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The Product Mindset is an annual study created to better understand manufacturer and 

consumer concerns and priorities about the products they make, sell, buy and use. Now in 

its third year, the study is broader in scope and more nuanced in its findings. A fifth country, 

Brazil, has been added, allowing us to define the collective mindset based on data from five 

of the world’s top 10 largest economies. We have also expanded our research to further 

explore emerging issues related to the supply chain and human health. We hope that you 

find the study informative and thought provoking. 

UL is a premier global independent safety science company with more than 118 years of 

history. Building on our product safety heritage, we created The Product Mindset to 

help businesses better understand the growing concerns and priorities of your diverse 

constituents and peers. The study’s insights can provide a platform for you to consider how 

you think, plan and deliver in today’s complex product ecosystem.
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This year’s study is organized into five sections. Context reveals 
key developments that are helping shape this year’s findings. 
Rankings is a new feature that demonstrates and dimensions 
the Fundamentals and Rising Priorities of manufacturers and 

consumers. Fundamentals then details which issues are  
most essential and why, while Rising Priorities showcases  
those considerations that are becoming more significant  
in today’s mindset.
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NAVIGATING THE PRODUCT MINDSET

AUDIENCES

THE FUNDAMENTALS

Quality Cost/Price ReliabilitySpeed To Market/Newest FeaturesInnovation Product SafetyPerformance

Key considerations focused on the essential or primary drivers of decision making

Director-level executives specializing in 
management, research and development, 

marketing and sales, quality control, sustainability, 
product management or design

The following highlights key components of the study.

1,521 
MANUFACTURERS

1,528 
CONSUMERS

A representative mix of age, gender,  
education and income

High-tech/Consumer 
Electronics

Home Building  
Materials

Food Smart 
Appliances

INDUSTRIES

GEOGRAPHIES

Brazil China Germany India USA

Encompass a broad range of products and usage behaviors from fast-moving consumer goods to durables

Include five of the top 10 largest economies and represent four continents

RISING PRIORITIES
Key considerations focused on the emerging drivers of decisions that are becoming increasingly important

Health ImpactOutsourcing/ 
Origin

TransparencyTraceabilityEthical Sourcing Environmentally  
Friendly  

Manufacturing

Environmentally  
Friendly  
Products
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The Context this year reveals that globalization is 
reshaping both the business landscape and the collective 
mindset. For manufacturers and consumers, globalization 
is contributing new complexity and heightening the 
importance of emerging considerations such as 
transparency, traceability, ethical sourcing and country  

CONTEXT

of origin. Additionally, we have witnessed a shift to a more 
positive outlook by both manufacturers and consumers 
despite continued volatility across the social, economic 
and political spectrums. The renewed optimism varies  
by audience and country but demonstrates a departure  
from last year’s uncertainty.
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CONTEXT

GLOBALIZATION
Globalization is a core business reality that is increasing  

in importance and influencing our priorities. 

The supply chain is a significant priority and is increasingly global

Sourcing is manufacturers’ most global function today

SAY: They operate  
multinationally

AGREE: Global sourcing  
is a means to improve 
product quality

78% 78%BELIEVE: Supply chain  
management 
is becoming more 
important

88%

Percent of manufacturers that operate  
multinationally in the following areas:

70% | SOURCING

61% | DISTRIBUTION/SALES

48% | MARKETING/PROMOTION

43% | MANUFACTURING

Manufacturers state they will increase global  
sourcing over the next five years...

...and the search for new countries will also increase

 2013
25%48%  2012

21%
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Consumers appear more positive about their  
relationships with manufacturers, feeling increasingly 
respected for being informed and empowered...

Consumer confidence in improving product  
quality is also on the rise...

 2013

 2012

 2011

+10%

2012 2013RESPECT

53%

DEVELOPED EMERGING

63% 79% 81% 92%

MOOD

68%
63%

59%

Curiously, while more optimistic about manufacturers overall, consumers  
in emerging markets desire more stringent governmental regulation

A tangible sense of optimism is emerging — a shift from last year’s pervasive uncertainty. 

