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Companion guide for anyone using Viva Engage
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We address:

The business value/business case for Viva Engage

The role of Viva Engage in your internal communications strategy

How to nurture Communities on Viva Engage

How to get leaders on board and flying with Viva Engage

How to get your people engaged and acing Viva Engage

Goals to aim for when using Viva Engage 



What is the role of Viva Engage?
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“Through Viva Engage, we connect and engage our people 
 around key strategic initiatives and conversations.”

 “Authentic voices set the tone and tell our stories with impact.”

Evita Puccio
Senior Communications Manager, 

Internal Engagement, 
Bendigo and Adelaide Bank

“The Viva Engage app enables them to interact with each 
 other and ask questions from wherever they are in the airline’s 
 vast network, including in the air using onboard Wi-Fi.”

Andrew Clarke
Manager, Employee 
Social Media 
Communications, 
Air Canada

 “Our stated objective at the time was to give colleagues a 
 platform – a voice – where they could launch and shape the 

conversations around the topics that mattered and resonated with 
them,” Sean said.

 “We wanted colleagues to feel part of a larger Sage family and to 
know what was going on across the business at a worldwide, regional, 
and local level.”

Sean Zintl, 
Global Intranet & 
Channels Manager, 
Sage

 “Viva Engage is a channel which everyone can access at 
 their leisure. Pull rather than push.” 

 “Colleagues can engage with colleagues in groups within their own 
business areas or engage with others they would not usually get the 
opportunity to engage with.”

Rajinder Pryor, 
Head of Business 
Partnering, Network Rail

 “Within Schneider Electric, Viva Engage is one of the most 
 important digital channels and the only enterprise social 
 networking channel which focuses on connecting employees, 

enabling them to have dialogues, fostering a sense of community, 
 and providing tools for collaboration and communication,”

Cecile Kozinski, 
Global Brand and 
Communications, 
Channel Owner – 
SPICE+ and Viva Engage, 
Schneider Electric

“Deeper connections are being made using this platform.”

Kevin Crossman
IT Manager and Content 
Collaboration Service 
Owner, Juniper 
Networks

“It is still the best way for employees to discover and 
 share knowledge across TMR, but its core business value 
 now lies in enhancing employee engagement and cultivating a 

connected and inclusive culture across our diverse organisation, in a 
hybrid and digitally enabled working environment,”

Leonie Challacombe 
Principal Advisor 
(Digital Culture), 
Department of Transport 
and Main Roads

“The core business value of Viva Engage lies in its ability 
 to create a more connected, engaged, and collaborative 
 workforce.

 “By offering a platform for open communication at scale, Viva Engage 
significantly enhances knowledge sharing, innovation, and employee 
engagement across the organisation.

Bernie Murtagh
Microsoft Viva Engage
Adoption and Training
Consultant



Understand your audience
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Viva Engage readership levels 
are high, with 78% of all 

employees reading posts.

Active participation (posting/liking) is at 
29%, and an additional 49% of all 

employees are reading Viva Engage 
conversations.

The peak time to post and reply on 
Viva Engage is 9am on weekdays, 
with Wednesday and Friday being 

the most popular days.

That said, any time between 8am and 2pm 
on a weekday receives strong engagement. 

Drop off in readership starts about 4pm 
each weekday.

People are reading and 
engaging on Viva Engage.

In fact, the top 10 posts on Viva 
Engage get, on average, 30% of all 

registered users reading them, 
making it an essential part of the 

internal communications channels mix.



Write for impact and engagement

7

The power of 
asking questions:

SWOOP Analytics’ benchmarking data 
found you get almost 150% more 

replies when you ask a question on 
Viva Engage, but only 12% of posts or 

replies include a question.

Don’t forget to @mention 
colleagues:

SWOOP Analytics’ benchmarking data 
found you receive 120% more replies 
when you @mention a person in a 

Viva Engage post, but only 14% of 
posts include an @mention.

Add an attachment:

SWOOP Analytics’ benchmarking data 
found you receive 82% more replies 

when you add an image to a post and 
168% more replies with a video. 50% 
of posts and replies include images 

but only 4% of posts and replies 
have a video attached, so if you want 
to stand out, think about adding a video.



Bring the fun to work, 
make posts appealing
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The top performing Viva Engage 
communities in this year’s analysis 

had one thing in common – they bring 
the fun to work.

“Fun” posts receive the most engagement from a broad 
audience. These are work-related posts, but with a fun 

spin. Think about putting an engaging spin on your 
corporate comms to make it more appealing.



Where to post
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Communities is where the conversations are occurring.

Using Viva Engage Storylines isn’t where the action, or 
interaction, is happening. However, it could be useful for popular 

leaders. 82% of our benchmarked organisations had enabled the 
Storyline feature, and for them, Storyline activity made up just 1%. 

The average response rate to a storyline post is 35% 
compared with 49% for a community post. On average, you get 
one reply to a post on a storyline, compared with two replies on a 

community post.

Viva Engage conversations are held in public 
(80% public and 20% private) and most 

conversations are positive.

63% of all sentences are somewhat or very positive 
compared with just 14% being somewhat or very negative. 

23% is neutral. Note that “negative” sentiment does not 
necessarily mean people are complaining but they could be, for 

instance, using Viva Engage for internal support to ask about 
why something doesn’t work.



Viva Engage trends
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People in roles like HR, legal, finance, 
marketing, consultant, advisor, specialist and 

communications are the best Viva Engage 
performers, while executives and senior 

leaders fall behind.

However, executives and senior leaders are stronger performers 
reading news on the intranet than they are when it comes to 

using Viva Engage.

Viva Engage has shifted from a collaborative 
focus towards a more communication-centric 

broadcasting platform.

Perhaps the introduction of Microsoft Teams as the prime 
collaboration platform during the COVID-19 pandemic has been 

responsible for this trend, with Viva Engage taking on the role of a 
corporate communications channel.



Community Management
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• Communities are at the heart of Viva Engage networks, 

and where work happens, but activity will fluctuate.

• Success doesn’t come without work, and it takes time.

• Measuring is critical ensure the important ones are thriving
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Getting senior leaders on board
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Download a free copy
of the report to read 

the full case study
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Goals to aim for in Viva Engage
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• What is a healthy percentage of employees using Viva Engage? 

• How active should people be on Viva Engage?

• How many conversations should be happening on Viva Engage?

• To have healthy conversations on Viva Engage, how many 
replies should we expect per post?

• What are healthy Reach numbers per post?

Download a free copy
of the report for our

full list of goals





Download the report and get in touch
if you need help setting goals and measuring 
the impact of your communication efforts.
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Download a free 
copy of the report.

Get a demo of 
SWOOP for Viva Engage.
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