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TECHNICAL REPORT

SYNTHESIS

This report summarizes the Ubongo Kids Quiz App project, funded through a generous grant
from AFRINIC’s FIRE Africa Program.

Through this project, Ubongo has developed an Android application for delivery of interactive
math, science and other quiz content in Kiswahili and English for children in Africa, through a
fun, localized and gamified learning app. We have also created an online repository of
thousands of localized quiz questions, and an API, which will allow other applications to access
this localized educational for their use and sharing. Lastly we have developed broadcast content
to educate children about the internet and responsible internet use.

Extensive user research has was undertaken by the Ubongo team to understand East African
children and parents’ smartphone usage and attitude toward educational games, as well as
market research to better understand demand and willingness to make small payments for
supplementary educational services, as well as preferred modes of payment.

A human centered design approach was used to develop the app style, story and organization.
Paper prototypes were created, followed by interactive prototypes, in order to refine the app’s
user interface and user experience.

The app then went into full development (in partnership with Kola Studios, a Ugandan app
development company). An alpha version of the app was completed in June 2017. This alpha
app was thoroughly tested with children and parents in Tanzania, then significant changes were
made, in order to improve its usability and effectiveness. A beta version of the app was then
developed, which was further tested and refined, with a final version of the app completed in
October 2017.

Furthermore, a quiz question organization and delivery API (application program interface) was
customized to provide the backend quiz management for the application, in partnership with
edtech startup Shule Direct. This APl now provides access to thousands of quiz questions
organized for different subjects, topics and levels, in both English and Kiswahili.

Educational content was developed for delivery through the app, with bite-sized, curriculum
mapped quiz questions created, tested and then loaded to the repository. The whole app has
been designed to be infinitely expandable. The Shule Direct API provides an easy interface for
Ubongo’s team, other partners and even teachers to be able to create and organize additional
quiz questions for the app, and for our graphics team to add new “journeys” and rewards to the



app interface, so that kids can continue to learn and grow with it, long after they’ve finished the
initial content that we’ve already created and provided.

An additional (and previously unplanned) element of the project has been to develop a full TV
episode about the Internet and to help children develop information literacy. FIRE Africa funds
were not used for this part of the project, but we the idea and need for this content came from
the market research done under the FIRE Africa Grant project, and we feel that this broadcast
TV content is critical to laying the foundation for a successful launch of the application.

There remain two pending item from the project, which Ubongo will continue to work on until the
end of the year, at our own expense. The first is integration with a mobile wallet, to facilitate paid
purchases through the app, and the second is an official app launch, which is being planned
around the Christmas holiday, in order to attract the most possible marketing and downloads.

We sincerely thank AFRINIC for its support through the FIRE Africa Grant program. We have
included files for the completed app here, and look forward to continuing to share the journey of
the Ubongo Kids app with you, as we officially launch it in 2017, and scale it up through 2018
and beyond.

BACKGROUND

Ubongo’s mission is to transform learning for the 440 million kids in Africa through localized
edutainment on accessible technologies, opening the door to a future of digital learning.
UBONGO is a social enterprise that creates engaging and locally relevant digital content for
learners in Africa. We leverage the power of entertainment, the reach of mass media, and the
connectivity provided by mobile devices to deliver high-quality learning to African families using
accessibly technology. Our localized edutainment programs Ubongo Kids and Akili and Me are
watched in over 6.4 million East African households weekly, with hundreds of thousands of
them also connecting with us digitally for anytime, anywhere fun learning. In short, we entertain
kids to learn and love learning.

Million kids from across East Africa tune in on TV each weekend to watch our math and science
edu-cartoon, Ubongo Kids. The show currently broadcasts on network TV in Tanzania, Kenya,
Uganda, Rwanda, South Africa and Ghana, as well as on digital TV, video-on-demand and web
streaming around the world. Our research in schools has shown that children who watch
Ubongo Kids show direct learning outcomes in math after watching even just a single episode...
but digital education research has also shown that when children are quizzed on what they have
learned, or asked to recall it, then deeper learning happens.

