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[bookmark: _Toc4256329]Executive Summary
The purpose of the page is to provide a sense of community within the school. The target audience is the school alumni, current and prospective computing students, and for community outreach. Only staff have access to create posts, although suggestions can be made by students.
The data collected using Facebook Insights displays the posts with the lowest number of page views, which are updates to school information, such as address and contact information (less than 10 views). This is to be expected due to few people receiving notifications relating to page information updates, and few would view these updates. The posts with the highest number are photo based, and are the Go Green post (1368), and the addition of the microwave to common area (656), which are to be expected due to student requests.
The page could be improved by using Facebook’s ability to set the release time and date of posts to create campaigns, such as the scenery around Swansea and Throwback Thursday. This could include exam/ study tips in the lead up to exam periods or reintroducing past campaigns. Additionally, advertising to current and potential students both physically and using digital posters around the campus could increase the number of page users.

[bookmark: _Toc4256330]1.0 Introduction
This report outlines the use of Facebook Insights to analyse the School of Applied Computing’s Facebook page. This report highlights the purpose of the page and its intended goals, identifying several pathways to achieve these goals. The data gathered from Facebook Insights is analysed, and improvements and recommendations made to achieve the stated goals. 
[bookmark: _Toc4256331]2.0 Aim & Purpose
The aim of the page is to provide a sense of community within the school, by engaging interest with the school events, such as lunchtime seminars and school visits. Its purpose is to provide a human face to the department, rather than just the academic stuff. It can be used as a day to day method of communication, providing updates and social and academic events. The page is targeted towards the alumni of the school, current and prospective computing students, and for community outreach. It will never get a large audience due to the reach/ demand for this page. Additionally, there is a failure of current students to make much use of the page, and this could be due to the inability to interact with the page, or to see its purpose. There can be a lack of connection for potential new students due to an inability to get involved in school activities, events and campaigns, which could transfer into not interacting with the page if they enrol within the school, or unfollow the page, or do not view the page if they do not enrol with the school.
[bookmark: _Toc4256332]3.0 Page & Content Management
Users are not expected to frequently visit the page. This is due to updates and important information also sent directly to the students via their university email accounts, and other methods of communication, such as word of mouth and Moodle. Access to create posts is limited to staff (Tim Bashford, Kapilan Radhakrishnan, Carlene Campbell, Sue Williams, Sue Maw, Ian Wells, James Williams, Nik Whitehead, Mabrouka Abuhmida, and Gaynor Thomas), although some PhD students may ask for content to be uploaded.
Posts are made every few days, although this was more frequently in the past. This is due to cultural fragmentation (staff splintering) that has resulted by the move to the new campus. In addition to this, there is a splinter group (UWTSD CISCO) created by Kapilan, of which most members are computer networks and cybersecurity students. The creation of events or the use of photos increases the visibility of the page and ratings over posts.
[bookmark: _Toc4256333]4.0 Page Outreach & Campaign Usage
This page is broadcasted within induction talks at the start of the year, with links found on the school’s Moodle page and the university website. Previously, this was aided by noticeboards within the Mount Pleasant campus. With the increase in social media platforms, there is less interest in the use of Facebook, and an increased trend towards Twitter, Instagram and Snapchat. Additionally, there could be issues into finding the page, due to poor advertisement within the university.
There is a classic dichotomy within web marketing of whether other media sources, such as the prospectus, website, brochures etc. exists to bring people to the social media site, or whether the social media presence is there to guide users to the prospectus/website/etc. This dichotomy may or may not be the connection between the school and the user that the page requires for success. This could only occur if the page is advertised within all advertisements that mention the school, such as the school section of the prospectus, or within school booklets, leaflets etc. It is the outreach of other media sources, that could drive traffic to the social media presence, and is due to their success and outreach that this will occur.
There are no planned campaigns on the page, although staff can always make their own, such as the photos of Mount Pleasant campus and area during the move to the new campus. Sometimes, campaigns are used only to gain interest in the page, such as throwback Thursdays. This was achieved due to the ability to set the post release dates for the future, therefore, more campaigns conducted in the same way could increase repeat visitor numbers.
[bookmark: _Toc4256334]5.0 Facebook Insights Data Collection & Analysis
The following data for the period 01/02/2019 to 01/03/2019 was downloaded on 04/03/2019 for the School of Applied Computing’s Facebook page.
[bookmark: _Toc4256335]5.1 Page & Post Data
The page data is as follows:
	Date
	Lifetime Total Page Likes
	Daily Page Engaged Users
	Daily Total Reach
	Daily Post Reach
	Daily Total Post Impressions
	Daily Total Consumers