...and this is more true in emerging markets than in  
developing markets

...and related to quality, there is a more optimistic outlook  
in emerging markets this year, particularly in Asia

EMERGING

EMERGING

DEVELOPED

DEVELOPED

50%

50% 

61% 

66% 

79% 

77% 

59%

63%

88% 

86% 

CONTEXT

QUALITY IS IMPROVING
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A growing number of manufacturers are  
becoming more optimistic about their profitability

Cost 
Ethical Sourcing
Env. Friendly Manufacturing
Env. Friendly Products
Health Impact

90%
Manufacturers already feel stringently regulated

This is particularly true in developed markets shown by the  
percentage who agree that it is easier to be profitable today

Manufacturers see a need for improvement across 13 business 
success measures (despite consumers being increasingly positive; 
see Quality, page 14)

 2013
16%

% INCREASE
VS. 2012

9%
24%

114%

 2012
13%

CONTEXT

EASIER TO BE PROFITABLE TODAY

13 measures:

-5%

Innovation
Performance 
Quality 
Reliability 
Safety

Speed to Market 
Traceability 
Transparency

EMERGING DEVELOPED

MOOD

88% 
83%  86%  86% 87% 
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Across 13 business success factors, Brazilian manufacturers express 
a far greater need for improvement than do manufacturers in 

other countries, which may reflect a higher degree of openness 
about their issues, pessimism about their prospects or need 

relative to their competitiveness.

BRAZIL STANDS APART

see a need for 
improvement

64%

CHINA | 41%

INDIA | 40%

USA | 35%

GERMANY| 42%
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RANKINGS

This year, our research revealed insights that resulted in a 
new way to classify the complex and growing considerations 
facing manufacturers and consumers today. We divided 
them into two categories to compare like-minded issues. 
The Fundamentals are the most important factors driving 

behavior, including considerations such as quality and 
product safety. Rising Priorities are newer factors that are 
becoming increasingly more critical in today’s marketplace, 
including supply chain transparency and making 
environmentally friendly products.

THE PRODUCT MINDSET 2013 | 10



UNDERSTANDING THE RANKINGS

RANKINGS

Seeing how forces such as globalization, technological 
advances, macroeconomic trends and the evolving 
regulatory environment were changing both the product 
ecosystem and the collective mindset, we began to more 
closely examine additional manufacturer and consumer 
considerations (e.g., supply chain transparency and 
traceability). Two key findings resulted: first, the newer 
considerations were consistently rated as important, and 
second, they were consistently ranked below those that 
were more established (e.g., quality and product safety). 

Between manufacturers and consumers, the Fundamentals 
account for approximately 75% of the total prioritization 
based on composite importance and improvement rankings, 
with the Rising Priorities accounting for 25%. However, we 

THE FUNDAMENTALS

RISING PRIORITIES

Looking more deeply, we found that the established and 
emerging considerations were inherently different. The more 
established considerations, the Fundamentals, are those that 
are important to successful businesses and good products. 
The emerging considerations, Rising Priorities, are growing in 
both visibility and relevance. They have advanced largely as a 
result of complexity and will likely become more important 
over time. We created a new classification system, separating 
the two types of considerations to provide a more refined 
understanding of each.

Quality Reliability Speed To Market/ 
Newest Features

InnovationProduct 
Safety

Performance

believe that because the two sets of considerations are 
so different, direct comparisons between them are less 
meaningful than comparing each group within its own 
consideration set.

Health Impact Environmentally  
Friendly Manufacturing

Environmentally  
Friendly Products

Outsourcing/ 
Country of Origin

Ethical  
Sourcing

TraceabilityTransparency

Cost/Price
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1 3 52 4 6 71 3 52 4 6 7

1 3 52 4 6 7

IMPORTANCE & IMPROVEMENT
The data reveal interesting alignments and gaps between manufacturers  

and consumers across the Fundamentals and Rising Priorities.

