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How many new pages of content did installations 

create last quarter? 

Web managers created a total of 931 new pages on EPW last quarter. It is important to note 

that the total excludes data from calendar events and directory pages. 

● 68  pages were added to ACS. 
Table 1: Total new pages added to ACS last quarter 
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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. 
Figure 1: ACS Click Map 
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Figure 2: ACS Heatmap Underlined Section Heading 

 

Recommendations: 

The heatmap reveals heavy click activity on the underlined text near the "ACS Programs 

and Services" heading. This indicates users are interpreting the underline as a clickable link, 

even though it is not interactive. The visual styling is likely confusing visitors and may be 

contributing to frustration or misdirected clicks. 

Consider removing the underline or converting it into a functioning anchor link to align with 

user expectations and improve usability. 
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Scroll Map 

The percentage "59.0%" displayed in the heatmap indicates that 59.0% of visitors to the 

page scrolled down far enough to reach the green section where that point is highlighted. 

This means nearly 59% of visitors viewed the content in that section of the page, providing 

insight into how engaging the content above it is and whether critical information placed 

lower might be missed by the remaining visitors who didn’t scroll further. 
Figure 3: ACS Scroll Depth Heatmap  

 

Scroll Depth Heatmap  

Colors indicate user engagement as they scroll down the page: red/orange shows high 

engagement, yellow shows moderate engagement, and blue indicates lower engagement 

areas. 
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Search Analysis Summary 

Search behavior across ACS programs reveals strong engagement with financial and 

support-related topics. High-interest terms reflect user needs around finance, relocation, 

family readiness, and volunteer opportunities. Several queries, like "discovery," 

"commissary," and “financial management office,” show a high search count per user, 

suggesting either difficulty finding information or high urgency. Overall bounce rates are 

very low, indicating that users generally found what they were looking for once they 

conducted a search. 

Key Search Themes 
Financial Readiness & Support Services: These queries reflect high volume and recurring 

need for assistance programs, education, and financial tools. This category had low bounce 

rates, indicating highly relevant search results or page content. 

● Top terms: finance, aer, financial, grants, loans, financial counseling 

● High-intent terms: financial management office, commissary, grant, aid station 

Family Programs & Counseling: Reflecting emotional and logistical support needs, 

including parenting, marriage, and deployment transitions. 

● Top terms: mflc, marriage counseling, counseling, new parent support, anger 

management 

● Notable engagement: Low bounce rates and consistent 1:1 search-per-user ratios 

suggest direct path to useful info. 

Volunteerism & Community Engagement: Volunteer-related terms were consistent in 

search frequency, indicating either active interest or mandatory involvement. 

● Top terms: volunteer, vmis, army volunteer corps, care team, care team training 

Events, Training & Recreation:  Several event and program-related queries saw good 

engagement but mixed clarity. 

● Examples: calendar, food pantry, cpr, job fair, pcs, sharp, boss 

● Optimization targets: r.e.a.l sfrg training and ride share had bounce rates of 

50–100%, suggesting unclear landing pages. 
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Optimization Recommendations 
Improve Findability & Reduce Redundancy 

● Consolidate misspellings and variants: commissary vs. commerssary, mflc vs. mflac, 

financial vs. finance vs. financial readiness. 

● Use sticky search to catch misspellings and improve navigation. 

Monitor and Refine Low-Relevance Terms 

● High bounce terms like ride share, sharp, and family lawyer may indicate 

misalignment between user intent and landing page content. 

● Consider adding micro-content blocks or FAQs to address expectations for 

ambiguous or high-stakes terms. 
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Army Family Team Building (AFTB) 

Army Family Team Building (AFTB) experienced a significant traffic decline in Q3 FY25. Total 

users dropped to 1,029 (−23.1% YoY), with new users declining sharply to 373 (−47.3%). 

Views fell to 1,450 (−18.2%) and sessions to 1,263 (−21.7%), signaling decreased visibility 

across entry points. However, the drop in volume was offset by stronger engagement 

from those who did visit, indicating quality over quantity. 

 

Organic Search led acquisition with 585 users, followed by Direct at 244 and Referral at 

179. Organic Social contributed minimally, with just 42 users. Most users arrived via 

Google, Bing, and Facebook. Installations showing the highest engagement included 

www.armymwr.com, Fort Bliss, and Hawaii, with additional traffic from Campbell, Carson, 

and Cavazos. 

The engagement rate improved to 69% (+8.3%), and average session time rose to 2 minutes 

and 22 seconds (+25.5%). This suggests that even with fewer visitors, those who landed on 

the site found the content more valuable. AFTB saw 602 link clicks for learning content, up 

28.4% YoY, which may indicate growing interest among returning users or more effective 

internal navigation. 

