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EXECUTIVE SUMMARY  
Within the household appliance sector, Miele has always been a brand name linked to quality and 

reliability. The last years, new competitors have entered the market and Miele has seen its position 

as preferred brand dwindle among younger consumer groups. The history of the brand is also noticed 

in their sales structure, where there is still a big focus on offline sales, often with long lasting 

partnerships with independent retailers. In the last decade, the importance of these offline sales 

channels have been wavering, and new online channels have taken the lead. Competing with new 

entrants in these channels is not always easy, as they can focus their attention on these new channels 

without the responsibility of providing a future for historic partnerships, of which Miele has plenty. 

With the changing competitive landscape and a possible change in customer behaviors and 

preferences, Miele Belgium, commissioner of this study, decided to study the upcoming generation of 

appliance customers in more detail. By gaining information on this new generation and their consumer 

preferences, Miele hopes to evoke the same feelings of loyalty and favoritism the brand has been 

known to evoke among its older customers. 

To contribute to this goal, the objective of this ICP is to discover how Miele can reach the mind and 

the heart of the 25-35 y/o customer. In order to formulate a structured and thorough answer to this 

question, three themes have been identified. In the first theme the target group is further analyzed. 

The average customer journey and the customer needs and expectations were researched by reading 

the generational researches already available on these topics. In a second phase, focus groups with 

local household appliance consumers belonging to the target group were organized. In the second 

theme, the AS-IS situation of Miele Belgium was analyzed. To gain insights in Miele’s current way of 

doing business, semi-structured interviews with employees from all departments were conducted. In 

a second phase, many internal documents describing Miele’s current values , sales & marketing 

strategy and upcoming business projects were investigated, using the information present on the 

companies shared drive. In a last phase, Miele’s brand positioning and the positions of their main local 

competitors were analyzed. This was done using the PESO-framework, which consisted of a number 

of anonymous store visits combined with a content analysis, which focused on the brands’ websites, 

social media channels and press messages. In the last theme the insights gathered in theme one and 

theme two were combined to create several recommendations. For each of these recommendations, 

the insights from the first two themes that led to the recommendation are reported as well as a 

detailed description of how the change could be implemented operationally.  

During the research many trends and characteristics were described as being specific to this 

generation. The urbanization trend, the experience economy and the disappearance of gender roles 

were all world trends linked to this upcoming generation. The target group also has some globally 

identified expectations. They are known to like brands that help them define their own identity, 

engage with them and to assist them in living their lives. Next to that, the target group has the 

tendency to be information addicts and to influence the consumer choices of their peers by 

reverberating. When delving deeper into the local consumer expectations when buying household 

appliances, six main purchase drivers were discovered. Within the target group, reliability was seen as 

the most important aspects of the machine. Price and convenience came in on a close second place. 

The other three purchase drives: design, sustainability and connectivity were considered but of a 

lesser importance compared to the three previously mentioned purchase drivers. 

Concerning the customer journey, it was discovered that almost everyone within the target group 

started their journey with an online research phase. Within this generation of research addicts, sites 

which allowed them to compare were heavily preferred. Consequently, the importance of being 
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clearly visible on the online dealer web shops, such as Coolblue, was mentioned by many of 

participants within the target group. The need for independent information is also high within this 

generation. Many tend to search for reviews by independent consumer organizations or previous 

purchasers to help them make their decision. After this phase, around half of the target group still 

liked to touch the product physically in a store before the final decision was made. When finally ready 

to make the purchase, a majority of the target group saw no difference in buying it online or offline. 

Rather, they focused on aspects such as price and quality of the after-sales service. 

Regarding the AS-IS situation, a first insight gathered is the importance Miele attributes to their values, 

recently redefined in the ‘Creators of Quality’ framework. The values immer besser for customers, 

employees, planet and performance were mentioned in many of the conversations. References to 

these values can also be found when parsing their current sales and marketing strategy. Throughout 

their product portfolio, Miele very clearly state that they focus on offering premium looking appliances 

of indisputable quality. These same values are communicated to their customers. Miele always uses 

their channels to publish articles with a luxurious and traditional look and feel. The information they 

share on social media is often related to a high-end lifestyle, such as cooking multiple course dinners. 

When comparing this to the competition, the difference in focus on a premium look and feel is even 

more noticeable. Many competitors communicate about other relevant topics, such as the convenient 

lifestyle their machines can generate, the sustainability aspect inherent to the appliances or the low 

prices and high quality they offer. 

