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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

SWOOP ANALYTICS® VIVA ENGAGE BENCHMARKING REPORT 2025/26 3



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:

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

The role of Viva Engage in your internal communications strategy (Updated)
How to nurture Communities on Viva Engage (Updated)

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

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

Goals to aim for when using Viva Engage (NEW)

How to manage information overload with Viva Engage (NEW)

N o i1 A W N =

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

2 SWOOP Analytics = SWOOPA;

SUCCESS GUIDE 6 SUCCESS GUIDE 7
| Goals to aim for when | Howto manage

using Viva Engage information overload
e with Viva Engage

2 SWOOP Analytics 2 SWOOP Analytics 2 SWOOP Analytics

2 SWOOP Analytics = SWOOP Analytics

SUCCESS GUIDE 4 SUCCESS GUIDE 5

| Howto get leaders on | Howto get your people
board and flying with engaged and acing
Viva Engage Viva Engage

SUCCESS GUIDE 1. SUCCESS GUIDE 2 SUCCESS GUIDE 3
|

| The business value / | The role of Viva Engage | How to nurture
business case for in your internal Communities on
Viva Engage communications strategy Viva Engage
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Key insights
from SWOOP Analytics' 2025/26
Viva Engage Benchmarking Report The gOOd...

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.

SWOOP ANALYTICS® VIVA ENGAGE BENCHMARKING REPORT 2025/26



The bad...

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.
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And the ugly...

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.
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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

People Engagement Trends
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e=mmfngager Persona  essssTwo-way Relationships — ess==Mention Index
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.
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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.

a)
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3.2 Activity trends

Activity Trends
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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

Reply, Reaction and Responder Trends
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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.
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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.

Innovation Trend
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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.
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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 users'. 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.
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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

* %Participation
* %Engagers, etc

* Post * Active Size

’ EEa g « Individual AHP 1] + Enterpri
Raw Data  WbirAe SN Gelel Bl ;3ccorocty Feature  IREMUSA Expert [l %‘;lt'f:; St
Minin « Menti Metrics « %Curiosi Extraction ¥ i Judgement SEICEILEUE f o @aniiy
9 : LA:SEI;):S %Curiosity Innovation g TS Calculation Champions

* %Response
* %Mentions, etc

+ Responsiveness

Intelligent Nudge Process

) . « “This community appears
+ Cohesive Community dormant, relaunch or close?”

+ Loose Community

. « “Consider a next step
Cl‘:‘Ster. « Sharing Community Intelligent e.g. collective development
Identification + Q&A Forum Nudges of a best practice”
« Living dead... « “Have you acknowledged
ClE your frequent Q&A
responders?”

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 Argiva 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.

<) SWOOP Analytics

Collaboration
Champions

arQiva ANz,

® CANADIAN PARTNER! SHIP
KCAINST CANCER
PARTENARIAT CANADIEN
CONTRE LE CANCER

medibank
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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.

medibank
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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 - Pamn, 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.

17
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Medibank’s Family Roast television advertisement - https.//voutu.be/UNZbdHti-11

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.

18
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Seen by 201

/@ Don't miss out on the DK Live x Milo-Palooza collab today at 11.00am! @ /
Milosh Milisavljevic is stepping in to host another special update on our commitment to
mental health.

Joining him on the couch to discuss the exciting next phase of our cause, will be Simon
Vicars from our creative agency, Colenso, Maya Zerman from our Mental Health Reference
Group, Amie Saichania from our Marketing CX team and Lauren Fry from our Brand
Marketing team.

You'll hear about a new game that's designed to bring families together to talk about
mental health and get a sneak peek of our tv commercial which launches on Sunday 1 June,
featuring a VERY iconic Aussie family....

Click here to tune in at 11.00am today!

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.

Here's all the ways you can get involved in the tasty conversation!

{.| ® Head into your local office this Thursday 17 July and enjoy a free meal and
meaningful chit chats with your work family!

e We're kicking off at 12.00pm with a welcome and conversation with DK and special
employee guests Daisy Wong, Paul Bonello and Karisma Singh with
lunch to follow. Join us in person on Level 9 at MMH or tune into the live stream from
our Adelaide, Brisbane, Sydney and Wollongong offices (check your local channels for
details). Tell your teammates and see you there!

H More coming soon for our Medibank frontline teams!
* We're combining Geo's first birthday celebrations and the Family Roast - stay tuned for
more details soon about how we're bringing a tasty meal to you in August.

@ & Vouchers coming soon to our Amplar Health virtual teams!
e We know it's tricky to get you all together, so we're sending you a voucher to put
towards a takeaway meal or groceries to make a homemade meal. Use the online
version of the game to play with your family, friends or colleagues.