Table 2: Top Search Terms by Search Volume 
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Figure 4: AFTB Heatmap
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Army Family Action Plan (AFAP) 

AFAP traffic showed a modest decline in Q3 FY25. Total users reached 1,100 (−2.6% YoY), 

with new users at 425 (−7.2%). Views held steady at 1,477 (−0.9%) while sessions slightly 

dipped to 1,300 (−2.2%). These figures suggest a relatively stable audience base, with minor 

contraction in reach. The drop in average session time to 1 minute and 55 seconds 

(−13.2%) points to a need for refreshed content or layout improvements to sustain user 

attention. 

 

Organic Search was the primary driver, bringing in 558 users, followed by Direct traffic with 

389 and Referral with 153. Google and Bing remained dominant sources, while social media 

contributed minimally. Installations like www.armymwr.com, Wiesbaden, and Campbell 

accounted for the bulk of users. Notably, JBLM and Miami installations saw significant 

growth, indicating rising interest or improved visibility in those areas. 

 

The engagement rate remained stable at 69% (−1.1%), despite lower session duration. Link 

clicks increased to 178, a 26% jump YoY, signaling stronger interaction with key resources.  

 
Table 3: Top Search Terms by Search Volume 
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Figure 5: Overview with Heatmap Interaction Highlights 
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Recommendations: 
Some installations AFAP pages rely heavily on image-based designs containing large 

amounts of text.  

Text in Images Reduces SEO and Accessibility: Search engines and screen readers 

cannot interpret text inside images. Important messaging such as submission links, contact 

info, or policy impact statements should be presented as HTML text alongside or over the 

image, not embedded within it. 

Figure 4: JBLM AFAP Page 

 

 

 

 

 

 

 

 

 

 

 

 

 

Users Expect Clickable Elements: The underline on 

"ims.armyfamilywebportal.com/submit" appears interactive but is part of the image. This 

can cause confusion and frustration. Replace this with a styled HTML link that is both 

visually distinct and actually clickable. 

QR Codes Should Be Supplemented:  While the QR code is helpful, it should be supported 

by a button or text link for users on desktop devices. Include a call-to-action button like 

“Submit an Issue Online” directly under or beside the QR for clarity. 
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Figure 5: Ft. Campbell AFAP Page with confusing non-clickable elements
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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. These questions are related 

AFTB Military Knowledge challenges, understand Army acronyms, use community 

resources, attain better financial readiness, and appreciate the impacts of the Army 

mission on daily life. Questions from Army Answers are as follows: 

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

● Can I access the gym on base with a veteran ID card? 

● Veteran & Retiree Access / Benefits 

● Can a 50% disabled veteran use Fort Meade MWR? 

● Can 10% disabled veterans use MWR facilities? 
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Army Volunteer Corps (AVC) 

AVC saw strong performance gains in Q3 FY25, with total users reaching 4,412 an increase 

of 28.3% year-over-year. New users grew by 20.6%, totaling 2,687. Page views climbed to 

5,850 (+22.1%) and sessions to 5,413 (+28.5%), indicating growing awareness and 

participation across volunteer-related content. This upward trend shows solid momentum 

in community engagement. 

 

Organic Search was the primary driver, delivering 3,251 users, followed by Direct traffic at 

717 and Referral at 367. Facebook and other social platforms contributed modestly. 

Installations leading traffic included www.armymwr.com, Humphreys, Carson, and Bliss, 

with emerging interest from locations like Hood and Wiesbaden. 

 

User engagement remained steady with a 68% engagement rate (a slight −2.3% dip YoY) 

and an average session time of 2 minutes and 32 seconds, up 9.9%. Most notably, link clicks 

surged by 69% YoY, totaling 3,467, reflecting strong user interaction with volunteer sign-up 

and informational resources. 

Table 4: Top searches 

 

 

Confidential 2025 14 



 

Figure 6: Overview with Heatmap Interaction Highlights 
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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 can I volunteer for the freedom fest 

Employment Readiness Program (ERP) 

ERP maintained steady performance in Q3 FY25, with total users reaching 55,794, a slight 

1.0 percent increase year over year. While sessions rose to 69,846 (+1.6 percent) and views 

jumped to 99,918 (+21.7 percent), the number of new users fell sharply to 25,084 (−24.7 

percent), indicating a drop in first-time traffic despite high overall activity. These trends 

suggest strong returning user interest but a need to expand outreach to new audiences. 