	01/02/2019
	544
	1
	7
	7
	19
	1

	02/02/2019
	544
	2
	6
	4
	10
	2

	03/02/2019
	544
	1
	7
	7
	8
	1

	04/02/2019
	544
	11
	217
	135
	202
	8

	05/02/2019
	544
	3
	26
	16
	26
	3

	06/02/2019
	544
	2
	13
	10
	18
	2

	07/02/2019
	544
	33
	643
	642
	915
	24

	08/02/2019
	545
	19
	522
	521
	768
	18

	09/02/2019
	545
	35
	603
	393
	615
	28

	10/02/2019
	545
	7
	169
	141
	201
	6

	11/02/2019
	545
	4
	95
	87
	117
	3

	12/02/2019
	545
	8
	67
	62
	172
	6

	13/02/2019
	545
	104
	420
	418
	806
	87

	14/02/2019
	546
	107
	352
	350
	678
	82

	15/02/2019
	547
	10
	104
	103
	175
	8

	16/02/2019
	547
	6
	41
	40
	70
	6

	17/02/2019
	547
	14
	154
	16
	27
	13

	18/02/2019
	547
	2
	39
	10
	11
	2

	19/02/2019
	547
	3
	81
	75
	117
	3

	20/02/2019
	547
	131
	749
	747
	1701
	111

	21/02/2019
	547
	40
	350
	349
	633
	33

	22/02/2019
	547
	9
	134
	130
	201
	6

	23/02/2019
	547
	41
	363
	219
	346
	36

	24/02/2019
	547
	6
	82
	56
	86
	5

	25/02/2019
	547
	104
	384
	267
	1239
	94

	26/02/2019
	547
	11
	180
	93
	176
	8

	27/02/2019
	547
	40
	400
	395
	820
	34

	28/02/2019
	547
	9
	187
	186
	335
	6

	01/03/2019
	547
	31
	268
	267
	754
	17

	Average:
	546
	27
	230
	198
	388
	23


[bookmark: _Toc4256289]Table 1: Facebook Page Data for Period 01/02/2019 – 01/03/2019
This data is expressed in the graph below, where the total page likes have been removed for ease: 

[bookmark: _Toc4256304]Figure 1: Page Data Line Graph for the Period 01/03/2019 - 01/03/2019
The post data is as follows:
	Permalink
	Type
	Posted
	Lifetime Post Total Reach
	Lifetime Post Total Impressions
	Lifetime Engaged Users
	Lifetime Post Impressions by people who have liked Page
	Lifetime Post reach by people who like Page
	Lifetime People who liked Page and engaged with post

	https://www.facebook.com/events/790183001359461/
	Status
	04/02/19 03:59
	150
	239
	1
	223
	140
	1

	https://www.facebook.com/UWTSDComputing/posts/1907385496025566
	Photo
	07/02/19 03:44
	1368
	2352
	49
	451
	242
	14

	https://www.facebook.com/UWTSDComputing/posts/1910622945701821
	Photo
	09/02/19 13:19
	210
	329
	23
	306
	196
	19

	https://www.facebook.com/events/463897514149466/
	Status
	12/02/19 05:39
	55
	88
	0
	81
	52
	0

	https://www.facebook.com/UWTSDComputing/posts/1915872308510218
	Photo
	13/02/19 05:26
	504
	860
	115
	509
	278
	80

	https://www.facebook.com/UWTSDComputing/posts/1917559565008159
	Photo
	14/02/19 05:25
	385
	694
	78
	512
	277
	73

	https://www.facebook.com/events/1274318502693409/
	Status
	15/02/19 08:08
	52
	86
	0
	81
	48
	0

	https://www.facebook.com/events/816801218677487/
	Status
	19/02/19 05:44
	90
	149
	0
	142
	85
	0

	https://www.facebook.com/UWTSDComputing/posts/1926726490758133
	Photo
	20/02/19 04:30
	656
	1100
	93
	511
	292
	69

