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1	 Executive summary

Welcome to SWOOP Analytics’ 11th annual Viva Engage 
Benchmarking Report – How to get the most from Viva Engage. 
Supported by more than a decade of Viva Engage data, this report 
boasts the world’s most comprehensive, long-term analysis  
of Viva Engage usage and behaviour patterns, based on  
real-time interactions. 

Over the past five years, we’ve seen a shift in the way Viva Engage is used. During the 
COVID-19 pandemic, people were flocking to Viva Engage to connect and communicate 
with colleagues but in the five years since, we’ve seen an increase in Viva Engage being 
used as an official corporate communications channel, where the usage pattern is 
more reflective of a focus on publishing a message rather than seeking engaging  
two-way conversations. 

The increase in this kind of usage has watered down what was previously a more 
conversational pattern. For example, the number of conversations (posts with replies)  
has dropped, the percentage of two-way relationships has decreased, and the  
percentage of posts that are replied to has declined.

But there is a conundrum here. At the same time as we have seen the conversational 
nature of Viva Engage lessening, the percentage of people who have actively contributed  
to Viva Engage has increased over the past three years to 31.2%. To use a playful analogy, 
we can describe this as ‘more people on the dancefloor, but they are dancing less’.

The superpower of Viva Engage, and what makes it unique to any other internal 
communications channel, is its ability to provide a two-way communication channel.  
It can just as often be bottom-up communication, as opposed to top-down, and every 
employee has an equal voice to join the conversation. 

Our latest research, based on six months of real-life data to July 1, 2025, shows a shift away 
from these two-way conversations towards one-way, broadcasting-style communications.
In a nutshell, more people are using Viva Engage, but they’re not tapping into its 
superpower and using it to engage in two-way conversations. 

These trends highlight the need for renewed focus on fostering genuine, reciprocal 
interactions to maintain Viva Engage as a vibrant platform for enterprise 
communication and collaboration.

In SWOOP Analytics’ 2025/26 Viva Engage benchmarking we analysed: 
•	 Almost 17 million Viva Engage interactions 
•	 The Viva Engage behaviours from almost 3 million employees 
•	 5758 Viva Engage communities
•	 Across 73 enterprises in the six months to July 1, 2025
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We’ve also identified the world’s top performing Viva Engage networks, and the top 
performing communities, and been fortunate enough to interview many of these 
organisations so we can all learn from their best practices and experience. 
This report goes hand-in-hand with SWOOP Analytics’ Viva Engage Success Guides,  
all updated with this latest 2025/26 data, along with a guide on the goals we recommend 
you aim to achieve across your Viva Engage network.

Download your Viva Engage Success Guides:

1	 The business value/business case for Viva Engage (Updated)

2	 The role of Viva Engage in your internal communications strategy (Updated)

3	 How to nurture Communities on Viva Engage (Updated)

4	 How to get leaders on board and flying with Viva Engage (Updated)

5	 How to get your people engaged and acing Viva Engage (Updated)

6	 Goals to aim for when using Viva Engage (NEW)

7	 How to manage information overload with Viva Engage (NEW)
     
This report provides you with the latest findings on how people are using Viva Engage, 
along with tips, real-life case studies and advice from Viva Engage experts to help you get 
maximum collaboration, connection, conversation and engagement. We hope you can use 
our findings and resources to get the most from your Viva Engage network. We’d love  
to receive your feedback on this report, and offer you a free trial of SWOOP Analytics for 
Viva Engage so you can see how your colleagues are connecting on Viva Engage.

NEW Success Guides

UPDATED Success Guides

https://www.swoopanalytics.com/ve-success-guides
https://www.swoopanalytics.com/ve-success-guides#no1
https://www.swoopanalytics.com/ve-success-guides#no2
https://www.swoopanalytics.com/ve-success-guides#no3
https://www.swoopanalytics.com/ve-success-guides#no4
https://www.swoopanalytics.com/ve-success-guides#no5
https://www.swoopanalytics.com/ve-success-guides#no6
https://www.swoopanalytics.com/ve-success-guides#no7
https://www.swoopanalytics.com/contactus
https://www.swoopanalytics.com/swoop-for-viva-engage
https://www.swoopanalytics.com/swoop-for-viva-engage
https://www.swoopanalytics.com/ve-success-guides#no1
https://www.swoopanalytics.com/ve-success-guides#no6
https://www.swoopanalytics.com/ve-success-guides#no2
https://www.swoopanalytics.com/ve-success-guides#no7
https://www.swoopanalytics.com/ve-success-guides#no3
https://www.swoopanalytics.com/ve-success-guides#no4
https://www.swoopanalytics.com/ve-success-guides#no6
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2	 Key insights 
from SWOOP Analytics’ 2025/26  
Viva Engage Benchmarking Report

Viva Engage participation levels have increased, 
and more people are seeing the most popular 
posts, cementing Viva Engage as a key enterprise 
communications channel

The percentage of people who have interacted with colleagues by posting, replying or reacting 
has increased to 31.6% in SWOOP Analytics’ 2025/26 Viva Engage benchmarking analysis, up 
from 28.7% the previous year. This shows almost a third of employees are actively using  
Viva Engage rather than passively reading.

More people are seeing the most popular posts, with the average reach of the top 10 Most 
Engaging Posts at 34.5% of all people that have access to Viva Engage, up from 29.5% in 2024/25.

More people are being @mentioned in posts, 
which stimulates conversation

Tagging, or @mentioning, a colleague is to encourage their participation in a discussion.  
For the fifth year in a row, the number of @mentions has continued to rise, with an average 
of 15.3% of all posts @mentioning colleagues in our 2025/26 analysis.

SWOOP Analytics research shows you receive on average 2.1 times the number of replies  
when you @mention a person in a post. 

Viva Engage is a potential innovation engine, 
with more people participating in different 
communities and asking more questions

SWOOP Analytics’ benchmarking analysis shows people are participating in more  
communities, with most people being active in between two to four communities.  
The average Multi-Group Participation score increased to 44.0 in 2025/26, up from 41.2 the 
previous year. This means more people are participating in different communities and 
sharing their knowledge across more communities. Cross-pollination of ideas is linked to 
innovation, as it allows individuals to bring diverse experiences and knowledge to bear. 

In another positive shift, more Viva Engage posts and replies include questions. 
SWOOP Analytics research shows asking questions on Viva Engage leads to 150% more replies. 
On average, 12.6% of posts and replies included a question in SWOOP Analytics’ 2025/26 
analysis, up from 11.8% the previous year.

