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Who benefits from improving a 
population's financial literacy?

The main beneficiaries of a more financially literate population 
come from the following sectors:

l Consumers
l Financial services industry
l Government/ Central Bank
l MSMEs
l Employers
l Non-profit sector – e.g. NGOs – and donors
Improving a population's financial literacy is a win-win
Organisations which stand to benefit from a more financially 

capable population may not realise this!



How a National Financial Literacy 
Strategy can help

l In the absence of a nationally co-ordinated approach, 
financial literacy initiatives tend to be patchy and 
uncoordinated and to lack strategic focus

l The development and implementation of a national strategy 
on financial education can potentially help to: 
– Engage a broad range of stakeholders
– Promote co-ordination, through having a single strategy 

“umbrella” and leadership structure – and thus reduce 
unnecessary duplication and gaps

– Provide focus and momentum  
– Set clear priorities
– Attract funding



International organisations' support 
for financial education

• The OECD International Network on 
Financial Education (OECD/INFE) has 
issued High-level Principles on 
National Strategies for Financial 
Education

• The World Bank and other international 
organisations (e.g. GIZ, SBFIC, UNCDF) 
have supported the development of 
national strategies on financial literacy in 
particular countries



Some key principles
l Well-resourced and effective leadership

l Work in partnership

l Focus on consumers and their needs

l Use a variety of approaches and channels (no silver bullet) – but prioritise!

l Build on experience … but only effective initiatives + Consider whether 
methods and channels put in place by (for example) public health campaigns 
can be used 

l Start with the basics – can build on these for those consumers who need to 
have more sophisticated knowledge and skills

l Use clear, simple and lively communications (less is more!) – it is useful to 
develop some simple messages and to keep repeating them 

l Focus on attitudes and changing behaviours, not just knowledge and skills –
make use of effective marketing techniques

l Programmes & communications should be tested in advance + monitored & 
evaluated + reflect results in improvements to programmes/communications



Maximise cost-effectiveness

To maximise impact from available resources – and to encourage 
funders to provide additional resources. Take account of:
l Impact – on target audiences
l Reach – the number of people in target audiences who will be 

impacted by the programme
l Costs
l Sustainability (likelihood of continuing after initial investment)
l Scalability (potential to be scaled up, if successful)  
l Potential to leverage other resources (e.g. financial education in 

schools)
l Replicability – extent to which the programme, if successful, is 

likely to be copied



Possible types of financial education 
programmes

l Financial education in schools

l Financial education for the youth and for students

l Financial education via trusted partners (e.g. women's groups, other 
community-based organisations and associations, community leaders, 
religious institutions, rural outreach workers)

l Financial education in workplaces

l Financial education for customers, and potential customers, of financial 
institutions

l Written information (e.g. newspapers, leaflets)

l Audio-visual information – e.g. TV and radio broadcasts; financial education 
DVD (could be shown in workplaces, etc)

l New technologies (e.g. website, social media, text messages)

l Drama, road shows, competitions, games, etc



Role of financial institutions

l Financial institutions can play an important role ... so long as 
“financial education” programmes are not, in reality, marketing

l People need to be able to trust a financial education initiative as 
providing objective advice. They will not do so if it is – or seems 
to be – an advertisement or other marketing



Common mistakes (1)

l Financial literacy strategy is too detailed – no recognition that it needs 
to be a dynamic document

l Lack of effective leadership - “if everyone is leading, no-one is 
leading”

l Prioritising programmes which are unlikely to be cost-effective (in 
terms of impact, reach, sustainability, etc – given their costs)

l Failure to include financial education within compulsory school 
curricula

l Failure to arrange for teachers to receive adequate training and 
resources   

l Unnecessary duplication – e.g. more than one financial literacy 
website



Common mistakes (2)

l Over-complicating messages
l Programmes / messages are in reality marketing on behalf of 

financial institutions
l Providing what it is thought that people need – rather than what, 

in practice, they are willing to use (often caused by a failure to 
test, with members of the target audiences, resources and 
programmes before rolling them out)
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