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1 Introduction 

Hitwise, a division of Connexity, is the online measurement service that enables digital marketers to reach, acquire and 

retain profitable customer segments by providing in-depth insights into online consumer behavior. 

Hitwise has clients across multiple industry sectors including retail, travel, financial services, advertising, media, 

manufacturing, technology and pharmaceuticals. Our clients rely on Hitwise products and services to improve the impact 

and financial success of their digital marketing campaigns. 

Drawing on a vast sample of Internet users sourced from a range of data providers, combined with unique offline lifestyle 

and life stage data, Hitwise provides up-to-date and reliable information about who consumers are and what they do 

online. 

The large and diverse Hitwise sample is cleansed and weighted using industry standard and proprietary algorithms to 

accurately represent the online populations of users and Internet traffic. 

Our unique, integrated approach involves the collection of data from several sources: large Internet user panels, 

individual websites and other third-party data. As of March 2015, Hitwise has added additional large-scale user panel 

data to its sample, which has significantly increased the overall size of the sample. Historically, data has also been 

sourced from Internet Service Providers (ISPs), but due to the limitations of this type of data when it comes to capturing 

secure traffic, mobile traffic and user-centric data, Hitwise has phased out ISP data from its sample later in 2015 across 

all major markets (Australia, United Kingdom and United States). 

Hitwise collects data from a wide range of user panels with different types of audiences, and then uses site-centric data 

from individual websites and third-party data to calibrate and validate the sample. Altogether, the sample provides 

reliable, representative and timely consumer intelligence, allowing Hitwise to report on and trend more sites, more 

frequently, and with greater accuracy than other solutions in the market. Clients can use Hitwise data to gain actionable 

insights into online consumer behaviors from an industry-wide level down to niche, custom audiences. 

Hitwise enhances insights from our online consumer sample with demographic, attitudinal, life stage, and device data. 

Insights into consumers’ online behaviors are offered through a range of reports that allow clients to understand who 

their consumers are and what they do online. Hitwise reports offer the ability to compare levels of traffic to different sites, 

explore the paths followed by consumers as they navigate among websites, describe the demographic characteristics of 

consumers visiting websites, understand the ways that search brings consumers to sites and determine the proportion of 

mobile traffic to websites. 

Hitwise capabilities are backed by our experienced, professional client support and account management team. Our 

teams work with clients to address online marketing challenges and provide proactive support to help clients know what 

is driving competitor success online and to proactively respond to changing consumer behavior and trends. 

This descriptive paper details the Hitwise methodology. The paper’s organization follows the natural order of the 

methodology. We begin with data collection then review the processes Hitwise follows for cleansing, weighting and 

scaling the data. Finally, we look at the metrics available for reporting on the data. 

 

2 Data Collection 

The data sample is the most important factor determining the quality of any market research. The sample is the 

foundation on which everything is built. The Hitwise sample size and selection process provides richness and depth in 

our reporting that allows us to provide detailed information about sites visited and critical contextual information about 

how each visit to any website fits into a broader pattern of behaviors by different kinds of users. 



 

3 

 

The keys to a good sample are representativeness and size. Samples that are narrowly drawn from an individual 

segment of the population miss the range and variety of the population and can produce a biased picture. A broadly 

based sample provides a more accurate picture. 

Samples are like evidence – the more evidence you collect, the more you can rely on the conclusions. Reliability is 

distinct from accuracy; reliability refers to the stability of survey metrics over time, while accuracy is about the accuracy 

or validity of the estimates. Reliability depends on several factors, however, among them sample size is crucial. 

The Hitwise sample, drawing from a large and diverse range of user panels with full visibility of secure traffic and mobile 

browsing data, is designed to provide both accuracy and reliability: 

 Accurate representation of the Internet population through a broadly based sample that includes a balanced 

selection of the complete range of Internet users, modes and means of access and websites; and 

 Reliable outcome measures through a very large sample size and rigorous processing procedures. 

Usage data from large-scale Internet user panels allows Hitwise to accurately report information on hundreds of 

thousands of websites across over 170 industries. This dataset provides a detailed view of online consumer usage within 

key industries, including insights into the way consumers browse the web from mobile devices. 

 

3 Large Internet User Panels 

Internet user panels consist of users who agree to have their Internet usage anonymously monitored as part of the terms 

and conditions for use of various software programs or Internet tools. These software programs range from free toolbars 

or other Internet tools offering services such as enhanced search experiences, to mobile apps and anti-virus software. 