The good...
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The number of replies per post on Viva Engage 
has dropped while reactions are up, indicating 
conversations are becoming shallower

People are replying to Viva Engage posts less. On average, 45% of posts received a reply 
in SWOOP Analytics’ 2025/26 analysis, down from 49% the previous year. However, the 
percentage of posts receiving a reaction (but no reply) jumped to 86%, up from 84% in 
2024/25. Fewer replies and more reactions suggests the depth of conversations is 
slowly decreasing on Viva Engage.

More people are participating on Viva Engage 
but contribute less, potentially leading to less 
robust conversations

 
People using Viva Engage made, on average, 21.5 activities over the six-month period 
analysed. This included posts/shares, comments/replies or reactions. This is a drop from 
25.6 activities in 2024/25 and is well below the peak activity levels of more than 30 per user 
during the COVID-19 pandemic period. If people are contributing less to conversations, 
there is a risk those conversations are missing vital knowledge and diversity of ideas.

More Broadcaster and fewer Engager 
personas indicate a rise in one-way 
relationships and a shift in the use of Viva 
Engage towards a broadcasting corporate 
communication channel

SWOOP Analytics’ benchmarking analysis found a slight increase in the Broadcaster 
persona in our 2025/26 analysis. Broadcasters are people who post, but rarely  
receive a response. It is one-way communication, like traditional broadcast  
corporate communications. 

There was also a drop in the aspirational Engager persona. These are  
people who balance between how much they post/reply/react, and how  
much they receive in return. The average percentage of Engagers across  
organisations is now 13%, down from 15.3% in 2024/25.

The rise in the number of Broadcasters and drop in the number of Engagers  
suggests there in an increase in one-way conversations on Viva Engage,  
hence it is being used more for broadcasting than in previous years.

The bad...
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Fewer conversations are occurring on 
Viva Engage, which means there’s a risk 
of declining employee engagement and 
knowledge sharing

SWOOP Analytics’ benchmarking analysis found people made, on average, less than one 
post every six months (the average was 0.91 posts* over the 2025/26 benchmarking 
period). Alarmingly, this number has dropped from almost two posts per person in the 
same period in our 2024/25 analysis.

This finding shows people are initiating fewer conversations, which leads to fewer 
opportunities to engage employees to collaborate and share knowledge across 
the organisation.

(*This number excludes posts with no replies.)

Two-way relationships on Viva Engage 
are down, a sign of a drop in trust across 
organisations and worsening social cohesion

SWOOP Analytics’ Two-way Relationships score is the most reliable measure of trustful 
relationships forming and problems being solved across Viva Engage. Sadly, this measure 
continued to fall in 2025/26, down to 17.4% from 19.5% in 2024/25.

A high average score in this measure suggests that community members are engaging 
positively with one another, which fosters trust and promotes a sense of belonging. 
Conversely, a low score indicates poor social cohesion, suggesting there is much  
work to be done to enhance interaction and collaboration among members.

While our key insights present a mixed picture, our biggest concern is the decline of 
Viva Engage being used for two-way conversations, with indications it is being used 
more as a broadcasting platform than in previous years. 

While reactions are up, replies are down, suggesting shallower engagement. Overall 
activity per user has dropped, and fewer people are contributing meaningfully, which 
risks diminishing the richness of knowledge sharing. The increase in Broadcaster 
personas and decline in Engagers point to a shift toward one-way communication, 
undermining Viva Engage’s collaborative intent.

Drops in these measures signal weakening social cohesion and trust across 
organisations. These trends highlight the need for renewed focus on fostering 
genuine, reciprocal interactions to maintain Viva Engage as a vibrant platform for 
enterprise communication, collaboration and knowledge sharing.

And the ugly...
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3	 SWOOP Analytics trend  
	 indicators for Viva Engage  
	 over the past six years

The COVID-19 pandemic was a transformational time for 
Viva Engage as organisations worldwide were forced into 
remote working in early 2020. Collaboration platforms like Viva 
Engage were relied upon to keep enterprises connected and 
communicating. We now have six years of data since those initial 
lockdowns that provide us with insights into a post-COVID-19 
world, according to Viva Engage. 

We have summarised these trends into four categories – people engagement trends, 
activity trends, corporate communication trends and innovation trends.

3.1	 People engagement trends

Figure 1 – People engagement trends on Viva Engage.

At SWOOP Analytics we measure people engagement by looking at two-way interactions 
between employees at all levels (Two-way Relationships). Additionally, we look at the 
percentage of people who demonstrate an Engager behavioural persona. The Engager 
actively engages and connects with their colleagues. 

https://www.swoopanalytics.com/
https://support.swoopanalytics.com/hc/en-us/articles/12846099180697-Two-Way-Relationships-What-and-How-SWOOP-for-Viva-Engage
https://www.swoopanalytics.com/blog/are-you-an-online-engager
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The third people engagement metric we use is the Mention Index, which measures the 
degree to which employees are @mentioning others in their posts or replies, thereby 
bringing new people into conversations.

Figure 1 – People engagement trends on Viva Engage shows the Two-way Relationships 
and Engager persona have consistently trended downward since mid-2021. In contrast, the 
Mention Index has increased, particularly post COVID-19 (2023 onwards). 

Our research indicates this trend reflects the stronger levels of ownership the internal 
communications function has taken with Viva Engage from the start of the COVID-19 
period. Aided by a growing number of internal communications-centred features like 
posting on behalf of, scheduling posts, Storylines etc, Viva Engage is moving away from 
its previous “community” platform towards a corporate communications broadcasting 
platform. We’re also aware Microsoft developed these functions in response to demand 
from customers.

While we see the increase in @mentions as a positive overall, there is a potential downside. 
It can result in information overload for those that are mentioned frequently. We explore 
this further in our Viva Engage Success Guide 7 – How to avoid information overload on 
Viva Engage. 

The loss of people-to-people engagement levels is disappointing. However, we need to 
be mindful that many of the deeper problem-solving conversations that previously 
existed on Viva Engage may have moved to Microsoft Teams. 

There will be a point where the people engagement trend needs to plateau, or risk 
Viva Engage becoming simply a top-down broadcasting platform, with little, if any 
collaborative engagement.

https://www.swoopanalytics.com/blog/now-that-you-mention-it
https://www.swoopanalytics.com/ve-success-guides#no7
https://www.swoopanalytics.com/ve-success-guides#no7
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3.2	 Activity trends

Figure 2 - Viva Engage activity trends.