L1 7| Get your family (chosen or biological) together on Sunday 20 July!
& Use your physical copy of the card game or head to www.familyroast.com.au to play
the online version. And check out our recipe ideas from Live Better.

& B¢ And it wouldn't be a celebration without some prizes!
o Thanks to our Live Better Rewards friends, we have 5 x $100 Hello Fresh vouchers to
give away, So you can continue to connect with your family or friends over a tasty meal.

o Allyou have to do is share your favourite #familyroast moment on Viva Engage and
you'll go in the draw.

e Entries close 31 August 2025 and winners will be announced on Monday 1 September.

We can't wait to celebrate with you!
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The internal communications team also used Viva Engage to amplify external

communication and media activity.

é Seen by 834

In case you missed it....
The Medibank Family Roast was featured yesterday morning on Channel 7’s Sunrise

Aussie football legend Brendan Fevola spoke about how he’s played the game with his
family, the benefits of getting involved, and his experience with it so far — encouraging
others to give it a go.

It's all ahead of this Sunday, 20th July, which marks our Official Day of Play for Australia.

Check out the video below!

credit: Channel 7 Sunrise, Monday 14.07.25

FamilyRoast

§ Celebrate (2 Comment & share v @ & B vouand 57 others

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

Alison Sutton

Seen by 143
Yesterday at 4:02 PM+ Edited « @18

Do you struggle with mental health conversations with your teen?
Check out this article | recently shared with my top tips on talking to your teen. If you're a

parent and you have other tips that you've found helpful, I'd love to hear it! Please post a
comment.

TALKTO

Luke Rezzara 1hago

The biggest thing | have found in dealing with my 13yr old daughter is to find out whether
or not she wants to just rant and get her feelings out, or if she wants a sclution.

My default mindset is a problem solver, so identifying her needs at the start of the
conversation is key for us to establish understanding.

0o

a Alison Sutton 1h ago
Luke Rezzara love this! | think all of us have a natural tendency to want to "fix"
someone else's problems or rescue them, especially when they are our children. It's

Medibank psychologist

WY Love ® comment B share v @& O Youand 10 others

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).

so great that you can take a step back and establish what your daughter needs
from you in that moment...and also acknowledge that the need won't always be the
same. Each mental health conversation will always be different!

H P B
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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.

Janett Egber

Thu at 1:20 PM

Seenby 279 .-+

What an incredible session we just shared as a group with the #FamilyRoast launch here at
MMH and across the country!.. in preparation for the Sunday, July 20 date!

We had never seen such turnout on L9 - all of us coming together to connect, share
beautiful stories and celebrate the incredible work of so many around this incredible
campaign!

How beautiful to hear directly from David Koczkar Kelly MacLean Daisy Wong and a few
others up front - but what 1 loved was the really wonderful conversation we held at our table
in the second half! ... I've worked with some of my wonderful colleagues for a long time and
yet, | found out so many new things about them, how special is this?!!!

Loved all your stories Amanda Furse Luke Tellefson Alex Price Danielle D'Souza & Misha De
Jesus.

Special thanks and gratitude to all that made this happer Cat Owen
Michelle Urquhart Lauren Fry and | am sure many many more people in the team
see less

FamilyRoast

. Love @ Comment @ share W § Youand 19 others

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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N Amanda Dawe

Seen by 573
Jul 14 Gt

#familyroast | ran into the local ahm Wollongong office to get involved in this as | knew my
7 year old neuradiverse child and our family would benefit greatly from these cards, | was
blown away by just how much | learnt about my son who has many struggles, it was nice to
share and understand each other on a different level and has open up these type of
conversations for the future. This is such a useful tool for so many people and so proud that
it came from my workplace. Thank you Medibank! #grateful

FamilyRoast

@ ove O comment B share v @ & vouand 24 others

Show 1 previous comment

v
ﬁ Kylie Bishop Jul 16
Thanks for sharing Amanda :)
® O B
5 L N
a Sally Haydon Wed at 248 PM

thanks so much for sharing Amanda Dawe - | love this so much and what it’s opening up
for your family & | have also been playing with my kids - we are stuck on useless talents
which ends up with who can make the craziest faces or wiggle their eyes (my son can!l) a
lot of laughs and connection

v LB

Krystal Reynolds

Seenby248 .-
s . @ ety

Turns out Minnie (the Golden) and Koda (the Swiss Shepherd) couldn’t resist joining in on
The Family Roast fun!

This card game is all about sparking real, meaningful (and sometimes hilarious) convos with
the ones you care about — whether that's your biological fam, chosen fam, or in my case...

my furbabies ¥

Grab your pack in store or head to familyroast.com.au to play the digital version. Let's get
Australia talking — and tagging!

mm Show us your best #FamilyRoast moments below &
Bonus points if your pets are involved!