	https://www.facebook.com/UWTSDComputing/posts/1927086524055463
	Photo
	20/02/19 10:04
	560
	1015
	69
	401
	234
	47

	https://www.facebook.com/UWTSDComputing/posts/1928729877224461
	Photo
	21/02/19 11:32
	199
	298
	20
	282
	188
	19

	https://www.facebook.com/events/1624200407682451/
	Status
	21/02/19 15:17
	141
	225
	1
	215
	134
	0

	https://www.facebook.com/UWTSDComputing/posts/1931362843627831
	Status
	23/02/19 06:47
	1
	1
	1
	1
	1
	1

	https://www.facebook.com/UWTSDComputing/posts/1931365236960925
	Status
	23/02/19 06:49
	214
	293
	15
	279
	204
	15

	https://www.facebook.com/UWTSDComputing/posts/1933877520043030
	Status
	25/02/19 01:40
	3
	4
	0
	4
	3
	0

	https://www.facebook.com/UWTSDComputing/posts/1933879726709476
	Status
	25/02/19 01:43
	64
	81
	1
	73
	60
	1

	https://www.facebook.com/UWTSDComputing/posts/1933880750042707
	Status
	25/02/19 01:45
	10
	12
	0
	12
	10
	0

	https://www.facebook.com/UWTSDComputing/posts/1933884756708973
	Status
	25/02/19 01:50
	7
	9
	0
	8
	6
	0

	https://www.facebook.com/UWTSDComputing/posts/1933888420041940
	Status
	25/02/19 01:54
	70
	102
	4
	96
	67
	4

	https://www.facebook.com/UWTSDComputing/posts/1934074453356670
	Status
	25/02/19 05:15
	1
	1
	0
	1
	1
	0

	https://www.facebook.com/UWTSDComputing/posts/1934075686689880
	Link
	25/02/19 05:16
	112
	175
	1
	164
	106
	1

	https://www.facebook.com/UWTSDComputing/posts/1934075470023235
	Status
	25/02/19 05:16
	3
	4
	0
	3
	2
	0

	https://www.facebook.com/UWTSDComputing/posts/1934075323356583
	Status
	25/02/19 05:16
	77
	111
	0
	106
	73
	0

	https://www.facebook.com/UWTSDComputing/posts/1934076353356480
	Status
	25/02/19 05:17
	110
	153
	4
	146
	103
	4

	https://www.facebook.com/UWTSDComputing/posts/1934081716689277
	Photo
	25/02/19 05:22
	284
	461
	99
	443
	271
	94

	https://www.facebook.com/UWTSDComputing/posts/1934703396627109
	Status
	25/02/19 14:54
	3
	4
	0
	4
	3
	0

	https://www.facebook.com/UWTSDComputing/posts/1934704396627009
	Status
	25/02/19 14:55
	8
	11
	1
	11
	8
	1

	https://www.facebook.com/UWTSDComputing/posts/1934706243293491
	Link
	25/02/19 14:57
	120
	177
	0
	166
	112
	0

	https://www.facebook.com/UWTSDComputing/posts/1937203666377082
	Link
	27/02/19 10:58
	454
	685
	23
	380
	255
	18

	https://www.facebook.com/UWTSDComputing/posts/1937322213031894
	Photo
	27/02/19 13:09
	316
	482
	22
	345
	222
	18

	https://www.facebook.com/UWTSDComputing/posts/1939247986172650
	Status
	01/03/19 00:49
	228
	318
	14
	251
	176
	12

	https://www.facebook.com/UWTSDComputing/posts/1939765312787584
	Photo
	01/03/19 09:21
	187
	267
	10
	253
	176
	9

	https://www.facebook.com/events/819811178368037/
	Status
	01/03/19 10:14
	36
	58
	2
	58
	36
	2

	https://www.facebook.com/events/292898384724143/
	Status
	01/03/19 10:17
	111
	172
	2
	167
	106
	2

	Average:
	
	
	200
	324
	19
	197
	123
	15


[bookmark: _Toc4256290]Table 2: Facebook Post Data for Period 01/02/2019 – 01/03/2019
This data is expressed in the graph below: 