At SWOOP Analytics, we identify interactive users as those that do more than simply view or 
read. They need to have at least reacted to a post, commented or replied. The good news is 
the percentage of employees that are interactive users has been trending up since the end 
of the COVID-19 period. However, the number of activities per user has dropped from 2024 
levels. So, more people are participating on Viva Engage, but they are less active (they have 
fewer posts, reactions, comments and replies).
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3.3	 The corporate communications effect

Figure 3 – Reply, Reaction and Responder trends.

We measure the percentage of messages (posts and replies) that receive a reply or 
reaction. The chart above shows the percentage of messages which only receive a reaction 
has been increasing over the past five years, while  the percentage of messages that 
receive a reply has dropped. 

This pattern, where an increasing number of messages are only reacted to without leading 
to conversation, can be associated with a more traditional corporate communications 
approach where one-way broadcasting is more prominent than two-way conversation.
 
However, it could also be attributed to the growing number of new people who are  
active on Viva Engage. Pressing the “like” button is both a low effort - and low risk - way  
of sending a positive social signal to the poster. However, it does not invite for the 
discussion to continue, and we have previously called reactions “conversation killers”  
for this exact reason. 

The increase of the Responder persona (people who prefer replying/reacting to others 
over posting themselves) is a natural consequence of trends above, and if these trends  
are to be broken, then conscious effort to position Viva Engage as a conversation  
platform is essential.

https://www.swoopanalytics.com/blog/are-you-a-responder
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3.4	 Innovation trends

We measure levels of innovation by analysing the levels of Curiosity (posts, comments 
and replies posed as a question) and Multi-Group Participation, which measures the 
percentage of employees active in more than one community. We infer that employees 
exposed to a diversity of communities are more open to innovative activities.

Figure 4 – Innovation trend

You can see 2025 marks a reversal of a four-year downward trend. While we can’t be 
certain for the positive increase in these measures, we can speculate that organisations 
are becoming better at using Viva Engage to seek answers to questions or that more 
organisations are setting the default post type to ‘question’.

While Viva Engage’s unique strength lies in enabling two-way, bottom-up communication 
where every employee has an equal voice, our data shows a shift toward one-way, 
broadcast-style usage. There are, of course, many organisations bucking this trend and 
we showcase their best practices in case studies within this report and our Viva Engage 
Success Guides.

Through our Viva Engage Success Guides, we want to help you tap into Viva Engage’s 
superpower of enabling two-way conversations to foster genuine, reciprocal conversations 
that lead to innovation across your organisation. There is also so much to be learned from 
the top performing Viva Engage enterprises and communities.

https://www.swoopanalytics.com/blog/curious-about-curiosity
https://www.swoopanalytics.com/blog/how-many-groups
https://www.swoopanalytics.com/ve-success-guides
https://www.swoopanalytics.com/ve-success-guides
https://www.swoopanalytics.com/ve-success-guides
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4	 The top performing enterprises 
in SWOOP Analytics’ 2025/26  
Viva Engage Benchmarking study

As part of SWOOP Analytics’ annual benchmarking of Viva Engage, 
we rank every organisation involved in our study based on the 
performance of its entire enterprise network. This analysis takes 
into account every Viva Engage community across the network  
– the high performers and the low performing communities.

For example, an organisation with some incredibly high performing communities could be 
dragged down in our overall enterprise rankings if there is poor governance in place and 
inactive communities are being included in that organisation’s analysis.

In the past, our practice has been to divide our benchmarking participants into small (100 
– 1,500 interactive users), medium (1,500 – 8,000 interactive users) and large (more than 
8,000 interactive users) for each region – the Americas; Europe, the Middle East and Africa 
(EMEA); and Asia-Pacific (APAC), based on the number of interactive users1. These divisions 
were made in recognition that it is often easier for smaller organisations to perform well, 
compared with larger organisations. Up until 2022, this had largely been the case. In 
2022/23 a medium-size organisation, Westpac New Zealand, was ranked the best overall. 

In 2023/24, a large size organisation, ANZ, achieved the top ranking overall from the 97 
organisations benchmarked. These results showed the evolution of the maturity of Viva 
Engage and the fact that the size of the network really does no longer matter. For the past 
two years, the same medium-size organisation took out top spot, prompting us to ditch the 
small, medium and large categories in favour of overall champions for each global region.

1	  Interactive users are those that have interacted with at least a reaction to a post within  
	 the six-month  benchmarked period.

https://www.swoopanalytics.com/case-studies/westpac-new-zealand-collaboration
https://www.swoopanalytics.com/case-studies/anz-the-evolution-of-the-worlds-top-viva-engage-networknbsp
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4.1	 How we rank each organisation –  
	 Assessment methodology

SWOOP Analytics identifies its enterprise collaboration champions directly from the 
interaction patterns we assess from the SWOOP Analytics platform. 

In this year’s report we analysed 73 organisations. We analysed the same six-months of 
data until July 1, 2025 across all 73 organisations, therefore, all data was active during the 
same comparison period.

SWOOP Analytics metrics are calculated from raw Viva Engage activity data and grouped 
into four categories - Active Participation, Engagement, Innovation and Responsiveness. We 
have sought external expert judgments to provide the relative importance of weightings for 
each category to allow us to calculate an overall performance score. 

SWOOP Holistic Rating Process

Intelligent Nudge Process

Raw Data
Mining

SWOOP
Metrics

Cluster
Identification

Intelligent
Nudges

Feature
Extraction

Expert
Judgement

Holistic
Rating

Calculation

• Post
• Replies
• Likes
• Mentions
• Notifies

• Cohesive Community
• Loose Community
• Sharing Community
• Q&A Forum
• Living dead...
• Etc...

• “This community appears
   dormant, relaunch or close?”
• “Consider a next step
   e.g. collective development 
   of a best practice”
• “Have you acknowledged 
   your frequent Q&A 
   responders?”

• Active Size
• Participation
• Engagement
• Innovation
• Responsiveness

• Individual AHP
   Assessments
• Group AHA
   Assessments

• Enterprise
   Champions
• Community
   Champions

• %Participation
• %Engagers, etc
• %Reciprocity
• %Diversity
• %Curiosity
• %Response
• %Mentions, etc

Figure 5 – Overview of SWOOP Analytics’ collaboration assessment methodology

The same criteria, plus more, is used to rank individual communities, which we explain 
further in our section on Community champions.
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5	 Who are our enterprise  
	 collaboration champions? 

