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Dragon Hill Lodge 

Dragon Hill Lodge saw steady year-over-year growth in FY25, with increases across all 

major audience metrics. Total users rose to 322,535 (+16.1%), while new users reached 

318,243 (+14.5%), signaling a healthy mix of returning and first-time visitors. Views climbed 

to 1,028,939 (+6.6%) across 466,256 sessions (+16.2%), reflecting sustained visibility and 

interest in resort offerings throughout the year. 

● Views: 1,028,939 (+6.6%) 

● Total Users: 322,535 (+16.1%) 

● New Users: 318,243 (+14.5%) 

● Sessions: 466,256 (+16.2%) 

Figure 1: Traffic trends across DHL pages.
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Top Pages 

Table 1: Top page paths sorted by total users. 
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Traffic Acquisition (Where Users Came From) 

This section details the key sources of traffic to the Army MWR website, providing insights 

into user behavior and engagement across various channels. 

Organic Search           Figure 2: Pie Chart Traffic Source Breakdown  

Organic search traffic originates from users who 

discovered the site through search engines such as 

Google, Bing, and DuckDuckGo. Despite a slight 

decline in traffic, overall organic search remains 

strong. 

● Total Users: 19,623 

● Change YoY: +84.8 

Referral Traffic 

Referral traffic comes from users clicking links on 

external websites. Growth in referral traffic shows 

strong partnerships and effective external linking strategies, with notable contributions 

from military-affiliated sites. 

● Total Users: 25,940 

● Change YoY: +97.4% 

Direct Traffic 

Direct traffic includes users who typed the website URL directly into their browser or 

accessed it via a bookmark. A slight increase in this category shows steady direct 

engagement with the site. 

● Total Users: 7,283 

● Change YoY: +36.4% 
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Social Media 

Social media channels generated a combined 948,326 views this year, led by Facebook and 

a rapidly expanding presence on X (formerly Twitter). Overall performance reflects steady 

engagement across established platforms with notable growth in emerging ones. 

 Figure 3: Pie chart Social Traffic Breakdown  
Facebook continued to lead all platforms, 

generating 37,210 users and accounting for 

the majority of social-driven traffic (+171.9%). 

Consistent event promotion and 

community-driven posts helped sustain 

visibility despite ongoing algorithm changes. 

X (formerly Twitter) showed steady 

performance with 11,445 users (+5.6%), 

remaining a reliable channel for real-time 

updates and announcements. 

Instagram saw strong growth, rising 191% year-over-year with 3,376 users, driven by 

photo-centric posts highlighting resort amenities, dining, and leisure experiences. 

Reddit, while smaller in volume, increased sharply (+1,200%), suggesting improved content 

discovery or mentions within community discussions. 

YouTube declined slightly (−3.3%), and LinkedIn dropped by 50%, signaling a reduced focus 

on professional or workforce-related outreach. 
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User Demographics and Geographic Breakdown 

Countries 

The United States remains the largest source of traffic, likely due to military installations 

and personnel across the country. 

● Total Users: 210,873  (+16.5%)  

South Korea experienced a decline in traffic, which could indicate reduced engagement or 

changes in user behavior. 

● Total Users: 59,678 (-15%) 

Japan continues to be a significant traffic source, reflecting the presence of U.S. military 

personnel stationed there. 

● Total Users: 23,466 (+73.2%) 

 

Heatmap  

Colors indicate user engagement: Red color shows high engagement, pink indicates lower 

engagement. 

Figure 4: Top Countries by User Traffic (from the map)  
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Top U.S. States by User Traffic 

California remained the leading U.S. market, maintaining strong engagement. Steady 

interest in travel and resort experiences helped sustain performance. 

●  Total Users: 28,763 (+2.3%) 

Texas held its position as a key growth market with continued increases in overall traffic. 

Rising interest from returning and new visitors contributed to the steady upswing. 

● Total Users: 22,071 (+6.7%) 

Washington secured third place, though overall activity softened year-over-year. Core 

audiences continued to return, keeping the state within the top tier of U.S. markets. 

● Total Users: 16,226 (−16.2%) 

 

Heatmap  

Colors indicate user engagement: Dark color shows high engagement, light indicates lower 

engagement states. 

Figure 5: Top States by User Traffic (from the map)  
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Device Breakdown 

Mobile continues to be the dominant device category, accounting for the majority of site 

traffic. Growth in all device types indicates improved accessibility and engagement across 

platforms. 

● Mobile 

○ Total Users: 197,838 

○ Change YoY: +19.1% 

● Desktop 

○ Total Users: 119,119 

○ Change YoY: +10.6% 

● Tablet 

○ Total Users: 5,539 

○ Change YoY: +12.1% 

Mobile’s strong increase reflects the continued importance of responsive design and quick 

load times, while desktop’s steady rise suggests ongoing use from work or travel planning 

environments. Tablet usage remains modest but is trending upward, indicating balanced 

engagement across multiple device types. 

Figure 6: Bar Graph of Device Categories by Percentage 
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Heatmaps and Engagement 

The heatmap images below illustrate user interaction on the home page. They provide 

insight into where users are engaging the most (clicks, scrolls, and movements) and areas 

that might need improvement to increase engagement.  

