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Abstract 
The trajectory of the Indian financial ecosystem has shifted tectonically over the last two decades, moving 

from a savings-dominated, risk-averse framework to a digitized, investment-centric landscape. This research 

paper offers a comprehensive examination of the developments in financial literacy (FL) campaigns from 

2000 to 2024, with a specific geocentric focus on Pune City, Maharashtra. Pune, distinguished by its unique 

socioeconomic duality—housing both a booming IT/educational hub and a massive manufacturing belt with 

significant migrant labor—serves as a critical microcosm for analyzing the efficacy of modern marketing 

strategies in financial education. Employing a Systematic Literature Review (SLR) methodology rooted in the 

PRISMA protocol, the study synthesizes data from government reports (NSFE 2020-2025), banking circulars, 

and empirical academic studies. The analysis reveals that while supply-side interventions like the Pradhan 

Mantri Jan Dhan Yojana (PMJDY) have successfully saturated the market with bank accounts, a profound 

"intention-action" gap persists. The marketing of financial literacy has evolved from a Corporate Social 

Responsibility (CSR) obligation to a core customer acquisition strategy, increasingly leveraging 

"finfluencers" and vernacular digital content. However, this digitalization has birthed a "trust deficit," where 

operational literacy (the ability to use apps) significantly outpaces conceptual literacy (the understanding of 

risk and compounding), leaving vulnerable demographics exposed to cyber fraud. The findings suggests that 

future campaigns must pivot away from generic mass-media messaging towards hyper-personalized, 

community-led models that integrate behavioral nudges to convert passive awareness into active, prudent 

financial behavior. 

Keywords: Financial Literacy, Digital Financial Inclusion, Marketing Strategies, Consumer 

Behavior, Pune City, Finfluencers, Banking Initiatives. 

 

Introduction 

The financial landscape of India has undergone a 

metamorphosis of unprecedented scale in the 

twenty-first century. The confluence of aggressive 

policy interventions, most notably the Pradhan 

Mantri Jan Dhan Yojana (PMJDY), and rapid 

technological disruptions spearheaded by the 

Unified Payments Interface (UPI), has 

democratized access to formal financial services 

(Jain et al., 2017). However, the mere provision of 

access does not automatically equate to effective 

usage, nor does it guarantee financial well-being. 

This divergence has placed "Financial Literacy" 

(FL) at the very center of the developmental 

discourse. No longer viewed merely as a welfare 

mechanism for the poor, financial literacy has 

emerged as a critical, competitive marketing 

strategy for financial institutions aiming to navigate 

a hyper-competitive, data-driven market. 

This research paper investigates the recent 

developments in financial literacy campaigns in 

India spanning the years 2000 to 2024, with a 

specific and deliberate focus on Pune City, 

Maharashtra. The selection of Pune as the 

geographical context is not arbitrary. Known as the 

"Oxford of the East," Pune boasts a literacy rate of 

approximately 89.56%, significantly higher than 

the national average (Census of India, 2011). It is a 

city of contrasts: it houses a burgeoning IT sector in 

Hinjewadi with high disposable incomes, yet it also 

supports a massive industrial workforce in Pimpri-

Chinchwad and a significant slum population 

(estimated at over 22%), creating a socio-economic 

duality that is representative of the broader 

challenges of urban India (Government of 

Maharashtra, 2024). Furthermore, Pune is the 

headquarters for major public sector banks like the 

Bank of Maharashtra and pioneering cooperative 

entities like the Vidya Sahakari Bank, both of 

which has spearheaded localized literacy initiatives 

that differ significantly from national templates. 

The marketing perspective of this study analyzes 

how financial education is packaged, delivered, and 

consumed. In the past, literacy campaigns were 

static, classroom-based, and largely compliance-

driven. Today, they are dynamic, digital-first, and 

behaviorally targeted. The "RBI Kehta Hai" 

campaign, for instance, utilizes mass media not just 

to educate but to build brand trust in the central 

bank's oversight mechanisms (Reserve Bank of 

India, 2022). Similarly, private players are 

leveraging social media influencers ("finfluencers") 

to reach the coveted Gen Z demographic, blurring 

the lines between unbiased education and product 

promotion. This paper explores these shifts, 

questioning whether the modernization of delivery 

channels has truly enhanced the financial resilience 

of the consumer or merely increased the velocity of 

transactions. Through a rigorous analysis of 

secondary data and literature, the study aims to 
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provide actionable insights into the efficacy of 

these campaigns within the unique demographic 

fabric of Pune. 