This range of user panels have millions of users from a diverse cross-section of the Internet user population ensuring 

that the Hitwise dataset is highly representative of all online users, including those who access the Internet via mobile 

devices. 

Collecting data from user panels has become increasingly important as more and more websites adopt secure protocols. 

Unlike ISP data, panel data allows Hitwise full visibility of traffic to secure websites. Similarly, data sourced from mobile 

panels gives us access to mobile browsing data, which is increasingly essential to online intelligence as the number of 

users accessing the Internet via mobile devices continues to grow. 

The analysis of panel data has to generate a simplified representation of a call to a web page out of the large amount of 

detailed traffic that includes requests for page elements, third-party advertising content and any Personally Identifiable 

Information (PII). That simplified data, known as raw logs, includes information about the domain, an anonymized user 

identifier and timestamp. Raw logs may also hold additional information such as referrer, HTTP status codes and device 

type. 

 

4 Individual Site Data 

Hitwise also uses data that directly measures activity on individual websites. This data comes from utilities such as 

Google Analytics set up by site owners and shared with Hitwise through a number of data partnership programs. Hitwise 

has access to such site-centric data from a broad range of sites in each market. 
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HTTPS and the Hitwise sample 

From early in the history of the Internet, some website owners protected communications with users by 

encrypting the information passing between their site and the user. Protected communications are indicated on 

the browser by preceding the URL with ‘HTTPS’; the ‘S’ indicates secure. 

Recently, the number of sites going secure has accelerated rapidly as implementing secure protocols has 

become easier and the demand from users has increased. 

Details about the traffic to secure sites are no longer available to be reported on in data sourced from ISPs. 

Instead of the full URL, which identifies the site and can include information such as specific pages visited, 

search terms driving users to the site or where the user came from, all that remains is the IP address (e.g. 

132.15.87.45). 

Fortunately, the data Hitwise receives from its panel partners is largely unaffected because panels collect data 

before it is encrypted. Over the past two years, Hitwise has significantly increased the amount of panel data in 

its sample to ensure that secure traffic is captured. 

Site-centric data plays an essential role in validating and calibrating our sample estimates. Such data can be used to 

check the accuracy of our reported values and where needed to rescale sample estimate to match the real world Internet 

values represented by individual sites. 

 

5 Other Third-Party Data 

Third-party data also comprises an important part of the Hitwise data methodology. Third-party data is used to 

supplement the user information collected from data partners, for user and channel weighting, and for validation of 

collected search term information. 

Data sourced from consumer panels often does not contain demographic information on the users who make up these 

panels. It is possible to replace some high-level demographic information using third-party providers who match against 

visit information. Some state-level geographical information is also provided by Maxmind (a third-party provider). Data 

from industry standard segmentation systems such as Mosaic and FSS are incorporated into the incoming data and offer 

a lifestyle perspective on web behaviors. Other, third-party data sources provide further demographic information such 

as user location. 
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Consumer Privacy 

Consumer privacy and data protection is always a primary concern for Hitwise. Hitwise excludes all personally 

identifiable information during the initial analysis of data, removing the ability to identify any single individual or 

user in the data sample. When secure web requests are analyzed during the data collection process, the 

private contents of the SSL session are fully protected and only the URL of the web page is processed. 

Where user information is imputed into the Hitwise data, it is always done by third-party providers who ensuring 

that Hitwise only has access to the broad demographic information. 

To ensure complete compliance with privacy requirements, Hitwise has regular external audits. 

User weighting information serving as targets is sourced from external authorities such as government departments 

responsible for collection of national statistics. 

Search information is checked by AuthorityLabs, ensuring that commonly identified search terms that we have collected 

are valid and unique. 

 

6 The Evolution of Consumer Insights’ Data Assets 

The Hitwise data sample continues to evolve in response to the rapidly changing online environment and demand for 

more user-centric measurement. 

 In 2014, Hitwise added large-scale mobile data to its data sample to reflect the increasing role of mobile devices 

in consumers’ online browsing behavior. 

 In 2015, several more updates are planned for the Hitwise sample to ensure that our data is more relevant and 

higher quality. 

 In March 2015, Hitwise added very large-scale new sample data to dramatically increase the depth and 

reliability of rankings and search metrics and to ensure greater visibility over secure traffic. 

