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The 2019 National Survey on Financial Literacy and 

Inclusion (SNLIK) showed a financial literacy index 

of 38.03% and a financial inclusion index of 76.19%. 

Although still relatively low, these figures represented an 

increase from the 2016 SNLIK results of 29.7% and 67.8% 

respectively. This shows that Indonesian people, in general, 

do not properly understand the characteristics of the various 

financial products and services offered by formal financial 

services institutions. In fact, financial literacy is an important 

skill in the context of societal empowerment, individual 

welfare, consumer protection, and enhanced financial 

inclusion.

The Financial Services Authority (OJK) is strongly committed 

to encouraging the improvement of the national financial 

literacy and inclusion indices. In the second pillar of the 

Structural Framework for the 2021 – 2025 Master Plan for 

the Indonesian Financial Services Sector (MPSJKI), namely 

the Development of the Financial Services Ecosystem, 

there is a program called ‘Expanding Financial Access and 

Improving Public Financial Literacy’. This second pillar duly 

served as a reference in formulating the strategic direction 

for increasing the financial literacy and inclusion indices, as 

outlined in the 2021 – 2025 National Strategy on Indonesian 

Financial Literacy (SNLKI).

Executive
Summary

The strategic direction in the 2021 – 2025 SNLKI was 

developed by considering the sustainability of several 

strategic programs in the 2013 SNLKI and Revisit 2017 

SNLKI, the results of the 2019 National Survey on Financial 

Literacy and Inclusion, recommendations from various 

parties, the need to improve the quality of financial literacy 

activities, literature studies on concept development, 

evaluations of past and ongoing financial literacy activities, 

as well as the implementation of financial literacy programs 

in other countries.

The vision of the 2021 – 2025 SNLKI is “To create an 

Indonesian Society that has a High Financial Literacy Index 

(well literate) so that Appropriate Financial Products and 

Services Can Be Utilized to Achieve Sustainable Financial 

Well-Being”. 

This vision is laid out in the following three missions:

1) Utilizing digital technology to improve the financial 

literacy index;

2) Building and enhancing strategic alliances in the 

implementation of financial literacy and education 

programs; and

3) Expanding access to and availability of inclusive 

financial products and services.
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For the sake of continuity, the strategic direction in the 

2021 – 2025 SNLKI was formulated based on the 3 

strategic program pillars of the Revisit 2017 SNLKI, namely 

Financial Competence, Wise Financial Attitudes and 

Behaviors, and Access to Finance. These three strategic 

programs that form the basis of the SNLKI are composed 

of several ideas. First, the basic concept of financial 

literacy is not only based on three aspects of financial 

literacy, namely knowledge, skills, and confidence, but 

also encompasses the aspects of attitudes and behaviors. 

Second, in reality, financial literacy is closely related 

to financial inclusion, so there needs to be alignment 

and continuity between financial literacy and financial 

inclusion activities. Third, strategies aimed at boosting 

financial literacy and financial inclusion are more efficient 

if carried out together, and in this way optimize the goal of 

achieving financial literacy as a way of expanding public 

access to the financial services sector.

The Financial Competence strategic program aims to 

increase public awareness and understanding of financial 

institutions, products and services. Financial skills are 

formed from several components, namely knowledge, 

skills, and confidence. Financially capable people need 

to have extensive knowledge about financial institutions 

and products and/or services including benefits, features, 

risks, rights, obligations, methods of obtaining them, 

fines, and costs. Next, the Wise Financial Attitudes and 

Behaviors strategic program aims to build a society that 

has strong financial resilience in dealing with various 

financial conditions, including financial shocks. A wise 

financial attitude begins with a person’s financial goals. 

These financial goals are a prerequisite for someone to be 

able to plan and manage their finances well in the short 

and long term. Financial competence, complemented 

by wise financial attitudes and behaviors, makes it easier 

for people to take advantage of financial institutions, 

products, and/or services that suit their needs and abilities. 

To complement this further, a strategic Financial Access 

program is required to facilitate the public in accessing 

financial institutions, products and/or services in line with 

their specific needs and abilities.

These strategic programs are expanded into several 

initiatives and core action programs. The elaboration of 

each of the strategic programs into these initiatives and 

core action programs is intended to simplify and hone the 

activities that need to be conducted to achieve the goals 

of each strategic program. Through the establishment of 

these initiatives and core action programs, the activities 

carried out are expected to be more focused and aligned 

with the objectives of each strategic program.

The program initiatives included in the SNLKI focus on 

digitalizing financial education, intensifying Islamic 

financial literacy and accelerating Islamic financial 

products, developing strategies for implementing financial 

education and literacy activities in accordance with priority 

targets and based on risk-based consumer protection, 

introducing generic financial products, and forging 

strategic alliances with other Ministries/Institutions. 

In order to implement the program initiatives, several 

core action areas have been strengthened, including 

developing the digital financial literacy and education 

infrastructure (Massive Open Online Courses) through 

the building of the Learning Management System (LMS), 

creating strategic alliances through religious leaders, 

financial literacy ambassadors and outreach ambassadors, 

providing dashboards/tools as aids in making financial 

decisions, developing financial literacy data centres, and 

compiling financial literacy and education modules based 

on 3 levels - basic, intermediate and advanced - and also 

based on consumer complaint data.

To ensure that the direction of the strategic programs 

is effectively achieved, the 2021 – 2025 SNLKI is 

supported by three enablers. These are strengthening the 

strategic planning and monitoring of business processes 

for financial literacy and education, strengthening 

institutional relations, as well as intensifying campaigns 

and strengthening the financial literacy education 

infrastructure.

The 2021 – 2025 SNLKI comes with a roadmap. The 

roadmap is supposed to clarify the flow of program 
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Wise Financial Attitudes 
and Behaviors Financial Access

• Develop a strategy for 
implementing age-
appropriate financial literacy 
and education activities

• Develop a digital financial 
literacy and education 
infrastructure (Massive Open 
Online Courses)

• Strengthen Islamic financial 
literacy

• Strengthen education 
strategies through religious 
leaders

•  Intensify affirmative action

• Encourage risk-based 
consumer protection literacy 
and education

• Develop tools to strengthen 
wise financial attitudes and 
behaviors

• Reinforce wise financial 
behaviors through 
outreach activities and the 
development of financial 
literacy ambassadors

• Promote financial inclusion of 
generic products

• Strengthen the alignment of 
inter-institutional financial 
literacy and inclusion 
strategic programs

• Encourage the acceleration 
of Islamic financial inclusion 
products

Financial 
Competence 

Strengthening and monitoring 
the business processes of 
financial literacy and education

Strengthening institutional 
relationships

Campaigning and strengthening 
financial education literacy 
infrastructure

Strategic Program

VISION
Realizing an Indonesian Society 

Which Has a High Financial Literacy Index 
(Well Literate) so that They Can Utilize Appropriate Financial 

Products and Services to Achieve Sustainable Financial Welfare

• Utilizing digital 
technology to increase 
the financial literacy 
index;

• Building and enhancing strategic 
alliances in the implementation 
of financial literacy and education 
programs; and

• Expanding access and 
availability of inclusive 
financial products and 
services.

MISSION

Enablers

•   Strengthen the strategic planning and 
monitoring of business processes for 
financial literacy and education

•   Strengthen Institutional 
Relations

•   Intensify campaigns and 
reinforce the financial literacy 
education Infrastructure

Figure 1 2021-2025 National Strategy on Indonesian Financial Literacy Framework
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•  Coordination with related Institutions and 
Ministries in order to improve financial 
literacy

•   Maintenance of applications in order to 
improve financial literacy

•  Preparation and updating of heatmaps in 
order to determine priority areas and targets

• Expanding 
the Scope of 
Financial Literacy 
and Education 
Activities as well 
as Public Access to 
Finance, Especially 
Generic Financial 
Inclusion Products

Multi-year Programs

•  Planning, implementing and monitoring of financial 
literacy and education activities

•  Holding of SiPEDULI workshops in order to increase the 
participation of FSPs in carrying out financial literacy 
activities

•   Implementation of the cycle approach to strengthening 
financial education and literacy infrastructure

2021-2025 SNLKI Strategic Program Roadmap

•  Development 
of Learning 
Management 
System (LMS) 

•  Curriculum 
Development

•  Improving Islamic 
Financial Literacy

• Improving Capital 
Market Financial 
Literacy

• Implementing the 
National Survey on 
Indonesian Financial 
Literacy and Inclusion 
(SNLIK)

• Curriculum 
Intensification

• Implementation of 
Financial Literacy 
and Education 
Affirmative Action for 
3T Communities and 
Persons with Disabilities

• Intensifying 
the Use of 
LMS through 
Inter-Agency 
Strategic 
Alliances

• Enhancing 
Digital Financial 
Literacy and 
Education 
Activities 
(Applications, 
Dashboards, and 
Smartphone-
Based Tools) and 
Evaluating the 
Effectiveness of 
the 2021 SNLKI’s 
Implementation

The Roadmap of the Strategic Programs in the 2021 -2025 

SNLKI contains both annual and multiyear strategic programs. 

The annual strategic programs are programs that are prepared 

every year and serve as the main priority for that year. The 

implementation of the annual strategic programs is based on four 

parameters, including urgency, the multiplier effect, availability of 

implementation to achieve the expected goals. 

Through the roadmap, all the instruments in the 2021-

2025 SNLKI strategic programs will be integrated 

and implemented in a structured manner, so that the 

strategic programs are carried out as a priority and in a 

focused manner by various parties.

Figure 2 2021-2025 SNLKI Strategic Program Roadmap
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infrastructure, and sustainability. The implementation of the 

annual strategic programs is also elaborated upon in more 

detail through program initiative, core actions, indicators, 

implementers, and expected outcomes/targets. 

The multiyear strategic programs are programs that will be 

carried out continuously throughout the implementation 

of the 2021-2025 SNLKI, focusing on strengthening 

coordination with relevant Ministries/Institutions in order 

to improve financial literacy, maintain applications to 

enhance financial literacy, prepare and update heat maps 

in order to determine priority regions and targets, monitor 

and evaluate the implementation of financial education 

and literacy activities, as well as the implementation of 

SiPEDULI workshops aimed at increasing the participation 

of Financial Services Providers (FSPs) in carrying out 

financial literacy activities.

In order for the implementation of the strategic programs 

to be more focused and directed, taking into account the 

evaluation of previous priority targets, the 2021-2025 

SNLKI establishes 10 priority targets, including Pupils, 

Students, and Young People; Professionals; Employees; 

Farmers and Fishermen; Indonesian Migrant Workers (PMI) 

and Prospective PMI; Micro, Small, and Medium Enterprise 

Entrepreneurs; People with Disabilities; People from 

Disadvantaged, Frontier, and Outermost Regions (3T); 

Women/Housewives; and Communities. 

    In order for the implementation of the strategic programs to be more 
focused and directed, taking into account the evaluation of previous 

priority targets, the 2021-2025 SNLKI establishes 10 priority targets...
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Foreword

Jakarta, December 2021

In recent decades, the financial 

services sector has grown rapidly and 

provided greater opportunities for 

individuals to access financial products 

and/or services. However, at the same 

time, the financial services sector has 

become more complex, especially 

during the Covid-19 pandemic which 

has caused innovations in digital 

financial services to be faced with new 

challenges and risks. In light of this, 

policies aimed at increasing knowledge 

about financial products/services and 

related risks, as well as policies that 

strengthen the financial competence 

of consumers, resilience, and overall 

As a guide for the OJK and Financial Services Institutions in conducting financial 

education activities to improve public financial literacy, the implementation of 

the Revisit 2017 version of the National Strategy on Indonesian Financial Literacy 

(SNLKI) has achieved a financial literacy rate of 38.03% and a financial inclusion rate 

of 76.19%, with the latter exceeding the target set by the President in Presidential 

Regulation Number 82 of 2016 concerning the National Strategy for Financial 

Inclusion. However, the gap between the financial literacy rate and inclusion rate 

is still considered relatively high, meaning that many people still have limited 

knowledge and understanding of financial products and services.

According to the G20, Financial Literacy is an important skill in empowering 

communities, especially those which are vulnerable and underserved, including 

Micro, Small and Medium Enterprises (MSMEs), as well as in supporting well-being, 

financial inclusion, and consumer protection. The G20 has also stated that digital 

transformation has the potential to increase productivity, strengthen recovery, and 

contribute to shared well-being in the Covid-19 pandemic era. The G20 has shown 

its support for this in the G20 Menu of Policy Options – Digital Transformation and 

Productivity Recovery, which contains various policy options, best practices, ways of 

promoting inclusion, and the main roles that international collaborations can play to 

take advantage of digitalization opportunities, backed by analyses performed by the 

OECD and IMF.

In light of this, it is necessary to develop a new national strategy on financial literacy. 

The 2021 – 2025 SNLKI has been developed as a follow-up to the previous SNLKI, 

with reference to the 2020 OECD recommendations regarding national strategies 

for financial literacy. According to the OECD, a national strategy for financial literacy 

should involve all relevant stakeholders, synergize with related regulations, contain 

guidelines for the implementation of literacy programs, have priority goals and 

objectives, and conduct evaluations to assess the progress of the strategies included 

in a roadmap. The 2021 – 2025 SNLKI Roadmap contains financial strategy programs 

that will be carried out on an ongoing basis. In this roadmap, both annual and 

multiyear strategic programs have been set out, with priority targets that refer to 

the best practices of international organizations. This is expected to improve public 

financial literacy - both conventional and Islamic-based - with the aim of boosting 

public well-being through financial inclusion targeted at 90% according to the 

direction of President Joko Widodo at the Limited Meeting on the National Strategy 

for Financial Inclusion on January 28, 2020.

financial well-being have become important in bringing about a strong financial 

consumer protection framework.

Tirta Segara
Member of the Board of Commissioners of 
the Financial Services Authority in charge of 
Consumer Education and Protection
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      Financial literacy refers to the 
knowledge, skills, and confidence 

that influence attitudes and behavior to 
improve the quality of decision-making and 
financial planning, thereby leading to the 
achievement of well-being.
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Introduction

The International Labor Organization 
(ILO) estimates the number of people 

unemployed globally in 2022 will reach

Several international institutions, 
such as the IMF and OECD, also 
projected a decline in global 
economic growth

of households with 
children also endured a 

fall in income. 
69,5%

urban 
households

78,3%
rural 

households

T he Covid-19 pandemic has brought economic activity to a near halt 

as a number of countries have imposed strict social restrictions 

to stop the spread of the virus. As the number of deaths due to 

Covid-19 infection has increased, a global economic contraction has been 

unavoidable. Based on data from the 2020 World Bank Global Outlook, more 

than 90% of the global economy experienced a contraction in GDP per capita. 

Several international institutions, such as the IMF and OECD, also projected 

a decline in global economic growth in 2020 of minus 4.4% and minus 4.2% 

respectively.

The restrictions on mobility put in place in an effort to suppress the spread 

of the virus have had an impact on the economy, causing it to slow down and 

even contract, and pushing the unemployment rate up. Based on the results 

of a survey conducted by various G20 and non-G20 countries, societies, 

especially the household sector, are currently faced with various challenges 

related to financial resilience in that many people have lost their jobs and 

income due to the impact of the Covid-19 pandemic. The International Labor 

Organization (ILO) estimates the number of people unemployed globally in 

2022 will reach 205 million people. The pressures that have arisen due to the 

Covid-19 pandemic are also reflected in the results of the Consumer Financial 

Literacy Survey conducted by the National Foundation for Credit Counseling 

(NFCC), in collaboration with the Harris Poll in 2020, which revealed that 

a reduction in income and unexpected financial conditions led to 58% of 

households having difficulty in paying off their debt.

A report issued by UNICEF, UNDP, the Australia Indonesia Partnership for 

Economic Development (Prospera) and SMERU Research related to an 

“Analysis of The Social and Economic Impacts of Covid-19 on Households 

and Strategic Policy Recommendations for Indonesia” stated that 74.3% of 

households saw a drop in income. This survey also shows that 78.3% of urban 

households experienced a decline in income, higher than the figure for rural 

households of 69.5%. In addition, 75.3% of households with children also 

endured a fall in income. The decrease in household income, as observed 

based on household expenditure, among all groups was on average around 

42% - 45%, leaving many households facing economic pressures and 

increasingly vulnerable to poverty.

The decline in income was not the only challenge to emerge, as 28.7% of 

households were also forced to spend more due to increases in the cost of 

basic needs. An increase in internet and mobile phone costs also contributed 

to this rise in expenditures, with more households who have children affected 

by these rising costs than those without, at 65% and 28.9% respectively. 

Furthermore, 47.3% of respondents had to change jobs to the informal 

in



2021 – 2025 
National Strategy on 
Indonesian Financial Literacy 

16

sector, having previously worked in the formal sector. The challenges faced by the household sector caused people to carry 

out various efforts to get by, including 27.3% of respondents who pawned their goods and 25.3% of respondents who had to 

borrow money from family or friends.

Meanwhile, a 2020 UN Women’s survey entitled “Counting the costs of Covid-19: Assessing the Impact on Gender and the 

Achievement of the Sustainable Development Goals in Indonesia” found that the percentage of women whose income fell 

stood at 82%, higher than the corresponding figure for men.

The impact of Covid-19 was not only felt by the household sector and women but also in the Micro, Small and Medium 

Enterprises (MSME) sector. The results of a survey by the United Nations Development Program (UNDP), in collaboration 

with the Institute for Economic and Social Research, University of Indonesia (LPEM UI), regarding the impact of Covid-19 on 

households in Indonesia, demonstrated that the MSME sector is among those most affected by the pandemic, with 77% of 

MSME respondents reporting a decrease in income during the pandemic, and almost 35% experiencing a drop in income in 

the range of 40% - 60%.

On the other hand, the Covid-19 pandemic has also had some positive impacts, such as the acceleration of digital 

transformation in all aspects of life, including the financial services sector. The restrictions put in place across most of 

...t
he Covid-19 pandemic has also had som

e positive im
pacts, such as

th
e acceleration of digital transform

ation in all aspects of life,

in
cluding the fi nancial services sector.
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the world have prompted more people to adapt to a range of digital technologies, including payment systems and the 

numerous financial services that are available online. Digitalization has made it easier for many people, especially in the 

household sector, to make payments or access financial services online. However, the development of digital technology 

has risks of its own, including cybercrime and online financial fraud, both of which have become more prominent during 

the pandemic. Security has thus become an increasingly important issue when it comes to conducting digital financial 

transactions. As such, the protection of consumers’ personal data remains a top priority, both for consumers themselves 

and financial services institutions, so that consumers are able to utilize digital financial products and services effectively and 

safely. In line with this, digital financial literacy will help to enhance, facilitate and expedite public financial inclusion in the 

financial services sector. In the long term, all financial transactions are expected to switch to digital technology and become 

increasingly cashless, thus necessitating a widespread improvement in digital literacy skills.

The impact of the Covid-19 pandemic, as confirmed by the various surveys mentioned above, further confirms that financial 

literacy is an essential life skill for every individual today. An understanding of the basic concepts of finance, or being well 

literate, is needed to make good financial planning decisions. People 

who are well literate find it easier to understand matters related to the 

financial services industry and access information to determine those 

financial products and services that suit their needs and abilities, such 

that they might enhance their financial well-being. In addition, people 

who are well literate tend to have better financial planning skills to 

support their financial well-being. Thus, the creation of a well literate and 

financially inclusive society will ultimately boost economic development.

The Financial Literacy Around The World Report, which interpreted the 

results of The S&P Global FinLit Survey (2014), indicated that low-income 

countries tend to have lower levels of financial literacy compared to 

high-income countries. In addition, there are still gaps and low levels of 

financial literacy among women, low-income people, and people with 

low education in these countries.

The importance of financial literacy is also illustrated by the results of 

research related to the Financial Fitness Index (2021) which shows that 

the financial fitness index score of people in Indonesia is still relatively 

low, at only 37.72 out of a maximum score of 100. This score is calculated 

based on four areas, namely financial basics, financial safety, financial 

growth, and financial freedom. Of these four areas, the financial basics of 

people in Indonesia has the highest score and is included in the category 

The MSME sector is among those most affected 
by the pandemic, with 77% of MSME respondents 
reporting a decrease in income during the pandemic, 
and almost 35% experiencing a drop in income in the 
range of 40% - 60%.
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of fairly good. Meanwhile, the area of financial safety - with indicators including the ability to meet the financial needs of the 

family, saving regularly, having funds to survive in the event of loss of job; having the funds to deal with a crisis, being able to 

pay for medical expenses without disrupting financial plans, and ensuring that family finances are taken care of in the event 

of death - still has a very low score. However, the lowest scores are seen in the areas of financial freedom with the indicator of 

passive income on a regular basis, and financial growth with the indicators of investment and retirement planning.

Since Indonesia held its first 

Population Census in 1961, 

the population has continued 

to increase. In the period 2010 - 

2020, Indonesia’s population growth 

rate stood at 1.25% per year. This 

represented a slowdown in the 

population growth rate of 0.24% 

compared to the population growth 

rate in the period 2000 – 2010 

of 1.49%. The total population of 

Indonesia was recorded at 270.20 

million people in 2020. 

While the population of Indonesia 

is constantly increasing, the total 

number of poor people has mostly 

decreased from year to year, even 

though in 2014, 2015, and 2020 there 

were slight increases. This means that 

over time, there has been an upward 

trend in the level of well-being 

among the Indonesian population. 

This increased well-being has, in turn, 

prompted added demand for financial 

products and services among the 

Indonesian public.

270,20 million

year 2020

million people

Total population Impoverished population

1.1  Current Situation in Indonesia

Graph 1.1  Total population and Impoverished Population of Indonesia

Source: BPS – Statistics Indonesia, 2020
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56,10%

Figure1.2 Distribution of Indonesian Population by Region, 2020
Source: BPS – Statistics Indonesia, 2020

The results of the 2020 Population Census show that 

the Indonesian population is dominated by members of 

Generation Z (27.94%) and Millennials (25.87%). As of 2020, it 

is members of Gen X and Millennials who lie in the productive 

age group. However, in the next few years, people from Gen 

Z will move into the productive age group where they are 

expected to contribute to stimulating economic growth and 

improving public well-being. The dominance of the younger 

generations is seen as a demographic bonus for Indonesia, 

while also providing both opportunities and challenges when 

it comes to implementing digital transformation, in terms 

of financial literacy as well as the provision of products and 

services in the financial services sector.

According to the Youth Finsight Survey in 2018, millennials 

have great potential in digital financial services in that 95% of 

them own a smartphone and 49% have used internet banking.

Data from the Boston Consulting Group (BCG) estimates 

that Indonesia’s MAC (Middle-Class and Affluent Customer) 

population in 2020 amounted to 141 million people, or 64% 

of the country’s current total population. Meanwhile, Alvara 

Gen X  : 58,65 Millions of People

Millenial : 69,38 Millions of People

Gen Z  : 74,93 Millions of People

Post Gen Z : 29,17 Millions of People

Preboomer : 5,03    Millions of People

Baby boomer : 31,01 Millions of People

Graph 1.2  Population Composition by Generation and Increases in 
Productive Age Population (%)

11,56

1,87

10,88

27,94 25,87

21,88

1971 1980 1990 2000 2010 2020

53,39
55,84

59,58
65,03

66,09
70,72

Most of Indonesia’s population is still concentrated on the 

island of Java, although geographically it only accounts for 

about 7% of the entire territory of Indonesia. Java is home to 

151.59 million people, or 56.10% of Indonesia’s population. 

Second in terms of population is the island of Sumatra with 

a population of 58.56 million people, or 21.68% of the total. 

Next is the island of Sulawesi with 7.36% and Kalimantan with 

6.15% of the population, followed by the Bali-Nusa Tenggara 

and Maluku-Papua regions with 5.54% and 3.17% respectively.
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Research data estimates that the 

number of Indonesian urban-middle-

class millennials in 2020 stood at 

35 million people. This generation 

is an early adopter of the latest 

technology and is very accustomed 

to shopping both through social 

media and on e-commerce 

platforms, which have much more 

complete payment systems, 

largely underpinned by fintech. In 

addition, based on the results of the 

2018 Programme for International 

Student Assessment (PISA) survey in 

Indonesia, 52% of the participating 

students had made payments using 

a mobile phone. This demonstrates 

that most students in Indonesia are 

very familiar with digital finance and, 

as such, financial education should 

prioritize digital-based approaches 

encompassing e-learning as well as 

the use of social media and other 

similar digital platforms.

Indonesia’s population and 

demographic profile offer both 

potential as well as challenges 

in developing a strategy mix to 

promote economic growth. Basically, 

the populace of the country has 

two roles - as both the subject and 

the object of development. As the 

subject, the populace is a driving 

force of development, while as 

the object, the populace itself is 

developed while also enjoying the 

fruits of development. Indonesia’s 

consistently growing population 

needs to be imbued with sufficient 

quality so as to serve as capital 

for economic growth. Areas such 

as education, health, and public 

welfare will determine the quality of 

development in the country.

The Indonesian financial services sector, through its role of financial intermediation, 

has played an essential and integral part in Indonesia’s GDP growth. The financial 

sector has a vital function in the economy of a country as the main provider of 

funds for financing the economy. Economic growth occurs as the capacity of the 

economy increases over time, spurred on by new investment.

Increasing the contribution and resilience of the financial services sector is key to 

economic development and public well-being. To encourage its further contribution 

to equity and public well-being, the Indonesian financial services sector, as a 

financial intermediary, needs to expand public access to finance.

One of the roles of the financial services industry in supporting public well-being 

and economic development is through the distribution of bank loans which 

amounted to Rp5,640.9 trillion in 2020. On the other hand, there has also been 

an expansion in the role of the capital market as an alternative source of financing, 

with stock market capitalization reaching Rp6,968.94 trillion in the same year, up 

10.63% compared to 2019.

GDP per capita (million/people)GDP (trillion)

PDB PDB per capita

Graph 1.3  Indonesia’s Gross Domestic Product at Current Prices

Source: Statistics Indonesia (BPS), 2020
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The increase in Indonesia’s population has also seen an increase in the country’s 

Gross Domestic Product (GDP) and GDP per capita every year. This translates into 

expected additional opportunities for Indonesians to take advantage of financial 

products and services in the future. The increase in GDP per capita should spur on 

the financial services sector to create and develop a more diverse range of financial 

products and services in order to accommodate the growing needs of Indonesian 

society.
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Moreover, new products have also developed - such as Equity Crowdfunding (ECF) and Securities Crowdfunding (SCF) - 

which facilitate MSME entrepreneurs and businesses whose development is still constrained due to difficulties in accessing 

business capital. In fact, SCF is a new beacon of hope for the development of MSMEs and businesses in Indonesia. Apart from 

being a source of funding for businesses and MSMEs, SCF is also an investment instrument with promising profit potential. 

