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Howmany new pages of content did installations

create last quarter?

Web managers have created a total of 362 new pages on EPW in the last quarter. It's

important to note that the total excludes data from the EPW Page Report, calendar events,

and directory pages.

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

High Interest in Leisure and Entertainment:

● Disney: Leading the search terms with 447 searches, "Disney" reflects significant

interest in Disney-related activities, tickets, and events.

● Golf and Pool: With 428 and 418 searches respectively, these terms indicate a strong

preference for outdoor and recreational activities.

Demand for Tickets and Rentals:

● Tickets: There were 351 searches for tickets, indicating substantial demand for

booking services for various events.

● Rentals: Combining searches for Rentals (332), Rental (325), Boat Rental (140), RV

Rental (156), and Equipment Rental (81), there is a total of over 1,034 searches. This

suggests a high demand for rental services for leisure activities.

Seasonal Activities:

● Summer Camp and Camping: Terms like Summer Camp (224) and Camping (191)

suggest seasonal trends, with families planning for summer activities.

Engagement Implications

1. Targeted Marketing:

○ High search volumes for "Disney," "Golf," and "Pool" suggest that targeted

marketing campaigns around these themes could drive substantial

engagement.

2. Seasonal Promotions:

○ Seasonal terms like "Summer Camp" and "Camping" should be leveraged for

timely promotions and event planning.

3. Rental Services Optimization:

○ Given the high demand for various rental services, optimizing the availability

and ease of booking these services could enhance user satisfaction and

engagement.

Conclusion
This analysis of search terms shows a diverse range of interests with a significant emphasis

on leisure, family-oriented activities, and seasonal planning. These insights indicate

potential areas for focused marketing and service improvements to better meet the needs

and interests of the Army MWR community.
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Outdoor Recreation

The Recreational Lodging program pages have experienced declines in site traffic and user

engagement. Total users for the Recreational Lodging program pages reached 204,347,

marking a 6.2% decrease year-over-year. New users saw a decline to 138,035, reflecting a

6.7% decrease, indicating challenges in attracting new audiences.

The engagement rate for the Recreational Lodging pages impressively jumped by 40.1% to

74%, suggesting that the content is highly engaging and resonates well with the existing

audience.

● 24,881 Clicks on links to make a reservation or find more information

● 100,786 Downloads of a map or price guides

Table 2: Most Popular Link Clicks Table 3: Most Popular Downloads
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WebTrac Engagement Overview

The WebTrac dashboard shows a total of 43,542 WebTrac clicks on pages, indicating a

substantial user interaction with the booking and reservation system. This metric is crucial

for understanding the demand for MWR services and identifying which offerings are most

popular among users.
Table 4: The top installations generating the highest number of WebTrac link clicks
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Golf

The implementation of new pages and content strategies at Fort Carson and West Point

has significantly contributed to the steady growth in site traffic and user engagement for

the Golf program.
Figure 1: Sidebar Menus of content organization

The Golf program pages have experienced steady increase in site traffic and user

engagement. Total users for the Golf program pages reached 144,961, marking a 1.0%

increase year-over-year. New users saw a slight rise to 119,996, reflecting a 0.8% increase,

indicating effective outreach and sustained interest in the Golf program. This growth in new

users suggests successful engagement strategies targeting both new and returning

audiences.

The engagement rate for the Golf pages impressively jumped by 19.6% to 67%, suggesting

that the content is highly engaging and resonates well with the audience.
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Table 5: The top installations generating the highest number of clicks to book a t time

Recommendations for Other Golf Courses

1. Based on the success observed at Fort Carson and West Point, it is recommended

that other golf courses implement similar strategies to drive growth in site traffic

and user engagement.

Figure 2: Westpoint Golf Program Page
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American Forces Travel

The American Forces Travel (AFT) program pages have seen a rise in site traffic and user

engagement. Total users for the AFT program pages reached 7,544, although this marks a

slight decrease of 1.7% year-over-year. New users saw a modest rise to 2,217, reflecting a

7.6% increase, indicating successful outreach and sustained interest in the program. This

growth in new users demonstrates the effectiveness of campaigns in maintaining a broad

audience reach.

The engagement rate for the AFT pages impressively jumped by 351.9% to 83%, suggesting

that the content is highly engaging and resonates well with the audience.