Drumroll please! The 2025/26 Viva Engage collaboration 
champions for each global region are:

APAC
1.	 Medibank – Australian health insurer
2.	 Westpac New Zealand – Bank
3.	 ANZ – Multinational bank

EMEA
1.	 Arqiva - British telecommunications company
2.	 AllPoints Fibre Networks - UK full-fibre network wholesaler
3.	 PHS – Global specialist waste management

Americas
1.	 Canadian Partnership Against Cancer – Canadian not for profit
2.	 RealFoundations - Real estate management consulting and managed services firm
3.	 Wiley – Global publishing company

In our overall global rankings, Medibank came in at No.1, followed by fellow APAC-based 
organisation Westpac New Zealand in second place while Arqiva was in third place. 
Multinational bank ANZ ranked No.1 for large size organisations. ANZ was the only 
large-size organisation to rank within the top 10 in SWOOP Analytics’ benchmarking of 73 
organisations, coming in at No.8. ANZ’s Viva Engage network has more than 60,000 users.
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CASE STUDY

6	 How Medibank used  
	 Viva Engage to amplify its  
	 commitment to improving  
	 mental health in Australia 
	 MEDIBANK

Two-thirds of young Australian adults say they would find it  
hard to talk to their parents about their mental health challenges, 
and half of all parents of 16-30 year olds say they would find it 
hard to tell their children they’re struggling with their own mental  
health, according to a national research report on the mental health 
of Australians. 

So, what’s holding Australians back from having conversations and what does it have to do 
with Viva Engage and SWOOP Analytics? 

It all starts with Australia’s largest health insurer, Medibank, announcing a $50 million 
investment over the next five years into mental health, with the aim of improving access, 
innovation and prevention for its customers. 

The announcement wasn’t just about improving mental health for its customers, it was 
also about ensuring this commitment was mirrored internally for Medibank employees by 
creating opportunities for conversation and connection, both in person and via internal 
communication channels like Viva Engage. 

https://www.bandt.com.au/medibank-the-growth-distillery-reveal-paradox-in-australias-mental-health-battle/
https://www.swoopanalytics.com/
https://www.medibank.com.au/
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One part of this investment includes a mental health conversation starter, in the form of a 
card game called the Family Roast. A game that is designed to get people connecting and 
talking around the dinner table with family and friends. 

Developed alongside mental health experts, the game has been designed to strengthen 
relationships and open more meaningful conversations between loved ones through a 
range of fun, and sometimes provocative, questions. 

Available as a physical card game or an online version, the game features questions like: 
“Tell us about a time where you overreacted”, “Tell me about a time when you were most 
proud of me”, “What small thing in your daily life brings you joy?”, “What is something you’ve 
never told this family?”, “How do you feel your upbringing impacted you in both a positive 
and negative way?”, “Tell us about a mistake you learned from that helped you grow, ” and 
“What is something that you think about more than you would like to?”.

To help launch the game, Medibank teamed up with Magda Szubanski who brought her 
iconic Kath & Kim character, Sharon Strzelecki, and her never-before-seen children Tim and 
Pam to TV screens across the country. 

Top to bottom – Pam, Tim and Sharon.

To align with these announcements, Medibank launched an internal communications 
campaign across Viva Engage and the intranet, giving employees the inside scoop before 
hearing about it externally. 

https://www.familyroast.com.au/
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Medibank’s Family Roast television advertisement – https://youtu.be/UNZbdHti-lI

First, inform employees

Medibank’s CEO, David Koczkar, uses Viva Engage to live stream a monthly session  
called “DK Live” where key business updates, announcements and conversations are 
shared. Before Medibank announced it’s $50 million investment, employees were invited 
to attend a special DK Live event to learn more about Medibank’s ongoing commitment to 
mental health. 

Viva Engage was a key channel for the internal communications team to promote the event, 
create anticipation in the lead up, and increase viewership on the day. 

https://youtu.be/UNZbdHti-lI

https://youtu.be/UNZbdHti-lI
https://youtu.be/UNZbdHti-lI
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A Viva Engage post encouraging employees to tune into the live stream (featuring a bold 
headline, emojis, a GIF and tagged employees – all tips the team have learnt from SWOOP 
Analytics when it comes to creating engaging posts).

Viva Engage was used for similar posts in the lead up to the national Family Roast Day 
on Sunday 20 July, where again, employees were invited to get involved in the tasty 
conversation. 



2 0

The internal communications team also used Viva Engage to amplify external 
communication and media activity. 

  

A Viva Engage post sharing a Family Roast promotional segment on breakfast television. 

An employee involved in the external media campaign shared an article link on Viva Engage, and 
invited colleagues to share their tips (a great example of two-way engagement).
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Posts like these above laid the foundation for open and honest conversations in-person 
and online in the lead up to, and following, the Family Roast Day, where Medibank hosted 
connections lunches across all offices. These lunches were an opportunity for employees 
to take some time out during their day to play the Family Roast game with their colleagues 
over a tasty meal.

A screenshot of a Viva Engage post showing Medibank employees enjoying connection and 
conversation together at an internal Family Roast Day event. 

“We saw an incredible array of employee-generated 
content on Viva Engage, with our people sharing videos, 
photos and stories about their family roast experience with 
their friends and family,” said Cat Owen, Employee Change 
and Communications Partner at Medibank. 

“We had so many examples of people sharing personal 
and heartfelt stories about their mental health and how the 
game helped to open up conversations with loved ones.” 
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Examples of employee-generated Viva Engage posts featuring #familyroast. All posts that 
included the hashtag went into the running to win a $100 Hello Fresh box to help employees 
keep the tasty conversations going at home. 
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Alongside internal Viva Engage posts, Medibank’s CEO David Koczkar shared his experience 
on LinkedIn of connecting with colleagues over the game, as well as the why behind the 
creation of the Family Roast game. 

A screenshot of David Koczkar’s LinkedIn post.

This campaign engaged employees across every part of the business.

“While it wasn’t the first time we’ve shared an external 
campaign internally, this was by far the most successful 
and wide-reaching effort at Medibank,” Cat said.

“It truly brought our people into the conversation and 
helped them feel connected to our commitment.

“It was amazing to see such vulnerable posts on  
Viva Engage, and incredibly heartwarming knowing  
that our people felt safe to share their experiences  
on a work platform.” 

By the time the national Family Roast Day took place, more than 185,000 packs of cards 
had been distributed, with the online version of the game being accessed across almost  
90 countries. 
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Coming full circle with Viva Engage

From an internal communications and marketing point of view, this campaign began with 
Medibank’s CEO taking his employees on the journey from the start – with open, honest 
and engaging communications via live streamed events and written content on Viva Engage, 
the intranet and via email. 

