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Product Mindset (prod•uct mind•set | prädekt mahynd-set | 

noun) A global collective consciousness that reflects how people 

feel about products—whether people are making and selling 

products or buying and consuming them.
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INTRODUCTION
Last year UL launched The Product Mindset with the conviction that the collective 
mindset has a central role in determining how products are conceived, traded,  
sold and delivered.

In this, the study’s second year, we found some continued key findings from 2011, 
shifting beliefs and new attitudes that reflect the larger world we live in and the 
global forces at play.

The Product Mindset is conducted annually to help businesses better understand  
the growing concerns and priorities of their diverse constituents and the impact 
perceptions have on making, selling, buying and consuming products.
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OUR APPROACH
For 2012, our second year of The Product Mindset, we explored marketplace trends 
and primary data to better understand manufacturer and consumer insights across 
industries, geographies and demographic segments.

Similar to the 2011 study, our report centers around a quantitative survey of more than 
2,400 manufacturers and consumers in China, Germany, India and the United States. 
Four industries were selected to demonstrate a variety of product typologies that 
encompass complexity, price, frequency of purchase and frequency of use: high-tech/
consumer electronics, home building materials, food and smart appliances. 

This year’s Product Mindset seeks to better understand market forces; drivers of 
decisions; attitudes toward safety, quality, performance, sustainability and innovation; 
and the motivations and reasons behind these attitudes. 

STUDY KEY 

QUANTITATIVE DATA:  
BLUE INDICATES  
MANUFACTURERS.

QUANTITATIVE DATA:  
GREEN INDICATES 
CONSUMERS.

SECONDARY DATA:  
RED INDICATES MARKET-
PLACE STATISTICS AND  
INFORMATION.
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ECONOMIC INSTABILITY

POLITICAL TURMOIL

SUPPLY CHAIN COMPLEXITY

TRANSPARENCY

NATURAL DISASTERS
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This year, external forces have created a growing uncertainty around the world.  
From economic and political to social and environmental issues, pervasive 
instability, volatility and turbulence are causing a shift in the collective mindset. 

FORCES1
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FORCES
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Debt as a percentage of 2011 GDP for 
the nations using the euro is the highest 
since the euro was introduced in 1999 1

predicted by 2014

2010 
growth  

2011 
growth 

2012 
growth

(projected) 

14% 5% 4%

25%
FALL IN  

GDP

Greek economy on the 
verge of depression 2

Slowing growth of world trade 4

Civil war in Syria, rebellions in 
Afghanistan, turbulence in Iraq, 
a regime change in Egypt and a 
potentially nuclear Iran are fueling 
concerns across the Middle East

A tense political climate developed 
in Beijing due to the Communist 
Party preparing a transition to the 
next generation of leaders 6

20 U.S. states have  
filed secession  
petitions, revealing  
a divided political  
climate; Texas is  
leading with the  
most signatures 7

Rebels aggressively advanced in the 
Congo, forcing the United Nations to 
turn to significant aerial bombard-
ments; this is the heaviest fighting 
in eastern Congo since 2008 5

Global executives cited “growing 
complexity of the supply chain” as 
their top business pressure in a re-
cent study by the Aberdeen Group 8

CFOs want closer relationships with 
their suppliers to help overcome 
complexity in their supply chain, 
according to a survey published by 
Basware 9

Global executives report in research 
from The Economist that increased 
complexity in their operating environ-
ment or organizational structure has 
become a bigger challenge over the 
past three years 10

64

From the well-publicized concerns 
about Europe’s economy, notably 
the decline of Spain and Greece’s 
fiscal projections, to the reduction 
of global trade growth and the 
continued anxiety about the U.S.’s 
economic outlook, collective global  
financial instability is widespread.

Uncertainty due to regime changes 
and related regional violence, nuclear 
proliferation and unmet political 
expectations continues to increase in 
2012, creating concern throughout the 
global community.

Businesses around the world agree  
that complexity is becoming part of  
their everyday reality.  Many are seek-
ing solutions to help them manage  
increased challenges.

ECONOMIC INSTABILITY POLITICAL TURMOIL SUPPLY CHAIN COMPLEXITY

Senior executives say their organiza-
tions have become more complex 
over the past two years, according to 
a recent study from KPMG 11

Harvard Business School 
alumni predict U.S. com-
panies will be less able 
to compete in the global 
economy over the next 
three years 3
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Information is traveling faster and 
further than ever before 22

Every minute: 

100,000 | Tweets are sent

684,478 | Pieces of content   
 are shared on  
 Facebook 

 2 MILLION | Search queries are  
    made on Google 
 48 HOURS | Of video are uploaded  
   to YouTube 

 3,600 | Photos are shared  
  on Instagram 

The California Transparency in Sup-
ply Chain Act of 2010 went into ef-
fect this year, requiring retailers and 
manufacturers above a certain size 
to disclose measures used to track 
possible slavery and human traffick-
ing in their supply chains 14

The public, media and shareholders 
are all demanding more information 
about how companies conduct their 
business. Others want more informa-
tion shared by corporations on how 
they handle sensitive issues such as 
ethical treatment and the counterfeit 
trade, which continues to grow. 

FORCES | 7 

Social media users write product 
reviews to protect others from bad 
experiences 20

With the Recalls.gov app, consumers 
can scan product bar codes right on 
the shelf and instantly receive infor-
mation about whether the products 
they are considering buying have 
been recalled 21

Increase globally in companies’ anti-
corruption programs over the past 
two years 13

Global retail value of undocu-
mented trade 12

5X | North America
4X | Asia
2.5X | Africa
2X | Europe

Even before Hurricane Sandy,  
a combination of unusual and 
severe weather events caused the 
U.S. $35 billion in damages and 
killed more than 700 people; dam-
ages from Sandy are estimated 
at $60 billion, and the full impact 
remains to be seen 16

Increase in weather-  
related disasters over  

the past 30 years 17 

Natural disasters have been  
increasing on the global stage, 
disrupting economies, infrastructure 
and trade. They are causing  
devastation in terms of loss of hu-
man lives and property as well as 
often crippling a nation’s ability to 
effectively respond.

Through the internet and social 
media, vigilant consumers are more 
active. With immediate access to 
information, empowered consum-
ers are sharing their insights about 
product defects, worker treatment 
issues and recalls with the world in 
real time.