Literature Review 

The evolution of financial literacy in India is well-

documented, yet the intersection of literacy and 

marketing strategy remains an emerging field of 

inquiry. The following review synthesizes key 

literature from 2000 to 2024, highlighting the 

progression from basic inclusion to digital 

capability and the marketing dynamics therein. 

Theoretical Foundations and Economic 

Importance Lusardi and Mitchell (2014) provided 

the theoretical bedrock for understanding the 

economic importance of financial literacy. Their 

seminal work argues that financial knowledge is a 

specific form of human capital, essential for wealth 

accumulation. In the context of developing 

economies like India, they noted that while 

"numeracy" is often high, "financial literacy"—

specifically the understanding of compound 

interest, inflation, and risk diversification—remains 

dangerously low. This disconnect explains why, 

despite rising income levels in cities like Pune, 

investment in inflation-beating assets remains 

suboptimal among the middle class. 

Policy Interventions and the Inclusion Drive Jain et 

al. (2017) conducted a critical analysis of 

the Pradhan Mantri Jan Dhan Yojana (PMJDY). 

Their study observed that while the scheme 

succeeded in the "supply-side" challenge of 

opening accounts (reaching over 95% household 

coverage), the "demand-side" challenge of usage 

was hampered by poor literacy. They highlighted a 

marketing failure: marketing these accounts as 

"zero-balance" created a psychological barrier, 

where users perceived them as "low-value" 

accounts, leading to high dormancy rates in peri-

urban areas. The authors suggests that a more 

benefit-oriented marketing communication strategy 

could have alleviated this issue. 

Gender Dimensions in Urban Centers Singh and 

Kumar (2017) focused on the gender dimensions of 

financial literacy, particularly among working 

women in urban centers. Their research is highly 

relevant to the Pune context, where female 

workforce participation in the IT and education 

sectors is relatively high. They found that "earning" 

does not automatically translate to "managing." 

Women often deferred investment decisions to male 

family members, a behavior reinforced by financial 

marketing that predominantly targets men. This was 

further corroborated by Agrawal and Agarwal 

(2023) in their localized study, "Evaluating 

Financial Literacy Among Working Women in 

Pune," which found that even highly educated 

women displayed low "financial attitude" scores, 

indicating a need for gender-sensitive marketing 

interventions. 

Digital Literacy and the "Trust Deficit" Mistry 

(2021) analyzed digital banking literacy in urban 

India, differentiating between "operational literacy" 

(the ability to use an app) and "conceptual literacy" 

(understanding the financial implications). Mistry 

found that while the former has skyrocketed due to 

demonetization and the push for a cashless 

economy, the latter lags, leaving users vulnerable to 

digital lending sharks and phishing scams. Rout 

(2024) supported this in an analytical study of 

digital payment systems, arguing that the "ease of 

use" marketing strategy employed by fintech apps 

(Google Pay, PhonePe) has been effective in 

driving adoption but has created a population that is 

"conceptually vulnerable" to algorithmic nudges. 

The Role of Social Media and Finfluencers The rise 

of social media has fundamentally altered how 

financial information is consumed. Prakasha (2023) 

studied the influence of social media on the saving 

habits of students, providing evidence that students 

exposed to "finfluencer" content on Instagram 

demonstrated stronger saving habits, provided they 

possessed high self-control. However, the CFA 

Institute (2024) warned of the risks, noting that 

finfluencers often prioritize engagement over 

accuracy. Al-shami et al. (2024) analyzed the role 

of social networks in financial literacy among small 

enterprises, showing that peer-learning networks 

are often more effective transmission belts for 

financial knowledge than top-down institutional 

messaging. 

Gamification and Behavioral Marketing Recent 

literature has focused on innovative delivery 

mechanisms. Purushothaman and Dulloo (2024) 

explored the role of gamification in mobile banking 

applications. Their study found that game-design 

elements (rewards, leaderboards) significantly 

enhance user engagement and can be used to 

improve financial literacy if designed with 

educational intent. This aligns with the findings of 

Gunawan et al. (2021), who offered a counter-

intuitive insight: financial literacy alone does not 

directly influence investment decisions. Instead, 

"financial attitude" and "risk perception" are 

stronger mediators, implying that marketing 

campaigns must focus on "attitude modification" 

(behavioral change) rather than just "education" 

(imparting facts). 