 

Organic Search remained the dominant acquisition channel, delivering 33,964 users, 

followed by Direct traffic (12,584), Referral (5,859), and Organic Social (3,429). Google and 

Bing showed solid gains, while Facebook sources declined significantly. Installations 

contributing the most traffic included www.armymwr.com, JBLM, and Hawaii. Noteworthy 

growth was seen at Campbell (+71.7 percent), Bliss (+31.4 percent), and Humphreys (+45.6 

percent), which may be the result of local promotion or improved content visibility. 

 

The engagement rate increased to 73 percent, up 15.5 percent year over year, and average 

session time rose to 2 minutes and 14 seconds (+10.4 percent). This growth in engagement 

points to improved content quality or relevance for job seekers and spouses. However, the 

sharp decline in new users highlights a potential plateau in awareness campaigns or 

discoverability. 

Army Spouse Employment, Career and Education 

Traffic to the Army Spouse Employment, Career and Education page grew significantly in 

Q3 FY25. Total users reached 6,222, a 33.5 percent increase year over year, and sessions 

climbed to 7,778 (+37.1 percent). Views also rose to 8,259 (+37.6 percent), showing growing 

interest in employment and education resources. Despite this positive momentum, new 
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users declined to 395, a 21.9 percent drop, suggesting reduced reach among first-time 

visitors. 

 

Organic Search brought in the majority of users at 4,055, followed by Direct (1,156), 

Referral (806), and Organic Social (277).  

 

The engagement rate was high at 85 percent, a 2.1 percent increase from the previous 

year. Average session time held steady at 2 minutes and 2 seconds, reflecting sustained 

attention from visitors. These metrics indicate that users are finding relevant and valuable 

content once they arrive. 

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: 

● Is there an MWR Internship Program? 

● Can I sell food on base? 

● looking for dod positions 

● What are neurologist vacancies at the military hospital in Korea? 

● Vendors for fort meade Birthday Celebration How do we become vendors and 

where can we obtain an application 

● where do i get a w-2 from 20 years ago 

● I need the phone number for Red River army depot payroll 

● Does fort Belvoir have a summer youth employment program 

● Where is ERP 

These should be addressed with concise, accurate answers and matched to the language 

users are actually using. 
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Table 5: Top Downloads 

 
Table 6: Top Search Terms by Search Volume 
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Figure 7: Overview with Heatmap Interaction Highlights 
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Exceptional Family Member Program (EFMP)  

EFMP experienced a slight decline in overall traffic during Q3 FY25. Total users reached 

9,382, down 2.6 percent year over year, with new users at 6,515 (−2.7 percent). Sessions 

dropped to 12,409 (−4.5 percent), while views held steady at 14,302 (+0.2 percent). These 

trends suggest that while returning users remain consistent, overall reach and discovery 

have slightly weakened. 

 

Organic Search remained the dominant channel, driving 6,248 users, followed by Direct 

traffic (2,062), Referral (862), and Organic Social (312). Top external sources included 

Google, Bing, and Military OneSource. JBLM led installation traffic with 1,416 users, 

followed by Bliss, Benning, and Hawaii. Notably, www.armymwr.com ranked seventh, 

indicating that users are increasingly entering through local garrison pages. 

 

The engagement rate declined to 57 percent, a drop of 6.7 percent year over year, despite 

a 13.7 percent increase in average session time (now at 2 minutes and 36 seconds). This 

combination may point to content that is informative but harder to navigate or act upon.  

 

Total link clicks reached 1,221, with the top destinations being the EFMP Benefits Fact Sheet 

and the Enterprise EFMP site, showing high interest in core program details and resources. 

 
Table 7: EFMP Top Search Terms by Search Volume 
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Figure 8: Overview with Heatmap Interaction Highlights

 

 

Confidential 2025 21 



 

Family Advocacy Program (FAP) 

FAP traffic held relatively stable in Q3 FY25. Total users reached 9,414, showing a slight 0.5 

percent year-over-year increase, while new users declined to 5,516 (−5.9 percent). Sessions 

fell modestly to 12,267 (−1.6 percent), but views rose to 14,031 (+1.3 percent), indicating 

content remained consistently accessed across returning audiences. 

 

Organic Search drove the majority of traffic, accounting for 6,916 users, followed by Direct 

(1,562), Referral (897), and Organic Social (278). Google and Bing were the top external 

sources, and www.armymwr.com led installations with 2,118 users. Other strong 

contributors included JBLM, Bliss, Campbell, and Cavazos. 

