Unlocking Customer Insights

Session 1: Identifying brand switching & category trends




Today’s session presenters

Bryce Aguiton
Director, Customer Intelligence &
Analytics

Camilo Velasquez
Category Management Client Lead

metro duinnhunby
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Agenda

Business questions as the starting
point

Understanding the category
leveraging customer data

How to determine Switching's impact
on my brand

dhShop: Switching Report
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Business questions as the starting
point




Customer data allows you to have a deeper understanding of your category,
its competitors and the real impact on your brand

Is my growth driven by:

Is my brand Is switching impacting
. New customers?
outperforming the S my brand?
category? Category expansion”

Switching to/from competitors?
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Roadmap to success based on business questions

What is the main source of my

How does customer switching
brand’s gains/losses?

behaviour compare vs. competitors?
Are price changes driving

What is the profile of the customers
the changes in customer switching?

switching to the competition?

2
. Determine source of . .
How is the category ins/| d Tailor your action plan
performing? gains/losses an

- based on understanding
competition impact inflation impact, price and

pack sizes changes

Is my brand outperforming
the competition?

Understand
the category

Identify
insights to
action
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Understanding the category
leveraging customer data




Let’s set the stage by understanding how Switching is impacting Brand B

Focus on
card

We are
analyzing a

Brand B is

part of
Category X

set time
period

(customer)
data
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Setting the stage to understand how customers behave within the category
and its impact on Brand B

Sales Value (Card) v Sales Units (Card) v Spend Per Visit v Units Per Visit v Average Price Per Unit v

$43.73m 12.76m $5.50 1.57 $3.50
% Change 5.9% % Change 1.7% % Change 3.5% % Change -3.3% % Change 7.0%
Index vs Total Products 100 Index vs Total Products 100 Index vs Total Products 100 Index vs Total Products 100 Index vs Total Products 100
KPI Tree (Card) v © -
Drivers of sales change for Category X
Sales Value (Card) Category X is experiencing sales
Latest $43.73m H H H H
gains, driven by an increase in both
Contribution +52.44m
Customers purchasing the category
Customers Spend Per Customer
2970 and Customers spending more than
% Change +2.8% % Change +3.0%
Contribution +$1.17m Contribution +$1.27m i n th e p revio u S pe ri Od
% _______________| )
Customer Penetration Total Metro Customers Visits per Customer (Card) Spend Per Visit (Card)
(Card)
Latest 59.81% Latest 1.84m Latest 7.12 Latest $5.58
% Change +0.32pts % Change +2.2% % Change -0.6% % Change +3.7%
Contribution  +$227.62K Contribution ~ +$941.49K Contribution  -$251.34K Contribution +$1.52m

Stores Selling (Card) Units Per Visit (Card) Average Price Per Unit
(Card)

Latest 194 Latest 1.63 Latest $3.43

% Change -0.5% % Change -3.8% % Change +7.7%

Contribution -$1.63m Contribution +$3.15m

dhShop report: Performance in Detail
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Setting the stage to understand how customers behave within the category
and its impact on Brand B

Sales Value (Card) v Sales Units (Card) v Spend Per Visit v Units Per Visit v Average Price Per Unit v
$7.72m 2.12m $5.30 1.45 $3.66
% Change -7.3% % Change -11.3% % Change 1.5% % Change -3.0% % Change 4.6%
Index vs Total Products 88 Index vs Total Products 90 Index vs Total Products 98 Index vs Total Products 100 Index vs Total Products 98

e @ - Contrary to the Category, Brand B is
Drivers of sales change for Brand B . . .
seeing negative trends in both sales

Sales Value (Card) .
and units.
Latest $7.72m
% Change -7.3%

Contribution -$604.1K

Customers Spend Per Customer
- - - ,
108 - Who is driving the category’s
% Change -1.8% % Change -5.6%

Contribution  -$145.06K Contribution  -$459.05K g I'OWth ?
Ll

Customer Penetration Total Metro Customers Visits per Customer (Card) Spend Per Visit (Card)

(Card) Is Brand B bei ivel
Latest 24.19% Latest 1.84m Latest 3.19 Latest $5.43 - S ra n e I n g n e g at I ve y
% Change -0.99pts % Change +2.2% % Change -6.4% % Change +0.9%

Contribution  -$322.67K Gontribution  +$177.61K Contribution  -$532.33K Contribution  +$73.28K impacted by its competitorS?