#FamilyRoast #MedibankMoments #DogApprovedConvos

Laura Kroll

Seen by 117
Yesterday at 11:52 AM

Played a serious game of #familyroast last night with our 8 and 10 year olds. Lots of laughs
were shared, the kids loved sharing and listening about each other. They want to make it a

weekly tradition (they also pulled them out over breakfast this morning but | hadn't had my
coffee yet ha).

FamilyRoast

Wiove O comment B Share v @ You and 3 others

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.

SWOOP ANALYTICS® VIVA ENGAGE BENCHMARKING REPORT 2025/26
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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.

™ David Koczkar @ - 1st
< Chief Executive Officer Medibank
mo- ®

Yesterday at Medibank, we paused the day-to-day to #mentalhealth
#thefamilyroast

#CanWeTalk?

share lunch and play our Family Roast card game
together. It was a great way to connect with colleagues
and have conversations about things we normally
wouldn't talk about. After we finished playing the game,
the conversation continued to flow. It was a powerful
reminder for me that connection isn't just a nice-to-have,
it's vital for our wellbeing and our sense of belonging.

That's why we created Family Roast, not just as a fun
game, but as a tool to help people have real
conversations with the people who matter most. It's
designed to support the system behind the support
system — families. Our research shows that many
Australian families are struggling to stay meaningfully
connected. And we know that when families thrive,
communities and the country grow stronger too.

This Sunday 20 July, we're inviting all Australians to

make space for connection. To sit down, share a meal €C@ You and 411 others 8 comments - 3 reposts
and start a meaningful conversation with your family —

whether that be the family you were born into or the Q ® D 7
people you choose to surround yourself with. Love Comment Repost Send

If you've been meaning to connect with loved ones, this
weekend might be the perfect time. You can find the
cards at Medibank retail stores, at parkrun events or you
can download them free online.

https://Inkd.in/gu45wnP7

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.

Hot Topics Q:

Hot Topics are the topics associated with the most engagement.
Sort by the total of:

Post Reply Reactions [ People

FamilyRoast 57 263 2225 593
geostorytime (hashtag) 56 298 1508 358
familyroast (hashtag) 37 163 1249 428
Reviewed 91 502 868 207
customerobsessed (hashtag) 25 152 766 346

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.

SWOOP ANALYTICS® VIVA ENGAGE BENCHMARKING REPORT 2025/26
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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

Influential People %@

Influential People are people that many others engage with.

NAME PEOPLE ENGAGED + FOLLOWERS %
e Shirley Blyrizeled 28 17
e Frankie Swoopster 24 b
. Benjamin Sturst 23 4
0 Deborah Havian 15 2
@ Ruth Waxem n 7
w Victoria Blyrizeled 9 F
‘ Noah Emares 9 8
° Joyce Cellem 8 12
ﬂ Sarah Brawhe 8 8
0 Marilyn Ispair 8 6
Show more rows

INFLUENCER RISK SCORE
Measures the reliance on a small number of influencers.

= 18%

A generic screenshot of a SWOOP Analytics’

SWOOP Analytics tell us to do." Influential People report.

“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'”



https://support.swoopanalytics.com/hc/en-us/articles/14340842540057-Influential-People-What-and-How-SWOOP-for-Viva-Engage

Posted in All Company

Cat Owen

Seen by 1,151
Oct1 - @16

% Congratulations to our September 2025 Viva Engage top 10 influencers &
. Melissa Monks (nice work!!)

(it's tight race between you and Malakai each month)
. Malakai Sim

(welcome to the leader board)

. Loretta Azzopardi

. Sally Haydon

. Jacqueline McGowan Grace

. Geraldine Ramondetta

© ® NV A W N o

. Holly Christensen

-
(=]

. Donelle Rayner

4 IN THE SPOTLIGHT:

* Rebecca Carter shared a great post about an upcoming Healthy Futures Forum
event on Monday 6 October - [, Can one small action save the reef? Dive in and find
out! @ Bec ticked all the boxes in this post - a catchy bold headline, good use of
formatting, emojis, event hashtag, an eye catching GIF and a clear call to action (CTA)
to drive people to register. If you haven't signed up already, check out Bec's post to
learn more!

¢ HOT TOPIC:

With Healthy Futures Forum kicking off next week, it's no surprise that all the promotion in
the lead up has lead to #HFF2025 being our number one hot topic for September! If you
haven't checked out the line up, it's not too late to get involved. Head to the intranet to
check out the full schedule!

see less

6 Like Comment ® share ~ @ & E Michael Modica and 54 others

A screnshot of a Viva Engage post celebrating Medibank’s top 10 influencers, a spotlighted post
and a trending hot topic.




