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The way we communicate 
has changed

FOREWORD BY NICOLE ALVINO

In my role as co-founder and chief strategy officer at 

SocialChorus, I get to work with leaders of Fortune 

500 companies to help them digitally transform the 

employee experience. Here’s what I notice about 

today’s workplace. 

Remote or hybrid work has become the new normal for desk workers. 

Teams are more dispersed, diverse, and multi-generational than 

ever before. The need to manage change is constant. Companies are 

replacing or augmenting traditional ways of doing business with AI and 

automation. Competition is fierce. These changes mean the way we 

communicate with our workforces must change.

Consider the following insights from internal communications leaders 

interviewed by Ragan: 

•   “75% of workers want to keep [hybrid work] flexibility.” 

•   “We are going to have to be mindful and flexible in defining what  

it means to communicate effectively in 2021...It is going to be a time 

of transition.” 

•   “During our listening sessions, millennial participants were clear: When 

online tools are not simple and easy, they won’t use them. Even more, 

they are willing to share more information and data when the process 

is simple and understandable.”

How can data address today’s communications challenges?

Whether it’s HR running onboarding campaigns or the CIO maintaining 

digital transformations after the pandemic, employee communications 

is critical to success. Why? Because, if people are left in the dark about 

how their role feeds into the larger business goals, new initiatives—and 

ultimately your business—will fail.

So how do you make sure your employees are getting these important 

messages? How do you correlate communications with business drivers 

and the bottom line?

Get workforce intelligence and insights with Analyze

Analyze is the unified analytics dashboard in the SocialChorus FirstUp 

platform, and it helps you uncover what’s resonating with your workforce—by 

location, function, tenure, line manager and more. It gathers employee 

engagement data from every channel and device to give you real-time 

visibility into everything from employee sentiment to initiative 

performance. This enables you to optimize your communications to 

drive your desired business outcome so that, even in the midst of major 

changes to the workplace, you and your workforce can thrive..

Every executive needs data to make the best decisions for their business. 

We want you to be able to provide leadership with communications 

analytics and insights  —and show how this intelligence drives the business. 

This guide gives you the fundamentals for measuring the impact of your 

employee communications on the business.

NICOLE ALVINO   |   Co-founder and CSO, SocialChorus

We look forward to tracking strategic initiatives and how they are resonating with our different 
employee groups around the world. Getting the right message to the right employees and 
partners—and tracking the results—is a key driver for our business.

NORMAN RICE  |  COO of Extreme Networks

https://www.ragan.com/top-2021-corporate-communication-trends/
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Defining your goals
Every enterprise and every communications team is unique.  

Your metrics for success will be specific to your goals and situation, 

and tracking them will enable you to see how much progress 

you’re making. So it’s important to set clear targets and actionable 

objectives that allow your team to work toward improvement.

 

Need help defining your goals?  

Use our worksheet included at the end of this guide, and get  

started with these 5 steps to establishing your internal 

communications objectives.

Your internal communications strategy must be 
linked to your company’s business strategy. Your role 
is to create value for the company and its employees. 
Without that tie-in, you’re just cranking out nice 
arts-and-crafts work. Make your work both nice and 
effective by tying it to strategic business outcomes.

JASON ANTHOINE

Audacity

LET’S GET STARTED

STEP #1 

Identify your company’s goals  
to ensure alignment.

What are your company’s business 

objectives? What key initiatives are  

your leaders trying to move forward? 

These should be the drivers of your 

programs and campaigns—so, if you 

aren’t clear, interview your executive 

team to find out. 

STEP #2 

Establish objectives for your  
communications.

Start by examining your current 

campaigns. Which channels seem  

to perform the best? Which employees 

do you need to reach most? How will 

you define success?
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DEFINING YOUR GOALS

CONTINUED

STEP #3 

Review what data is available and 
how best to use it.

Before you launch a campaign, plan how 

you will measure its effectiveness. Which 

channels are best to use for this particular 

campaign? What are the metrics specific to 

the channel—such as clicks, views, shares, 

etc.? Different channels may have different 

metrics, so you’ll need to decide which ones 

to track over time to measure success. 

For example, if your organization shares its 

employee communications on a company 

mobile app, your metrics could include  

likes, comments, shares, impressions, etc. 