SCF offers various types of securities, such as stocks, bonds and sukuk (Islamic bonds), enabling investors to adjust their 

risk profile. With SCF, investors and parties in need of funds can be easily brought together through an online platform, with 

investors obtaining profits in the form of periodically distributed dividends or profit sharing from business revenues.

Meanwhile, the role of the pension fund and insurance sectors also increased to Rp295.04 trillion and Rp362.01 trillion 

respectively in 2020. This shows that people in Indonesia are gaining a growing awareness of how to use financial products 

as a means of protection and investment for old age.

Source: Financial Services Authority (OJK), 2020

2013 2016 2020

Distribution of Bank Loans 3.585,8 trillion 4.709,5 trillion 5.640,9 trillion

Stock Market Capitalization 4.219,0 trillion 5.753,6 trillion 6.968,9 trillion

Gross Insurance Premiums 193,1 trillion 212,9 trillion 362,0 trillion

Accounts Receivable Financing 348,0 trillion 387, 5 trillion 386,3 trillion

Pension Fund Investment 157,6 trillion 228,8 trillion 295,04 trillion

Table 1.1 Roles of the Financial Services Industry (Rupiah)

Due to the evolving dynamics regarding the concept of financial literacy in various countries, the definition of financial 

literacy from the 2013 SNLKI needed to be adjusted. This adjustment was made by the OJK both in the Revisit 2017 

SNLKI and in the regulations governing efforts to enhance financial literacy and inclusion. The definition of financial 

literacy was further refined by adding the aspects of financial attitudes and behaviors, in addition to knowledge, skills and 

belief in financial institutions, products and services. The full definition is thus as follows: 

“Financial literacy constitutes the knowledge, skills, and confidence that influence attitudes 

and behaviors to improve the quality of decision making and financial planning in order to 

achieve well-being.”

The Organization for Economic Co-operation and Development or OECD (2016) defines financial literacy as the knowledge 

and understanding of financial concepts and risks, along with the skills, motivation, and confidence to apply this knowledge 

and understanding in order to make effective financial decisions, improve individual and societal financial well-being, and 

enhance participation in the economy.

1.2   Importance of Financial Literacy 
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The Reserve Bank of India, in its National Strategy for Financial Education 2020-2025, defines financial literacy as a 

combination of the financial awareness, knowledge, skills, attitudes and behaviors needed to make good financial decisions 

and ultimately achieve individual financial well-being. Financial education, on the other hand, is defined as a process 

whereby financial consumers/investors increase their understanding of financial products, concepts and risks through 

objective information, instructions and/or advice, as well as develop the skills and confidence to become more aware of 

financial risks, in order to make choices based on information and to discover how to take effective action in order to improve 

their well-being.

Meanwhile, the Monetary Authority of Singapore (MAS), in Quantitative Research on Financial Literacy Levels in Singapore 

(2005), refers to financial literacy as an individual’s ability to make appropriate judgments and effective decisions in 

managing their finances. In measuring financial literacy, there are 3 (three) tiers, as follows:

a. Tier I  – Basic Money Management (budgeting, spending, savings, loans and credit);

b. Tier II  – Financial planning/retirement planning; and

c. Tier III  – Investment knowledge.

The Australian Securities and Investments Commission (ASIC), in its National Financial Literacy Strategy (Annual Highlight 

Report 2016 – 2017), defines financial literacy as a combination of the knowledge, skills, attitudes and behaviors needed to 

make sound, situation-based financial decisions to promote financial well-being.

The US Financial Literacy and Education Commission, in the US National Strategy for Financial Literacy 2020, describes 

financial literacy as the skills, knowledge and tools that equip individuals to take financial decisions and actions to achieve 

their financial goals.

The President’s Advisory Council on Financial Literacy (PACFL, 2008) states that financial literacy is the ability to use 

knowledge and skills to manage financial resources effectively in order to improve well-being.

According to Remund (2010), financial literacy is divided into the following 5 categories:

• Knowledge of financial concepts;

• Ability to communicate about financial concepts; 

• Aptitude in managing personal finances; 

• Skill in making appropriate financial decisions; and 

• Confidence in planning effectively for future financial needs.
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Based on some of the literature referred to above, the definition of financial 

literacy is still in line with what is stated in the Revisit 2017 SNLKI and the 

regulations governing efforts to enhance financial literacy and inclusion.

The development of the financial sector and services is important for economic 

growth and poverty alleviation (Levine, 2005). The increasing variety of financial 

products and services, along with the instability of the global economy, has led 

to greater complexity in financial decisions while also giving rise to challenges 

for people in the economic and financial fields. Financial literacy facilitates 

economic development by dealing with such economic complexity and 

instability. Financial well-being and financial literacy represent two important 

factors which determine an individual’s quality of life. However, research shows 

that the financial literacy of many people across the world, especially those 

in developing countries, is still lacking, thus hindering them when it comes to 

grappling with financial complexities and preventing them from making the 

best decisions according to their needs, due to a lack of adequate information 

(Vitt et al., 2000).

Recent trends in the financial services sectors are increasingly emphasize 

the importance of financial literacy, in that a lack of financial knowledge 

inevitably leads to poor financial choices and decisions which, in turn, can lead 

to unintended financial consequences and economic conditions (Refera et 

al., 2016). Miller et al. (2009) state that financial literacy instils knowledge and 

skills that enable consumers to make financial decisions aimed at improving 

their financial well-being. Consumers with such financial knowledge and skills 

will choose financial products and services according to their best interests. 

The resulting increase in the use of financial products and services will 

stimulate economic activity, subsequently boosting the development of the 

national economy. 

Shankari et al. (2014) show that a high level of public financial literacy can 

encourage competition among Financial Services Businesses, causing them 

to innovate and improve the efficiency of their financial products and services. 

This represents a contribution to the development of the financial system 

and economic sustainability. Shankari et al. also add that financial literacy can 

improve the quality of financial system regulatory mechanisms, as financial 

literacy can diminish information asymmetry between Financial Services 

Providers (FSP) and consumers, in turn reducing fraud and financial market 

failures. Masok (2011), meanwhile, demonstrates that financial literacy makes 

consumers more careful in using financial products and services, as well as 

more aware of the consumer protection provisions that exist in the financial 

services sector.

   financial literacy 
makes consumers 

more careful in using 
financial products and 
services, as well as more 
aware of the consumer 
protection provisions 
that exist in the financial 
services sector.
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1.3  Relationship between Financial Literacy 
Level and Economic Growth

Economic growth stems from the development of 

activities in the economic sector, resulting in an 

increased number of goods and services produced/

provided by society and marked by the continuous change 

in the economic conditions of a country towards a better 

state (Hasyim 2016: 14). High economic growth can result 

in the absorption of labor, thus reducing the unemployment 

rate and improving overall well-being. An indicator that 

can be used as a benchmark for economic growth is Gross 

Domestic Product (GDP) data which measures the total 

income of everyone in the economy (Kira, 2013).

Based on BPS data in 2019, GDP per capita over the last 

10 years has been on an upward trend, meaning that the 

income level of people in Indonesia is increasing. However, 

the results of the 2019 SNLKI show that the level of financial 

knowledge (financial literacy) among the public stands at 

38.03%, in other words, only about a third of Indonesia’s 

population is well educated (well literate) with regard to 

finance. On the other hand, the level of financial inclusion 

is 76.19%, and is still dominated by the use of financial 

products and services in the banking sector. The rise in 

people’s incomes has unfortunately not been matched by a 

pattern of good financial planning. For example, according 

to BPS data, for 11 years from 2003, the public’s marginal 

propensity to save tended to decline, while over the same 

period the marginal propensity to consume went up.

The Covid-19 pandemic has affected the performance of 

the global and Indonesian economy alike. The prevailing 

uncertainty caused by the pandemic has also tested 

the financial resilience of various sectors. Financial 

resilience refers to the ability to cope with the effects of 

economic shocks. Financial resilience influences people’s 

preparedness in facing unexpected situations, especially 

in the midst of an event like a pandemic. Research by the 

Asian Development Bank (ADB) Institute entitled ‘Building 

Financial Resilience Through Financial and Digital Literacy 

in South Asia and Sub-Saharan Africa’ found that building 

financial resilience begins with good financial literacy. 

A person’s financial literacy affects financial behavior 

and financial inclusion which, in turn, can boost financial 

resilience in the face of economic shocks that have an 

impact on economic growth.

Based on the results of research by the Asian Development 

Bank (ADB) Institute which compared the correlation 

between GDP per capita with various financial development 

indicators in several Asia-Pacific countries - published in 

2015 under the title ‘Financial Education in Asia: Assessment 

and Recommendations’ - it can be concluded that there 

is a positive relationship between per capita income and 

economic growth. In several Asian countries, such as 

Japan, Korea, Australia and New Zealand, a high GDP per 
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capita is observed to inevitably be accompanied by a high 

rate of economic growth. A high level of financial literacy also 

unquestionably pushes up well-being, given that enhanced 

financial literacy enables people to make better financial 

decisions, thereby optimizing family or personal financial 

planning which, in turn, further improves financial well-being. 

Financial skills can help a person to understand the world of 

economics and assist in making financial decisions, promoting 

a business and ultimately ramping up economic growth. All 

of this underlines the findings of the research that financial 

literacy has a positive correlation with GDP per capita and 

financial economic growth.

The benefits of financial literacy from a macroeconomic 

perspective are also very important. considering that the 

level of public financial literacy has a positive correlation 

with the utilization of financial products and services 

which, in turn, inevitably stimulates overall economic 

growth.

According to Sethi and Ascharya (2018), financial 

literacy and inclusion have a positive impact on the 

economy and people’s well-being (improving living 

standards and alleviating poverty levels), as illustrated in 

the following chart:

Figure 1.3  Relationship between Financial Inclusion and 
Public Well-Being
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Sethi and Ascharya (2018) state that financial literacy 

policies encourage demand-side public participation in 

using product facilities and services as well as financial 

services. Meanwhile, financial inclusion policies, in 

the form of capacity building, access, distribution, and 

product segmentation diversification, lead to increased 

supply-side public participation in using product facilities 

and services as well as financial services.

In general, the national strategy approach covers 3 

(three) aspects, namely providing appropriate service 

facilities, providing suitable products, and instilling a 

responsible finance mindset through financial education 

and consumer protection. 

Increasing financial literacy will result in enhanced 

stability of the financial system and a reduction of the 

vulnerabilities therein, while also making it easier to obtain 

capital. This will subsequently have a positive impact on 

the growth of independent businesses belonging to poor 

families. Disbursing loans in the form of small and micro 

credit is the right way to tackle and alleviate poverty, 

considering that the key to empowering poor families 

is to turn them into robust entrepreneurs. The provision 

of small and micro business credit gives opportunities 

for small-scale entrepreneurs to emerge and develop at 

various levels of society, providing people with the chance 

to access economic resources and thus ensuring more 

equitable well-being across society.



2021 – 2025 
National Strategy on 

Indonesian Financial Literacy 
27

1.4  Relationship between Financial Literacy 
Level and Consumer Protection

The OJK’s accumulative 

consumer service statistics 

data (data from 1 January, 

2013 to 30 June, 2020) shows 

an upward trend in the use of the 

OJK’s consumer services, in the 

form of questions, information and 

complaints, from 2013 to 2019, 

followed by a decline in 2020 

(data as of 30 June, 2020). This 

represented an interesting finding 

considering that the Indonesian 

public’s financial literacy and 

inclusion index increased from 

2013, to 2016 to 2019.

Graph 1.4  indicates that the higher 

the level of public financial literacy 

400.000

350.000

300.000

250.000

200.000

150.000

100.000

50.000

-

Graph 1.4  OJK Consumer Service Trend (accumulative) from 1 January, 2013 
   to 30 September, 2021
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In terms of industry sector, as shown in graph 1.5, it can be seen that the highest demand for consumer services came 

from the Others sector (48.50%), followed by Banks (23.26%) and NBFI Fintech (13.49%), while the lowest demand for 

consumer services stemmed from the NBFI Pension Fund (0.20%), NBFI Other (0.51%) and Capital Market (2.06%) sectors. 

This is directly proportional to the level of financial literacy in Indonesia where the level of financial literacy in the banking 

sector is the highest, while the level of financial literacy in the capital market sector is the lowest. This trend shows that 

Graph 1.5   OJK Consumer Service Data Based on Number of Services per Sector    
    (accumulative from 1 January, 2013 to 30 September, 2021)
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basic knowledge related to financial 

literacy is not enough to serve 

as capital in accessing financial 

products and services, especially 

given that such products and 

services are becoming more and 

more advanced. Therefore, it is 

necessary to have a levelling of 

educational materials, from basic, 

intermediate and advanced levels in 

an effort to increase public financial 

literacy considering the increasingly 

complex and sophisticated financial 

products and services.

and inclusion, and the greater the public awareness regarding financial products and 

services, the greater the amount of questions and requests for information related to 

these financial products and services.
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Table 1.2 Data on 5 Product Types Per Financial Sector Most Frequently Complained About 
(from 1 January, 2013 to 30 September, 2021)

No.
Sector

Banks NBFI - Insurance NBFI - Financing Capital Market Fintech

1 Credit card Term Life Insurance Consumer finance Conventional stocks Loan fund recipients

2 Consumer Credit Whole Life 
Insurance

Motor vehicle loans Conventional mutual 
funds – stocks

Loan fund provision

3 Working capital 
credit

Unit-Link Insurance Consumer credit Mutual Funds Credit without collateral

4 Savings Credit Life 
Insurance

Loan fund recipients Securities transactions Consumer finance

5 Home/Apartment 
Loans

Health Insurance Leasing Bonds Consumer credit

The table 1.2 above shows the 5 most frequently complained about types of products per sector (from 1 January, 2013 to 30 

September, 2021). This complaint data serves as a reference in the preparation of materials for financial education. Financial 

education materials are designed to contain not only theory, but also cases that often give rise to disputes between 

consumers and Financial Service Providers (FSPs) when it comes to buying or using financial products and services.
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1.5  Global Financial Literacy Issues

Efforts to improve public financial literacy have become a significant issue in numerous parts of the world. This has led 

to various countries drafting policies and programs that are structured in a way to increase their respective financial 

literacy level, notably through the preparation of a blueprint for a national financial literacy strategy. In 2015 alone, 

data from the Organization for Economic Co-operation and Development’s International Network for Financial Education 

(OECD/INFE) showed that 59 countries/government authorities had implemented national financial literacy strategies. 

This figure has undoubtedly risen, due to some countries finally catching up by releasing a national strategy and others, like 

Indonesia, that have re-issued updated versions of previously released national strategies.

Malaysia issued its National Financial Literacy Strategy 

2019-2023 in July 2019. This strategy was launched with 

reference to the results of a survey conducted by Bank 

Negara Malaysia, namely the Financial Capability and 

Inclusion Demand Survey in 2018, which demonstrated 

that there is still much room for improvement in terms of 

increasing financial literacy in the country. The approach 

chosen to implement this national strategy includes 

enhancing public-private partnerships, promoting effective 

outreach and communications, nudging behavioral changes, 

and improving access to financial products and services. To 

achieve these goals, Malaysia also developed a 5 (five) year 

roadmap consisting of 5 Strategic Priorities and respective 

action plans. These are as follows:

• Nurture Values from Young

• Increase access to financial planning information, tools 

and resources

• Inculcate positive behavior and practices related to 

financial literacy among targeted groups (parallel 

structure)

• Boost long-term financial and retirement planning

• Build and safeguard wealth

Hong Kong, through its Financial Literacy Strategy 2019 

published in early 2019, released a draft national strategy for 

financial literacy as a follow-up to the Hong Kong Strategy 

for Financial Literacy in 2015 - the country’s first national 

strategy for financial literacy. The objective of this national 

strategy is to build a favorable environment for improving 

the quality of financial education with the involvement of 

various stakeholders, aimed at achieving optimal results 

and enhancing public awareness of the benefits of financial 

education. The strategy targets five social groups - school 

children, young people, working age people, the elderly, 

and vulnerable groups such as low-income residents, ethnic 

minorities, immigrants, overseas workers, and those with 

disabilities. The strategy hopes to make these five target 

groups financially secure so that they can achieve their 

personal financial goals, save more for their retirement 

funds, improve their financial planning skills and financial 

resilience, and enhance their ability to choose suitable 

financial products.
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The European country of Spain was one of the earlier 

countries to implement a financial literacy strategy, back in 

2008. In 2018, The National Securities Market Commission 

(CNMV) and the Bank of Spain, in their respective roles as 

the capital market authority and the Spanish central bank, 

issued the third edition of their national strategy, called 

the Financial Education Plan 2018-2021. This plan is a 

continuation of the Financial Education Plan 2008-2012 

and the Financial Education Plan 2013-2017. The aim of this 

new Spanish national financial literacy strategy is to help the 

people of Spain make financial decisions that are in line with 

their personal and family characteristics, and their needs and 

expectations, as well as to carry out better risk management. 

As in the previous plans, this literacy strategy is also aimed 

at Spanish people from all walks of life, including secondary 

school students, university students, entrepreneurs, 

NGO employees, financial sector employees, retirees, 

and people at risk of social exclusion. In broad terms, the 

strategies undertaken by Spain in this latest edition include 

the adaptation of communication channels and financial 

education content so as to reach the most vulnerable 

segments of society, dissemination of financial education, 

digital transformation in financial education planning, 

and intensification of public and private participation in 

promoting financial education.

From the African continent, Zambia has recently published 

its second national financial literacy strategy. The National 

Strategy on Financial Education for Zambia 2019-2024 is 

the second phase of the country’s national strategy and was 

compiled based on the results of the implementation of 

the first phase. The objective of the national strategy is to 

support the achievement of the financial literacy targets set 

for the people of Zambia by 2030. The financial education 

programs in this second phase are prioritized for children, 

younger people, adults, and all ages, with a detailed action 

plan or financial education activity program laid out for each 

of these groups as part of the strategy. The coordination 

structure regulated in this national strategy is somewhat 

interesting. Each action plan that is prepared is overseen by 

the party responsible for the implementation of the financial 

education program concerned (consisting of various relevant 

ministries and institutions). The financial literacy mandate is 

led by the Ministry of Finance as the drafter of the national 

strategy, but in practice other relevant ministries and 

institutions also play a significant role in implementing the 

programs in this national strategy.
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Canada has initiated its first national financial literacy 

strategy for 2015-2019, called “Implementing the National 

Strategy for Financial Literacy—Count Me In, Canada”. This 

strategy was launched in the wake of the Canadian Financial 

Capability Survey (CFCS) which was conducted in 2014. The 

vision of Canada’s 2015-2019 national financial literacy 

strategy is to strengthen the financial well-being of all 

Canadians. This vision is to be achieved on the back of three 

basic goals - encouraging people to manage money and 

debt wisely; planning finances and saving for the future; and 

preventing and protecting people from fraud and financial 

abuse. Mobilizing and encouraging the participation of the 

public, private, and not-for-profit sectors is critical in this 

context to strengthen financial literacy among Canadians 

and empower them by means of the aforementioned goals. 

The targets of Canada’s national financial literacy strategy 

include adults, young people, older people, indigenous 

Canadians, low-income residents, and immigrants. An 

interesting approach to the strategy launched by Canada 

is that each program is designed according to the needs of 

each target segment such as the Small Change App for low-

income residents, Money Matters for indigenous Canadians, 

and Talk With Our Kids About Money Day (TWOKAM) for 

young people. 

Australia set out its financial literacy policies in the 

National Financial Literacy Strategy (NFLS) 2014-2017, 

which includes the following 5 strategic priorities:

• Develop an education curriculum related to financial 

education.

• Increase the use of impartial resources, tools and 

information in implementing financial literacy.

• Provide assistance and support for financial services 

programs to lower middle class groups (disadvantaged 

and/or vulnerable individuals).

• Strengthen coordination and effective partnerships.

• Improve research, measurement and evaluation of 

financial literacy levels.
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Furthermore, several countries have launched financial literacy programs/policies for groups with special needs, including:

• The United States, through the National Center 

on Leadership for the Employment and Economic 

Advancement of People with Disabilities (LEAD), 

packages financial education in the form of periodic 

publications on websites that are supported with 

accessibility features for certain disabled groups (for 

example, videos that always come with transcripts for 

the blind and visually impaired, or pictures and videos 

with subtitles for the deaf and hard of hearing). In 

addition, the National Disability Institute (NDI) has also 

developed a “Financial Empowerment” program that 

aims to empower people with disabilities in making 

informed financial decisions that promote their financial 

stability and financial well-being.

• Australia, through the National Disability Insurance 

Agency (NDIA), provides assistance and information 

related to future financial planning for persons with 

disabilities. The Australian and New Zealand Banking 

Group also launched MoneyMinded, a financial 

education program covering topics such as skills for 

budgeting, setting aside savings, and utilizing productive 

funding. In addition, the group Autism Spectrum 

Australia also has a program in place called “Launchpad” 

which provides a financial education website portal for 

Australians who suffer from autism. 



2021 – 2025 
National Strategy on 

Indonesian Financial Literacy 
33

Development of 
Financial Literacy 

and Inclusion 
in Indonesia

Chapter 
02



Strategi Nasional 
Literasi Keuangan Indonesia 
2021 - 2025

34

      The financial literacy index 
of the Indonesian public in 

2019 stood at 38.03%, which means 
that of every 100 people about 38 
were well-literate.
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Development of Financial Literacy 
and Inclusion in Indonesia

To find out the level of public financial literacy in Indonesia, the OJK 

conducts a national survey every three years, starting from 2013, 

again in 2016, and most recently in 2019. This national survey 

provides an overview of the state of financial literacy in Indonesian society. 

In general, the level of financial literacy among the people of Indonesia 

is going up from year to year, meaning that there is a constant increase 

in the number of well literate people. A well literate person is someone 

with knowledge about and confidence in financial services institutions 

as well as financial products and services, including the features, risks 

and benefits, and rights and obligations related to financial products and 

services, and who also has the appropriate skills, attitude, and behavior in 

using these financial products and services.

2.1  Financial Literacy Index

The Indonesian public financial literacy index in 2019 stood at 38.03%, 

which means that out of every 100 people there were around 38 

well literate people. This represented a consecutive rise from the 

corresponding figures in the previous surveys, of 21.8% in 2013 and 29.7% 

in 2016. Despite these increases, the data shows that there are still many 

Indonesian people who are not yet well literate. If the 2019 financial 

literacy index data is inversed, out of every 100 people there are around 

62 people who do not have the proper knowledge, confidence, skills, 

attitudes, and behavior with regard to financial services institutions and 

formal financial products and services.

Looking at the respondent profile classifications, the financial literacy 

indices of specific groups of people in Indonesia have also increased year 

on year. For example, in terms of gender there has been an increase in 

the financial literacy index for men from 33.2% (2016) to 39.94% (2019), 

as well as for women from 25.5% (2016) to 36.13% (2019). The results 

also show that in 2019, the gap in literacy rate between men and women 

had narrowed to a difference of just 3.81% compared to the 2016 figure 

of 7.70%. Nevertheless, there is still room for improvement in the female 

financial literacy index, considering that based on the 2020 Population 

Census women account for 49.42% of Indonesia’s population, only 

marginally less than the male population percentage of 50.58%.

Men Women Gap

Graph 2.1 Financial Literacy Index 2013-2019

Graph 2.2 Financial Literacy Index by Gender
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In the 2019 National Survey on Financial Literacy and Inclusion (SNLIK), the financial literacy index was measured based 

on the strata of rural and urban areas. In each province, 1 (one) city was selected to represent the urban areas and 1 (one) 

regency was selected to represent the rural areas (except for DKI Jakarta). The results showed that the financial literacy 

index had increased from 2016 to 2019 for both rural and urban areas, but also that the rural financial literacy index in 2019 

(34.53%) remained below the overall national financial literacy index (38.03%).

Based on the financial literacy index data by province, fairly high disparities are seen in the financial literacy indices of 

individual provinces. The province with the highest financial literacy index was DKI Jakarta (59.16%) and the lowest was East 

Nusa Tenggara (27.82%). There were 13 provinces with a financial literacy index above the overall national financial literacy 

index (38.03%), namely Aceh, Riau, South Sumatra, Riau Islands, DKI Jakarta, Central Java, DI Yogyakarta, East Java, Banten, 

Bali, East Kalimantan, North Sulawesi, and Central Sulawesi, while the other 21 provinces fell below the overall national 

financial literacy index.

2019

41,41%

Graph 2.3 Financial Literacy Index by Regional Strata

33,20%

20162019

34,54%

2016

23,90%

Rural Urban
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To map the level of financial literacy based on occupation, the percentage of financial literacy is calculated by comparing the 

number of well literate respondents with the total number of respondents for each type of work. The results showed a rise in 

the percentage of financial literacy for all types of work classification from 2016 to 2019, with the greatest increase among 

retirees (up 19.16%) and the smallest increase among the unemployed (up 5.68%). The work classification farmer/fisherman 

was not included in the 2016 SNLIK.

Graph 2.4  Financial Literacy Percentage by Occupation
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The percentages of financial literacy according to age 

classification seen in the 2019 SNLIK showed the same 

patterns as those in the 2016 SNLIK, in that the 26-

35 age group had the highest percentage of financial 

literacy, followed by the age groups of 18-25, 36-50, 

and over 50. The 15-17 age group had the lowest 

percentage of financial literacy in both the 2016 and 

2019 SNLIK.

From 1971 to 2020, the proportion of Indonesia’s 

productive age population (15-64) continued to rise. 

In line with this, efforts to increase literacy in the 

productive age group need to be further intensified 

so they can be utilized for economic progress and to 

improve the well-being of the Indonesian people.

15-17 

18-25

26-35

36-50 

above 50

Graph 2.5  Financial Literacy Percentage by Age
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Graph 2.6  Population Composition by Age Group, 1971 – 2020

Source: BPS – Statistics Indonesia, 2021
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In terms of education, percentages of financial literacy 

reflected the level of education of the respondents. While 

the percentage of financial literacy for every level of 

education increased from 2016 to 2019, the percentages 

for respondents who didn’t attend school/didn’t complete 

elementary school, only graduated from elementary school, 

and only graduated from junior high school still fell below the 

overall national financial literacy index (38.03%).