In the end, there were two main reasons identified that prevented Miele to obtain a higher percentage 

of consideration within the target group. A first reason is their strong focus on communicating about 

the premium quality of the their products. This communication was very well remembered and 

internalized with the target group. The target group described the brand as being very desirable, but 

due to their sole focus on evoking a premium feeling, the perceived affordability of these products 

was quite low. A second reason the brand is not being considered is its price. Although this might seem 

very similar to the first reason, the difference lies in the nature of both barriers. Where the first reason 

is a psychological barrier, describing the product as unobtainable for the consumer, the second is a 

real financial barrier. To lower both barriers five recommendation have been put forward.  

The first recommendation concerns an extension and change in branding of the existing Miele Outlet. 

By leveraging the trust consumers have in Miele’s quality, Miele can start offering heavily used, 

refurbished products to lower significantly the financial barrier for entry. The second recommendation 

describes a change in the offline sales strategy. By introducing a more varied and customer centric 

array of reasons to buy Miele, the ‘not meant for me’ feeling can be lowered. Sales employees could 

talk about the low lifetime cost of the appliance, the convenience the machine is built to introduce 

into the lives of the target group or the longevity promised by Miele. The Miele Experience Centers 

could also change their offer to include more activities that are tailor made to the interest of the target 

group. The third recommendation concerns the possible entry of Miele on the rental/lease market. 

Within this research a low enthusiasm in the target group was discovered. The segments within the 

target group that were interested had a combination of high service expectations and a low willingness 

to pay. The possibility of a failed entry should be considered, thus local quantitative studies are 

strongly  recommended before investing too many resources in this project. The fourth 

recommendation covers the Miele reputation of being a traditional brand. During the research, a big 

threat of the new entrants, such as Samsung, was discovered. Already many customers within the 

target group felt the connectivity features Samsung was adding to their appliance were attracting 

them to move away from traditional brands, such as Miele. The unproven reputation of these new 

entrants is the only reason  why the traditional brands have not lost too much market share yet. In 
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order to prevent this from happening Miele should focus  R&D on creating technology, such as   

embedding IOT in their appliances. Accompanied with this, is the recommendation to already 

communicate about the current technology inside their appliances. Changing both the content and 

way of communicating this message should help Miele to shed their reputation of being traditional 

and help them to gain consideration among this digital-native generation. The last recommendation 

describes complementary communication angles Miele could introduce to lower the feeling of 

unreachability within the target group. The communication on quality could be complemented with 

topics of equal importance within the target group such as convenience, their future and 

sustainability. 

Lastly, it’s important to notice that the insights within the documents are mainly qualitative in nature. 

The insights in the customer group as well as the recommendation given can thus be described as 

been explorative. It is strongly advised that Miele validates all the findings and strategic 

recommendations they wish to implement in a large, representative post study.   
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1. INTRODUCTION 

1.1. MIELE HISTORY  
Miele & Cie. KG is a German producer and distributor of household appliances and professional 

cleaning equipment with a history of more than 120 years. During these years, the appliances Miele 

provided changed drastically. Today they provide qualitative solution to help families to cook, wash 

and clean with ease. In the professional market they provide sterilizers and large volume washing and 

laundry machines for dentists, hospitals, laboratories, hotels and restaurants (Welkom bij Miele, 

2022). 

The company was founded in 1899 by its two initial shareholders, engineer Carl Miele and 

businessman Reinhard Zinkann. They started producing their first product, a cream separator, in 

Gütersloh with a workforce of eleven people. By 1903 its first washing machine was being produced. 

While this version was still completely mechanical, innovations soon followed and by 1910 they 

succeed in bringing their first motorized version to the market. In 1916 another main characteristic of 

Miele can be discovered, leaflets proclaiming 10 years of warranty on their products. Making quality 

products is an important pinnacle of the company for the two founders. Miele’s current slogan Immer 

Besser testifies of their commitment towards this goal (Welkom bij Miele, 2022).  

Today Miele is a multinational company that is distributing its products to all 6 inhabited continents. 