TRANSPARENCY NATURAL DISASTERS ACTIVATED CONSUMERS

422 | Dead
3,000 | Injured
15,000 | Villages 
  affected

In 2011 widespread drought across 
Africa left millions facing starvation 
in Kenya, Somalia, Ethiopia, Eritrea 
and Djibouti 18

FORCES

Transparency is largely responsible 
for stakeholder interest becoming 
the No. 1 driver of sustainable sup-
ply chain efforts by corporations, 
according to the 2012 Malk Supply 
Chain study 15

Monsoon floods in Pakistan 19
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The overarching response to the growing uncertainty around the world 
is an attitude shift from optimism to realism. The attitudes that comprise 
today’s realism manifest in a new commitment to fundamental priorities for 
manufacturers and consumers.

ATTITUDES2
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OPTIMISM GIVES WAY TO REALISM  

A MORE NUANCED AND SOPHISTICATED CONSUMER  
UNDERSTANDING OF SAFETY

| 9
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THE PRODUCT MINDSET 

OPTIMISM GIVES  
WAY TO REALISM

A significant difference from last year’s mindset is the evolution from positivity and 
confidence to pragmatism and realism. In 2011, we reported that manufacturers were 
certain about their performance while consumers were optimistic about product 
quality. In 2012, we’ve seen manufacturer and consumer confidence shift to a more 
realistic attitude in response to the turbulent year we’ve experienced.

OPTIMISM GIVES WAY TO REALISM | 9 
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MANUFACTURERS FEEL PRESSURED IN TODAY’S UNCERTAIN WORLD

BELIEVE THAT IT IS MORE DIFFICULT 
TO BE PROFITABLE TODAY87%

AGREE THAT GOVERNMENT 
REGULATIONS ARE 
INCREASINGLY STRINGENT87%

ARE CONVINCED THAT 
INNOVATION IS BECOMING  
MORE IMPORTANT 90%

THINK THAT CONSUMERS ARE 
MORE CONCERNED ABOUT THE 
ETHICAL AND FAIR TREATMENT 
OF WORKERS AT ALL LEVELS OF 
THE SUPPLY CHAIN

75 %
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Across safety, quality, reliability, sustainability and 
innovation, fewer than 20% of manufacturers globally 
believe that they need no improvement. Last year, the 
vast majority of manufacturers (94% average) felt they 
were at or ahead of the curve on key dimensions of 

THIS YEAR, ONLY A FEW MANUFACTURERS FEEL TRULY AHEAD  OF THE CURVE 

11%13%13%14%

Safety Quality Reliability/ 
performance

Sustainability Innovation

16%

product performance. Manufacturers similarly rank  
their need to improve across industries. The exception  
is smart appliance manufacturers, who feel less of a 
need to make improvements across all measures.

All manufacturers in all geographies see the need to sharpen their abilities. Across seven key product considerations, 
an average of 43% of manufacturers believe there is room for significant improvement. Overall, German and U.S. 
manufacturers are significantly less likely to see a need for improvement than are those in China and India. 

MANUFACTURERS SEE A SIGNIFICANT NEED FOR IMPROVEMENT

Product innovation

Manufacturing sustainability

47%

46%

Product sustainability44%

Product quality43%

Product design43%

Product safety40%

Product reliability/performance40%

AGREE THAT SIGNIFICANT IMPROVEMENT IS REQUIRED 

FEEL THEY NEED NO IMPROVEMENT IN

OPTIMISM GIVES WAY TO REALISM | 11 
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AREAS MANUFACTURERS SHOULD PRIORITIZE FOR IMPROVEMENT

The mean ratings (i.e., the average rating on a 10-point scale) show that consumers believe that product quality  
has improved in the past year. However, the 2012 ratings, which range from 6.2 to 6.9, represent only a moderate level  
of agreement — significantly below the 8.0 to 10.0 average that would constitute strong agreement.

THEY EXPRESS ONLY TEPID AGREEMENT THAT PRODUCT QUALITY IS BETTER TODAY  
THAN IT WAS FIVE YEARS AGO

When asked the top two areas manufacturers should prioritize for improvement, consumers selected product quality 
as their first choice across all categories. The No. 2 priority differs by category, but in each case it is rated as needing 
improvement to a significantly lesser degree than does product quality. 

CONSUMERS FEEL MANUFACTURERS NEED TO CONTINUE TO IMPROVE PRODUCT QUALITY

Product quality Environmental friendliness

Innovation Product safety

High-tech/ 
consumer electronics

6.7

6.9

2012

2011

Smart  
appliances N/A

6.7

Fresh food 6.3

6.0
Home building 

materials

6.5

6.2

Processed food
6.2

5.8

High-tech/consumer electronics

Home building materials

Food

Smart appliances

23%

45%

27%

45%

25%

32%

22%

43%
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BELIEVE MANUFACTURERS HAVE NOT TAKEN ADEQUATE STEPS TO ENSURE THAT BOTH THEY AND THEIR SUPPLIERS ARE COMMITTED TO THE  
ETHICAL/FAIR TREATMENT OF WORKERS

STRONGLY AGREE THAT MANUFACTURERS RESPECT THAT CONSUMERS ARE MORE INFORMED AND EMPOWERED

Almost half of all consumers surveyed (48%) believe that manufacturers have not taken adequate steps to ensure 
that both they and their suppliers are committed to workplace safety and the ethical and fair treatment of workers. 
Consumers in Germany and the U.S. are significantly more pessimistic about manufacturers’ treatment of workers  
than are Chinese consumers.

CONSUMERS BELIEVE THAT MANUFACTURERS DO NOT ADEQUATELY CARE FOR THEIR WORKERS

40%

25%

CHINA

CHINA

65%

60%

INDIA

INDIA

64%

41%

U.S.

U.S.

24%

21%

GERMANY

GERMANY

Only 37% of consumers strongly agree that manufacturers respect the fact that they are more informed and 
empowered. This varies widely by country, with Chinese and Indian consumers feeling considerably more respected 
than do German and U.S. consumers.

IN THIS YEAR’S CHALLENGING CLIMATE, CONSUMERS FEEL BETTER  
INFORMED BUT DON’T FEEL RESPECTED FOR IT

OPTIMISM GIVES WAY TO REALISM  | 13 



A MORE NUANCED AND  
SOPHISTICATED CONSUMER  
UNDERSTANDING OF SAFETY 
Today’s new realism is reflected not only in a sober assessment of products and 
priorities but also in the increasing sophistication of consumers who — in response 
to today’s uncertainties and risks — demonstrate a nuanced understanding of safety-
related issues. An interesting finding brought to light in The Product Mindset this 
year is that consumers are aware of and have more significant safety concerns around 
products that have an immediate impact on their health in addition to concerns about 
products that they are exposed to over extended periods of time. The potential for 
harm from food may be obvious because these products are ingested, but consumers 
are also aware of the longer-term hazards of home building materials. They exhibit 
distinct kinds of safety concerns about high-tech/consumer electronics and smart 
appliances, which further underscores that today’s consumers appear more savvy  
than they did even a few years ago. 