Rural and Cooperative Perspectives in 

Maharashtra Khedkar and Lande (2024) focused on 

rural women in the Pune district, finding that while 

financial literacy programs inculcate the discipline 

to save, these women still prioritize physical assets 

like gold due to a deep-seated trust deficit in digital 
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numbers. Similarly, the work of cooperative banks 

in the region, such as Vidya Sahakari Bank (2024), 

demonstrates the efficacy of "high-touch," 

community-based literacy models ("Bank 

Connect") over the "high-tech" but impersonal 

approaches of larger commercial banks. 

Impact of Crisis on Marketing Maity et al. (2024) 

explored the role of educational marketing 

strategies during periods of economic uncertainty, 

such as the post-COVID-19 era. Their research 

indicates that during crises, consumers becomes 

more receptive to "resilience-focused" content 

(insurance, emergency funds) rather than "growth-

focused" content. This suggests that financial 

institutions which pivot their marketing to 

emphasize "safety" and "education" during these 

times build deeper brand loyalty. 

 

Objectives & Hypotheses 

Objectives 

The primary aim of this research is to dissect the 

efficacy and reach of financial literacy campaigns 

in the specific context of Pune City. To achieve this, 

the following objectives have been formulated: 

1. To evaluate the impact of digital marketing 

strategies employed by financial institutions on 

the financial literacy levels of the urban poor 

and migrant populations in Pune City. 

 This objective seeks to understand whether 

the shift from traditional, localized camps 

(melas) to digital-first campaigns has 

effectively reached vulnerable demographics 

or if it has exacerbated the digital divide, 

creating a segment of "financially excluded" 

digital users. 

2. To analyze the relationship between "Digital 

Financial Literacy" (DFL) and the frequency of 

usage of formal credit and investment products 

among working women in Pune. 

 This objective aims to determine if 

knowing how to use digital tools 

(Operational Literacy) translates 

into active and beneficial financial behavior 

(Conceptual Literacy), such as investing in 

mutual funds or managing credit scores, 

rather than just passive payments. 

Hypotheses 

Based on the review of literature and the identified 

objectives, the following hypotheses are proposed 

for verification: 

 H1: There is a significant positive correlation 

between the level of Digital Financial Literacy 

(DFL) and the frequency of investment in non-

traditional financial assets (such as mutual 

funds and stocks) among consumers in Pune. 

 Rationale: Literature suggests that DFL 

reduces the friction of investing. If 

true, higher DFL scores should linearly 

predict higher investment activity. This 

can be tested using Correlation analysis 

(Pearson’s r). 

 H2: The mean financial awareness score of 

individuals exposed to targeted social media 

financial literacy campaigns is significantly 

higher than the population mean of those 

exposed only to traditional banking literacy 

programs. 

 Rationale: Digital campaigns are often 

more engaging and interactive. Testing 

this hypothesis using a One sample t-

test (comparing the sample mean of the 

digitally exposed group against a 

known benchmark mean from 

traditional studies) will reveal the 

comparative efficacy of the medium. 

 

Research Methodology 

This paper adopts a Systematic Literature Review 

(SLR) methodology, supplemented by secondary 

data analysis, to provide a comprehensive 

assessment of financial literacy campaigns. 

Justification of Method: The domain of financial 

literacy in India is characterized by a high degree of 

fragmentation. Data exists in silos: government 

policy documents track enrollment numbers; 

banking reports track transaction volumes; and 

academic papers track behavioral changes. A 

primary data collection method, while valuable, 

would be limited by temporal and sample size 

constraints, making it difficult to capture the 

longitudinal evolution of campaigns from 2000 to 

2024. An SLR allows for the synthesis of these 

disparate sources into a coherent narrative, enabling 

the researcher to identify trends, contradictions, and 

gaps that a single survey might miss. Furthermore, 

the PRISMA (Preferred Reporting Items for 

Systematic Reviews and Meta-Analyses) guidelines 

provide a rigorous framework for selecting and 

evaluating the quality of the literature, ensuring that 

the findings are robust and minimizing researcher 

bias. 

Search Strategy and Data Sources: The literature 

search was conducted using a multi-database 

approach, including ResearchGate, Google Scholar, 

ScienceDirect, and the institutional repositories of 

the Reserve Bank of India (RBI), the National 

Centre for Financial Education (NCFE), and the 

Securities and Exchange Board of India (SEBI). 

The search strings employed included combinations 

of keywords such as: "Financial Literacy 

Campaigns India," "Digital Banking Pune," 

"Marketing Strategies Banks Maharashtra," 
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"Consumer Behavior Finance," PMJDY Impact 

Assessment," and "Finfluencers India." 