Based on Socio-Economic Status (SES), respondents are 

classified into 5 (five) groups namely SES A, B, C, D, and E. The 

five groups are defined as follows:

• SES A:  Expenditure per month above Rp3.500.000,-

• SES B:  Expenditure per month between Rp2.500.000, and  

 Rp3.500.000,-

• SES C:  Expenditure per month between Rp1.500.000,-  

 and Rp2.499.999,-

• SES D:  Expenditure per month between Rp500.000,- and  

 Rp1.499.999,-

• SES E:  Expenditure per month below Rp500.000,-

The graph below illustrates that the higher the SES level, the 

greater the percentage of financial literacy. 
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Graph 2.7   Financial Literacy Percentage by Education Level
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Graph 2.8   Financial Literacy Percentage by Socio-Economic Status 
(SES)
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Financial 
Products/Services 
most familiar to 
the Indonesian 
public

In terms of financial products/services, the three surveys from 2013, 2016 & 2019 revealed that savings products 

are those most familiar to the people of Indonesia. The next most familiar vary, but are dominated by bank products. 

Meanwhile, Islamic banking products and new products/services occupy the 5 (five) positions as least familiar to the 

public.

Table 2.1 Familiarity with Financial Products/Services

*The types and names of financial products/services may have changed in each survey in line with 
developments in the Indonesian financial services industry from year to year.

Financial 
Products/Services 
least familiar to 
the Indonesian 
public

2013 2016 2019
Savings Savings Savings

Insurance Transfers Transfers

Transfer Insurance BPJS Health Insurance

 Pawn Guarantees Pawn Loans Time Deposits

Credit Deposits Small Business Loans (KUR)

2013 2016 2019
Defined Contribution 

Pension Programs

Leasing  Leasing/Ijarah at a bank (SDB)

Mutual Funds Leasing/Ijarah, Wadiah/Mudharabah Current Account

Unit Links Stock Investment BWM Financing

Bonds Profit-Sharing Financing Fintech-Crowdfunding

Fiduciary Conventional Bonds UMi Financing

Broken down into individual financial services sectors, the financial literacy of people in Indonesia also shows an upward trend 

from year to year. The 2019 SNLIK revealed a rise in financial literacy in all sectors compared to the results of the 2016 survey. 

The sector with the highest percentage of financial literacy was banking (36.12%) and that with the lowest was Microfinance 

Institutions (MFIs) at 0.85%. The percentage of financial literacy for MFIs was not measured in the 2013 and 2016 surveys.

20162013 2019

Graph 2.9  Financial Literacy Percentage by Financial Services Sector
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As stated in SEOJK 30/SEOJK.07/2017 concerning the Implementation of Activities to Improve Financial Literacy 

in the Financial Services Sector, among the parameters to measure the level of financial literacy are attitudes and 

behaviors in decision making and financial planning in order to achieve financial well-being. In the 2019 SNLIK, 

measurements were made on several indicators that describe the attitudes and behaviors of respondents in decision 

making and financial planning. From a total of 12,773 respondents, 11,345 (88.82%) stated that they had financial goals. 

The survey results indicated that there has been a change in the behavioral pattern of people in Indonesia when it comes 

to determining financial goals. In the 2016 SNLIK survey, people seemed more oriented towards the short term, such as 

meeting basic everyday needs and surviving (69%). However, based on the 2019 SNLIK, around 39.50% of respondents 

chose preparation for old age as their 

financial goal, while only 20.68% and 

4.68% said their financial goal was 

to meet basic everyday needs and 

survive respectively. This shows that 

the majority of Indonesian people have 

begun to become oriented towards 

long-term financial planning, no 

longer merely satisfied to meet their 

everyday needs. They do, however, 

have a variety of goals, as detailed in 

the following table:

2.2  Financial Attitudes and Behaviors

Table 2.2  Financial Goals

No Financial Goal Percentage

1 Preparing for old age 39,50%

2 Paying tuition fees 25,71%

3 Merely meeting basic everyday needs 20,68%

4 Merely surviving 4,68%

5 Buying a home 4,29%

6 Paying medical costs 3,08%

7 Paying off debt 1,82%

Respondents were given several 

options regarding the efforts they are 

undertaking to reach their selected 

financial goals. Based on the 2019 

SNLIK data, the most selected 

category was saving (83.00%), 

followed by working/looking for work 

(55.70%).

Graph 2.10  Efforts to Achieve Financial Goals 
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In terms of financial competence, respondents were 

given the opportunity to rate their ability compared to 

other adults in Indonesia. The majority of respondents 

stated that they had moderate or ordinary financial 

competence compared to other adults, while quite 

a number of respondents felt that they had lower 

financial competence.

Graph 2.11  Financial 
Competence 
Compared to 
Other Adults

Very high   0,92%

High   8,91%

Moderate  56,60%

Low   23,75%

Very Low   6,55%

2.3  Financial Inclusion Index

Financial inclusion is the availability of access to various financial 

institutions, products and services in accordance with the needs 

and abilities of people in order to improve public well-being. In 

simple terms, financial inclusion refers to a condition in which every 

member of society has access to various formal financial services.

In addition to measuring the state of financial literacy among people 

in Indonesia, the OJK has also been measuring the state of financial 

inclusion through the three SNLIK, conducted from 2013 to 2019. 

The determining parameter of the financial inclusion index is the 

use of a product in the past 1 (one) year. Based on the data obtained, 

there has been an increase in the financial inclusion index from 

Graph 2.12  Financial Inclusion Index 2013-2019
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The results of the 2019 SNLIK demonstrated that the financial inclusion index had exceeded the government target of 75% by 

2019, as set out in Presidential Regulation No. 82 of 2016 concerning the National Strategy for Financial Inclusion (SNKI).

Graph 2.13  Financial Inclusion Index by Sector 2019
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year to year. The 2019 financial inclusion index of 76.19% means that out of every 100 people, there are around 76 who are 

financially included or have access to financial services.
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Currently, there is still a fairly high gap between the financial literacy index (38.03%) and financial inclusion index (76.19%), 

whereby for every 100 people there are around 76 people who are financially included but only about 38 people who are 

well literate in terms of finance. In addition, the survey also revealed that on average 2 (two) financial products/services are 

used by the public. Furthermore, when disaggregated by gender, men have slightly higher levels of financial inclusion. In 

2016, the financial inclusion index of men stood at 69.6%, rising to 77.2% in 2019, while for women it was 66.2% in 2016, 

going up to 75.2% in 2019.

The gender gap is also reflected in Global findex data released by the World 

Bank. According to the data, 56% of the adults worldwide who do not have 

a bank account are women. Globally, 72% of men have a bank account 

compared to 65% of women. This trend is similar in most developing 

countries with 67% of men and only 59% of women having a bank account. 

However, unlike most other developing countries, in Indonesia more women 

have bank accounts than men. Women and men are also relatively equal in 

the probability of having an active bank account, with women at 51% and 

men at 46%. The strong showing of women in this regard is partly thanks to 

the fact that payments in the government’s social assistance program take 

the form of cash transfers to women’s accounts from beneficiary families.

This is reinforced by data from FII in 2018 which showed that there is no 

significant gender difference for bank account ownership in Indonesia, with 

55.7% of men and 55.6% of women having a bank account. In fact, bank 

account ownership is rising more quickly among women than it is for men. 

For example, from 2016 to 2018, the number of bank account holdings 

for women grew by 23.9%, while for men the corresponding figure lagged 

at only 17.3%. Non-cash government aid has contributed to reducing the 

gender gap in bank account ownership because this aid program requires 

mothers (or women in the household) to be the main beneficiaries of the 

assistance provided. A survey released by Miscrosave in 2019 also noted 

that 96% of beneficiaries in the Non-Cash Food Assistance program were 

women, and of this amount 16% were female heads of households.

   In 2016, the 
financial inclusion 

index of men stood at 
69.6%, rising to 77.2% 
in 2019, while for 
women it was 66.2% 
in 2016, going up to 
75.2% in 2019.

2016 : 69,6%
2019 : 77,2%

2016 : 66,2%
2019 : 75,2%



2021 – 2025 
National Strategy on 

Indonesian Financial Literacy 
45

Before understanding and utilizing financial products and services, the public needs to find out about the institutions 

of the financial services industry. This can be done by imparting knowledge to the public regarding the types of formal 

and informal financial institutions in existence, identifying those financial services institutions which are licensed and 

unlicensed, and showing how to access relevant financial products and services.

2.4  Public Knowledge of the Financial Services Sector

Graph 2.14  Public Knowledge of Financial Services Institutions
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The banking industry (99.07%) is the most familiar financial industry among the public, due in part to the large number 

of banking service networks distributed across almost every corner of Indonesia. In addition, almost all the financial 

transactions needed by the public involve the financial services provided by banks. In terms of familiarity, banking is followed 

by the insurance sector, pawnshops, financing institutions, pension funds, and microfinance institutions, with the capital 

market industry (13.97%) being the least well-known industry.

To be able to use financial products and services optimally, the public needs to know the characteristics of these products 

and services. These characteristics may pertain to the features, benefits, risks, rights and obligations, costs and penalties of 

financial products and services, as well as ways to obtain them.



Table 2.3 Knowledge of Banking Product Characteristics

No Product or Service Product 
or Service 

Features

Product 
or Service 

Benefits

Product 
or Service 

Risks

Consumer 
Rights

Consumer 
Obligations

Costs Fines How to 
Obtain the 
Product or 

Service

1 Savings 56,24% 63,11% 30,42% 42,57% 37,74% 34,43% 15,49% 28,51%
2 Wadiah or Mudharabah 

Savings
40,44% 55,05% 28,25% 36,49% 32,40% 28,67% 14,13% 23,18%

3 Time Deposits 37,70% 47,9%3 29,48% 33,19% 29,62% 26,85 12,39% 18,97%
4 Mudharabah Deposits 46,87% 65,27% 31,62% 37,99% 33,38% 41.40% 13.10% 29,09%
5 Current Account 42,53% 61.28% 41,07% 42,68% 49,51% 40,76% 34,83% 34,21%
6 Wadiah or Mudharabah 

Current Account
41,84% 58,04% 40,15% 42,40% 45,06% 35.99% 30,07% 29,99%

7 Transfer or remittance 
between bank accounts

41,80% 60,37% 35,87% 43,06% 46.06% 37,44% 28,83% 31,37%

8 Credit/Financing with 
collateral (collateral)

45,13% 62,12% 38,14% 41,80% 45,42% 35,15% 28,91% 33,47%

9 Financing without 
collateral (e.g. 
Unsecured Loan/KTA 
and credit cards)

41,07% 60,89% 40,87% 44,93% 46,62% 37,69% 30,24% 32,14%

10 Small Business Loans 
(KUR)

40,61% 61,35% 46,22% 47,80% 53,22% 46,56% 44,07% 34,93%

11 Islamic Small Business 
Loans

40,03% 5,95% 3,37% 4.08% 3,95% 3,61% 2,52% 4,15%

12 Home Loans/Mortgages 
(KPR/KPA)

49,54% 50,46% 37,61% 30,28% 32,11% 26,61% 18,35% 29,36%

13 Islamic Home Loans/
Mortgages

48,28% 55,86% 31,03% 31,72% 31,03% 29,66% 19,31% 39,31%

14 Micro Credit/Financing 
(MSME Credit)

46,15% 51,75% 35,66% 38,46% 32,87% 27,27% 21,68% 28,67%

15 Islamic Microfinancing 42,25% 49,30% 37,32% 30,99% 32,39% 24,65% 20,42% 26,76%
16 Auto Loans (KKB, KKM) 

from banks
45,76% 52,54% 39,83% 35,59% 33,90% 27,12% 18,64% 22,03%

17 Auto Loans from Islamic 
banks

44,64% 50,24% 37,92% 38,56% 43,04% 35,20% 24,48% 25,44%

18 Profit Sharing Loans 
(Mudharabah, 
Musyarakah, MMQ)

56,10% 62,72% 41,81% 42,16% 41,46% 37,28% 25,09% 27,87%

19 Islamic Lease Financing 53,98% 60,18% 43,36% 45,13% 42,48% 29,20% 26,11% 28,32%
20 Islamic Trade Financing  

(Murabahah, Salam, 
Istishna)

45,65% 56,13% 42,29% 41,11% 41,90% 34,39% 27,08% 26,09%

21 Pawning/Rahn from 
Islamic banks

43,50% 52,47% 43,50% 41,26% 41,26% 35,87% 22,87% 25,56%

22 Leasing/Ijarah at a bank 
(safe deposit box)

46,85% 63,96% 42,34% 28,83% 30,63% 26,13% 14,41% 27,03%
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No Product or Service Product 
or Service 

Features

Product 
or Service 

Benefits

Product 
or Service 

Risks

Consumer 
Rights

Consumer 
Obligations

Costs Fines How to 
Obtain the 
Product or 

Service

1 Life Insurance 35,68% 55,35% 27,96% 37,35% 38,15% 32,36% 19,10% 24,27%
2 Life Insurance with 

Investment (Unit Link/
Bancassurance)

38,08% 51,63% 31,27% 33,92% 35,69% 25,98% 16,14% 24,34%

3 Education Insurance 40,16% 62,34% 30,39% 38,87% 40.75% 35,08% 20,06% 25,85%
4 Health Insurance (other 

than BPJS Health)
48,05% 69,27% 37,56% 50,47% 50,72% 42,70% 29,14% 32,56%

5 TLO or all risk/
comprehensive insurance 
for Motor Vehicles

38,06% 52,11% 35,88% 40,79% 40,52% 32,06% 24,97% 24,15%

6 Property Insurance/
Fire Insurance (including 
homes and their 
contents, kiosks/shops/
home-shops, and other 
properties)

35,81% 62,15% 36,02% 39,35% 39,25% 32,04% 22,69% 24,73%

7 Personal Accident 
Insurance

36,73% 59,45% 28,52% 38,53& 36,12% 30,47% 16,84% 26,00%

8 Travel Insurance 42,83% 61,98% 35,02% 43,60% 39,56% 33,74% 19,85% 26,18%
9 Agricultural/Fisherman/

Livestock Insurance 
(example: Rice Farm 
Insurance (AUTPP), Cattle 
Business Insurance 
(AUTS), Fisherman 
Insurance

33,33% 54,88% 32,66% 31,65% 30,64% 26,94% 12,46% 26,60%

10 Micro Insurance 
(SiJempol, SiPeci)

37,69% 44,62% 31,54% 30,77% 35,36% 26,92% 20,00% 21,54%

No Product or Service Product 
or Service 

Features

Product 
or Service 

Benefits

Product 
or Service 

Risks

Consumer 
Rights

Consumer 
Obligations

Costs Fines How to 
Obtain the 
Product or 

Service

1 Car or Motorcycle 
Financing/Leasing

37,07% 54,70% 37,93% 42,39% 48,94% 44,88% 40,93% 33,23%

2 Credit for Electronic 
Goods and Household 
Appliances

40,53% 62,47% 43,32% 49,02% 54,78% 48,52% 41,49% 40,26%

Table 2.4 Knowledge of Insurance Product Characteristics

Table 2.5 Knowledge of Financing Institution Product Characteristics
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No Product or Service Product 
or Service 

Features

Product 
or Service 

Benefits

Product 
or Service 

Risks

Consumer 
Rights

Consumer 
Obligations

Costs Fines How to 
Obtain the 
Product or 

Service

1 Defined Benefit Pension 
Program (Taspen, Asabri, 
Dapen, Plantation, 
Dapen Telkom, etc.)

39,47% 70,68% 28,77% 41,51% 38,05% 27,04% 16,75% 32,00%

2 Defined Contribution 
Pension Program (DPLK 
Mandiri, DPLK Manulaife, 
DPLK BRI, etc.)

41,67% 61,73% 35,19% 38,58% 36,11% 26,23% 16,67% 25,93%

Table 2.6 Knowledge of Pension Fund Product Characteristics

No Product or Service Product 
or Service 

Features

Product 
or Service 

Benefits

Product 
or Service 

Risks

Consumer 
Rights

Consumer 
Obligations

Costs Fines How to 
Obtain the 
Product or 

Service

1  Loans with Pawn Goods 
/ Rahn / Marhun Bih 
(Jewellery, Electronic 
Goods, etc.)

58,27% 32,84% 23,38% 23,19% 24,67% 22,04% 20,26% 17,83%

2 Loans with Fiduciary 
(moved goods that are 
pawned can still be used 
by customers)

32,48% 64,28% 49,53% 48,85% 51,69% 43,84% 33,83% 36,54%

3 Investment in Gold/
Precious Metals

37,51% 61,00% 34,36% 35,27% 35,44% 29,05% 16,43% 29,05%

No Product or Service Product 
or Service 

Features

Product 
or Service 

Benefits

Product 
or Service 

Risks

Consumer 
Rights

Consumer 
Obligations

Costs Fines How to 
Obtain the 
Product or 

Service

1 Stocks 29,06% 43,52% 28,52% 28,98% 27,03% 23,91% 11,17% 18,83%
2 Mutual Funds 34,85% 43,94% 32,03% 32,47% 31,39% 27,92% 14,94% 19,91%
3 Bonds/Sukuk (SUN, ORI, 

SukRI, SBN, SBR)
42,13% 49,54% 35,65% 31,48% 26,85% 23,61% 12,50% 27,78%

Table 2.7 Knowledge of Pawnshop Product Characteristics

Table 2.8 Knowledge of Capital Market Product Characteristics
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No Product or Service Product 
or Service 

Features

Product 
or Service 

Benefits

Product 
or Service 

Risks

Consumer 
Rights

Consumer 
Obligations

Costs Fines How to 
Obtain the 
Product or 

Service

1 Savings/Loans – MFI 41,09% 55,69% 39,11% 42,33% 40,84% 36,39% 24,26% 22,52%

2 Savings/Loans – MFI 
Cooperative

39,02% 57,32% 39,48% 46,04% 45,43% 37,65% 29,27% 28,66%

3 Savings/Loans – Baitul 
Maal wa Tamwil (BMT)

34,07% 56,64% 37,61% 39,82% 40,27% 34,07% 24,34% 31,86%

4 Micro Waqf Bank 
Financing

43,53% 42,35% 35,29% 41,18% 40,00% 30,59% 14,12% 18,82%

Table 2.9 Knowledge of Microfinance Institution Product Characteristics

No Product or Service Product 
or Service 

Features

Product 
or Service 

Benefits

Product 
or Service 

Risks

Consumer 
Rights

Consumer 
Obligations

Costs Fines How to 
Obtain the 
Product or 

Service

1 Savings/Loans with 
Savings and Loans 
Cooperatives (Non-MFI)

41,80% 61,67% 44,19% 48,43% 51,79% 38,00% 33,33% 37,17%

2 Fintech – Online Loans 
(as an investor)

41,55% 49,86% 46,13% 36,39% 38,40% 38,11% 26,65% 24,64%

3 Fintech – Peer to Peer 
Lending

29,60% 39,76% 32,19% 26,16% 26,85% 23,58% 21,00% 25,82%

4 Fintech – Online Loans 
(as a borrower)

38,67% 52,00% 36,00% 29,33% 32,00% 24,00% 16,00% 29,33%

5 Payment accounts via 
mobile phones (GoPay, 
OVO, LinkAja, etc.)

52,95% 72,73% 34,50% 40,71% 39,38% 37,16% 14,52% 37,86%

6 Electronic money 
(E-Money, Brizzi, Flazz, 
TapCash, etc.)

47,54% 66,44% 29,75% 31,10% 31,88% 24,72% 12,64% 28,97%

7 Micro Capital Service 
Unit (ULaMM) Loans

34,97% 58,28% 47,85% 46,63% 47,85% 43,56% 35,58% 34,36%

8 Mekaar Micro Loans 
(Mekaar = Building 
a Prosperous Family 
Economy)

31,98% 67,21% 46,61% 43,90% 53,12% 37,13% 31,44% 38,21%

9 Ultra-Micro (UMi) 
Financing

31,48% 57,41% 18,52% 18,52% 20,37% 12,96% 7,41% 12,96%

Table 2.10 Knowledge of Other Formal FSI Product Characteristics

Knowledge related to formal financial services institutions, as well as an understanding of the characteristics of formal 

financial services and products, need to be complemented by an ability to perform calculations. Based on the results of the 

2019 survey, as many as 91.87% of the respondents were able to perform simple arithmetic calculations, while only 24.00% 

understood the concept of monetary value, and 41.55% comprehended the concept of interest.
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Graph 2.15  Ability to Calculate

Simple Arithmetic
“If 5 brothers are given Rp100,000 in money, and they have 

to divide the money equally, how much money will each 
receive?”
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Understanding the Concept of Monetary Value
“If the five brothers have to wait for 1 year to get their share 
of money (assuming the inflation rate next year is the same 

as now), then they will be able to buy? (more, the same 
amount, less, depends on the goods purchased)”

Understanding the Concept of Interest
“If you save Rp100,000 at an interest rate of 2% per year, 

how much will you have in your savings account at the end 
of the first year? (assuming you don’t deposit or withdraw 

money)”
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41,55%
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The public also needs to have 

confidence in financial services 

institutions before using financial 

products and services. Based on the 

2019 survey, the public has relatively 

high confidence in the banking, 

pawnshop, and insurance sectors, with 

a confidence level of 82.55%, 21.91%, 

and 10.44%, respectively. In contrast, 

public confidence in the capital 

market sector remains weak compared 

to other financial sectors, with a 

confidence level of a mere 1.24%, as 

seen below.

Graph 2.16  Confidence in Financial Services Institutions (FSI)
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The ultimate goal of financial literacy and inclusion is the financial well being of the population. One of the 

characteristics of financial well being is financial resilience. Financial resilience refers to the ability of a person to 

overcome a variety of financial problems and shocks that may arise.

In the International Survey of Adult Financial Literacy, organized by the Organization for Economic Cooperation and 

Development (OECD), involving 1,000 respondents in Indonesia, 51.90% of respondents said they were confident in their 

ability to plan for their post-retirement finances. In addition, 51.80% of respondents stated that they had faced major 

expenditures (equivalent to a month’s income) and 

dealt with it without getting assistance (borrowing). In 

terms of time periods of financial resilience, the majority 

of respondents stated that they would only be able 

to survive for less than 1 month if they lost their main 

source of income, without borrowing money or moving 

home. Only about 8.60% of respondents said they 

would be able to survive for more than 6 months if they 

lost their main source of income. These results indicate 

that there are still many Indonesians who lack good 

financial planning skills, especially when it comes to 

setting aside funds for an emergency.

2.5   Financial Resilience

Table 2.11 Financial Resilience Time Periods

No Time Period

Financial Resilience in the 
event of Loss of Main Source 

of Income (without borrowing 
money or moving house)

1 Less than a week 19,20%
2 Between 1 week – 1 month 26,80%
3 Between 1 month – 3 months 18,00%
4 Between 3 months – 6 months 5,80%
5 More than 6 months 8,60%
7 Don’t know 19,90%
8 Refused to Answer 1,70%

An important aspect of financial resilience is financial 

planning to meet the needs of old age. Generally, when 

someone gets older or retires, their income declines. 

Therefore, financial planning is required while they 

are still actively working to meet their post-retirement 

needs.

Based on the 2019 SNLIK, the strategies that most 

people use to meet their old age needs are to keep 

working (7.75%), withdraw savings (5.86%), and rely 

on business income (2.77%). Only 0.08% of people 

take advantage of the sale of financial assets. In fact, 

if properly managed, financial assets can provide 

people with passive income. The low level of utilization 

of financial assets is exacerbated by a low level of 

confidence in financial planning capabilities. Only 5.25% 

of people are confident of being able to manage their 

finances after retirement.

Withdraw savings

Keep working

Rely on business revenue

Disburse pension benefits from 
the government (Taspen and 

BPJS Employment)

Disburse pension benefits from 
employers (DPPK)

Disburse pension benefits from 
financial institutions (DPLK)

Sell financial assets (stocks, 
bonds or mutual funds)

Sell non-financial assets (cars, 
property, jewellery, antiques, 

etc.)

Rely on the income generated 
from assets

Rely on health insurance (BPJS 
Health)

Rely on partner

Rely on children or other family 
members

Graph 2.17  Methods to Meet the Needs of Old Age
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Graph 2.18  Confidence in Financial Planning Competence after Retirement/Old Age
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To find out whether or not there is a relationship between financial literacy and financial access, a correlation test was 

conducted between the financial literacy index and the financial inclusion index using the 2019 SNLIK data. Information 

gleaned from the test revealed that financial literacy is in fact positively correlated with financial inclusion, which means 

that the higher the level of financial literacy, the higher the level of financial inclusion.

2.6  Effects of the Public Financial Literacy Level on the 
 Expansion of Financial Access

Table 2.12 Correlation of Financial Literacy and Inclusion 

 
Correlation 
(Individual)

Correlation 
(Provincial)

Composite 0,376 0,538

Conventional 0,369 0,533

Islamic 0,465 0,934

To map the level of financial literacy and inclusion in the 

provinces of Indonesia, a Cartesian diagram was drawn up, as 

shown below. The financial literacy and inclusion index for each 

province was mapped by placing each province in one of (four) 

quadrants with the national financial literacy and inclusion 

indices as the separators. Quadrant 1 (in green) contains 

provinces with both a financial literacy and financial inclusion 

index above the national index. Quadrant 2 (bottom yellow) 

contains the only province (Central Java) with a financial literacy 

index above the national index, but a financial inclusion index 

below the national index. Quadrant 3 (top yellow) contains 

provinces with a financial inclusion index above the national 

index, but a financial literacy index below the national index. 

Meanwhile, quadrant 4 (red) contains provinces with both a 

financial literacy and financial inclusion index below the national 

index. It is clear that there are still gaps in the financial literacy 

and financial inclusion indices between provinces in Indonesia. 

This is most pronounced between DKI Jakarta and the other 

provinces. DKI Jakarta has the highest rate of financial literacy 

and inclusion, with its distance from the other provinces on the 

diagram underlining this disparity.
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Graph 2.19  Financial Literacy and Inclusion Index by Province
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In choosing financial products and services, the people of Indonesia, spread as they are across multiple provinces, have 

different preferences. Nonetheless, most people tend to use bank products and services, followed by those linked to other 

formal FSI. Banten is the only province where this order of preference is reversed , with other formal FSI products and services 

more preferred than those in the banking sector. The financial products and services least preferred by Indonesians tend to be 

those related to pension funds.