By measuring and analyzing this data,  

you may find that certain channels are best 

for specific communications, or that you 

need to invest in omnichannel capabilities to 

reach employees across every channel and 

device. 

STEP #4 

Determine your Key Performance 
Indicators (KPIs).

Identify KPIs to track the progress of 

your department’s initiatives in relation 

to company-wide objectives. A KPI is 

a measurable value that demonstrates 

whether a team or business is achieving 

its goals. For a communications team, 

KPIs could be increasing how well you can 

reach a specific employee segment such 

as frontline workers, or meeting a certain 

engagement percentage on all content that 

comes from your executive team. 

Choosing the right KPIs depends on the 

priorities of your organization. Metrics, 

by comparison, are a way to measure 

the success of a campaign or a specific 

piece of content. The difference is that 

KPIs usually connect to a larger business 

strategy, whereas metrics are more tactical. 

Metrics support KPIs, while KPIs support 

overall business goals. But both must be 

quantifiable. 

STEP #5

Choose the cadence to  
measure success.

Once you know what metrics you’re 

tracking, record them over a period of time. 

You can use a unified analytics dashboard 

if you have one, but even a simple 

spreadsheet like this will work. 

Consider what time period, or cadence, 

you will use for tracking—will it be weekly, 

monthly or yearly? Think about what 

information you are trying to capture. If 

you are trying to capture long-term trends, 

only looking at weekly measurements 

may cause you to miss the big picture. 

For example, you could have long-tail 

content that had low engagement initially, 

but was bookmarked and received return 

engagement over time.

Measuring and understanding the leading 

metrics for each channel over time will 

help you optimize engagement rates 

for your communications. You’ll make 

informed decisions going forward, and 

you’ll be able to show leadership how 

your communications work supports your 

company’s business goals.

https://docs.google.com/spreadsheets/d/1remSDupOUMiLc-OJW8fhTy84ZixEyFfQkSHxoKXyFpA/edit#gid=0
https://docs.google.com/spreadsheets/d/1remSDupOUMiLc-OJW8fhTy84ZixEyFfQkSHxoKXyFpA/edit#gid=0
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Get executive buy-in  
to make internal 
communications a priority
Measuring internal communications is key to the success 

of your company’s initiatives. But, if your executive leaders 

aren’t already asking for comms insights, you should take 

this as a sign that you need to use data to capture their 

attention to get them on board. Start tracking metrics for 

leadership communications, and share reports with your 

leaders to get them invested in the content’s performance. 

If there are holes in the data, use that fact to start building  

a business case for greater investment in analytics.
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How to find the right 
technology solution

You can’t measure the effectiveness of your 

communications without the right technology; 

so, if your team is lacking capabilities in this 

area, you’ll want to invest in it sooner rather 

than later. Look for a platform that offers 

unified analytics so you can track metrics and 

KPIs across all the channels and devices your 

employees use. Ideally, you should also be 

able to use the dashboard to connect your 

campaigns to your company’s key initiatives, 

so your executives can see how employees 

respond to those initiatives over time. 

Here are 4 other factors to consider when 

looking at technologies and vendors:

Make a list of your requirements

What do you want to measure that you can’t today? Map 

your specific metrics, KPIs, and use cases to the technology 

solutions in the marketplace. For example, how will you 

quantify employee engagement or measure the employee 

experience?

Examine current features and future capabilities 

Ask your vendor if their platform can handle your present  

and upcoming business needs. How do they envision their 

own product roadmap evolving? How does the technology  

fit into your current tech stack or set of software? You’ll  

need to involve IT from the start because they may need  

to manage and support the technologies you onboard.

Think about the digital employee experience (DEX)

The DEX is the user experience that employees have with 

your company’s technology. Consider how your employee 

communications solution will fit in with the rest of the  

digital experience. Are you asking workers to toggle to yet 

another tool to check company news? Or will your solution 

be able to meet your employees where they are, even on 

the front line, and deliver them personalized content that’s 

relevant to their role?

Research the company’s technology  
support services

What level of support do you need? Do you require training 

for different groups at your organization? Does your IT 

team have specific security, accessibility, or integration 

requirements? Whether you need help with getting 

employees to adopt the new technology, or building a  

new internal communications strategy, what level of  

support is offered? Choose a vendor that has the strategic 

and technical know-how, understands your company’s  

vision, and can meet all your needs.