This project with support from the AFRINIC FIRE Africa Grant program aims to engage Ubongo
Kids viewers in deeper learning, through an Android quiz application which complements the
lessons taught through the Ubongo Kids TV series.



To fully understand the significance of this project, for Ubongo’s growth, strategy and
development, a more detailed background of the organization and our strategy is included here.

BIG HAIRY AUDACIOUS GOAL: Fun & transformative learning for every kid in Africa... and
the world!

There is a Kiswahili saying, “Elimu ni ufunguo wa maisha.” It means education is the key that
opens life. We believe that if we can leverage media, technology and storytelling to bring
engaging and relevant education to kids in Africa... then they can go on to change their own
lives, communities, and the future.

HALF of the African population are kids & youth, and we believe that they have the potential to
solve the continent’s most intractable problems, from health to governance to poverty. But they
need the education and inspiration to get there.

In order to do that, we create localized edutainment content & services to help kids in Africa
learn and love learning. Our focus is on helping kids develop the following skills and
competencies, which we believe will equip and empower them to change their lives and
communities:

1. Strong educational foundation: language, literacy, numeracy, cognitive function
and “learning readiness”. These are the core competencies that form a foundation for
further learning to happen. Without developing these skills, itis hard for kids to progress
in school or informal learning. These skills are best developed during a critical window of
early learning, with support in learnersi mother tongue.

2. Relevant learning for 21st century problem solving: math, science, technology,
engineering, art, creativity, digital literacy & critical thinking. We believe that these
skills are critical for innovative problem solving from local to global levels, and for the
next generation to flourish in a rapidly changing world. Kids need to develop deep
interests, with an understanding of concepts, their relevance to their lives, and how to
apply what theyive learned (as opposed to memorizing facts and formulas). While
developing these skills, kids are also filearning to learnt and equipping themselves to
learn whatever else they might need for the future.

3. Mindset and character strengths: purpose, growth mindset, empathy, self-efficacy,
grit, citizenship & love of learning. Developing these non-cognitive skills readies kids
to be self-directed learners, problem solvers and citizens, and research has shown that
these strengths have even more of an impact on academic and life success than IQ.

In summary, if we can get kids ready to learn, help them learn how to learn, and inspire them to
find their reasons to learn... then we believe that they can take it from there. We’re developing



research-based, engaging edutainment that is effective in developing these skills, and we're
making it fun enough so that kids and families will pull learning.

We leverage the power of entertainment, the reach of mass media, and the connectivity
provided by mobile devices to deliver this learning to African families at massive scale and low
cost.

We see three core levers for achieving the kind of learning outlined above at scale: motivation,
access and ecosystem.

1. Motivation: What if kids thought learning was fun? We use a user-centric,
research-based process to develop locally relevant, engaging and super-sticky story
based educational media that kids love to use again and again.

2. Access: What if families across Africa could access locally relevant learning
resources on affordable and accessible technologies? We deliver our fun learning
content across platforms including radio, TV, SMS and smartphones, and we adapt it to
local context and languages.

3. Ecosystem: What if parents, schools and communities were empowered with
resources and guidance to create a supportive ecosystem for holistic learning?
We provide resources for caregivers, schools, communities and partners to support kidsi
learning and development.

We know that in order to achieve these, we need to find a sustainable business model to not
only maintain, but also grow our impact across Africa. Ubongo currently generates revenue from
a variety of sources, as detailed below:

1. Development Partners (donors, foundations, NGO’s) - short to mid term

a. Through Grants: Direct grants and sub-grants to Ubongo to achieve broad
organizational goals or smaller projects and sub-goals (currently: reach to the
rural areas, development of ECD content, adaptation to new languages)

b. Through Sponsorship and Co-Production (structured as commercial contracts or
grants): Organizations pay us to use our platform(s) to reach kids and families
with specific messages or learning (currently: producing elephant conservation
videos, promoting a youth reporting SMS platform through PSAis on our show,
weaving character development into 4 storylines)