Table 6: Top installations with the highest number of link clicks on pages

Table 7: Top Search Terms by Search Volume
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Arts & Crafts

Total users for the Arts & Crafts program pages reached 28,392, marking a slight decrease

of .04% year-over-year. Users saw a modest rise to 17,843, reflecting a 2.4% increase,

indicating successful outreach and sustained interest in arts and crafts activities. This

uptick in users suggests effective marketing and increased engagement with the target

audience.

The engagement rate for the Arts & Crafts pages impressively jumped by 60.8% to 64%.

Table 8: Top installations sorted by total users

Table 9: Top Search Terms by Search Volume
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Auto Skills

The Auto Skills program pages have seen substantial growth in site traffic and user

engagement. Total users for the Auto Skills program pages reached 61,617, marking a 5.7%

increase year-over-year. New users saw a rise to 44,120, reflecting a 9.1% boost, indicating

successful outreach and heightened interest in the program. This surge in new users

demonstrates the effectiveness of campaigns in attracting a broader audience.

The engagement rate for the Auto Skills pages impressively jumped by 28.0% to 59%,

suggesting that the content is highly engaging and resonates well with the audience.

Table 10: Top Search Terms by Search Volume
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Better Opportunities for Single Soldiers (BOSS)

The BOSS program pages have experienced substantial growth in site traffic and user

engagement. Total users for the BOSS program pages reached 20,146, marking a 6.1%

increase year-over-year. New users saw a rise to 9,810, reflecting a 5.9% increase,

indicating successful outreach and sustained interest in the BOSS program. This growth in

new users demonstrates the program's effectiveness in attracting and engaging its target

audience.

The engagement rate for the BOSS pages impressively jumped by 100.2% to 68%,

suggesting that the content is highly engaging and resonates well with the audience.

Table 11: Top installations sorted by total users

Table 9: Top Search Terms by Search Volume
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Food and Beverage

The Food and Beverage program pages have experienced notable engagement despite

slight decreases in overall metrics. Total users for the Food and Beverage program pages

reached 490,656, marking a 2.6% decrease year-over-year. New users saw a decline to

343,207, reflecting a 4.7% decrease, suggesting some challenges in attracting new

audiences.

The engagement rate for the Food and Beverage pages impressively jumped by 35.4% to

66%, indicating that the content remains highly engaging and resonates well with the

existing audience.

The "Chow Now" link clicks, which have surged from 8,781 to 12,025 year over year,

marking a pronounced +36.94% increase. This significant uptick underscores an expanding

interest in MWR's online food ordering capabilities.
Table 12: Top Army Installations by Number of Chow Now Order Clicks
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Leisure Travel (LTS)

Total users for the Leisure Travel program pages reached 200,161, marking a 3.0%

decrease year-over-year. New users saw a decline to 117,082, reflecting a 2.6% decrease,

indicating some challenges in attracting new audiences.

The engagement rate for the Leisure Travel pages impressively jumped by 51.8% to 75%.

The increase in engagement rate suggests that users are finding the content more relevant

and engaging, pointing towards effective content strategies.

Table 13: Comprehensive Downloads of Pricing Lists

Table 14: Top Search Terms by Search Volume
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Libraries

The Libraries program pages have experienced steady growth in site traffic and user

engagement. Total users for the Libraries program pages reached 47,515, marking a 7.2%

increase year-over-year. New users saw a rise to 29,258, reflecting a 2.4% increase,

indicating successful outreach and sustained interest in the Libraries program. This growth

in new users suggests effective marketing and engagement strategies targeting new

audiences.

The engagement rate for the Libraries pages impressively jumped by 29.2% to 63%,

suggesting that the content is highly engaging and resonates well with the audience.

Table 15: Top Link Clicks
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Summer Reading Program

The Summer Reading program has experienced a prominent increase in several key

metrics. New users have surged to 5,552, marking a 43.3% increase. Total views have risen

to 19,908, reflecting a 28.1% increase, and total sessions have seen an uptick to 16,370, up

by 25.9%. These increases indicate a notable enhancement in site traffic and user

engagement.

The engagement rate has dramatically improved to 66%, a major increase of 135.3%. Total

users have grown to 11,981, up by 22.6%.

● The main Army MWR website is the top source of traffic.