The campaign culminated with enterprise-wide events for employees in the lead up to the 
national Family Roast Day. The full circle of the campaign was complete when employees 
shared their heartfelt stories about the impact of the Family Roast game on Viva Engage. 
Viva Engage was the instrumental platform for internal communications. But what does the 
data tell us about its success? 

Using SWOOP Analytics for Viva Engage’s Hot Topics report, you can see the Family Roast 
was the most popular topic among Medibank employees, based on the most popular Viva 
Engage topics, hashtags and official keywords. The Hot Topics report identifies topics that 
have generated the most overall engagement.

The Family Roast, as part of Medibank’s wider mental health campaign, is one shining 
example of how Viva Engage is used at Medibank, so it may come as no surprise 
that Medibank was ranked No.1 globally in SWOOP Analytics’ 2025/26 Viva Engage 
benchmarking analysis of almost three million employees across 73 organisations. It’s the 
second consecutive year Medibank has taken out top honours in SWOOP Analytics’ global 
benchmarking study.

This top ranking is a reflection of how Viva Engage is embedded into the culture of 
communication at Medibank.

https://www.swoopanalytics.com/swoop-for-viva-engage
https://support.swoopanalytics.com/hc/en-us/articles/14254831723289-Hot-Topics-What-and-How-SWOOP-for-Viva-Engage
https://www.swoopanalytics.com/viva-engage-bm-25
https://www.swoopanalytics.com/viva-engage-bm-25
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Recognising Viva Engage influencers

When one of Cat’s stakeholders posted on Viva Engage about women’s health in Australia, 
the post went viral across Medibank. When Cat congratulated her on the success following 
her first ever Viva Engage post, the stakeholder jokingly asked if she was going to get an 
influencer award, similar to what Tik Tok influencers receive.
 

“The conversation prompted a fun thought,” Cat said.

“I spoke with my internal communications teammates and 
said, ‘What do you think about launching our own Medibank 
Viva Engage Awards?’”

Since then, Cat has been posting a top 10 influencer list every month and 
calling out the most influential and engaged employees across the network, 
using SWOOP Analytics’ Influential People report to create the list.

The internal communications team and Medibank senior leaders are 
excluded from the report to ensure the spotlight is on employees leading 
the way.

As interest in the top 10 grew, the team started spotlighting posts from 
employees that highlight best practice when it comes to engaging posts. 

“We try to spotlight posts that while they may 
not be in our top 10, they showcase really great 
examples of what makes a post stand out,” Cat 
said. 

“Maybe they’ve got a video, a great catchy 
headline, they’ve tagged influential people or 
asked a question – all those tips and tricks that 
SWOOP Analytics tell us to do.” 

“We also try to spotlight employee posts from different 
parts of the business, particularly areas where engagement 
may not be as high.” 

“We are always trying new things and it’s been a thrill to see 
the engagement grow on our top 10 influencer posts  
each month.” 

A generic screenshot of a SWOOP Analytics’ 
Influential People report.

https://support.swoopanalytics.com/hc/en-us/articles/14340842540057-Influential-People-What-and-How-SWOOP-for-Viva-Engage
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A screnshot of a Viva Engage post celebrating Medibank’s top 10 influencers, a spotlighted post 
and a trending hot topic.  



SWOOP ANALYTICS ®’ VIVA ENGAGE BENCHMARKING REPORT 2025/26 2 7

7	 2025/26 Viva Engage  
	 Community champions

As well as ranking the top performing Viva Engage enterprises, 
which takes into account every Viva Engage community across 
each organisation (ie the high and low performing communities), 
we also did a deep-dive analysis into 5,758 “active” Viva Engage 
communities across the 73 organisations benchmarked. These 
“active” communities had regular activity throughout the six-month 
period assessed – posts/shares, replies/comments and reactions.

We then looked at the “regularly active” communities – those that had, on average, at 
least one interaction every workday for the six-month period analysed. We analysed 
these communities on measures of two-way relationships, connections between members, 
sentiment analysis of conversations, growth in activity, consistent activity and more to 
identify the top “thriving” communities. 

We also added a dimension to assess whether a community is thriving (or not). The key 
thriving measures relate to sentiment, growth and consistent activity. Surprisingly, it was 
this last factor of consistent activity that proved to be the hardest to meet. We set the bar 
of at least one activity each working day, on average. 

The below diagram shows the SWOOP Analytics measures used and the weightings given to 
each measure.

We approached organisations ranked in the top 1% of the 5,758 communities analysed, 
and have shared some of their stories. Below we list the names of the organisations with 
these top performing communities, ranked in order based on SWOOP Analytics’ measures.
We want to recognise below these top performing Viva Engage communities (many 
from within the same organisation), all of whom ranked in the top 1% of the 5,758 
communities benchmarked.
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Department of Customer Service
NSW state government

You might be surprised when you learn this community is all about insurance and  
government regulation, but you’ll also see how it checks all the boxes for an engaged,  
active and thriving community in the case study below.

Schneider Electric
Multinational digital transformation of energy management and automation company

ANZ
Multinational bank

ANZ boasted an impressive 10 communities in the top 45 of the 5758 communities benchmarked.

Boehringer Ingelheim
Global pharmaceutical company

Medibank
Australian health insurer

This top ranked Medibank community connects more than 80 stores scattered across one 
of the largest countries on the planet, connecting frontline team members who are the 
 public face of the health insurer.

Medibank Retail’s Viva Engage community, named Medibank Community, ranked No.6 in  
the world in SWOOP Analytics’ 2025/26 Viva Engage benchmarking analysis. It connects all  
400 frontline team members at Australia’s largest private health insurer, along with another  
300 or so Medibank employees and executives who want to feel connected to the frontline  
of the business.

Primarily, the Medibank Community is used for daily updates across all stores, for recognition  
of employees’ tenure, celebrating business successes, and for health and wellbeing initiatives  
like RUOK Day. Learn more about this exception community.

Australia Post
Australia’s national postal service

https://www.swoopanalytics.com/case-studies/medibank-connecting
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Fonterra 
Global dairy co-operative

Fonterra’s top ranked community brings together people from the entire Oceania region,  
from frontline workers to finance heads. It’s a community of connection that crosses  
geographical and departmental divides.

This community is primarily used for corporate communications, to celebrate success,  
and to recognise colleagues. It’s a chance for people to learn about their colleagues,  
as well as consume official communications.