Data Analysis Technique: The selected literature 

was subjected to thematic analysis. The data points 

were extracted and clustered into categories 

corresponding to the "Marketing Mix" (Product, 

Price, Place, Promotion). This framework allows 

for a structured comparison of how literacy 

campaigns have evolved from a "product-centric" 

approach (selling a savings account) to a 

"customer-centric" approach (selling financial well-

being). Quantitative data regarding literacy rates, 

enrollment numbers, and digital transaction 

volumes were extracted to construct comparative 

tables. The interpretation of this data relies on a 

hermeneutic approach, assessing not just 

the outcomes of the campaigns but 

the intent and mechanism of the marketing 

strategies employed. This method ensures a 

nuanced understanding of the ecosystem, moving 

beyond a superficial recounting of statistics to a 

deep analysis of the causal relationships between 

policy, marketing, and behavior. 

Literature Analysis 

To understand the trajectory of financial literacy 

campaigns, it is essential to analyze the shift in 

marketing strategies employed by financial 

institutions. The following analysis compares the 

"Traditional" approach (pre-2016/Demonetization) 

with the "Modern/Digital" approach (post-2016 to 

2024), utilizing data synthesized from the reviewed 

literature.

 

Table 1: Evolution of Financial Literacy Marketing Strategies (2000-2024) 
Feature Traditional Campaigns (Pre-2016) Modern/Digital Campaigns (2016-2024) 

Primary 

Objective 

Compliance (CSR), Opening Accounts (No-

Frills). 

Engagement, Cyber Security, Cross-selling. 

Target Audience Rural Unbanked, Farmers (Kisan Credit Card). Millennials, Gen Z, Women, Gig Workers. 

Medium of 

Delivery 

Physical Camps (Melas), Print Media, Radio. Social Media (Reels/Shorts), Webinars, 

Chatbots. 

Key Message "Save Money," "Open an Account." "Go Digital, Go Secure," "Invest Wisely." 

Messenger Bank Managers, NGOs, Government Officials. Finfluencers, AI Chatbots, Peer Networks. 

Measurement Number of attendees, Accounts opened. Engagement rate, Digital transaction 

volume. 

Pune Context Vidya Sahakari Bank school visits, localized 

camps. 

Bank of Maharashtra "Maha-Swagatam" 

digital drives. 

(Sources: Jain et al., 2017; Reserve Bank of India, 2022; Vidya Sahakari Bank, 2024) 

 

The data presented in Table 1 illustrates a 

fundamental paradigm shift in the marketing of 

financial literacy. In the early 2000s, financial 

literacy was largely a supply-driven activity, 

mandated by the RBI’s push for "Financial 

Inclusion." Banks in Pune, such as the Vidya 

Sahakari Bank, relied on direct community 

engagement (Vidya Sahakari Bank, 2024). These 

campaigns were high on "Place" utility—bringing 

the bank to the customer—but low on scalability. 

The marketing message was simple and functional: 

"Open an account to receive subsidies." This era 

was characterized by a high degree of face-to-face 

interaction, which built trust but limited the reach 

to the physical capacity of the bank staff. 

However, the post-2016 era, catalyzed by the JAM 

(Jan Dhan-Aadhaar-Mobile) trinity, forced a 

change. The literature indicates that modern 

campaigns are demand-driven marketing tools. For 

instance, the "RBI Kehta Hai" campaign is not 

merely educational; it is a strategic brand-building 

exercise. By positioning the regulator as a 

"guardian" against fraud, the campaign aims to 

reduce the "cost of trust" in the digital ecosystem 

(Reserve Bank of India, 2022). This is a classic 

"Promotion" strategy where the intangible attribute 

of "safety" is marketed to encourage the adoption 

of digital products. 

 

Table 2: Financial Literacy and Inclusion Indicators in Pune/Maharashtra 
Indicator Metric/Status Source 

Literacy Rate (Pune) 89.56% (General), ~35-40% (Financial - Est.) Census 2011; NCFE Reports 

PMJDY Penetration >95% Household Coverage Jain et al. (2017) 

Digital Adoption High (UPI ubiquity in urban/peri-urban areas) Rout (2024) 

Inv. Behavior (Women) Low (Preference for Gold/Fixed Deposits) Agrawal & Agarwal (2023) 

Key Challenge "Intention-Action Gap" in Credit/Investment Khedkar & Lande (2024) 
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Analysis of Pune-Specific Trends: Table 2 

highlights a critical discrepancy. While general 

literacy in Pune is high (approx. 90%), financial 

literacy estimates lag significantly behind. This 

supports the hypothesis that general education does 

not automatically confer financial capability. The 

data regarding working women in Pune is 

particularly revealing (Agrawal & Agarwal, 2023). 

