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Click Map 

On the click heatmap, you can for example find out where confusing colors or elements 

make your visitors think that something is clickable. It also lets you see where your visitors 

go next or what they are looking for. 

 

Orange Above-the-Fold Line: Represents the average viewport height, indicating the portion 

of content visible to users before scrolling. 
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Figure 1: HQ BRD Click Map 
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Scroll Map 

Scroll heatmaps use colors to visualize how far down in a page your visitors scroll. When 

you hover on the Scroll heatmap, you see exactly how many percent have scrolled down to 

a certain position. This lets you for example find out if there is important content 

positioned too far down the page, whether your visitors are encouraged to scroll, and 

more. 
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Figure 2: HQ BRD Scroll Map 
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How many new pages of content did installations 

create last quarter? 

Web managers have created a total of 877 new pages on EPW in the last quarter. It's 

important to note that the total excludes data from, calendar events, and directory pages. 

● 349 pages were added to BRD. 
Table 1: Total new pages added to BRD last quarter. 
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Website Searches  

A total of 25,665 searches were conducted by 16,026 users, resulting in an average of 1.6 

searches per user. This indicates that many users are performing multiple searches per 

visit, signaling continued interest and a desire to explore additional content after their 

initial query. The overall engagement rate remains high at 96.99%, reinforcing that users 

are finding search results useful. 

 
Topic Trends and Demand Areas 
Search terms naturally cluster into high-interest categories: 

● Entertainment and Travel: disney, tickets, cruise, travel, disney world, disneyland 

● Housing and Rentals: rental, rentals, lodging, hotel, storage, campground, rv rental 

● Recreation and Activities: golf, youth sports, bowling, camping, pickleball, fishing, 

summer camp, pool 

● Career and Services: jobs, job, cys, boss, gym, auto, auto auction 

Terms like “rv rental” (1.91 per user) and “job” (2.36 per user) had elevated search counts 

per user, suggesting difficulty finding the correct resource or unmet content needs. 

Recommendations 
● Improve Findability for High-Repeat Queries: Terms like “discovery,” “job,” and “rv 

rental” show above-average searches per user. Consider improving internal search 

relevancy, adding landing pages, or using the sticky search feature. 

● Elevate High-Engagement Topics: Highlight or expand content around “disney,” 

“tickets,” “auction,” and “rentals,” which continue to draw both volume and strong 

engagement. 

● Support Emerging Themes: Terms like “pickleball,” “boss,” and “auto auction” 

suggest growing user interest. Consider dedicated campaigns or content hubs 

around these services. 
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Outdoor Recreation 

The Recreational Lodging program experienced a moderate decline in traffic during Q3 

FY25. Total users reached 189,825, a 7.1 percent decrease year over year, with new users 

falling to 122,618 (−11.2 percent). Views dropped to 355,514 (−3.2 percent), and sessions 

declined slightly to 279,707 (−2.0 percent), suggesting reduced visibility despite maintaining 

high volume across the program. 

 

Organic Search continued to dominate user acquisition, generating 141,216 users, followed 

by Direct traffic (32,801) and Referral (11,415). Google alone brought in 128,572 users, with 

Bing contributing nearly 9,000. Key installation drivers included Jackson (15,090 users), 

Bragg, Hood, Belvoir, and Benning, all of which continue to represent strong points of 

interest. 

 

The engagement rate declined to 70 percent (−5.4 percent), though average session time 

increased to 3 minutes and 21 seconds, a 16.5 percent improvement year over year. This 

suggests users are spending more time exploring the content, even if fewer are arriving.  

Table 2: Most Popular Link Clicks Table 3: Most Popular Downloads 
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Figure 3: ODR Click Map 
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Recommendation:  
Incorporate common user questions from Army Answers directly into relevant pages and 

FAQ sections to improve search visibility and user experience. Questions from Army 

Answers are as follows: 

● Can I bring my own kayak to Smith Lake? 

● Are there any MWR luaus in July? 

● Can I fish on post? 

● Ft Bragg RV camping 

● Is there a clubhouse at Ft Leonard Wood LORA facility? 

● How many people can a pontoon boat seat when you rent it? 