THE PRODUCT MINDSET A MORE NUANCED AND SOPHISTICATED CONSUMER UNDERSTANDING OF SAFETY | 14 
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TWO TO THREE TIMES AS MANY CONSUMERS WANT MANUFACTURERS TO PRIORITIZE SAFETY 
IMPROVEMENTS FOR FOOD AND HOME BUILDING MATERIALS THAN THEY DO FOR HIGH-TECH/
CONSUMER ELECTRONICS OR SMART APPLIANCES

The percentage of consumers who rate product safety as the issue manufacturers should most prioritize for improvement 
is significantly higher for food products and home building materials relative to high-tech/consumer electronics and smart 
appliances. 

Fresh food

Home building materials

High-tech/consumer electronics

Smart appliances

Processed food

29%

27%

23%

10%

9%

THINK SAFETY SHOULD BE MOST PRIORITIZED BY MANUFACTURERS FOR THE FOLLOWING PRODUCT CATEGORIES
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DETAILS FURTHER DIMENSION THAT CONSUMERS SEE SAFETY IMPROVEMENT  
AS MORE IMPORTANT FOR FOOD AND HOME BUILDING MATERIALS

In the two food categories and for home building materials, consumers rank improving product safety second out of six 
issues, compared to fifth- and sixth-place rankings for high-tech/consumer electronics and smart appliances, respectively, 
which further demonstrates their more nuanced understanding of product safety relative to food products and home 
building materials.

37%

25%

37%

29% 27%

16%

20%

14%

7%

12%

8%

6%

5%

8%

6%

Product quality

Environmental friendliness

Product quality

Fresh food

Home building materials

Processed food

Product performance

Product performance

Product quality

Product performance

Innovation Innovation

Design aesthetics

Innovation

Design aesthetics

Product safety Product safety

Environmental friendliness Environmental friendliness

8%

23% Product safety

12% Design aesthetics

THINK EACH OF THE FOLLOWING ISSUES SHOULD BE MOST PRIORITIZED BY MANUFACTURERS

Product safety

15%

14%

10%

9%

Smart appliances

Product quality

Design aesthetics

Environmental friendliness

30% Product performance

22% Innovation

16%

12%

10%

10%

High-tech/consumer electronics

Product performance

Design aesthetics

Product quality

Product safety

Environmental friendliness

29%

23% Innovation
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While consumers appear to have heightened awareness of and concerns about the safety of food and home building 
materials, the information they most want when purchasing high-tech/consumer electronics and smart appliances 
relates to product quality, performance and reliability. 

NOT SURPRISINGLY, PRODUCT SAFETY IS THE INFORMATION CONSUMERS MOST  
WANT WHEN PURCHASING FOOD OR HOME BUILDING MATERIALS

1. Product quality/ 
performance

2. Product reliability
3. Product innovation

1. Product quality/ 
performance

2. Product reliability
3. Cost-effective product

1. Product safety
2. Product quality/ 

performance
3. Product reliability

High-tech/consumer 
electronics

Smart 
appliances

Food Home building 
materials

THE MOST IMPORTANT TYPES OF INFORMATION ABOUT THE PRODUCTS CONSUMERS ARE INTERESTED IN PURCHASING

1. Product safety
2. Product quality/ 

performance
3. Organically grown/raised

31% 36%

42%

31%

28%

21% 25%

18%

12%

21%

Foodborne illness Toxin emissions/
indoor air pollution

Malfunction when 
sleeping/away

Chemical additives

Online security

Fresh food Home building materials

Smart appliances

Processed food

High-tech/consumer electronics

Cleanliness/ 
sanitary conditions

Structural safety

Interference from other 
smart appliances

Foodborne illness

Wireless radio waves

THE TOP TWO CONSUMER SAFETY CONCERNS BY CATEGORY

CONSUMERS EXPRESS SAFETY CONCERNS ACROSS ALL CATEGORIES, IN EACH CASE  
DEMONSTRATING A NUANCED UNDERSTANDING OF DISTINCT SAFETY ISSUES

Safety concerns related to food products are well known and documented in this study and others. They are focused 
on foodborne illness, cleanliness and chemical additives. That consumers are as aware of toxin emissions and indoor 
air pollution for home building materials, as The Product Mindset data show, supports the idea that consumers 
today are increasingly savvy when it comes to product safety. For both food products and home building materials, 
the safety concerns focus on harmful physical effects. The concerns are different for high-tech/consumer electronics 
and smart appliances. In these categories, consumers prioritize performance-related safety issues — such as online 
security, wireless radio waves, interference from other smart appliances and appliance malfunction — over other 
issues such as electrical shock, toxic emissions and fire. This suggests that consumers understand the nuanced issues 
related to diverse products and have specific and different safety concerns for each.



THE PRODUCT MINDSET 

 

QUALITY IS IMPERATIVE  

SAFETY CONTINUES TO BE FUNDAMENTAL

THE ENVIRONMENT ADVANCES

| 19

| 25

| 29

PRIORITIES
Manufacturers and consumers align on fundamental priorities. We have seen 
shifts in perceptions this year related to quality, safety and the environment that 
indicate a greater need for certainty and peace of mind. 

3
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QUALITY IS IMPERATIVE

For both manufacturers and consumers, a critical element of today’s realism is 
the basic and essential need for certainty, which we have discovered is being 
delivered through quality. This year we found that quality (how good a product 
is), performance (how well a product does what it’s supposed to do) and reliability 
(how consistently a product performs over time) seem to be closely related and that 
as a meta-characteristic — or composite of the three characteristics — quality is a 
true imperative across audiences, regions and industries. Today quality is the factor 
manufacturers most believe drives success, and it is what consumers most look 
for in what they buy. In a time of uncertainty, quality stands out for its durability, 
dependability and lack of defects — in short, quality provides a measure of certainty  
in an otherwise uncertain world. 