FUNDAMENTALS

RISING PRIORITIES

1 3 52 4 6 7

IMPORTANCE: 
(PRIMARY DRIVER OF  

SUCCESS/CHOICE)

IMPROVEMENT: 
(AREA MOST IN NEED OF  

ENHANCEMENT)

Quality

Cost/Price

Innovation

Reliability

Product Safety

Performance

Speed to Market/Newest Features

Environmentally Friendly Manufacturing

Health Impact

Environmentally Friendly Products

Transparency

Outsourcing/Country of Origin

Traceability

Ethical Sourcing

N/A

N/A

N/A

N/A

RANKINGS

 most to least  most to least

IMPORTANCE 
(PRIMARY DRIVER OF  

SUCCESS/CHOICE)

IMPROVEMENT: 
(AREA MOST IN NEED OF  

ENHANCEMENT)
 most to least  most to least
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THE FUNDAMENTALS

The Fundamentals are considerations like quality, safety, 
cost/price and innovation that are the primary drivers of 
manufacturer success and consumer choice. In general, there 
is considerable alignment around them. However, under 

closer review, we discovered gaps between what is expected 
or desired and what is being delivered. Highlighting these 
gaps helps to pinpoint opportunities for manufacturers to 
optimize their focus to better address consumer concerns.
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% of manufacturers in these countries
who rate quality as very important

% of all consumers who rate products  
from these countries as high quality

82 %

THE FUNDAMENTALS

QUALITY
Although it is the most important manufacturer and consumer priority, quality  

appears to be an area where there is a sizable gap in consumer confidence.

Manufacturers in both developed and emerging  
markets rank quality as highly important...

...however, significantly more consumers agree that  
products made in developed markets are high quality

QUALITY
THE FUNDAMENTALS#1 #1

RANK RANK

However, there is a gap related to trust or confidence in quality

AGREE: Product quality is very important, making it  
the #1 overall manufacturer consideration

BELIEVE: Manufacturers use the lowest- 
cost materials for their products, regardless of quality

YET

BUT

AND AND

51 %95 %

MOST IMPORTANT MOST IMPORTANT

Ranks #1 for both consumers and manufacturers,  
making it the most fundamental priority

60 % 26 %88 %

EMERGING EMERGINGDEVELOPED DEVELOPED

all rankings out of seven. for more details, see rankings on page 12.
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-5%

5% 5%

8% 9%

15%

20%

-8%

-9%

Consistent 
Quality

%
 A

BO
VE

/B
EL

O
W

AV
ER

AG
E 

IM
PO

RT
AN

CE

On-time 
Delivery

Reliable 
Suppliers & 
Distribution 
Partners

Raw  
Material/
Component/ 
Ingredient
Availability

Quick 
Reaction 
to Supply 
Chain  
Disruptions

Managing 
Costs

Supply Chain 
Transparency

Suppliers  
that Ensure 
Ethical/Fair 
Treatment  
of Workers

Suppliers  
that Ensure 
Environmental 
Responsibility

While many supply chain issues play an important role with 
manufacturers, it is clear that consistent product quality 

dominates in terms of its importance.

$

QUALITY IS KING
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THE FUNDAMENTALS

RELIABILITY/PERFORMANCE

Reliability and performance 
are closely related to quality 
and taken together, account 
for almost half of what is most 
important across all industries

8% 8%

8%

8%
7%

6%

42% 44%
39%

48%

37%

11%

25% 25% 23% 33% 18%

9% 11% 10%

Total High-tech/Consumer 
Electronics

Home Building  
Materials

Food Smart 
Appliances

45%

20%

17%

8%

48%

25%

14%

9%

47%

18%

19%

10%

46%

23%

10%

12%

8%

51%

38%

5%

Reliability and performance are mid-tier priorities that manufacturers 
and consumers appear to link to quality.

#5

#4

PERFORMANCE

RELIABILITY

#2

#4

RANK

RANK

RANK

RANK

Product performance is a more important priority to consumers, 
pointing to a potential opportunity for manufacturers

Reliability is an area of strong alignment

MOST IMPORTANT

MOST IMPORTANT

MOST IMPORTANT

MOST IMPORTANT

all rankings out of seven. for more details, see rankings on page 12.

Quality
Reliability
Performance

THE FUNDAMENTALS
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79% 

91 %

#3

THE FUNDAMENTALS

COST/PRICE
Cost/price is an area of alignment between manufacturers  

and consumers, who both see it as a key driver.