2.7  Public Preferences for Financial Products and Services

Graph 2.20  Financial Product and Service Preferences
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To facilitate public access to financial products and services, various channels/media options are available, known 

as delivery channels for financial products and services. In the 2019 SNLIK, the percentage of respondents who 

had knowledge of delivery channels, as well as the percentage of respondents who used delivery channels, were 

calculated. The survey results showed that the delivery channel most familiar and utilized by respondents are Automated 

Teller Machines (ATM). This was in contrast to the results of the previous survey which indicated that offices of Financial 

Services Institutions (FSI) were the delivery channel most familiar and utilized by people in Indonesia. This thus demonstrates 

a change in people’s behavioral patterns when it comes to accessing financial services, in that people now rarely come to FSI 

offices to take advantage of financial products because there are so many products that can be used through digital media. 

In addition, the acceleration of the provision of ATM machines in various regions by Financial Services Providers (FSPs) in the 

banking sector has boosted public familiarity with and use of ATMs.

2.8 Delivery Channels for Financial Products and Services

Graph 2.21  Knowledge and Use of Delivery Channels
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In terms of gender, both men and 

women opted for ATMs as their 

number one preferred means of 

conducting financial transactions. 

Meanwhile, online trading was the 

least preferred delivery channel 

chosen by both the male and female 

groups of respondents.

Graph 2.22  Financial Transaction Delivery Channel Users by Gender
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In terms of education, ATMs were the most preferred choice for conducting financial transactions by groups with a tertiary (D1/

D3/D4/S1/S2/S3), junior high school, and senior high school education level. The data showed that the tertiary education 

level group also had a greater tendency to access digital forms of delivery channels compared to the groups with other 

education levels.

Graph 2.23  Financial Transaction Delivery Channel Users by Education Level

Graph 2.24  Financial Transaction Delivery Channel Users by Expenditure
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People’s preference for using ATMs as their delivery channel of choice for conducting financial transactions was seen across 

all expenditure groups in society. Meanwhile, delivery channels in digital form, such as mobile applications and internet 

services, were more preferred in the higher spending groups.

In short, the data from the 2019 SNLIK revealed that there had been a change in preference for using delivery channels 

to conduct financial transactions compared to the results of the 2016 SNLIK, in that more people chose ATMs as their top 

preference as opposed to FSI offices. Furthermore, it turned out that the level of preference for digital delivery channels 

corresponds quite strongly to a person’s level of education and spending.

Source: Financial Services Authority (OJK), 2019

Source: Financial Services Authority (OJK), 2019
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      There is still room for efforts to 
improve public understanding 

about Islamic financial services/
products in Indonesia, such that 
Islamic financial education should be 
accelerated through various policy 
mixes utilizing information technology 
and strategic alliances.”
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Literacy and Inclusion in the Islamic 
Financial Services Sector

As the country with the largest Muslim population in the world, Indonesia has the potential to become a global Islamic 

economic and finance center. This is reflected in Indonesia’s position on the 2020 Islamic Finance Development 

Indicator (IFDI) index - an index used to measure the development of the Islamic finance industry - in which it ranks 

second in the world. Even earlier, in 2019, the Global Islamic Finance Report (GIFR) placed Indonesia’s Islamic Finance Country 

Index (IFCI) first in terms of developing Islamic finance.

3.1  Development of Indonesian Islamic Finance

Country Ranking IFDI 2020 Quantitative 
Development

Knowledge Governance Awareness CSR

Malaysia 1 111 94 185 86 149 41

Indonesia 2 72 27 181 67 60 23

Bahrain 3 67 38 68 88 103 38

United Arab Emirates 4 66 31 67 79 91 60

Saudi Arabia 5 64 59 52 41 50 119

Jordan 6 53 14 75 51 29 99

Pakistan 7 51 18 80 74 53 31

Oman 8 45 14 46 66 73 25

Kuwait 9 43 48 13 63 48 42

Qatar 10 38 28 19 63 52 29

Brunei 11 36 13 44 54 61 9

Maldives 12 34 22 21 70 22 34

Nigeria 13 32 5 26 60 17 51

Sri Lanka 14 30 11 36 42 11 48

Syiria 15 28 31 15 45 14 36

Global Average 11 6 11 14 17 7

Table 3.1 Islamic Finance 
Development Indicator (IFDI) 2020

During the Covid-19 pandemic, the performance of the 

Islamic finance industry has remained positive. According 

to data as of December 2020, the value of Islamic financial 

assets stood at Rp1,801.40 trillion with a total market share 

of 9.72%, made up of Islamic banking, Islamic NBFIs, and 

the Islamic capital market contributing 33.80%, 6.46%, 

and 59.74% respectively. During the pandemic, the value 

of Indonesia’s Islamic financial assets grew 22.71% (yoy) 

to Rp1,801.40 trillion, up from the previous year’s growth 

of Rp1,468.07 trillion. The Islamic capital market, which 

accounted for the largest share of Islamic financial assets 

(59.74%), was the highest growth sector at a rate of 30.58% 

Islamic Finance Development Report 2020 : Indonesia ranks 2nd in the Islamic finance development indicator
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   Islamic banks resulting from mergers 
have a good opportunity to enlarge their 

economies of scale so that they can contribute 
significantly to the national economy.

Graph 3.1 Market Share of Islamic Finance
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(yoy). Islamic banking, with accounted for 33.80% of total 

Islamic financial assets, grew positively at a rate of 13.11% 

(yoy). Meanwhile, Islamic NBFIs, which accounted for 6.46% 

of total Islamic financial assets, recorded growth of 10.15% 

(yoy).

The growth in the value of Islamic financial assets is 

intrinsically tied to several strategies for developing the 

Islamic finance industry. In terms of Islamic banking, the 

merger of Islamic banks represents an important consolidation 

of momentum for Islamic banking by creating Islamic banks 

with strong levels of capital which are able to compete in the 

national banking industry. In addition, Islamic banks resulting 

from mergers have a good opportunity to enlarge their 

economies of scale so that they can contribute significantly to 

the national economy.

In terms of the Islamic capital market, in 2020 the OJK 

launched the 2020 – 2024 Islamic Capital Market Roadmap. 

This roadmap serves as a guideline for the OJK and related 

stakeholders to bring about the accelerated development of 

the Islamic capital market. This Roadmap strategy consists of 

the following four main policy directions; developing Islamic 

capital market products; strengthening and developing the 

Islamic capital market infrastructure; improving literacy and 

inclusion in the Islamic capital market; and boosting synergies 

with stakeholders. As for product development, Article 300 of 

Law Number 11 of 2020 concerning Job Creation contains the 

provision that the issuance of regional sukuk (Islamic bonds) 

be covered by a strong legal framework. This provision provides 

regional governments with the authority to obtain funding 

through regional sukuk with the approval of the Minister of 

Finance. The development and achievements of the Islamic 

capital market to date are the result of synergies between 

the OJK and relevant ministries, institutions, associations, 

universities/colleges, industry players, as well as various 

communities at the societal level, through numerous outreach 

and education activities as well as by means of other strategic 

policy mixes.

In 2020, the Covid-19 pandemic inevitably also had an 

impact on the Islamic NBFI industry. The spread of Covid-19, 

both directly and indirectly, was a factor in the diminished 

performance of the financial industry in general. Moreover, 

many debtors and/or customers had their businesses 

negatively affected, also resulting in a drop in economic 

capacity. This caused the asset values of several industrial 

sectors to contract, including Islamic Life Insurance Companies 

(3.12%), Islamic Financing Companies (23.4%), Islamic Venture 

Capital Companies (1.39%), Islamic Infrastructure Financing 

Companies (12.80%), Employer Pension Funds – Islamic 

Defined Contribution Pension Programs (11.74%), and Islamic 



2021 – 2025 
National Strategy on 

Indonesian Financial Literacy 
61

Pawnshops (5.18%). However, by the end of 2020, Islamic 

NBFIs as a whole still recorded growth, both in terms of 

assets and the number of entities.

In terms of assets, Islamic NBFI assets were valued at 

Rp116.28 trillion with total asset growth of 10.15% (yoy). 

In addition, there was a rise in the number of Islamic NBFI 

business entities as a whole. At the end of 2020, there were 

202 Islamic NBFI entities, comprised of 111 companies that 

operate fully according to Islamic principles (full-fledged) 

and 91 Islamic business units. The largest addition of entities 

occurred in the Islamic Microfinance Institution industry, rising 

from 75 institutions in 2019 to 80 in 2020. To encourage 

optimization of the performance of non-bank financial services 

institutions, maintain financial system stability, and support 

economic growth during the Covid-19 pandemic, the Financial 

Services Authority (OJK) issued a countercyclical policy on the 

impact of the spread of Covid-19 while continuing to heed the 

precautionary principle. This policy was deemed necessary 

given that the Covid-19 pandemic is projected to continue 

having a negative impact on Islamic non-bank financial services 

institutions and debtors into 2022.

The OJK measured the Islamic financial literacy and inclusion indices for the first time in 2016. Reflecting its 

commitment to continue encouraging the Islamic financial services sector in Indonesia, in the 2019 National Survey 

on Financial Literacy and Inclusion (SNLIK) the OJK again conducted a survey on the Islamic financial literacy and 

inclusion indices. The Islamic financial literacy and inclusion indices are among the indicators of the level at which people 

in Indonesia understand and use/have access to Islamic financial products/services, especially in Islamic banking, the 

Islamic capital market, and Islamic NBFIs. As such, the Islamic financial literacy and inclusion indices should serve as a useful 

reference in formulating appropriate strategy mixes to develop the Islamic finance industry in Indonesia.

3.2  Islamic Financial Literacy and Inclusion

In composite terms, the Islamic financial literacy index in 

2019 went up to 8.93% from 8.1% in the previous survey 

period in 2016. This means that out of every 100 residents 

in Indonesia, there are only around 8 people who have 

knowledge of the Islamic financial services industry. This 

figure is far below the composite average financial literacy 

level of 38.03%.

In terms of regional variation, the Islamic financial literacy 

index showed differing results from one province to another. 

Graph 3.2 Conventional and Islamic Financial Literacy Index 
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DKI Jakarta had the highest Islamic financial literacy index of 34.03%, while 

the province of North Kalimantan had the lowest Islamic financial literacy 

index of 0.79%, meaning that the people of North Kalimantan are the least 

well literate in the country when it comes to Islamic financial products and 

services.

As to the level of Islamic financial 

inclusion, this fell from 11.1% to 9.1%, 

while the corresponding figure for 

conventional financial institutions stood 

at 76.19%. As such, there is still room for 

efforts to increase public understanding 

of Islamic financial products/services 

in Indonesia. To this end, education on 

Islamic finance should be expedited by 

means of various policy mixes with the use 

of information technology and strategic 

alliances.

Graph 3.3 2019 Islamic Financial Literacy Index in Various Provinces
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are needed to improve Islamic financial 
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majority of the population is Muslim.
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In terms of regional variation across the 34 provinces in Indonesia, the 

Islamic financial inclusion index in DKI Jakarta showed that for every 100 

people, around 36 use Islamic finance products and services. In contrast, 

the provinces of North Kalimantan and Gorontalo shared the lowest Islamic 

financial inclusion index of 0.26%, meaning that extremely few people in these 

Graph 3.5 2019 Islamic Financial Inclusion Index in Various Province
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   Since 2020, the proportion 
of Islamic finance education 

is at least 30% of the total 
financial education activities

Based on the data on the level of Islamic 

financial inclusion throughout Indonesia, it 

can be concluded that the Islamic financial 

inclusion index is generally higher than the 

Islamic financial literacy index. Furthermore, 

out of 34 provinces in Indonesia, 21 have 

levels of Islamic financial literacy and 

inclusion below the national levels.

In order to strengthen Islamic financial 

literacy, the OJK has implemented various 

strategy mixes, including increasing the 

frequency of Islamic financial education 

activities and Training of Trainers programs, 

both offline and online. As of September 

10, 2021, the proportion of Islamic financial 

education stood at 46.7%, a significant 

increase from the corresponding proportion 

in 2020 of only 13.6%. In addition, starting 

in 2021 the proportion of Islamic financial 

education forms at least 30% of total 

financial education activities. This reflects 

the OJK’s institutional leadership when it 

comes to encouraging relevant stakeholders, 

in particular Financial Services Businesses, 

to step up their Islamic financial education 

programs.

Islamic financial education is also carried 

out through digital media including by 

utilizing social media, collaborating with 

influencers, using podcasts, and producing 

and placing Public Service Advertisements. 

In addition, the OJK also regularly organizes 

the iB Vaganza and Gebyar Safari Ramadhan 

events which are held simultaneously by 
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35 Regional Offices/OJK Offices across Indonesia. All of these 

Islamic financial education activities are further complemented 

by strategic alliances between the OJK and related Ministries/

Institutions, Financial Services Businesses, as well as various 

religious communities.

In addition, the OJK has also strengthened the infrastructure of 

Islamic financial literacy and education through the rebranding 

of Keluarga Sikapi, a family icon that has a unique personality 

and plays a different role in communicating financial 

information to suit certain age groups and communities. 

Keluarga Sikapi has also been made in an animated video 

format, including two Islamic-based series called Tabungan 

Emas and Tabungan Haji.

Various financial literacy book series, both formal and non-

formal, have been put together for various segments. These 

include pocket books for prospective brides, and literacy book 

series for Early Childhood Education institutions, Elementary 

Schools, Junior High Schools, Senior High Schools and 

Universities/Colleges. Except for the Early Childhood Education 

literacy series, all the literacy book series contain Islamic 

finance-related material. In addition, the OJK has also published 

a book series of Islamic business and finance-themed Sermons 

(Khutbah) to be delivered by religious leaders.

In order to increase the reach of financial education 

programs, and taking into account Indonesia’s demographic 

profile in which the majority of the population are 

millennials or from generation Z - who tend to be 

technologically literate, in 2021 the OJK will develop 

a Financial Education Learning Management System 

(LMS) with two main functions. It is to serve as a means 

of independent learning and also as a repository for 

educational materials. Through this LMS, the efforts of 

strategic alliances to accelerate the level of financial literacy 

are expected to become more effective, efficient, and wide-

reaching.

Other efforts undertaken to strengthen Islamic financial 

inclusion involve Micro Waqf Banks (BWM) and the 

digitalization of these BWM, iB Student Savings, Credit/

Financing Against Moneylenders (K/PMR), MSME down 

streaming through the UMKMMU/MSMEMU platform, 

Islamic-based Joint Funding Fintech, and securities offered 

through technology-based crowdfunding services (securities 

crowdfunding). The overall development of Islamic financial 

products and services is expected to expand public access 

to these products and services, ultimately raising the asset 

value and market share of Islamic finance.

Based on the results of the 2019 National Survey on Financial Literacy and Inclusion, the Islamic financial literacy index 

increased to 8.93% in 2019. When viewed by industry sector, the Islamic banking industry had the highest Islamic 

financial literacy index - of 7.92% - in comparison to the other Islamic finance industries, as seen below. 

3.3   Islamic Financial Services Industry

Table 3.2 Percentage of Islamic Financial Literacy by Financial Services  
     Sector

Islamic Financial Services 
Sector

Islamic Financial Literacy

2016 2019

Banking 6,63% 7,92%

Insurance 2,51% 3,99%

Pension Fund 0,0% 2,97%

Financing Institutions 0,19% 4,01%

Pawnshops 1,63% 4,51%

Capital Market 0,02% -

Microfinance Institutions - 0,25%

After the Islamic banking industry, the Islamic pawnshop 

industry and Islamic financing institutions had the 

next highest rates of financial literacy, at 4.51% and 

4.01% respectively. These were followed by the Islamic 

insurance industry with a financial literacy rate of 

3.99%, Islamic pension funds at 2.97%, and Islamic 

microfinance institutions at a mere 0.25%. The largest 

improvement in the Islamic financial literacy index 

occurred among Islamic financing institutions, jumping 

from 0.19% in 2016 to 4.01% in 2019.
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Wadiah/mudharabah savings products were the most popular Islamic financial products among the public with 

23.92% of people knowing about them and 8.63% using them. Other popular products include Islamic KUR (small 

business loans), Islamic motor vehicle financing, and Islamic home ownership financing. On the other hand, Micro 

Waqf Bank (BWM) financing products were not very familiar to the public.

3.4   Public Preferences for Islamic Financial Products and  
   Services

Table 3.3 Public Knowledge and Use of Islamic Financial Products and Services

Islamic Financial Product/Service Knowledge Use

Wadiah/Mudharabah Savings 23,02% 8,63%

Mudharabah Term Deposit 1,14% 0,02%

Wadiah/Mudharabah Current Account 0,85% 0,03%

Islamic KUR (Small Business Loans) 4,89% 0,26%

Islamic Home Ownership Financing 2,25% 0,08%

Islamic Microfinance 1,77% 0,03%

Islamic Motor Vehicle Financing 3,96% 0,08%

Profit Sharing Financing 1,12% 0,03%

Islamic Lease Financing 1,11% 0,00%

Islamic Sale and Purchase Financing 0,92% 0,02%

Pawning/Rahn 1,75% 0,05%

Rental/Ijarah 0,87% 0,01%

BMT Savings 1,77% 0,05%

BWM Financing 0,67% 0,02%

In general, public knowledge regarding Islamic 

financial products and services remains relatively 

low. In terms of their specific characteristics, 

the average understanding of the benefits of 

Islamic financial products and services ranks 

highest at 52.44%, followed by knowledge of 

their features at 44.86%, and then the rights 

and obligations related to them, at 35.84% and 

35.66% respectively. After that comes knowledge 

of the risks involved in using Islamic financial 

products and services at 35.42%, and the costs 

and methods involved in obtaining them at 

30.48% and 25.96% respectively. The public is 

least knowledgeable when it comes to the fines 

associated with using Islamic financial products 

and services, at 19.86%.
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Grafik 3.6 Public Knowledge of the Characteristics of Islamic Financial Products and Services
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      Digitalization is a catalyst 
for accelerating the flow 

of information in society and plays 
a vital role  in creating various 
financial product and service 
innovations.



Digital Financial Literacy

4.1  Use of Information Technology by the Indonesian Public

Technological innovations have taken place in virtually every field of 

business, including the financial services sector. Inextricably linked to this 

is the growing use of the internet which has continued to gather pace over 

the last two years. Based on a survey conducted by the Indonesian Internet Service 

Provider Association (APJII) in the second quarter of 2020, the internet penetration 

rate in Indonesia stood at 73.7%, encompassing around 196.71 million users. 

This figure represented a rise from 2018 when the corresponding rate was 64.8%, 

or around 171.17 million users. This means there was growth of 8.9% in internet 

usage over this period with an additional 25.54 million users. According to APJII, 

several factors underlie the growth in the number of internet users, such as a faster 

and more equitable internet infrastructure thanks to the Palapa Ring, as well as the 

increasingly wide-scale digital transformation underway which has been further 

accelerated by the emergence of online learning alongside the work from home 

policy instituted during the COVID-19 pandemic.

4.1.1 Internet Penetration in Indonesia

Source: Indonesian Internet Service Provider 
Association, 2020
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64,80%

2020

73,70%

Graph 4.1 Internet Penetration in Indonesia

Regionally, internet penetration in Java contributed 56.4% to total internet penetration in the country, followed by Sumatra at 

22.1%, Sulawesi, Maluku and Papua at 10%, Kalimantan at 6.3%, and Bali and Nusa Tenggara at 5.2%.

Graph 4.2 Regional Internet Penetration as a Percentage of Total Penetration
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The island of Java also dominated in terms of the 

contribution of internet penetration per region from the 

total population, with  41.7% of the population coming 

from Java, followed by 16.2% of the population from 

Sumatra, 3.9% of the population from Bali and Nusa 

Tenggara, 4.6% of the population from Kalimantan, 5.1% 

of the population from Sulawesi, and around 2.2% of the 

population from Maluku and Papua. One of the factors 

underlying the relatively high number of internet users 

in Java compared to other areas is the fact that a large 

portion of the Indonesian population is concentrated in 

Java, as confirmed by the 2020 Population Census which 

found that 56.10% of the total population of Indonesia, 

comprising 151.6 million people, resides in Java. 

Graph 4.3 Regional Internet Penetration as a Percentage of 
Total Population

Non-Internet 
Users
26,3%

Sumatera
16,2%

Java
41,7%

Maluku 
and 
Papua2,2%

Sulawesi
5,1%

Kalimantan
4,6%

Bali and
Nusa Tenggara
3,9%

Source: Indonesian Internet Service Provider Association, 2020

Meanwhile, Graph 4.4 shows internet penetration by age. The age group with the highest proportion of internet users is 

15-19 with 91.0%, followed by people aged 20-24 at 88.5%. In contrast, only 16.2% of people in the 60-64 age group are 

internet users, with the figure even lower for those aged 65 and older at 8.5%. The age distribution for internet penetration 

means that the use of digital-based delivery channels is expected to increase in the future, supported by the country’s 

population structure which is dominated by generation Z and millennials, as seen in Graph 4.5, who are technology literate. 

In light of this, education on the benefits and risks of using digital financial services, especially for young people, is now 

essential.

Graph 4.4 Internet Penetration by Age
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Graph 4.5 Population Age Structure by Generation

Source: BPS – Statistics Indonesia, 2021
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The COVID-19 pandemic has required people to adapt to new habits, including having to perform many activities 

remotely, such as those related to financial services, health, work, shopping and studying, among others. These 

activities are highly dependent on the internet. Graph 4.6 illustrates what drives Indonesian people to use the internet. 

The primary purpose of the majority of users is to access social media, at 51.50%. The highest ranking secondary purpose is 

to communicate via messaging, at 29.30%, while the number one third purpose for using the internet is for entertainment, 

at 21.70%. Very few people chose financial services, such as banking or online trading, as their main purpose for using the 

internet.

4.1.2 Internet User Behavior
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Graph 4.6 Purpose of Internet Use
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Using the internet to perform financial transactions is, on the one hand, fast and practical. Nonetheless, it also exposes people 

to potential breaches of transaction security. Based on a survey by the Indonesian Internet Service Provider Association (APJII) 

Transactions over the internet require the input of personal 

data, such as names, telephone numbers, addresses, and 

other private information. The use of personal data has also 

recently emerged as an important issue in the ongoing era 

of digitalization. The opinions of internet users regarding the 

security of their personal data correlated fairly closely with 

their opinions about the security of performing transactions 

on the internet. As many as 57.9% of users believe their 

personal data is secure, while 17.7% and 9%, respectively, 

Graph 4.7 Transaction Security
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Source: Indonesian Internet Service Provider Association, 2020

in 2020, 68.7% of internet users in Indonesia felt it was safe to 

perform transactions over the internet, with only 5.3% feeling it 

was unsafe.
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have doubts or feel insecure about the confidentiality of 

their personal data.

Internet users in Indonesia have varying levels of trust 

in the information circulating on the internet. A similar 

proportion of people trust most, some, and hardly any 

information on the internet, at 26.1%, 27.5%, and 27.8% 

respectively. Only 5.5% of users believe that all information 

on the internet can be trusted, while 1.7% of users feel 

that information on the internet cannot be trusted at all.

Graph 4.8 Information on the Internet
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In using internet services, Indonesian people use mobile 

phones or smartphones more often than other devices. 

Based on the survey, around 95.4% of respondents 

said that they connected to the internet every day 

through their smart phone, while only 19.7% and 9.5% 

Source: 
Indonesian 
Internet Service 
Provider 
Association, 
2020

Graph 4.9  Everyday Device Used to Connect to the Internet
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Graph 4.10  illustrates how long people 

spend connected to the internet, with 

19.5% of users indicating they are on 

the internet for more than 8 hours a day. 

Meanwhile, as many as 29.4% of users 

stated that it costs them around Rp75,000 

– Rp100,000 to use the internet in one 

month, as depicted in Graph 4.11 
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Graph 4.10  Average Duration of Time Per Day Spent on the Internet
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respectively said that they connected to the internet every day through a portable computer (laptop/tablet) or desktop 

computer (PC).  
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Graph 4.11  Amount Spent on Internet Use in One Month
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The national digital literacy index stands at 3.47, which 

means it is in the medium range. The information and data 

literacy sub-index is at 3.17, while the communication and 

collaboration sub-index is at 3.38. Meanwhile, the security 

sub-index and technology capability sub-index are joint 

highest, standing at 3.66. The digital literacy index correlates 

with younger age, male gender, higher education, ability 

to recognize hoaxes, non-intensive internet use, and not 

residing in Java. To enhance the digital financial ecosystem, 

programs need to be implemented that encourage 

the improvement of digital literacy across the nation, 

particularly in the information and data literacy sub-index.

The COVID-19 pandemic has dramatically ramped up 

society’s need to access and use the internet. Various 

activities related to financial services, health, work, shopping 

and studying, among others, are increasingly carried out 

online. As such, this is the right moment to make digital 

financial education more efficient, especially given that 

information on financial products and services can be 

disseminated more quickly nowadays and is accessible from 

anywhere.

Graph 4.12  National Digital Literacy Index 
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4.2   Digital Financial Services

Digital financial services are financial services that 

rely on digital technology to be delivered to and 

used by consumers (World Bank, 2020). Digital 

finance encompasses all products, services, technology and 

infrastructure that enable individuals or companies to access 

online payments, savings and credit facilities without the 

need to visit a bank branch or deal directly with a financial 

services provider (Ozili, 2018). The development of digital 

financial services is inextricably linked to the development 

of financial technology (fintech). Fintech refers to digital 

technologies which have the potential to transform the 

provision of financial services that drive the development of 

new or existing business models, applications, processes and 

products. The term Digital Financial Innovation (DFI) refers to 

activities related to the revitalization or updating of business 

processes, business models, and financial instruments that 

provide new added value in the financial services sector by 

involving the digital ecosystem (OJK, 2018). The following 

are among the criteria of DFI:

a.  innovative and forward-looking;

b. using information and communication technology as 

the main means of providing services to consumers in 

the financial services sector;

c. supporting financial inclusion and literacy;

d. useful and able to be used widely;

e. able to be integrated into existing financial services;

f. using a collaborative approach;

g. heeding aspects of consumer protection and data 

protection.

To support digital financial innovation in Indonesia, the 

OJK has launched the Digital Financial Innovation roadmap 

and the 2020-2024 action plan in which it adopts three 

regulatory and supervisory strategies, namely the availability 

of a balanced regulatory framework, the introduction of agile 

regulations, and the supervision of market behavior.
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Digital financial services are considered an effective way of 

providing opportunities to encourage financial inclusion. 

