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Revamped Continuous Panels

Everything you need to know

Context

As consumer spending has changed
considerably over the last few years, we
decided to revamp continuous panels. We
took advantage of the ramp-up of the MOI
program to (re)evaluate the criteria for a
continuous panel for each of the banners
in Quebec first. Additionally, this approach
is relevant since the concept of consistency
in terms of spending and frequency of visits
can vary significantly depending on the type
of store. We'll do the same work for Ontario
within the coming months. You'll get
notified.

Reasons for consumer spending changes over the years:

- Food prices have steadily increased due to various
factors including supply chain disruptions, increased
production costs, and climate change impacts.

- There has been a notable rise in consumer demand
for organic, non-GMO, and health-conscious food
products, often leading to higher grocery bills.

- Busy lifestyles have driven higher spending on
convenience foods, such as ready-to-eat meals, pre-
cut vegetables, and meals kits, which come at a
premium for consumers.

- Retailers have expanded their private label offerings,
influencing consumer spending by offering more cost-
effective alternatives.

Definition: A stable foundation for behavioral analysis

A continuous panel is a stable group of customers who shop regularly at a specific banner. It excludes
new and inactive shoppers to ensure consistent, reliable data.This panel is used to support behavioral
analyses, such as spend per customer, repeat rate, brand switching, or exclusivity.

Please note that continuous panels have not been built to conduct typical product analysis (at Metro
Quebec or Super C). The purpose is to conduct analysis of average consumer behavior in a conventional or

discount banners.

How Customers Qualify

To be included in a continuous panel, a customer must meet:

Shopping
Frequency

% Minimum Spend
Per Block

Minimum Total
Spend

At least one trip per block (a block is a set number of
weeks, which may vary by banner).

Ensures the customer is actively shopping during each
period.

Confirms consistent engagement over the full panel
period.
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How Panel Lenqgth Supports Behavioral Analysis

Three Sample Sizes to Match Different Analytical Needs

104-Week
Continuous Panel

Smaller sample size
Strong continuity

Long-term behavioral
evolution

56-Week
Continuous Panel

Intermediate sample size
Meoderate continuity
Mid-term behavioral trends

How to Use Shop Based on Your Business Question

104-Week
Continuous Panel

Year-over-year behavior (e.g.,
seasonal category shifts, loyalty
evolution, shopper retenfion and
mission evolution)

Strategic changes like
assortment transformation or
brand repositioning.

Your setup should align with the type of behavioral insight you want

56-Week
Continuous Panel

Medium-term trends (e.g.,
changes in trip frequency or
basket size over a few seasons)

Caiegory engagement over a
broader time frame, posi-loyalty
program updates, or shopper
shifis following assortment
changes or store remodels

32-Week
Continuous panel

Bigger sample size
Light continuity
Short-term behavioral shifts

32-Week
Continuous panel

Recent behavioral shifts (e.g.,
reaction fo a new promo
strategy)

Short-term initiatives or tactical
changes (a promotional
campaign, a temporary price
drop, a new product placement,
efc.)
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How Continuous Panel Selection Shapes Cross-Banner Analysis

Potential scenarios

MQ Continuous Panel Only:

Focuses on grocery spend at both banners, Focuses on grocery spend at both banners, but
but only from customers who are only from customers who are continuous at
continuous at Metro Quebec. Super C Super C. Metro Quebec transactions are
transactions are included only if those included only if those customers also shop at
customers also shop at MQ consistently. SC consistently.

Both Panels Applied:

Narrows the analysis to customers who are continuous at both banners. This results in a smaller
sample of highly loyal Metro Inc. shoppers, which may limit representativeness but highlight cross-
banner loyalty.

Specific Use Cases: Quebec

What to Do When You Need a Continuous Panel Across Multiple Banners ‘

Currently, Shop does not support a continuous panel that spans .
multiple banners (e.g., Metro Quebec and Super C).

If your analysis requires a view of customers who are continuous
at either banner, a weighted average approach can be used as a
workaround.

To do this, run the analysis twice:

- Once using the SC Continuous Panel
- Once using the MQ Continuous Panel

- Capture the key metrics from each run (e.g., spend per
customer, repeat rate, etc.)