2. Distributors and Partners (TV stations, streaming platforms, publishers,
merchandisers) - short to long term
a. Distribution Fees: Pay-TV stations, streaming services and education providers
pay for broadcast/ distribution rights to content (currently: Star Times, Gulli, Nuvu
TV, etc. pay yearly distribution fees for each episode)



b. Revenue Share: Free-to-air TV stations, AVOD/SVOD platforms, app/ eBook/
eContent subscription services pay us a revenue share from advertising or
subscription fees (currently: ad revenue from TBC, YouTube and Deezer,
subscription revenue from Swabhiliwood and Tango TV)

c. Royalties: Publishers, manufacturers, and partners pay royalties for products sold
with our writing, stories, characters or brand. (currently: Mkuki na Nyota publish
books and pay 12% royalty on net sales)

3. Families (premium users in Africa and diaspora) - mid to long term
a. Subscriptions: Customers pay monthly to access premium Ubongo products
(currently: Ubongo Mobile SMS; next: Akili Portal App, Ubongo Kids Quiz App)
b. Sales: Customers purchase content and products (currently: music albums on
iTunes, DVDs & T-Shirts sold from office, next: paid apps)

HYBRID BUSINESS MODEL
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This project is extremely significant for our long term growth, as it has allowed us to create our
first premium and monetized B2C (business to customer) product for our third revenue stream of
African families. As indicated above, we believe that this revenue stream will be critical for

Ubongo’s long term growth and sustainability.

The Ubongo Kids Quiz App is allowing us to test and refine our approach to B2C monetization,
and we’ve already had some critical learnings from it which have impacted the way that we
approach premium product development and marketing. Those are outlined in the rest of the
report, along with full details of our implementation process and results.



OBJECTIVES

The main objective of the project was to develop an Ubongo Kids branded Android application
for anytime, anywhere, math and STEM, and to reach more than 22,000 children with this
application.

We have achieved the objective of creating the Ubongo Kids Quiz App (an apk file of which is
provided with this report), and we believe we are on course to reach 22,000 children with it by
January 2018 by doing a large scale app launch over the year end holiday season.

The secondary objectives of the project were to:

- Allow other technology companies and education projects to access an extensive library
of Ubongo Kids learning quizzes through an API (Application Program Interface) and
deliver this content through their own platforms.

- Gain a better understanding of the market for educational applications for children and
families in East African.

We have completed the APl and are in talks with partners about integrating content into their
platforms, and we have certainly gained a much stronger understanding of the market for
educational applications for children and families in East Africa. We gained very valuable
insights into the potential for mobile learning, and a much stronger understanding of the
technical and social barriers to scaling mobile learning for children in East Africa.

Additionally, our market research for this project highlighted the need for this additional learning
to prepare children and families to use our app, so we produced and broadcast a full episode of
Ubongo Kids about the internet, and how to judge the reliability of online information. This
episode has successfully broadcast to over a million households in Tanzania and Kenya in
Kiswahili and English, and has inspired a project plan to scale up content about digital and
information literacy for children in Africa.

NOTE: FIRE Africa funds were not sufficient to fund the whole episode production, however the
research suggested that it was necessary. The cost of production of a full episode is about
$18,000, however only $2,800 of the FIRE Africa grant was allocated for video content
production to teach about the internet and app use. Hence, this money was used to fund about
15.5% of episode production costs, and Ubongo used its own funds to provide the rest of the
production costs in-kind.

The four main activities and status of them at end of project are as follows:

ACTIVITY 1 - Expand our library of quiz questions to include lessons and tutorials covering
math and science topics for classes 2-5 in both Kiswahili and English.



We have developed a library of quiz questions for math and science, adding hundreds more
questions for children to ensure that we cover topics for the full range of students in classes 2-5,
as well as organizing questions through leveling so that students can progress from easier to
harder content within their age range.