QUALITY IS IMPERATIVE | 19 
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MANUFACTURERS APPEAR TO CLOSELY LINK QUALITY, PERFORMANCE AND RELIABILITY

STRONGLY AGREE THE FOLLOWING CONSIDERATIONS IMPACT THEIR ABILITY TO COMPETE TODAY

THE ONE FACTOR THAT WILL HAVE THE BIGGEST IMPACT ON ABILITY TO COMPETE OVER THE NEXT 2-3 YEARS

We examined quality in relation to other considerations 
such as performance and reliability. The data patterns 
are highly revealing, highlighting that manufacturers 
fundamentally associate the three characteristics.  

Manufacturers rate the importance of quality, reliability 
and performance very similarly as drivers of their 
business success today. However, when asked to choose 
the one most important factor in determining their 
future success, manufacturers overwhelmingly choose 
quality, while reliability and performance are rated at 
similarly lower levels. This suggests that quality may 
subsume reliability and performance.  

Quality

Quality QualityQuality

Reliability

Reliability

ReliabilityReliability ReliabilityReliability

Performance

Performance

Performance

Total

Home building materialsHigh-tech/consumer electronics Smart appliancesFood

Performance PerformancePerformance

90%

29% 23%33%

84%

8%

9%

82%

6%

4%

Across categories, quality + performance + reliability 
remain statistically constant, while other considerations  
(11 were measured in total) — including safety, innovation 
and product sustainability — vary widely. This may 
indicate that other considerations are independent of each 
other, while quality, performance and reliability are more 
inextricably linked. The data suggest that the three function 
as a meta-characteristic in that performance and reliability 
appear to be aspects of quality. 

6%

6%

5% 8%

11%5%

Quality29%

5%

Quality29%
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TO MANUFACTURERS, PRODUCT QUALITY IS THE MOST IMPORTANT DRIVER OF SUCCESS TODAY

Ninety percent of manufacturers strongly agree that 
product quality is the most important consideration 
impacting their ability to compete in the marketplace.  
The importance of quality is significantly higher than 
that of every other consideration, although reliability, 
performance and safety are rated as very important as 

well. Interestingly, across both countries and industries, 
manufacturers view quality as their most important 
driver of success. Given the year’s instability, quality  
may be a manufacturer’s best offense to avoid issues 
related to recalls, supply chain concerns and eroding 
consumer trust.

Product safety

Cost/profit

Innovation

Ethical sourcing

Operational sustainability

Speed to market

Sustainable products

Outsourcing

Product quality

Product reliability

Product performance

90%

84%

82%

82%

76%

66%

64%

63%

59%

37%

69%

STRONGLY AGREE THE FOLLOWING CONSIDERATIONS IMPACT THEIR ABILITY TO COMPETE TODAY

QUALITY IS IMPERATIVE | 21 
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QUALITY IS ALSO SEEN AS THE MOST IMPORTANT DRIVER OF FUTURE SUCCESS

Looking ahead two to three years, manufacturers believe 
that quality will have the biggest impact on their ability 
to compete by nearly a 2:1 margin over the next leading 
consideration. Last year, innovation was ranked highest 

at 28%, but quality was not a specific choice in the 2011 
survey. The 2012 results suggest that last year’s focus 
on innovation might have been a reflection of a more 
optimistic outlook. 

CONSIDERATIONS THAT WILL HAVE THE BIGGEST IMPACT ON ABILITY TO COMPETE OVER THE NEXT 2-3 YEARS 

Product quality

Costs/profitability

Product innovation

Product reliability

Product safety

Product performance

Sustainable products

Operational sustainability

Speed to market

Outsourcing

Ethical sourcing

29%

16%

14%

8%

7%

6%

5%

5%

4%

4%

2%
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35% 36%U.S.

MANUFACTURERS THINK QUALITY IS MOST IMPORTANT TO CONSUMERS

BUT THERE ARE SOME NOTABLE GEOGRAPHIC AND INDUSTRY-SPECIFIC DIFFERENCES

By a similar 2:1 margin over the next leading issue, manufacturers believe that quality is what consumers  
care about most. This is true across all geographies and industries. Interestingly, almost three times as many 
manufacturers believe consumers care most about quality compared with the percentage who believe that  
innovation is most important to consumers.  

Indian and German manufacturers think consumers care more about quality than do manufacturers in China and 
the U.S. Interestingly, 20% of Chinese manufacturers believe consumers care most about product safety, while 27%  
of U.S. manufacturers feel performance/reliability is the key issue of concern. Across industries, food manufacturers clearly 
see quality as the dominant issue for consumers more significantly than do the other manufacturers surveyed.

High-tech/consumer electronics

43% 39%INDIA Home building materials

45% 51%GERMANY Food

28% 26%CHINA Smart appliances

Quality

Design aesthetics

38%

8%

Performance/reliability21%

Innovation

Environmental 
 friendliness

13%

8%

Safety 12%

THINK CONSUMERS CARE MOST ABOUT THE FOLLOWING ISSUES

THINK CONSUMERS CARE MOST ABOUT QUALITY

By country By industry

QUALITY IS IMPERATIVE | 23 
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CONSUMERS PRIMARILY MAKE PURCHASE DECISIONS BASED ON QUALITY

Quality is the No. 1 reason cited by consumers to 
explain why they select the products they buy across 
all categories surveyed. This finding may suggest that 
consumers have become more savvy and they purchase 

based on perceived value. The primacy of quality 
for consumers mirrors the emphasis placed on it by 
manufacturers. In both cases, the focus on quality  
may be a means of enhancing certainty.

QUALITY IS MOST IMPORTANT DRIVER OF  PURCHASE DECISIONS

Home building materials

Food

High-tech/consumer electronics

Smart appliances

29%

24%

23%

21%

OF MANUFACTURERS BELIEVE 
THAT PERFORMANCE TESTING IS 
BECOMING MORE IMPORTANT 91 %

THE DOMINANCE OF QUALITY, ALONG WITH PERFORMANCE AND RELIABILITY, IS FURTHER  
DEMONSTRATED BY MANUFACTURER ATTITUDES ABOUT PERFORMANCE TESTING

Within performance testing, manufacturers see product durability/usability testing as the most important to their 
business, and this is particularly true of Chinese, Indian and German manufacturers. For U.S. manufacturers, benchmark 
testing against similar products is most important.

Product durability/
usability testing

42%

Benchmark testing against  
similar products

Performance testing against 
retailer/buyer standards

30%

28%

THE PRODUCT MINDSET 
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SAFETY CONTINUES  
TO BE FUNDAMENTAL

Across categories and regions, safety continues to be a critical factor for 
both manufacturers and consumers. This year’s prevailing uncertainty  
and instability may have made safety a more important consideration  
as a way to counter fear, ambiguity and anxiety. 