...with the exception of Brazil, cost/price is significantly  
more important to manufacturers in developed markets

Cost/price is one of the most  
important success factors to manufacturers...

COST/PRICE #3
RANK RANK

DEVELOPED

EMERGING

92%

85% 

93% 

95% 

MOST IMPORTANT MOST IMPORTANT

There is strong alignment around the importance of cost/price

all rankings out of seven. for more details, see rankings on page 12.

THE FUNDAMENTALS
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THE FUNDAMENTALS

PRODUCT SAFETY
Product safety remains important and fundamental, although consumers do not believe  

it is prioritized enough by manufacturers.

...but the two audiences are not aligned

Manufacturers and consumers agree that product safety  
is a priority that is becoming more important...

BELIEVE: Consumer confidence in product safety is increasing BELIEVE: Manufacturers value sales over product safety

BUT

AND

58 %

73 %

84 %

92 %

PRODUCT 
SAFETY

#4 #2
RANK RANK

IMPROVEMENT
PRIORITY

IMPROVEMENT
PRIORITY

Consumers believe manufacturers need to improve product safety 
more than manufacturers will admit

all rankings out of seven. for more details, see rankings on page 12.

THE FUNDAMENTALS
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THE FUNDAMENTALS

INNOVATION/SPEED TO MARKET
Innovation and speed to market are perhaps the clearest examples of misaligned manufacturer priorities — 

 seen as essential to their ability to compete — while consumers feel that new products are brought  
to market faster than needed.

Manufacturers and consumers are not aligned  
about the importance of innovation

However, manufacturer importance ratings on innovation and speed to 
market are trending down, suggesting a decrease in emphasis

BELIEVE: Innovation is becoming
more important

INNOVATION

BELIEVE: Manufacturers introduce new products  
more quickly than consumers need them

SPEED TO MARKET

YET 63 %91 %

-3% -5%

2012 20122013 2013

INNOVATION#2 #7
RANK RANK

MOST IMPORTANT MOST IMPORTANT

Manufacturers and consumers are far apart about  
how much of a priority innovation should be

all rankings out of seven. for more details, see rankings on page 12.

THE FUNDAMENTALS
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Rising Priorities are considerations that are becoming 
increasingly important to both manufacturers and 
consumers. They highlight that decision making is much 
more complex for both audiences. This year,  we have begun 
to gauge the growing impact of significant issues like 

RISING PRIORITIES

the environment, health impact, transparency, country 
of origin, traceability and ethical  sourcing. While Rising 
Priorities do not supplant the Fundamentals, they do  
play a vital and expanding role today in shaping the  
collective mindset.
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RISING PRIORITIES

ENVIRONMENT
The Environment has continued to advance as a priority; however, consumers seem to doubt the intentions of  

manufacturers in terms of their commitment to environmentally friendly products and manufacturing procedures.

...but the environment remains an area in which 
manufacturers and consumers are not aligned

AGREE: Manufacturers are not doing 
enough in terms of environmentally friendly 

manufacturing procedures or products

40%

AGREE: The environment is  
becoming more important

90% YET

Manufacturers and consumers agree: 
price is not a barrier, and consumers will  

pay more for eco-friendly products...

AND 68 %72 %

all rankings out of seven. for more details, see rankings on page 12.

ENVIRONMENT#2 #2
RANK RANK

MOST 
IMPORTANT

MOST 
IMPORTANT

RISING PRIORITIES

Manufacturers and consumers agree that environmentally  
friendly products are very important
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Manufacturers and consumers are not aligned on the  
most important impact related to environmental products.

NOTEWORTHY GAP

VS.

61% of manufacturers agree the impact to  

the environment  

is more important than the impact to human health

61% of consumers agree the impact to  

human health  
is more important than the environmental impact
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RISING PRIORITIES

HEALTH IMPACT
The health impact of products is a consumer priority — one that intensifies based on perceived intimacy with 

the body — and an area where consumers feel manufacturers do not do enough.