The goal is to turn data  

into insights —and 
insights into action plans.
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Establish a proactive 
measurement and 
analysis process

What resonates with your 
people today might not 
work tomorrow. That’s 

why measuring internal 
communications should 
be a continuous process

When you implement new technology, it’s 

critical to establish a workflow that enables 

you and your team to work as efficiently 

and effectively as possible. Part of that 

process should be to find insights from 

the data and analytics tools, align with 

your manager or other stakeholders, and 

be prepared to recommend action plans 

so you can execute on your opportunities. 

Here’s a general workflow outline to get 

the illumination you seek:

TO START 
SET GOALS AND KPIs

Always set your goals and KPIs when you 

start a project. Then you’ll know what success 

looks like. Choose the right channels for your 

campaigns, and determine what can and can’t 

be measured via that channel.

1

3

MEASURE DAILY, WEEKLY, 

AND IN REAL TIME IF POSSIBLE

As you gather your data, you’ll capture insights. 

If your company employs data analysts, they 

can help you turn the insights into a story so 

your people will better understand your results. 

Analytics software that generates reports can 

serve the same purpose.

4

SHARE YOUR FINDINGS WITH 
TEAM MEMBERS/LEADERS

Collectively learn from your content’s 

performance, and decide together on the 

best plans of action. Look back on your 

initial goals and objectives, and prioritize 

what’s next. Without these metrics, 

you’re in the dark.

5

REPEAT

Measurement is not a 1 time process. 

You’ll need to measure continuously to 

ensure you’re on the path to improvement. 

And don’t be afraid to experiment—even 

experiments that fail allow you to learn  

and improve. 

2

TARGET AND ORCHESTRATE 

YOUR COMMUNICATIONS

Segment your audience and create content for 

each segment. Use the targeting capabilities  

of your tech stack to send the right content to 

the right employees. To deliver personalization,  

it’s helpful if your software can also orchestrate 

your comms, meaning it allows you to choose 

which channels and devices the message is  

delivered to and how employees are notified.
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How to think like  
a data scientist
Your team is at a disadvantage if they are not data savvy. You don’t 

need to become a statistician, but you need to have the mindset to 

run a data-driven communications practice. 

Someone on your team needs to own your measurement strategy—

the tactical measurement of your communications, analysis, and 

reporting—for leadership and you to be able to understand critical 

insights, drive alignment, and create action plans. 

For every major piece of content you 
create, ask yourself 3 things:

How does this tie to organizational 
goals? 

How can I make this content relevant to 
every audience segment it’s going to? 

What does success mean for this 
specific piece of content? What are we 
trying to achieve? 

Asking yourself these questions before you 
publish your content gives you the time 
you need to create targeted, purposeful 
content, as well as identify the metrics you 
need to determine success and behaviors 
you are looking to influence with your 
communications.

CINDY CRESCENZO

Crescenzo Communications, Inc.

1

2

3

STEP 1: Highlight problems that need to be 
solved, such as understanding employee 
preferences, learning styles, and needs. 
What content do they value versus what  
you need to communicate to them?

STEP 2: Look at the channels and vehicles 
you are using for communications. What 
tools do you need to measure, and which 
team members will you assign these tasks 
to? Do you have a way to track a larger  
business initiative, which may have several 
related campaigns or programs?

STEP 3: Establish a methodology and  
workflow for performing a continuous 
analysis to evaluate your data in a  
reproducible method.

STEP 4: Share your findings with your 
team and stakeholders, incorporate their 
feedback, and define the key actions that 
can be taken from the insights.

STEP 5: Review and revise your strategy  
as needed to ensure a constant flow of 
insights and action plans.

Here are 5 steps to kickstart your internal communications  
measurement strategy: 
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Look at both qualitative and  
quantitative data

Focus groups, polls or surveys, and 
interviews are considered qualitative 
data, and offer valuable insights into your 
employees’ preferences and motivations. 
However, what someone says on a survey 
doesn’t necessarily match their actions. This 
is where quantitative behavioral data, such 
as engagement data, comes into play.

For example, some employees might say 
they prefer written company updates  
from management, but engagement 
statistics show that videos get over 60% 
higher engagement than a written post.

If you look at both datasets, you can 
conclude that the people who don’t love 
video communications are likely to answer 
that way in a survey, but their opinion 
doesn’t necessarily reflect what works for 
the majority of employees. 

