Advanced Training

Winning the Holidays Through Early Planning with
Conversion Media

Collaborative session organized by:

Metro Customer Intelligence team & Dunnhumby metro
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GUIDELINES FOR AN EFFECTIVE WEBINAR SESSION

The session is recorded for future viewing
» You can revisit the content later
» Please keep your camera and mic off

Use the chat for questions
» The chat will be monitored during the session
» Thereisalsothe Q&A and the end

This is an advanced session
» The focusis on strategic concepts, not step-by-
step report generation
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Using Customer Insights
to Win During the
Holiday Season at Metro

Conversion Media
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Retail Media Drives Smarter Decisions with 1st-Party Data

Right Audience

1st party audiences linked to
individual shopper behaviour

Can cater to granular
objectives such as
acquisition and retention

Right Context

Shoppers are in market for a
brand’s products and on their
shopping mission

Retailers offer a brand
safe environment

=

Right Content

Brands can offer relevant offers
and promotions. Inspiring
content such as recipe ideas,
or generate interest through
retailer events






What is insight
led media
planning?

“Media planning identifies
the best way to reach your
audience by analyzing
channels, messaging, and
advertisements.

It ensures your message
connects with potential
customers on the right
platform at the right time.”

Brand
Insights

oy
@R,

Analyze brand
performance and
audience behavior

at Metro.

How Brands

Perform During
Seasonal Moments

Category
Insights

=

O

Review category
and competitor
data to find
growth
opportunities.

Key Seasonal
Spikes + Trade-Up
Opportunities

Channel
Breakdown

Recommend
effective media

channels to meet

brand goals and
reach target
audiences.

Channel
Suggestions to
Capitalize on

Seasonal Moments

Pricing &
Timing

Provide media
costs that fit
the brand’s
budget, goals,
and timing.

Holiday Shopping
Periods +
Suggested
Approach




Holiday planning questions insights can help brands answer

Timing: How does shopping behavior
change during the Holidays?

Audience: Which customers
only appear during seasonal

. (Q\ A

Basket: How do customer
baskets change at the Holidays?

Wastage: How do | ensure my
media is speaking to the
correct audience?

Media mix: How do we show up
consistently at the Holidays?

Test & Learn: What approach
resonates most during the Holidays?
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From Brief to
Output




A confectionery brand wants to better understand how to
win during the Holiday season...

Is buying confectionery during the holiday period?
* Arethese existing confectionery buyers or seasonal shoppers?
* Do holiday shoppers behave differently than everyday buyers?

Does demand for confectionery begin around the holidays?
*  Which peak moments will drive the biggest brand lift?
* Does performance change early vs closer to the holiday?

Is the biggest opportunity across Metro’s banners?
* Which banners over-index during holiday confectionery shopping?
* Are some banners more important during seasonal moments than others?

Is the size of opportunity within the category and holiday period?
* How bigis the holiday-driven opportunity for confectionery?
* How much headroom exists to grow during the holiday season?
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Utilizing these four key Shop reports to inform holiday activations

Performance in Detail Best Customers Basket Cross-Shopping

Cross Shop Products | Chocolate Brand vs Chocolate Category - Cross Shop Products
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Example: Performance in Detail

The chocolate brand saw the largest growth during the 2025 holiday period at
Metro ON + Super C with highest customer peaks in late December 2025

Chocolate Brand - Total Customers per Banner Chocolate Brand - Weekly Customers per Banner
o e [00d Basics === Metro Quebec ======Metro Ontario SuperC
Total Customers - Total Customers - %o
Previous Period Holiday 2025 Change 4,000
! olida !
3,500 Fariog I
o, |
Metro ON 8,475 10,833 +27.8% 3000 |
1
2,500 :
Super C 7,586 9,300 +22.6% 2,000 '
1,500
Food Basics 12,666 14,606 +15.3% 1,000
500
0
Metro QC 14,404 13,151 -8.7%

Opportunity to focus on Metro ON, Super C + Food
Basics during the period leading up to the holiday for
maximized reach.

Source: Chocolate Brand - PID Report(Metro QC, Metro ON, Food Basics + Super C) lNSlGHT TO ACTION ’,:ﬁ
"o

12 Holiday Period: 02/11/2025 to 10/01/2026 (10 weeks) nversi_on
Previous Period: 03/11/2024 to 11/01/2025(10 weeks) media zmetro



Example: Best Customers

“Valuable” customers spend 2.2x more than “Potential” showing the opportunity
to drive $31K in incremental holiday sales with existing brand customers

Chocolate Brand Customers “Valuable” customers spend

Potential 37,908 79.69% 74.65% S13.44

391 0.68% 2.48% $52.62 2 2 X
Valuable 3 004 6.32% 13.12% $29.81 D ) °

More than “Potential”

6,338 13.32% 8.75% $10.50 Converting just 5% of their “Potential”
customers to “Valuables” would produce
Non-Brand 744,949 +S$31.0K

. . Incremental holi sales
Opportunity to move Potential customers up the cremental holiday sale

loyalty ladder to drive additional incremental revenue
during the holiday period.