Top Engagement Areas 

● Hero Section: The main banner and “Vacation Destination” call-to-action received 

the highest concentration of clicks, confirming strong interest in general resort 

discovery and vacation planning content. 

● Seoul Escapes Feature: High interaction occurred on the first image card beneath 

the hero banner, showing strong curiosity about travel itineraries and local 

attractions. 

● Special Events & Accommodations: Clicks were evenly distributed between event 

features and accommodation previews, reflecting user intent to learn about stay 

options and on-site activities. 

Moderate Engagement Areas 

● Culinary & Wellness Sections: Users interacted moderately with culinary and 

wellness visuals but less with accompanying text links, suggesting visual appeal 

without clear next steps. 

● Photo Gallery: The image grid attracted scattered click activity, mainly concentrated 

on the top row. 

Recommendations:  

Click behavior is strongest at the top of the page and diminishes steadily toward the lower 

sections, following a typical scroll-drop pattern. The homepage effectively captures initial 

interest but could improve mid-page engagement and call-to-action visibility to drive 

conversions from browsing to booking. 

Add a clear booking or “Explore Packages” button above the fold to convert early attention 

into action. 
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Search 

User search activity on the Dragon Hill site reveals a strong focus on practical amenities 

and seasonal experiences. The high frequency of specific facility and service-related 

searches indicates that visitors are actively seeking on-site information rather than general 

browsing. 

● Total Searches: 13,400 

On average, users searched more than once, suggesting that most users didn't stop at a 

single query and often searched for additional resources. 

● Average Search Count per User: 1.71 

Categorized Search 

Search behavior across the Dragon Hill website highlights strong user intent around 

amenities, seasonal activities, and essential guest information. High-frequency terms such 

as “address,” “spa,” and “laundry” indicate that users primarily rely on search to locate 

on-site services, while terms like “discovery” and “thanksgiving” reflect exploratory or 

seasonal interest. 

Top Search Themes: 

1. Guest Information & Navigation 

○ High-volume terms: address, map, contact, directions 

○ Searches for “address” (520 total) show that many visitors use search to find 

location or access details, suggesting that this information could be made 

more prominent on the homepage or header. 

2. Resort Amenities & Services 

○ Common terms: spa, laundry, pool, wellness club 

○ Terms like “spa” (227 searches) and “laundry” (221) reveal consistent interest 

in on-site services and relaxation options, supported by strong engagement 

rates above 55%. 

3. Seasonal & Event Queries 

○ High-interest terms: thanksgiving, christmas, new year’s 

○ “Thanksgiving” (245 searches, 70% engagement rate) demonstrates strong 

seasonal intent and successful event discovery. This pattern underscores the 
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need to feature upcoming holiday promotions prominently on the 

homepage. 

4. Exploration & Experience 

○ Notable terms: discovery, excursions, packages 

○ “Discovery” (314 searches) suggests curiosity about overall resort 

experiences, but the low engagement rate (6.3%) implies that users may not 

be finding expected results. 

Recommendations: 

● Promote key location information (“address,” “contact”) via sticky navigation or a 

footer CTA to reduce redundant searches. 

● Expand seasonal campaigns on high-demand terms like “Thanksgiving” and 

“Christmas” to capture intent earlier in the user journey. 
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Edelweiss Lodge and Resort 

Edelweiss Lodge and Resort experienced solid year-over-year growth in FY25, with 

increases across all major engagement and visibility metrics. Views reached 2,828,636 

(+5.3%), reflecting sustained interest in vacation planning and on-site experiences. 

Sessions rose to 1,158,595 (+15.3%), driven by strong first-time exploration and repeat 

visits. Audience reach expanded meaningfully, with Total Users climbing to 684,999 

(+13.5%) and New Users reaching 686,564 (+14.2%), indicating improved discoverability 

across search, referral partnerships, and email campaigns.  

An engagement rate of 57.08% (−7.6%) shows that users continue to navigate and interact 

with the content at consistently strong levels, even as audience size grows. The site 

maintained a healthy average session time of 3 minutes and 47 seconds (−5.7%), a 

typical pattern when higher volumes of fresh traffic arrive. 

Overall, FY25 reflects rising visibility, effective acquisition strategies, and stable 

engagement performance across the resort’s digital ecosystem.  

● Views: 2,828,636 (+5.3%) 

● Sessions: 1,158,595 (+15.3%) 

● Total Users: 684,999 (+13.5%) 

● New Users: 686,564 (+14.2%) 

Figure 7: Traffic trends across pages.  
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Top Pages 

Table 2: Top page paths sorted by total users. 
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Traffic Acquisition (Where Users Came From) 

This section details the key sources of traffic to the website, providing insights into user 

behavior and engagement across various channels. 

Organic Search           Figure 8: Pie Chart Traffic Source Breakdown  

Organic search traffic originates from users who 

discovered the site through search engines such as 

Google, Bing, and DuckDuckGo. Despite a slight 

decline in traffic, overall organic search remains 

strong. 

● Total Users: 212,228 

● Change YoY: +4.1 

Referral Traffic 

Referral traffic comes from users clicking links on 

external websites. Growth in referral traffic shows strong partnerships and effective 

external linking strategies, with notable contributions from military-affiliated sites. 

● Total Users: 197050, 

● Change YoY: +3.2% 

Direct Traffic 

Direct traffic includes users who typed the website URL directly into their browser or 

accessed it via a bookmark. A slight increase in this category shows steady direct 

engagement with the site. 