) SWOOP Analytics

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.

Thriving Community Measures

Base SWOOP Measures Thriving measures

Participation Engagement Responsiveness Innovation Energy Growth

%Responders
Replies/Post
%Catalysts
Curiosity
index
Multi-group
participation
Positive
Activity
Growth
Membership
growth

-
c
o
=

=
c
o}

]

%Influencers
%Engagers
Z%Two-Way
#Interactive

Users
Response
Rate
Mention Index
Negative
Sentiment

2
©
v
s
£
X

L

Weightings 70%

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.

SWOOP ANALYTICS® VIVA ENGAGE BENCHMARKING REPORT 2025/26 27



Department of Customer Service .\" “},

NSW state government \w»>
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 Schneider
Multinational digital transformation of energy management and automation company & Electric
ANZ anv 0

Multinational bank IlNﬁ‘ [ 4

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

Boehringer Ingelheim ~\ Boehringer
Global pharmaceutical company ||||| Ingelhelm

Medibank 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 Post

Australia’s national postal service

SWOOP ANALYTICS® VIVA ENGAGE BENCHMARKING REPORT 2025/26
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https://www.swoopanalytics.com/case-studies/medibank-connecting

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.

«
~

2

Comcast
Multinational telecommunications and media conglomerate

A/}

COMCAST

Air Canada

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

@ AIR CANADA

The NRMA

Australia’s largest member organisation

= ROAD
NRMA TRAVEL

REWARDS

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

o BlueCross.
BlueShield

SWOOP ANALYTICS® VIVA ENGAGE BENCHMARKING REPORT 2025/26



QCASE STUDY

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.

R X R X

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

AN

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

AN

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

AN

Most posts include images, videos or attachments.

v 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!

NSW

GOVERNMENT
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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."

Posted in DCS SIRA - State Insurance Regulatory Authority®

Mandy Young

Seenby 514 =
Jun 4- Edited

As promised - | am not sure this meets the office dress code raised at this mornings Town
Hall but I think it worked for my WFH day Monday......business on top, active wear

underneath. Coffee and water for sustenance.

Show me your best WFH secrets in the comments!

6 Like @ Comment B share v L X< and 49 others
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Posted in DCS SIRA - State Insurance Regulatory Authority @

Mandy Young
May 7

Seenby 590  «ee

Thanks for having me today in Gosford team. Working my way back on the train. What a
lovely ride....minus the noisey school kids....

é Like 9 Comment @ Share & . and 31 others

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.

SWOOP ANALYTICS® VIVA ENGAGE BENCHMARKING REPORT 2025/26
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Posted in DCS SIRA - State Insurance Regulatory Authority®@

‘ - Seen by 441
May G+ Edited » @5

Putting Customers First: How = Brings the CX Principle "Easy to Access"
to Life at SIRA -

At SIRA, doesn't just talk about customer experience—he lives it. One principle he
champions every day is "Easy to Access"—removing friction, reducing complexity, and
making it simple for our scheme users to get what they need, when they need it most.

role in the Workers Compensation Assist team makes it easy for people who are
injured at work to access information at a time and in a way that is useful, which empowers
them to drive their recovery.
L Thanks,

for making a real difference where it counts! %

? 7 What's one way your team is helping make things easier for our customers? ? %

Easy to access

At Workers Compensation Assist, we make it easy for
people injured at work to access clear, helpful information
when they need it, empowering them to drive their
recovery.

#SIRACX

& Like Comment B share v

L X3

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.’

and 38 others

Posted in DCS SIRA - State Insurance Regulatary Authority @

. - Seen by 341
Juns - @8
Engaging the Community with !
When it comes to listening to the learning and development needs of our people, is

leading the way!

She’s the powerhouse behind our much-loved programs — RISE Accelerate «”, Elevate
@, and ANZSOG Professional Regulator ® — making sure SIRA has the capabilities and
training to be a customer centric regulator.

customers are SIRA’s people and better trained staff means we can deliver better
outcomes for our scheme users connects with teams across the business to
understand their learning needs, gathers feedback from participants and ensures our
programs hit the mark every time.

These courses are respected, relevant, and help build further capability across SIRA — and
more important — meet our needs. @ @

= ¢ Big shout out to
#SIRACX

for living our CX values and engaging with our community!

I Have you been part of RISE, Elevate or ANZSOG? What did you take away from it?

Engage with the
Community

I listen to different teams to map their learning needs and
engage with our people to make our training the best it
can be.

#SIRACX

B share v

f) Like Comment

veH

and 46 others
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Posted in DCS SIRA - State Insurance Regulatory Authority &

- .
Jun 11

Seen by 459

& It's National Blood Donor Week! &

Did you know that SIRA is now part of Lifeblood Teams, the Australian Red Cross
Lifeblood's group donation program?