However, there is a gap between what manufacturers say and  
what consumers see relative to health impact

AGREE: Consumers are becoming more interested in  
the potential health impact of products

AGREE: Manufacturers do not provide all the important  
 information about the potential health impact of their products

YET 39 %87 %

5%
10%

16% 19%
23%

28%

None High-tech/
Consumer 
Electronics

Smart  
Appliances

Home 
Building  

Materials

Processed 
Food

Fresh Food 

Consumers’ health impact concerns — related to the degree of desired improvement — appear to intensify based on  
how close or involved the product or product category is with the human body                            

all rankings out of seven. for more details, see rankings on page 12.

RISING PRIORITIES#2 #1
RANK RANK

HEALTH IMPACT

IMPROVEMENT
PRIORITY

IMPROVEMENT
PRIORITY

Health impact is an important improvement priority for both  
manufacturers and consumers
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The severity of consumer concerns is 
directly related to product intimacy. 

PRODUCT INTIMACY

19%

Interact 
with Other 
Products

%
 O

F 
CO

N
CE

RN
  

RE
LA

TI
VE

 TO
 T

H
E 

BO
DY

62%62%

43%

Go into  
the Body 
(e.g.,  Medical 
Devices)

Children 
Use

Are Applied 
to the Body

66%

Are  
Ingested 
(e.g., Food)

22%

Are Touched 
and Used 31%

Affect 
Home or 
Office

31%

Are Located 
Close to 
the Body
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TRANSPARENCY

42 %84 %

...but at this time, transparency appears to be an area of  
disconnect in terms of what manufacturers deliver 

AGREE: Internal and external stakeholders are  
increasingly demanding supply chain transparency

AGREE: Manufacturers do not provide sufficient  
transparency into their supply chains

YET

#3 #4
RANK RANK

RISING PRIORITIES

TRANSPARENCY
Gaining visibility into all aspects of the supply chain is one of the  

Rising Priorities that is an area of opportunity.

Most manufacturers believe supply 
chain transparency is important...

80 %

IMPROVEMENT
PRIORITY

IMPROVEMENT
PRIORITY

all rankings out of seven. for more details, see rankings on page 12.

RISING PRIORITIES

Transparency is less of a priority for improvement than  
health impact or the environment
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RISING PRIORITIES

OUTSOURCING/COUNTRY OF ORIGIN

Manufacturers and consumers are aligned in the belief that  
consumers are aware of country of origin...

59%AND67%

...and there is close alignment about the importance  
of knowing country of origin

83 %80 % AND

AGREE: It’s important to know the country of origin  
for products you purchase

Outsourcing/country of origin, which takes into account where products are made, 
is an area of growing awareness where there is significant alignment.

all rankings out of seven. for more details, see rankings on page 12.

RISING PRIORITIES

OUTSOURCING/ 
COUNTRY OF ORIGIN#3 #4

RANK RANK

MOST
IMPORTANT

MOST
IMPORTANT

Manufacturers and consumers agree that outsourcing/ 
country of origin is important
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RISING PRIORITIES

TRACEABILITY
The ability to track which ingredients and components are in products  

and where they come from is rising in awareness and importance.

Consumers’ stated desire for traceability is increasing... ...and the need for traceability varies greatly across 
product categories 

 2013
61%

There is a disconnect between manufacturers and  
consumers over traceability

AGREE: It is very important to clearly show consumers  
which ingredients/components are included in their products

AGREE: Manufacturers do not make it easy to know where  
raw materials or ingredients come from and where the product  

was manufactured

54%
 2011

43 %69 % YET

TRACEABILITY #4
RANK

#7
RANK

MOST IMPORTANT MOST IMPORTANT 
INFORMATION

all rankings out of seven. for more details, see rankings on page 12.

RISING PRIORITIES

Traceability has not yet become a significant priority  
to either manufacturers or consumers

83% | FOOD

58% | HOME BUILDING MATERIALS

45% | SMART APPLIANCES

56% | HIGH-TECH/CONSUMER ELECTRONICS
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RISING PRIORITIES

ETHICAL SOURCING
Relative to other Rising Priorities, ethical sourcing — focused on the fair and humane  

treatment of workers throughout the supply chain — is not yet as significant.