 In May 2015, a significant injection of paid and organic search click data resulted in much greater depth and 

stability for paid and organic Search Intelligence reports. 

 In June 2015, more demographics data were added to the sample to increase the stability and reliability of 

visitor demographics. 

 In August 2015, Hitwise has released its new AudienceView platform, linking Hitwise online behavior data with 

high-quality consumer survey data to enable an audience-centric 360° view of consumer behavior. 

 

7 Cleansing the Data 

7.1 Overview 

Hitwise data cleansing processes have been developed over many years and represent a complex production process. 

At its simplest, our cleansing consists of the six basic functions: filtering, aggregation, categorization, user imputation, 

weighting and scaling. While this section describes them in a functional sequence, in practice the process is considerably 

more complicated and for practical reasons the actual steps can vary. 
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The data received from user panels includes a great deal more information than is needed to understand who is visiting 

what websites and carrying out what searches. Filtering is the initial stage of cleansing. It removes personally identifiable 

information, duplicate records, as well as automatically generated traffic and other ancillary records leaving only 

information about individuals visiting websites. 

Aggregation groups together page visit information to describe visits to whole websites. Those websites can then be 

categorized using a comprehensive, proprietary taxonomy classifying websites according to industry. 

Data partners vary in the amounts of demographic information they provide about users. Some missing demographic 

information can be imputed using third-party databases. 

By their nature, samples vary from their parent population due to random sampling error and systematic biases. 

Weighting helps correct such variations and ensure that metrics accurately represent the population of Internet users and 

their Internet activities. Scaling multiplies up sample estimates of measures such as page visits to reflect actual numbers 

of total page visits. 
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7.2 Filtering 

Filtering is applied to both users and content. 

The initial round of filtering removes any information that could individually identify sample members. This includes 

names, email and terrestrial addresses, various user names (e.g. Twitter, logins or passwords), personal identification 

numbers (PINs) and other, similar identification numbers or labels such as social security numbers, driver licenses or 

birth registration numbers. To ensure anonymity, this filtering occurs before the data is received by Hitwise. 

Filtering also removes duplicate records – the same user in the same session recorded by different data partners. User 

panel members who are newly enrolled are also filtered out until they have remained active with the panel for a minimum 

time – many panelists enroll then rapidly churn out and their traffic records are unrepresentative. 

Filtering is applied to content as well as users. Illegal and extreme content is removed from the traffic stream sample. 

When secure web requests are analyzed during the data collection process, the private contents of the SSL session are 

fully protected and only the URL of the web page is processed. 

Hitwise reporting describes the amount of user-intended traffic to websites. However, websites often have large numbers 

of individual objects such as graphical images, JavaScript, Flash objects, embedded objects like video and elements 

sourced from other web locations. Developers sometimes place web content or scripts between web pages. Filters 

identify and remove elements that are not web pages. URLs (web page addresses) are analyzed to check that they 

represent unique web pages. Any traffic that is not user-requested (such as pop-up ads and ad servers) is also excluded. 

What is left is actual web content that is consumed by users. 

7.3 Website Aggregation and Categorization 

A significant challenge in measuring web behavior is linking web traffic to specific websites. After the data collection and 

filtering, websites are aggregated and categorized into industry categories. 

7.3.1 Website Aggregations 

Aggregation combines visits to pages that belong to the same website. Most websites have multiple pages. Reporting on 

each would produce results in which the key results of how many users visited the whole site would be lost in the detail 

of page reports. Aggregation involves two steps that combine related pages and then identify separate subdirectories. 

First, the domain names for the URLs are examined and aggregated where relationships exist. The same web page 

accessed with similar but distinct domain names (e.g. www.website.com and www.website1.com) are combined. 

Separate but linked pages from the same site are also combined (e.g. www.ebay.com and my.ebay.com). Aggregation 

ensures that the fundamental information about visits to a particular website is not lost in a mass of detail. 

The second stage of the process involves the identification of subdirectories within specifically selected websites. This 

allows Hitwise to report metrics for qualified subdirectories. For example, the URL www.abc.com/search is a subdirectory 

that has been identified by Hitwise as suitable for categorization as a separate identity. A subdirectory qualifies as a 

separate identity when it meets the requirements of the Hitwise Aggregation and Categorization Policy. 