ACTIVITY 2 - Build an API (application program interface) to allow other mobile learning
partners including Eneza Education and Shule Direct to directly pull quiz questions to their
platforms.

The application programmable interface (API) is complete. It allows us, partners and teachers to
easily create and add new content, which can be approved online and then added directly into
the app. It will also provide other partners with access to our library of content, and we have
already approached education technology partners (such as Eneza education in Kenya) as well
as mobile networks about partnering to delivering our content via their platforms.

ACTIVITY 3 - Build an Android game which delivers the same quiz questions in through a series
of fun games starring our cartoon characters.

The Android App has been built, and we are incredibly proud of the outcome. By using a Human
Centered Design approach, we have been able to create a kid-centric, easy, fun and ever
expanding app that captivates kids across a range of ages. They embark on different “journeys”
with their favorite cartoon characters, answer quiz questions in order to progress and get to the
end of the journey, and then on to the next.

ACTIVITY 4 - Test marketing and growth strategy for educational app in East Africa (added
thanks to scale up funding)

We have developed a marketing strategy for this app, however as part of that strategy we have
concluded that it will be best to launch it over the holidays, when we’re able to host events to
promote the app to a large number of families, in addition to advertising on our TV and radio
programs.

ADDITIONAL ACTIVITIES:

After our market research we did for this project with children and parents, we saw a need for
stronger education about the internet and general information literacy. Parents were very
worried about the idea of their children using smartphones to access the internet, even via
educational apps.

In response to this, we decided that in addition to building our app, we needed to develop a full
Ubongo Kids episode about the internet and information literacy.
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RESEARCH PROBLEM & FINDINGS

MAIN RESEARCH QUESTION: How can we leverage mobile technology to create scalable
solutions that deeply engage kids in East Africa in anytime, anywhere learning?

Through the course of this project we have extensively explored this question from a number of
angles. We have looked into what mobile platforms and technologies are most appropriate for
the delivery of effective and engaging edutainment content for children in Africa. We have
explored different approaches to gamefication and engagement. And we have also done
extensive market research to determine the best approaches to marketing and monetizing
mobile learning solutions for sustainability.

Mobile technology and mobile internet access is growing rapidly in East Africa, and it
presents an excellent opportunity for delivering family learning content. But we have
found from our research that an increase in access to technology and connectivity for
African families is not enough to enable mobile learning for children at scale. One of the
key learnings from this project was that many of the barriers to mobile learning for
children in East Africa are social, as opposed to technical.

Parents are hesitant about their children using internet connected devices. They are unwilling to
purchase devices for their own children, not only for cost reasons, but also because they do not
feel their children can responsibly use the internet and they fear that the will use devices to
connect and chat inappropriately.

Thus, most children must access mobile learning content through parents’ devices, and parents
are only willing to give them children devices for a short period of time. They will often ask for
the device back soon after the child has begun learning. These learnings strongly informed the
design of our Ubongo Kids App, and also led us to create complementary video content to lay
the groundwork for responsible internet and smartphone use.

We have determined that in order to leverage mobile technology to create scalable solutions
that deeply engage kids in East Africa in anytime, anywhere learning, we must:

1. Gain a deep level of trust from parents by:
a. Leveraging the trust value of our existing edutainment content as a “stamp of
approval” for the quality of our mobile learning services.
b. Teaching children information and digital literacy skills, so that parents feel their
children can safely use mobile devices.
c. Making apps clearly educational with gamefication, as opposed to games with
educational value.
2. Optimize for the use case of children accessing content on parents’ phones and tablets
for short bursts of learning by:
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a. Having an endless game structure which children can dip in and out of learning at
their own pace, and dependent when (and for how long) they can access
devices.

b. Creating short, modular steps, each with it's own reward, so that even if children
can only play for a few minutes, they are able to achieve a small step of progress
and are incentivized to return for the next.

c. Add multiple child accounts to the app, so that families with multiple children can
have each child use the app on the same found, and each can save his or her
own progress.