While average session time increased to 2 minutes and 39 seconds (+13.1 percent), the 

engagement rate declined to 57 percent (−3.7 percent). This contrast suggests visitors are 

staying longer but may be encountering friction or unclear calls to action that reduce 

interactivity. 

 

Subprograms such as the New Parent Support Program (NPSP) and Victim Advocacy 

Program (VAP) also contributed to FAP's overall traffic, with total users rising 17.3 percent 

and new users up 16.9 percent. Sessions and average session time also increased, showing 

higher interest and deeper engagement. The Victim Advocacy Program (VAP), by contrast, 

saw a decline in traffic across all major metrics, with total users down 7.1 percent and views 

dropping by 19.1 percent. 

Table 8: Top Search Terms by Search Volume 
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Figure 9: Overview with Heatmap Interaction Highlights 
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Financial Readiness Program (FRP) 

The Financial Readiness Program (FRP) site experienced modest growth in Q2, attracting 

9,450 total users (+6.1% YoY) and 5,476 new users (+3.9%). Sessions increased to 12,906 

(+4.1%), and views rose to 14,534 (+6.8%), reflecting steady interest in financial education 

and readiness. 

Subprograms such as the Army Emergency Relief (AER) Program also contributed to FRP's 

overall traffic, with total users of 6,039 (NPSP), showing minor year-over-year decreases of 

6.8%. 

Organic Search was the leading acquisition channel, driving 5,961 users, followed by Direct 

(2,385) and Referral traffic (979). Google accounted for 5,111 of those visits, and Bing 

contributed 781, highlighting search engines as critical access points. High-traffic 

installations included Bliss, Carson, Bragg, and JBLM. 

The engagement rate was 62% (−1.8% YoY), with an average session time of 2 minutes and 

38 seconds (−2.4%). These minor dips suggest a slight decline in time-on-page, but users 

remained meaningfully engaged overall. 

A new heatmap has been set up to provide visual insights into how users are interacting 

with key pages. This will help identify which sections are drawing attention, where users are 

clicking most, and any areas that may be overlooked. The heatmap can guide future 

content updates and layout improvements. 
Table 9: Top Search Terms by Search Volume 
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Figure 10: Overview with Heatmap Interaction Highlights 
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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: 

● Where can I register for the 2025 Financial classes? The website I was given only 

shows dates for 2024  
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Information and Referral 

The Information and Referral program experienced strong growth in Q3 FY25. Total users 

reached 1,124, up 74.8 percent year over year, with 453 new users representing a 138.4 

percent increase. Sessions rose to 1,263 (+67.3 percent), and views increased to 1,287 

(+69.6 percent), indicating significantly improved visibility and reach across both new and 

returning audiences. 

Direct traffic led acquisition with 626 users, followed by Organic Search (388), Referral (94), 

and Organic Social (21). Google and Bing were the top search engines, while key referring 

sources included Military OneSource and Home.Army.mil. Cavazos.armymwr.com 

contributed the largest volume of installation traffic with 610 users, far surpassing other 

pages like www.armymwr.com and JBLM. 

The engagement rate dipped slightly to 72 percent (−5.7 percent), and average session time 

decreased to 1 minute and 14 seconds (−31.0 percent). This may suggest users are locating 

key information more efficiently, completing their task with less need for browsing 

Table 10: Top Search Terms by Search Volume 
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MD&SSO 

The MD&SSO program experienced a moderate decline in traffic during Q3 FY25. Total 

users reached 1,748, a 16.6 percent decrease year over year, with new users falling to 775 

(down 28.6 percent). Sessions dropped to 2,057 (−16.5 percent) and views to 2,152 (−23.1 

percent), suggesting reduced visibility and fewer new audiences engaging with emergency 

and seasonal safety content compared to the previous year. 

Organic Search continued to lead acquisition, generating 1,116 users, followed by Direct 

(413), Referral (192), and Organic Social (55). Google accounted for the bulk of search 

traffic, with additional support from Bing and Facebook. Key installation sources included 

www.armymwr.com, Bragg, Carson, and Cavazos, which together made up the majority of 

user sessions across garrisons. 

The engagement rate improved slightly to 67 percent (+4.4 percent), and average session 

time increased to 2 minutes and 7 seconds (+28.4 percent), indicating deeper interaction 

among those who did visit. While overall reach declined, the increase in time spent on page 

suggests that returning users found the content useful. 

Table 11: Top Link Text Clicks Sorted by Total
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Figure 11: Overview with Heatmap Interaction Highlights 
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Relocation Readiness  

The Relocation Readiness program experienced steady growth in Q3 FY25. Total users 

reached 5,007, up 13.0 percent year over year, with 2,854 new users representing a 15.0 

percent increase. Sessions rose to 6,297 (+11.6 percent) and views to 6,848 (+7.8 percent), 

reflecting sustained interest in relocation resources as more families prepare for moves 

across installations. 