It employs close to 21 000 employees and has an annual revenue of > 5 billion (MarketLine, 2022). The 

company’s headquarters have remained in Güthersloh and the company shares are still family owned, 

although they are now divided among about 80 family members. The company’s active product 

portfolio comprises of a range of domestic and commercial appliances such as cooking, baking, and 

steam-cooking gadgets, extractor hoods, coffee machines, refrigerators, freezers and wine storage 

products, dishwashers, washing machines, dryers and irons, vacuum cleaners, laundry, and floor care 

products. The company is led by the operative management team which counts five members. Both 

families are still represented within this team, Dr Markus Miele and Dr Reinhard Zinkann are both 

executive directors and co-proprietor. They are joined by three non-family board members, Dr Stefan 

Breit (executive director - technology), Olaf Bartsch (executive director - Finances and Administration) 

and Dr Axel Kniehl (executive director - marketing and sales) (Welkom bij Miele, 2022). 

Miele Belgium, the commissioner of this consultancy project, has its regional office in Mollem, Asse. 

Currently they employ 232 employees within three divisions: office, service, and own stores. The local 

management team consists of the managing director Raffaella Berardo, Xavier Ringoir (sales director 

consumer goods), Céline Van den Rijn (marketing director), Kristof De Bolle (finance & operations 

director and internal promotor of this project), Anne Goovaerts (human resources director), Stefaan 

Deneef (service director) and Wim Fonteyn (operational excellence & change management lead). 

1.2. PROBLEM STATEMENT 
Miele has, thanks to the customer perception of being a quality brand, always been successful in the 

past. Especially among older generations, the reputation of the brand kept on growing thanks to the 

word of mouth and the strong loyalty of existing customers. 

However, among the younger consumers – in particular 25-35 years old – Miele has a much smaller 

market share. Competition within the sector has increased and the needs and the points of attention 

of this age range are constantly changing. For instance, sustainability and the need for connected 

devices are hypothesized as central themes in their daily decisions. There are also signs that this 

younger customer segment does not perceive Miele as a quality brand in the same way the older 
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customer do (GfK consult, 2022a). The communication channels used by this target group and the way 

Miele can be present here are also areas that need further investigation. 

The purpose of this In Company Project (ICP) is to identify a way through which Miele can reach a 

younger customer generation. To do this, the ICP is focused on gaining a first understanding of the 

daily topics that are of importance to the target group of the 25-35 years old consumers, better 

understanding what attracts them, what they expect from an appliances brand and what their 

priorities are in the different stages of the customer journey. 

1.3. RESEARCH QUESTIONS 
The above-mentioned purpose can be transformed into the main research question:  

“How can Miele reach the mind and the heart of the 25-35 years old customer?” 

In order to give a complete answer to this question, three themes have been identified, each of them 

containing two sub-questions. 

Theme 1: Analysis of the customer journey and customer expectations of the relevant target group 

• How does the customer journey of our target group look like? 

• What are the needs and expectations of our target group? 

Theme 2: Analysis of the AS-IS situation within Miele Belgium 

• What values does Miele stand for? 

• How does Miele currently interact with its customers and how does their performance 

compare to their competitors? 

Theme 3: Recommendations  

• Where can Miele implement changes in their current operation in order to leverage the 

identified customer habits and expectations to improve the consideration rate within the 

target group? 

• How much effort is required to Miele to develop these recommendations and which of the 

implementations are expected to have the most impact? 

1.4. PRACTICAL RELEVANCE  
Understanding their youngest customers and identifying what Miele should change to increase the 

reach within this younger audience is an important topic within the organization. While a European 

study by GfK, commissioned by Miele HQ, shows that generation Y is already generating 27% of the 

European revenue within their major domestic appliances1(MDA) and small domestic appliances2 

(SDA) product categories, the insights Miele has within this generation is rather limited.  

While 27% mind seem decent, starting to actively target and convince these youngsters to become a 

Miele user has to become a priority. In the GfK study (2022a) it was shown that only 9% of the 

millennials considered Miele with only 2% eventually buying the brand in the end. Competitors such 

a Bosch (35% consideration) and Samsung (22% consideration) do a lot better (see Table 1: Millennials 

brands purchase behaviors). 