3. Engage in deep marketing and customer education beyond simple app promotion by:

a. Launching products around key periods where children and parents will be
spending time together, which allows for more chances to download and use the
applications. This will hopefully give families time to become fully “bought in” to
the benefits of using the app, and establish a usage pattern that can continue on
during term time.

b. Planning in-person events wherein parents and children can come to use and try
out the apps, as well as providing wifi for families to download the apps directly
on their phones. We tested this at the Saba Saba trade fair, and are now
planning a full launch event for the Christmas Holiday 2017.

This learning has been invaluable and contributed to changes in Ubongo’s long term
organizational strategy. We will now invest more time and effort into helping families develop
digital and information literacy skills, as a foundation for mobile and eLearning. We will also
place increased emphasis on experiential and in-person marketing, to increase customer
engagement and buy-in of early adopters for our mobile learning products.

QUESTION: Will children who watch and learn from Ubongo Kids engage more with a quiz
based learning app that is: ia game app that involves answering quiz questiond or fia quiz app
that is gamifiedé? {From interim report}

To answer this question, we tested two different styles of quiz app with children, utilizing existing
apps and if needed, replacing quiz questions with our own.

Game with Quiz Questions:

We tested a runner game where the main focus of the game was keeping a character “alive”
while running and jumping over obstacles and collecting points. Occasionally the user needed to
answer a multiple choice quiz question in order to proceed with the running and earn points. We
found that during this game, kids enjoyed the runner game play, however they treated the quiz
questions as an annoyance that came up, preventing them from continuing with the game.
Often they would just randomly click an answer without even reading the question, hoping to get
it right and get back to the runner game. This suggested that though the gameplay was
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enjoyable for the children, the style in which the quiz questions were integrated did not motivate
them to learn.

Though quite engaging at first, the runner game became quite repetitive, especially for older

children. This suggested that they would be unlikely to return to the game week after week to
keep learning.

Zizi the Zebra App (example of game app with quiz questions):

Gamified Quiz App:

In contrast to the above game style where kids were playing a game and needed to answer quiz
questions to progress, we tested a number of different apps which were focused around
educational quizzes, but framed these into a story or were gamified so that users could earn
points and progress through levels.

Though not as immediately fun as the runner game, these apps placed progression through the
learning as the core motivation, and users were much more focused on reading and answering

the questions.

Go Math! Go! App (example of children’s gamified quiz app):
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From this research, we found that games and gamifications can be strong motivators for
children to engage in self-directed learning through an educational app, however in order to
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encourage learning, the educational elements need to be contributors to a user’s progression
through the app, as opposed to obstacle or impediments to get out of the way to reach other
elements of gameplay.

As such, we went on to design the app as an ongoing educational “journey” with different
mini-journeys along the way. The educational quizzes are front and center, and the
gamefication is used to incentivize usage (but at the core, the app is not a game). {See project
design and implementation section for details}.

QUESTION: What is the strongest value proposition to parents to download an Ubongo Kids
app for their children?

We conducted a series of parent interviews to better understand their use of smartphones and
apps, interest in an Ubongo Kids app, and their preferences for payment models. For the full
questionnaire please see Appendix 2: Interview Questionnaires.

Key learnings from the parent interviews were:

1. Parents with smartphones are very hesitant about giving their children internet access.
They would prefer that an app could be downloaded and played offline. This is both for
child protection (they are unsure of what their children may find on the internet) as well
as for financial reasons (some parents stated that children will use up their whole data
bundle, and one even had a specific data allowance for their daughters each month).

2. Parents are very trusting of the Ubongo brand. They associate it with education, and
even those who wouldn’t normally let their children play mobile games say they would let
them play an Ubongo Kids game, since they know that it will have educational value.
Parents were much less interested in the “fun” element of the games than the
educational value.

3. Parents would prefer a one-time payment for a set of content to a subscription, even if
they must pay a higher rate up front.