Digital financial services providers operate through online 

platforms by providing access to their services and ensuring 

they are consistently available from any location where 

users or consumers can access the internet, thereby 

enhancing convenience. In this way, financial services 

providers help consumers avoid having to go to a designated 

place to perform financial transactions. Digital financial 

services also result in lower financial transaction costs as 

they do not involve an office network and the inherent 

operational costs.

In addition, although traditional financial institutions are 

able to provide the same functions as digital finance, the 

latter is able to provide services using easier processes. 

However, the flipside of such easier processes is that there 

are greater risks involved. The use of digital financial services 

by the public needs to be balanced with an understanding 

of the functions, benefits and risks of such services, so 

that consumers are fully aware of all the aspects related 

to the services in question. These include the nature 

of the financial products or services, cyber-security, 

consumer privacy protection, fraud, money laundering, 

and terrorism financing. Equally important for consumers 

is an understanding of the methods and processes used for 

resolving complaints. In light of this, regulations are required 

to deal with issues related to consumer protection for users 

of digital financial services.

Examples of digital financial services include digital payment 

systems, peer-to-peer lending, and branchless banking

i.  Digital Payment Systems

This refers to the provision of payment services without 

using cash (cashless). Both the payer and the payee use 

electronic media to exchange money such as electricity 

tokens, phone/data credit, and online payments for 

transportation, food, and entertainment among others.

ii.  Peer-to-Peer Lending

Peer-to-peer (P2P) lending refers to activities in which 

financial services bring together lenders and loan 

recipients in order for them to enter directly into 

lending and borrowing agreements in rupiah currency 

through an electronic system using the internet 

network (OJK, 2016). A P2P lending company serves 

as a digital intermediary through a platform, without 

physically raising funds, which brings together people 

who provide funds or invest their funds (investors) 

and people who need funds (borrowers). Borrowers 

are not only individuals but may also come from 

Micro, Small and Medium Enterprises (MSMEs) that 

require immediate funding for the short term.

 iii. Branchless Banking

Branchless banking is the provision of banking 

services, or other financial services, through 

collaborations with other parties (bank agents) which 

are supported by the use of information technology 

facilities. Branchless banking provides a solution for 

members of the public who are not familiar with, 

don’t use, and/or can’t obtain banking services and 

other financial services, because they live far from a 

bank branch and/or they face burdensome fees or 

requirements, among other reasons.

Digital financial services are expected to enhance 

financial inclusion in remote areas of Indonesia, thereby 

enabling all Indonesian people to improve their well-

being through the use of financial products and services. 

Activities such as the updating of business processes, 

business models, and financial instruments that provide 

new added value in the financial services sector are 

urgently needed so that the transformation of digital 

financial services can act as a catalyst for increasing 

financial inclusion across Indonesia.
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      There are numerous challenges in 
trying to improve financial literacy 

and inclusion in Indonesia, in terms of both 
demographics and geography. Therefore, 
the OJK has made various efforts to 
improve financial literacy and inclusion 
in a more widespread, structured, and 
comprehensive manner in order to create 
a more effective mass impact that leads to 
financial well-being.



Financial literacy has become a global issue in several 

countries because it constitutes a basic part of the 

knowledge required by everybody in carrying out 

economic activities and financial transactions, so that they 

are able to make the right financial decisions and take 

advantage of financial products and services that suit their 

needs and abilities. However, efforts to improve financial 

literacy and inclusion in Indonesia face challenges, both 

in terms of demographics and geography. Nonetheless, 

the OJK has undertaken and continues to carry out various 

efforts to increase financial literacy and inclusion in a more 

Evaluation of The 
Implementation of Activities to 
Improve Financial Literacy

5.1  Evaluation of Efforts by the OJK to Implement Financial   
  Literacy Activities

5.1.1 Strengthening the Financial Education Infrastructure

In order to strengthen the financial education infrastructure through a life cycle approach, the OJK has compiled a series of 

financial literacy books for every stage of human life. These include a financial literacy pocket book for prospective brides 

and a family-oriented financial planning book aimed at bringing about a generation that understands financial planning and 

management. The pocket book seeks to improve the financial literacy of brides-to-be, so that they are able to manage their 

finances and make the right decisions to achieve better financial well-being

A series of financial literacy books at the level of Early Childhood Education (PAUD) has also been published. These consist 

of four picture story books, along with one companion book, intended for teachers and parents. These four books each have 

their own theme, as follows: introduction to the concept of money, use of money (introducing needs vs. wants), fostering a 

culture of saving, and the concept of sharing. These are complemented by a series of books on financial literacy intended 

for those at the elementary, junior high, senior high school and university level. These books contain material related to the 

entire financial services sector as well as an introduction to the OJK. To cater for people at other stages of life, the OJK has 

also published a series of practical books on financial literacy for the professional and retiree segments.

mass-scale, structured and comprehensive way in order to 

create a prosperous society and bring about financial well-

being.

Furthermore, in order to accelerate an increase in the public 

financial literacy index, the OJK - including the OJK Central 

Office, Regional Offices and Branch Offices - has entered into 

numerous strategic alliances by collaborating with Financial 

Services Providers (FSP) and other Ministries/Institutions on 

various financial literacy and inclusion activities which are 

intended to be more targeted and strategic.
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Early Childhood 
Education Level 

Financial Literacy 
Book Series 

Elementary School 
Level Financial 
Literacy Book 

Series 

Junior High School 
Level Financial 
Literacy Book 

Series 

High School Level 
Financial Literacy 

Book Series

Tertiary Education 
Level Financial 
Literacy Book 

Series

Practical Book 
Series on Financial 

Literacy for the 
Professional 

Segment

Practical Book 
Series on Financial 

Literacy for the 
Retired Segment

As an initiative to increase public knowledge and 

understanding regarding financial literacy and to make it 

easier for the public to access financial literacy information, 

at the end of 2021 the OJK launched the Learning 

Management System (LMS). This is an integrated learning 

and training system that serves as a hub for learning, 

training, and knowledge management in studying financial 

literacy materials. The development of the LMS aims to 

facilitate learning activities and training with regard to 

financial literacy materials, expand participants’ access to 

educational facilities and infrastructure in order to improve 

financial literacy, accelerate the learning process related 

to financial literacy materials, and map out the level of 

understanding of materials related to financial literacy. 

The LMS contains a financial education curriculum which 

is divided into 3 (three) levels - Basic, Intermediate and 

Advanced - consisting of the following 9 (nine) modules: 

Introduction to the OJK and Beware of Illegal Investments, 

Financial Planning, Banking, Capital Markets, Insurance, 

Financing Institutions, Pension Funds, Pawnshops, and 

Financial Technology. 

Furthermore, in order to build a financial literacy data 

center and materials, OJK has developed a National 

Database of Financial Literacy Materials which provides 

various financial literacy and education materials, 

both from the OJK as well as from people and media 

responsible for delivering information related to 

financial literacy and inclusion index data derived 

from the 2013, 2016 and 2019 SNLIK along with 

completed financial literacy and inclusion activities. 

This data center is expected to be used to provide 

supporting information in policy making by the OJK, 

FSPs, and other stakeholders in efforts to improve 

financial literacy in Indonesia.
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5.1.2 Financial Education Digitization

The OJK continuously conducts financial education activities through 

digital media - in the form of minisites and social media - to complement 

financial education activities that are carried out face-to-face using 

articles and other materials. The OJK also collaborates with several 

influencers who are participating in promoting financial literacy 

improvement programs through their respective social media. In 

addition, as an innovative financial education model, the OJK has initiated 

educational activities through the Instagram Live Sikapiuangmu, which 

5.1.3 Community Financial Education and Mass Education

In order to attain as high a financial literacy and inclusion 

index as possible, the OJK conducts finance-themed 

outreach and education activities with communities in 

line with the priority targets as directed by the 2017 SNLKI 

Revisit. These include the following segments: farmers, 

fishermen, women/housewives, MSME entrepreneurs, 

Indonesian Migrant Workers (PMI), Pupils, Employees, 

Students, Professionals, Persons with Disabilities, Retirees, and 3T 

communities.

In addition, in an effort to expand the reach of financial education 

activities, the OJK organizes mass financial education activities 

in the form of wayang (traditional form of puppet) performances, 

financial expos, and the opening of financial education booths at 

various events.

features an interactive and simple language style from the host along with numerous influencers and knowledgeable 

speakers discussing topics such as financial planning and the introduction of financial products/services. The OJK has also 

compiled a series of videos called Keluarga Sikapi. This has become an icon of financial literacy, imparting information and 

lessons about financial education using a family approach.

In addition, the OJK also produces Public Service Advertisements and places these on National TV stations, commuter line 

trains, billboards, YouTube Ads, Instagram Ads, and radio talk shows throughout the archipelago, related to financial products 

and services, as well as the importance of being aware of illegal investments, illegal lending, and other illegal online financial 

activities.
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5.1.4  Financial Education in Support of Government   
    Programs

In support of the government’s Non-Cash Food Assistance (BPNT) program, 

the OJK has stepped up education and outreach activities regarding BPNT for 

people involved in the program such as regional officials, BPNT assistants, and 

distributing bank agent managers. These training of trainers activities seek to 

improve the understanding of the participants - as the parties responsible for 

disbursing BPNT in the regions - as to BPNT distribution mechanisms. These 

activities have been reinforced given that the Monitoring of the Implementation 

of the BPNT Program from October – November 2017 found that information on 

the program was still insufficiently disseminated, such that the understanding 

of Beneficiary Families (KPM) about the principles and basic details of BPNT 

was still relatively low. In addition, the dissemination of information to regional officials regarding the mechanisms for 

disbursing BPNT was still limited, thus leading to sub-optimal aid distribution. As such, a more focused and effective BPNT 

social education program has been implemented to boost previously carried out outreach and education activities. This is 

being done by the OJK in collaboration with relevant Ministries/Institutions such as the Coordinating Ministry for Human 

Development and Culture, the Presidential Staff Office, the National Team for the Acceleration of Poverty Reduction 

(TNP2K), Bank Indonesia, the Ministry of Social Affairs, the National Development Planning Agency (Bappenas), and the 

Association of State-Owned Banks (Himbara).

5.1.5 Financial Education to Improve Islamic Finance and Capital Market Literacy

Based on the results of the National Survey on Financial Literacy and Inclusion (SNLIK), the Islamic financial literacy and 

capital market indices are still quite low, such that dedicated efforts and strategies are needed to increase these indices 

through various financial education programs, including:

1. Ramadhan Safari Festival/Gebyar Safari Ramadhan, which consists of various activities, namely the Sahur Blessings/

Sahur Berkah Bareng Podcast (PSBB), Islamic Finance Contest/Kontes Keuangan Syariah in Ramadan, Public Service 

Advertisements related to Islamic Finance, Delving into Islamic Financial Products/Bedah Produk Keuangan Syariah, 

Islamic Financial Education Webinars and Nusantara Ramadhan Safari Festival/Gebyar Safari Ramadhan Nusantara.

2. Islamic Banking (iB) Vaganza which consists of a variety of activities, both educational and interesting, in the form of talk 

shows hosted by the OJK and Islamic FSPs with various themes related to Islamic financial products and services.

3. In order to increase financial literacy and inclusion about the Capital Market, the OJK and the Indonesia Stock Exchange 

(IDX) continue to encourage the opening of Investment Galleries at various universities as a means of reaching 

communities around campus more proactively. This has been done by launching a program called Mobile Investment 

Gallery (GIM). The launch of the GIM program has also been complemented by financial education activities in the form of 

seminars on the capital market in Indonesia, with participants from universities. As a follow-up, the performance of these 

Investment Galleries will be monitored to see the progress of the transactions carried out in them.

4. Efforts to deepen markets by strengthening the domestic investor base are one of the focuses of the Coordination Forum 

for Development Financing through Financial Markets (FK-PPPK), consisting of the Ministry of Finance, the OJK, BI and the 

LPS. The OJK, in coordination of FK-PPPK, conducted a series of Financial Market Education Webinar activities with the 

tagline Literasi Keuangan Indonesia Terdepan (Like It) with the theme of “Becoming an Investor in Your Own Country”. 

This program, which is aimed at strengthening the domestic investor base, will be held annually.
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5.1.6 Strengthening of HR Infrastructure through Training of Trainers (ToT)

Indonesia’s geographical and demographic conditions require an educational approach that creates a broader and mass-

scale multiplier effect. To this end, the OJK stages the Training of Trainers (ToT) program periodically every year. ToT is 

aimed at teachers from the levels of Early Childhood Education, elementary, junior high, and senior high school as well as 

university lecturers, the Association of Indonesian Economics Teachers (AGEI), and Indonesian Migrant Workers. In addition, 

in order to strengthen the capacity of Religious Judges or Clerks of Religious Courts related to Islamic banking, the OJK has 

implemented a ToT program for Judges/Clerks of Religious Courts.

Furthermore, considering the very important role of religious leaders in the lives of Indonesian people, the OJK organizes a 

religion-based ToT program targeting participants who manage Islamic boarding schools, Parisada Hindu Dharma Indonesia/

Indonesia Hinduism Society (PHDI), Communion of Churches in Indonesia (PGI), Bishops’ Conference of Indonesia (KWI), and 

Buddhist Council of Indonesia (MBI).

In an effort to improve Financial Literacy and Financial 

Inclusion, the OJK needs to synergize with various parties, 

including with FSPs that have financial products and 

services and interact directly with consumers and/or the 

public. This synergy is deemed necessary to encourage 

the Indonesian people to increase their knowledge about 

financial service institutions, financial products and/

or services, acquire skills in assessing the benefits, costs 

and risks of financial products and/or services, and gain 

confidence in financial institutions and financial products 

and services. In doing this, it is hoped that all Indonesian 

people can use financial products and/or services according 

to their needs and abilities. In this regard, it is necessary to 

have provisions that regulate the improvement of financial 

literacy and inclusion in the financial services sector for 

consumers and/or the public, to serve as a guide for FSPs in 

carrying out activities in order to improve financial literacy 

and inclusion.

5.2 Evaluation of Financial Literacy Activities Implemented by FSPs

“FSPs are required to carry out activities in order to improve 

Financial Literacy.”

OJK has issued Financial Services Authority Regulation 

Number 76/POJK.07/2016 concerning the Improvement of 

Financial Literacy and Inclusion in the Financial Services Sector 

and/or Society (POJK on Financial Literacy and Inclusion) 

and Financial Services Authority Circular Letter Number 30/

SEOJK.07/2017 concerning the Implementation of Activities 

to Improve Financial Literacy (SEOJK 30). According to these 

provisions, every Financial Services Provider (FSP) is required 

to carry out financial literacy and inclusion activities at least 1 

(one) time a year in line with the OJK Regulation on Financial 

Literacy and Inclusion. In order to make it easier for FSPs to 

plan and arrange financial literacy and inclusion activities to 

be held annually, the OJK has also issued the SNLKI which can 

be used as a guideline or reference for FSPs in fulfilling their 

obligations under the OJK Regulation in question).
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A total of 2,404 FSPs are required to carry out financial 

literacy activities and submit reports on these financial 

literacy activities to the OJK.

Graph 5.1 Percentage of FSP Compliance in Submitting Financial 
Literacy Realization Reports 2018 – 2020
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Based on data from the Consumer Education and 

Protection Reporting Information System (SiPEDULI), 

there was an increase in the percentage of FSPs 

compliance in submitting reports on the realization 

of financial literacy from 2018 – 2020. In 2018, there 

were 1,661 FSPs (69.09%) out of a total of 2,404 FSPs 

that submitted financial literacy realization reports. This 

percentage went up to 70.26% (1,784 FSPs) in 2019 and 

then rose again in 2020 to 74.29% (1,786 FSPs).

Graph 5.2 Percentage of FSP Compliance in Submitting Financial Literacy Realization Reports 2018 
– 2020 by Financial Services Sector
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In terms of compliance of FSPs by financial services sector, Pawnshops are the sector with the highest level of compliance in 

submitting financial literacy reports, followed by the Broker-Dealer sector. On average, all sectors saw a rise in the percentage 

of compliance every year. Given the limited public understanding of the Financial Services Industry, in which the public’s 

financial literacy index with regard to banking is still higher than that for other financial industries, and the financial literacy 

index related to the Capital Market and Microfinance Institutions is still extremely low, more mass and in-depth financial 

education activities related to various financial service industries other than banking are required. These would hopefully 

help members of the public to choose appropriate financial products in order to improve their well-being. Support for the 

implementation of activities by all Financial Services Providers in order to improve financial literacy is essential in this regard.
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Graph 5.4 Number of Materials per Financial Services Sector in Financial Literacy and Education Activities 2018 – 2020

Graph 5.3 Number of Financial Literacy and Education Activities  
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In 2018 – 2020, a total of 13,324 financial literacy and 

education activities were carried out by FSPs. There was an 

increase in the number of financial literacy and education 

activities from 4,506 in 2018 to 4,757 in 2019. However, 

this was followed by a decline in 2020 with the number of 

such activities down to 4,061. This decline was largely due 

to the Covid-19 pandemic, which prevented activities from 

being carried out as planned because some FSPs were not 

ready to switch from face-to-face educational activities to 

online ones. Over time, FSPs have adjusted to the Adaptation 

of New Habits, with activities carried out online during the 

pandemic so as still to reach the wider community.

According to data on the number of materials per 

financial services sector delivered in each financial 

education activity from 2018 – 2020, most of the 

financial education activities were performed by 

the banking sector (9,933 times) from 1,775 FSPs, 

meaning that each banking FSP performed, on average, 

educational activities 5 times in the period. Meanwhile, 

education activities by the pawnshop industry were 

performed 154 times from a single pawnshop FSP in the 

period.

Looking at current trends in the financial literacy and 

inclusion index, the banking sector, pension funds, 

financial institutions, and the capital market are seeing 

consistent increases with an index margin that tends 

to be stable. The banking sector is stable with a fairly 

large index margin, in both the financial literacy and 

inclusion index. Inadequate financial literacy efforts can 

still contribute to a very large financial inclusion index, 

as seen in 2019 when the financial literacy index of just 

36.12% contributed to the inclusion index of 73.5%.

Given Indonesia’s huge population, which reached 

270.20 million in 2020 (BPS, 2020), the number of 

financial literacy and education activities needs to be 

stepped-up massively so that the financial literacy 

index can be increased evenly and thoroughly across all 

segments of society.
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Banking sector FSPs carried out educational activities 

more than any other sector, so that efforts to increase 

financial literacy and inclusion in the banking sector are 

easier than in the other sectors. In the future, financial 

education activities related to the banking sector can 

focus more on improving public financial literacy on 

Mudharabah Deposits, Current Accounts, Wadiah or 

Mudharabah Current Accounts, Unsecured Loans (e.g. 

KTA and credit cards), Islamic Business Loans (KUR), 

Islamic Mortgages, Micro Credit/Financing (MSME Loans), 

Islamic Micro Financing, Auto Loans (KKB, KKM) from 

Banks, Auto Loans from Islamic banks, Profit Sharing 

Financing (Mudharabah, Musyarakah, MMQ), Islamic Lease 

Financing, Islamic Trade Financing (Murabahah, Salam, 

Istishna), Pawning/Rahn from Islamic Banks, Leasing/

Ijarah at a bank (safe deposit box) because the level of 

public literacy on Islamic banking products is still very low 

when compared to other banking products. In addition, 

material related to banking can also focus more on how 

to calculate the costs of using products/services, as well 

as investment returns and fines, considering that public 

numeracy skills related to the characteristics of these 

products are still at quite a low level.

There remains ample room for improvement in financial 

literacy in the non-banking sector, with thematic efforts 

alternating between certain sectors, including pension 

funds, financial institutions, and the capital market.

Based on the 2019 SNLIK data, only 6.7% of respondents 

said that they believed in their ability to manage their 

finances after retirement. There exists thus a challenge 

to improve financial literacy, especially when it comes to 

confidence in using pension fund products.

This is in line with data showing that financial instruments 

such as insurance and pension funds are not the main 

choice in maintaining individual financial resilience. For 

this reason, the implementation of financial education 

activities related to insurance and pension fund materials 

is not only aimed at increasing knowledge, but also 

confidence in using insurance products and pension 

funds. For example, by explaining that insurance 

products are important for ensuring that a family’s 

financial cashflow is not disrupted in the event of an 

emergency (illness, fire, theft, etc.), or that pension 

fund products are important in preparing finances 

for retirement. Furthermore, according to the 2019 

SNLIK data, only 6.19% of respondents would 

be financially resilient if faced with sudden large 

expenditures without receiving assistance. As such, 

there is a need for financial education regarding the 

importance of savings, investment, and protection/

insurance products to prepare for potential 

emergency situations.

In Indonesia, individual financial planning and 

resilience relies only on the person’s ability to 

continue working or withdraw money from savings. In 

other words, financial instruments such as insurance 

and pension funds are not widely used to ensure 

individual financial resilience. In addition, financial 

instruments such as mutual funds and stocks are not 

commonly used as a means of creating sustainable 

passive income.

Graph 5.5 Number of Conventional and Islamic Financial   
 Literacy and Education Activities 2018 – 2020
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Based on the 2018 - 2020 data, the 

number of Islamic financial education 

activities carried out has been 

increasing every year, although it 

remains relatively small compared to 

the number of conventional financial 

education activities performed. 

However, this represents a good 

start in implementing the SNLKI 

program initiative of encouraging the 

acceleration of Islamic financial sector 

products.

Testing shows that Islamic financial 

literacy is positively correlated with 

Islamic financial inclusion, which 

means that the higher the level of 

Islamic financial literacy, the higher 

the level of Islamic financial inclusion. 

Considering that the Islamic financial 

literacy index is still quite low, greater 

efforts are needed to improve Islamic 

financial literacy, including by ramping 

up the number of Islamic financial 

education activities conducted.

5.2.2 Evaluation of the Distribution of Activities Aimed at  
 Improving Financial Literacy

Graph 5.6 Distribution of Financial Literacy and Education Activities 2018 – 2020
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The financial education activities carried out in 2018 – 2020 

were not evenly distributed across all regions. Instead, 

they remained concentrated on the islands of Java and Bali 

(7,686 activities). In fact, the public financial literacy index in 

21 provinces is still below the national average (especially 

outside Java and Bali). in light of these inequities, the 

implementation of financial literacy and education activities 

needs to be stepped up in an even manner throughout the 

regions, especially in areas where the literacy index stands 

at a low level. The digitalization of financial education 

activities will play an important role in reaching widespread 

regions and communities to improve their financial literacy 

abilities. A more equitable enhancement of financial literacy 

across all regions demands a geographical approach in the 

implementation of financial education activities. Such an 

approach takes into consideration the leading characteristics 

of each region combined with its financial literacy and 

financial inclusion index, so that the financial literacy activity 

programs initiated and the financial products and services 

provided can be identified and tailored according to the 

needs of the people in the area. 

The financial literacy and inclusion indices in urban areas 

are higher than those in rural areas. This indicates that there 

is still a lot more room to improve literacy and inclusion in 

rural areas compared to urban areas. In addition, regions 

in eastern Indonesia have a low financial literacy and 

inclusion index in comparison to regions in western and 

central Indonesia. Communities in eastern Indonesia tend 

to have lower income and education levels, such that a 

greater focus on financial literacy and inclusion programs 

is required in areas such as these which are characterized 

by disadvantages in terms of income, education, and 

development.

The most popular financial products and services in each 

region were savings products, transfer services, and BPJS 

Health insurance. The popularity of financial products 

and services, which is calculated by considering product 

knowledge and use in the last 1 year, illustrates that 

product knowledge and use is still limited to banking and 

government insurance products and services (BPJS Health). 

There is thus plenty of space for literacy and inclusion 

programs related to other financial products and services 

such as mutual funds, bonds, sukuk (Islamic bonds) and 

stocks.

5.2.3 Targeted Activities for Improving   
 Financial Literacy 

Most of the financial literacy and education activities 

carried out as part of the 2017 SNLKI Revisit focused on 

priority targets, but the groups that benefited from the most 

education activities, among those targeted to be given the 

opportunity to use financial products and/or services, were 

students and the general public. In contrast, vulnerable 

groups of people and those whose literacy index is still 

low, such as people with social welfare problems, farmers, 

fishermen, persons with disabilities and 3T communities, 

were inadequately focused on in terms of financial literacy 

and education activities.

According to 2019 statistical data, the higher a person’s 

level of education and income, the higher their literacy and 

inclusion index - thus indicating that literacy and inclusion 

improvements should be encouraged for those who do not 

have educational opportunities such as laborers, farmers, 

and informal sector workers. 

The ongoing pandemic is hindering efforts to enhance 

financial literacy and inclusion, especially for segments 

that are difficult to reach, despite further advances in 

digitalization. These include people who are not affiliated 

with, or bonded to, a particular community (farmers, 

fishermen, disabled people, informal workers, small traders, 

and those from remote, disadvantaged and outlying 

areas, and so on). For this reason, the OJK is encouraging 

its regional offices to strengthen strategic alliances with 

schools/universities/local governments to carry out 

financial education activities directly involving these 

segments. Through this strategy, it is hoped that face-to-

face education can be carried out more effectively and 

inclusively.
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Graph 5.7 Targeted Financial Literacy and Education Activities 2018 – 2020
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Various countries and international institutions have sought to measure financial literacy levels. The survey methodology 

they employ is quite varied, including the aspects or components used. The following are some examples of surveys 

conducted by countries and international institutions to map the financial attitudes and behaviors of their citizens.

5.3  Evaluations of Financial Literacy Based on International Surveys

5.3.1 OECD/INFE 2020 International Survey of Adult Financial Literacy

This financial literacy survey was conducted using a measuring instrument created by the Organization for Economic Co-

operation and Development/International Network on Financial Education (OECD/INFE). 26 countries from Asia, Europe, 

and Latin America, including 12 OECD member countries, participated in this international survey regarding financial literacy 

in 2020. The survey produced financial literacy scores measured based on three components, namely financial knowledge, 

financial behavior, and financial attitude. The maximum score for each component was 7, adding up to an overall maximum 

financial literacy score of 21, meaning the person has gained a basic understanding of financial concepts and applies the 

precautionary principle in their financial affairs. The survey used a sample size ranging from 1,000 to 84,000 respondents per 

country and involved a total of 125,787 respondents over the age of 18.