● After hours check-in 

● How long can you RV camp here? 

● Can veterans use the campground at Leitner Lake? 

● Can a civilian rent a spot at Alligator Lake? 

● Can I park an RV on base? 

● How do I access the MWR RV rental? 

● How can I stay at your RV park with an America the Beautiful lifetime senior pass? 

● Reserved 5 cabins for a family reunion 

● How many beds are in small cabin #6? 

● Can Army veterans rent a cabin at Weston Lake? 

● Are the use of the cabins authorized for TDY travelers? 

WebTrac Engagement Overview 

WebTrac performance improved significantly in Q3 FY25, with a total of 53,702 WebTrac 

link clicks across BRD pages, marking a 23.3 percent increase year over year. This upward 

trend signals higher user interaction with program registration, reservations, and 

transactional tools integrated throughout MWR digital properties. 

 

Leading installations by volume included West Point (13,984 clicks, +47.2%), Carson (6,032 

clicks, +2,293.7%), and McCoy (5,237 clicks, −11.9%). Additional high performers were 

Belvoir, Campbell, and Stuttgart, while outliers like Rock Island saw exponential growth 

(+36,275 percent), likely due to new or recently optimized link placement. Several garrisons 

such as JBLM, Knox, and Leavenworth saw declines, indicating inconsistent performance 

across locations. 
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While the data reflects only link clicks and not full conversions, the increase in user 

interaction suggests growing demand for online booking and registration. 
Figure 4: Webtrac Link Clicks Compared YOY. 
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Golf  

The Golf program held steady in Q3 FY25, showing slight growth in total audience and 

improved content engagement. Total users reached 147,331, a 1.6 percent increase year 

over year, while new users held flat at 119,941. Sessions rose to 231,131 (+12.9 percent), 

and views increased to 316,796 (+8.0 percent), reflecting sustained interest and browsing 

activity across Army golf facilities. 

Organic Search remained the primary acquisition channel, generating 109,668 users, 

followed by Direct traffic (32,339), Referral (3,985), and Organic Social (3,116). Google drove 

the bulk of search traffic, with strong support from Bing and Facebook. Top-performing 

installations included West Point (15,722 users), JBLM, Carson, Hawaii, and Belvoir, 

showcasing a broad and engaged nationwide footprint. 

The engagement rate declined to 63 percent (−6.8 percent), even as average session time 

increased to 2 minutes and 50 seconds (+11.4 percent). This pattern suggests users are 

spending more time exploring course content and booking details, but not always engaging 

with calls to action. 

● 25,796 users clicked on a link to book a tee time 

We’ve set up a click map to better track user interactions across program pages. Click map 

data will be included in next quarter’s reporting. 
Table 5: Lists the top installations generating clicks. 
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Recommendation:  
Incorporate common user questions from Army Answers directly into relevant pages and 

FAQ sections to improve search visibility and user experience. Questions from Army 

Answers are as follows: 

● How much are golf course golf lessons? 

● Hello, many years ago, the Golf Club used to offer golf lessons for kids & adults. Do 

you still offer these? Thank you! 

American Forces Travel  

The American Forces Travel program saw a moderate decline in traffic during Q3 FY25. 

Total users dropped to 6,790, down 10.0 percent year over year, and new users fell sharply 

to 1,595 (−28.1 percent). Sessions decreased to 7,897 (−14.1 percent), and views declined to 

9,048 (−9.5 percent), reflecting reduced visibility and fewer first-time visitors engaging with 

travel-related content. 

Organic Search led acquisition with 5,295 users, followed by Direct traffic (880) and Referral 

(457). Google accounted for the majority of search traffic, with supplemental volume from 

Bing, Yahoo, and DuckDuckGo. The bulk of installation-based traffic came from 

www.armymwr.com (6,716 users), while other locations contributed minimally, indicating 

centralized interest rather than wide garrison distribution. 

The engagement rate remained high at 82 percent (−1.1 percent), and average session time 

rose to 2 minutes and 15 seconds, a 14.5 percent increase year over year. Additionally, 

users clicked outbound travel links 11,107 times, showing sustained intent among those 

who did engage. 