● Total Users: 153,174 

● Change YoY: +36.4% 

Email 

Email traffic comes from users who click links in newsletters, promotions, or automated 

messages sent through platforms like ActiveCampaign.  

● Total Users: 88351 

● Change YoY: +97.7% 
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Social Media 

X (formerly Twitter) remains the largest 

social contributor by a wide margin, driving 

673,941 total users (+2.9%) and 928,158 

sessions (+6.8%). Engagement stayed 

exceptionally strong at 83.05% (−0.6%), 

supported by frequent updates, event 

announcements, and consistent community 

interaction. 

Facebook showed the most dramatic growth 

year-over-year, generating 63,698 users 

(+128.8%) and 68,749 sessions (+128.1%). 

Despite the massive influx of activity, 

engagement dropped to 22.31% (−41.4%), a common pattern when viral reach or boosted 

visibility attracts large volumes of casual scrollers. 

Instagram continued its upward trend with 2,033 users (+93.3%) and 2,150 sessions 

(+97.1%), fueled by high-performing visual posts featuring resort scenery, dining, and 

seasonal experiences. Engagement remained solid at 47.58% (−13.5%), suggesting reliable 

intent from users who click through. 

YouTube traffic held steady with 100 users (+6.4%), though engagement is at 68.81% , 

reflecting moderate but consistent interest in video-based content.  
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User Demographics and Geographic Breakdown 

The United States remains the largest source of traffic, driven by military families, U.S. 

travelers, and returning guests planning European vacations. 

● Total Users: 474,293 (+22.5%) 

Germany represents the second-largest audience, with traffic remaining relatively stable 

despite a slight year-over-year decline. 

● Total Users: 151,506 (−3.3%) 

Italy contributed a growing segment of visitors, supported by increased interest in nearby 

travel and regional tourism. 

● Total Users: 19,278 (+12.3%) 

 

Heatmap  

Colors indicate user engagement: Dark color shows high engagement, light indicates lower 

engagement. 

Figure 10: Top Countries by User Traffic (from the map)  
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Top U.S. States by User Traffic 

Texas generated the highest traffic volume among U.S. states, reflecting strong interest 

from military communities and frequent travelers across the region. 

● Total Users: 50,312 (+35.4%) 

Virginia followed closely, supported by significant Department of Defense populations and 

steady demand for travel and lodging information. 

● Total Users: 48,860 (+26.4%) 

Florida contributed a substantial share of traffic, driven by seasonal travel planning and 

consistent engagement from returning visitors. 

● Total Users: 43,033 (+19.5%) 

California remained one of the largest U.S. markets, showing strong year-over-year growth 

from both military and leisure travelers. 

● Total Users: 41,105 (+30.7%) 

 

Heatmap  

Colors indicate user engagement: Dark color shows high engagement, light indicates lower 

engagement states. 

Figure 10: Top States by User Traffic (from the map)  
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Device Breakdown 

Mobile continues to be the dominant device category, accounting for the majority of site 

traffic. Growth in all device types indicates improved accessibility and engagement across 

platforms. 

● Mobile 

○ Total Users: 427,064 

○ Change YoY: +15.1 

● Desktop 

○ Total Users: 235,510 

○ Change YoY: +11.4% 

● Tablet 

○ Total Users: 15,350 

○ Change YoY: +17.1% 

Mobile’s strong increase reflects the continued importance of responsive design and quick 

load times, while desktop’s steady rise suggests ongoing use from work or travel planning 

environments. Tablet usage remains modest but is trending upward, indicating balanced 

engagement across multiple device types. 

Figure 11: Bar Graph of Device Categories by Percentage 
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Heatmaps and Engagement 

The heatmap images below illustrate how users interact with the Edelweiss Lodge and 

Resort home page. These visuals highlight where visitors are clicking, scrolling, and pausing, 

helping identify the strongest engagement zones and areas that may benefit from 

optimization. 

Top Engagement Areas 

Hero Section: 

 The primary hero image and headline (“A Peak Experience”) received the highest volume of 

clicks and hover activity. Users consistently interact with the main call-to-action button, 

indicating strong intent to explore packages or begin planning their stay. 

Discover Packages Section: 

The first two content cards directly beneath the hero, Discover Packages and European 

Escapes draw significant engagement. The visuals and prominent “Learn More” buttons 

encourage early exploration of trip options, itineraries, and curated experiences. 

Seasonal & Featured Experiences: 

Sections highlighting European Escape 2026, Wine & Dine Weekend, and Ski Europe show 

concentrated click activity. These modules attract users with compelling photography and 

value-driven messaging, reflecting strong interest in seasonal promotions and special 

events. 

Special Offers & Dining Features: 

The Special Offers row and the Dining & Summit previews receive evenly distributed 

engagement, signaling that visitors actively seek both lodging deals and on-property dining 

information. 

Moderate Engagement Areas 

Lower Mid-Page Experience Blocks: 

While users continue scrolling through experience-based modules (such as Christmas 
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Markets, Guided Tours, and 2025 Holidays), engagement gradually tapers. These sections 

receive moderate clicks but less sustained attention than the top-of-page features. 

