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Rocket Learning

40 million

second graders cannot ‘ '
recognize a single number
or letter - not school ready



Early childhood is a time of critical periods in cognitive development

= Higher cognitive function
= == Receptive language area/speech production

=== Seeing/hearing

Birth-5 years
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AGE Source: Charles A. Nelson, from Neurons to Neighborhoods, 2000,

Hence, engaging young children becomes imperative...







ROCKET

Rocket Learning: What do we do? LEARNING
WhatsApp Group Classrooms Number of Children Educated
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https://docs.google.com/file/d/1Y7gDwt57QmdQEGa0svDKYy3QomrPvdxn/preview

We share play-based content with caregivers, layered with nudges and
rewards

2. Engaging children

1. Bite-sized content

Caregivers get bite-sized content
videos daily via whatsapp to engage
children in-class and at-home.

Caregiver and child conduct the
simple, fun learning activity
together.

3. Response

5. Feedback Caregivers respond in chat;
Our platform sends real-time boosting accountability and
behavioral nudges, social I‘ creating communities of
rewards, and incentives. 1 practice.

4. Encouragement

Supervisors & parents recognize
Daycare workers as teachers, social
validation. Daycare worker and
Supervisors encourage parents.




Approach
to A/B Testing




AB Testing at every step of the way

. Mindset

Parent joins Child sends one Child does Child active for Parents confident Learning outcomes
group activity many activities 6 months and aspire to improve
in the month teach their child
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| Key Focus: Deepening user engagement |
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Our product is never “final"
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Experiment Learn Adapt

:' Insights and principles from early tests were used to come up with new ideas, which were tested
again, leading to a number of successful innovations that made a meaningful difference
in user engagement and experience.
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OurA/B
Testing Journey



Small gains
don't add-they
compound




Series 1: One-on-one messaging & calling

Personalization vs. Generic Messaging

Used to send generic one-on-one Started sending messages that were
WhatsApp messages asking caregivers personalised to caregivers behaviors.
to engage their children in learning Started a call center to call users for the
activities and send responses. same purpose.

Calling worked > Personalized Messaging > Generic Messaging; but calling was expensive

Many users had already disengaged by the time we sent the messages, or were not
looking at the device when we messaged them so they missed the message as it got lost
in other communications (another reason why calls worked better).




Series 2: Real time appreciation on groups

So we decided to retry personalized messages, but in a real time way
and with a social element-this was much more successful

As soon as the users displayed a
behavior, we sent them an instant (or
within 1 hour) message, acknowledging
and appreciating that behavior.

We also added on a new aspect which was

to send this on groups to get some social
validation and motivation.

Higher engagement (with 10% DAU increase) as real-time messaging ensured that
users saw and acted on messages early on before disengaging. Communication on
group served as a social motivator that encouraged more participation.




Series 3: Personalized welcome messages

Based on success of Series 2, we tried a new real-time

personalization series at the right inflection point, which worked
even better

We sent real time personalised messaging, For parents, we shared orientation

but 1:1 instead of on groups to see if very information as soon as they joined a group.
specific individual behavior patterns could be For teachers , we shared tutorials on *how to
managed. (for for information-based tasks make a group” as soon as they became a
without a social motivation aspect) part of the program.

Both these cases increased activation and showed very strong results for the
metrics they were supposed to move.

Personalized, relevant information presented at the real/right time works. The
“how to explainer” helped understand that assigning a specific task also helps.




Series 4: Peer & self comparison via 1:1 messages

Then we ran 1:1 experiments with new psychological nudges but
building on past behavioral insights- good gains; different for different
user types

We used different behavior change We merely added different elements such as
techniques, but all predicated on the previous personalised goal setting, self comparison,
set of insights from series 2 and 3 of and peer comparison.

personalised, real time feedback

All of these worked very substantially. All three worked for different types of users;
leading us to archetype based nudging.




Series 5. Social tagging of teachers

We re-added the social element, added new nudging techniques and

continued building on series 2 to 4 principles-saw huge gains evenon a
different user group

We used the same principles from series 2, 3, Every day, 2 AWWs were selected and
and 4 (personalised, on group social asked to send a rich media Call to Action
motivator, specificity of task) but used the (CTA) along with the "Lucky AWC" hashtag.

concept of turns through a lottery format.

Activation increased: ~30 % of new activations and 24 % of re-activations were
tagged AWWs.

Engagement increased: WAU on rich media increased by 11%. DAU on rich media
increased by 15%




In the process, we refined our A/ B Testing

Manual messaging

Generic rule-based nudging

AB Testing for engagement

1 A/B Test per month

Automated messaging

Archetype-based Al nudging

AB Testing for every stage

15 A/B tests simultaneously




Scaled up innovations that worked (and discarded the ones that didn't)

Social tagging for parents
Gamifying 1:1 onboarding journey
Real time appreciation on groups
Personalized welcome nudging

Social tagging for teachers

Drove up our power users from 30% to 50% over 2023
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50 million by 2030




Where we want to go

—  Deepen automation: We've developed an A/B
(g-) testing platform with The Agency Fund which
~— we'll open up to any org in an open source way.

Enhance personalization based on behavioural
EU insights using Al that can do live A/B testing

using different constructs and prompts.

/ﬂ' Scale successful innovations to reach more
00

caregivers and children.
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Link to platform video



https://drive.google.com/file/d/10khWLZUiM92mJCDfyMBrfKNJUOfPrHJR/view?usp=drivesdk
https://drive.google.com/file/d/10khWLZUiM92mJCDfyMBrfKNJUOfPrHJR/view?usp=drivesdk

THANKYOU!



