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Agenda

❖ Click: Seasonality, Arbitration and Brand

❖ Government Websites, a Landscape Overview

❖ Search Term Analysis

❖ Clickstream and Performance Benchmarks

❖ Dynamic Demographics and Lifestyle

❖ Building an Online Persona for Website Constituency
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“To become aware of the 
possibility of the search is 
to be onto something.”
- Walker Percy
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Hitwise Sample

25 Million Internet Users  (Worldwide)

10 Million Internet Users (U.S.)

1 Million Websites

172 Industry Categories 

Millions of Search Terms Per Month 

Monthly, Weekly and Daily
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Mystery Searches, 
Prom Dresses and the 
Ultimatum Theory
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Uncovering Seasonality

0.000008

0.000016

0.000024

0.000032

0.000040

source: Hitwise
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Prom Dress Obsession

0

0.00015

0.00030

0.00045

0.00060

source: Hitwise
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Power of Observed Behavior
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❖ Marketers Often Rely on Gut 
Instinct or Outdated 
Research

❖ Search Term Data is a 
Valuable Proxy for Timing 
Consumer Interest

❖ Engagement Ring 
Phenomenon and Market 
Inefficiencies
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Is the Internet 99.95% Porn Free?
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Women Wrestlers, 
Economic Predictions and 
The Narrative Fallacy
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Dancing with the Stars
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DWTS - The Postmortem Analysis
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Postmortem - Part II
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= Male
25-34 Year-Olds
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The Stacy 
Keibler 

Correction 
Coefficient

(SKCC)
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The Stacy Keibler 
Correction 
Coefficient

(SKCC)
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Applying DWTS to the Economy
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Government Websites, 
The Online Landscape 
and Seasonality
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Federal Government Seasonality
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Pulling Out IRS.gov
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The Search for 
a Tax Stimulus 

Check
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The CIA and the School Year Calendar
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Finding Your Own Seasonality
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❖ Use Hitwise or free tool to 
identify trends

❖ Start with your own site-
centric data

❖ Turn to 3rd party data to 
understand seasonality of 
competitive substitutes.
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Clickstream and 
Benchmarking Traffic 
Acquisition
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Traffic Acquisition Benchmarks

25

Monday, April 6, 2009



Traffic Acquisition Benchmarks
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Insight From Traffic Departure
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Insight From Traffic Departure
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Analyzing Inbound and Outbound Traffic
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❖ Traffic source data can 
provide many insights 
regarding user intent before 
and after reaching site

❖ Downstream sites might 
reveal sites that function as 
competitive substitutes

❖ Notice how traffic sources 
and departures also vary 
seasonally
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Search Term Data - 
Ultimate Consumer Insight
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Top Search Terms  HUD.Gov
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Top Search Terms  HUD.Gov
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“Homes for Sale”
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Search Term Data
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❖ Search term lists provide 
insight into sought content 
before arriving on website

❖ Search logs are the place to 
start

❖ Competitive search term 
data can help you 
understand where searchers 
proceed to after executing 
search
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Dynamic Demographics 
and Building the Online 
Persona
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Back to Taxes
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Stimulus v. Income Tax Demos
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Tale of Two Weather Sites
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Tale of Two Weather Sites
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Tale of Two Weather Sites
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NOAA v. All Weather Sites
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Persona - Steadfast 
Conservatives

❖ Government Websites: 
National Parks Service, 
EFTPS, Storm Prediction 
Center

❖ Sports Sites: Volvo World 
Ocean Racing, NASCAR, 
TrapShooters, Hunting

❖ Other Weather Sites: 
Intellicast, Accuweather, 
WaveWatch, Weather Bug
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If You Do 
Nothing Else...
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1. Discover your website’s 
seasonality.  Are you 
meeting seasonal demand 
with appropriate content?

2. Examine search term data 
to determine consumer 
interest

3. Begin thinking about how 
all the data you collect 
could help you better 
serve your online 
constituency
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To Learn More
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Visit our blog: 
www.ilovedata.com

Read our new Wall Street 
Journal column “Click”

Follow us on Twitter: 
@Hitwise_US
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Thank You!

Bill Tancer

GM Global Research, Hitwise

bill.tancer@hitwise.com
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