SAFETY CONTINUES TO BE FUNDAMENTAL | 25 
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WHY SAFETY IS IMPORTANT
The fundamental importance of safety reinforces the 
notion that manufacturer and consumer attitudes are 
being shaped by today’s heightened appreciation of risk. 
Other factors may include perceptions about the increase 
in governmental regulations, more informed consumers, 

the increase of consumer confidence in product safety 
and the notion that consumers are requesting more 
safety information. These issues are nearly universally 
agreed upon by manufacturers across countries and 
industries.

MANUFACTURERS AGREE THAT

Consumers are requesting more safety information83%

Consumer confidence in product safety is increasing87%

Government regulations are becoming more stringent87%

Consumers are becoming more aware and better educated89%

OF MANUFACTURERS STRONGLY 
AGREE THAT PRODUCT SAFETY IS 
BECOMING MORE IMPORTANT

OF MANUFACTURERS STRONGLY 
AGREE THAT PRODUCT SAFETY 
IMPACTS THEIR ABILITY TO COMPETE

73
82

%

%
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MANUFACTURERS BELIEVE THE DEFINITION OF SAFETY IS BECOMING BROADER 

On average, 88% of manufacturers agree that the 
definition of safety is becoming broader. While the 
numbers are high across all geographies, the U.S. has  
the lowest percentage of manufacturers who agree.  

This may reflect that some American manufacturers 
believe that the definition of product safety has already 
broadened or that some do not see the definition 
broadening to a meaningful degree.

CONSUMERS THINK MANUFACTURERS SHOULD PRIORITIZE PRODUCT SAFETY

Across all industries surveyed, almost 20% of consumers rate safety as the product improvement that should be 
most prioritized by manufacturers. This makes safety the second most important issue to consumers — behind only 
quality — and more important than improving environmental friendliness, innovation or design aesthetics. 

91% CHINA

78% U.S.

91%

94%

INDIA

GERMANY

MANUFACTURERS IN EACH COUNTRY WHO AGREE

BELIEVE THE FOLLOWING PRODUCT IMPROVEMENTS SHOULD BE MOST PRIORITIZED BY MANUFACTURERS

Quality

Design aesthetics

42%

9%

Innovation 14%

Safety 19%

Environmental friendliness 16%
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CONSUMERS FEEL MANUFACTURERS CAN DO MORE TO IMPROVE PRODUCT SAFETY

Similar to consumer sentiments in 2011 and aligned with this year’s growing concerns about worker treatment,  
today’s more empowered consumers feel that manufacturers should give priority to product safety to a greater degree  
than they currently do.

OF CONSUMERS STRONGLY BELIEVE 
THAT MANUFACTURERS CONDUCT 
THOROUGH PRODUCT SAFETY 
TESTING BEFORE INTRODUCING 
NEW PRODUCTS TO THE MARKET

OF CONSUMERS AGREE OVERALL 
THAT MANUFACTURERS VALUE SALES 
MORE THAN PRODUCT SAFETY  

 36
59

%

%
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THE ENVIRONMENT  
ADVANCES

Environmental focus, depicted last year as more desired than imperative, has 
moved forward. While the environment has not supplanted product quality 
or safety as a fundamental consideration, it is becoming more significant. 
Manufacturers and consumers seem to be more sophisticated in their thinking 
about the environment: they are aware of its importance, and both agree that 
further progress is needed.

THE ENVIRONMENT ADVANCES | 29 
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AGREE THAT THE FOLLOWING CONSIDERATIONS IMPACT THEIR ABILITY TO COMPETE IN THE MARKETPLACE 

MANUFACTURERS SEE SUSTAINABILITY AS CRITICAL TO THEIR ABILITY TO COMPETE EFFECTIVELY

Between 80% and 90% of manufacturers agree that sustainability-related factors are essential to the 
success of their business. The percentages of manufacturers who believe that making sustainable products 
and operating sustainably impact their ability to compete has increased significantly in the past year.  
Chinese and Indian manufacturers place significantly greater importance on sustainable products than  
do German and U.S. manufacturers. However, manufacturers across geographies are more aligned regarding 
operational sustainability.

2011

76%

2011

85%

2012

81%

2012

89%

Sustainable products Operational sustainability

Sustainable products Operational sustainability
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 Profitable23%

Not profitable and  
not expected to be  

in the next few years

9%

Somewhat profitable37%

Not profitable today but 
may be over time

31%

MANUFACTURERS BELIEVE THAT BEING ENVIRONMENTALLY FRIENDLY CAN BE PROFITABLE
Compared with 2011, the overall percentage of 
manufacturers who believe environmentally friendly 
products can be profitable or somewhat profitable 
today declined by 5%; however, 60% still believe that the 
environment can be profitable. From a regional perspective, 

Indian manufacturers stood out as being much more 
likely to see profitability today in being environmentally 
friendly. Today 66% of manufacturers also report that their 
company has an adequate ROI measure for sustainable 
manufacturing.

STRONGLY AGREE WITH THE FOLLOWING

THE ENVIRONMENT HAS BECOME AN IMPORTANT ISSUE FOR MANUFACTURERS

Two-thirds of manufacturers strongly agree that the environment is becoming more important, with more than half 
seeing increased consumer demand for eco-friendly products. 

The environment  
is becoming more important

67%

Consumers are willing to pay 
more for eco-friendly products

45%

Consumers are demanding more  
eco-friendly products at the same cost 

as non-eco-friendly products 

53%
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CONSUMERS WILLING TO PAY MORE FOR ECO-FRIENDLY PRODUCTS

CONSUMERS DEMANDING MORE ECO-FRIENDLY PRODUCTS AT THE SAME COST AS NON-ECO-FRIENDLY PRODUCTS 

59%CHINA

58%INDIA

51%

U.S. 48%

54%CHINA

56%INDIA

33%

37%

GERMANY

HOWEVER, THE DEVELOPED ECONOMIES LAG BEHIND THE EMERGING  
NATIONS IN EMPHASIZING THE ENVIRONMENT

Overall, manufacturers in the emerging markets 
believe there is a stronger consumer demand for 
environmentally friendly products. A majority of U.S. 
manufacturers strongly agree that the environment is 

becoming more important, but it is a significantly lower 
percentage than shown by manufacturers in China, India 
or Germany, which is similar to last year’s findings.