Despite being earners in a cosmopolitan city, their 

investment choices remain conservative, driven by 

a lack of "conceptual" literacy regarding market-

linked products. This suggests that the marketing 

campaigns by mutual fund houses (e.g., "Mutual 

Funds Sahi Hai") have created awareness but have 

not successfully mitigated the perceived risk for 

this demographic. 

The analysis of recent studies reveals the entry of 

"Finfluencers" into the Pune market. Unlike 

traditional bank managers, these social media 

personalities use "edutainment" to simplify 

complex concepts. While this has democratized 

access to information, it has also introduced a layer 

of risk regarding the veracity of the advice (CFA 

Institute, 2024). The data suggests that while 

"Operational Literacy" (how to pay) has reached 

near-saturation levels in urban Pune due to apps 

like GPay, "Investment Literacy" (where to invest) 

remains susceptible to misinformation, creating a 

divergence between awareness and prudence. The 

marketing mix has thus evolved from a "push" 

strategy (banks selling products) to a "pull" strategy 

(consumers seeking advice online), fundamentally 

altering the power dynamic in the financial sector. 

 

Findings 

The comprehensive review and analysis of the 

research material yield several critical findings 

regarding the state of financial literacy campaigns 

in Pune and the broader Indian context. 

The "Awareness-Behavior" Gap: A dominant theme 

emerging from the research is the stark disconnect 

between financial awareness and actual financial 

behavior. While initiatives like the "Financial 

Literacy Week" and PMJDY have successfully 

created near-universal awareness of bank 

accounts—evidenced by the 95% household 

banking penetration reported in studies—this has 

not translated proportionately into prudent 

investment behavior or responsible credit 

management. In Pune, specifically among the urban 

poor and migrant laborers in areas like Pimpri-

Chinchwad, high smartphone usage coexists with a 

reliance on informal lending circles. The research 

indicates that while marketing campaigns have 

succeeded in the "cognitive" domain (imparting 

knowledge), they have struggled in the "conative" 

domain (driving action). This is attributed to a 

"trust deficit" in digital platforms and a cultural 

affinity for tangible assets like gold, which generic 

literacy campaigns fail to address effectively 

(Khedkar & Lande, 2024). The campaigns have 

successfully marketed the concept of banking but 

have failed to market the benefit of complex 

financial products in a way that resonates with the 

risk appetite of the lower-income demographic. 

The Rise of "Edutainment" and the Finfluencer 

Economy: The marketing of financial literacy has 

fundamentally shifted from institutional authority 

to social relatability. The data shows that traditional 

bank-led workshops suffer from low attendance and 

engagement, particularly among the youth (Gen Z) 

and gig workers. In contrast, short-form video 

content and gamified modules (e.g., NCFE’s 

quizzes, RBI’s viral campaigns) show significantly 

higher retention rates. However, the findings also 

highlight a dangerous side effect: the 

commodification of financial advice. "Finfluencers" 

often prioritize engagement metrics over accuracy, 

leading to the "herding" behavior observed in 

equity markets among young investors in Mumbai 

and Pune (Prakasha, 2023). This suggests that while 

the reach of literacy campaigns has expanded 

through digital marketing, the quality of financial 

education may have been diluted. The "medium" 

has become the "message," where the entertainment 

value of the content often overshadows its 

educational utility, necessitating a re-evaluation of 

how regulated entities collaborate with these new-

age marketers. 

Gamification as a Double-Edged Sword: The study 

finds that gamification—integrating game 

mechanics like rewards, badges, and leaderboards 

into financial apps—has been a potent tool for 

increasing engagement (Purushothaman & Dulloo, 

2024). In Pune’s tech-savvy ecosystem, users of 

apps that "gamify" savings or learning modules 

show higher retention rates. However, the research 

also uncovers a potential pitfall: gamification can 

sometimes trivialize serious financial decisions, 

encouraging "trading" over "investing." The 

dopamine loops created by these apps, while 

excellent for marketing metrics like Daily Active 

Users (DAU), may inadvertently encourage 

impulsive financial behavior rather than the steady, 

long-term planning that financial literacy 

campaigns aim to foster. 