Photo Gallery: 

The image grid near the bottom of the page receives light but focused interaction, with 

most activity centered on the top row of images. Users appear selectively curious about 

visual highlights but less inclined to explore deeper gallery content. 

Recommendations 

User interaction is strongest at the top of the page and gradually decreases as visitors 

scroll, following a classic engagement curve. The homepage effectively captures early 

interest with strong visuals and clear CTAs but could benefit from improved mid-page 

conversion opportunities. 

● Introduce a mid-page Booking CTA after the first 3–4 experience sections to 

recapture users as scroll depth increases. 

Strengthen linking within the experience modules by adding clearer sub-CTAs 

such as “View Dates,” “See Pricing,” or “Learn More About This Trip.” 

These improvements can help turn strong initial curiosity into deeper exploration and 

higher booking intent across the page. 
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Search  

User search activity on the ELR site reveals a strong focus on practical amenities and 

seasonal experiences. The high frequency of specific facility and service-related searches 

indicates that visitors are actively seeking on-site information rather than general browsing. 

● Total Searches: 16,21 

On average, users searched more than once, suggesting that most users didn't stop at a 

single query and often searched for additional resources. 

● Average Search Count per User: 2.07 

Top Search Themes 

1. Seasonal Experiences & Holiday Travel 

○ “Christmas Market” (240 searches, 98.01% engagement rate) is the top 

search, confirming exceptional interest in winter holiday travel and local 

cultural experiences. 

○ “Christmas” (209 searches, 92.17% engagement rate) underscores 

widespread interest in holiday programming. 

○ This demand supports featuring seasonal promotions earlier and more 

prominently on the homepage. 

2. Resort Packages & Signature Trips 

○ “European Escapes” (233 searches, 96.31% engagement) shows guests are 

actively exploring bundled vacation options. 

○ These high-intent searches indicate that package pages should maintain 

strong visibility within navigation and homepage modules. 

3. Guest Requirements & On-Site Policies 

○ “Eligibility” (215 searches, 94.12% engagement) demonstrates that many 

visitors rely on search to confirm who can book and stay at the resort. 

○ This suggests eligibility guidelines should be surfaced higher, perhaps via 

sticky header links or a simplified overview on key landing pages. 

4. Resort Amenities & Guest Services 

○ “Laundry” (212 searches, 98.44% engagement) reflects high demand for 

practical guest service information. 
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○ These queries show users want quick access to logistical details about their 

stay. 

Recommendations 

1. Improve access to high-demand content 

○ Surface “Eligibility” and basic stay requirements directly in the header or 

pre-header. 

○ Add a seasonal promotions band for Christmas Market, winter escapes, and 

holiday programming. 

2. Create a unified seasonal hub 

○ Consolidate holiday offerings (Christmas Market, winter packages, festive 

events) into one “Holiday Travel” landing page to reduce fragmented 

searches. 

3. Strengthen package visibility 

○ Move featured packages (European Escapes, weekend experiences, seasonal 

itineraries) higher on the homepage to match search intent. 

 

 

 

 

Confidential 2025 23 



 

Hale Koa Hotel 

Hale Koa experienced slight declines across major traffic and engagement metrics. Views 

reached 7.5 million (−7.2%), while Sessions decreased to 2,979,892 (−5.2%), indicating a 

small dip in total site activity compared to the previous year. Audience volume followed a 

similar pattern, with Total Users at 1,660,253 (−9.7%) and New Users at 1,634,248 (−9.9%), 

suggesting reduced first-time discovery and lighter visibility across acquisition channels. 

 

The site maintained a healthy average session time of 3 minutes and 35 seconds (−2.4%), 

and the engagement rate held at 56.37% (−1.8%), showing that visitors who did arrive 

continued to click, browse, and interact at strong baseline levels. These metrics indicate 

that while fewer users reached the site overall, those who did were still deeply engaged 

with travel planning content. 

● Views: 7,503,567 (−7.2%) 

● Sessions: 2,979,892 (−5.2%) 

● Total Users: 1,660,253 (−9.7%) 

● New Users: 1,634,248 (−9.9%) 

Figure 12: Traffic trends across pages.
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Top Pages 

Table 3: Top page paths sorted by total users. 
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Traffic Acquisition (Where Users Came From) 

This section details the key sources of traffic to the Army MWR website, providing insights 

into user behavior and engagement across various channels. 

Organic Search           Figure 13: Pie Chart Traffic Source Breakdown  

Organic search traffic originates from users 

who discovered the site through search 

engines such as Google, Bing, and 

DuckDuckGo. Despite a slight decline in traffic, 

overall organic search remains strong. 

● Total Users: 646,910 

● Change YoY: -6.5% 

Referral Traffic 

Referral traffic comes from users clicking links 

on external websites. Growth in referral traffic 

shows strong partnerships and effective external linking strategies, with notable 

contributions from military-affiliated sites. 

● Total Users: 495,796 

● Change YoY: -4.8% 

Direct Traffic 

Direct traffic includes users who typed the website URL directly into their browser or 

accessed it via a bookmark. A slight increase in this category shows steady direct 

engagement with the site. 

● Total Users: 464,218 

● Change YoY: -36.4% 
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Social Media 

Social media channels generated a combined 27,387 views this year, led by Facebook and a 

rapidly expanding presence on X (formerly Twitter). Overall performance reflects steady 

engagement across established platforms with notable growth in emerging ones. 