Comcast 
Multinational telecommunications and media conglomerate 

Air Canada
Canada’s largest airline and the country’s flag carrier

The NRMA
Australia’s largest member organisation

Wiley
Global publishing company

Progressive
American insurance company

The Home Depot
American multinational home improvement retail corporation

Blue Cross and Blue Shield of North Carolina
American health insurer
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8	 The perfect Viva Engage  
	 community checklist
	 NSW DEPARTMENT OF CUSTOMER SERVICE

The Viva Engage community identified by SWOOP Analytics 
as the best in the world for 2025/26 is a textbook example of 
best practices.

	✔ It’s led by an engaging, authentic chief executive. 

	✔ Supported by a strong leadership team. 

	✔ People are asking questions and receiving answers. 

	✔ It’s a safe space for people to share their ideas and opinions. 

	✔ There is a healthy mix of posts praising and recognising colleagues, and  
	 @mentioning them. 

	✔ Lots of learning and job development opportunities are shared in the community. 

	✔ There is strong cultural awareness in the community, celebrating initiatives like  
	 Wear It Purple Day and R U OK Day. 

	✔ Most posts include images, videos or attachments. 

	✔ They use data from SWOOP Analytics to monitor engagement and ensure  
	 messaging is reaching the right people.

What may surprise you is that this community is for a state government insurance 
regulator. Yep, it brings together people who work in insurance and government 
regulations! Perhaps not the first place that comes to mind when you think of an active, 
thriving, engaging and innovative workplace.

Yet, SWOOP Analytics has the data to prove it’s exactly that! 

CASE STUDY

https://www.swoopanalytics.com/
https://www.swoopanalytics.com/
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As part of SWOOP Analytics’ 2025/26 Viva Engage benchmarking analysis, we assessed 
the data 5758 active Viva Engage communities from across the globe, and the Viva Engage 
activities of almost three million employees. The NSW Department of Customer Service’s 
State Insurance Regulatory Authority (SIRA) community ranked No.1.

SIRA is an independent agency within the Australian state of New South Wales’ Department 
of Customer Service, with about 450 employees.

SWOOP Analytics receives only the metadata and ID number of the community when 
conducting our ranking. We then approached the NSW Department of Customer  
Service (DCS) to ask for this community to be identified.

When DCS’ Digital Internal Communications Lead, Yae Morton, looked at the SIRA 
community, she was unsurprised it was ranked No.1 globally.

Right: Yae Morton, Digital Internal Communications Lead, NSW Department of Customer Service.

“I was having a look at the group, and it ticks all the best 
practise boxes,” Yae said.

“They have an amazing, engaging leader. She’s very 
authentic. She posts candid photos from her life and 
connects it to something that is of interest to her people. 

“She’s really great at being aware of what people are 
interested in and visually demonstrating it.”

https://www.swoopanalytics.com/viva-engage-bm-25
https://www.nsw.gov.au/departments-and-agencies/customer-service
https://www.sira.nsw.gov.au/
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Examples of recent Viva Engage posts from SIRA CEO Mandy Young.  
They’re short, simple but exude authenticity, and they connect with colleagues.

Yae said Mandy posts on Viva Engage about once every two weeks, so it’s not a huge time 
commitment, yet her impact is obvious.

“She doesn’t post too much but it’s just in that really lovely 
cadence, and it’s authentic and she almost always posts 
with images,” Yae said.

“She has an authenticity, and you can’t recreate that. That’s 
her, and you know that’s who she is.”

Supporting Mandy on Viva Engage is her senior leadership team, who also post engaging 
and authentic content.

“This community has also got people posting their 
questions that they need answered, and people jump in, 
and they have that conversation,” Yae said.

“It’s a safe space for people to ask questions, and people 
give their opinions.”

On top of this, there are plenty of praise and recognition posts where colleagues @mention 
their work mates to give them a shout out.
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Above: An example of a Viva Engage post highlighting the work  
of a colleague, while also highlighting SafeWork’s principles.

Above right: SIRA team members sharing a story of a colleague  
demonstrating a SIRA principle – Engage with the community.

There’s also regular learning and development advice, community awareness posts and the 
sharing of customer success stories. There’s no one specific type of post in the community. 
Instead, people feel comfortable to post about anything, Yae said.

The power of data

Importantly, Yae said, the SIRA community is facilitated by a communications team that 
relies on SWOOP Analytics to see who is engaging, which posts are resonating and how to 
tap into influencers to share corporate messaging.

“SIRA are definitely SWOOP users as well,” Yae said.

“They ask me about SWOOP reports, and the comms team 
uses the data to tweak things.”
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A Viva Engage post encouraging colleagues to donate blood  
during National Blood Donor Week.
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A SIRA team member sharing a secondment opportunity on Viva Engage.

“It’s not one thing that makes it a great community.  
It has it all,” Yae said.

A screenshot from SWOOP Analytics for Viva Engage showing the SIRA community’s Most 
Engaging Posts. You can see the consistency of engagement across posts, rather than a few 
standout posts. 

In ranking the 5,758 active Viva Engage communities in SWOOP Analytics’ 2025/26 
benchmarking study, we looked at consistent activity levels, along with measures of two-
way relationships, connections between members, sentiment analysis of conversations, 
growth in activity and more. We also added a dimension to assess whether a community is 
thriving (or not).
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Building a thriving Viva Engage community

While the SIRA community topped SWOOP Analytics’ global benchmarking, close behind 
in No.7 was another DCS community. Again, it’s a community that may not be an obvious 
choice for an active, thriving, engaged community. It’s Building Commission NSW, the state 
government’s building regulator.

Like the SIRA community, Yae said the Building Commission community had a strong leader 
and a healthy mix of praise, project updates and new appointments.

NSW Building Commissioner James Sherrard shares a fortnightly  
video update on Viva Engage to connect with his colleagues.

https://www.nsw.gov.au/departments-and-agencies/building-commission
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Another example of a Viva Engage video update from the NSW Building Commissioner.

A NSW Building Commission team member’s Viva Engage post about a successful town hall.
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A NSW Building Commission team member posting praise about the Building Complaints team.

A successful migration from Workplace from Meta  
to Viva Engage

The third best performing DCS community identified by SWOOP Analytics is the contact 
centre for Service NSW, the state government agency helping people and businesses 
access government support, transactions and services including car registration and driver 
licences. It supports the 8.5 million residents of NSW, a state significantly bigger than the 
US state of Texas and three times the size of the United Kingdom.