Custom aggregations can also be created allowing clients to define their own groupings of pages within a website. 

7.3.2 Categorization 

Categorization overlays an industry classification on identified websites. The Hitwise industry classification includes a 

sophisticated taxonomy of over 170 industry categories organized into a two-tier structure of broad industry areas and 

specific sub-industry categories. Because many websites span individual categories, categorization allows for websites 

to be classified in up to three categories. 
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As well as our standard industry categorization, custom categorizations are available that allow clients to make 

comparisons of specific interest to them. 

7.4 User Imputation 

Not all data partners provide the full range of user data. Some partners provide a fairly complete picture of the users in 

their sample, including demographic information. Other partners provide only partial user information, and some provide 

nothing more than the basic behavioral data about visited sites. 

Missing user information can sometimes be replaced in a process known as imputation. There are a number of ways to 

impute missing information, but our main approach is use a third party provider. The third-party provider matches the IP 

addresses provided by the data partner against their own proprietary records that include demographic information. 

Anonymized results are provided back to Hitwise with its own unique ID included allowing matching back to Hitwise 

results. 

7.5 Weighting and Scaling 

Weighting helps re-align the Hitwise sample with the underlying population to ensure the accuracy of results. Scaling 

allows sample Internet traffic estimates such as visit numbers to be projected up to actual numbers. 

All survey sampling involves some degree of random variation. User groups can be over- or under-represented on any 

one day. Data partners can also have focuses on specific kinds of customers that introduce systematic biases into our 

sample. Weighting corrects for both random and systematic biases in the relative contributions of different user 

subgroups. For example, London-based Internet users could be over-represented in our sample on one day, so we 

reduce their influence in proportion to the degree of their over-representation. 

Established third party population measures of Internet users are used for weights. Where possible, those measures are 

drawn from government censuses
1
 with recognized industry measures

2
 to supplement and extend official statistics. 

Weightings are also used to address imbalances in Internet traffic. A particular focus arises from secure traffic. Some 

secure traffic is under-represented due to technical and privacy issues and so weighting adjustments are made to that 

portion of traffic data. 

Volume metrics such as Total Visit numbers are scaled up (projected) from sample estimates. Scaling relies on a 

sophisticated process of identifying a wide range of websites for which actual traffic numbers are known through site 

analytics. Scaling factors are then developed by comparing the range of those sites analytics against the equivalent 

sample estimates. Because traffic levels for many sites reliably vary between weekdays and weekends, separate scaling 

factors are computed across the week. 

7.6 Data Refreshes: Keeping the Data Current 

Weighting adjustments and scaling factors are based on observations made at particular points in time. As the 

population of Internet users and their behaviors change, it becomes necessary to update those adjustment parameters. 

These changes are introduced periodically with Data Refreshes. Data Refreshes can also introduce fixes for any 

problems which would have caused disruption to trends. All of these changes are bundled together into a single event to 

minimize disruption to trends. 

Data Refresh events are an unavoidable feature of all long-running survey research. Communication around Data 

Refreshes is critical, providing detailed information about the impacts and reasons for specific changes. 

                                                 
1
 In the US, the Unites Status Census Bureau collects information about household computer and Internet use. The Australian Bureau 

of Statistics (ABS) and Office of National Statistics (ONS) in the UK both administer annual national surveys investigating household 
internet access rates. 
2
 Industry measures include Population Model by Forrester Research, Internet Telecommunication Union (ITU) drawing from various 

sources including World Bank and UN Population Division, and the 25,000-person Simmons National Consumer and Household 
Survey. 
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8 Reports 

8.1 Overview 

Hitwise products and services provide a large number of reports. These reports tell us who consumers are, what they do 

online and how they access the Internet. 

Hitwise groups its reports under six main features in the Competitive Intelligence product: Rankings, Clickstream, Search 

Intelligence™, Demographics, Lifestyle and Device. 

The Demographics and Lifestyle features tell us who consumers are – their age, gender, household income and socio-

economic groupings. The Rankings, Clickstream and Search Intelligence™ features tell us what these consumers do on 

the Internet – the websites they visit most, how they move from one website to another and the ways that they use 

search to find websites and navigate the web. The Device feature tells us how consumers access the web – whether 

they browse websites from their desktop, or, increasingly, via their mobile devices. 