 
1 Within Miele, the MDA includes: cooking, baking, and steam-cooking gadgets, extractor hoods, , 
refrigerators, freezers and wine storage products, dishwashers, washing machines, dryers. 
2 Within Miele, the SDA includes vacuum cleaners, coffee machines and irons 
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A possible explanation for this drop in consideration could be the lack of perceived premiumness 

reported by this generation. A brand trait that older generation often mention top of mind when 

thinking about Miele. Only a tenth of the participants from this generation mentions Miele as a 

premium brand. Additionally, this generation of customers also reports lower scores on perceived 

innovativeness and focus on design. These lower scores in consumer perceptions can be hypothesized 

as one of the main reasons Miele is so far behind in considerations rates. Miele has a European average 

of 21% of its buyers belonging to this age group while other brands have an average of 28% (GfK 

consult, 2022a). 

Focusing on convincing this generation of Millennials should be a top priority. This generation cannot 

be described as “upcoming” anymore, 75% of them are working, earning a medium to high waged and 

50% already have children. All of this shows that this generation is not up and coming but already fully 

there (GfK consult, 2022a). 

  

0%

10%

20%

30%

40%

Miele Bosch Samsung

Millennials brand purchase behaviour(5)

Considered Bought

Table 1: Millennials brands purchase behaviors 
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2. METHODOLOGY 
In the following section the different methods used to answer each of the sub questions within this 

ICP will be explained. The goal of this chapter is to clarify how the issues have been approached and 

why certain methodological decisions have been taken.  

The same division proposed in the section containing the research question has been used to structure 

this methodology chapter. In the first theme, all methods used to analyze the customer journey and 

customer expectations of the target group (25-35 years old) are explained. This section it is further 

divided in different subsections, based on the different methods utilized. The second theme focuses 

on the methods used to gain an understanding of the AS-IS situation of Miele. In the final step a link 

has been made between the insights gathered in the previous phases – especially the needs of the 

target group – and the current strategy of Miele, in order to understand if Miele is currently fulfilling 

the needs and expectations of them. It ends with a graph showing the strategic prioritization of the 

different recommendations (see Table 2: Overview methods). 

Theme Methods Used 

Customer Profiles, customer 
journey & customer 
expectations 

Desk Research 
Focus Groups 
Workshop 

AS-IS Situation 
Internal Interviews 
Desk Research 
PESO Analysis: Benchmarking Competitors  

Recommendations  

Insights (needs) VS Current Strategy 
Recommendations 
Strategic prioritization of the 
recommendations  

 

2.1. THEME 1 : Customer profiles, customer journey & customer expectations 

2.1.1. Desk research 
To become more knowledgeable about the project and its different subdomains, a desk research 

phase was necessary. During this phase a thorough screening of all grey literature about customer 

expectations, customer journey and industry trends was conducted. Freely provided reports on 

generation Y were complimented with reports who were behind a paywall. A third source of 

information were private reports on these topics, created or commissioned by Miele Belgium.  

The fifteen reports analyzed in detail were found using many different research channels. A big part 

of the information used in this project came from reports directly commissioned by Miele. The two 

most important providers of these studies were Insites Consulting and GfK. Other internal reports 

were mentioned during the internal interviews and shared by the employees. Finally, the publicly 

available sources were found via database research (mainly Google Scholar) and/or via the advise 

given by the Vlerick promoter.  

On the 26th of April, the research agency GfK organized a workshop about the Best Brand Award, a 

competition/survey the firm organizes on a yearly basis. During this meeting, the company reported 

the results of their study, based on the customer judgement. After this, almost a week later, on the 

2nd of May, InSites consulting presented the Customer Journey of the Kitchen Retail. The knowledge 

Table 2: Overview Methods 
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and the material shared during those two workshops have been later used to identify the customer 

profiles, customer journey and customer expectations. 

2.1.2. Primary Research: Focus groups 
The insights gathered in the desk research phase were mostly lacking in explaining why certain trends, 
expectations, needs, habits were observed within the target group. The data was also very universal 
and to a large extend not linked to any specific product category. To compliment the data found in the 
literature, and to further explore the specific customer expectations when buying MDA, two focus 
groups were organized. Focus groups are defined as in depth group interviews where the topic has 
been already defined and where the goal is to enable a discussion among the members. The method 
was chosen because the knowledge and insights Miele possessed about the target group at the time 
of research was rather limited. Gaining rich and detailed information was thus an internal priority. 
 
Both of the focus groups counted 6 participants, a moderator and a note taker. The six participants 

were recruited based on a mix of age (within the age group 25-35), current living situation (participants 

living with their parents were excluded), gender and family situation. The moderator’s guide was 

created in collaboration with the moderator. Certain questions were also added if requested by Miele 

employees (see Appendix 1: Focus groups questions) .  