 Figure 14: Pie chart Social Traffic Breakdown  
Facebook continues to be the primary social 

traffic source, though overall reach declined this 

year. 

● Total Users: 14,233 

● Change YoY: −37.8% 

X (formerly Twitter) remains a strong performer, 

showing steady year-over-year growth and 

continued reliability for real-time updates and 

event-driven engagement. 

● Total Users: 7,513 

● Change YoY: +10.0% 

Instagram saw exceptional growth, with traffic increasing sharply as visual content gained 

strong traction among users. 

● Total Users: 5,295 

● Change YoY: +380.5% 

Reddit experienced the most dramatic percentage increase, driven by community mentions 

and improved visibility in travel or military-related discussions. 

● Total Users: 240 

● Change YoY: +1,614.3% 

 

 

Confidential 2025 27 



 

 

User Demographics and Geographic Breakdown 

Countries 

The United States remains the dominant traffic source, representing the core audience of 

military families, veterans, and travelers planning Hawaii visits. 

● Total Users: 1,594,681 

● Change YoY: −9.5% 

Japan continues to be the strongest international market, supported by Pacific-based 

service members and regional travelers. 

● Total Users: 15,223 

● Change YoY: +6.3% 

Canada contributed steady traffic volumes, though overall activity declined year-over-year 

across views and new visitors. 

● Total Users: 11,281 

● Change YoY: −23.1% 

Heatmap  

Colors indicate user engagement: dark blue color shows high engagement, light blue 

indicates lower engagement. 

Figure 15: Top Countries by User Traffic (from the map)  
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Top U.S. States by User Traffic 

Hawaii continues to drive the highest volume of user traffic, reflecting strong local 

engagement and on-island travel planning. 

● Total Users: 357,730 

● Change YoY: −17.5% 

California remains a major source of traffic, supported by a large military population and 

strong interest in Hawaii travel. 

● Total Users: 256,531 

● Change YoY: −9.3% 

Washington contributed significant activity, though overall traffic declined year over year. 

● Total Users: 116,118 

● Change YoY: −17.2% 

Heatmap  

Colors indicate user engagement: dark blue color shows high engagement, light blue 

indicates lower engagement. 

Figure 16: Top States by User Traffic (from the map)  
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Device Breakdown 

Mobile continues to be the dominant device category, driving the majority of user traffic 

despite a year-over-year decline. 

● Total Users: 1,000,567 

● Change YoY: −11.2% 

Desktop remains the second-largest traffic source, showing a moderate decrease while still 

supporting strong planning behaviors. 

● Total Users: 627,015 

● Change YoY: −7.1% 

Tablet usage declined significantly this year, contributing a smaller share of total visitors. 

● Total Users: 31,190 

● Change YoY: −20.1% 

Other device types make up a small portion of overall traffic and showed minimal 

year-over-year change. 

● Total Users: 14,000 

● Change YoY: −1.3% 

Figure 17: Bar Graph of Device Categories by Percentage 
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Heatmaps and Engagement 

The heatmap images below highlight how users interact with the Hale Koa homepage, 

showing where visitors click, scroll, and focus their attention. These insights reveal strong 

engagement at the top of the page, with interest tapering gradually as users move into 

deeper content sections. 

Top Engagement Areas 

Hero Section:The hero banner featuring “E Komo Mai – Welcome” receives the highest 

concentration of clicks and hover activity. Users frequently interact with the main 

call-to-action elements, confirming strong early interest in learning more about the resort 

and beginning the planning process. 

Thanksgiving & 50th Anniversary Promotions: The prominent seasonal and celebratory 

modules Thanksgiving 2025 and 50th Anniversary Room Special show concentrated click 

activity. Their strong visual design and clear CTAs attract visitors who are looking for timely 

promotions and event-driven offers. 

Accommodations & Dining Sections: These mid-page feature blocks draw heavy 

engagement, especially the Accommodations preview and the Dining teaser. Users 

frequently click through to room details and restaurant options, showing active intent to 

explore what staying at Hale Koa includes. 

Shows & Experiences: The “Shows & Experiences” section sees strong interactions, 

particularly on the luau imagery and the “Learn More” buttons. This confirms user interest 

in on-site entertainment and cultural programming. 

Moderate Engagement Areas 

Wellness Section: The Wellness module receives moderate engagement, with users 

viewing the pool imagery but clicking less often than higher-placed features. The interest is 

there, but the CTA placement and copy may be contributing to lower action rates. 
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Kalia Road Repair Project: This informational banner receives light interaction, indicating 

that users notice the content but engage with it only when necessary (e.g., trip planning 

logistics). 

Tile Cards at Lower Scroll Depth: Cards highlighting Renovation, History, and Employment 

Opportunities receive moderate to low activity. These pages are more informational and 

naturally attract fewer clicks from vacation planners. 

Photo Gallery: The image grid near the bottom of the page captures scattered clicks, 

primarily on the first few images. Engagement drops significantly as users enter the lower 

scroll zone. 

Video Embed: The large video section displays minimal interaction, suggesting low user 

intent to watch long-form content during initial browsing. 

Recommendations: 

User interaction is strongest in the top half of the page, then gradually decreases as visitors 

scroll a classic engagement pattern. The homepage effectively highlights key promotions 

and stay-related content but could benefit from added conversion cues and mid-page 

reinforcement. 