Figure 5: Comparison of Views for American Forces Travel Pages 
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Figure 6: AFT Click Map 
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Arts & Crafts  

The Arts & Crafts program experienced modest growth in Q3 FY25. Total users reached 

18,581, a 4.1 percent increase year over year, while new users slightly declined to 9,481 

(−1.6 percent). Sessions rose to 24,471 (+0.9 percent), and views climbed to 30,336 (+6.8 

percent), indicating consistent interest in creativity-based recreational services. 

 

Organic Search remained the top acquisition channel, accounting for 12,967 users, 

followed by Direct traffic (4,053), Organic Social (891), and Referral (852). Google delivered 

the majority of search traffic, with supporting volume from Bing and DuckDuckGo. Leading 

installations by user count included Hood (2,086 users), Stuttgart, Meade, Hawaii, and 

JBLM, reflecting a strong mix of CONUS and OCONUS participation. 

 

The engagement rate dropped to 62 percent (−2.3 percent), but average session time 

increased to 2 minutes and 28 seconds, a 21.1 percent improvement over the previous 

year. The longer sessions suggest users are exploring offerings in more detail. 
Table 6: Top Search Terms by Search Volume 
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Figure 7: Arts & Crafts Click Map 
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Recommendation:  
Incorporate common user questions from Army Answers directly into relevant pages and 

FAQ sections to improve search visibility and user experience. Questions from Army 

Answers are as follows: 

● When and where will Kids ART Summer Camps be held, ages 10–15? Location I'm 

looking is on Ft Ruckerl Alabama. 

● Is there a wood shop on Schofield Barracks for hobbies? 

Auto Skills  

The Auto Skills program saw steady growth in Q3 FY25, reflecting continued demand for 

self-service and mechanic support resources. Total users rose to 65,898, a 6.9 percent 

increase year over year, with new users reaching 45,095 (+2.2 percent). Sessions climbed to 

95,885 (+10.0 percent), and views increased to 118,370 (+12.6 percent), showing strong 

user interest and browsing activity. 

Organic Search led user acquisition with 38,130 users, followed by Organic Social (13,471), 

Direct traffic (10,769), and Paid Social (3,411). Google accounted for most search traffic, 

while Facebook (m.facebook.com, fb, and others) played a substantial role in social 

engagement. The top-performing installations included Drum (16,882 users), followed by 

Bragg, Kaiserslautern, Hood, and JBLM, pointing to broad interest across CONUS and 

OCONUS garrisons. 

The engagement rate increased to 63 percent (+7.2 percent), and average session time rose 

to 2 minutes and 36 seconds, a 9.7 percent improvement. These trends suggest that users 

are spending more time exploring Auto Skills offerings and are more engaged with the 

content than in previous quarters.  
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We’ve set up a click map to better track user interactions across program pages. Click map 

data will be included in next quarter’s reporting. 

Table 7: Top Search Terms by Search Volume 

 

 
 
 
 
 
 
 
 
 
 
Recommendation:  
Incorporate common user questions from Army Answers directly into relevant pages and 

FAQ sections to improve search visibility and user experience. Questions from Army 

Answers are as follows: 

● Can I get an oil change at Ft Rucker? 

● When I purchase for the use of the Auto Care Center do they provide all the tools 

necessary to complete a project? I need to change 3 parts to my suspension of my 

2014 Kia Forte. 

● Vehicle storage at Monterey Presidio. 

● What happens to abandoned cars? 

● How to give my car to auction? 

● Where can I get training to work on my car on Fort Riley? 

Better Opportunities for Single Soldiers (BOSS) 

The BOSS program saw a decline in overall reach during Q3 FY25. Total users dropped to 

17,889, an 11.2 percent decrease year over year, with new users falling to 8,252 (−15.9 

percent). Sessions totaled 23,792 (−6.3 percent), and views declined to 30,475 (−3.9 
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percent), indicating reduced exposure and fewer first-time visits compared to the previous 

year. 

Organic Search led user acquisition with 9,949 users, followed by Direct traffic (5,361) and 

Referral (1,519). Google and Bing were the top-performing search engines, while Facebook 

and Instagram channels contributed modest traffic. Installation-level engagement was 

strongest at Humphreys (2,119 users), Hood, and www.armymwr.com, with notable 

contributions from Bliss, Italy, and Carson. 