● 338,369 Stripe Impressions
Figure 3: Stripe Impression Trends
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Recommendations:

1. Update the Sweepstakes Page for 2024:

○ Revise the content on the current sweepstakes page to reflect the 2024

Summer Reading program. Ensure all dates, rules, and relevant information

are up-to-date. This will ensure that users have accurate and current

information, enhancing their trust and participation in the program.
Figure 4: Summer Reading Sweepstakes page

2. Create a Dedicated Prizes Page:

○ Action: Develop a new page specifically for listing the prizes available in the

2024 Summer Reading sweepstakes. Include detailed descriptions, images,

and eligibility criteria for each prize. Providing clear and enticing information

about the prizes will motivate more users to participate actively. It will also

reduce any confusion regarding what they can win, thus improving overall

engagement and satisfaction.
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Figure 5: Example of menu with prizes added

These enhancements will likely contribute to sustaining the growth in new users and

sessions, as well as potentially increasing the average session duration as users spend

more time exploring the prizes and understanding the sweepstakes rules.

Matomo’s Visits Log Report

The Visits Log is a tool that allows you to see all the visits on your site, and browse through

these visits to check on individual user sessions. It is useful to browse individual user

sessions on your site and understand what your visitors were looking for, whether they

found an answer, or to see which pages they looked at before converting your Goals.

The common elements in the "Summer Reading Program" user journeys
are:

Users typically navigate from the "Library Summer Reading Program" to account

registration or other library services, suggesting a logical flow in their search for

information and services.

Subsequent Pages:

● After visiting the "Library Summer Reading Program" page, users also explore other

related services such as:

○ MWR Libraries page

○ Beanstack

○ Account Registration for the library

○ Contact information for Army MWR
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○ Information on eligible patrons for MWR services

● This shows that users are not only interested in the reading program but are also

looking for broader library services and registration information.

Additional Services:

● Users who visit the "Library Summer Reading Program" page also show interest in

other MWR services, such as:

○ Military Camping and RV Parks

○ Armed Forces Resorts

○ Intramural Sports

● This indicates that users have a diverse range of interests within the MWR offerings,

and parents are looking at extending beyond just the library services.

Figure 6: Detailed User Journey

Figure 7: Detailed User Journey
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Figure 8: Detailed User Journey
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Sports and Fitness

Aquatics

The Aquatics program pages have seen substantial growth in site traffic and user

engagement. Total users for the Aquatics program pages reached 113,451, marking an

8.4% increase year-over-year. New users saw a rise to 70,474, reflecting an 11.8% increase,

indicating successful outreach and growing interest in the Aquatics program. This surge in

new users demonstrates the program's effectiveness in attracting and engaging its target

audience.

The engagement rate for the Aquatics pages impressively jumped by 57.0% to 61%,

suggesting that the content is highly engaging and resonates well with the audience.

Table 16: Top Search Terms by Search Volume

All Army Sports
The new All Army Sports program pages have significantly contributed to the growth in site

traffic and user engagement. The revamped pages have played a crucial role in attracting a

larger audience and enhancing their interaction with the content.

Total users for the All Army Sports program pages reached 10,969, marking a 15.0%

increase year-over-year. This substantial growth indicates that the updates and

Confidential 2024 19



improvements made to the pages have successfully drawn more visitors, showcasing the

program’s continued relevance and effectiveness.

The engagement rate for the All Army Sports pages impressively jumped by 34.1% to 69%,

suggesting that the new content is highly engaging and resonates well with the audience.

The increased engagement rate highlights the success of the new pages in keeping visitors

interested and involved with the program.

● 1274 Athletes clicked on a link to start an application

Table 17: Link clicks to start an application

Table 18: Top Search Terms by Search Volume

Bowling
The Bowling program pages have seen varied trends in site traffic and user engagement.

Total users for the Bowling program pages reached 56,167, marking a slight decrease of
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2.5% year-over-year. New users saw a decline to 37,524, reflecting a 7.7% decrease,

indicating some challenges in attracting new audiences.

The overall engagement rate for the Bowling pages jumped by 34.2% to 63%, suggesting

that the content is highly engaging and resonates well with the existing audience.

Table 19: Top Search Terms by Search Volume

Fitness Centers

The Fitness Centers program pages have experienced some declines in site traffic and user

engagement. Total users for the Fitness Centers program pages reached 92,920, marking a

6.1% decrease year-over-year. New users saw a decline to 61,674, reflecting an 8.1%

decrease, indicating challenges in attracting new audiences.

The engagement rate for the Fitness Centers pages jumped by 41.5% to 64%, suggesting

that the content is highly engaging and resonates well with the existing audience.