- Calculate a weighted average of those metrics based on the »
panel size (i.e., number of customers in each panel)

. This method provides a reasonable approximation, though it may
double-count customers who are continuous at both banners.
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Changes in Shop User Interface: From One-Size-Fits-All to
Banner-Specific Panels

Where can you find Continuous Panels in Tailored, Geographically Anchored Panels for

Shop? More Relevant Insights

Continuous panels are available in most Card Until now, the report setup page offered a single

reports with the following use/selection: panel option intended to serve all banners
uniformly.

Customer panel -> Metro Panels -> Continuous Moving forward, each banner will have its own

Panel dedicated panel, specifically tailored to its unique
characteristics and anchored geographically.

Limit your analysis to a specific customer This change ensures that the insights generated

group! are more accurate and relevant to each banner's
customer base.

i Customer segmentations - A
Customer segmentations Selections remaining: 19 E SEEGHIT AT 1

> W Custom Groups > m Custom Groups

v Metro Panels
~ m Metro Panels n

~ @ Continuous Panels ~ M Continuous panels Metro Quebec

@ Continuous Panel — [@ Continuous panel Metro Quebec
~ [ Continuous panels Super C

> W Customer Price Sensitivity

> mm Lifestyles [ Continuous panel Super C
> W Shopping Habits > Wm Customer Price Sensitivity
> mm Lifestyles
-> Within the next few days, old “Continuous panels” will be removed > W Shopping Habits
from your Shop interface for you to get access to new banner-level
continuous panels.

Focus on your existing reports run on previous continuous panels

What will happen with your historical reports?

In your historical reports run with previous continuous panels, it won’t appear in the report order
details anymore. However, in the report itself: old panel data will still be accessible.

What will happen with your resubmitting reports?

Resubmit shows the text in the report ordering process but fails to invalid with a missing panel error,
which means: you can resubmit the report that is including the old continuous panels, but it will fail
(you will see the running icon, but the report will not complete).

What will happen with your recurring reports?

Recurring reports that included the old continuous panels will run but will not complete, showing an
error message with “missing segmentations” in the report view log and a red “!" icon. Please also
note that when a recurring report fails twice, the recurrence is canceled.
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What to do with Ontario banners?

Within the next few days: Within the next few months:
We will remove the old “continuous panels” Ontario banners (Metro Ontario / Food
from your Shop Interface, so you won't be Basics) will get continuous panels updated,
able to access them. the same way as we did for Quebec banners.

You'll get notified.

They will be replaced by the revamped In the meantime: we do not recommend you

. use Quebec continuous panels for an
banner-level continuous panels (Metro s_pal ny

Ontario banner analysis (unless you want to
Quebec & Super C) , )
observe customer's behavior for Quebec

banners)

Going further: In which Shop reports Is the Continuous Panel
Relevant?

Which Reports Benefit Most from a Continuous Panel

Report Usage of a Continuous Panel Why?

Performance Best used when analyzing behavioral metrics like spend per customer or repeat rate.
Hourly/Daily Trends Not Recommended This report is designed for tracking total sales, not individual customer behavior.
Basket Use only if your goal is to isolate consistent customers for a specific analysis.

Best Customers Not Recommended Avoid using a continuous panel here; it will bias the segmentation results.
Switching Recommended Helps prevent overestimating the influence of new or lapsed customers.

Shop Across Time Recommended Prevents inflating the impact of occasional shoppers.

Cross Shop Recommended Same as above: Prevents inflating the impact of occasional shoppers.

Source of Value Recommended Avoids overstating the number of new entrants to the category.

Trial & Repeat Recommended Same as above: Prevents inflating the impact of occasional shoppers.

New Product Recommended Same as above: Prevents inflating the impact of occasional shoppers.

Key Measures by Store Not Recommended This report is intended for total sales tracking, not customer-level analysis.
Assortment Not Recommended Only relevant if you intentionally want to rank based on consistent shopper behavior.
Promotions Recommended Helps remove the influence of cherry-pickers and deal-seekers who buy selectively.
Store Sales Tracker Not Recommended This report is built to monitor overall sales, not individual customer patterns.

Do you need more support? Don't hesitate to reach out to:

=> dunnhumby Support Team: shopcanada@dunnhumby.com for technical questions

=> Metro Customer Intelligence team: supportCl@metro.ca for analytical questions

dmnhmby ‘ Contact us to start the conversation:

Global leader in Customer Data Science dunnhumby.com
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