From this information, you can determine 
that it’s a good idea to continue to create 
video content, but also to create an 
audience segment of employees who prefer 
written content, and target a transcript of 
your videos to that smaller audience. This 
is how qualitative and quantitative data 
complement each other, and help you see 
the complete picture of how to optimize 
your communications.

What is cohort analysis?

This provides insight into the behavior of 
a particular audience segment, or cohort. 
Cohorts share common characteristics 
within a defined time span. For example, 
if you could look at active users of your 
company’s mobile app, Cohort 1 could be 
new users who recently registered and 
downloaded the app, and Cohort 2 could be 
active users who have been using the app 
for the past 90 days. 

3 ways to embrace analytics
As you begin your internal communications measurement process, 

consider how you will use data and analytics to inform your internal 

communications strategy. The following are 3 easy ways to help you 

get started measuring your workforce communications. 

https://socialchorus.com/blog/harness-employee-polls-to-effectuate-change/
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Determine the question you want to answer. 
For example, “How do I drive employee 
engagement with my company’s key 
business initiative?” Identify a specific  
action to measure, such as how often these  
2 cohorts of employees engage with 
initiative-related content over the course 
of 2 weeks. Then, you would compare each 
cohort’s behavior within that time frame.  
Do they follow specific topics? Do they 
engage more with content published in the 
morning or the afternoon? When you do this, 
you’ll see differences between each group 
at different points in time. Then you’ll know 
how better to serve all types of users and 
how to take action from the insights. 

Benchmark your results

Benchmarking is used to evaluate 
performance by comparing it to a standard 
set of measurement metrics. Historically, 
internal communications has not had its  
own set of benchmarks; but, at SocialChorus, 
we’ve led the way in changing that. Our 
benchmarks are based on looking at a full 
set of program data from all our customers 
weekly and monthly. While every program 
is different, some metrics such as user 
retention rates or video engagement are 
fairly consistent.

To benchmark your results, first, decide 
what metric you want to benchmark  
based on your goals. For example, if 
you’re focused on increasing employee 
engagement with a key business initiative, 
you could benchmark views, likes and 
shares of related content over specific time 
periods, such as 30, 60 or 90 days. Then 
you would look at how your rates compare 
to other programs. Are employees more 
or less engaged compared to your popular 
campaigns? You can also look for software 
with a predictive analytics feature, which 
uses past data and benchmarks to predict 
how new content will perform. This allows 
you to optimize before you publish. 

By setting a control of how your communi-
cations perform, you can then measure  
future content against this benchmark.  
Over time, you’ll better understand your  
audience and be able to optimize your  
content to be more engaging and relevant.

3 WAYS TO EMBR ACE ANALY TICS

CONTINUED

Using metrics to see what people are 

reading and not reading has helped us 

make sure we’re providing the content 

people want to read. Additionally, with 
targeted content, that’s really given us the 
ability to share announcements and events 
with the right groups of team members. 
We’re not flooding everyone’s newsfeed 
with things that might not have anything 
to do with their day-to-day. We’re getting 
to the right employees that need to know 
that information and need to know now.

CHRISTINA MOYLAN

Manager, Corporate Communications,  

Newell Brands
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How can measurement 
improve the employee 
experience?
One way to think of data and analytics is as a continuous stream 

of insights or a feedback loop. As you measure your results over 

time and compare them to your benchmarks, you’ll learn what 

is and isn’t working for different employee segments. Soon 

enough, you’ll be able to make real-time modifications to your 

strategies and tactics to better serve your employees.

For example, you may find that your 
knowledge workers are more likely to 
engage with posts in the morning, while 
your frontline workers are more likely to 
engage at lunchtime. Knowing this, you 
can adjust your publication times to these 
groups. Another example is pulse polling—
by taking polls over time, you may find that 
some employees want more or less content 
about certain topics, and then you can 
adjust your content mix accordingly. 

You can use the insights you gain through 
measurement in 3 distinct ways. First, 
learning what engages employees and 

tracking the sentiments in polling and 
comments will help you gauge whether 
your workers feel informed and included 
by the organization. Second, you’ll be 
able to measure organizational alignment 
by tracking how many employees have 
reviewed new policies and company 
updates. Lastly, if the platform you use 
to communicate has a way to require 
responses, you can track which and how 
many employees have taken action on a 
given communication.

Analyze
pro tips!