[bookmark: _Toc4256305]Figure 2: Post Data Line Graph for the Period 01/03/2019 - 01/03/2019
[bookmark: _Toc4256336]5.2 Data Analysis
There is a direct correlation between content added to the page and page visitors. When content is added to the page, the number of page visitors increase, not only to view the content, but also to interact with the post. In addition, these numbers are significantly higher when this includes photographs/images. The Go Green post on 7th February (https://www.facebook.com/UWTSDComputing/posts/1907385496025566) had the largest reach and the greatest number of total impressions. In comparison, status updates have minimal reach. Some of the single digit figures correspond to updates to the page or organisational information (such as address), where few people would have that level of access for a notification many of which would ignore it. This is evidenced by the data and graph analysis.
[bookmark: _Toc4256337]5.3 Usefulness of Data Collected
The data collected is extremely valuable for analysing the success of a page and its content. This is more important for those people and organisations with a focus on their social media profile than the school, which only use it for creating a sense of community, but is still useful to know its reach and success within the school, and for external page users, although this is not calculated with the metrics. Posts or content are individually measured, allowing for comparison between posts, and can therefore be used to see the success of a campaign by its metrics, such as its reach and the number of impressions, both organically and for paid posts, although this is not seen by the above data.
[bookmark: _Toc4256338]5.4 Comparison between Facebook Insights & Google Analytics
Using the Facebook Insights tool is much simpler than Google Analytics, as the views are located on the right-hand-side and does not require searching for the relevant data or training on the use of the tool. The tool is free, and presents the data in easy to read graphs and formats. It allows you to add access to additional Facebook users for analytics role and compare with similar pages at a glance.
Exporting data from Facebook insights provides the option of page, post and video data, and provides options to select your dates, and to customise the layout. It provides some similarity in the data collected, but there are massive differences in looking at its content as well as page information. This is due to the nature of social media, which differs than those of a website.
Collecting this data was significantly easier than Google Analytics, where exporting the required data was significantly more time consuming. This was due to the need for individually finding and downloading the data for each page, and required to be collated into a single table for analytic purposes. This could be due to the content management system, where the pages are grouped together.
[bookmark: _Toc4256339]6.0 Improvements & Recommendations
There are limited methods to improve the page, due to a lack of control over its design. However, the following improvements and recommendations could increase the number of followers and repeat visitors:
· Advertising for current students/campus visitors – Perhaps this could be achieved using the screens around the new campus, such as using a QR code and information on a poster.
· Advertising for potential or new students – Perhaps marketing the page could be achieved via physical materials e.g. pens, mugs, bags, USB’s that are given out during school events, such as open/ visit/taster days and during induction.
· Campaigns to increase repeat visitor numbers – Campaigns could be created during the year, such as bringing back past campaigns, such as throwback Thursday, or scenic views around Swansea. Additionally, creating new campaigns can increase interest, such as revision/study/ assignment/exam tips and techniques during the leadup to important deadline periods.
· Create events or photo-based posts when possible – Photo-based posts often provide increased page users over standard text-based posts, whilst events provide reminders to interested people, which not only increases page numbers, but possible event numbers as well. 
[bookmark: _Toc4256340]7.0 Conclusion
The Facebook page is used as a method of communication within the school and for outreach purposes. There are approximately 550 page likes, and despite its limited outreach and demand, the page does well, achieving increased engagement with the page when content is added, especially photos and events. This could be due to the algorithms used by Facebook, which often prioritises these over text-based posts. Therefore, the recommendations of advertising and creating photo-based campaigns and creating events could increase both the number of followers and repeat visitor numbers.
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[bookmark: _Toc4256342]Appendix 1: interview Questions & Notes
1. What is the purpose of this page?
· Human face of the department. Lots of academic stuff, so use it as a day to day method of communication for updates.
· In-between social and academic events-based page.
· You do not get as much feedback as it used to – the reach of events or photos improve ratings over posts.
1. What are the aims for the page?
· The page is there for those that are interested in the school events.
· It will never get a large audience due to the reach/ demand for it.
· To provide a sense of community within the school.
1. Who is the target audience?
· Alumni
· Current and prospective computing students
· Outreach
1. [bookmark: _Hlk1607937]How frequently would you expect users to visit the page?
· Not that often or really sure – more communication is achieved by word of mouth.
· Important info is also sent via student emails via Moodle.
1. How often are posts made?
· Every few days.
· There are now less posts due to cultural fragmentation (staff splintering) due to the move to new campus. Additionally, there is a splinter group of UWTSD CISCO by Kapilan.
1. How do people find the page?
· It is broadcasted within induction talks at the start of the year.
· With the increase in social media platforms, there is less interest in the use of Facebook.
· Links on university site and on the school’s Moodle page.
· [bookmark: _Hlk1607734]It used to be on noticeboards in Mount Pleasant campus. Perhaps this needs to be looked into around new campus on the screens?
· Perhaps there is a need for physical materials e.g. pens, mugs, bags, USB’s?
1. [bookmark: _Hlk1607996]Who is responsible or has access to create posts?
Only staff (Tim, Kapilan, Carlene, Sue Williams, Sue Maw, Ian, James, Nik, Mabrouka, Gaynor) – no PHD students.
1. [bookmark: _Hlk1608032]Are there any campaigns run on the page? If so, what are they?
None are planned – the staff can always make their own, such as the photos during the move to the new campus.
Only to gain interest, such as throwback Thursdays.
[bookmark: _Hlk1607758]It is possible to set posts for release for the future – Possibility to set it up for the leadup to exams for revision/ study/ exam tips and techniques?