INSIGHT TO ACTION

Source: Chocolate Brand - Best Customers Report(Metro QC, Metro ON, Food Basics + Super C)
Holiday Period: 02/11/2025 to 10/01/2026 (10 weeks)
13 Previous Period: 03/11/2024 to 11/01/2025(10 weeks)
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Example: Basket Report

Chocolate brand customers are on a “seasonal confectionary and gifting” shopping
mission during the holiday season across Metro Inc.

Most commonly bought products alongside chocolate brands’ SKUs during the holiday period at Metro Inc.

SRR NS

Source: Chocolate Brand - Basket Report (Metro QC, Metro ON, Food Basics + Super C)

metro

Quebec

Christmas
Confectionery
Chocolate

Seasonal Cookies
Various Confectionery
Advent Calendar

N\

14 Holiday Period: 02/11/2025 to 10/01/2026 (10 weeks)
Previous Period: 03/11/2024 to 11/01/2025 (10 weeks)

SR NS

Christmas
Confectionery
Seasonal Cookies
Chocolate Cello
Chocolate

Various Confectionery

N\

SN

metro

Ontario

Christmas
Confectionery
Chocolate
Seasonal Cookies
Cakes/Pies

Gift Cards

Opportunity to drive trial of chocolate brands’ SKUs
across category shoppers(seasonal confectionery) &
other cross-shopped categories(gift cards, pies etc.).

INSIGHT TO ACTION

SRR NS

food
Basics

Christmas
Confectionery
Boxed Chocolate
Seasonal Cookies
Chocolate Cello
Nuts

‘ed onversion
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Example: Cross Shop My Products

Significant opportunity to grow during the holiday season amongst
brand buyers, chocolate category and cross-shoppers at Metro Inc.

. Cross-Shopping (Customers)
Target Audience

— Chocolate Category Customers

Chocolate Brand Customers
=

Brand Category

Opportunity to grow brand during the holiday period
by targeting current brand buyers, chocolate category
buyers and cross-shoppers.

INSIGHT TO ACTION

Source: Chocolate Brand vs Chocolate Category - Cross-Shopping Report (Metro QC, Metro ON, Food Basics + Super C)
Holiday Period: 02/11/2025 to 10/01/2026(10 weeks)

> onversion
15 Previous Period: 03/11/2024 to 11/01/2025(10 weeks)
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Measurement
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Brands can also use insights post-campaign to measure the
success of holiday activations and answer impact questions...

What was the

Which Metro total sales uplift
banners over- during the holiday Did we drive new
indexed during confectionery customers and
holiday period? grow brand share
confectionery in category?
shopping?

When did Did confectionery
confectionery purchases
demand peak and increase basket
drive the sizes or cross-
strongest lift? category spend?

Did we.attract U Did customers
I;lollgay onve rs I O n return to
confectionery ' h
shoppers vs. m e d I a pﬁk’metr (0] col:\lflgzti?;?ary
existing brand
buyers?

post-holiday?

g onversion
media.zmetro
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Shop Reports
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Performance in Detail Report

20

Insight Slide

Example: Performance in Detail

The chocolate brand saw the largest growth during the 2025 holiday period at
Metro ON + Super C with highest customer peaks in late December 2025

Chocolate Brand - Total Customers per Banner Chocolate Brand - Weekly Customers per Banner

B Total Customers - Total Customers - % .
i Previous Period Holiday 2025 Change 4,000

550 =k

Metro ON 8,475 10,833 +27.8% :

1

1

i

SuperC 7,586 9,300 +22.6% :
Food Basics 12,668 14,606 +15.3%
Metro OC 14,404 13,151 -8.7%

Opportunity to focus on Metro ON, Super C + Food
Basics during the periad leading up to the holiday for
maximized reach.

oo OM.Food Basics + Super C) NSIGHT TO ACTION c
o wigonversion

media zmetro

Source: Chocolate Brand - PIDRe
Hoicay Period: 0211112025 to X
9 Frevious Periad: 0311202410 1

Holiday growth is being driven by Metro ON, Super C, and Food Basics, with demand peaking in late
December, while Metro QC underperforms and presents a key gap to address.

Performance in

Detail Report

Cross Shop Products | Chocolate Brand vs Chocolate Category - Cross Shop Products

 verap

 Interaction
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Basket Report

Basket Report

Insight Slide

Chocolate brand customers are on a “seasonal confectionary and gifting” shopping

mission during the holiday season across Metro Inc.

Most commonly bought products alongside chocolate brands’ SKUs during the holiday period at Metro Inc.