 

Discussion 

The findings of this study necessitate a deeper 

discussion on the changing nature of the 

"consumer" in the financial services sector. The 

literature suggests that financial literacy is no 

longer a binary state (literate vs. illiterate) but a 

spectrum of competencies ranging from basic 
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numeracy to complex risk assessment. For a 

marketing strategist, this implies that a "one-size-

fits-all" campaign—typical of government 

initiatives—is obsolete. The success of localized 

efforts, such as those by the Bank of Maharashtra 

or specific NGO-led programs like "Digital Sakhi" 

(LT Finance, 2024), lies in their ability to 

contextualize literacy. For a rural woman in the 

Pune district, "literacy" means understanding how 

to use a micro-ATM to access DBT (Direct Benefit 

Transfer) funds without being swindled. For an IT 

professional in Hinjewadi, "literacy" implies 

distinguishing between a legitimate SIP (Systematic 

Investment Plan) and a "pump-and-dump" crypto 

scheme. 

Furthermore, the integration of the Theory of 

Planned Behavior (TPB) in recent studies offers a 

profound insight: social norms and perceived 

behavioral control are stronger predictors of 

financial usage than raw knowledge. If a 

consumer's peer group (e.g., fellow gig workers) 

distrusts digital insurance, no amount of rational 

literacy marketing will convert them. Therefore, 

effective campaigns are those that leverage "Social 

Proof"—using community leaders or relatable peers 

as ambassadors—rather than abstract institutional 

messaging. This validates the "5Cs" approach 

(Content, Capacity, Community, Communication, 

Collaboration) of the NSFE 2020-2025, which 

explicitly recognizes the need for community-led 

intervention. The discussion points to a future 

where financial literacy marketing is hyper-

segmented, vernacular, and deeply integrated into 

the user experience (UX) of banking apps, rather 

than standing as a separate educational vertical. The 

challenge for banks in Pune is to transition from 

being "service providers" to "financial wellness 

partners," a shift that requires a fundamental 

reimagining of their marketing communications. 

 

Conclusions 

The research conclusively demonstrates that 

financial literacy campaigns in India have matured 

from basic access-driven drives to complex, 

behavior-modifying marketing strategies. In the 

context of Pune City, the high literacy rate provides 

a fertile ground for advanced financial products, yet 

the digital divide persists as a barrier for the urban 

poor. The transition to digital platforms has 

democratized access to information, but it has not 

fully solved the challenge of "financial 

capability"—the confidence to act. The data 

indicates that government-led initiatives like "RBI 

Kehta Hai" have been successful in building 

foundational awareness and trust in digital security. 

However, the private sector and social influencers 

have taken the lead in investment education, often 

with mixed results regarding quality and safety. 

Ultimately, financial literacy is now a competitive 

differentiator; banks that succeed in educating their 

customers effectively capture their loyalty and 

wallet share, making FL a core business function 

rather than a peripheral CSR activity. 

The implications of this study are significant for 

policymakers and bank marketers. For financial 

institutions in Pune and Maharashtra, the study 

suggests a need to pivot from "instructional" 

marketing (telling people what to do) to 

"empowerment" marketing (giving them tools to 

decide). There is an urgent need for vernacular 

content that addresses specific pain points—such as 

debt management for gig workers or digital safety 

for the elderly—rather than generic modules. 

Additionally, the strong influence of social norms 

suggests that banks should invest in "community 

banking" models where literacy is disseminated 

through trusted local figures (Business 

Correspondents or community leaders) to bridge 

the trust gap. For regulators, the rise of finfluencers 

implies a need for a certification mechanism to 

ensure that the "marketing" of financial literacy 

remains accurate and ethical, protecting the 

consumer from the very platforms meant to educate 

them. 

This paper identifies several avenues for future 

research. Firstly, there is a lack of longitudinal 

studies that track the long-term economic impact of 

literacy campaigns on household net worth; most 

current studies focus on immediate knowledge 

retention. A study tracking a cohort of Jan Dhan 

account holders in Pune over five years would 

provide valuable insights into the sustainability of 

inclusion. Secondly, the intersection of Artificial 

Intelligence (AI) and financial literacy is an 

emerging field. Research into how AI-driven 

chatbots can provide personalized, real-time 

financial education "nudges" (e.g., warning a user 

before a high-risk transaction) could redefine the 

marketing landscape. Finally, more granular 

research is needed on the specific financial literacy 

needs of the "gig economy" workforce, a rapidly 

growing but under-researched segment in urban 

centers like Pune. 
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