School of Applied Computing's Post Data for the Period 01/02/2019 - 01/03/2019

Lifetime Post Total Reach	43525.428530092591	43525.42659722222	43525.390266203707	43525.034097222226	43523.548298611109	43523.457280092596	43521.623414351852	43521.622083333335	43521.621307870373	43521.223634259259	43521.220173611109	43521.219733796293	43521.219618055555	43521.219525462962	43521.2190162037	43521.079652777778	43521.076481481483	43521.072916666664	43521.072013888886	43521.070115740738	43519.28460648148	43519.28292824074	43517.636840277781	43517.480555555558	43516.419548611113	43516.1875462963	43515.239548611113	43511.338888888888	43510.226284722223	43509.227002314816	43508.235694444447	43505.555219907408	43503.155775462961	43500.16646990741	111	36	187	228	316	454	120	8	3	284	110	112	3	77	1	70	7	10	64	3	214	1	141	199	560	656	90	52	385	504	55	210	1368	150	Lifetime Post Total Impressions	43525.428530092591	43525.42659722222	43525.390266203707	43525.034097222226	43523.548298611109	43523.457280092596	43521.623414351852	43521.622083333335	43521.621307870373	43521.223634259259	43521.220173611109	43521.219733796293	43521.219618055555	43521.219525462962	43521.2190162037	43521.079652777778	43521.076481481483	43521.072916666664	43521.072013888886	43521.070115740738	43519.28460648148	43519.28292824074	43517.636840277781	43517.480555555558	43516.419548611113	43516.1875462963	43515.239548611113	43511.338888888888	43510.226284722223	43509.227002314816	43508.235694444447	43505.555219907408	43503.155775462961	43500.16646990741	172	58	267	318	482	685	177	11	4	461	153	175	4	111	1	102	9	12	81	4	293	1	225	298	1015	1100	149	86	694	860	88	329	2352	239	Lifetime Engaged Users	43525.428530092591	43525.42659722222	43525.390266203707	43525.034097222226	43523.548298611109	43523.457280092596	43521.623414351852	43521.622083333335	43521.621307870373	43521.223634259259	43521.220173611109	43521.219733796293	43521.219618055555	43521.219525462962	43521.2190162037	43521.079652777778	43521.076481481483	43521.072916666664	43521.072013888886	43521.070115740738	43519.28460648148	43519.28292824074	43517.636840277781	43517.480555555558	43516.419548611113	43516.1875462963	43515.239548611113	43511.338888888888	43510.226284722223	43509.227002314816	43508.235694444447	43505.555219907408	43503.155775462961	43500.16646990741	2	2	10	14	22	23	0	1	0	99	4	1	0	0	0	4	0	0	1	0	15	1	1	20	69	93	0	0	78	115	0	23	49	1	Lifetime Post Impressions by people who have liked Page	43525.428530092591	43525.42659722222	43525.390266203707	43525.034097222226	43523.548298611109	43523.457280092596	43521.623414351852	43521.622083333335	43521.621307870373	43521.223634259259	43521.220173611109	43521.219733796293	43521.219618055555	43521.219525462962	43521.2190162037	43521.079652777778	43521.076481481483	43521.072916666664	43521.072013888886	43521.070115740738	43519.28460648148	43519.28292824074	43517.636840277781	43517.480555555558	43516.419548611113	43516.1875462963	43515.239548611113	43511.338888888888	43510.226284722223	43509.227002314816	43508.235694444447	43505.555219907408	43503.155775462961	43500.16646990741	167	58	253	251	345	380	166	11	4	443	146	164	3	106	1	96	8	12	73	4	279	1	215	282	401	511	142	81	512	509	81	306	451	223	Lifetime Post reach by people who like Page	43525.428530092591	43525.42659722222	43525.390266203707	43525.034097222226	43523.548298611109	43523.457280092596	43521.623414351852	43521.622083333335	43521.621307870373	43521.223634259259	43521.220173611109	43521.219733796293	43521.219618055555	43521.219525462962	43521.2190162037	43521.079652777778	43521.076481481483	43521.072916666664	43521.072013888886	43521.070115740738	43519.28460648148	43519.28292824074	43517.636840277781	43517.480555555558	43516.419548611113	43516.1875462963	43515.239548611113	43511.338888888888	43510.226284722223	43509.227002314816	43508.235694444447	43505.555219907408	43503.155775462961	43500.16646990741	106	36	176	176	222	255	112	8	3	271	103	106	2	73	1	67	6	10	60	3	204	1	134	188	234	292	85	48	277	278	52	196	242	140	Lifetime People who liked Page and engaged with post	43525.428530092591	43525.42659722222	43525.390266203707	43525.034097222226	43523.548298611109	43523.457280092596	43521.623414351852	43521.622083333335	43521.621307870373	43521.223634259259	43521.220173611109	43521.219733796293	43521.219618055555	43521.219525462962	43521.2190162037	43521.079652777778	43521.076481481483	43521.072916666664	43521.072013888886	43521.070115740738	43519.28460648148	43519.28292824074	43517.636840277781	43517.480555555558	43516.419548611113	43516.1875462963	43515.239548611113	43511.338888888888	43510.226284722223	43509.227002314816	43508.235694444447	43505.555219907408	43503.155775462961	43500.16646990741	2	2	9	12	18	18	0	1	0	94	4	1	0	0	0	4	0	0	1	0	15	1	0	19	47	69	0	0	73	80	0	19	14	1	