Example: Basket Report

Basket | Chocolate Brand - Basket

v Top Products

metro = metro =
Quebec Ontario st P e o
1. Christmas 1. Christmas 1. Christmas 1. Christmas
Confectionery Confectionery Confectionery Confectionery i
2. Chocolate 2. Seasonal Cookies 2. Chocolate 2. Boxed Chocolate
3. Seasonal Cookies 3. Chocolate Cello 3. Seasonal Cookies 3. Seasonal Cookies -
4. Various Confectionery 4. Chocolate = Cakes/Pies 4. Chocolate Cello :
5. Advent Calendar 5. Various Confectionery 5' Gift Cards 5. Nuts -

Opportunity to drive trial of chocolate brands’ SKUs

across category y) v Quantity per Basket
other cross-shopped categories (gift cards, pies etc.).
INSIGHT TO ACTION =
ON. Food B v
—————)

A small base of high-value shoppers disproportionately drives revenue, with a clear and scalable
opportunity to unlock incremental sales by converting “Potential” customers into higher-value

segments.

onversion
media.zmetro
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Best Customers Report

Insight Slide

Example: Best Cus

“Valuable” customers spend 2.2x more than “Potential” showing the opportunity
to drive $31K in incremental holiday sales with existing brand customers

Chocolate Brand Customers “Valuable” customers spend

m 3N 0.68% 2.48% $52.62 2 2X
Valuable 3,004 6.32% 13.12% $29.81 ) ]
37,908 79.69% 74.65% $13.44

More than “Potential”

m 6,338 13.32% 9.76% $10:50 Converting just 5% of their ‘Potential”
customers to “Valuables” would produce
744,949 +$31.0K

Oppartunity to move Patential customers up the Incremental holiday sales
loyalty ladder to drive additional incremental revenue
during the holiday period.

Hollday

10 Frovious perios

Report (Metro OC, Metra ON. Food B

i onversion
M e iia -metro

025 10 ek
112024 to T11OV2025 (10 woeks)

Best Customers

Holiday purchases are anchored in seasonal confectionery and gifting missions, with strong cross-
category overlap creating a clear opportunity to drive chocolate penetration through complementary
categories.

22

Best Customers | Chocolate Brand - Best Customers
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Cross-Shopping Report

23

Insight Slide

Significant opportunity to grow during the holiday season amongst
brand buyers, chocolate category and cross-shoppers at Metro Inc.

Target Audience Cross-Shopping (Customers)

-\/_ : ‘ T cusmmers)

é@ Chocolate Brand Customers

Opportunity to grow brand during the holiday period
by targeting current brand buyers, chocolate category
buyers ond cross-shoppers.

INSIGHT TO ACTION

Saurce: Chocolate Brand vs Chocolate Cateqory - Crass-Shapping Report (Metro O, Metro ON, Faod Basics + Super C) 3 onversion
Holday Period: 021172075 to 10/01 2026 |10 weeks) "R meciia smeera
12 Pravious Period: 03/11/2024 1o 11011202510 weeks)

‘l' Alarge, overlapping base of category and cross-shoppers expands the addressable audience, unlocking
incremental growth beyond current brand buyers during the holiday period.

Cross-Shopping Report

Cross Shop Products | Chocolate Brand vs Chocolate Category - Cross Shop Products
» Overiap B
- 1. “n
© teeacton 3
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Key takeaways to drive chocolate brand growth during the holiday
season at Metro

Holiday growth is being driven by Metro ON, Super C, and Food Basics, with demand peaking in late
December, while Metro OC underperforms and presents a key gap to address.

A small base of high-value shoppers disproportionately drives revenue, with a clear and scalable
opportunity to unlock incremental sales by converting “Potential” customers into higher-value
segments.

Holiday purchases are anchored in seasonal confectionery and gifting missions, with strong cross-
category overlap creating a clear opportunity to drive chocolate penetration through complementary
categories.

A large, overlapping base of category and cross-shoppers expands the addressable audience, unlocking
incremental growth beyond current brand buyers during the holiday period.

‘g onversion
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What's Next

M

Customer Intelligence

Recording & Presentation
» Available soon on the Shop Education Center
* Last sessionislive onthe Shop

Upcoming Webinar
« July on Brand Switching: watch the newsletters

Stay Informed

 Watch for updates in Shop Canada newsletters and
communications for future topics.

We Value Your Feedback

« Comments or suggestions?
@ beatrice.dufour@metro.ca




Additional resources available to you

Access our Client Learning Centre through dhShop

Platform-related questions:
ShopCanada@dunnhumby.com

Analytic questions:
SupportCl@metro.ca

Conversion Media:
ConversionMedia@metro.ca

025 o
Intelligence Consommateur ’@m!am
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mailto:ShopCanada@dunnhumby.com
mailto:SupportCI@metro.ca
mailto:conversionmedia@metro.ca

Thank you and see youon
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