● Enhance promo modules with secondary CTAs like “View Dates,” “See All Offers,” 

or “Plan Your Holiday Stay.” 

These adjustments will help strengthen engagement beyond the hero section and improve 

conversion potential across the homepage. 
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Search 

User search behavior on the Hale Koa website shows strong, intent-driven activity focused 

on stay details, seasonal promotions, and core guest needs. Visitors consistently use the 

search tool to locate specific rooms, amenities, and special offers, indicating that search 

serves as a critical navigation shortcut rather than casual browsing. 

● Total Searches: 34,096 

On average, users searched more than once, suggesting that most users didn't stop at a 

single query and often searched for additional resources. 

● Average Search Count per User: 1.77 

Categorized Search 

Search trends across the Hale Koa site highlight several dominant themes: guest eligibility, 

accommodations, dining experiences, seasonal promotions, and logistical planning. 
1. Guest Eligibility & Required Information 

○ Common terms: eligibility, authorized patrons, ID card, dependents 

○ Interest in “eligibility” and related terms reflects one of the most important 

information needs for Hale Koa’s audience. 

○ Many visitors use search specifically to confirm whether they qualify to book 

a stay, showing a clear need for better visibility of eligibility details across the 

website. 

2. Accommodations & Room Types 

○ High-volume terms: rooms, suites, room rates, ocean view, availability 

○ Users frequently search for specific room configurations, rate details, and 

availability. 

○ High activity in accommodation-related queries indicates strong booking 

intent.  

3. Dining & Culinary Options 

○ Popular terms: dining, restaurants, Barefoot Bar, breakfast 

○ Searches show consistent interest in food & beverage options, underscoring 

the importance of dining to the overall guest experience. 

○ Many visitors use search to navigate directly to menus, hours, and venue 

details. 

 

Confidential 2025 34 



 

4. Seasonal Promotions & Events 

○ Notable terms: Thanksgiving, Christmas, New Year’s, holiday events 

○ Seasonal searches spike around the holidays, with users looking for dining 

specials, room promotions, and event schedules. 

○ These queries reveal that holiday programming is a major draw and should 

be prominently displayed during peak seasons. 

5. Shows & Experiences 

○ Common terms: luau, shows, entertainment, cultural events 

○ High-intent queries around cultural programming  especially the luau  

indicate that users are actively seeking experiential activities during their 

stay. 

6. Planning & Logistics 

○ Key terms: parking, shuttle, directions, check-in, amenities 

○ Visitors frequently use search to confirm operational details and logistical 

requirements. 

○ This suggests that key travel-planning information could be surfaced earlier 

in navigation or consolidated on a “Plan Your Stay” page. 

Recommendations 

1. Strengthen Eligibility Visibility 

● Place “Eligibility” in the sticky header or a top-level “Before You Book” menu 

item. 

● Add an at-a-glance eligibility summary on the homepage. 

2. Improve Accommodation Navigation 

● Provide clearer pathways from promo cards to room details. 

3. Feature Seasonal Content Prominently 

● Surface Thanksgiving, Christmas, and New Year’s events earlier during peak 

months. 

● Create permanent seasonal landing pages for recurring holiday experiences. 
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Shades Of Green 

Shades of Green experienced a modest year-over-year decline across most major traffic 

metrics, though overall user engagement remained strong and consistent. Views reached 

11,490,376 (–2.3%), with Sessions decreasing slightly to 4,359,586 (–2.0%), indicating a small 

dip in total browsing volume. Audience size followed a similar pattern: Total Users fell to 

2,340,044 (–2.8%), and New Users dropped to 2,315,214 (–2.6%), suggesting reduced 

first-time discovery and lighter visibility across acquisition channels. 

 

Despite these declines, the site continues to show healthy on-site interaction. The average 

session time rose to 03:53 (+1.4%), and the engagement rate held strong at 55.03% (–1.9%), 

reflecting meaningful interaction among visitors who do arrive.  

These patterns indicate that while fewer users reached the site overall, those who did were 

highly motivated especially around planning, ticketing, and stay logistics. 

Key Metrics 

● Views: 11,490,376 (–2.3%) 

● Sessions: 4,359,586 (–2.0%) 

● Total Users: 2,340,044 (–2.8%) 

● New Users: 2,315,214 (–2.6%) 

● Avg. Session Time: 03:53 (+1.4%) 

● Engagement Rate: 55.03% (–1.9%) 

Figure 18: Traffic trends across pages. 
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Top Pages 

Table 4: Top page paths sorted by total users. 
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Traffic Acquisition (Where Users Came From) 

This section details the key sources of traffic to the Army MWR website, providing insights 

into user behavior and engagement across various channels. 

Organic Search           Figure 19: Pie Chart Traffic Source Breakdown  

Organic search remains the largest traffic driver 

for Shades of Green, representing users who 

discovered the site through engines such as 

Google and Bing. This channel showed slight 

growth year-over-year, reflecting continued 

visibility around key planning topics like 

eligibility, tickets, and room information. 

● Total Users: 1,012,512 

● Change YoY: +1.4% 

Direct Traffic 

Direct traffic includes visitors who typed the URL into their browser or accessed a saved 

bookmark. This category declined this year, but still represents a significant portion of 

returning guests who already know the brand and frequently revisit high-intent pages. 