Table 5.1 OECD Financial Literacy Survey Results

No. Negara Total 
Respondents

Financial 
Knowledge Score

Financial 
Behavior Score

Financial 
Attitude Score

Financial 
Literacy Score

1. Hong Kong (China) 1.002 6.2 5.8 2.9 14.8

2. Slovenia 1.019 4.8 6.3 3.6 14.7

3. Austria 1.418 5.3 6 3.1 14.4

4. Jerman 1.003 5.2 5.7 3.1 13.9

5. Estonia 1.005 4.9 5.3 3.1 13.3

6. Indonesia 1.000 3.7 6.3 3.3 13.3

7. Portugal 1.480 4 5.9 3.2 13.1

8. Poland 1.000 5 5.5 2.6 13.1

9. South Korea 2.400 4.6 5.4 3.1 13

10. Czech Republic 1.003 4.5 5.3 3.1 13

11. Moldova 1.074 4 5.5 3.1 12.6

12. Malaysia 2.818 3.7 6.1 2.7 12.5

13. Russia 83.478 4.8 4.9 2.8 12.5

14. Hungary 1.001 4.6 4.5 3.3 12.3

15. Croatia 1.079 4.5 5 2.8 12.3

16. Bulgaria 1.047 4.1 5.3 2.9 12.3

17. Peru 1.205 4.1 5.1 2.9 12.1

18. Georgia 1.056 4.5 5.1 2.5 12.1

19. NorthMacadonia 1.076 3.9 5.1 2.8 11.8

20. Montenegro 1.030 4.1 4.7 2.6 11.5

21. Colombia 1.200 3.8 4.8 2.6 11.2
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No. Negara Total 
Respondents

Financial 
Knowledge Score

Financial 
Behavior Score

Financial 
Attitude Score

Financial 
Literacy Score

22. Romania 1.060 3.5 5 2.7 11.2

23. Italiy 2.036 3.9 4.2 3 11.1

24. France* 2.155 4.8 - - -

25. Malta** 1.013 2.2 5.2 2.8 10.3

26. Thailand*** 11.129 3.9 - 3.9 -

Average^ 4.4 5.3 3 12.7

Average (OECD members)^^ 4.6 5.3 3.1 13

*	 only	conducted	a	survey	on	the	financial	knowledge	component

** the questionnaire given to the respondent was not in accordance with the OECD guidance

*** Using the 2015 OECD Toolkit

^  Average of 23 countries, excluding France, Malta and Thailand

^^ Average of the countries that are members of the OECD, namely Slovenia, Austria, Germany, Estonia, Portugal, Poland, South Korea, Czech Republic, Hungary, 

Colombia, Italy, and France.

The survey results showed that the average financial literacy score of all the participating countries in the survey was 12.7, 

while the average financial literacy score of the OECD member countries was 13.0. The country with the highest financial 

literacy score - of 14.8 - was Hong Kong (China), while the country with the lowest score - of 11.1 - was Italy. Indonesia ranked 

6th out of the 26 participating countries with a knowledge score of 3.7, behavior score of 6.3, and attitude score of 3.3, giving 

the country an overall financial literacy score of 13.3.

5.3.2 TIAA Institute-GFLEC 2020 Personal Finance Index Survey

Graph 5.8  % P-Fin Index Questions Answered Correctly
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A financial literacy survey conducted by the TIAA Institute 

and GFLEC (Global Financial Literacy Excellence Center) 

in the United States (US) using the P-Fin index to measure 

individual financial knowledge. The P-Fin index shows a 

strong relationship between financial literacy and time 

spent on money management issues. Financial literacy 

was measured through 28 questions which represented 

variables of income, consumption, savings, investment, 

debt management, insurance, risk and information. In 

January 2020, an online survey was conducted with 

a sample of 1,008 respondents. The survey results 

demonstrated that the respondents had managed to 

answer 52% of the P-Fin index questions correctly. This 

value has continually risen by 1% since the first survey was 

conducted in 2017. The survey also found that there was a 

gap in literacy rates by age group. The order of age groups 

with the highest literacy rates were: baby boomers (58%), 

Gen X (51%), Gen Y (50%), and Gen Z (41%).

A similar survey could be conducted in Indonesia to 

determine the level of literacy among age groups. Different 

survey results are possible given the demographic 

differences between Indonesians and Americans.
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5.3.3 The Standard & Poor’s Ratings Service Global Financial Literacy Survey  

In 2014, the S&P Global FinLit Survey measured financial 

literacy levels by interviewing more than 150,000 adults in 

148 countries. The target population consisted of residents 

aged 15 years and over, excluding prisoners and soldiers. 

Financial literacy was measured using questions that 

assessed basic knowledge of four fundamental concepts 

in financial decision making - knowledge of interest rates, 

compound interest, inflation, and risk diversification. A 

person was deemed to have good financial literacy if they 

were able to demonstrate an understanding of at least 

3 of the 4 financial concepts asked about. The survey 

was conducted face-to-face in countries with telephone 

penetration of less than 80%, while participants in those 

countries with high telephone penetration rates were 

interviewed by telephone. The S&P Global FinLit Survey 

found that only 1 in 3 adults are financially literate. 

This means that just 33% of adults worldwide 

have fairly good financial literacy. Among the four 

abovementioned fundamental concepts that 

define financial literacy, inflation and interest rate 

calculations were the most understood parameters, 

while risk diversification was the least understood, at 

35% of adults. The countries with the highest levels 

of financial literacy - where around 65% of adults are 

financially literate - are Australia, Canada, Denmark, 

Finland, Germany, Israel, the Netherlands, Norway 

Sweden and the UK. Higher financial literacy was also 

found to correlate with higher levels of income and 

education, and with those who use financial services. 

In Indonesia, the percentage of adults considered 

financially literate, according to the survey, stood at a 

mere 32%.
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      Through the implementation of 
financial literacy programs in a 

targeted and measurable manner, Indonesian 
society is expected to become well-literate 
in financial matters, such that people are 
able to access and use financial products 
and services that meet their everyday needs, 
making them financially inclusive.



The prosperity and well-being of the people in a country are influenced by 

many factors. One of the main factors is the financial literacy and financial 

inclusion of the country’s people. Various countries across the world have 

implemented financial literacy programs. The implementation of a Financial 

Literacy program in a targeted and measurable manner is aimed at creating a 

well-literate society whose members are able to select and use financial products 

and services to meet their daily needs with the access available. In other words, a 

society which is financially inclusive. People who are well-literate will find it easier 

to understand the products offered by the financial services industry and also find 

it easier to obtain information for accessing the financial services industry. Being 

well-literate makes it easier for people to determine financial products and/or 

services that are suitable to existing needs and capabilities. A well-literate society 

will also ensure a basis for better financial planning.

In addition to financial literacy, people also need to be facilitated with good 

financial access. The financial service products required by the public must 

be available and easily obtainable. Furthermore, policies aimed at enhancing 

knowledge about financial products/services and related risks, as well as policies 

that strengthen consumer financial competence, resilience, and overall financial 

well-being are important in bringing about a strong financial consumer protection 

framework.

Given the need to develop a well-literate and financially inclusive Indonesian 

society, on November 19, 2013 the Financial Services Authority issued the 

National Strategy on Indonesian Financial Literacy (SNLKI) which is intended to 

serve as a guideline for the financial services sector in implementing Financial 

Literacy programs on a nationwide basis and in a comprehensive and measurable 

manner.

Taking into account the development of the financial services industry and the 

level of financial literacy and inclusion in  Indonesia, the SNLKI was updated in 

2013 to become SNLKI Revisit 2017. Furthermore, at a Limited Meeting (Ratas) on 

Financial Inclusion Strategy held on January 28, 2020, the President set a target 

for financial inclusion of 90% by 2024. In line with this, the strategy mix has been 

refined and refreshed, in order to accelerate and optimize the achievement of the 

predetermined financial literacy and inclusion index targets, with the creation of 

the 2021-2025 SNLKI.

The 2021 – 2025 SNLKI was compiled by taking into account the results of the 

2019 OJK National Survey on Financial Literacy and Inclusion, technological 

2021 – 2025 National Strategy on 
Indonesian Financial Literacy (SNLKI) 

developments, adaptation of 

new habits, demographic profiles 

based on the 2020 census, 

recommendations from various 

parties, the need to improve 

the quality of Financial Literacy 

activities, literature studies 

on concept developments, 

evaluations of previous and 

ongoing Financial Literacy 

activities, and the implementation 

of Financial Literacy activities in 

other countries.
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6.1 Objectives of 2021 – 2025 SNLKI 

6.2  SWOT Analysis of the State of Financial Literacy and Inclusion  
 in Indonesia

Strengths:

• According to current trends, the banking sector, pension 

funds, financing institutions, and the capital market 

have a consistently upward trajectory in terms of 

financial literacy, with an index margin that tends to be 

stable. The banking sector is a stable sector, providing 

a fairly large index margin, both in the financial literacy 

and financial inclusion index. Even financial literacy 

efforts that are inadequate can contribute to a very 

high financial inclusion index, as seen in 2019 when the 

financial literacy index of just 36.12% contributed to the 

inclusion index of 73.5%. However, there is still ample 

room for improvement in financial literacy in the non-

banking sector, as there is too for non-banking financial 

inclusion. Therefore, it is necessary to focus on certain 

sectors in order to boost financial literacy and inclusion 

programs as much as possible. Thematic efforts aimed 

at certain sectors in turn over the next few years should 

focus on pension funds, financing institutions, and the 

capital market.

• Based on Financial Services Authority Regulation 

(POJK) No. 76, all Financial Services Providers (FSPs) 

are required to carry out activities in order to improve 

financial literacy at least once a year. Based on 

data from the Consumer Education and Protection 

Reporting Information System (SiPEDULI) from 2018-

2020, almost 75% of FSPs had submitted reports on 

the implementation of activities in order to improve 

financial literacy and a total of 13,324 financial literacy 

and education activities had been conducted by FSPs. 

This shows that enhancing the financial literacy of 

people in Indonesia has become a shared responsibility 

and has been undertaken on a mass scale by FSPs.

The goals underlying the creation of the 2021 – 2025 SNLKI are as follows:

1.  To provide strategic direction for efforts to increase the level of financial literacy and inclusion;

2.  To enhance collaborations between Ministries and Institutions, as well as related parties, in order to 

accelerate the level of financial literacy and inclusion;

3.  To encourage financial service institutions to develop financial products and services in accordance 

with the needs of the public; and

4.  To accelerate the achievement of the financial inclusion index target of 90% .
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• In order to strengthen financial education infrastructure 

through a life cycle approach, the OJK has compiled a 

book series of financial literacy books at the levels of Early 

Childhood Education (PAUD), Elementary School, Junior 

High School, Senior High School and Tertiary Education 

Institutes. Furthermore, to bring about a generation that 

understands financial planning and management, the 

OJK has also compiled a financial literacy pocket book 

for brides-to-be and a family finance planning book, as 

well as a practical book series on financial literacy for the 

professional and retired segments. Moreover, to improve 

the financial literacy of students, financial literacy was also 

included in the K13 curriculum for the Senior High School 

level (SMA) in 2016.

• As an initiative to raise public understanding regarding 

financial literacy and to make it easier for the public 

to access financial literacy information, the OJK has 

developed a Learning Management System (LMS) which 

contains a financial education curriculum and is divided 

into 3 (three) levels, namely basic, intermediate and 

advanced. Each level consists of 9 (nine) modules, namely 

Introduction to the OJK and Beware of Illegal Investments, 

Financial Planning, Banking, Capital Markets, Insurance, 

Financing Institutions, Pension Funds, Pawnshops, and 

Financial Technology. The OJK has also built a National 

Database of Financial Literacy Materials as a data center 

for financial literacy materials as well as information 

related to financial literacy and inclusion index data for 

2013, 2016, and 2019, and information on previously 

conducted financial literacy and inclusion activities.

• Furthermore, the OJK has also entered into various 

strategic alliances in implementing financial literacy 

programs. Examples of this include the following: a 

strategic alliance with the Ministry of Education and 

Culture regarding the implementation of Training of 

Trainers (ToT) for teachers and lecturers; strategic alliances 

with religious leaders; strategic alliances with regional 

apparatuses, non-cash food assistance (BPNT) facilitators 

and BPNT bank agent distribution managers related to 

financial literacy education and outreach; and a strategic 

alliance with the Coordination Forum for Development 

Financing through Financial Markets (FK-PPPK) in order 

to improve the financial literacy of domestic investors, 

among others.

Weaknesses:

• The financial literacy and inclusion indices are still low 

in the capital market sector relative to the literacy and 

inclusion indices of other sectors. In addition, increases 

in the literacy and inclusion indices in the capital 

market sector tend to be slow compared to other 

sectors. An increase in the financial literacy of 1.6% for 

the insurance sector only raises financial inclusion by 

1.35% in this sector. As such, greater efforts are needed, 

especially to improve financial literacy for the capital 

market and insurance sectors.

• Based on the 2019 SNLIK data, only 6.7% of 

respondents stated that they believed in their ability to 

manage finances after retirement. This low percentage 

necessitates an improvement in financial literacy, 

especially in terms of confidence to use pension fund 

products. This is in line with data showing that financial 

instruments such as insurance and pension funds are 

not the main choices in maintaining individual financial 

resilience. In light of this, the implementation of 

financial education activities related to Insurance and 

Pension Fund materials is not only aimed at increasing 

knowledge, but also at enhancing confidence in using 

insurance products and pension funds - for example 

by explaining that insurance products are important so 

that a family’s financial cashflow is not disrupted in the 

event of an emergency (illness, fire, theft , etc.), and that 

pension fund products are important in planning for 

post-retirement finances.

• The literacy and inclusion indices for the farmer/

fisherman group are the lowest of all the employment 

groups, and even lower than the unemployed group.

• Individual financial planning and resilience are only 

determined by a person’s ability to continue working or 

withdraw money from savings. In other words, financial 
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instruments such as insurance and pension funds are 

not the main choices in maintaining individual financial 

resilience. In addition, financial instruments such as 

mutual funds and stocks are not an option for creating 

sustainable passive income. Based on the 2019 SNLIK 

data, only 6.19% of respondents would be financial 

resilient if they were to face sudden large expenditures 

without receiving assistance. This demonstrates the 

need for financial education highlighting the importance 

of savings, investment and insurance products in 

anticipation of an emergency.

• Of the 34 provinces in Indonesia, 21 have a literacy 

index which is still below the National literacy index. 

In addition, there is a gap between the Islamic and 

conventional financial literacy index and the financial 

literacy index in rural and urban areas.

• Financial literacy improvement initiatives carried out by 

the OJK are still aimed at target segments and cannot 

be implemented in general to all targets. This is because 

the financial literacy index of each segment is different, 

thus necessitating a different strategic approach for each 

target segment.

• Each financial literacy and education program is 

monitored and evaluated using the pre and post test 

method as well as the triannual national survey on 

financial literacy. Therefore, a more comprehensive and 

systematic monitoring and evaluation method is needed 

to measure the results and impacts of financial literacy 

programs that have taken place.

Opportunities

• Based on the 2020 population census data, 

Indonesia’s population is dominated by members 

of Generation Z and Millennials. All Gen Xers and 

Millennials were part of the productive age group in 

2020. In seven years, all members of Generation Z 

will join the productive age group, thus presenting 

Indonesia with both opportunities and challenges 

in accelerating economic growth and improving 

people’s well-being. As such, various strategies need 

to be developed to improve the financial literacy of 

the younger generations.

• The 2024 National Digital Transformation Program 

launched by the government provides hope for the 

rise of the Indonesian economy during the pandemic, 

with an expectation of growth at an average of 

5% (2022-2026). A digital economy that relies on 

advances in telematics technology is expected to 

create economic growth and facilitate equitable 

development throughout the regions. To ensure this, 

various efforts and strategies are currently being 

carried out, for example through the consolidation of 

operators in order to increase bandwidth.

• According to 2019 statistical data, the higher a 

person’s level of education and income, the higher 

their financial literacy and inclusion index. As such, 

there is ample room for improvement in the financial 

literacy and inclusion indices of those who do not 

enjoy educational opportunities, such as laborers, 

farmers, and informal sector workers. In addition, the 

financial literacy and inclusion indices in urban areas 

are higher than those in rural areas. This similarly 

indicates that there is more room for enhancing 

financial literacy and inclusion in rural areas than in 

urban areas. In addition, people in eastern Indonesia 

also have lower literacy and inclusion indices than 

those in western and central Indonesia. Overall, 

literacy and inclusion programs need to be more 

focused on those who remain left behind in terms of 

income, education, and development.
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• The most popular financial products and services in 

each region are limited to savings products, transfer 

services, and BPJS Health. By looking at which financial 

products and services are popular, as measured by 

taking into consideration product knowledge and use in 

the past 1 year, it is evident that product knowledge and 

use are still largely confined to  banking products and 

services and government insurance (BPJS Health). There 

remains, as such, a lot of room for financial literacy and 

inclusion programs related to other financial products 

and services, such as mutual funds, bonds, sukuk 

(Islamic bonds) and stocks.

• Based on data from the 2019 national survey on 

financial literacy, the sources of information with the 

greatest influence on financial decision making are 

specific comparisons of financial products and/or 

services (for example: financial magazines or websites 

that compare prices/financial aggregators) totaling 

31,645, as well as specific information on financial 

products and/or services from family, friends or 

acquaintances, which accounted for 31.49% of the total. 

This shows that the approach to financial education 

activities involving Training of Trainers, Training of 

Facilitators, and training of financial literacy agents has 

proved quite effective in improving financial literacy in 

that it creates a multiplier effect on the people around 

the participants. 

Threats:

• In line with developments in the era of digital finance, 

the development of financial products and services 

is becoming increasingly dynamic and complex. This 

can be seen as a separate issue considering the level 

of understanding of the Indonesian public regarding 

financial products and services is still relatively low and 

not evenly distributed across all regions.

• The pandemic and its resulting restrictions on 

physical activities, along with ongoing overall digital 

transformation, has prompted a further acceleration 

of the digitalization of the financial services sector. 

On the one hand, this makes it easier for the public 

to conduct financial transactions, while on the other 

hand, it has led to an increase in cybercrimes involving 

financial transaction activities. This is because the 

growth of digital financial products and services has 

yet to be matched by improvements in digital financial 

literacy and cyber security. If the public were to become 

apathetic towards financial products and services 

because of this, efforts to expedite improvements in 

financial literacy and inclusion would be hampered.

• Global economic conditions persist that may cause 

Financial Services Providers to focus more on financial 

soundness than on financial literacy and inclusion 

activities. This could lead to a diminishment of public 

financial education activities, thus hindering efforts to 

enhance financial literacy and inclusion.

• The demographics of the Indonesian population are 

very diverse in terms of language, customs, culture, 

ethnicity, religion, race, and other things. In addition, 

the level of education and the economy in each region 

in Indonesia varies. Based on the data from the March 

2020 National Socio-Economic Survey (Susenas), 

the education level of the Indonesian population is 

dominated by people aged 15 years and over who 

graduated from senior high school/equivalent, at 

38.77%, and those who graduated from junior high 

school/equivalent at 35.41%. 10.36% of young 

peole have completed tertiary education, and the 

percentage of the population that has never attended 

school in rural areas is higher than that in urban areas 

(1.31% versus 0.27%). Meanwhile, the percentage of 

the population no longer in school in rural areas is 

also higher than that in urban areas (75.61% versus 

70.62%). The complexity of this demographic condition 

could potentially pose a threat to the effectiveness of 

financial literacy and inclusion improvement programs 

if not handled with the right approaches and strategies.

• Indonesia has around 17,491 islands, roughly 6,000 

of which are not permanently inhabited (Coordinating 

Ministry for Maritime Affairs and Investment Indonesia, 

2019). Indonesia consists of 5 major islands, namely 
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Java, Sumatra, Kalimantan, Sulawesi, and Papua, and 

this chain of islands is referred to as the Indonesian 

Archipelago. The island with the largest population 

is Java, accounting for more than half, or about 65%, 

of Indonesia’s population. The country’s particular 

geography makes access for carrying out Financial 

Literacy and Education programs difficult. In addition, 

the constraints on access to technology in the regions 

represent a challenge to improving public financial 

literacy.

6.3 Vision and Missions of the 2021 – 2025 SNLKI  

Based on the following; an analysis of the results of the 

2019 SNLIK survey; a SWOT analysis; alignment with the 

2021-2025 Indonesian Financial Services Sector Master 

Plan (MPSJKI), in particular the program to “Expand 

financial access and increase public financial literacy”; 

as well as directives from the President of the Republic 

of Indonesia related to enhancing financial literacy and 

inclusion, especially with regard to internet-based digital 

financial services - the Vision and Mission of the 2021 – 

2025 SNLKI has been designated as follows:

The 2021 – 2025 SNLKI has the vision of: 

“Bringing about a Well-Literate Indonesian Society with the Ability to 

Utilize Appropriate Financial Products and Services to Achieve Sustainable 

Financial Well-Being”

In order to achieve this vision, the following 3 missions from the 2021-2025 SNLKI were 

established:

Utilize digital technology to increase the financial literacy 

index.

Build and enhance strategic alliances in the implementation 

of Financial Literacy and Education programs.

Expand the access and availability of inclusive financial 

products and/or services.

01

02

03
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6.4 Basic Principles  

The following basic principles need to be adhered to in 

carrying out activities aimed at increasing financial literacy 

and inclusion: 

Basic Principles of Financial Literacy

1. Planned and measured

The activities performed contain concepts that are 

in line with the objectives, strategies, and policies of 

the authorities, and the policies of financial services 

providers, and also have indicators for obtaining 

information on improving financial literacy.

2. Achievement oriented

The activities performed are able to achieve the goal 

of increasing financial literacy by optimizing existing 

resources.

3. Sustainability

The activities are performed on an ongoing basis to 

achieve the planned goals and have long-term aspects. 

In applying the sustainability principle, financial 

services providers need to prioritize an understanding 

of financial planning, financial institutions, and financial 

products and/or services.

4. Collaborations 

The activities performed involve the joint participation 

of all stakeholders.

Basic Principles of Financial Inclusion

1. Measurable

The planning and implementation of activities aimed at 

enhancing financial inclusion takes into account area 

coverage, costs, time, and technology systems, while 

mitigating for potential risks arising from transactions 

involving financial products and/or services, such 

that access is provided and financial products and/or 

services are developed to have characteristics which are 

consistent with the objectives of the activities intended 

to increase financial inclusion.

2. Affordable

The implementation of activities in the context of 

enhancing financial inclusion, such that financial 

product and services can be accessed by all groups of 

people at low or no cost, while also making the use of 

technology affordable.

3. Targeted

The implementation of activities in order to enhance 

financial inclusion in line with the needs and capabilities 

of consumers and/or targeted groups of people.

4. Sustainable

The implementation of activities in order to enhance 

financial inclusion is carried out on an ongoing basis to 

achieve the planned targets, and has long-term aspects 

that prioritize the needs and abilities of consumers and/

or communities.
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Persons with
Disabilities

Employees

Professionals 

Farmers and
 Fishermen

Communities

MSMEs

Pupils, Students,
and Young 
People

Women

People in 
Disadvantaged, 
Outermost and 

Frontier 
Communities

Indonesian 
Migrant Workers 
and Prospective 

Indonesian 
Migrant Workers 

(PMI/TKI)

The preparation of the SNLKI as a matter of course also led to the development of new priority targets, given that there 

were changes in the circumstances and conditions from 2017 – 2020 for certain target groups of people. The adjusted 

priority targets of the 2021 – 2025 SNLKI are shown in Figure 6.1.

6.5 Target Groups

Figure 6.1 2021 – 2025 SNLKI Priority Targets

The priority targets need to be clearly defined so that there 

is a common perception in the formulation of the planning, 

monitoring, and evaluation of financial education and 

literacy programs through the Consumer Education and 

Protection Reporting Application System (SIPEDULI) by all 

stakeholders. A clear definition of targets will also facilitate 

the analysis of evaluation results in the formulation of 

strategies for each priority target in each year. The priority 

targets include:

1. Pupils, Students & Young People
According to the Comprehensive Dictionary of the 

Indonesian Language (KBBI), pupils are defined as 

school children, while students are defined as those 

studying at a tertiary education institute. Law No. 40 of 

2009 concerning Youth states that young people are 

Indonesian citizens aged 16 to 30 who are entering an 

important period of growth and development.

Based on the definitions from these various sources, 

pupils, student, and youth targets are further defined as 

follows:

• Pupils: boys/girls who are still at school (Early 

Childhood Education, Elementary School, Junior 

High School, Senior High School).
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• Students: boys/girls who are enrolled in tertiary 

education (D1/D3/S1/S2/S3).

• Young people: boys/girls aged 16 – 30 who are no 

longer at school or enrolled in tertiary education 

and are not yet working. 

2. Professionals
According to the Comprehensive Dictionary of the 

Indonesian Language (KBBI), a profession is defined as 

a field of work based on certain areas of expertise (skills, 

vocational, and so on). A profession can also be defined 

as a job that requires a special skill which in practice is 

based on certain theoretical structures from various 

parts of science (Cogan, 1983). In line with this definition, 

Dedi Supriad (1998) also states that a profession means 

a job or position that requires special experience, special 

expertise, responsibilities, and loyalty in work.

Based on the definitions from these various sources, a 

profession is further defined as follows:

• A profession requires expertise and skills based on 

theoretical knowledge.

• A profession requires extensive education in the 

form of a lengthy educational process with a high 

level of education for prestigious professions.

• A profession involves a proficiency test in the form 

of an examination of knowledge in a particular field, 

usually encompassing a requirement to pass an 

exam that tests theoretical knowledge.

• A profession involves institutional training in 

the form of training courses to gain hands-on 

experience before becoming a full member of a 

professional organization.

• A profession involves professional associations in 

the form of professional organizations that seek to 

improve the status of their members.

• A profession involves a license in the form 

of certification in a certain field so that the 

professional concerned is considered experienced 

and trusted.

3. Employees
According to the Comprehensive Dictionary of the 

Indonesian Language (KBBI), an employee is defined as 

a person who works in an institution (office, company, 

and so on) with a salary (wages); worker. Meanwhile, 

according to Hasibuan (2009), an employee is anyone 

who works by selling his energy (physical and mental) to 

a company for which he or she receives remuneration in 

accordance with an agreement.

Based on these definitions, an employee is further 

defined as a man/woman who works in a company/

institution/office but does not fall into the category of a 

professional.

4. Farmers and Fishermen
According to the Comprehensive Dictionary of the 

Indonesian Language (KBBI), a farmer is defined as a 

person whose occupation is farming, while a fisherman is 

defined as a person whose main livelihood is fishing.