This initiative not only helps save lives — it also supports our PMES Action item focused on
uplifting wellbeing. Getting together with your peers and donating blood is a great way to
build connections with your work peers and help others with an act of kindness - 2 of
the pillars of wellbeing.

Last Tuesday, | donated at the Sydney Town Hall Donor Centre — just a short walk from
our Sydney office. The donation took just 15 minutes, and | was treated to some tasty hot
snacks and cool refreshments afterwards!

Want to get involved? Join our SIRA Lifeblood Team by registering and booking online.
Whether you donate solo, in pairs, or as a group, every donation contributes to our SIRA
Lifeblood tally.

To make your donation count, enter our team name:
"State Insurance Regulatory Authority (SIRA)" in the My Team section when booking.

Got questions or want to organise a group booking (5 or more)? Reach out to me — your
SIRA Lifeblood Team Champion!

See our latest SIRA News post on the initiative here: Make a difference - give blood as part
of the SIRA Lifeblood Team

Let's give the gift of life, together. [ @

Show 9 previous comments

‘ Jun 16

Amazing &
There sure is and it is easy to join the SIRA Lifeblood team.

through the 'donateblood’ app.

Authority (SIRA)

Feel free to reach out if you have any further questions.

Make Your Donation Count:

xanors oy e 3 31 you a1 v o 50 A3t B A o U A ok o s I by

2. Through the ‘senaebloo app

+ 2 more

&Y ke (2 comment B share Pé&T and 61 others

I have included the steps below. Our team name is: State Insurance Regulatory

& Wi

You can make your donations count towards our team through your Lifeblood Account or

A Viva Engage post encouraging colleagues to donate blood
during National Blood Donor Week.
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Posted in DCS SIRA - State Insurance Regulatory Authority®

S 273
. Feb19 « @7 e
EQIl: Awesome role for a customer-centric advisor!

Here's an 7/8 opportunity you don't want to miss out on if you:
* want a development opportunity to 30 June

s love being customer centric
* can write engaging content

* want to work with the tallest person in SIRA

This role sits within Delivery and Insights, who deliver ‘insights that matter’, which means
supporting and encouraging insight-led, customer-centric decision making across SIRA.
More information is on our intranet page here: Delivery & Insights

Your responsibilities will include:
* Helping measure and track SIRA's CX maturity

* Developing guidance to help SIRA access lived experience

s Creating CX content for internal engagement: including posting messages on Viva
Engage

* Communicating findings, issues and recommendations succinctly in Plain English in
PowerPoint for the executive using clear and engaging designs.

s Facilitating communication and coordination between different internal teams involved
in the delivery of a project.

Click here to view the role description.

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.

Most Engaging Pasts o

The Mast Engaging Posts shows the posts that have had the most engagement in their conversations threads

Sort: Reples v Filler By: Allpostlypes v CI Include Community Reach

s Retebns s e e . wlen
1 Gt ta know o ontine teams: Regulatory Assessment and Review (RAR) Next i our Get fo Know O, % 58 [ a 830 ™ %
2 . Donor Wieeki & SR Teams, the &u 3 108 [ 85 486 4% 3%
3 Puting Cusiomens First: How Nahan Brings fre CX Princile "Exsy fo Acces” fo Life af SIRA " " (] 4 439 % 3%
4 Aspromsed- | meets he ofice 10 94 1 61 508 12% £
5 I3 been a big weck B fell ke Friday on Tusaday, Just checking in tha you are all OK? | would love fa L] 63 [ 43 853 % 4%
6 Mappy ew year and weicome Back! | hope you GoEko spend seme: beaulul tme wah your famies an B L [ 61 1378 an %
T Engaging he Communty Wil Tammy! & % \Whee 1 Commes 1o itening 10 T 18aming nd o4... 8 kel [ 50 235 15% 2%
8 Gustormer siory - jeumey trom uskation o resoluice In e alest customer sory, Kere Angus fiom 8 50 [ 7 363 0% 2%
9 Wincows 11 & gemag 1 1 batore e 8 8 [ 10 245 a% 2%
10 Jarica and the ED offca o seane 7 i ] 4 32 12% 3%

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).




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.

o Announcement posted in DCS Building Commission MSWilk

James Sherrard
May 28

Seen by 365
Fortnightly update

Hi everyone,

Our thoughts are with the communities in the Hunter and mid-north coast impacted by last
week's severe weather. If you live or work in an impacted area, please prioritise your safety
and check in with your manager while recovery efforts are underway.

In today's video, updates include:

® Qur upcoming visit to the Central West region — including Orange, Bathurst and
Dubbo.