Drive and measure key 
communications initiatives 

Examine if initiatives are effective 
at improving morale, retention, 
attendance, sentiment, and 
revenue. 

Associate communications with 
the business initiatives they 
relate to, so you can track how 
employees are responding and 
how the initiative is performing.

Drill down to see the impact of
your communications on specific
locations, departments, roles, or 
other audience segments.

Find the influencers in  
your workforce 

Discover which topics resonate 
with your audience segments.

Find the top publishers, most 
engaged audiences, and most 
active content.

Use these insights to promote 
engaging content and attract 
more employees to your content 
streams.

1 2
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What information 
do they need to 
know from the 
company or their 
managers?

Does the day of 
the week, time of 
day, or frequency 
of when sent 
matter?

What content and 
information do 
they care about?

What is their 
preferred 
communications 
channel or vehicle?

Improve the employee experience by 
forming a clearer picture of your audience:To start measuring your internal communications, use the goals 

and metrics worksheets. If you need additional clarity, we’ve also 

included an internal comms glossary. As you keep measuring, you’ll 

begin to recognize what your people need to feel supported and be 

productive—ultimately allowing you to improve the digital and overall 

employee experience. 

In today’s multigenerational workforce, employees expect 

personalized, relevant information from internal communicators. 

Measuring the impact of your content is the first step to delivering on 

that expectation.

LEARN MORE AT SOCIALCHORUS.COM

About SocialChorus

SocialChorus is the creator of FirstUp, the platform that makes the digital employee experience work for every worker. 

Using a powerful orchestration engine, we bring personalized information and systems access to every employee where 

they are —on any endpoint or device in any language, anywhere in the world. Whether they’re wired, mobile, frontline, 

distributed or essential, FirstUp gives employees what they need to do their jobs efficiently, and companies what they 

need to achieve agility. That’s how SocialChorus helps enterprise companies like Amazon, ABInBev, Ford and GSK continue 

to transform their businesses.

Next steps

Learn how to measure and improve internal communications the 
easy way—get a demo of the SocialChorus FirstUp platform. 

SCHEDULE A DEMO

https://socialchorus.com/
https://socialchorus.com/request-a-demo/
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A/B Test: An experiment where 2 or more  

variants are used to determine which variation 

performs better for a given objective. One  

example is A/B testing of email subject lines  

to see which obtains a higher open rate. 

Active Users: Users who visit or interact with 

your communications channels, including 

your branded employee communications app, 

emails, intranet, etc., during a given period of 

time. 1 visit during a specified time window is 

enough to count a user as active. 

Activity: The total sum of clicks, reactions, and 

shares within a specific time window. If an em-

ployee likes and shares 1 piece of content, that’s 

counted as 2 activities. Note that activity does 

not include impressions.

Call to Action (CTA): The next step a communi-

cator wants her audience (employees) to take. 

For example, a CTA could be a sign-up button to 

register for benefits.

Channel: Mediums or vehicles used to create, 

publish, promote, and distribute content.  

Channels include your branded communications 

app, intranet, email, website, events, webinars, 

town halls, etc. 

Churn: The percentage of people, over time, 

that discontinue use of a communications 

channel. For example, users who uninstall your 

branded communications app, unsubscribe to 

emails, delete their accounts, etc. 

Clicks: The number of click-throughs or taps on a 

link within communications on a given channel.

Click-Through Rates (CTR): The rate at which 

your employees click on communications, divid-

ed by unique impressions of communications. 

CTR is usually represented as a percentage. An 

example would be the percentage of people who 

clicked on a link or image in an email out of the 

people who saw the communication. 

Cohort: A group of users who share defining 

characteristics within a given time period, such 

as a job title, division, and location, or actions like 

downloaded your branded communications app, 

opened an email, etc. 

Conversion Rate: The percentage of employees 

who complete a desired action out of the total 

number of visitors. For example, personalized 

content on your branded communication app 

that has a high conversion rate usually indicates a 

successful campaign. 

Engagement: Measures how much employees 

interact with a communication format. For ex-

ample, engagement with a branded employee 

communications app includes comments, shares, 

likes, and clicks.

Event: Any user action taken in a digital com-

munications, e.g., email or branded employee 

communications app.

Impressions: Every time an employee views your 

communications content. 