8.2 Rankings 

Rankings reports on traffic to individual websites or to industries. Using Rankings, comparisons can be easily made 

among websites or industries at each point in time or by comparing trends over time. Rankings reports include the 

following metrics: 

 Total Visits
3
 

 Visits Share 

 Ranks 

 Total Page Views 

 Share of Page Views 

 Average Visit Time 

Rankings reports can be further segmented by information on who is visiting the ranked websites or how they accessed 

these websites. For example, a Rankings report can be split by whether users are returning or new visitors, by 

Demographics and Lifestyle variables such as age, gender and income, or by whether visits were from mobile or desktop 

devices. 

Rankings can be reported on a daily basis, or daily figures can be rolled up to weekly or monthly results, and can be 

reported on a specific website or industry basis. These reports are available for millions of websites each month. 

  

                                                 
3
 Hitwise follows the industry standard of defining a visit to a website as a set of views to a website with no more than 30 minutes 

between consecutive views. 
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Low Sample Thresholds 

Reported values based on small samples are subject to a high level of variability – they are likely to vary 

significantly from the true value on any one report and seen over a number of reports, they will jump around. 

Hitwise employs a variety of low sample threshold procedures to help report users to understand and help avoid 

risks of using such figures 

For some reports the report user is cautioned when certain moderately low sample thresholds are reached, 

however, the metric is still displayed. If the number of observations for a particular search term or website falls 

below a specific threshold, the threshold limit is displayed instead of the metric. The limit value displayed is the 

scaled up Total Visits number. For example, if the threshold for displaying Total Visits is based on 10 

observations, and the corresponding, scaled up Total Visits to www.betafish.com is 500, the metric for this 

website would be displayed as “< 500”. 

8.3 Clickstream 

Clickstream reports show the websites that were visited immediately before and immediately after a visit to a specific 

website or to websites within a specific industry. They complement Rankings reports, by showing how Internet users 

browse from one website to another. For example, the Upstream Websites report for www.ebay.com shows the 

breakdown of websites visited just prior to visiting the eBay website. 

Clickstream reports also show the industry types of websites visited immediately before and immediately after a visit to a 

specific website. For example, the Downstream Industries report for www.bbc.co.uk describes the industries of websites 

visited immediately after visiting the BBC website. 

Clickstream reports can be used to generate many insights, including determining the main websites driving traffic to a 

client’s own website. Source websites can offer online advertising opportunities. Clickstream also clients discover a 

competitor’s business relationships – sites driving traffic to them. Patterns of upstream and downstream sites can reveal 

insights into customers’ thinking. When Clickstream data is trended over time, competitors’ sources of traffic becomes 

apparent, helping to understand seasonal and affiliate trends that are relevant for strategy. 

8.4 Search Intelligence™ 

Search-related reports are a key feature of Hitwise, telling us how people use search to find websites and to navigate the 

Internet. Search reports include four basic search metrics: searches, search clicks, search term sequence and search 

engine result page positions (SERP positions). 

Search elements are defined as follows: 

 A search term is a word or group of words that is submitted to a search engine
4
. For example, a search term 

could be “recipes” or a combination of words like “homemade cake recipes”. A search engine, such as Google 

or Bing, is a web service that allows users to search for web pages using search terms. 

 Each word used in the search term is called a keyword. When examining a set of search terms extracted from 

web traffic, a keyword may or may not appear in each search term. The percentage of times that a keyword 

appears in a set of search terms can be a useful piece of information. 

 A search is the submission of a search term to a search engine and the search engine returning a list of 

matching web pages. For example, typing the search term “car rentals” into the dialog box for Google will result 

in Google returning a list of websites that match the search term. The list of results returned by Google is called 

                                                 
4
 A search term can consist of a single word or multiple words. Extra spaces or capitalizations within search terms are ignored. 



 

11 

 

the search engine results page (SERP). The rank order of any specific web page within these results is called 

the SERP position. 

 A search click occurs when a user submits a search term to a search engine and then visits a site in the SERP. 

We infer from this sequence of events that the user has clicked on a link to a web page from the search engine 

results page that appeared after they submitted the term to the search engine. The website that contains the 

linked web page is referred to as the downstream website. The industry of that website is referred to as the 

downstream industry. 

Search metrics are presented in terms of Percentage Shares and Search Success Rates: 

 Percentage shares show the proportion that one specific search term has out of all the search terms for a 

particular report. For example, a search term variations report might show that there were 400 search terms that 

contained the keyword basketball entered by users, and that the search term basketball shoes comprises 15% 

of all such search terms. 