The advantages of focus groups are numerous: among others, the group dimension allows a group 

think dynamics, generating cheaper and faster information in one time. Moreover, it can create an 

environment in which respondents can interact with each other, delivering more creative solutions. 

As mentioned in the Beins Research (2018, p.114), the main disadvantages of a qualitative research – 
such as a focus group – is that it is quite time consuming and it normally involves an intense analysis 
of the qualitative data collected. Also, the lack of objective numbers is also less appreciated by some 
researchers. Given the enthusiasm within the company to gain more qualitative insights into this 
customer group, the last mentioned disadvantage was not a concern. Furthermore, one of the main 
limitations of these focus group is the social desirability bias (Frey, 2018). The attendants of it could 
have answered the questions in a certain way in order to be seen in a more favorable way by the other 
participants. In an effort to avoid this bias a professional moderator who is experienced in creating a 
save environment was used. This effort does however not completely mitigate the risk, the results of 
the focus groups should thus be interpreted with this possible shortcoming in mind. 

2.2. THEME 2: AS-IS Situation 

2.2.1. Internal interviews  
During the first three weeks of the project, eighteen semi-structured interviews with different 

employees – mainly part of the C-suite – of Miele have been conducted. That meetings took place 

both online (via Teams) and offline (in the Miele office in Mollem). The main goal of these interviews 

was to get to know how Miele works, how it is structured and what are the current internal 

initiatives/projects, in order to shape the scope of the ICP.  

The selection of the employees who could provide useful insights on the problem statement was made 

in collaboration with the Miele supervisor, the Finance & Operations director, Kristof De Bolle.  

Every semi-structured interview lasted between forty-five minutes to an hour and half and always 

contained two main parts. In the first part open ended questions were used to explore the internal 

workings of the department of the interviewee. In the second part the interviewee was asked to 

brainstorm about the scope of the project and what tasks within their department had a (direct) link 

to it. This semi-structured interviews have been chosen in order to allow a more natural flow of 

information from the employees (See Table 3: Internal Interviews) (see Appendix 2: semi-structured 

internal interviews). 
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# Name Job title  Date Hours  Topic  

1 Raffaella Berardo Managing Director 20.04.2022 1h30 
Presentation of the 
strategy 

2 Wim Fonteyn 
Operational Excellence 
and Change 
Management Lead 

20.04.2022 1h 
Sustainability pillars of 
Miele, internal 
initiatives 

3 
Celine Van den 
Rijn 
Kristof de Bolle 

Director Marketing 20.04.2022 1h 
Marketing structure & 
overview of the current 
initiatives/future ones 

4 Sonja Boterdaele 
Head of KAM & 
Commercial Planning & 
Steering 

21.04.2022 1h 

Channel management, 
pricing strategy & 
marketing in the retail 
stores 

5 Xavier Ringoir 
Sales Director consumer 
products 

21.04.2022 45min 
Store visits planning & 
categories to focus on 

6 Monique Renier 
Head of Own & Direct 
Driven Retail 

25.04.2022 1h 
Omnichannel: direct to 
consumer, outlet 

7 Erik Speeckaert 
Country Sales Manager 
Professional Belux 

25.04.2022 45min Potential partnership 

8 Luc Boret Head of Sales KRT 26.04.2022 50min Categories to focus on 

9 Stef Cappelle 
Senior Expansion & 
Program Manager D2C 

27.04.2022 50min Rental/leasing program 

10 Gertjan Van Riet HR Business Partner 27.04.2022 45min 

Initiatives for current 
employees & social 
perspective about 
sustainability 

11 Monique Renier 
Head of Own & Direct 
Driven Retail 

25.04.2022 1h10 PESO analysis 

12 Stefaan Deneef Director Service 28.04.2022 45min 
Importance of flexibility 
in the services  

13 
Lieven Van den 
Broeck 

Category Manager SDA 
Acc & Cons 

29.04.2022 1h SWOT Analysis of Miele 

14 
Matthieu 
Garandeau 

Director Supply Chain 
Management Western 
Europe 

2.05.2022 45min 
Customer centricity & 
potential of the 
accessories 

15 Stef Cappelle 
Senior Expansion & 
Program Manager D2C 

3.05.2022 1h Rental/leasing program 

16 Tom Windels 
Digital Performance 
Marketing Manager 

3.05.2022 45min Data analysis 

17 
Melissa 
Boeykens 

Head of Digital 
Performance Marketing 
& E-Commerce 

5.05.2022 1h15 
Sources, focus group, 
paid media and social 
media 

18 Frederik Baeke 
Service Manager 
Professional Belux 

5.05.2022 45min Digitalization 

 

Apart from these internal interviews, Wim Fonteyn, head of the Sustainability project, organized an 

internal workshop regarding the Sustainability strategy on the 10th of May. 