The engagement rate held at 68 percent (−0.7 percent), while average session time rose to 

1 minute and 59 seconds, a 9.0 percent improvement, suggesting that while fewer users 

arrived, those who did spent slightly more time exploring.  

Table 8: Top Search Terms by Search Volume 
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Figure 8: BOSS Click Map  
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Food and Beverage  

The Food and Beverage program experienced a slight decrease in overall traffic during Q3 

FY25. Total users dropped to 471,408, a 3.9 percent decline year over year, while new users 

fell to 317,639 (−7.4 percent). Sessions rose to 687,095 (+1.4 percent), and views increased 

modestly to 919,765 (+2.4 percent), indicating that although fewer unique users visited, 

returning audiences remained active and engaged. 

 

Organic Search remained the leading acquisition channel, delivering 320,437 users, 

followed by Direct (102,585), Referral (25,328), and Organic Social (21,285). Google 

accounted for nearly 291,000 users, while Facebook platforms and Bing contributed 

notable volume. Top installations by user activity included www.armymwr.com (57,082 

users), Benning, Carlisle, Bragg, and Belvoir, all of which saw strong dining-related interest. 

 

The engagement rate declined slightly to 65 percent (−1.3 percent), but average session 

time rose significantly to 2 minutes and 56 seconds, a 15.7 percent increase. Additionally, 

Chow Now link clicks increased to 14,843, up 23.4 percent year over year, signaling growing 

demand for digital ordering.  

 

We’ve set up a click map to better track user interactions across program pages. Click map 

data will be included in next quarter’s reporting. 
Table 9: Number Food Menu and Amenity Downloads 
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Recommendation:  
Incorporate common user questions from Army Answers directly into relevant pages and 

FAQ sections to improve search visibility and user experience. Questions from Army 

Answers are as follows: 

● Can civilians go to McCoy's Sports Bar? 

● What restaurants are on Fort Jackson? 

● I am a retired Navy Chief Petty Officer and will be arriving this afternoon at Fort 

Campbell. Where are dining facilities on post that I can use? 

Healthy Army Communities (HAC) 

The Healthy Army Communities program experienced modest growth in Q3 FY25. Total 

users reached 3,133, a 2.0 percent increase year over year, with new users rising to 2,637 

(+5.9 percent). Sessions totaled 4,458 (+10.5 percent), and views increased to 5,205 (+14.8 

percent), reflecting sustained interest in wellness-related content across Army installations. 

 

Organic Search led acquisition with 1,857 users, followed by Direct traffic (922) and Referral 

(278). Google accounted for the majority of search traffic, while additional contributions 

came from Bing, Home.Army.mil, and Facebook. The most active installation by far was 

Hunter Liggett (2,811 users), significantly outpacing all others, followed by Campbell, Sill, 

and Aberdeen. 

 

The engagement rate held at 60 percent (−0.4 percent), while average session time 

increased to 3 minutes and 5 seconds, a 13.3 percent improvement over last year.  

 

We’ve set up a click map to better track user interactions across program pages. Click map 

data will be included in next quarter’s reporting. 

Table 8: Top Search Terms by Search Volume  
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Leisure Travel (LTS)  

The Leisure Travel program experienced a slight downturn in overall traffic in Q3 FY25. 

Total users dropped to 189,571, a 5.3 percent decrease year over year, while new users fell 

to 108,733 (−7.1 percent). Sessions decreased to 267,862 (−3.7 percent), though views 

remained stable at 358,265, a modest 0.6 percent increase, suggesting that while reach 

declined, content consumption stayed steady. 

 

Organic Search drove the majority of traffic, accounting for 149,796 users, followed by 

Direct (26,052) and Referral (8,497). Google contributed over 134,000 users, with Bing, 

Yahoo, and Facebook also playing key roles. The most active installations were Belvoir 

(13,933 users), www.armymwr.com, Bragg, Carlisle, and Redstone, all showing sustained 

user demand for travel-related services and offerings. 