ENVIRONMENT BECOMING MORE IMPORTANT

66%CHINA

75%INDIA

74%

U.S. 53%

GERMANY

GERMANY

U.S.
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BEING ENVIRONMENTALLY FRIENDLY IS IMPORTANT, BUT IT IS NOT GENERALLY  
THE MOST IMPORTANT PURCHASE DRIVER FOR CONSUMERS

OF CONSUMERS CITE ENVIRONMENTAL 
FRIENDLINESS AS THE MAIN REASON  
THEY SELECTED THE PRODUCTS  
THEY PURCHASED

9%

While the environment has advanced, it is still not as important a driver as quality or safety to consumers around the 
world. Given this year’s turbulence, consumers are prioritizing essential needs; specifically, they want products that are  
free from defects and safe to use.

AT THE SAME TIME, CONSUMERS CONTINUE TO BELIEVE THAT MANUFACTURERS  
ARE  NOT PRIORITIZING THE ENVIRONMENT ENOUGH

As in 2011, across all product categories almost half of the consumers do not feel that manufacturers take adequate steps  
to ensure that environmentally friendly manufacturing procedures have been followed or prioritize creating environmentally 
friendly products.

Home building  
materials Fresh food

High-tech/ 
consumer electronics

46%

46%

49%

48%
Processed food

Smart appliances

47%

48%

50%

50%

45%

42%

Environmentally friendly manufacturing procedures 

Environmentally friendly products

BELIEVE THAT MANUFACTURERS ARE NOT PRIORITIZING ENVIRONMENTALLY FRIENDLY MANUFACTURING PROCEDURES OR PRODUCTS
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BELIEVE THE FOLLOWING PRODUCT IMPROVEMENTS SHOULD BE MOST PRIORITIZED BY MANUFACTURERS

FOR CONSUMERS, THE ENVIRONMENT TRAILS ONLY PRODUCT QUALITY  
AND SAFETY AS A DESIRED MANUFACTURER IMPROVEMENT
Consumers believe that manufacturers should give higher 
priority to improving the environmental friendliness of their 
products more than to innovation or design aesthetics. 
This is especially true of German consumers, who are 
significantly more likely than consumers in China, India 
or the U.S. to think manufacturers should improve the 

environmental friendliness of their products. Interestingly, 
there are no differences based on age or orientation in the 
adoption cycle. Younger consumers and early adopters are 
not any more likely to desire more environmentally friendly 
products than are their older or late adopter counterparts.

Quality

Design aesthetics

42%

9%

Innovation 14%

Safety 19%

Environmental friendliness 16%
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THE ESSENTIAL SUPPLY CHAIN  

INGREDIENTS MATTER 

ORIGIN IS CRITICAL 

IMPACT
Impact is about helping ensure that priorities are delivered reliably, safely and 
cost-effectively. This year’s focus on impact reflects a growing recognition that 
where a product is made and what’s in it are as important as how it’s made.

4
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THE ESSENTIAL SUPPLY CHAIN

Focusing on their supply chains is how manufacturers are dealing with the 
growing complexity and shifting wants of the marketplace. At the same time, 
supply chains are becoming more complicated, global and difficult to control, 
presenting a host of problems, especially as transparency is a constant consumer 
and media demand. The issues raised earlier — from quality and safety to the 
environment — are being addressed by manufacturers through their supply chains.

THE ESSENTIAL SUPPLY CHAIN | 36 
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HIGHLY SATISFIED WITH THE FOLLOWING ASPECTS OF THEIR COMPANY’S SUPPLY CHAIN PERFORMANCE

MANUFACTURERS SEE A NEED TO GET MORE FROM THEIR SUPPLY CHAINS

Given the challenges of the global economy and 
relentless pressure to deliver, many manufacturers 
still feel their supply chains must do better. Consistent 
product quality ranks first, with 76% of manufacturers 
highly satisfied, though the 2012 level represents a 

significant drop from the 79% reported in 2011. Only 
60% of manufacturers are very satisfied with the degree 
to which their supply chains help them manage costs, 
while only 57% are very satisfied with supply chain 
performance in helping them manage risk. 

Consistent product quality

On-time delivery

Finding quality suppliers and partners

Availability of raw materials

Managing costs

Ability to manage risk

Finding environmentally responsible suppliers

Expanding into new markets

Finding socially responsible suppliers

Reducing supply chain redundancies

76%

72%

67%

64%

60%

57%

57%

57%

54%

50%
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OVERALL, U.S. MANUFACTURERS ARE MOST SATISFIED WITH THEIR SUPPLY CHAINS

American manufacturers are the most satisfied with their supply chains, with 64% very satisfied on average. 
Chinese manufacturers are least happy with the performance of their supply chains, with 58% very satisfied on 
average. Specific to industries, building materials manufacturers stand out as being significantly less satisfied 
with their supply chains, while smart appliance manufacturers tend to be more satisfied in general, and food 
manufacturers are the most satisfied with the ability of their supply chains to provide consistent product quality 
and on-time product delivery. 

67%

58%

52%

63%

56%

65%

55%

59%

61%

46%

80%

78%

61%

51%

51%

81%

72%

56%

46%

46%

80%

62%

58%

56%

52%

72%

62%

51%

64%

50%

75%

70%

67%

60%

56%

70%

68%

63%

56%

57%

Consistent product quality

Finding quality suppliers and partners

Managing costs

Finding environmentally responsible suppliers

Finding socially responsible suppliers

On-time delivery

Availability of raw materials

Ability to manage risk

Expanding into new markets

Reducing supply chain redundancies

CHINA

INDIA

GERMANY

U.S.

CHINA

INDIA

GERMANY

U.S.

CHINA

INDIA

GERMANY

U.S.

CHINA

INDIA

GERMANY

U.S.

CHINA

INDIA

GERMANY

U.S.

CHINA

INDIA

GERMANY

U.S.

CHINA

INDIA

GERMANY

U.S.

CHINA

INDIA

GERMANY

U.S.

CHINA

INDIA

GERMANY

U.S.

CHINA

INDIA

GERMANY

U.S.
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MANUFACTURERS ARE LOOKING TO GLOBAL SOURCING

OF MANUFACTURERS BELIEVE GLOBAL SOURCING  
IS A MEANS TO IMPROVE PRODUCT QUALITY76%

This figure has risen significantly by 19% from what manufacturers noted last year, which most likely reflects  
a heightened need to enhance their competitiveness in a volatile and depressed economic environment and an 
increasingly global marketplace. Regional differences reinforce this conclusion. 