Based on these definitions, farmers and fishermen are 

further defined as follows: 

• Men/women who work as farmers and/or 

fishermen; not pupils/students. 

• Animal breeders, planters, and fish/shrimp farmers 

are included in the target category of Farmers and 

Fishermen

5 . Indonesian Migrant Workers (PMI) and 
Prospective PMI
According to Law no. 18 of 2017 concerning the 

Protection of Indonesian Migrant Workers, Indonesian 

Migrant Workers are all Indonesian citizens who will, are 

currently, or have done paid work outside the territory of 

the Republic of Indonesia.

According to Law no. 18 of 2017 concerning the 

Protection of Indonesian Migrant Workers, Prospective 

Indonesian Migrant Workers are all Indonesian workers 

who meet the requirements as job seekers who will 

work abroad and are registered with the regency/city 

government agency responsible for employment affairs.
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Based on these definitions, PMI and prospective PMI 

are further defined as Indonesian men/women whose 

profession is as a PMI/Prospective PMI.

6. MSMEs
Based on Regulation No. 20 of 2008, the definition 

of an MSME is a productive business owned by an 

individual or business entity that meets the criteria of 

a micro, small and medium enterprise. The regulation 

also sets forth in detail the characteristics of Micro, 

Small and Medium Enterprises

The characteristics of Micro Enterprises are as follows: 

• have a net worth of at most Rp50,000,000.00 

(fifty million rupiah) excluding land and buildings 

for business premises; or

• have annual sales of a maximum of 

Rp300,000,000.00 (three hundred million rupiah). 

The characteristics of Small Enterprises are as follows: 

• have a net worth of more than Rp50,000,000.00 

(fifty million rupiah) to a maximum of Rp. 

500,000,000.00 (five hundred million rupiah) 

excluding land and buildings for business 

premises; or

• have annual sales of more than 

Rp300,000,000.00 (three hundred million rupiah) 

to a maximum of Rp2,500,000,000.00 (two billion 

five hundred million rupiah).

The characteristics of Medium Enterprises are as 

follows: 

• have a net worth of more than Rp500,000,000.00 

(five hundred million rupiah) to a maximum 

of Rp10,000,000,000.00 (ten billion rupiah) 

excluding land and buildings for business 

premises; or

• have annual sales of more than 

Rp2,500,000,000.00 (two billion five 

hundred million rupiah) to a maximum of 

Rp50,000,000,000.00 (fifty billion rupiah)

7. Persons with Disabilities
Based on Law Number 19 of 2011 concerning the 

Ratification of the Rights of Persons with Disabilities, 

Persons with Disabilities are people who have had 

physical, mental, intellectual or sensory limitations 

for a long period of time and who in interacting with 

their environment and communities may encounter 

attitudes and obstacles that make it difficult for them 

to participate fully and effectively on the basis of 

equal rights.

Characteristics of different types of Persons with 

Disabilities:

• Persons with physical disabilities are those 

with impaired movement functions, including 

amputees, paraplegics, people suffering from 

flaccid or spastic paralysis, cerebral palsy (CP), 

as well as people who have suffered a stroke or 

leprosy, and dwarves.

• Persons with intellectual disabilities are those 

with impaired thinking functions due to below 

average intelligence levels, including people 

who suffer from slow learning, mental disabilities 

and down syndrome.

• Persons with mental disabilities are those 

who suffer from emotional and behavioral 

disturbances, including: 

a. psychosocial disturbances including 

schizophrenia, bipolar disorder, depression, 

anxiety disorders, and personality disorders; 

and

b. developmental disabilities that affect social 

interaction skills, including autism and 

hyperactivity

• Persons with sensory disabilities are those who 

suffer from disturbances to the functioning 

of one of the five senses, including visual 

impairment, hearing disability, and/or speech 

disability.
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8. People in Disadvantaged, Outermost and 
Frontier Communities
People in Disadvantaged, Outermost and Frontier 

communities are those who live in areas that have been 

classified as Disadvantaged, Outermost and Frontier 

based on the provisions of the Indonesian Government.

Presidential Regulation of the Republic of Indonesia 

Number 63 of 2020 concerning the Determination of 

Disadvantaged Regions for 2020 – 2024 stipulated 

that the following regions of Indonesia are classed as 

Disadvantaged for the 2020 – 2024 period:

Table 6.1 Disadvantaged Regions of Indonesia 2020 – 2024

Province Regency

North Sumatera

1. Nias

2. South Nias

3. North Nias

4. West Nias

West Sumatera

5. Mentawai Islands

South Sumatera

6. North Musi Rawas

Lampung

7. West Pesisir

West Nusa Tenggara

8. North Lombok

East Nusa Tenggara

9. West Sumba

10. East Sumba

11. Kupang

12. Timor Tengah Selatan

13.  Belu

14.  Alor

15. Lembata

16. Rote Ndao

17. Central Sumba

18. Southwest Sumba

19. East Manggarai

20.  Sabu Raijua

21.  Malaka

Central Sulawesi

22. Donggala

23. Tojo Una-una

Province Regency

24.  Sigi

Maluku

25. West Maluku Tenggara

26. Aru Islands

27. West Seram

28. East Seram

29. Southwest Maluku

30.  South Buru

North Maluku

31. Sula Islands

32. Talibau Island

West Papua

33. Teluk Wondama

34. Teluk Bintuni

35. Sorong Selatan

36. Sorong

37. Tambrauw

38. Maybrat

39. Manokwari Selatan

40. Pegunungan Arfak

 Papua

41. Jayawijaya

42. Nabire

43. Paniai

44. Puncak Jaya

45. Boven Digoel

46. Mappi

47. Asmat

48. Yahukimo

49. Bintang Mountains

50. Tolikara

51. Keerom

52. Waropen

53. Supiori

54. Mamberamo Raya

55. Nduga

56. Lanny Jaya

57. Central Mamberamo

58. Yalimo

59. Puncak

60. Dogiyai

61. Intan Jaya

62. Deiyai
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Furthermore, based on letter number: 2421/

Dt.7.2/04/2015 of 21 April 2015 stipulated by the Ministry 

of National Development Planning (PPN)/National 

Development Planning Agency (BAPPENAS), the list of 

Frontier and Outermost Regions (Border areas) is as follows:

Table 6.2 Frontier and Outermost Regions (Border Areas)

Province Regency

Aceh

1. Aceh Besar

2. Kota Sabang

Riau

3. Rokan Hilir

4. Kota Dumai

5. Bengkalis

6. Kepulauan Meranti

7. Pelalawan

8. Indragiri Hilir

Riau Islands

9. Karimun

10. Kota Batam

11. Bintan

12. Kepulauan Anambas

13. Natuna

North Sumatera

14. Serdang Bedagai

East Nusa Tenggara 

15. Kota Kupang

16. Timor Tengah Utara

17. Belu

18. Alor

19. Rote Ndao

Province Regency

20.  Sabu Raijua

21. Malaka

West Kalimantan

22. Sambas

23. Bengkayang

24. Sintang

25. Kapuas Hulu

26. Sanggau

North Kalimantan

27. Nunukan

28. Malinau

East Kalimantan

29. Mahakam Hulu

30. Berau

North Sulawesi

31. Sangihe Islands

32. Talaud Islands

Maluku

33. West Maluku Tenggara

34. Aru Islands

35. Southwest Maluku

North Maluku

36. Morotai Island

Papua

37. Keerom

38. Bintang Mountains

39. Supiori

40. Jayapura

41. Merauke

42. Boven Digoel

West Papua

43. Raja Ampat
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9. Women/Housewives
According to the Comprehensive Dictionary of the 

Indonesian Language (KBBI), women are people of the 

female sex who can menstruate, get pregnant, give birth 

to children, and breastfeed; females.

According to the Comprehensive Dictionary of the 

Indonesian Language (KBBI), housewives refer to:

1) Women who manage the organization of various 

kinds of household chores

2) Wives or mothers who only take care of various 

jobs in the household, rather than working in an 

office

In the SNLKI Revisit 2017, the target group of 

Housewives was replaced with Women. This is because 

the category of housewives tends to refer to women who 

do not work and act as mothers and/or wives at home, 

while the category of women is considered broader 

and includes women who are either employed or not 

employed, and are either married or unmarried.

10.Communities 
According to the Comprehensive Dictionary of the 

Indonesian Language (KBBI), a community is a group 

of organisms (people and others) that live and interact 

with each other in a particular area; society; association. 

Meanwhile, a community according to the World Health 

Organization (WHO) is a social group determined 

by territorial boundaries, common values, beliefs 

and interests, as well as mutual acquaintances and 

interactions between members of society with each 

other.

Based on the above definition, the characteristics of 

communities, as a target group, are groups of people 

who interact with each other, determined by territorial 

boundaries and common beliefs, values, interests and 

goals.
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Table 6.3 Financial Competence Strategic Program

The 2021 - 2025 SNLKI is aimed at pushing up both the financial literacy index and financial inclusion index of the 

Indonesian public. To this end, three strategic programs have been created, namely Financial Competence, Wise 

Financial Attitudes and Behavior, and Financial Access. Each strategic program’s scope has been expanded to include 

several program initiatives and core actions that aim to facilitate and hone the activities required to achieve the aims of the 

program in question. The program initiatives and core actions are expected to make the activities carried out more focused 

and consistent with the goals of the strategic programs.

Strategic Program 1: Financial Competence

Financial competence consists of several components, namely knowledge, skills, and confidence. Financially capable 

people need to have extensive knowledge about financial institutions and products and/or services including their 

features, benefits and risks, rights and obligations, methods of obtaining them, penalties and fees.

The Financial Competence Strategic Program consists of:

6.6 Strategic Programs

Strategic 
Program 1 

 Financial 
Competence 

Program Initiative Core Action

Develop Strategies for the 
Implementation of Financial 
Literacy and Education 
Activities by Age

Based on Priority Targets (materials and forms of education)

Based on Priority Regions (Literacy and Financial Inclusion 
Indices, Socioeconomic Status/SES, and Gini Ratio)

Based on Demographics (Taking Local Culture and Wisdom into 
Consideration)

Develop a Digital Financial 
Literacy and Education 
Infrastructure (MOOC)

Develop Learning Management Systems (LMS)

Rebranding of Keluarga Sikapi

Utilize the E-Library of the National Library (Perpusnas) as a 
Dissemination Facility

Strengthen Islamic Financial 
Literacy

Assign Islamic Financial Literacy Ambassadors

Compile Islamic Financial Literacy and Education Materials 
Based on Priority Targets

Develop Educational Strategies 
Through Religious Leaders

Islamic Boarding Schools

Bishops’ Conference of Indonesia (KWI)

Communion of Churches in Indonesia (PGI)

Buddhist Council of Indonesia (WALUBI)

Indonesia Hinduism Society (PHDI)

Education for 3T Communities (Disadvantaged, Outermost and 
Frontier)
Education for Persons with Disabilities

Intensify Affirmative Action

01

02

03

04

05
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Strategic 
Program 2 

Wise 
Financial 
Attitudes 
and 
Behavior 
Strategic

Program Initiative Core Action

Encourage education and 
literacy based on risk-based 
consumer protection

Synergize with the Investment Alert Task Force (SWI)

Prepare financial education modules based on: complaint level, 
financial literacy index, long -term financial objectives

Prepare Q&A booklet and list of customer complaints in the 
financial services sector

Develop tools and materials 
to strengthen wise financial 
attitudes and behaviors

Provide information dashboards, financial calculators and 
financial recording applications as tools to make financial 
decisions

Develop data, information and study centers (synergizing with 
DRJK and DNKI)

Strengthen wise financial 
behavior through 
outreach activities and the 
development of financial 
literacy ambassador agents

Enhance outreach models to make them more effective 
and efficient

Develop Literacy Ambassadors and Outreach Ambassadors: 
teachers/lecturers, Pupils/Students, influencers, women’s 
organizations, youth organizations, etc.

01

02

03

Strategic Program 2: Wise Financial Attitudes and Behavior 

A wise financial attitude begins with a person’s financial goals. These financial goals provide a platform for better planning 

and managing of finances in both the short and long term. Wise financial attitudes and behavior will create better financial 

resilience under various financial conditions.

The Wise Financial Attitudes and Behavior Strategic Program consists of:

Table 6.4 Wise Financial Attitudes and Behavior Strategic Program

Strategic Program 3: Financial Access

Financial competence complemented by wise financial attitudes and behavior makes it easier for the public to take advantage 

of financial institutions, products and/or services that suit their needs and abilities. As such, it is necessary to expand 

comprehensive financial access in order to help the public access financial institutions, products and/or services 

that similarly suit their needs and abilities.
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Table 6.5 Financial Access Strategic Program

These three strategic programs can be carried out together with joint contributions from the financial services industry and 

other stakeholders. It is hoped that the launch of the 2021-2025 SNLKI, encompassing the three strategic programs, will lead 

to the creation of a well-literate and well-inclusive society with the addition of many people who enjoy financial well-being.

Strategic 
Program 3 

Financial 
Access

Program Initiative Core Action

Encourage the introduction 
of generic financial inclusion 
products according to targets

Students Savings (SimPel) and One Account One Student (KEJAR) 
Youth Savings

• Micro Insurance

• Yuk Nabung Saham / 
Let’s Invest in Stocks

• Islamic Capital Market

• Islamic Pawning

• TabunganKu / My savings

• Other Generic Programs

• Islamic Insurance

• Islamic Financing

Strengthen the alignment of 
cross-institutional financial 
acceleration strategic programs 

Bank Indonesia: Regional Inflation Control Team (TPID)
Ministry of Home Affairs: Regional Financial Access Acceleration Team 
(TPAKD)
Ministry of Social Affairs: Non-Cash Social Assistance program and 
Family Hope Program/Program Keluarga Harapan (PKH)
Ministry of Education: Pre-Employment Card and Smart Indonesia 
Card (KIP)
Ministry of Villages, Development of Disadvantaged Regions, and 
Transmigration: Development of Village-Owned Enterprises (BUMDes) 
& Inter-Village-Owned Enterprises (BUMADes)
Deposit Insurance Corporation/LPS: 3T Requirement
Indonesia Stock Exchange Mobile Investment Gallery
Universities: Real Work Lectures (KKN) and Field Work Lectures (KKL)

Encourage the acceleration 
of Islamic financial services 
sector products

Islamic Savings and Deposits

01

02

03

The Financial Access Strategic Program consists of:
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Discussion and 
Formulation of 
Education and Literacy 
Strategies

Evaluations 
of Strategy 
Implementations

Cascading and 
Alignment

Sustainable 
Implementation 
and Monitoring of 
Strategies

a. Discussion and formulation of 
financial education and literacy 
strategies by the OJK and FSPs

b. Determination of financial 
education and literacy strategies

c. Communication of financial 
literacy and education strategies 
to related work units and FSPs

a. Implementation of the National 
Survey on Financial Literacy and 
Inclusion (every 3 years)

b. Analyses and Evaluations 
of the Implementations of 
Financial Literacy and Education 
Strategies (per semester)

a. Preparation of financial literacy 
and education programs by FSPs 
and the OJK

b. Determination of achievement 
targets based on analyses of the 
previous year’s financial literacy 
and education data, as well as 
survey results

a. Implementation of sustainable 
financial literacy and education 
strategies

b. Increased capacity building for 
implementing financial literacy 
and education activities

c. Periodic monitoring of the 
implementation of financial 
literacy and education strategies

Every program that has been designed with objectives in mind of course requires points of support to help achieve these 

objectives. In the 2021-2025 SNLKI, these points of support, which are referred to as supporting enablers, are intended to 

help achieve the pre-determined goals of the strategic programs. These supporting enablers include:

Enabler I: Strengthening and Monitoring Financial Literacy and Education Business Processes 

6.7 Enablers

01

04

02

03

Strengthening and 
Monitoring Financial 

Literacy and 
Education Business 

Processes
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Enabler II: Strengthening Institutional Relations 

Enabler III: Financial Literacy and Education 
Campaigns and Programs

Financial Services Authority

Financial Services Institutions

Campaign (Capacity Building)

Other Parties

Ministries and Institutions

Campaign (Event Based)

Infrastructure

Consumer Education and Protection 
(EPK) and Prudential Supervisors

(Banks, Capital Markets, Insurance, 
Financial Institutions, Pension Funds, 

Pawnshops, Fintech)

(Local Governments, Universities, 
Providers, Digital Institutions, 
E-commerce, etc.)

• World Investor Week (WIW)

• Ramadhan Safari Festival

• iB Vaganza

• OJK Goes to School

• SiPEDULI Workshop

• Training of Trainers (ToT)

• Mobile Investment Galleries

• Strengthening of Digital Education 
(Public Service Advertisements, 
Rebranding of SikapiUangmu)

• Brochures
• Flyers
• Booklets
• Learning Management Systems (LMS)

(Bank Indonesia, Indonesia Stock 
Exchange, Ministry of Agriculture, 
Ministry of Cooperatives-SMEs, Ministry 
of Women’s and Child Empowerment, 
Ministry of Education and Culture, 
Ministry of Social Affairs, Ministry of 
Religious Affairs, Indonesian Red Cross 
Institute (PMI), etc.)

To achieve as high a financial literacy and inclusion index target as possible, synergy 
and collaboration are needed between OJK, the financial services industry, and 

stakeholders in various institutions

The strategies in each Pillar cannot work without the involvement of other institutions. Strong commitment 
is required from all parties as well as a shared vision in carrying out various kinds of financial literacy and 

education activities

As previously mentioned, the supporting 

enablers are expected to facilitate the 

achievement of the objectives of the 

2021-2025 SNLKI’s strategic programs. 

Furthermore, every enabler that has been 

activated needs to be strengthened so that 

it can help the process of achieving the 

objectives of these strategic programs.

Strengthening 
Institutional 

Relations 

Intensifying 
Campaigns and 
Strengthening 
the Financial 

Literacy Education 
Infrastructure
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The implementation of the strategic programs and supporting enablers will certainly involve many related parties 

who have different perspectives and interests. Different points of view and interests will also lead to different levels of 

priority from various parties regarding the implementation of the strategic programs. In light of this, the 2021-2025 

SNLKI Strategic Program Roadmap was prepared to provide strategic priority guidelines to be focused on each year. 

The roadmap lays out the flow of program implementation to achieve the expected goals. With the roadmap, all instruments 

in the 2021-2025 SNLKI’s strategic programs will be unified and utilized in a structured manner so that strategic programs 

deemed as priorities and carried out by various parties can be implemented in a directed manner.

6.8 Roadmap

Figure 6.2 2021 – 2025 SNLKI Strategic Program Roadmap

•  Coordination with related Institutions and 
Ministries in order to improve financial literacy

•  Maintenance of applications in order to improve 
financial literacy

•  Preparation and updating of heatmaps in order to 
determine priority areas and targets

•  Planning, implementing and monitoring of 

• Expanding the Scope of 
Financial Literacy and 
Education Activities as 
well as Public Access 
to Finance, Especially 
Generic Financial 
Inclusion Products

Multi-years Programs

financial literacy and education activities
•  Holding of SiPEDULI workshops in order to increase 

the participation of FSPs in carrying out financial 
literacy activities

•   Implementation of the cycle approach to 
strengthening financial education and literacy 
infrastructure

Roadmap Program Strategis SNLKI 2021 – 2025 

• Implementing the National 
Survey on Indonesian 
Financial Literacy and 
Inclusion (SNLIK)

• Curriculum Intensification
• Implementation of Financial 

Literacy and 
Education 
Affirmative 
Action for 3T 
Communities 
and Persons 
with Disabilities

• Intensifying 
the Use of LMS 
through Inter-
Agency Strategic 
Alliances

• Enhancing Digital Financial Literacy 
and Education Activities (Applications, 
Dashboards and Smartphone-Based Tools) 
and Evaluating the Effectiveness of the 
2021 SNLKI’s Implementation

21

22
23

24

25

2021

2022 2023

2024

2025

• Development of Leaning Management System (LMS) 
• Curriculum Development
• Improving Islamic Financial Literacy
• Improving Capital Market Financial Literacy
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The 2021 – 2025 SNLKI Strategic Program Roadmap 

contains two types of priority programs, namely annual 

strategic programs and multi-year strategic programs. 

Annual strategic programs are programs prepared every 

year of top priority in the implementation of the 2021-2025 

SNLKI’s strategic program in that year. Multi-year strategic 

programs are programs to be carried out continuously as 

long as the 2021-2025 SNLKI is in effect.

Furthermore, the implementation of annual strategic 

programs can be broken down in more detail into core 

actions, indicators, implementers, and expected outcomes. 

All the core actions in each strategic program need to be 

arranged based on a scale of priority to determine the order 

in which they are implemented each year. The scale of 

priority involves an assessment based on the following 4 

(four) parameters: urgency, multiplier effect, infrastructure 

availability and sustainability. The definition of each of these 

parameters is as follows:

• Urgency: Urgent core actions that are essential to be 

carried out during the year.

• Multiplier effect: Core actions have a large and multiple 

impact on increasing financial literacy.

• Infrastructure availability: Availability of infrastructure for 

implementing the core actions, including infrastructure 

to be prepared by the OJK, Ministries/Agencies, or the 

public as the object of the core action program.

• Sustainability: The outputs, benefits and impacts of core 

actions can not only be felt in the current year, but also in 

ensuing years.

Decision matrix analysis is used to determine the scale of 

priority. Each parameter has a different weight with the 

urgency parameter given the highest weighting, followed 

by the multiplier effect, infrastructure availability and 

sustainability. The parameters for each core action are 

measured with a score ranging from 1-5, except for the 

sustainability parameter which has a score range of 1-3, 

where the largest value represents the core action in question 

strongly fulfilling the related parameter. The scale of priority 

is determined by the results of the score in each parameter 

multiplied by the weight of the respective parameter.

Table 6.6 2021 – 2025 Strategic Program Details

2021 Strategic Program Details
LMS Development, Curriculum Development, Improving Islamic Financial Literacy, and Improving Capital Market 

Financial Literacy

Priority Codification Core Action Indicator Implementer Outcome

1 P.1.I.2 Develop a learning 
management system and 
MOOC in the context of 
more effective and mass-
scale Financial Literacy 
and Education activities

Availability of an MOOC-based 
Learning Management System 
(LMS) that can be used by 
the public in the context of 
more effective and mass-scale 
Financial Literacy and Education 
activities

OJK Increased public knowledge, 
confidence, and skills 
with regard to financial 
institutions, products and/
or services, particularly those 
related to Islamic finance and 
the capital market

2 P.2.I.3/P.1.I.3 Carry out Training 
of Trainers activities 
in order to enhance 
public involvement as 
Ambassadors of Islamic 
Finance and Capital 
Market Literacy

1. Number of ToT activities 
carried out

2. Number of ToT activity 
participants

3. Percentage increase in 
understanding by ToT 
participants

OJK in 
collaboration 
with related 
Ministries and 
Institutions.

Increased public knowledge, 
confidence, and skills with 
regard to Islamic financial 
institutions, products and/or 
services,
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2021 Strategic Program Details
LMS Development, Curriculum Development, Improving Islamic Financial Literacy, and Improving Capital Market 

Financial Literacy

Priority Codification Core Action Indicator Implementer Outcome

3 E.2 Strengthen channelling 
through institutional 
synergy with BWM in 
carrying out Islamic 
Financial Literacy and 
Education activities

1. Number of Financial Literacy 
and Education activities 
carried out by BWM

2. Total percentage increase in 
public understanding

OJK and related 
Ministries and 
Institutions.

