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Unlocking Customer Insights
Session 1: Identifying brand switching & category trends
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Agenda

1
Business questions as the starting 

point

2
Understanding the category 

leveraging customer data

3
How to determine Switching's impact 

on my brand

4 dhShop: Switching Report
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Business questions as the starting 

point
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Is my brand 

outperforming the 

category?

Is my growth driven by: 

New customers?

Category expansion?

Switching to/from competitors? 

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

Is switching impacting 

my brand?



© 2025 dunnhumby / All rights reserved / Confidential6

Roadmap to success based on business questions

1

2

3

Determine source of 

gains/losses and 

competition impact

Identify 

insights to 

action

Understand 

the category

How is the category 

performing?

Is my brand outperforming 

the competition?
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What is the main source of my 

brand’s gains/losses?

Are price changes driving 

the changes in customer switching?

Tailor your action plan 

based on understanding 

inflation impact, price and 

pack sizes changes

How does customer switching 

behaviour compare vs. competitors?

What is the profile of the customers 

switching to the competition? 
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Understanding the category 
leveraging customer data
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Let’s set the stage by understanding how Switching is impacting Brand B

Brand B is 

part of 

Category X

Focus on 

card 

(customer)

data

We are 

analyzing a 

set time 

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

dhShop report: Performance in Detail

Category X

Category X is experiencing sales 

gains, driven by an increase in both 

Customers purchasing the category 

and Customers spending more than 

in the previous period.
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dhShop report: Performance in Detail

Brand B

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

Contrary to the Category, Brand B is 

seeing negative trends in both sales 

and units.

- Who is driving the category’s 

growth?

- Is Brand B being negatively 

impacted by its competitors?
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1. 2.

1. Sales Value

Category X is growing sales 

value. Brands A and C 

overperform the category 

while Brand B is declining

2. Sales Units 

Category X experiences a 

slight units decline, driven 

by Brands A and B, while 

Brand C grows

dhShop report: Performance in Detail

Setting the stage to understand how customers behave within the category 
and its impact on Brand B
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How to determine Switching's impact 
on my brand
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dhShop’s Switching report provides an in-depth view for understanding how 
Sales Value and Sales Units are being impacted

Switching Sales Value 
Identify the monetary impacts of Switching

Analyse financial gains/losses for brands or 

category

Switching Sales Units
Identify the greatest switching impacts by 

physical units

Identify impacts of switching on supply chain 

and distribution

Combination
Understand the impact of inflation, 

impact of changing pack sizes, and 

mitigate price changes
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Switching helps understand the main source of my brand’s gains/losses, 
while assessing the true impact of competitors  

dhShop report: Switching (Sales Value)

Customers who switched from Brand B to Brands A, 

C, F and G, contributed to half of Brand B’s losses 

during the evaluated period 

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

are the main contributors to Brand B’s sales Value losses

Switching Sales Value 

Brand B (Focus Group)
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dhShop report: Switching (Sales Units)

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 

higher Fair Share Index (higher than expected losses). 

Switching Sales Units

Switching helps understand the main source of my brand’s gains/losses, 
while assessing the true impact of competitors  

Brand B (Focus Group)
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Switching also helps identifying the different customer profiles impacting 
positively and negatively to the performance of my brand

Price Sensitive customers over-index among the 

customers who switched spend away from Brand B. 
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In summary…

1

Brand 

B

3

2

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

Breakdown of sales change 

over a period of time

Determine if you have gained or 

lost from other brands or products

Understand if brand sales 

have been lost or gained for 

the category

Profile shoppers based on 

changes in purchasing behaviour 

e.g. who are my new/ lost 

category shoppers?
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Combination scenario examples

Total sales change

Sales Value Sales Units

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

What does this mean?
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While creating the Focus and Rest of Category product groups, always follow the MECE principle: 

Mutually Exclusive Collectively Exhaustive

Considerations and caveats when using the Switching report

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

Platform-related questions:

ShopCanada@dunnhumby.com

Analytic questions: 

supportCI@metro.ca 

mailto:ShopCanada@dunnhumby.com
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Thank you
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