School of Applied Computing's Page Data for the Period 01/02/2019 - 01/03/2019

Daily Page Engaged Users	43497	43498	43499	43500	43501	43502	43503	43504	43505	43506	43507	43508	43509	43510	43511	43512	43513	43514	43515	43516	43517	43518	43519	43520	43521	43522	43523	43524	43525	1	2	1	11	3	2	33	19	35	7	4	8	104	107	10	6	14	2	3	131	40	9	41	6	104	11	40	9	31	Daily Total Reach	43497	43498	43499	43500	43501	43502	43503	43504	43505	43506	43507	43508	43509	43510	43511	43512	43513	43514	43515	43516	43517	43518	43519	43520	43521	43522	43523	43524	43525	7	6	7	217	26	13	643	522	603	169	95	67	420	352	104	41	154	39	81	749	350	134	363	82	384	180	400	187	268	Daily Post Reach	43497	43498	43499	43500	43501	43502	43503	43504	43505	43506	43507	43508	43509	43510	43511	43512	43513	43514	43515	43516	43517	43518	43519	43520	43521	43522	43523	43524	43525	7	4	7	135	16	10	642	521	393	141	87	62	418	350	103	40	16	10	75	747	349	130	219	56	267	93	395	186	267	Daily Total Post Impressions	43497	43498	43499	43500	43501	43502	43503	43504	43505	43506	43507	43508	43509	43510	43511	43512	43513	43514	43515	43516	43517	43518	43519	43520	43521	43522	43523	43524	43525	19	10	8	202	26	18	915	768	615	201	117	172	806	678	175	70	27	11	117	1701	633	201	346	86	1239	176	820	335	754	Daily Total Consumers	43497	43498	43499	43500	43501	43502	43503	43504	43505	43506	43507	43508	43509	43510	43511	43512	43513	43514	43515	43516	43517	43518	43519	43520	43521	43522	43523	43524	43525	1	2	1	8	3	2	24	18	28	6	3	6	87	82	8	6	13	2	3	111	33	6	36	5	94	8	34	6	17	
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