 

The engagement rate dipped slightly to 74 percent (−0.9 percent), while average session 

time increased to 3 minutes and 6 seconds, a 22.7 percent rise year over year. This 

suggests users are taking more time to explore offers and content, even if total traffic is 

down.  

Table 11: Top Search Terms by Search Volume Table 3: Most Popular Downloads 
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Figure 9: HQ Travel Page Click Map 
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Recommendation:  
Incorporate common user questions from Army Answers directly into relevant pages and 

FAQ sections to improve search visibility and user experience. Questions from Army 

Answers are as follows: 

● Disney-specific questions: 

● What are military cost for WDW tickets? 

● Are there discounts available for Disney Cruises? 

● What are the Disney Military Salute blackout dates? 

● Can honorable discharge veterans buy Disney World Salute tickets? 

● Can I purchase Disney World tickets at Fort Gordon? 

● Disney’s Armed Forces Salute ticket purchases? 

● Can a veteran that's 50% or higher purchase discounted tickets? 

● How many tickets can I buy to Disneyland if I am purchasing 5-day tickets? 

● Can I purchase tickets for Disney Paris? 

● Can I get discount tickets or passes for Disney World? 

General Leisure Travel questions: 
● Promo for cruise ship trip 

● Buy train tickets 

● hotel discounts 

● Does the MWR assist with Texas State Park Pass application? 

● Does MWR offer tickets to Universal Island of Adventures in Orlando? If so, may my 

dependent adult child purchase a ticket at the establishment? 

● Can I get access to discounted NYC Broadway shows ticket? 

● Do we have discount tickets to Universal Studios? 

● Where can I find a site for discounted military tickets to sporting events? 

● How do I get Disneyland tickets CA? 

● Can I purchase tickets from MWR to go to the water park in Destin FL? 

● Can I get tickets from MWR to go to the water park in Destin FL? 

● Where can I get Maryland zoo tickets 

● Can I get tickets for Splash in the Boro at MWR? 

● Can I work as a 15 year old? (Possible tied to youth travel or activities context) 

● Can I get tickets for Hersheypark and are those available to contractors? 

● Are there discounted tickets for Hershey Park and are those available to 

contractors? 

● How can I purchase Hersheypark tickets? 
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Libraries  

The Libraries program saw a decrease in traffic in Q3 FY25. Total users declined to 45,039, a 

5.2 percent drop year over year, with new users falling to 24,971 (−14.7 percent). Sessions 

decreased to 67,007 (−5.2 percent), and views dipped to 87,884 (−4.2 percent), indicating 

overall reduced visibility across Army MWR library resources. 

 

Organic Search remained the dominant channel, contributing 28,596 users, followed by 

Direct traffic (10,754) and Referral (3,633). Google provided the bulk of search traffic 

(26,065 users), with Bing, Facebook, and DoD MWR Library-related domains like 

army.dodmwrlibraries.org and dodmwrlibraries.org supporting additional discovery. The 

top installations included www.armymwr.com (8,189 users), JBLM, Bragg, Hawaii, and 

Campbell. 

 

The engagement rate improved slightly to 64 percent (+1.1 percent), while average session 

time rose to 2 minutes and 24 seconds, a 9.1 percent increase from the previous year. The 

longer session durations suggest sustained interest among returning users.  

 

Table 11: Top Search Terms by Search Volume Table 3: Most Popular Link Licks 
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Figure 10: HQ Library Page Click Map 
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Recommendation:  
Incorporate common user questions from Army Answers directly into relevant pages and 

FAQ sections to improve search visibility and user experience. Questions from Army 

Answers are as follows: 

● Can I use MWR library online? I'm ROK officer in 2ID. I have a CAC and DoD number. 

● How to get a DoD MWR Library account? 

● Are there pictures of basic training units from October to December 1967 in the 

library? 

● I am looking for my basic training platoon photo. B-5-10 1991. 

● I went to basic in 1996. Would I be able to get a copy of DVD from that long ago? 