● Total Users: 707,815 

● Change YoY: −10.3% 

Referral Traffic 

Referral traffic comes from users clicking links on external websites. Shades of Green 

continues to benefit from strong partnerships with Disney resources, military community 

sites, and other travel-related platforms, though overall volume dipped slightly 

year-over-year. 

● Total Users: 596,264 

● Change YoY: −2.6% 

Email 

Email traffic comes from newsletters, promotions, and automated campaigns. Although 

email volume declined, it remains a reliable channel for reaching past guests and users 
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already familiar with the resort. 

 ● Total Users: 44,804 

 ● Change YoY: −9.5% 

 

Social Media 

Social media channels generated a combined 55,677 views this year, led by Facebook and a 

rapidly expanding presence on X (formerly Twitter). Overall performance reflects steady 

engagement across established platforms with notable growth in emerging ones. 

 Figure 20: Pie chart Social Traffic Breakdown  
Facebook continued to lead all platforms, 

generating 37,210 users and accounting for the 

majority of social-driven traffic (+171.9%). 

Consistent event promotion and 

community-driven posts helped sustain visibility 

despite ongoing algorithm changes. 

X (formerly Twitter) showed steady 

performance with 11,445 users (+5.6%), 

remaining a reliable channel for real-time 

updates and announcements. 

Instagram saw strong growth, rising 191% year-over-year with 3,376 users, driven by 

photo-centric posts highlighting resort amenities, dining, and leisure experiences. 

Reddit, while smaller in volume, increased sharply (+1,200%), suggesting improved content 

discovery or mentions within community discussions. 
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User Demographics and Geographic Breakdown 

Countries 

The United States continues to be the dominant traffic source by a wide margin, reflecting 

the core audience of U.S. military families, veterans, and domestic travelers planning stays. 

While overall volume dipped slightly, engagement remained stable. 

● Total Users: 2,289,818 (–2.1%) 

Puerto Rico saw modest growth, with increases across views, users, and engagement 

suggesting stronger discovery and more consistent browsing behavior. 

● Total Users: 7,470 (+5.0%) 

Germany delivered steady international interest despite a year-over-year decline, indicating 

that European-based service members and travelers remain a reliable audience segment. 

● Total Users: 8,282 (–14.8%) 

 

Heatmap  

Colors indicate user engagement: green color shows high engagement, light green 

indicates lower engagement. 

Figure 21: Top Countries by User Traffic (from the map)  
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Top U.S. States by User Traffic 

Florida continues to generate the highest volume of traffic, reflecting strong local 

engagement and consistent interest from military families and visitors planning on-island 

travel. While views dipped, overall user volume still grew slightly. 

● Total Users: 714,330 (+1.4%) 

Texas remained one of the leading contributors, supported by large military populations 

and steady demand for travel information. Engagement also rose year-over-year. 

● Total Users: 171,836 (–4.2%) 

Georgia delivered sustained activity despite declines across views and sessions, with users 

continuing to explore recreation and travel planning content. 

● Total Users: 182,771 (–13.2%) 

Virginia held stable traffic levels, driven by DoD communities and frequent travelers, 

though overall activity declined modestly. 

● Total Users: 181,020 (–4.8%) 

 

Heatmap  

Colors indicate user engagement: Dark color shows high engagement, light indicates lower 

engagement states. 

Figure 22: Top States by User Traffic (from the map)  
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Device Breakdown 

Mobile continues to be the dominant device category, accounting for the majority of site 

traffic. Growth in all device types indicates improved accessibility and engagement across 

platforms. 

● Mobile 

○ Total Users: 1,585,686 

○ Change YoY: −4.7% 

● Desktop 

○ Total Users: 737,608 

○  Change YoY: +2.9% 

● Tablet 

○ Total Users: 32,458 

○  Change YoY: −16.1% 

Figure 23: Bar Graph of Device Categories by Percentage 

 

Heatmaps and Engagement 

The heatmap analysis of the Shades of Green homepage shows strong engagement 

patterns concentrated at the top of the page, with interaction gradually tapering as users 

scroll through deeper content. Overall behavior mirrors the typical engagement curve 
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observed across other AFRC resort sites: high-intent users focus first on trip-planning 

essentials and visually rich content before moving into supporting information such as 

dining, wellness, and history. 

Top Engagement Areas 

Hero Section: The hero banner at the top of the page receives the highest concentration of 

clicks and cursor activity. Visitors consistently engage with the prominent imagery and 

introductory messaging, confirming that users arrive ready to explore resort offerings or 

begin planning their stay. 

Event Calendar & Seasonal Highlights: The “2025 October Event Calendar” module 

attracts notable attention, especially from guests seeking up-to-date activities, event 

schedules, and park-related happenings. Seasonal content continues to be a strong driver 

of early engagement. 

Experiences & Park Tickets: The Experiences & Park Tickets sectionfeaturing attraction 

graphics and ticket informationshows dense click activity. This confirms high user intent 

around ticket pricing, park planning, and bundled offerings related to Disney and Universal 

Studios. 

Accommodations: The Accommodations module displays strong engagement on both the 

room imagery and the associated “Learn More” button. Users frequently click through to 

view room types, amenities, and booking details. 