 

Referral traffic led all channels with 2,151 users, followed by Organic Search (1,672), Direct 

(1,148), and Organic Social (106). Home.army.mil was the top external source, driving 1,588 

users, while Google also performed strongly. Installation pages contributing the most traffic 

included www.armymwr.com (1,530 users), Carson (1,345), and Hawaii (506), with support 

from Bliss, Gordon, and others. 

 

The engagement rate declined to 62 percent (−7.2 percent), and average session time 

dropped to 2 minutes and 21 seconds (−13.2 percent), indicating that while traffic volume 

increased, users may not be engaging as deeply with content. To improve retention and 

action, the page should prioritize simplifying access to checklists, contacts, and key PCS 

tools. Highlighting location-specific resources earlier in the user journey could help improve 

relevance and time on page. 

Table 12: 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: 

● How do I get a sponsor? 

● I will be TDY to Camp next month. How do I get from Incheon airport to Camp 

Humphreys? 

● Can civilians live on post?  
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Survivor Outreach Services (SOS) 

Survivor Outreach Services experienced a decline in overall traffic in Q3 FY25. Total users 

dropped to 3,148, a 17.8 percent decrease year over year, with new users falling to 2,173 

(−25.4 percent). Sessions decreased to 3,822 (−13.0 percent), and views declined to 3,979 

(−20.3 percent), indicating reduced visibility and reach compared to the previous year’s 

performance. 

Organic Search remained the primary acquisition channel, generating 1,328 users, followed 

by Referral (1,092), Direct (704), and Organic Social (63). Google accounted for the majority 

of search traffic, while Home.Army.mil and Army.mil were top referral sources. The 

highest-performing installation pages included www.armymwr.com (1,873 users), Bragg, 

Campbell, and JBLM, showing strong engagement in larger garrison communities. 

Despite the overall drop in traffic, user quality metrics improved. The engagement rate rose 

to 58 percent (+5.0 percent), and average session time increased to 2 minutes and 9 

seconds (+35.6 percent), indicating that those who did visit spent more time exploring 

content. To reverse the traffic decline, SOS should focus on reactivating awareness through 

seasonal observance campaigns and expanding visibility on high-traffic Army domains and 

installation homepages. 

A new heatmap has been set up to monitor user interactions and look at behavior. This will 

help identify which elements are driving engagement and where further optimizations may 

be beneficial. 
Table 13: Top Search Terms by Search Volume 
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Figure 12: Overview with Heatmap Interaction Highlights 

 

 

Confidential 2025 33 



 

Gold Star Spouses Day 
Date: 1 Mar - 25 June 

The program saw strong positive growth,with total users reaching 336, marking a 35.5% 

increase compared to the previous year. New users grew to 205, a 41.4% increase 

year-over-year. Sessions climbed to 375, up 38.4%, and views rose to 400, a 39.9% gain. 

These metrics point to effective outreach. 

 

Organic Search remained the dominant acquisition channel, accounting for 192 users. 

Organic Social contributed 92 users, while Direct traffic added 48. Google drove the 

majority of traffic with 163 users, followed by m.facebook.com with 64 and Bing with 26.  

 

User engagement remained strong. The engagement rate reached 65%, a 15.7% increase 

year-over-year. This is a promising indicator that users are interacting more deeply with the 

content.  
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Soldier and Family Assistance Center (SFAC)  

The SFAC program saw modest growth in Q3 FY25. Total users reached 1,547, a 4.8 percent 

increase year over year, while new users declined slightly to 510 (−11.8 percent). Sessions 

rose to 1,771 (+4.4 percent) and views to 1,929 (+2.1 percent), suggesting steady interest 

from a largely returning user base rather than new visitors. 

Organic Search remained the dominant acquisition source, delivering 1,044 users, followed 

by Referral (251) and Direct traffic (229). Google and Bing drove most of the search traffic, 

while key referrals included Home.Army.mil and ArmyFamilyWebPortal. Installation traffic 

was led by www.armymwr.com (722 users), Bliss (364), and Cavazos (250), with additional 

reach through Belvoir, Carson, and Drum. 

The engagement rate improved slightly to 76 percent (+1.0 percent), and average session 

time increased to 1 minute and 39 seconds (+8.0 percent), indicating stronger user focus 

and interest in the content. 

Figure 13: Overview with Heatmap Interaction Highlights 
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