Summer Reading Program 
The Army MWR Summer Reading program continued to perform strongly in Q3 FY25, with 

sustained audience interest and deeper engagement. Total users reached 12,699, a 6.0% 

increase compared to the same quarter last year. New users dipped slightly to 5,309, down 

4.4%, while views rose to 22,132, marking an 11.2% gain. Sessions totaled 17,493, up 6.9%, 

pointing to consistent participation throughout the summer months. 

 

Organic Search brought in the highest volume of users at 4,954, followed by Organic Social 

(3,443) and Direct traffic (3,162). Facebook platforms continued to play a major role in 

acquisition, with strong traffic from m.facebook.com, lm.facebook.com, and 

l.facebook.com. Google alone drove 4,522 users. High-performing installations included 

JBLM (41,100 views), Fort Bragg (34,714), and Redstone (18,121), indicating strong local 

promotion and digital engagement. 

 

Engagement metrics were solid, though slightly mixed. The engagement rate was 65%, 

down 1.7%, while average session time increased to 1 minute and 56 seconds, a 12.6% 

improvement year-over-year. This suggests that while fewer new users arrived, returning 

users spent more time interacting with the content. Beanstack click-throughs were strong, 

with over 6,200 total link clicks. The top destination was the DoD Beanstack homepage 

(2,612 clicks), followed by Humphreys and Throckmorton reader pages. 
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Sports and Fitness  

Aquatics  
The Aquatics program experienced a decline in reach during Q3 FY25. Total users dropped 

to 105,234, a 7.2 percent decrease year over year, and new users declined to 59,571 (−15.5 

percent). Sessions totaled 159,477 (−1.5 percent), while views held steady at 199,350 (−0.4 

percent), suggesting recurring interest among returning users but fewer new participants. 

 

Organic Search remained the top channel, accounting for 70,833 users, followed by Direct 

traffic (18,921) and Organic Social (13,330). Google alone drove over 66,000 users, with 

strong supplemental volume from Facebook and Bing. Leading installations included JBLM 

(9,995 users), Humphreys, Bragg, Campbell, and Bliss, reflecting high seasonal demand for 

swim programs and pool access across a wide geographic range. 

 

The engagement rate rose slightly to 62 percent (+1.0 percent), and average session time 

increased to 2 minutes and 43 seconds, up 28.0 percent year over year.  

 

A heatmap has been set up for the Aquatics section to monitor user interaction patterns.  

 
Table 13: Top Search Terms by Search Volume 
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Water Safety 
The Water Safety Campaign saw targeted engagement in Q3 FY25 with 847 total users and 

197 new users. The campaign generated 905 sessions and 1,543 views, reflecting steady 

interest from a relatively small but focused audience. While overall reach remained limited, 

performance indicators suggest content relevance and seasonal interest during summer 

swim months. 

 

Organic Search led acquisition with 350 users, followed by Organic Social (262), Direct 

traffic (197), and Referral (44). Facebook and related platforms played a key role in social 

engagement. Installations driving the most traffic included Hood (28,532 views), Jackson 

(23,989), JBLM (11,083), Bragg (7,011), and Humphreys (6,120), indicating strong visibility 

across key garrisons. 

 

The engagement rate reached 79 percent, suggesting users found the campaign highly 

relevant. Top outbound clicks focused on age-specific safety content, including Ripple 

Rookies (197 clicks), Wave Watchers (132), and Guardians of the Deep (66), along with 

strong interest in on-post pools (131).  

 
All Army Sports 
The All Army Sports program saw a decline in traffic during Q3 FY25. Total users dropped to 

9,091 (−17.1% YoY), while new users fell to 5,921 (−16.9%). Sessions decreased to 11,525 

(−14.7%), and views dropped to 23,561 (−15.7%), signaling reduced seasonal interest or 

lower promotional exposure compared to the previous year. 

 

Organic Search led acquisition with 4,766 users, followed by Direct traffic (1,885), Referral 

(1,145), and Organic Social (1,007). Google was the top search source, though it declined 

17.2 percent. Other notable contributors included bing (+47.8%), armywcap.com, 

m.facebook.com, and l.instagram.com. These patterns suggest users are still seeking 

program details across both official and social platforms but are less frequently returning 

via Direct. 