Likes: Total of likes from 1 piece of communica-

tions content, typically on a branded commu-

nications app (note that each user can only like 

once). This number can go both up and down as 

users can like and unlike content.

Monthly Active Users (MAU): Active users are 

calculated over a time period as a metric for 

user retention. MAU is calculated by combining 

all the events on each communications channel 

(all user interactions, such as likes, shares, and 

comments) in the past month and counting the 

number of unique users. On the SocialChorus 

workforce communications platform, you can 

find MAU by reviewing Active Users within a 

monthly time frame. 

Qualitative Metrics: Qualitative metrics focus 

on subjective and anecdotal information usually 

gathered through audience interviews, discus-

sion groups, and free-response surveys.

Quantitative Metrics: Quantitative metrics  

center on hard data, numbers, and statistics, 

usually collected through technical means, e.g., 

email click rates and content shares. 

Platform: Web-based technology for the  

development, management, and deployment  

of communications services and solutions.  

Employees may access communications on 

more than 1 type of platform.

Posts: Broad term for different kinds of actions in 

communications publishing, such as comment-

ing on published content or distributing an arti-

cle on a branded communications app.

Published Content: Number of posts published 

during the time period selected.

Reactions: On a branded employee communica-

tions app, this is the total number of likes within 

the time window selected. 

Reshares/Retweets (RT): The act of sharing a 

message that was originally written by someone 

else. When measuring communications metrics, 

track the number of external retweets or  

reshares of content. For example, if a user 

tweets content and receives 3 RTs, that counts 

as 3 retweets.

Retention: Percentage of users who visit your 

communications program that come back after 

a specific day or within a time period. Often, 

communicators look at branded employee com-

munications app retention over 30 and 90 days.

Session: A session begins when an employee 

performs any activity, such as launching your 

branded communications app, loading the feed, 

etc. After 30 minutes of inactivity, any further ac-

tions are considered a new session.

Sharers: Users who share content such as emails 

or posts.

Social Engagements: The total number of en-

gagements from a user’s social networks, includ-

ing clicks, retweets, favorites, and replies within 

the social network.

Social Reach: Number of followers or friends on 

the social network to whom the piece of content 

was shared. The number of people who can po-

tentially see a post in that social network.

Tenure: The amount of time a user has been part 

of your communications program.

Testing: Communications experiments that test 

variables to determine the best outcomes, such 

as higher email open rates.

Total Clicks: Total count of clicks on content in a 

branded communications app feed (1 user can 

click multiple times) or from an email, regardless 

if they come from the same employee.

Total Shares: Total times users share communi-

cations content. If a user shares the same content 

multiple times or to multiple networks at once, 

each share will be counted.

Unique Clicks: Count of users who clicked on 

some form of content. If 1 user clicks multiple 

times, they are only counted once.

Unique Impressions: Tracks the number of con-

tent views from single users. If a user views the 

same content more than once, unique impres-

sions only count as 1 impression.

User: A user is any employee who has started the 

process of registering with the communications 

program.

Internal communications 
measurement glossary 
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Goals worksheet

Metrics worksheet

Print out this worksheet to record your goals and metrics, or download 

from: How to Measure Internal Communications_Goals Worksheet

MONTH 1 MONTH 2 MONTH 3 Q1

What were the metrics for each month? Review your metrics and goals every quarter.  

ORGANIZATION GOALS    What are your company-wide objectives?

COMMUNICATION KPIs    What is best for your department and organization? 

COMMUNICATION CAMPAIGNS    Add some of your new campaigns or activities.

GOALS    Define what success looks like.

CAMPAIGN #1    What are your upcoming and current communications activities?

CHANNELS   What are the most effective channels for your campaign? It could be multiple channels.

WHICH EMPLOYEES ARE AFFECTED?    Are there specific groups you’re trying to reach?

HOW WILL I KNOW IF IT IS SUCCESSFUL?    Form success into a ratio. 

WHAT TO MEASURE?    

Each channel uses different metrics. 

WHEN TO MEASURE?    

Create a cadence for your metrics.

CHANNELS   What are the most effective channels for your campaign? 

How you send out 
communications determines 

what you’ll measure. 

Each channel or 
vehicle you plan on using is 

measured differently. 

https://docs.google.com/spreadsheets/d/1remSDupOUMiLc-OJW8fhTy84ZixEyFfQkSHxoKXyFpA/edit#gid=0