The main advantage of the direct (or face-to-face) interviews is the possibility to adapt the questions, 

to rephrase an answer or to identify the presence of any distress or uncomfortable feeling of the 

Table 3: Internal interviews 
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person interviewed. Some interviews were done via teams, the advantage here is related to the 

possibility to reach a larger number of employees, that normally would have not been available. 

Furthermore, sometimes the online interviews can make the employee feeling more comfortable in 

sharing his/her experience (Saunders, 2022).  

On the other hand, the article of Alshenqeeti (2014) mentions some limitations of the interviewing 

method, such as the fact that they are time consuming, that it is a small scale study or the potential 

subconscious bias. However, in this case the advantage of having qualitative in-depth information 

about the company outweighed the argument of time. 

2.2.2.  Desk Research 
Based on the outcome of the internal interviews and to obtain a better understanding of what Miele 

is already working on at the moment, a second desk research was necessary. In collaboration with the 

marketing director, a selection of relevant internal documents were shared. These documents helped 

to imbed the project and its recommendations in the values of Miele HQ. To avoid overlap in the 

outcome of the ICP and in the already active business development projects within Miele (HQ or 

Belgium) documents describing the current status, advancements and insights of the relevant intra-

company projects were also part of this desk research.  

2.2.3. Benchmarking analysis (PESO framework) 
To further expand upon the insights gathered during the internal interviews, especially with reference 

to the B2C experience, and in order to better understand the way in which Miele is interacting with 

its customers (looking at the current channel with an external perspective) a Peso analysis has been 

conducted. This framework gives an overview on how the different channels are organized and to 

directly compare it with the others competitors. Each of these channels, shapes the way in which the 

consumers look at Miele and at its competitors. 

Following the PESO framework, a distinction between paid media, earned media, shared media and 

owned media has been made (see below). To analyze each of these elements, different kinds of 

observations were needed. The two methods used to do so are; observations in the stores and a 

content analysis of the main three media: website, social media and press media. The competitors 

that have been benchmarked are: Bosch, Samsung, AEG and Dyson.  

2.2.3.1. Observations in the stores: mystery shopping 

To map out the current situation within the certified dealers of the Miele brand, seven anonymous 

store visits were organized. The complete list of all stores visited can be found in Table 4. Important 

to highlight is the fact that the only experience center that has been visited is the Miele Experience 

Center in Brussels, not having the possibility to visit also the competitor’s ones. 

Name Type of store Address 

Krëfel  Retail chain store Kortrijksesteenweg 1192A, 9051 
Gent 

VandenBorre Retail chain store Kortrijksesteenweg 1200, 9051 Gent 

MediaMarkt Retail chain store Oudenaardse Steenweg 76/86, 9000 
Gent 

Coolblue Pure play e-commerce  Louizalaan 43, 1050 Brussel 

Electro Vanneste Independent multi-brand store Brusselsesteenweg 44, 9090 Melle 

Crabbe-Spinoy Independent multi-brand store Baardegem-Dorp 90, 9310 Aalst 

Miele Center Mariman Independent mono-brand store Botermelkstraat 19B, 9100 Sint-
Niklaas 
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Miele Experience Center 
- Brussels 

Own store Louizalaan 3, 1060 Sint-Gillis 

 

In order to have the certainty that the stores were representative in terms of training given to the 

local sales staff and the presence of paid media, the stores included in Table 3 were all approved by 

the key account manager responsible for these channels. As a consequence of this approach, a 

selection bias can be present, as the stores visited often had above average results in terms of Miele 

products sold. Although the selection bias is definitely something to keep in mind it will not have a big 

impact. Rather it gave a good impression on how Miele likes to be profiled within physical stores, 

which was a very useful input in order to evaluate its current effectiveness.  