Ethical sourcing represents another divide 
between manufacturers and consumers

BELIEVE: Manufacturers haven’t taken adequate 
steps to ensure the ethical/fair treatment of workers

AGREE: Consumers are concerned about 
the ethical/fair treatment of workers

AGREE: Ensuring the fair and ethical treatment  
of workers throughout the supply chain is the most  
important factor impacting their ability to compete

AGREE: How a company ensures the fair and ethical  
treatment of workers throughout the supply chain is 

important to know when buying a product

YET78% 71%

#7 #6
RANK RANK

ETHICAL SOURCING

Few see ethical sourcing as an important  
priority at this time

2 %2 % AND

ONLY ONLY

IMPROVEMENT
PRIORITY

IMPROVEMENT
PRIORITY

all rankings out of seven. for more details, see rankings on page 12.

RISING PRIORITIES

Ethical sourcing currently ranks near the bottom in  
terms of being an improvement priority
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CONCLUSION

This year’s study is largely an attempt to untangle 
and better classify the complexities of the global 
marketplace to gain a deeper understanding of  
what’s important and what’s evolving. We’ve  
developed a more effective way to dimension the 
growing considerations impacting manufacturers  
and consumers. The study has highlighted where  
there is alignment between our two stakeholder 

groups, notably across the Fundamentals; however, 
we’ve also detailed misalignments in delivery and 
perception. The newer Rising Priorities have  
been dimensioned, and these issues will likely gain 
traction and increasingly influence the Fundamentals. 
Last, Health Impact and the important, although 
distinct, role it plays with manufacturers and 
consumers was introduced.
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MORE PRODUCT MINDSET
Enhanced this year,  we have made the results of The Product Mindset more interactive. An online data visualizer will enable 
you to explore and compare the information in meaningful ways. We will also field questions and comments from our many 

subscribers around the world and engage in dialogue through social media channels.

Visit: www.ul.com/productmindset

Email: productmindset@ul.com

Call: +1 847.664.2226

EXPLORE THE STUDY AT A GLANCE

VISIT

ORDER

EXPLORE

PARTICIPATE

ORDER A PRINTED VERSION

IMMERSE YOURSELF IN THE DATA

FOLLOW, SHARE AND ENGAGE

FURTHER INFORMATION

FACEBOOK TWITTER

LINKEDINYOUTUBE
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http://www.ul.com/global/eng/pages/productmindset/index.jsp?utm_source=ulcom&utm_medium=vanity&utm_campaign=productmindset
http://www.ul.com/global/eng/pages/productmindset/index.jsp?utm_source=ulcom&utm_medium=vanity&utm_campaign=productmindset
http://www.ul.com/productmindset
http://www.ul.com/productmindset
http://www.productmindset.ul.com/datatool
http://www.linkedin.com/company/4721?trk=tyah&trkInfo=tas%3Aunderwriter
https://www.facebook.com/ULDialogue
https://twitter.com/uldialogue
http://www.linkedin.com/company/4721?trk=tyah&trkInfo=tas%3Aunderwriter
http://www.ul.com/global/eng/pages/productmindset/index.jsp?utm_source=ulcom&utm_medium=vanity&utm_campaign=productmindset
http://www.ul.com/global/eng/pages/productmindset/index.jsp?utm_source=ulcom&utm_medium=vanity&utm_campaign=productmindset
http://www.youtube.com/user/ULdialogue
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This study was concepted and created in partnership with

During the winter of 2012 and spring of 2013, UL employed an independent research 

firm, ORC International, to conduct a global quantitative survey among 1,528 consumers 

and 1,521 manufacturers across five countries: Brazil, China, Germany, India and 

the United States. The two samples each have a margin of error of ±2.5% at the 95% 

confidence level. To meet the objectives of the survey, manufacturers across the high-

tech/consumer electronics, food, home 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, sustainability, 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. Considerations in The Product Mindset 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 “agree” and “believe” denote a 6+ rating on a  

10-point scale.

© 2013 UL LLC. ALL RIGHTS RESERVED. THE PRODUCT MINDSET CANNOT BE COPIED, 
REPRODUCED, DISTRIBUTED OR DISPLAYED WITHOUT UL’S EXPRESS WRITTEN PERMISSION.

UL AND THE PRODUCT MINDSET ARE REGISTERED TRADEMARKS OF UL LLC.
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