/ National Reconciliation Week - and how you can get involved in the Voices for
Reconciliation project. You'll find the lyrics to Solid Rock and participation details on the DCS
intranet.

I21 An update on our Gosford office relocation.

/ Town Hall - Register to attend our 18 June Town Hall in person via this form. As always,
you can also join enline and add your questions to Slido ahead of the event.

You can watch the video below for the full update.

Thanks,
James

& Like (2 comment [ share & ok and 19 others

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

SWOOP ANALYTICS® VIVA ENGAGE BENCHMARKING REPORT 2025/26

36


https://www.nsw.gov.au/departments-and-agencies/building-commission

i Amotneement postedin DCS Buldieg Comimission NS W You can also find more information and resources on the BCNSW Awards & Recognition

Program SharePoint page.

& James Sherrard Seenby 611 -«
Jul 30- Edited
| look forward to seeing how we all recognise each other and continue embedding a culture
BCNSW Awards & Recognition Program | hes today! of appreciation here at BCNSW.
Hi everyone, Thanks,

James

I'm delighted to share that our new BCNSW Awards & Recognition Program is now live.

We know how important recognition is to you — and that it should feel meaningful and
proportionate to the work being recognised.

Our Staff Awards Program
Being a key deliverable from our 2024 PMES Action plan, we've taken your feedback from is getting arevamp.
surveys, workshops and interviews to design a program that reflects what you want to see

more of,

We're committed to making it bigger
and more exciting to celebrate you!

‘While many of you are already celebrating your colleagues in your own ways, this program
brings a consistent appreach to how we do it through three tiers:

% Cheers for Peers
1+ Formal Recognition
% BCNSW Staff Awards

The short video below explains the program in more detail, how each tier works and how
you can get involved. A big thank you to the OBC Strategic Projects team for putting this

one together! "
9 Y Like 2 comment B share 'R A7 and 36 others

Another example of a Viva Engage video update from the NSW Building Commissioner.

Posted in DCS Building Commission NSW#

5 p424  oen
. unis + @18 een by
June 2025 Town Hall - thanks and a wrap

Massive thanks to the 326 staff from across Building Commission NSW who viewed (241
viewers) and attended (86 attendees) today's Town Hall event - a great turnout! B¢

Huge thanks to for his accomplished performance as MC — his dulcet tones
set the scene for a professional and warm event! §

Gratitude to the other presenters —
from People and Culture.
We couldn’t have done any of it without great collaboration from our partners at DCS

People Communications and Change team — -
and from within Building Commission NSW too —

Recordings and answers to unanswered questions will be posted on Sharepoint.

The packed agenda and engaging videos demonstrated the amazing and important work
being undertaken across Building Commission NSW! 28

Staff shout-outs

&y Like (2 Comment B share [ R and 41 others

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




Posted in DCS Building Commission NSW#

e

May 27 -« @24

D

Praised

Seen by 335

and 15 others

"0 409 e

THE PRAISE THAT KEEPS ON PRAISING

A special shout out and a big THANK YOU to the Building Complaints team, for
handling the pressure, sorting through the chaos and making sure that every single
matter gets the attention it deserves.

Having over 1300 matters on hand, the team wasted no time in coming together as
team to work on reducing the workload to 598 matters on hand within less than 3
months, while still maintaining integrity and quality in their work.

The building complaints team are always committed to providing exceptional service
to the people of NSW which never goes unnoticed.

Thank you for always handling issues with professionalism and care.

You should all be as proud of yourselves, as | am. € ¢ ¢

Staff shout-outs

& Like 2 comment B share v L ‘ and 47 others

Show 4 previous comments

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.
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Two-way Relationships file ) Q:

Two-way Relationships measures how many of the relationships are
reciprocated. A high score means strong engagement between people.

37%

Average for whole enterprise:

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 379%,
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

Posted in DCS SNSW Contact Centre Channel

— —
b
. May 1= Edited - @1 i

Praised

wanted to let us know that was massive help in
getting his more than $3500.00 in lost bond back from Treasury. was caring
and kind she took the time to explain what | needed to do. She was very
compassionate and if you can give her a cuddle for me that would be great !

8) Like @ Comment @ Share . and 8 others

Show 4 previous comments

L B
- e May 2
really deserving to get the postive feedback well done

H O B

— May 5
What a difference you made for this customer thanks

H O B

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.”

Posted in DCS SNSW Contact Centre Channel

. - Ségiby T3
Feb27 . @2
Shoutout to
| had the pleasure of receiving a fantastic compliment for from an E-Toll customer,
Jehan.
*I had a lot of issues with my account, but helped me activate it and even set

up a new one. She took the time to explain everything clearly and was incredibly patient
with me. | truly appreciate her help. | honestly thought I'd never get my E-Toll issues sorted,
but she made it easy and resolved everything for me. She deserves to be rewarded for her
service, and the organisation should always keep staff like her!”