 

The engagement rate declined to 64 percent (−7.4%), though average session time rose to 2 

minutes and 14 seconds (+1.9%), showing those who did engage spent more time 
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exploring. There were 995 total outbound application clicks, with strong interest in the 

“Apply now!” and official application site links.  
Figure 11: HQ All Army Sports Page Click Map 
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Bowling 
The Bowling program experienced a moderate decline in traffic during Q3 FY25. Total users 

dropped to 51,421 (−8.4% YoY), with new users falling to 32,944 (−12.2%). Sessions totaled 

71,101 (−6.6%), and views decreased to 87,416 (−2.9%). The decline indicates reduced 

seasonal participation and lower overall interest compared to the same quarter last year. 

 

Organic Search remained the top acquisition channel, delivering 34,863 users, followed by 

Direct traffic (12,913) and Organic Social (2,652). Google continued to lead among sources, 

with support from Facebook platforms and bing. Installations contributing to traffic decline 

included Bliss (−14.7%), JBMHH (−30.2%), and Knox (−7.5%), offset slightly by growth at 

Redstone (+11.7%) and Leonard Wood (+19.9%). This suggests a regional disparity in 

program visibility or local promotion. 

 

The engagement rate dipped to 59 percent (−7.3%), though average session time increased 

to 2 minutes and 24 seconds (+7.8%), indicating content remains useful for active users.  
Table 14: Top Search Terms by Search Volume 
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Fitness Centers 
The Fitness Centers program experienced a slight downturn in traffic during Q3 FY25. Total 

users reached 90,088 (−3.0% YoY), with new users dropping to 54,959 (−10.9%). While 

sessions declined to 126,690 (−4.2%), views held steady at 164,101 (+0.6%), reflecting 

steady interest despite a dip in new user acquisition. 

 

Organic Search led traffic generation, accounting for 62,547 users, followed by Direct 

(22,952), Referral (3,034), and Organic Social (2,689). Google was the primary external 

driver. Installations such as Bliss (3,591 users) and Carson (3,045) showed lower totals 

compared to top performers like Bragg (6,202) and Hawaii (6,015), contributing to the slight 

YoY decline. Bing, Facebook, and sources like Tripler Tricare and home.army.mil also played 

supporting roles. 

 

The engagement rate rose slightly to 64 percent (+1.4%), and average session time 

increased to 2 minutes and 38 seconds (+19.1%), indicating more meaningful user 

interaction.  

 

We’ve set up a click map to better track user interactions across program pages. Click map 

data will be included in next quarter’s reporting. 

Table 15:  Top Downloads for Fitness Center Resources Table 16: Top Search Terms by Search Volume 
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Intramural Sports 

The Intramural Sports program experienced a slight decline in overall traffic for Q3 FY25. 

Total users fell to 5,162 (−8.9% YoY), and new users dropped to 1,538 (−19.0%). Sessions 

decreased to 6,446 (−11.1%), with views at 7,415 (−8.8%). These declines suggest waning 

reach or seasonal activity shifts across installation programs. 

Organic Search remained the primary traffic source with 3,859 users, followed by Direct 

traffic (872) and Referral (304). Notable contributors included Google, Bing (which saw a 

+62.8% increase), and social sources such as Facebook. Installations that generated the 

most traffic included JBLM (856 users), Bragg (685), and Carson (482). Lower performance 

at sources like direct (−26.6%) and home.army.mil (−23.3%) may have contributed to the 

overall decline. 

Despite reduced traffic, engagement improved, with the rate climbing to 78 percent (+3.7%) 

and average session time rising to 2 minutes and 22 seconds (+13.6%). This suggests that 

although fewer users visited, those who did were more engaged. Enhancing visibility 

through command-led promotion, updated schedules, and better cross-links from 

installation fitness and recreation pages could support reengagement. 

We’ve set up a click map to better track user interactions across program pages. Click map 

data will be included in next quarter’s reporting. 

Table 15:  Top Downloads for Fitness Center Resources Table 16: Top Search Terms by Search Volume 
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STRONG B.A.N.D.S.  

The Strong B.A.N.D.S. campaign saw improved reach in Q3 FY25. Total users rose to 4,910, 

a 11.3% year-over-year increase, with new users reaching 1,795 (+14.6%). Sessions grew to 

5,723 (+11.7%), though views declined slightly to 6,919 (−8.6%), suggesting users were more 

efficient in accessing desired content. 