Dining: Dining content receives steady interest from visitors seeking menus, hours, and 

dining options during their stay. The hero-style food photography helps draw clicks to the 

Dining page. 

Moderate Engagement Areas 

Wellness: The Wellness section receives moderate engagement. Users hover and scroll 

through the content but click less frequently than in higher-level trip-planning sections. This 

suggests interest but lower immediate intent. 
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History Section: The History module sees light to moderate engagement. Visitors scroll 

through this content but interact at a lower rate, indicating that informational and historical 

context is secondary to planning-focused needs. 

Photo Gallery: The gallery grid shows scattered engagement, concentrated mostly in the 

top row. Users click selectively on images that capture their attention but do not 

extensively engage with the gallery as a whole. 

Special Offers: Special Offers receive modest engagement compared to the 

higher-performing ticketing and accommodation sections. Users tend to click on seasonal 

or visually compelling offers but scroll past others. 

Ticket Request Form:  The Ticket Request Form module toward the bottom of the page 

receives limited direct interaction, likely due to scroll depth and the prominence of earlier 

ticketing pathways higher on the page. 

Recommendations 

Shades of Green’s homepage successfully captures early user attention with strong visuals 

and clear pathways to high-intent content. To improve mid-page engagement and support 

deeper exploration: 

● Highlight key seasonal content earlier, especially during peak travel periods or 

special ticket promotions. 

● Strengthen internal linking in moderate-engagement areas (Wellness, History, 

Special Offers) with clearer action prompts such as “See All Offers” or “Explore 

Wellness Services.” 
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Search 
User search behavior on the Shades of Green website shows strong, intent-driven activity 

centered on transportation, ticketing, room logistics, and park planning. The volume and 

consistency of these queries indicate that search is a critical navigation shortcut for guests 

planning detailed aspects of their stay. Visitors frequently rely on the search tool to locate 

specific operational information quickly, reflecting a high-intent audience already 

committed to building itineraries or confirming stay requirements. 

● Total Searches: 57,793 

● Average Search Count per User: 1.83 

Categorized Search 

Search trends for Shades of Green fall into several dominant themes: transportation and 

bus schedules, ticketing and theme-park access, guest services, eligibility, and basic stay 

logistics. High search engagement rates across nearly all terms (most above 94%) indicate 

that users are finding relevant results and using search as a direct pathway to 

action-oriented pages. 

1. Transportation & Bus Schedules: Transportation emerged as the most 

high-demand category, reflecting Shades of Green’s unique role in Orlando’s 

theme-park ecosystem. 

● “bus schedule”  2,241 searches (97.49% engagement) 

● “bus”  1,404 searches (97.49%) 

● “bus schedules”  477 searches (95.65%) 

● “shuttle”  375 searches (94.59%) 

● “transportation”  436 searches (94.3%) 

These queries reveal that visitors heavily depend on Shades of Green for reliable, 

up-to-date transportation details for Disney and Universal parks. The extremely high 

engagement rates confirm strong relevance and user satisfaction with the results. 

2. Theme-Park Tickets & Planning: Ticketing remains one of the strongest intent 

categories, with users seeking direct access to Disney and Universal-related content. 

● “tickets”  862 searches (96.53%) 
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● “disneyland”  667 (97.13%) 

● “universal”  641 (97.5%) 

● “magic your way”  424 (95.71%) 

● “disney tickets”  287 (99.19%) 

● “memory maker”  372 (98.6%) 

● “epcot”  335 (95.65%) 

● “disney world”  234 (97.22%) 

● “universal studios”  286 (96.2%) 

The exceptionally high engagement across these terms signals clear booking intent and 

heavy reliance on Shades of Green to support full vacation planning. 

3. Guest Services & Amenities: Many users search directly for practical, on-property 

services. 

● “laundry”  840 (94.95%) 

● “pool”  369 (96.94%) 

● “spa”  336 (98.04%) 

● “breakfast”  429 (92.63%) 

● “room service”  224 (98.01%) 

These searches confirm active interest in amenities that support comfort and convenience 

during a stay. 

4. Navigation & Wayfinding: Visitors often use search to find basic details: 

● “map”  747 (96.1%) 

● “parking”  672 (94.75%) 

● “check in”  359 (95.77%) 

● “check in time”  328 (96.5%) 

● “check out”  269 (94.33%) 

● “sign in” / “login”  267 & 246 (~96%) 

These patterns demonstrate that essential trip-planning information should remain easy to 

find and prominently linked within navigation. 

5.  Eligibility & Required Patron Information: As with all AFRC properties, eligibility 

remains a top priority for first-time and returning guests. 

● “military”  253 (96.46%) 
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● “reservation”  258 (95.39%) 

● “reservations”  312 (94.21%) 

● “ID card”–related themes (multiple variants grouped) 

Eligibility and authorization-based queries reflect users confirming whether they qualify to 

book and which IDs or credentials are required. 

Recommendations 

● Surface transportation links (bus schedule, shuttle, parking) earlier on the 

homepage, as they account for the highest search volume and are essential to user 

planning. 

● Feature ticketing pathways more prominently above the fold during peak travel 

months, leveraging extremely high engagement on Disney and Universal-related 

terms. 

● Elevate “Check In / Check Out / Parking / Map” items into the sticky header or 

a universal footer utility bar to reduce wayfinding queries. 
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