4. Parents want to be able to keep content even after the child using it ages out of that
content, since they will have younger siblings who need to learn the same thing.

In response to these findings, we have developed an app that is strongly educational, as well as
a marketing strategy to highlight the educational value of the app. We have also developed
ancillary content to promote responsible internet use, including a full episode of Ubongo Kids
about the internet and information literacy.

QUESTION: What is the strongest value proposition to kids to play the Ubongo Kids app?
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We conducted a series of interviews with children to better understand their use of smartphones
and apps, and interest in an Ubongo Kids app. For the full questionnaire please see Appendix 2:
Interview Questionnaires.

Key learnings from the kid interviews were:

1. Kids feel a strong connection to the Ubongo Kids characters and would want to be able
to see them in the app.

2. Common games played among kids interviewed were Temple Run and Subway Surfers.
Most had never played an educational game.

3. Kids who had used phones before were very vocal with their criticism of tested apps--
indicating that further user testing throughout app development should yield interesting
feedback for app improvement.

4. Kids want to feel that they are continuously challenged and progressing with the app or
game.

5. A very wide age range of kids interested to use Ubongo Kids app, from age 7 up through
teenagers. As such, the app will need to be able to start different users at different
learning levels, according to their age.

In response to these results, we have designed the app with the characters at the core. Users
answer quiz questions in order to help the characters collect different items they need to solve a
problem. For instance, Uncle T wants to start a band, and the user must help him. For each 15
questions they answer correctly, they win a different instrument for Uncle T’s band. Once he’s
gotten all of the instruments, the journey is completed, and the users move on to another
journey... say helping Ngedere get back to Earth from space by collecting different contraptions.

The benefit of this journey structure is that it is not tied to the topics or content, and children of
all different ages and levels can go through the journey, but with quiz questions that are adapted
to suit their own abilities.
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PROJECT DESIGN AND IMPLEMENTATION

The project was designed through a Human Centered Design project, with children and parents
central to guiding the design process.

PROTOTYPE

Human Centered Design (HCD) follow five main steps, which are done multiple times in a cycle,
in order to develop user-centric products that truly solve users problems and meet their needs.

1.

Empathize - We began with extensive user research, interviewing children and parents
about their educational priorities, access to technology and interests in mLearning.
Define - To define the problem, we collected the feedback from children and parents,
and set clear parameters for what the app should achieve {as detailed in the Research
Findings section}. We also define what content would need to be delivered through the
app, and did a card sorting exercise to explore different ways of organizing and
presenting ideas to our users.

Ideate - We brainstormed different ideas for the app, exploring apps already in existence
and different design possibilities. We drafted different storylines and user journeys.
Prototype - We first used existing apps as prototypes to test what style of app children
best preferred to play with. We then created paper prototypes to test the user
experience, and then finally built a fully functional prototype in Adobe XD.

Test - These prototypes were each tested extensively with children for usability. Once a
final high definition prototype was completed, that was handed over to our app
development partners for a first round of development, after which more testing was
performed, and the app was further improved.

The Human Centered Design process spanned across project activities. And update on the
results of each activity is included below.
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Activity 1. Expand our library of quiz questions to include lessons and tutorials covering all math

and science topics for classes 2-5 in both Kiswahili and English.

Math and science quiz content has been developed in both Kiswahili and English. The quizzes
have been reorganized into age groups (instead of classes) in order to make content more
relevant for children across East Africa, rather than for one particular country. This was in
response to research results from user interview with children and parents.

Within each age group, the content is organized in levels starting with easy, medium and hard
questions, to allow users to develop competency step-by-step.

This organization of content will allow us to build learning pathways for learners to move through
the content in a self-paced, competency based learning model, which has been shown to be
highly effective through programs such as Khan Academy, especially for non-formal learning

settings.