Absolutely stellar work, € N Lk O t B Share
ike ommen are

Your dedication, patience, and commitment to customer service make a real impact. Keep
being amazing! @ &

and 11 others

Praise for a Service NSW team member after helping a customer to set up a new e-toll account.
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Posted in DCS SNSW Contact Centre Channe
Seen by 163

Mar19 - @4

PRAISE

Praised

who called on the Disaster Assistance Line took the time to call back to
provide feedback on his call with
said he was very happy with the service and was great and really helpful.

This is such a wonderful compliment for particularly since it was her first day on
the Disaster Assistance Line.

Well done thank you for showing such care and compassion for our customers.

>

Pixiz

Yike B commemt B share ~ o and 14 others
Show 6 previous comments

Mar 24
great job

H OB

. Mar 25

Awsesome waork <

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.
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Segment Activity Q:
Segment activity (posts, replies, reactions, mentions, etc ), number of users, and percentage of active users.

Segment: Ex9 Layerd v

EX9 LAYERS ACTIVITY EX9 LAYER4 USERS
EX9 LAYER4

TOTAL » TREND LasT #USERS ¢ % ACTIVE USERS &
17262 229 = 02 Jul 2025 243 — 56%
17337 153 p=———c=——— | 02 Jul 2025 108 — 78%
17209 969 = 29 Jun 2025 137 —_— 8%
17309 858 == 30 Jun 2025 129 — 50%
[No segment atiribute] 266 EPee— 30 Jun 2025 53 —_— 60%
17831 55 | ., 01 Jul 2025 18 B e
13015 17 — 30 Jun 2025 4 — 75%
17991 15 S, 24 Jun 2025 5 - 20%
8036 5 — 10 Feb 2025 1 ——100%
9066 2 S — 20 Jan 2025 1 100%

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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Posted in DCS SNSW Contact Centre Channel

Seenby 96 -
Apr9 - @2

D

Praised

feels so much better after talking with about the issue he is having with
his real estate. is very grateful she took the time to explain his rights and
obligations. She is an excellent listener and a wonderful communicator.

what a star

&y Like (5 comment & share v~ ¥ ¢ and 9 others

Show 2 previous comments

L |
. Apr30
Awesome compliment &
H D B~
- 1reply
L B
. May 5

Great work thanks
4 D B~

> 1reply

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.




) SWOOP Analytics

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.

Community Activity “O:

Communities by activity, number of users and percentage of active users.

ACTIVITY ENTERPRISE USERS
COMMUNITY
TOTAL ¥ TREND LAST ¢ #USERS & % ACTIVE USERS &
Business Development & Sales 1490 21 Sep 2025 9 enmmssssss  100%
-
Social Media & Marketing 1386 L 21 Sep 2025 10 s 100%
//\\
Product Development 400 - 20 Sep 2025 10 E——— 80%
Webinars 281 \\A 08 Sep 2025 if: e  100%
Graphical design 262 \—“\*’/ 19 Sep 2025 8 e 100%
clf
Customer Success 233 e | 20 Sep 2025 8 em—— 88%
Benchmarking 92 | — 01 Sep 2025 9 —— 89%
Media Releases 82 JE— | 17Sep2025 8 — 88%
—
Monthly Updates 66 - | 21 Sep 2025 9 a— 67%
Social stuff 51 - 09 Aug 2025 9 — 56%

Show more rows

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.

/
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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).

Community Network Map %0 Influential People %@
The Community Network Map shows how a community is linked together through the conversations of its members. Influential People are people that many others
Refine Map (hold) engage with.
Settings: Font: . Zoom: e Strength: o Expand: . e PEOPLE %
JAM ENGAGED T FOLLOWERS %
b | Ruth Waxem 6 pe) 0
7 Swoopster
2 . Benjamin 10 o
= Heather McHadsh | ) Sturst
& Marilyn Ispair
) g Deborah
; 10 0
Havian
Z N Shirley
| Benjamin Sturst Blyrizeled o
ﬂ Sarah Brawhe 9 0
s} Victor 3
o Frankie Swoopster Blyrizeled
|| -Sarah Brawhe 3
0 Deborah Havian ° JoyceCelem 7 o
\ Q Ruth Waxem 7 0
c Noah Emares 7 0
@ Shirley Blyrizeled e Marilyn Ispair 6 0

Show more rows

Measures the reliance on a small number of influencers.