 Search success rate shows the percentage of searches where the user clicked on one or more search results. 

For example, the search term “concert tickets” might result in 55% of users clicking on one specific web page 

from the search engine results page. 

Search term reports provide information on downstream websites or industries. For example, for the search term 

basketball shoes, a report can show the share of clicks to each downstream website. Alternatively, a website such as 

www.nba.com can be selected, and then a report can be viewed about the share of each search term that led to a 

search click to www.nba.com. 

Another dimension to search clicks is Paid Versus Organic Click Rates (PvO). Search engine results pages contain both 

paid and unpaid (organic) listings. Search clicks can be classified as either paid or organic depending on whether the 

website that received traffic from the search click was a paid listing or a non- paid (organic) listing. For example, the 

website www.asics.co.uk might have a paid percentage of 56% from the search term “running shoes”. 

The Search Term Sequence metric describes the sequences of search terms employed by users. For example, the 

search term Nike could show up as the next search term 10% of the time when the prior search term was basketball 

shoes. 

The SERP Position metric records the rank of a website in each search engine for a particular search term. For example, 

for the search term concert tickets, the website www.ticketmaster.co.uk is listed first in a Google search, listed fourth for 

Bing and also fourth for a Yahoo search in the UK for the week ending July 21, 2012. 

8.5 Demographics and Lifestyle 

Demographic and Lifestyle reports tell us who Internet users are – including age, gender, location and lifestyle behaviors. 

This information is collected from Internet user panels and other third-party sources. Hitwise also receives household-

level segmentation data derived from Experian’s Mosaic. 

In addition to data that is supplied by an Internet user panelist, Hitwise utilizes demographic, psychographic, life stage, 

and summarized credit ranking information from Experian’s proprietary consumer database, ConsumerView. 

The ConsumerView Database covers approximately 49 million individuals with more than 500 data elements. The 

database is compiled from thousands of public and private data sources including telephone directory white pages, 

property/realty records, mail order transactions, census data, aggregated credit information, and other sources. The 

ability to merge in this extensive range of information provides a much richer picture of Internet users and their online 

behaviors, adding significant value and a unique feature of the Hitwise product. 

The exact number of variables available varies by market and country. Demographic and Lifestyle reporting for all 

markets includes: 
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 Age. 

 Region. 

 Gender. 

In the UK market, reporting also includes: 

 Mosaic lifestyle segmentation. 

 Mosaic Public Sector. 

 Postal Areas. 

 Financial Strategy Segments (FSS). 

 Social Grade lifestyle segmentation. 

The following table provides a more complete listing of all user variables collected in major markets. 

 

Variable AU UK US 

Age    

Gender    

State/Region    

DMA®    

Postal Areas    

VantageScore®    

Household Income    

FSS    

Mosaic    

Prizm NE    

Social Grade    

Demographics and Lifestyle reports show breakdowns of website visits by selected demographics and lifestyle variables. 

They complement Rankings reports by showing the type of Internet users that are browsing a given website or industry. 

For example, the Household Income report for www.linkedin.com shows the percentage of visits to LinkedIn by users 

from households with each of a range of different income levels. 

8.6 Device 

Device reports tell us how users browse websites – whether via their desktop device such as a PC or laptop, or via a 

mobile device such as a smartphone or tablet. These reports break down the share of website visits from each device 

type (desktop vs. mobile) over rolling weekly periods. For example, a report on www.amazon.co.ukmight show that 73% 

of its traffic came from PC/desktop while 27% of its traffic came from mobile devices. 

It is important to note that the mobile segments in these reports represent combined traffic from both smartphones and 

tablets – Hitwise has not yet introduced the ability to further break down mobile traffic into smartphone vs. tablet 

segments. It is also important to note that data on mobile app usage is not yet available. 
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Information on device use is sourced from our panel partners and was introduced into the Hitwise sample as part of the 

2014 Data Refresh. Additional large-scale mobile data was introduced in Phase 1 of the Hitwise Database Enhancement 

Program in March 2015. 

Hitwise determines whether a visit to a website was from a mobile device or from a desktop device by analysing 

information on the user agent. Data on user agents is an element of the raw log file data provided by Hitwise panel 

partners. 