Increased public knowledge, 
confidence, and skills with 
regard to Islamic financial 
institutions, products and/or 
services,

4 P.1.I.1 Carry out Financial 
Literacy and Education 
activities based on 
materials, priority targets 
and areas with methods 
that are in accordance 
with the demographics of 
the target segment

1. Number of participants 
and percentage increase in 
understanding of financial 
literacy

2. Financial Education activities 

cover various:
a. Targets;
b. Sectors; and/or
c. Cities/Regencies in stages

OJK and FSPs Increased public knowledge, 
confidence, and skills 
with regard to financial 
institutions, products and/
or services, particularly those 
related to Islamic finance and 
the capital market

5 P.1.I.3 Carry out Islamic 
Financial Literacy and 
Education activities 
based on materials, 
priority targets and areas 
with methods that are 
in accordance with the 
demographics of the 
target segment

1. Number of participants 
and percentage increase in 
understanding of Islamic 
financial literacy

2. Islamic Financial Education 

activities cover various:
a. Targets;
b. Sectors; and/or
c. Cities/Regencies in stages

OJK and FSPs Increased public knowledge, 
confidence, and skills with 
regard to Islamic financial 
institutions, products and/or 
services

6 P.1.I.3 Prepare Islamic Financial 
Literacy and Education 
material modules based 
on the level of public 
understanding

Availability of Islamic Financial 
Literacy materials

OJK Increased public knowledge, 
confidence, and skills with 
regard to Islamic financial 
institutions, products and/or 
services

7 P.3.I.2 Synergize Financial 
Literacy and Education 
activities with various 
government programs 
and national program 
initiatives

Implementation of Financial 
Education activities that 
support and/or are in line with 
government programs and 
national program initiatives

OJK and other 
Ministries/
Institutions

Increased public knowledge, 
confidence, and skills 
with regard to financial 
institutions, products and/
or services, particularly those 
related to Islamic finance and 
the capital market

8 E.2 Strengthen channelling 
through institutional 
synergy with the IDX 
in carrying out Capital 
Market Financial Literacy 
and Education activities

1. Number of Financial Literacy 
and Education activities 
carried out by the IDX

2. Total percentage increase in 
public understanding 

OJK and other 
Ministries/
Institutions

Strengthened channelling 
through institutional synergy 
with the IDX in carrying out 
Capital Market Financial 
Literacy and Education 
activities
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2021 Strategic Program Details
LMS Development, Curriculum Development, Improving Islamic Financial Literacy, and Improving Capital Market 

Financial Literacy

Priority Codification Core Action Indicator Implementer Outcome

9 P.1.I.2 Rebranding of Keluarga 
Sikapi for Financial 
Literacy and Education 
activities

Amount of use of Keluarga 
Sikapi for Financial Literacy 
and Education activities

OJK Increased public 
knowledge, confidence, 
and skills with regard 
to financial institutions, 
products and/or services, 
particularly those related 
to Islamic finance and the 
capital market

10 P.1.I.4 Carry out communal 
Financial Literacy and 
Education activities

1. Number of participants 
and percentage increase in 
understanding of financial 
literacy; 

2. Financial Education 
Activities cover various 
communities

OJK

11 P.3.I.2 Synergize actions 
for implementing 
Financial Literacy 
activities through 
TPAKD, BUMDES and 
BUMADES

1. Number of Financial 
Literacy and Education 
activities carried out by 
TPAKD, BUMDES and 
BUMADES

2. Total percentage increase 
in public understanding 

OJK and other 
Ministries/
Institutions

12 P.1.I.1 Prepare Financial 
Literacy materials for 
certain communities 
in accordance with 
the required financial 
products and/or 
services

Availability of Financial 
Literacy materials

OJK and FSPs

13 P.1.I.1 Prepare Financial 
Literacy materials for 
brides-to-be

Availability of Financial 
Literacy materials

OJK

14 E.2 Coordinate with 
other institutions 
in the context of 
implementing 
Financial Education 
activities for brides-
to-be

Bringing about cooperation 
with other Ministries/
Institutions in the context 
of implementing Financial 
Education activities for 
brides-to-be

OJK and other 
Ministries/
Institutions

15 E.2 Encourage strategic 
alliances with BP2MI 
in order to enhance 
the financial literacy 
of Indonesian Migrant 
Workers (PMIs) and 
prospective PMIs

Number of PMIs and 
prospective PMIs who access 
LMS e-learning in the context 
of implementing Financial 
Literacy and Education 
activities

OJK and other 
Ministries/
Institutions
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2021 Strategic Program Details
LMS Development, Curriculum Development, Improving Islamic Financial Literacy, and Improving Capital Market 

Financial Literacy

Priority Codification Core Action Indicator Implementer Outcome

16 P.3.I.2 Synergize Financial 
Education materials 
in various Financial 
Education activities 
carried out by a 
variety of institutions 
or community 
organizations

Number of institutions or 
community organizations 
that apply Financial 
Education materials in the 
provided education/training 
programs

OJK and FSPs Increased public 
knowledge, confidence, 
and skills with regard 
to financial institutions, 
products and/or services, 
particularly those related 
to Islamic finance and the 
capital market

17 P.1.I.2 Encourage the 
use of information 
technology-based 
media in Financial 
Education

1. Number of types of 
information technology-
based media used in 
conducting Financial 
Education

2. Number of people who 
follow/use Financial 
Education media based on 
information technology

OJK

18 P.3.I.2 Open investment 
galleries in each 
Ministry in order to 
improve financial 
literacy and expand 
access to capital 
market products

1. Number of investment 
galleries opened in the 
Ministries

2. Number of securities 
accounts opened in the 
investment galleries in the 
Ministries

OJK; other 
Ministries/
Institutions 
and FSPs

Opening of investment 
galleries in each Ministry in 
order to improve financial 
literacy and expand access 
to capital market products

19 P.1.I.2 Build a national 
database of Financial 
Literacy materials

Availability of a system 
for a national database of 
Financial Literacy materials

OJK Increased public 
knowledge, confidence, 
and skills with regard 
to financial institutions, 
products and/or services, 
particularly those related 
to Islamic finance and the 
capital market

20 E.2 Encourage the 
financial services 
industry and the public 
to regularly contribute 
Financial Literacy 
materials

1. Number of FSPs and 
members of the public 
who participate in 
uploading Financial 
Literacy materials

2. Amount of materials 
downloaded 

3. Number of visitors to the 
database

OJK and FSPs

21 P.1.I.2 Encourage a strategic 
alliance with the 
National Library in 
order to disseminate 
Financial Literacy and 
Education materials

Dissemination of Financial 
Literacy and Education 
materials to the National 
Library takes place

OJK
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2022 Strategic Program Details
Carry out the National Survey on Indonesian Financial Literacy and Inclusion (SNLIK) as well as Curriculum 

Intensification and the Implementation of Affirmative Action on Financial Literacy and Education for Persons with 
Disabilities and those in 3T areas

Priority Codification Core Action Indicator Implementer Outcome

1 E.1 Conduct the 2022 
National Survey on 
Indonesian Financial 
Literacy and Inclusion 
(SNLIK)

Conducting of the survey OJK 2022 Financial Literacy 
and Inclusion Indices

2 P.2.I.3 Increase community 
involvement as 
Financial Literacy 
Agents for 3T 
communities and 
persons with disabilities

1. Number of Agents who 
teach Financial Education 
materials

2. Number of FSPs that 
organize Financial Literacy 
and Inclusion Agent 
programs

OJK and other 
Ministries/
Institutions

Increased knowledge, 
confidence, and skills 
among 3T communities 
and persons with 
disabilities with regard 
to financial institutions, 
products and/or services

3 E.2 Collaborate in strategic 
alliances with local 
governments and other 
Ministries/Institutions 
in order to carry out 
Financial Literacy and 
Education activities for 
local 3T communities 
and persons with 
disabilities

Creation of strategic alliances 
with local governments and 
other Ministries/Institutions 
in order to carry out Financial 
Literacy and Education 
activities for remote tribes

OJK and other 
Ministries/
Institutions

4 P.1.I.5 Prepare Financial 
Literacy and Education 
materials for local 
3T communities and 
persons with disabilities 
based on their level of 
understanding

Availability of Financial 
Literacy and Education 
materials for local 3T 
communities and persons 
with disabilities based on 
their level of understanding

OJK

5 P.1.I.5 Carry out Financial 
Literacy and Education 
activities for local 3T 
communities and 
persons with disabilities 
on an ongoing basis

1.  Number of activities
2. Number of participants 

and percentage increase in 
understanding of financial 
literacy

OJK and FSPs

6 E.2 Encourage the financial 
services industry and 
the public to regularly 
contribute Financial 
Literacy materials to 
local 3T communities 
and persons with 
disabilities 

1.  Number of FSPs and 
members of the public who 
participate in uploading 
Financial Literacy materials

2. Amount of materials 
downloaded

3. Number of visitors to the 
database

OJK and FSPs
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2022 Strategic Program Details
Carry out the National Survey on Indonesian Financial Literacy and Inclusion (SNLIK) as well as Curriculum 

Intensification and the Implementation of Affirmative Action on Financial Literacy and Education for Persons with 
Disabilities and those in 3T areas

Priority Codification Core Action Indicator Implementer Outcome

7 P.1.I.5 Build a national 
database of Financial 
Literacy materials, 
especially for local 
3T communities and 
persons with disabilities

Availability of a system for a 
national database of Financial 
Literacy materials, especially 
for local 3T communities and 
persons with disabilities

OJK Increased knowledge, 
confidence, and skills 
among 3T communities 
and persons with 
disabilities with regard 
to financial institutions, 
products and/or services

2023  Strategic Program Details
Intensifying the Use of LMS through Inter-Agency Strategic Alliances

Priority Codification Core Action Indicator Implementer Outcome

1 E.2 Set up strategic 
alliances and 
collaborations with 
other Ministries/
Institutions in order 
to increase financial 
literacy through LMS

1. Number of strategic 
alliances and 
collaborations set up

2. Number of materials 
compiled and Financial 
Literacy and Education 
activities performed in 
collaboration with other 
Ministries/Institutions

OJK and other 
Ministries/
Institutions

1. Improved ability among 
the public to perform 
financial planning

2. Reduced levels of public 
complaints related to 
the financial services 
sector

3. Improved ability among 
the public to perform 
financial planning

4. Increased public 
awareness regarding 
illegal investment and 
crime in the financial 
services sector

2 P.2.I.1 Create a Q&A booklet 
and compile cases 
related to the financial 
services sector

Availability of a Q&A booklet 
and cases realted to the 
financial services sector

OJK

3 P.2.I.1 Create financial 
education synergies 
with the Investment 
Alert Task Force (Satgas 
Waspada Investasi/SWI)

1. Number of Financial 
Literacy and Education 
activities carried out in 
collaboration with SWI; 

2. Total percentage increase 
in public understanding 
of financial literacy

OJK

4 P.2.I.3 Enhance outreach 
models to make them 
more effective and 
efficient

1. Number of outreach 
activities carried out

2. Outreach activity 
evaluation results

OJK
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2023  Strategic Program Details
Intensifying the Use of LMS through Inter-Agency Strategic Alliances

Priority Codification Core Action Indicator Implementer Outcome

5 E.2 Synergize Financial 
Education materials 
into the national 
education curriculum 
at the formal education 
level

1.   Acceptance of Financial 
Education materials in 
the national education 
curriculum for all levels of 
formal education

2. Number of schools 
applying Financial 
Education materials that 
have become part of 
the national education 
curriculum

OJK and other 
Ministries/
Institutions

1. Improved ability among 
the public to perform 
financial planning

2. Reduced levels of public 
complaints related to 
the financial services 
sector

3. Improved ability among 
the public to perform 
financial planning

4. Increased public 
awareness regarding 
illegal investment and 
crime in the financial 
services sector

6 P.2.I.3 Increase the 
involvement of 
teachers/lecturers, 
students/students, 
influencers, women’s 
organizations and 
Youth Organizations 
as Financial Literacy 
Agents

1. Number of people 
participating in Financial 
Literacy and Inclusion 
Agent programs

2. Number of Agents 
teaching Financial 
Education materials

3. Number of FSPs 
organizing Financial 
Literacy and Inclusion 
Agent programs

OJK and other 
Ministries/
Institutions

7 P.2.I.1 Carry out Financial 
Literacy and Education 
activities based on 
risk-based consumer 
protection

1. Number of Financial 
Literacy and Education 
activities performed based 
on risk-based consumer 
protection; 

2. Total percentage increase 
in public understanding of 
financial literacy

OJK and FSPs

8 P.1.I.1 Carry out Financial 
Literacy and Education 
activities based on 
materials, priority 
targets and areas with 
methods that are in 
accordance with the 
demographics of the 
target segment

1. Number of participants 
and percentage increase 
in understanding of 
financial literacy

2. Financial Education 
activities cover various:

a. Targets;
b. Sectors; and/or
c. Cities/Regencies 
in stages

OJK and FSPs

9 P.2.I.1 Prepare long-term 
financial planning 
modules for the public

Availability of long-term 
financial planning modules 
for the public

OJK
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2023  Strategic Program Details
Intensifying the Use of LMS through Inter-Agency Strategic Alliances

Priority Codification Core Action Indicator Implementer Outcome

10 P.2.I.1 Prepare financial 
literacy and education 
material modules 
based on the level 
of complaints and 
information

Availability of financial 
literacy and education 
material modules based on 
the level of complaints and 
information

OJK 1. Improved ability among 
the public to perform 
financial planning

2. Reduced levels of public 
complaints related to 
the financial services 
sector

3. Improved ability among 
the public to perform 
financial planning

4. Increased public 
awareness regarding 
illegal investment and 
crime in the financial 
services sector

11 P.3.I.2 Synergize actions for 
implementing Financial 
Literacy activities 
through TPAKD and 
BUMDES

1. Number of Financial 
Literacy and Education 
activities carried out by 
TPAKD and BUMDES

2. Total percentage increase 
in public understanding 

OJK and other 
Ministries/
Institutions

2024  Strategic Program Details
Expansion of the Scope of Financial Literacy and Education Activities as well as Public Financial Access, Especially 

for Generic Financial Inclusion Products

Priority Codification Core Action Indicator Implementer Outcome

1 P.2.I.3 Carry out Training 
of Trainers activities 
in order to enhance 
public involvement 
as Ambassadors of 
Financial Literacy

1. Number of ToT activities 
carried out

2. Number of participants in 
ToT activities

3. Percentage increase in 
understanding by ToT 
participants

OJK and FSPs 1. Increased public 
knowledge, confidence, 
and skills with regard 
to financial institutions, 
products and/or 
services

2. Increased financial 
inclusion of generic 
financial products and/
or services

3. Increased Islamic 
financial inclusion

2 P.3.I.2 Strengthen Alignment 
of Cross-Institutional 
Financial Acceleration 
Strategic Programs

1. Number of strategic 
programs carried out

2. Number of participants

OJK and other 
Ministries/
Institutions

3 P.3.I.3 Increase the 
acceleration of 
product inclusion in 
the Islamic financial 
services sector

Improvement in the financial 
inclusion of Islamic financial 
services sector products

OJK and FSPs

4 P.1.I.4 Carry out communal 
Financial Literacy and 
Education activities

1. Number of participants and 
percentage increase in 
understanding of financial 
literacy

2. Financial Education 
Activities covering various 
communities

OJK
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2025 Strategic Program Details
Enhancement of Digital Financial Literacy and Education Activities (Applications, Dashboards and Smartphone-

Based Tools) and Evaluation of the Effectiveness of the Implementation of the 2021 – 2025 SNLKI

Priority Codification Core Action Indicator Implementer Outcome

1 E.1 Evaluate the 2021 – 
2025 SNLKI based on 
report data and results 
of field studies

Availability of the 2021 
– 2025 SNLKI evaluation 
results

OJK 1. Improved ability among 
the public to perform 
financial planning

2. Improved ability among 
the public to perform 
financial planning

3. Increased public 
financial literacy

4. Development of 
strategic innovations 
in order to improve 
financial literacy

2 P.1.I.1 Formulate the National 
Strategy for Indonesian 
Financial Literacy for 
the subsequent period

Availability of the 
formulation for the National 
Strategy for Indonesian 
Financial Literacy for the 
subsequent period

OJK, FSPs, 
other 
Ministries/
Institutions

3 P.2.I.2 Review and develop 
an integrated 
smartphone-based 
LMS

Availability of an integrated 
smartphone-based LMS

OJK

2024  Strategic Program Details
Expansion of the Scope of Financial Literacy and Education Activities as well as Public Financial Access, Especially 

for Generic Financial Inclusion Products

Priority Codification Core Action Indicator Implementer Outcome

5 P.3.I.1 Increase Financial 
Literacy activities 
related to the targeted 
financial inclusion of 
generic products

1. Number of activities 
carried out

2. Number of participants
3. Improvement in financial 

literacy of participants

OJK 1. Increased public 
knowledge, confidence, 
and skills with regard 
to financial institutions, 
products and/or 
services

2. Increased financial 
inclusion of generic 
financial products and/
or services

3. Increased Islamic 
financial inclusion

6 P.1.I.1 Prepare financial 
literacy and education 
material modules 
based on the level of 
public understanding

Availability of Financial 
Literacy materials

OJK

7 P.3.I.2 Synergize Financial 
Literacy and Education 
activities with various 
government programs 
and national program 
initiatives

Organize Financial Education 
activities that support and/or 
are in line with government 
programs and national 
program initiatives

OJK and other 
Ministries/
Institutions
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Hopefully the detailed explanations and descriptions above will make it easier for all parties with a stake in the 2021-2025 

SNLKI to carry out the strategic programs and achieve the desired targets.

2025 Strategic Program Details
Enhancement of Digital Financial Literacy and Education Activities (Applications, Dashboards and Smartphone-

Based Tools) and Evaluation of the Effectiveness of the Implementation of the 2021 – 2025 SNLKI

Priority Codification Core Action Indicator Implementer Outcome

4 P.2.I.2 Develop information 
dashboards to be used 
by the general public 
to make wise financial 
decisions

Availability of information 
dashboards to be used by the 
general public to make wise 
financial decisions

OJK 1. Improved ability among 
the public to perform 
financial planning

2. Improved ability among 
the public to perform 
financial planning

3. Increased public 
financial literacy

4. Development of 
strategic innovations 
in order to improve 
financial literacy

5 E.2 Expand the use of 
financial information 
dashboards, LMS and 
financial recording 
applications through 
strategic alliances 
with other Ministries/
Agencies

1. Number of users of 
financial information 
dashboards

2. Number of users of LMS
3. Number of users of 

financial recording 
applications

OJK, FSPs, 
other 
Ministries/
Institutions

6 P.2.I.2 Develop financial 
recording applications

Availability of financial 
recording applications

OJK

7 P.2.I.2 Activities aimed 
at familiarizing 
the public with 
financial information 
dashboards and 
financial recording 
applications

1. Numbers of activities 
carried out

2. Number of activity 
participants

OJK

8 P.2.I.2 Develop a data study 
center related to 
financial literacy

Availability of a data study 
center related to financial 
literacy

OJK
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As previously explained, none of the strategic 

programs in the 2021-2025 SNLKI can be 

implemented without cooperation with related 

parties. Therefore, strategic alliances are needed between 

the OJK and other Ministries and Institutions. The strategic 

6.9 Strategic Alliances

alliances with Ministries or Institutions are to be established in 

line with the roles they have relative to the strategic program in 

question. As such, it is necessary to map out strategic alliances 

to be forged in accordance with the strategic programs and core 

actions that will be implemented in the future.

Table 6.7 Mapping of Strategic Alliances

Strategic Program 1
Financial Competence

Program Initiative Strategic Alliance Role

Develop an age-appropriate 
strategy for implementing 
Financial Literacy and 
Education activities

Ministry of Women’s 
Empowerment and Child 
Protection

Collaborate in the preparation of Financial Education materials 
according to the needs of children and women

Ministry of Education, 
Culture, Research and 
Technology

Add Financial Education material according to student level in the 
formal education curriculum

Universities Collaborate in the preparation of Financial Education materials for 
advanced levels

Local governments Actively coordinate in Financial Education activities including 
gathering participants, distributing materials, organizing, and 
evaluating activitiesCommunity groups

Intensify affirmative action 
on Financial Literacy and 
Education

Local governments Cooperate in the preparation of Financial Education materials 
and distribution of these materials according to the needs of the 
country’s remote tribes

Local governments Cooperate in the preparation of Financial Education materials 
and distribution of these materials according to the needs of 
communities in 3T areas

Ministry of Social Affairs Cooperate in the preparation of Financial Education materials and 
distribution of these materials according to the needs of persons 
with disabilities

Community groups Actively coordinate in Financial Education activities including 
gathering participants, distributing materials, organizing, and 
evaluating activities 

Ministry of Agriculture Cooperate in education and ToT programs

Develop communal 
education strategies

Ministry of Religious 
Affairs

Coordinate in the preparation of Financial Education materials 
and distribution of these materials according to the needs of all 
religious adherents, and also collaborate in financial education and 
inclusion activities at Islamic boarding schools, training of trainers 
(ToT) for Members of the Bishops’ Conference of Indonesia (KWI), 
Communion of Churches in Indonesia (PGI), Parisada Hindu Dharma 
Indonesia/Indonesia Hinduism Society (PHDI), and Buddhist 
Council of Indonesia (Walubi)
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Strategic Program 1
Financial Competence

Program Initiative Strategic Alliance Role

Religious groups/
organizations 
(Pesantren, PHDI, KWI, 
WALUBI, and PGI)

Actively coordinate in Financial Education activities including 
gathering of public (religious) figures, distributing materials, 
organizing, and evaluating activities

Community groups Actively coordinate in Financial Education activities including 
gathering of public (religious) figures, distributing materials, 
organizing, and evaluating activities

Ministry of Religious 
Affairs

Actively coordinate in Financial Education activities including 
gathering of public (religious) figures, distributing materials, 
organizing, and evaluating activities

Develop a digital Financial 
Literacy and Education 
infrastructure

Ministry of Religious 
Affairs

Direct brides and grooms-to-be to take an LMS module course 
before getting married

Religious groups/
organizations (Islamic 
boarding schools, PHDI, 
KWI, WALUBI, and PGI)

Direct religious leaders to take an LMS module course

Ministry of Cooperatives 
and Small and Medium 
Enterprises

Direct cooperative and MSMEs to take an LMS module course

Ministry of Manpower Direct Indonesian Migrant Workers (PMI) and prospective PMI to 
take an LMS module course

Indonesian Migrant 
Workers Protection 
Agency

Establish cooperation related to improving the financial literacy of 
PMI and prospective PMI by requiring them to take an LMS course 
module before departing the country

National Library Organize thematic programs related to financial literacy such as 
National Financial Literacy Day

Financial Services 
Providers

Include direct links to Keluarga Sikapi on the online media that the 
FSPs own in order to provide easy access to information related to 
financial products and/or services

Ministries Provide facilities and infrastructure for the opening of investment 
galleries

Indonesia stock 
exchange

Collaborate on the opening of investment galleries with relevant 
ministries

Regional Financial 
Access Acceleration 
Teams

Synergize financial literacy improvement programs with Rural 
Development Banks (BPDs), Village-Owned Enterprises (BUMDes), 
and other regional institutions

Strengthen channelling 
through institutional 
synergies in the regions

Local governments Provide facilities and infrastructure for the opening of investment 
galleries

Indonesia stock 
exchange

Collaborate on the opening of investment galleries with local 
governments

National Council for 
Financial Inclusion

Actively coordinate in the planning and implementation of 
programs related to the improvement of financial literacy

Strengthen strategic 
alliances with stakeholders 
or other Ministries/
Institutions

Ministries/Institutions Actively coordinate in the planning and implementation of 
programs related to the improvement of financial literacy

Financial Services 
Providers

Actively coordinate in the planning and implementation of 
programs related to the improvement of financial literacy
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Strategic Program 2
Wise Financial Attitudes and Behavior

Program Initiative Strategic Alliance Role

Encourage Financial 
Literacy and Education 
based on risk-based 
consumer protection

Investment Alert Task 
Force

Assist in collecting data and information related to case complaints 
in the financial services industry

Financial Services 
Providers

Assist in collecting data and information related to case complaints 
in financial services institutions

Universities
Collaborate in the preparation of Financial Education material 
modules

Financial Services 
Providers

Collaborate in the preparation of long-term financial planning 
material modules and assist in collecting data and information 
related to case complaints in the financial services industry

Universities
Collaborate in the preparation of long-term financial planning 
material modules

Investment Alert Task 
Force

Assist in collecting data and information related to case complaints 
in the financial services industry

Develop tools and 
materials to strengthen 
wise financial attitudes and 
behavior

Bank Indonesia
Help provide the information needed by the public regarding the 
financial services industry

Media
Help provide the information needed by the public regarding the 
financial services industry

Indonesian Fintech 
Association

Cooperate in developing a data study center and assist in collecting 
data and information related to digital transactions

E-Commerce and Digital 
Providers

Cooperate in developing a data study center and assist in collecting 
data and information related to digital transactions

Financial Services 
Providers

Actively promote the use of financial recording applications

Strengthen wise financial 
behavior through 
outreach activities and the 
development of Financial 
Literacy Agents

Ministries/Institutions
Participate in the creation of creative content by providing sources 
that match the themes of the content

Financial Services 
Providers

Participate in the creation of creative content by providing sources 
that match the themes of the content

Universities
Participate in the creation of creative content by providing sources 
that match the themes of the content 

Central PKK Mobilization 
Team

Selecting IRT Financial Literacy Ambassadors in the PKK 
organization

Ministry of Education, 
Culture, Research and 
Technology

Select Financial Literacy Ambassadors from pupils, students, and 
teachers/lecturers

Ministry of Social Affairs
Select Young Financial Literacy Ambassadors from Youth 
Organizations
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Strategic Program 3
Financial Access

Program Initiative Strategic Alliance Role

Encourage the introduction 
of targeted financial 
inclusion generic products

Ministry of Education, 
Culture, Research and 
Technology

Cooperate in the preparation of Financial Education materials as 
well as in introducing and distributing Student Savings (SimPel)

Financial Services 
Providers

Offer the Student and Youth Savings product (SiMUDA)

Offer Microinsurance products

Offer the TabunganKu (My Savings) product

Strengthen the alignment 
of cross-institutional 
financial acceleration 
strategic programs

Ministry of Social Affairs Distribute the non-cash social assistance program and Family Hope 
Program (PKH)

Ministry of Education, 
Culture, Research and 
Technology

Distribute the Smart Indonesia Card (KIP) and Pre-Employment Card 
program

Ministry of Villages, 
Development of 
Disadvantaged Regions 
and Transmigration

Encourage the development of Village-Owned Enterprises 
(BUMDes)

Ministry of Home Affairs Implement the Regional Financial Access Acceleration Team 
(TPAKD) program

Universities Direct students to include Financial Education in Real Work Lecture/
Field Work Lecture (KKN/KKL) activities

Encourage the acceleration 
of Islamic financial services 
sector products

Ministry of State-Owned 
Enterprises

Accelerate the completion of mergers of state-owned Islamic banks

Bank Indonesia Supervise payment systems at Islamic financial institutions

National Islamic Board 
of the Indonesian 
Ulema Council

Formulate fatwas (Islamic Edicts) related to old or new products in 
the Islamic finance industry

National Committee for 
Islamic Economy and 
Finance

Create Islamic financial product innovations

Financial Services 
Providers

Create Islamic financial product innovations both traditionally and 
digitally 

Community groups 
(Islamic boarding 
schools) 

Improve the performance of Micro Waqf Banks by distributing 
Islamic financial products based on the needs of customers or 
prospective customers

By mapping each core action in the strategic programs with strategic alliances and their roles, the cooperation and role of 

each party are expected to be clearer and better when it comes to implementation.
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The already compiled and inaugurated 2021 – 2025 

SNLKI should be immediately followed up by the 

relevant parties. The sooner such follow-ups are 

carried out, hopefully the quicker the process can be 

completed and the intended targets achieved.

1. Implementation by Financial Services Providers

The 2021 – 2025 SNLKI can be used as a guideline or 

reference for Financial Services Providers in fulfilling 

their obligations according to the OJK Regulation on 

Financial Literacy and Inclusion in question.

2. Dissemination to stakeholders

The 2021-2025 SNLKI book is to be disseminated to all 

stakeholders (National Council for Financial Inclusion/

DNKI, Ministries/Agencies, and other parties). This 

is very important so that all parties gain knowledge 

about the 2021-2025 SNLKI and can utilize and run the 

programs in it for the benefit of the general public.

Figure 6.3 Implementation Flow of 2021 – 2025 SNLKI by FSPs

6.10  Following-up the 2021 – 2025 SNLKI

3. Socialization to KR/KOJK (OJK Regional Offices) and 

Implementation by KR/KOJK

In the context of implementing mass-scale, structured, 

and focused Financial Literacy and Education activities, 

the 2021-2025 SNLKI strategic programs also need to 

be implemented by KR/KOJK in the regions to achieve 

an accelerated increase in equitable financial literacy. 

This is because the targets of the 2021-2025 SNLKI are 

also widely spread across all regions in Indonesia, such 

that the role of KR/KOJK will be very helpful.

4. Coordination with Ministries/Agencies and Other 

Parties

There is a need for coordination with related Ministries/

Institutions and other parties (Local governments, 

Universities, Providers, Digital Institutions, 

E-commerce) in order to implement the 2021-2025 

SNLKI strategic programs.
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