● 22,645 People downloaded a location map, or schedule for fitness classes
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Table 20: Downloads Report for Fitness Center Resources

Table 21: Top Search Terms by Search Volume
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Intramural Sports

The Intramural Sports program pages have seen varied trends in site traffic and user

engagement. Total users for the Intramural Sports program pages reached 5,744,

indicating active interest and interaction with the site. New users saw an engagement,

reflecting a growing interest in the Intramural Sports program.

The engagement rate for the Intramural Sports pages remains high, suggesting that the

content is highly engaging and resonates well with the audience.

Table 22: Top Search Terms by Search Volume
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STRONG B.A.N.D.S.

The STRONG B.A.N.D.S. program pages have experienced mixed trends in site traffic and

user engagement. Total users for the STRONG B.A.N.D.S. program pages reached 4,410,

marking a 12.2% decrease year-over-year. New users saw a significant increase to 1,567,

reflecting a 45.4% rise, indicating successful outreach and heightened interest among new

audiences.

The engagement rate for the STRONG B.A.N.D.S. pages impressively jumped by 386.7% to

72%, suggesting that the content is highly engaging and resonates well with the audience.

● Last Quarter there were 41,422 Stripe Impressions

● 441 Link clicks to fitness content

Table 23: Content Engagement Metrics
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Table 24: Top Search Terms by Search Volume

Matomo’s Visits Log Report

The Visits Log is a tool that allows you to see all the visits on your site, and browse through

these visits to check on individual user sessions. It is useful to browse individual user

sessions on your site and understand what your visitors were looking for, whether they

found an answer, or to see which pages they looked at before converting your Goals.
Figure 9: Detailed User Journey

Figure 10: Detailed User Journey
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Figure 11: Detailed User Journey
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Figure 12: Detailed User Journey

The common elements in the "STRONG B.A.N.D.S." user journeys are:
Common Elements in User Journeys:

1. Consistent Entry Points:

○ Users frequently enter through the main U.S. Army Family and Morale

Welfare and Recreation (MWR) page.

○ Another common entry is through direct links to the "STRONG B.A.N.D.S."

program.

2. Frequent Actions:

○ Users often navigate multiple sub-pages related to "STRONG B.A.N.D.S." such

as Strength, Activity, and Nutrition sections.
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○ There are frequent interactions with pages offering additional fitness and

wellness information.

3. Diverse Referral Sources:

○ Users come from various referral sources, including Google, specific military

community pages, and directly typed URLs.

4. Extended Engagement:

○ Users often engage in multiple actions within a single session, indicating a

deep interest in exploring the program comprehensively.

○ Sessions typically involve viewing related programs and services, suggesting a

holistic approach to fitness and wellness.

Army Ten Miler (ATM)

The Army Ten Miler program pages have experienced varied trends in site traffic and user

engagement. Total users for the Army Ten Miler program pages reached 58,783, marking a

slight 1.0% increase year-over-year. New users saw a moderate rise to 56,761, reflecting a

4.1% increase, indicating effective outreach and sustained interest in the event.

The engagement rate for the Army Ten Miler pages decreased by 13.2% to 44%, suggesting

that while more users are visiting the site, the content may need further optimization to

keep them engaged.

World Class Athlete Program (WCAP)

The World Class Athlete Program (WCAP) pages have experienced significant growth in site

traffic and user engagement. Total users for the WCAP program pages reached 22,914,

marking a 40.2% increase year-over-year. New users saw a substantial rise to 22,637,

reflecting a 41.4% increase, indicating highly successful outreach and growing interest in

the program. This surge in new users demonstrates the effectiveness of campaigns in

attracting a broader audience.

The engagement rate for the WCAP pages slightly decreased by 2.8% to 59%, suggesting

room for improvement in content engagement. Organic search was the leading source of

traffic, contributing 16,980 users, followed by direct traffic with 3,842 users. Referral traffic

added 1,333 users, while organic social channels brought in 745 users, and unassigned
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sources contributed 157 users. The increase in overall traffic metrics underscores the

effectiveness of the content and promotional strategies.

Matomo’s Visits Log Report

The Visits Log is a tool that allows you to see all the visits on your site, and browse through

these visits to check on individual user sessions. It is useful to browse individual user

sessions on your site and understand what your visitors were looking for, whether they

found an answer, or to see which pages they looked at before converting your Goals.
Figure 13: Detailed User Journey
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Figure 14: Detailed User Journey

Figure 15: Detailed User Journey
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