SOURCING CONTINUES TO BECOME INCREASINGLY GLOBAL

Forty-six percent of manufacturers will increase the 
degree to which their companies source raw materials, 
components or ingredients from other countries. And 
of these, 79% plan to add countries from which they 
source rather than replacing their existing sources 

with new ones. The desire to find suppliers in new 
countries is further evidence of manufacturers’ need to 
advance their supply chains and points to the pressure to 
constantly enhance competitiveness by reducing costs 
and improving quality. 

Will you be sourcing more 
from other countries in the 
next five years?

If yes, will the countries
be in addition to or a 
replacement for your
current sources?

Yes

No

46%

54%

Replace

In addition to

21%

79%

GLOBAL SOURCING IS VIEWED DIFFERENTLY IN EMERGING AND DEVELOPED MARKETS

While manufacturers in developed markets continue to be much less likely to view global sourcing as a means  
to improve product quality, manufacturers in emerging nations like China and India — which benefit much  
more from global sourcing — continue to broadly embrace the concept.

57%

GERMANY71%
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U.S.

INDIA88%

CHINA87%

BELIEVE THAT GLOBAL SOURCING IS IMPROVING PRODUCT QUALITY
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INGREDIENTS MATTER

A critical aspect of supply chain management is a growing realization that 
what goes into a product is as important as the product itself. Building on  
last year’s findings, it is clear that given the accessibility of information and the 
rise of transparency, today’s more sophisticated consumers and manufacturers 
are aware that not all products are created equal. In 2012, the quality of 
ingredients or components and where they come from are more significant 
than ever before. 

INGREDIENTS MATTER | 40 
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MANUFACTURERS BELIEVE THAT CONSUMERS WANT TO KNOW WHAT GOES  
INTO THEIR PRODUCTS 

Chinese and Indian manufacturers feel that this is more important than do German and American manufacturers. The 
importance of detailing ingredients to consumers is most pronounced in the food category, where safety, nutrition and health 
concerns are strongest. Manufacturers also see a strong need to identify the components in smart appliances, which may be a 
function of the comparatively new and untested nature of the category.

OF MANUFACTURERS REPORT THAT IT IS VERY 
IMPORTANT TO CLEARLY SHOW CONSUMERS 
WHAT INGREDIENTS/COMPONENTS ARE 
INCLUDED IN THEIR PRODUCTS

68%

CHINA78% Food

INDIA68% Smart appliances

64% High-tech/consumer electronicsGERMANY

61% Home building materials

81%

73%

63%

54%

AGREE THAT CONSUMERS WANT TO KNOW WHAT GOES INTO THEIR PRODUCTS

By country By industry

U.S.
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TODAY’S SAVVY CONSUMERS UNDERSTAND THE IMPORTANCE OF KNOWING WHAT  
GOES INTO THE PRODUCTS THEY BUY  
Across categories, a majority of consumers believe it is very important to know what ingredients or components are in the 
products they buy.  This is most true for food products and is equally true across countries. 

High-tech/ 
consumer electronics

Smart appliancesFood Home building 
materials

BELIEVE IT IS VERY IMPORTANT TO KNOW WHAT INGREDIENTS OR COMPONENTS ARE IN THE PRODUCTS THEY BUY 

40%47%52%78%

OF CONSUMERS STRONGLY BELIEVE  
THAT MANUFACTURERS USE THE BEST 
POSSIBLE INGREDIENTS, RAW MATERIALS  
OR COMPONENTS IN THEIR PRODUCTS

ONLY

30%
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CONSUMERS ALSO BELIEVE IT IS MORE IMPORTANT TO KNOW WHERE  
PARTS COME FROM THAN WHERE A PRODUCT WAS ASSEMBLED
 On average, 62% of consumers across all categories surveyed think that where a product’s parts and components come  
from is more important than where the final product is assembled and packaged. This is consistent with last year’s study.

Assembly/packaging Parts/components

44%

43%

56%

57%

29% 71%

38% 62%

Food

Smart 
appliances

Home  
building  
materials

High-tech/
consumer 
electronics

45% 55%

29% 71%

ACROSS GEOGRAPHIES, ALMOST ALL CONSUMERS AGREE THAT ORIGIN  
OF INGREDIENTS IS MORE IMPORTANT THAN THE FINISHED PRODUCT
With the exception of high-tech/consumer electronics and smart appliances for German consumers, the origin of parts  
is more important to consumers than the origin of the finished product across both categories and countries. This finding 
— including the two German exceptions — is consistent with the 2011 data, and it suggests that consumers have a fairly 
sophisticated understanding of product quality, performance and safety.

CHINA

30%

32%

70%

68%

29% 71%

29% 71%

INDIA

44%

43%

56%

57%

37% 63%

40% 60%

GERMANY

55% 45%

55% 45%

U.S.

46%

44%

54%

56%

22%

36%

78%

64%

Food

Smart 
appliances

Home  
building  
materials

High-tech/
consumer 
electronics

Assembly

Parts
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ORIGIN IS CRITICAL

Sourcing is more international than ever before. For manufacturers, this is seen 
both as a way to relieve cost pressures on their supply chains and often as a 
means of improving product quality. Consumers are both aware of increasing 
globalization and wary of potential risks. As was the case in 2011, consumers 
and manufacturers believe that when it comes to product quality, the country 
of origin is extremely important.

ORIGIN IS CRITICAL | 44 
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CONSUMERS ARE AWARE OF MANUFACTURERS’ INCREASINGLY GLOBAL SUPPLY CHAINS

CONSUMERS SEE THEMSELVES CONTINUING TO BE VIGILANT  
ABOUT WHERE PRODUCTS ARE MADE

A majority of consumers believe they know the country 
in which the products they buy are manufactured. Home 
building materials is the only exception, with 39% of 
consumers agreeing they know the country of origin for 
this category.  Traditionally, country of origin mattered 
as a sign of quality. Products made in certain countries 

Across industries, over the next five years more than four in five consumers see themselves being similarly  
or increasingly sensitive to where a product is manufactured.

were considered better or more prestigious than those 
made in other countries. Today, with more globalized 
manufacturing and better-informed consumers, it 
appears that consumers understand that the country  
of origin can impact product safety as well as quality.  