Sample questions formatted for delivery via quiz API to app or SMS:

Question Content Question Content Characte| SMS Answer | SMS Answer | SMS Answer | SMS Answer | SMS Answer | SMS Answer | Correc Explanation Explanation
ENGLISH LOCAL r Count 1 1 2 2 3 3 ENGLISH LOCAL
English | ENGLISH | LOCAL | ENGLISH | LOCAL | ENGLISH | LOCAL | answe
r
You record fruit on a bar graph and therc are 3| Umerckodi matunda kwenye grafu na kuna macmbe ‘mangos ‘macmbe bananas ndizi oranges machungwa |2 ‘There are § bananas and this is the more than the | Kuna jumla ya ndizi §, na hizo ndio n:
mangos, 8 bananas, and 6 oranges. Which fruit do |3, ndizi 8 na machungwa 6. Je, ni matunda gani unayo other fruis. zaidi ya matunda mengine,
you have the most of? lewa wingi? 148
You record utensils on a bar graph. There are 10| Umerckodi vyombo vya nyumbani kwenye grafu ya spoons. vijiko forks uma. Knives visu 2 There are 5 forks and this is less than the other Kuna uma 5 na ndio vichache kuliko v
spoons, 5 forks, and 9 knives. What utensil do you | mhimili. Kuna vijiko 10, uma S, na visu 9. Je, ni utensils. vingine vyote.
have the least of? vyombo gani vyenye idadi ndogo zaidi? 146| | | |
You recard fruit on a bar graph and there are 12 | Ulirekodi matunda kwenye grafia ya mhimili na mangos maembe bananas ndizi oranges machungwa 1
mangos, 3 bananas, and 9 oranges. Which fruit do | kulikuwa na macmbe 12, ndizi 3, na machungwa 9 There are 12 mangos and this is more than the other |Kuna macmbe 12 na ndio mengi zaidi
you have the most of? Je, ni tunda gani unayo kwa wingi? 148| fruit matunda mengine zaidi
‘True or flse: a pictograph uses symbols or images | Kweli au si kweli: grafu ya picha hutumia alama au 1 True, & pictogaph uses pictures to represnet data on. | Kweli, grafu picha hutumia picha kuw
to represent data ‘picha kuwakilisha taarifa. 96| True Kweli | False Sikweli  [Noanswer |Hakunajibu | | graph. taarifa kwenye grafl.
Koba records fruit on & bar graph and thero arc 4 | Koba amerckodi matunda kwenyo grafu, macmbe g macmhs bananas ndizi pincapple | nanasi 2
mangos, & bananas, and 2 pineapples. Which fruit |yalikuwa d, ndizi & na mananasi 2. Je, Koba alikuwa There are § bananas and this is more than the other | Kuna ndizi &, na ndio zipo nyingi kuli
doeshe havethemostof? |namatunda gani kwa wingi? L se| frui, matundamengine.
Students graph their favourite animal and there are | Wanafunzi walichora grafu ya wanyama wawapendao 3 Wanafunzi 11 walisema farasi ndio mi
10 dogs, 7 lions, and 11 horses, What is the most | na kulikuwa na mbwa 10, simba 7, na farasi 11, Je, ni Eleven students said the horse was their favourite | wampendaye zaidi, zaidi kuliko wany:
popular animal? mnyama gani aliyependwa zaidi? 139 dog mbwa. tion simba |horse farasi |and this is more than the other animals, wengine.
You recard vegetables on a pictograph and there | Umerekodi mbogamboga kwenye grafl ya picha na 1
arc 4 pumpkins, 7 potatoes, and 10 onions. Which |kuna maboga 4, viazi 7, na vitungu 10. Je, ni There arc 4 pumpkins and this is less than the other | Kuna maboga 4 na ndio machache kul
vegetable do you have the least of? gani ambazo ni chache zaidi? 160 | pumpkin boga potato iazi onion kitunguu vegetables. nyingine
1 Kweli, grafu ya mubimil nz grfu pic
Kweli au si kweli: grafu muhimili na grafu picha zote “True, a bar graph and pictograph look a litle muonekano wake hutofautiana kidogo
‘True or false: a bar graph and a pictograph can both | huweza kutumika kuonesha taarifa za ina moja different, but can be used to show the same type of | uweza kutumika kuonycsha tearifa
be used to show the same type of data on a graph. | kwenye grafu? 126 True Kveli False Sikweli  |Noanswer |Hakunajibu | | data. zinazofanana.
Kibena sees 4 black, 3 blue, 2 yellow, and Sred | Kibena aliona ndege 4 weusi, 3 bluy, 2 njano, na 5 3
birds and puts this data on & graph. Which colour | wekundu, na aliweka taarifa hizo kwenye grafu. Je, There are S red birds, more than any other colour, so | Kuna ndege § wekundu, ambao ni wei
of bird is the most common? ‘ndege wa rangi ipi walikuwa wengi? 148 | black nyeusi biue bluu red nyekundu this is the most common. kuliko ndege wa rangi nyingine.
Muwaka 2011 shule ilikuwa na wanafunzi 100, 2012 3
In 2011, a school had 100 students. In 2012, ithad | wanafunsi 110, na 2013 walikuwa 100. Je, ni Yakupasa kujumlisha namba ya idadi
110 student and in 2013, 100 students, How many |wanafunzi wangapi walikuwepo kati ya mwaka 2012 ‘You must add the number of students from 2012 and | wanafunzi kuanzia 2012 mpaka 2013
students attended from 2012 to 2013 na2013? 156/100 100 110 110 210 210 2013 together. 110+100 = 210 studens pemoja. 110 + 100 = wanafunz 210.
Baada ya masomo, wanafunzi 20 walicheza mpira, 10 2
After sehool, 20 students play football, 10 play mpira wa kikapu, na 40 walirudi nyumbani. Je, Anza kwa kujumlisha idadi ya wanafu
basketball, and 40 go home. How many students | wanafunzi wangapi hucheza michezo baada ya ‘You must add the number of students who play waliocheza mpira wa miguu na mpira
play sports after school? masomo? 136,20 |20 130 |30 |40 |a0 | football and basketball, 20+10 = 30 students. kikapu. 20 + 10 = wanafunzi 30,
2