 

Organic Search accounted for 2,167 users, followed by Direct (1,530) and Referral (759). 

Social contributed 537 users, reinforcing the program’s engagement through Facebook and 

related platforms. Top-performing installations included www.armymwr.com (1,526 users), 

Detroit (361), and JBLM (347), all of which helped drive campaign visibility and participation. 

 

User interaction quality also improved. Engagement rate increased to 73% (+2.2%) and 

average session time grew to 1 minute and 33 seconds (+9.2%). Although overall views 

dipped, these metrics suggest more focused visits. 

 

We’ve set up a click map to better track user interactions across program pages. Click map 

data will be included in next quarter’s reporting. 

 
Table 16: Top Search Terms by Search Volume 
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Recommendation:  
Incorporate common user questions from Army Answers directly into relevant pages and 

FAQ sections to improve search visibility and user experience. Questions from Army 

Answers are as follows: 

● Sports memo to ply in commanders cup 

● Adult basketball near Fort Stewart 

● Hello, Many years ago, The Golf Club used to offer golf lessons for kids & adults. Do 

you still offer these? Thank you! 

● How much are golf course golf lessons 

● Will FT Benning be hosting another Norwegian Foot march in 2025? 

● Pool at ft belvoir 

● Are there any pools that offer swim classes for children? 

● Can i go to the Quinette Outdoor Pool as a normal citizen 

● Iam a retired AF Veteran. Can my grand children ages 10,11,12,14 attend to Gordon 

Splash Pool? 

● Senior discount for using pool? 

● Is there a dress code for swimming at the pool? 

● When will the Ft Detrick indoor swimming pool reopen? 

● richardson pool schoefield swimming lessons 

● Do the active duty service member family have to pay you get in the community 

pool? 
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Army Ten Miler (ATM) 

The Army Ten-Miler program experienced steady engagement with a slight decline in new 

and total users during Q3 FY25. Total users reached 58,364 (−0.7%) and new users totaled 

55,888 (−1.5%). Despite this, sessions rose to 90,724 (+5.3%) and views climbed to 152,963 

(+5.9%), indicating continued interest in the event content, particularly as registration and 

race details were published. 

 

Organic Search brought in 28,984 users, followed by Direct (17,622) and Organic Social 

(8,217). Referral and Paid Social played smaller roles. Most traffic was driven by 

event-specific pages including “Army Ten-Miler” (33,865 users) and “Individual Registration” 

(18,847 users), showing that runners are primarily interested in sign-up logistics and course 

information. 

 

Engagement performance slightly slipped, with the rate dropping to 41% (−6.5%). However, 

average session time was not disclosed, suggesting a need to investigate if quick visits are 

due to fast information retrieval or missed content opportunities. Consider revisiting 

high-traffic pages to test expanded FAQs, race prep content, and post-registration CTAs 

that guide users further through the site. 
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World Class Athlete Program (WCAP) 

WCAP saw a notable decline in traffic during Q3 FY25 following last year’s Olympic cycle. 

Total users dropped to 14,903 (−35.0%) and new users fell to 14,722 (−35.0%). Sessions 

declined to 18,876 (−32.5%) and views decreased to 39,447 (−35.8%), reflecting reduced 

public interest now that the heightened visibility around Paris 2024 has passed. 

 

Organic Search led with 9,908 users, followed by Direct (2,822) and Referral (1,822). Traffic 

was largely driven by key athlete and application content such as “Home” (4,004 users), 

“Entry Standards & Apply” (2,458), and “Boxing” (2,037). The “PARIS 2024” page saw a sharp 

43.2% drop, reinforcing the post-Olympic downturn. 

 

The engagement rate declined to 53% (−10.2%), suggesting that while interested users still 

visited, fewer stayed actively engaged. With Olympic buzz waning, future efforts should 

focus on building year-round interest through ongoing athlete stories, upcoming trials, and 

behind-the-scenes training insights that sustain audience engagement beyond the Games. 

Figure 12: WCAP Views Comparison
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