— 17%

{ c Noah Emares ) Victor  Blyrizeled INFLUENCER RISK SCORE
° Joyce C

Connection Two-way High Frequency

SWOOP Analytics’ Community Network Map and Influential People reports.

\l/
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Ask Dr SWOOP

Focusing on Community Network Map

Community Network Map (Community) summary

The Community Network Map widget in SWOOP for Viva
Engage serves to visualize and analyze the connections
and interactions within your organization. It helps identify
who is collaborating with whom, the strength of these
connections, and the overall engagement levels among
team members. This information is crucial because it
allows organizations to understand their collaboration
dynamics, identify influencers, and encourage stronger
relationships, ultimately enhancing communication and
productivity.

Key Insights from the Data:

« Strong Connections: Frankie Swoopster has the highest
strength of connection with Shirley Blyrizeled (229),
indicating a robust collaborative relationship that could
be leveraged to enhance team engagement.

Diverse Interactions: Multiple connections exist across
various individuals, such as Deborah Havian, who has
significant strength (128) in her connections with
Victoria Blyrizeled, highlighting her role as a central
figure in the network.

Engagement Levels: The varied strengths of connection
(e.g., from Frankie Swoopster to Heather McHadsh at
just 1) suggest that while some members are highly
engaged, others may need encouragement to
participate more actively.

Collaboration Opportunities: The data shows potential
for fostering new collaborations, especially with
individuals who have lower connection strengths, such
as Marilyn Ispair and Heather McHadsh, as they may Y
benefit from more inclusion in discussions.

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.
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) SWOOP Analytics

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 Al-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 \ I /
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.

€) askorswoop
M 7/
Enterprise Benchmarking Table View (D W@ T T SWOO na /yt/ CcS

data for your organization on the SWOOP for Viva Engage

platform. In this analysis, | will focus on areas where there En [erpr/'se Ben Chmarkjng

Benchmarking data covering 26 weeks from 1 Mar 2025 to 30 Aug 2025 Sort: Default v are opportunities for improvement while also highlighting
metrics where your organization is performing well. d
paivotss 4 report and commentary

Strengths to Leverage

Activity / Active User  —(@ip- 1. Influencer Risk: Your organization has a score of 23.97,
- T et rom Dr SWOOP
Observer
- in a positive gap of 12.53. This indicates that your
Engager 4 organization is effectively managing its influencer

landscape, which is essential in fostering a collaborative

Catalyst culture. By leveraging this strength, you can encourage
k

*
9

PV
Responder et 2

is can
'3 ® enhance overall engagement and broaden the reach of
communications, leading to a more connected
workplace.
® . Replies / Post: Your organization scores 2.64 in this.
metric, surpassing the benchmark average of 1.99 with
Replies / Post a gap of 12.13. This demonstrates a healthy level of
ttends i lsen ® ¢ interaction where posts are being met with responses.
By encouraging this behavior further, you can facilitate.
Response Rate X 3 o — deeper conversations and knowledge sharing, which is
critical for collaboration and innovation.
\g *—

Ve
Two-Way @

S

P
Influencer Risk L 2

4
®

Public

3. Public: With a score of 90.76, your organization excels
Multi-Group Partcip: ® in transparency compared to the benchmark average of
75.89, resulting in a positive gap of 15. This high
Curiosity Index L X 2 percentage of public messages indicates a strong
culture of openness. Contining to foster this
0 25 50 75 100 environment can lead to increased knowledge sharing
d ion across teams, ibuting to a more
@ Worse ThanAverage 4 Average @ Better Than Average engaged and informed workforce.
4. Response Rate: Scoring 59.49 against a benchmark
average of 46.5 shows a substantial gap of 20.48. This 4 8
hiah. that vour. ization is.
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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.

Participate in
SWOOP Analytics’
2026/27 Viva Engage

benchmarking study

Get benchmarked
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https://www.swoopanalytics.com/participate-viva-engage
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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:

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

The role of Viva Engage in your internal communications strategy (Updated)
How to nurture Communities on Viva Engage (Updated)

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

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

Goals to aim for when using Viva Engage (NEW)
How to manage information overload with Viva Engage (NEW)

NEW Success Guides

= SWOOP Analytics = SWOOP Analytics

Goals to aim for when How to manage
using Viva Engage information overload

with Viva Engage

N ot A W N =

= SWOOP Analytics s = SWOOP Analytics = SWOOP Analytics 2 SWOOP Analytics

success SUCCESS GUIDE 5
How to get leaders on How to get your people
board and flying with engaged and acing

E—— |

Viva Engage Viva Engage

SUCCESS GUIDE 1 SUCCESS GUIDE B success
T ness value / The role of Viva Engage | How to nurture
business case for in your internal Communities on
Viva Engage communications strategy Viva Engage

SO2
ot
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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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