Leo Baraka amekula chapati 2, macmbe 2, ndizi 2, na

The content is now organized online and stored in our repository,

hosted on Google Cloud.

A much simpler process has now been created for adding additional quiz questions through an
online user interface (rather than via spreadsheets as shown above. This is detailed in the
section below on the API.

2. Build an API (application program interface) to allow other mobile learning partners including

Eneza Education and Shule Direct to directly pull quiz questions to their platforms.
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For the API development, we partnered with Shule Direct, a Tanzanian edtech company who
have created an online learning portal and SMS quiz system for Secondary School students, to
customize their Quiz API for use with primary school content. This has allowed us to build upon
their existing technology and get more out of our small budget to add additional functionalities.

The quiz API has been developed by Shule Direct, in consultation with the Ubongo team, with
customized elements for Ubongo’s needs. Customized functionalities built specifically for the
Ubongo Kids Quiz APl and App are:
1. Alternative “question tree” hierarchy for organizing topics into Age Group, Subject, Topic
and Difficulty Level. {complete}
2. Content tagging so that quizzes can have additional metadata, and which can also be
used to link quizzes to specific Ubongo Kids video and book content. {in development}
3. Multi-language quiz content support. {in development}

Ubongo Kids Quiz question tree

)

L o
(Addmon) @uhlphcatiox Etc. ) Gody Darts) ( Space )
Topic ‘

l l |
L o | (o) (o) ()

1 1 1
1 1 1
M M M

While the initial Ubongo Kids questions were scraped for storage in the repository, continuous
question development is now being done directly through the Ubongo Kids version of the Shule
Direct Quiz API, with a customized interface where contributors can write questions, and
administrative permissions to allow those questions to be edited and approved before
publication to the app.

10 multiple
choice questions

Question Input Interface


http://shuledirect.co.tz/