This community stood out in SWOOP Analytics’ benchmarking due to its high percentage 
of two-way relationships, the most reliable measure of trustful relationships forming across 
Viva Engage.

https://www.service.nsw.gov.au/
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A screenshot of the Service NSW Contact Centre Channel community’s Two-way Relationships 
from SWOOP Analytics for Viva Engage showing an average Two-way relationship of 37%, 
which is well above the entire NSW Department of Customer Service’s 19%. Service NSW’s 37% 
is well above the 2025/26 average of 15% across all 73 organisations benchmarked by SWOOP 
Analytics in 2025/26.

What makes it even more impressive is the entire Service NSW agency moved from 
Workplace from Meta to Viva Engage in October 2024 after Workplace announced it was 
shutting down.

Dasha Maiorova, Senior Internal Communications Advisor at DCS, said this community 
is used almost exclusively for praise. People in this community are the workers who field 
every enquiry imaginable from the residents and businesses of NSW – from questions 
about getting a driver’s licence, to registering a death in the family and helping people 
save money on their electricity bill. Once the phone call is complete, customers are asked 
to stay on the phone and complete a short survey to ask about their experience with the 
contact centre.

Managers and supervisors then use the content of these surveys to create Viva Engage 
posts recognising the good work of staff.
 
Right: Dasha Maiorova, Senior Internal Communications Advisor,  
NSW Department of Customer Service.

“These are the people at the coalface,” Dasha said.

“They’re frontline and they have some very full-on 
conversations, sometimes when people are experiencing 
their worst days of their life, and are in a heightened 
emotional state.

“So it really is wonderful for somebody to actually hear that 
what you’ve done has changed someone’s day, maybe 
changed someone’s life experience. It is really positive.”

https://support.swoopanalytics.com/hc/en-us/articles/115002714092-What-does-Two-Way-Relationships-measure-Viva-Engage
https://www.swoopanalytics.com/swoop-for-viva-engage
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A praise post in the Service NSW Contact Centre Channel community after a customer provided 
praise for team member who helped them find more than $3,500 in lost bond money.

When Dasha and Yae first learned how successful this community was in SWOOP Analytics’ 
benchmarking, they were a little sceptical because they knew it was used only for praise.

“But then I dug down and had a look and realised it is such a beautiful value and a show of 
their culture, and the fact as well that they’ve created this community themselves and built 
that praise into their processes,” Dasha said.

“It bucks the trend of what you think makes a shiny, well performing Viva Engage 
community. They’ve really made it their own space.”

Praise for a Service NSW team member after helping a customer to set up a new e-toll account.



SWOOP ANALYTICS ®’ VIVA ENGAGE BENCHMARKING REPORT 2025/26 4 1

Praise shared by a customer who rang the Disaster Assistance Line.  
It was the Service NSW team member’s first day working on the Disaster Assistance Line.

Data from SWOOP Analytics clearly shows the employee engagement across the state in 
the Service NSW Contact Centre Channel community. In the Segment Activity report below, 
each number on the left hand side represents a different region across NSW, showing the 
cross-enterprise collaboration across the state.

https://support.swoopanalytics.com/hc/en-us/articles/14368092654233-Segment-Activity-What-and-How-SWOOP-for-Viva-Engage
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A screenshot of Service NSW’s Segment Activity report showing cross-enterprise collaboration.

Monitoring this data helps Dasha see where there might be any gaps in engagement across 
Service NSW.

“SWOOP is my daily bookmark,” she said.

This community has also been a catalyst to get Service NSW employees to make the switch 
to Viva Engage, when Workplace had been a staple communications channel for them.

The Service NSW Contact Centre community is a private Viva Engage community, which 
Dasha and Yae said may be a bit of a hangover from Workplace groups but at the 
same time, Yae believes it does help to create a safe space for workers, especially in a 
government department where there’s no room to publicly make mistakes.

“I think that sense of psychological safety for us is the key 
piece where people feel comfortable,” Yae said.

“They will post because it’s a smaller community and 
people feel safe and they like being a little bit more open 
with each other.”
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Praise for a Service NSW team leader who helped a customer who  
was having trouble with their real estate.

Continuing to improve connection and collaboration

While the NSW Department of Customer Service is thrilled with its benchmarking success, 
Dasha and Yae said Viva Engage is still a work in progress, especially getting more frontline 
workers engaged. 

They’re currently using SWOOP Analytics data to see whether using things like the 
Announcements feature, which will send employees a notification in Microsoft Teams,  
will draw more frontline workers into conversations.
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9	 Viva Engage and frontline,  
	 customer-facing & geographically  
	 dispersed workers

Interestingly, after contacting the organisations boasting community 
champions listed above, we discovered many of our benchmarked 
leading communities were frontline communities physically remote 
from the enterprise headquarters.

For example, one multinational organisation’s top ranked communities according to  
SWOOP Analytics were all based in New Zealand, and were customer-facing branches.  
And a New Zealand headquartered organisation’s leading community was in Australia.  

It’s not just an Antipodean effect, with a major US headquartered organisation having  
many of its leading communities in Canada. The conundrum is that it seems the further you 
are from the geographical headquarters, the better your collaboration and communication 
behaviours are likely to be. 

Perhaps it is not surprising that geographically remote communities might feel less 
constrained by head office processes, acting more autonomously than their more centrally 
located colleagues.

Some might puzzle about why the desired collaboration and  
communication behaviours are not being seen to the same degree  
in other parts of the organisation. 

The internal communications function is often located either in,  
or close to, organisational headquarters. Internal communications  
can play a role in identifying, and then celebrating,  
the behaviours and achievements of these geographically  
peripheral communities.  
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Finding your top communities 
in SWOOP Analytics for Viva Engage. 

Head to the Community Activity report, found in SWOOP Analytics for  
Viva Engage under the Activity tab of the Enterprise Dashboard,  
to see a list of your high performing communities. You can easily sort the  
list to see which communities have the most overall activity, or which ones  
are engaging the most of their community members through the  
% Active Users column. 

Identifying high performing communities in SWOOP Analytics’ Community Activity Report 

Using SWOOP Analytics for Viva Engage, you can identify the high performing communities.  
Drilling further into the high performing communities, you can identify the key players  
in these high performing communities and act as the broker between the centre and  
the peripheral.  

https://www.swoopanalytics.com/swoop-for-viva-engage
https://www.swoopanalytics.com/swoop-for-viva-engage
https://www.swoopanalytics.com/swoop-for-viva-engage
https://www.swoopanalytics.com/swoop-for-viva-engage
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Finding the influencers and influenced in communities
in SWOOP Analytics for Viva Engage. 