High-tech/consumer electronics

Fresh, unprocessed food

Smart appliances

Processed food

Home building materials

68%

65%

60%

55%

39%

OF CONSUMERS ARE AWARE 
OF WHICH COUNTRY THE 
PRODUCTS THEY PURCHASE ARE 
MANUFACTURED IN

 57%

More

The same 37%

Less 19%

44%

BELIEVE THEY KNOW THE COUNTRY OF ORIGIN FOR PRODUCTS THEY PURCHASE
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2012

2011

MANUFACTURERS FEEL THAT COUNTRY OF ORIGIN IS IMPORTANT

Overall, country of origin grew in importance since last year. This may reflect the greater concern of manufacturers 
over sourcing, or it may also be influenced by manufacturers better understanding that consumers are becoming more 
savvy about issues such as traceability. Results remained the same for fresh foods, which continue to demonstrate the 
importance of country of origin. High-tech and building materials both saw an increase in importance since 2011.

Country of origin for fresh dairy products

Country of origin of 
components/ingredients 

Country of origin of 
components/ingredients 

Country of origin of 
components/ingredients 

All assembled components being 
from the manufacturing country

All assembled components being 
from the manufacturing country

All assembled components being 
from the manufacturing country

Country of origin for fresh, unprocessed food

Country of origin for unassembled processed food ingredients

Country of origin for ready-to-use processed food components44%
41%

41%
38% Country of origin for artificial flavorings and additives

60%
58%

60%
62%

53%
50%

Food

High-tech/consumer electronics

Smart appliances*

*Note: Smart appliances were not included in the 2011 study.

Home building materials 

THE DEGREE OF IMPACT EACH OF THE FOLLOWING HAS ON THE QUALITY OF THE PRODUCTS PRODUCED

MORE MORE
33% 23%61%

64%

53%
46% 43%

36%

58%

36%
47% 45%
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MANUFACTURERS THINK DEVELOPED COUNTRIES HAVE A BETTER  
REPUTATION FOR THE QUALITY OF THEIR PRODUCTS 

CONSUMERS ALSO THINK DEVELOPED COUNTRIES HAVE A BETTER  
REPUTATION FOR THE QUALITY OF THEIR PRODUCTS

Whether in emerging markets like China and India 
or developed markets like Germany and the U.S., 
manufacturers have a significantly more favorable 
opinion about the quality of materials sourced from 
developed markets compared to those sourced from 
emerging markets. Indian manufacturers perceive 

the least disparity between developed and emerging 
countries of origin (32% higher for developed markets); 
whereas U.S. manufacturers see the greatest disparity 
(285% higher for developed markets). This is also 
consistent with 2011 findings.

Similar to that of manufacturers, consumers’ perception 
of quality is significantly higher for products from 
developed nations than for those from emerging nations. 
Consumers in the emerging markets, China and India, 
rate products from developed markets more highly than 

Developed

Emerging

Developed

Emerging

do consumers from Germany and the U.S. Conversely, 
only a small minority of consumers from the developed 
markets think that products from emerging markets  
are high quality.

MORE
38%54%

39%

MORE
32%

34%
45%

MORE
111%

19%

MORE
285%

13%

RATE COUNTRIES AS VERY GOOD/EXCELLENT AS A SOURCE FOR THEIR INDUSTRY

RATE COUNTRIES AS VERY GOOD/EXCELLENT IN QUALITY FOR THE PRODUCTS THEY PRODUCE

MORE
127%68%

30%

MORE
74%

35%
61%

MORE
378%

9%

MORE
438%

8%

43%

43%

40%

50%

CHINA

INDIA

GERMANY

U.S.

CHINA

INDIA

GERMANY

U.S.
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ATTITUDES 

Directly influenced by pervasive 
uncertainty, a new set of attitudes 
emerged. “Optimism Gives Way to 
Realism” represents a significant 
shift in the way consumers and 
manufacturers assess products and 
related issues. Today’s increased rec-
ognition of risk may have influenced 
“A More Nuanced and Sophisticated 
Consumer Understanding of Safety”  
where consumers demonstrated a 
keen and nuanced understanding  
of product-related safety issues.

PRIORITIES 

With today’s new realism, key priori-
ties define what is truly important 
and fundamental. “Quality Is Im-
perative” highlights the primacy of 
quality as the most desired product 
characteristic. “Safety Continues to 
Be Fundamental” demonstrates that 
safety remains a critical consider-
ation for both manufacturers and 
consumers.  And “The Environment 
Advances” shows that environmental 
focus is becoming more prevalent 
and seen globally as a pressing issue.

IMPACT 

Impact is about how today’s priorities 
are delivered and about the grow-
ing importance of information and 
transparency. “The Essential Supply 
Chain” details what is important to 
manufacturers and their increasing 
use of global sourcing. “Ingredients 
Matter” highlights another example of 
increased consumer sophistication: the 
importance of what goes into a prod-
uct. “Origin Is Critical” demonstrates 
that both consumers and manufactur-
ers are aware of and care about  
a product’s country of origin.

CONCLUSION
The Product Mindset in 2012 can be largely understood as a 
quest for certainty in an uncertain world. We saw a variety 
of external forces drive a shift from the optimistic outlook 
expressed in 2011 to a new set of attitudes, grounded in realism 
and a more sophisticated and nuanced point of view. Quality, 
safety and the environment were affirmed as priorities. And the 
ultimate impact is delivered through the supply chain, where 
global sourcing and an emphasis on ingredients/components 
demonstrate that where a product is made, how it’s made and 
what’s in it are becoming paramount.

CONCLUSION | 48 

FORCES

Shaping The Product Mindset this year were several global forces, including economic instability, political turbulence, 
unprecedented natural disasters, growing transparency, amplified information and supply chain complexity.
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METHODOLOGY
In spring 2012, UL employed an independent research firm, ORC International, to 
conduct a global quantitative survey among 1,201 consumers and 1,202 manufacturers 
across four countries: China, Germany, India and the United States. The two samples 
each have a margin of error of ±2.8% at the 95% confidence level. To meet the 
objectives of the survey, manufacturers across the consumer electronics, food, 
building materials and smart appliances sectors were interviewed by phone, 
and consumers were interviewed through an online survey. Manufacturers were 
director-level executives specializing in management, research and development, 
marketing and sales, quality control, and product management or design. Consumers 
were a representative mix of age, gender, education and income. Data tabulations 
among subgroups have been tested for statistical significance at the 90% and 95% 
confidence levels. Secondary research sources were used to provide supplementary 
information, and Product Mindset considerations were selected based on the 
importance and overall significance of the data.

All reported differences are statistically significant at the 90% confidence level, unless 
otherwise noted. Also note that “strongly agree” denotes a rating of 8, 9 or 10 on a 
10-point scale, while “agree” denotes a 6+ rating.
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