such as basic
ﬁnancial awareness, process
l i t e r a c y, p ro d u c t l i t e r a c y,
consumer protection, advanced
ﬁnancial topics etc. and
accelerate its availability in all
regional languages.
Reach has to be scaled up.
There are constraints in rapidly
scaling the FLCs and CFLs.
Therefore, alternative channels
need to be used to supplement
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Technology usage needs to be
sustainable forits adoption by
the users. Use of technology for
ﬁnancial literacy must not
burden users, par ticularly
women who already have a weak
economic status in the
household, with participation or
usage costs. Therefore,
l eve r a g i n g p e n e t ra t i o n o f
mobile phones for furthering
ﬁnancial literacy requires policy
support. To use SMS as an
interactive channel for
furthering ﬁnancial literacy
requires allowing a toll-free

return loop on the short codes
used for this purpose. Financial
literacy programmes need to be
u n b l o c ke d f ro m N a t i o n a l
Consumer Preference Register
(NCPR).
One must understand that while
ﬁnancial education is not a
panacea for all socio-economic
problems,it is avaluable
component of a broader welfare
curriculum. Thus, it is important
to create means that enable skill
formation.
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whenever needed. Ability to
access content and learn on
their own using digital devices
could be major highpoints of the
ﬁnancial literacy programmes.
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these efforts. Bank Mitras and
Common Service Centres (CSCs)
Village Level Entrepreneurs
(VLEs), many of them women,
can act as key supplements as
the rural population can relate
to them. Mobile Technology and
Digital learning platforms need
to be used for training the CSCs
and the Bank Mitras. Financial
literacy free accreditation
courses can be created which
can be taken remotely by
people. These people, once
trained, can thereafter play the
role of resource persons in their
own local areas and further the
programme. Once a programme
is conducted, some resource
e.g. a mobile app should be left
behind with the users to enable
them to learn newer concepts a
on their own and to be able to
access the content on a topic
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Glossary
ATM - Automated Teller
Machine
BETS - Beneﬁt Entitlement
Tracking Solution
BC - Business Correspondent /
Banking Correspondent
BHIM - Bharat Interface for
Money
BLP - Bank Linkage Programme
BM - Bank Mitra

Ha - Hectare

PIN - Personal Identiﬁcation
Number

ICDS - Integrated Child
Development Scheme

PMJDY - Pradhan Mantri Jan
Dhan Yojana

IFMR - Institute for Financial
Management & Research

PMMVY - Pradhan Mantri Matru
Vandana Yojana

IGMSY - India Gandhi Matritva
Sahyog Yojana

PMUY - Pradhan Mantri Ujjawala
Yojana

INR - Indian Rupee
IVR - Interactive Voice
Response

RBI - Reserve Bank of India
SHG - Self Help Group

CDFI - Centre for Digital
Financial Inclusion
CFL - Centre for Financial
Literacy
Cr. - Crore
CSC - Common Service Centre
DBT - Direct Beneﬁts Transfer

MGNREGS - Mahatma Gandhi
National Rural Employment
Guarantee Scheme

SMS - Short Message Service

NCPR - National Consumer
Preference Register

USSD - Unstructured
Supplementary Service Data

NABARD - National Bank for
Agriculture and Rural
Development

VLE - Village Level
Entrepreneurs

FI - Financial Inclusion

NPA - Non Performing Asset

FIF - Financial Inclusion Fund

NPCI - National Payments
Corporation of India

FL - Financial Literacy
FLCs - Financial Literacy
Centres

NSS - National Sample Survey

UPI - Uniﬁed Payments
Interface
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Centre For Digital Financial Inclusion (CDFI)
agricultural activities – Demand
aggregation, cashless payments
for inputs and outputs, loan
management (application for
loans, disbursement of loans
and repayment of loans), leasing
of farm equipment, produce
aggregation and grading at
doorstep, connecting farmers
and buyers.

I

ndia is well and truly into the
Digital Era. At our Centre for
Digital Financial Inclusion, we
have a commitment to fulﬁl.
We want to use technology to
support the country's ﬂagship
beneﬁt transfer programs and
open doors for the poor to the
ﬁnancial mainstream. To make it
happen, we have been
launching strategic innovations
to improve design and drive
faster rollout of large beneﬁt
programs. The innovations
pointedly track delivery of
entitlements to beneﬁciaries
and help engage with the
excluded millions using mobilebased tools.
In another area, we have piloted
an integrated cashless digital
platform to bring farming
community to the centre stage,
while supporting a technology
solution to fund and track rural
projects. Keeping the farmer as
the focal point, the platform is an
integrated digital solution, that
caters to end-to- end

Another pilot infuses
transparency in the delivery of
nutrition across anganwadis.
The solution is currently being
piloted across Mahabubnagar
district in the state of Telangana
to track hot meal delivery, food
i n v e n t o r y, i m m u n i z a t i o n
records, health parameters and
education. The solution, which
facilitates in-cash as well as inkind delivery at the last mile can
be used to digitize the
beneﬁciaries' data, and
addresses key issues in beneﬁt
delivery such as authentication
and process monitoring and
also simpliﬁes inventory
management.
Another notable innovation is a
technology platform that is
being used to deliver the
n a t i o n ' s l a rg e s t m a t e r n i t y
beneﬁt program, under which

₹ 5 ,000/- is being transferred,
in three installments, to the bank
accounts of pregnant and
lactating mothers. The
innovation, besides being used
t o d e ﬁ n e b e n e ﬁ t d e l i ve r y
m e c h a n i s m a n d a p p ro v a l

processes and enrol
beneﬁciaries, has also been
integrated with Aadhaar
database and Public Financial
Management System, and for
tracking program milestones,
delivery and funds utilization.
We have used insights drawn
from our work in both the CSR
and Government space to
develop collaborative IT
platforms that bring corporates
and Governments together for
community development.
Moving upstream to beneﬁt
design, we have deployed
analytical tools that use
complex information on existing
G ove r n m e n t s c h e m e s a n d
databases to help design new
programs. The tools have been
speciﬁcally developed to
address the requirements of the
Central and State Governments.
They ensure clear visibility of the
ﬁnal beneﬁciary and the beneﬁts
they are receiving, which helps
in minimizing inclusion and
exclusion errors and in
d eve l o p i n g h o l i s t i c s o c i a l
beneﬁt programs.
Together, with our funders,
strong in-house team and
par tners, we collaborate,
conceptualize and develop
innovative solutions for enabling
DBT, ﬁnancial inclusion and
ﬁ n a n c i a l l i t e ra c y. We a l s o
conduct research studies to
understand and analyse factors
that could possibly lead to
greater adoption and use of
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digital services by the poor. One
of our studies, “Going
Cashless?” conducted in several
rural and urban areas across the
country gives insights into the
factors that shape behaviour,
perception and usage of cash
and digital payments amongst
consumers and Kirana retailers,
pre and post demonetisation.

Another study looked at ways for
“Improving engagement with
PMJDY accounts”.
There is no dearth of ideas and
w e k n o w t h e re a re m a n y
challenges, but we believe
tomorrow beckons us with huge
opportunities.
In over three years since its
inception, Centre for Digital

Financial Inclusion (CDFI) at
Institute for Financial
Management and Research
(IFMR) has played a catalytic role
of innovator, collaborator and
thought leader. CDFI aims to
bring about a change in the
ﬁnancial inclusion space
through technology in the
country.
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