
INCREASE  
PERCEPTION OF  

VALUE 

CLEARLY DISPLAY 
PRICES AT SHELF AND/

OR ON PACK – TO 
ELIMINATE CONFUSION 

OPTIMIZE  
PACKAGING  
GRAPHICS 

BETTER SHELF 
PRESENCE AND 

PLACEMENT 

ENCOURAGE  
TRIAL W/ 4 DOUBLE 

ROLL, FEATURE OFFERS 

DISPLAY 
SIDE-BY-SIDE VALUE 
COMPARISONS VS 

GROCERY 

RECOMMENDATIONS: 

ü  Good prices 
ü  Convenient 
ü  Easy in & out 
ü  Not fast paced 
ü  Great for staple 

items 

☓  Unorganized 
☓  Confusing 
☓  Cluttered 
☓  Unfriendly staff 
☓  Wait for checkout 
☓  Digital coupons 

don’t work 

PERCEPTIONS: 

VISUAL TRIGGER: 
Visual trigger leads to 
toilet paper either being 
added to weekly list 
or quick trip to DG 

Toilet Paper selection is a quick 
process with little engagement— 
led by price/value or brand 

I have experience with 
a brand and that is 
what I stick with. 

TOILET PAPER SELECTION: 

PL PERCEPTIONS: 

I look for red sale 
tags and price 
reductions.  

SMART AND  
SIMPLE 

[PL] “I buy it on 
autopilot unless I 
have company in 
town, then I’d go 
for Angel Soft.” 

“Yellow and red 
equals generic.” 
“I tried this before 
and had a bad 
experience so it 
ended up in the 
kid’s bathroom.”  
“Rough texture.”  

DG  
HOME SOFT 

Angel Soft at $4.75 is an 
overall better value.  “I’ll 
save my quarter and go 
with Angel Soft at 
$4.75.” 
Many do not like the 
packaging. “DG baby is 
not as cute.”  “Block 
label looks cheap”  

DG 
HOME 
PREMIUM 

“Premium” added 
value and lent the 
perception that it 
was better quality 
than Home 
Soft...as well as 
rolls felt thicker/
more substantial. 
“Like septic safe.” 

Was not noticed at 
lower shelf. “I don’t 
shop down there.”  
Not placed next to 
anything for 
comparison. “No 
‘compare to’ callouts 
are provided so I 
have no idea what it 
is comparable to.” 

DG 
HOME ULTRA 

Perceived to be 
“thicker” during the 
“squeeze test”.   “It 
just feels good.”  
“Looks and feels 
better than 
premium.” 

“Ultra looks 
thicker per roll, 
but thinner per 
sheet...looks like 
it could leave 
cotton behind.” 