If you want to find out who is influencing engagement in a Community, 
and who they are engaging, SWOOP Analytics for Viva Engage can help. 
Head to the Communities vand find the Influential People report 
under the Engagement tab.  This will show the informal leaders that 
are engaging the most people in the community. Then head to the 
Collaboration tab and look at the Community Network Map to see who 
those influencers are connecting with. If you want more insights about the 
connections, Dr SWOOP can give you a summary by clicking on the sparkle 
icon (if enabled). 

SWOOP Analytics’ Community Network Map and Influential People reports. 

https://www.swoopanalytics.com/swoop-for-viva-engage
https://www.swoopanalytics.com/swoop-for-viva-engage
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Dr SWOOP insights on the Community Network. 

Through their expert communication skills, internal communications teams will be able to 
take a leadership role in harmonising best collaboration and communication behaviours 
across the enterprise. Identifying best content creation practices and broadly sharing them 
across the enterprise using Viva Engage would become an important activity for internal 
communications teams.  

At the same time, internal communicators can guide leaders to these high performing 
communities to help assure their alignment to corporate strategic intents. 

Viva Engage community analytics can provide internal communication teams with  
the insights needed to facilitate and promote best communication practices across the 
whole enterprise. 



4 8

10	 Join SWOOP’s 2026/27  
	 Viva Engage benchmarking study 

After reading this report, we’re sure you’d love to know how your  
Viva Engage network compares with other organisations. Are you  
among the best in the world? Or are you struggling to get leaders  
and employees collaborating? 

Join next year’s Viva Engage benchmarking study to see exactly how your Viva Engage  
network compares with the rest of the world. SWOOP Analytics benchmarking is free and  
your data remains anonymous. 

If your Viva Engage network is among the best, you will receive a SWOOP Award for  
Outstanding Collaborative Performance and be offered the opportunity to be mentioned  
in the report and share your learnings. 

To join our benchmarking study, you will be connected to SWOOP Analytics for Viva Engage  
for free for a period of time. You will have full access to our analytics, including the ability  
to create your own custom enterprise benchmarking report. Our AI-powered Dr SWOOP  
will provide a full commentary on your results, comparing your Viva Engage network against  
15 different metrics to show how you scored against the average, and the best, performing  
organisations. Dr SWOOP will also provide a qualitative summary of your organisation’s  
strengths and areas for improvement.  

Custom Enterprise Benchmarking 
in SWOOP Analytics for Viva Engage. 

If you have more than 100 Viva Engage users, you can enable our  
Enterprise Benchmarking report to see how your organisation performs  
against the latest three-monthly averages of the SWOOP Analytics  
benchmarking goals. Using our extensive research and case study  
resources, Dr SWOOP can then provide expert commentary on your  
organisational strengths and opportunities to improve, along with  
practical suggestions on tactics you can use to change your scores. 

SWOOP Analytics’  
Enterprise Benchmarking  
report and commentary  
from Dr SWOOP

https://www.swoopanalytics.com/participate-viva-engage
https://www.swoopanalytics.com/swoop-for-viva-engage
https://www.swoopanalytics.com/swoop-for-viva-engage
https://www.swoopanalytics.com/ve-success-guides#no6
https://www.swoopanalytics.com/ve-success-guides#no6
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Your data is 100% confidential 

SWOOP Analytics does not store any message content, names or email addresses. Your 
company name is kept confidential (unless you agree to be named a top performer) and 
your participation is not disclosed. If your Viva Engage network is among the best in the 
world, we will ask your permission to mention you and offer you the opportunity to have 
a case study written, which will then be included in the benchmarking report. In your 
Enterprise Benchmarking report, you will see how you compare with others but you will 
not be able to see who these other organisations are. 

Who can participate? 

You must have a minimum 5000 employees on Viva Engage and your Viva Engage network 
must have been active for more than six months. There is no limit to the upper number of 
colleagues on your Viva Engage network.

 
 
Want to find out more?  

You’ll find all the details to participate in SWOOP’s 2026/27 Viva Engage Benchmarking 
Report on this page. Our Customer Success team will be in touch to walk you through all 
the details. We’re looking forward to you being a part of SWOOP Analytic’ next Viva Engage 
Benchmarking Report!  

We also conduct benchmarking for SharePoint intranet, Microsoft 365 and 
Microsoft Teams.

https://support.swoopanalytics.com/hc/en-us/articles/45244364531353-Enterprise-Benchmarking-Viva-Engage
https://www.swoopanalytics.com/participate-viva-engage
https://www.swoopanalytics.com/participate-viva-engage
https://www.swoopanalytics.com/sharepoint-bm-25
https://www.swoopanalytics.com/participate-m365
https://www.swoopanalytics.com/participate-teams
https://www.swoopanalytics.com/participate-viva-engage
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Before you go

This report is just the start of our findings after analysing millions 
of data points. To make it easy for you, we have separated our 
findings, advice and case studies into Viva Engage Success Guides 
so you can easily access the information you need.

If you’re wondering what goals you need to aim for to achieve a thriving Viva Engage 
network, head straight to our new guide - Goals to aim for when using Viva Engage. 

Download your Viva Engage Success Guides:

1	 The business value/business case for Viva Engage (Updated)

2	 The role of Viva Engage in your internal communications strategy (Updated)

3	 How to nurture Communities on Viva Engage (Updated)

4	 How to get leaders on board and flying with Viva Engage (Updated)

5	 How to get your people engaged and acing Viva Engage (Updated)

6	 Goals to aim for when using Viva Engage (NEW)

7	 How to manage information overload with Viva Engage (NEW)

NEW Success Guides

UPDATED Success Guides

https://www.swoopanalytics.com/ve-success-guides
https://www.swoopanalytics.com/ve-success-guides#no6
https://www.swoopanalytics.com/ve-success-guides#no1
https://www.swoopanalytics.com/ve-success-guides#no2
https://www.swoopanalytics.com/ve-success-guides#no3
https://www.swoopanalytics.com/ve-success-guides#no4
https://www.swoopanalytics.com/ve-success-guides#no5
https://www.swoopanalytics.com/ve-success-guides#no6
https://www.swoopanalytics.com/ve-success-guides#no7
https://www.swoopanalytics.com/ve-success-guides#no1
https://www.swoopanalytics.com/ve-success-guides#no6
https://www.swoopanalytics.com/ve-success-guides#no2
https://www.swoopanalytics.com/ve-success-guides#no7
https://www.swoopanalytics.com/ve-success-guides#no3
https://www.swoopanalytics.com/ve-success-guides#no4
https://www.swoopanalytics.com/ve-success-guides#no5
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