Stores Selling (Card) Units Per Visit (Card) Average Price Per Unit
(Card)

Latest 194 Latest 1.49 Latest $3.64

% Change -0.5% % Change -3.5% % Change +4.6%

Contribution  -$284.69K Contribution  +$357.97K

dhShop report: Performance in Detail

10 | dunnhumby © 2025 dunnhumby / Al rights reserved / Confidential



Setting the stage to understand how customers behave within the category
and its impact on Brand B

L B 1. Sales Value
Left Column Right Column
Latest period v % Change v Category Xis growing sales
Sales Value (Card) Sales Units (Card) Spend Per Visit Units Per Visit Average Price Per Unit Value- Brands A and C

[} < iem name w Latest % Change Latest % Change Latest % Change Latest % Change Latest = % Change ove rpe rfo rm the Category

» [J Branda 58,285,438 97% | 3489755 -8.8% $3.54 7.3% 1.48 11.0% 5239 20.5% while Brand B is deC“mng
> ® BrandB §77M7937 |4, 73% | 217938 | D 11.3% $5.30 1.5% 145 -30% 5366 46%

> O Brandc 54,996,987 127% | 1,152,222 15.5% $5.61 2.0% 127 0.8% $4.41 2.8%

> [J BrandD $4977,219 30% 1,059,115 -1.6% $6.02 9.4% 127 43% 5473 4.9% 2. Sales Units

> [ Brand e 54,905,894 32%  1,084537 0.7% $6.10 7.0% 1.35 31% $453 3.8% ]

> [J A0 Brands 53,634,034 16.0% 848,320 17.8% $5.18 0.3% 120 0.9% 5432 1.2% Category X experiences a
» [ BrandF $3,350,572 20.9% 732,139 10.4% 8573 8.1% 1.26 6.5% $4.56 1.5% Sllght units decline, driven
» (] BrandH 52,355,395 33% 1246663 9.2% $3.04 1.3% 159 77% 5192 6.9% .

» [ Brand G $2,122,958 20.5% 674,922 772 8% $4.15 1.9% 132 01% $3.15 -1.8% by Brands A and B’ while
> [ Brand| 81,378,993 6.8% 351,303 4.4% $5.06 21% 1.29 -3.9% $3.93 1.8% Brand C grows

dhShop report: Performance in Detail
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How to determine Switching's impact
on my brand




dhShop’s Switching report provides an in-depth view for understanding how
Sales Value and Sales Units are being impacted

Switching Sales Value
% |dentify the monetary impacts of Switching

Analyse financial gains/losses for brands or
category %

Combination
SWItChlng Sales Units Understand the impact of inflation,

impact of changing pack sizes, and

|dentify the greatest switching impacts by mitigate price changes

physical units
|dentify impacts of switching on supply chain
and distribution
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Switching helps understand the main source of my brand’s gains/losses,
while assessing the true impact of competitors

Switching (-$432k) and Category Contraction (-$200k)

are the main contributors to Brand B’s sales Value losses Customers who switched from Brand B to Brands A,
C, F and G, contributed to half of Brand B’s losses

Contribution Tree v © + ) _
during the evaluated period

Contribution to sales change for Brand B (Focus Group)

Total /- Net Switching v © +
) Net switching for Brand B
Gains $3.3m .
Fair
Losses 535m $ K -$25k S0 Share
~$175K -$150K -$125K -$100K -$75K -S$50K -
Met Difference  -3604.16K § Index
AO Brands 117
Category New/Lapsed Category Group Switching Brand A 4
Buyers Expansion/Contraction < Brand C 98
Gai 51.03
Gains $635.25K Gains §1.64m Lalns 41 %m Brand D 89
4bm
Losses $606.58K Losses 51.84m N(zs;:‘e g
-$432.71K
Net Difference  $28.67 Net Difference  -$200.13K ifrerence  -5432 Brand E T

Brand F 93

Brand G 132

. . Brand H 101

% Switching Sales Value J
N—

B Switched spend

dhShop report: Switching (Sales Value)
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Switching helps understand the main source of my brand’s gains/losses,
while assessing the true impact of competitors

Category Contraction (-155k) and Switching (-115k) are

the main contributors to Brand B’s Sales Units losses Brands A, C, F and G remain the main competitors in
Units for Brand B. Watchout as Brand G shows a

Contribution Tree Vv @ + _ ] _
higher Fair Share Index (higher than expected losses).

Contribution to units change for Brand B (Focus Group)

Total /- Net Switching v © +
Gains 888.55K Net switching for Brand B |
Losses 1.16m gagre
NMet Difference  -270.1K 30K 2K ek Sk “lox K 0 Index
AQ Brands 133
Category New/Lapsed Category Group Switching Brand A 30
Buyers Expansion/Contraction < Brand C 17
Gains 302.06K
Gains 177.43K Gains 409.07K Brand D 97
Losses 417.9K
Losses 176.06K Losses 564.69K o
Met Difference  -115.84K
Met Difference 137K Met Difference  -155.62K Brand E 106
Brand F 105
% Switching Sales Unit -
witching Sales Units

N—

B Switched units

dhShop report: Switching (Sales Units)
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Switching also helps identifying the different customer profiles impacting
positively and negatively to the performance of my brand

Switched spend away from Focus Group Profiled by Metro
Customer Price Sensitivity

Price Sensitive customers over-index among the 40 100 160
customers who switched spend away from Brand B.

Price Sensitive 134
~ Source of Change Price Sensitive Mid-market Up-Market
Decreased Category Spend 101 100 99
Increased Category Spend 96 101 102
Lost Buyer from Category 92 100 106 Mid-market 100
New Buyer to Category 104 100 98
 Swiched spend away fromFocus Growp 191 oo
Switched spend to Focus Group 101 100 99
Up-Market 74
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In summary...
Over half of Brand B’s losses within

@ Category X stem from value Switching @
to other brands within the category.
Brand B’s main competitors within
Category X are Brands A, C, F and G.
Which contributed to 50% of its losses.

Opportunity for Brand B to review

strategy to differentiate from key
competitors due to high sales value and

units switching
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dhShop Switching report




dhShop’s Switching report provides an in-depth view for understanding how
customer behaviour impacts gains/losses within the category

Determine if you have gained or

Breakdown of sales change lost from other brands or products

over a period of time

Understand if brand sales O Profile shoppers based on
I . oOVO . . .
A 1\ | have been lost or gained for CQD changes in purchasing behaviour
BRAND| /' the category e.g. who are my new/ lost

category shoppers?
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Combination scenario examples

Total sales change

@ @ Dnﬁ

Sales Value Sales Units What does this mean?

The focus group has gained in both value and units vs previous period.
There is limited impact of changes in pricing

The focus group has lost in both value and units vs previous period. There
is limited impact of changes in pricing

The focus group has made value gains from customers spending more,
however they are purchasing fewer units. This indicates that customers are
buying higher priced items

The focus group has gained from customers purchasing more units,
however value has gone down. This indicates that although customers are
purchasing more products, they are buying cheaper products which has
had a negative value impact on the group

e
e

e
e
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Considerations and caveats when using the Switching report

While creating the Focus and Rest of Category product groups, always follow the MECE principle:
Mutually Exclusive Collectively Exhaustive

Be mindful of the analysis period.
Longer timeframes will reduce the impact of low purchase frequency. 13 weeks is the recommended minimum.

Price Bands segmentations will be updated with MOI data by mid-May.

Customer Behaviour reports leverage card data. Ontario banners have been capturing customer data since
October 2024, be mindful of this when running the Switching report.
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Additional resources available to you

Access our Client Learning Centre through dhShop

CamiloVelasquez v B (@ &

{3 Catalog

SWITCHING REPORT
n Shop

Parformance in Detail (PID) Report

@ somins

Course term

Course intermediate (© 20 Mins
Performance in Detail - dh Shop Switching Report - dunnhumby Shop
leleased 09 Sep 2024 ! 26Dee 2023

This aim of this course is to enable you ta use the
Switching report from navigating, ordering, and
interpreting key business questions. The Switching
Report allows you 1o track customers of a produ.
Read mare

The Performance in Detail report s the most run

n Shop across all global markets. The report
yse your top line performance and
key indicators ot o glance. You can olse chec... Read
more

) : Actions s
i Actions
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Dashboard = My Workspace

i} Y Filter

SHOP ADVANCED -
CANADA

Course

Shop Advanced - Metro

-4 05 Mar 2025
In this course you will be able to explore deeper Shop
through advanced content: - Oder and analyse a
Promotions Repart - Oder and analyse a Switching
Repart - Using E-commerce dota in Shop - Unde
Read more

© 2025 dunnhumby / All rights reserved / Confidential

14 Course Name (A-Z)

SHOP NIVEAU AVANCE -
CANADA

Course

Shop niveau avancé - Metro

;05 Mar 2025
Dans ce cours, vous serez en mesure d'explorer plus
profendément Shop & travers un contenu avance : -
Commander et analyser un Rappart de Promotion -
Commander et analyser un Rapport de Transfert
Read more

i Retions “ Aetions -

Platform-related questions:

ShopCanada@dunnhumby.com

Analytic questions:
supportCl@metro.ca



mailto:ShopCanada@dunnhumby.com

K you

dunnhumby
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