To obtain objective and comparable results, a strict procedure was used when visiting each of the 

stores. When entering the store the first 10 minutes were spend browsing through the aisles of the 

product categories, washing machines, dryers, washing and dryer combo’s and vacuum cleaners. The 

usage of visuals, textual information and the location within the shop was observed for each of the 

brands. In a second step a sales employee was approached. The sales employee was informed that 

the customers had just bought an apartment in a nearby city and were receiving the keys in three 

months. To be sure to buy a good washing machine on time they were in the shop to inform about 

the differences between brands, features, delivery times and service provided. The complete script of 

the interview can be found in Appendix 3. 

2.2.3.2. Content analysis 

Website  

In the analysis of the website of each of the above-mentioned brands, the first step taken was the 

analysis of the user friendliness of the home page. Secondly, a specific journey has been followed on 

each website. The goal in mind was the purchase of a washing machine. It started with looking in the 

washing machine category, asking help to the washing assistant, compare the different options (if 

possible), read/watch the videos about the information provided and finalize the purchase.   

Social Media  

The social media that has been analyzed are: Instagram, Facebook, LinkedIn and YouTube. 

For each competitor different features have been observed: the language used in the page, the 

amount of subscribers/followers, the kind of content shared, the kind of partnership and the presence 

(or not) of a call to action.  

Press Monitoring 

To compare how Miele and its direct competitors are mentioned within the Belgian press an analysis 

was done on each of these brands. The database Gopress Academic was used with a date restriction 

of articles published between the 1st of November 2021 and 3rd of May 2022. The amount of 

mentioning’s, language of the article, reach of the source and topic of the article was noted down. The 

exact words that were used to look for all the brands are specified in Appendix 4.  

2.3. THEME 3: Recommendations  
In this last theme, different recommendations have been proposed. The structure of this theme can 

be divided in two main parts. Firstly, a link has been made between the customer needs and 

expectations discovered in the research phase that are influenced by the recommendation. In 

addition to this, also an analysis of the current situation of the recommendation itself has been 

carried on. In a second phase, a deep dive in the real recommendations – based on the specific 

insights presented before – and some more detailed ideas related to it have been reported. 

Table 4: Store visits 
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After the presentation of all the different recommendations, a graph reporting the strategic 

prioritizations of the recommendations has been created. This framework shows the different 

intensity of effort required by each of the proposals together with the impact it can have and it helps 

to explain how the recommendations could be effective in making Miele an attractive brand to the 

target group. 

2.4. Methodological Advantages and Disadvantages 
To conclude, it is possible to identify some advantages and disadvantages of the methodology applied 

in this report. 

In particular, one of the main advantage of it is the large amount of internal interviews conducted, 

that helped to better identify the scope and the details of the ICP. Furthermore, the topic of the ICP is 

considered a hot topic and this allowed to have a large amount of sources to look into. The qualitative 

research allows a better and more precise analysis of more complex topic and often allows an 

exploration of the topic in a more realistic way. Another important advantage of the qualitative 

research is the higher flexibility of the research, in which the researcher often has more space to adapt 

the questions or the conversations in order to create a better outcome. In addition, Miele itself is 

already collaborating with some external consultants, conducting some key market researches and 

providing them some data based on quantitative and qualitative researches. 

On the other side, most of the above mentioned advantages have also some negative sides. Regarding 

the internal interviews, a semi structured style of interviewing has been followed to give more liberty 

to the interviewee. However, this qualitative research needs to be validated through a more 

structured quantitative research. Moreover, a large amount of documents referred to the topic is grey 

literature, having a lower value compared to the scientific literature. Regarding the documentation 

provided by the external consultants, often there is not a real distinction based on age and it made it 

harder to understand which behaviors could have been addressed to the target group of the ICP. 

Finally, the content analysis is based on subjective observations.  
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3. RESULTS: THEME 1 & THEME 2 

3.1. THEME 1: Customer profile, customer journey & customer expectations  

3.1.1. Perceived brand identities by customers 
Miele has a long history as a brand, they’ve worked for more than a hundred years on their brand 

image. The historic popularity of their products is often linked to their efforts on being (perceived as) 

the highest quality standard within appliance builders. This perception was successfully internalized 

by the older generations. But did Miele succeed in transferring this message to the younger target 

group? And are there other attributes, good or bad, that are linked to them? 

Within the focus group the message of Miele appliances being long lasting and of high quality still 

stuck. Often the target group refers to Miele as the preferred brand of their parents, which gives them 

confidence. But this same message for a hundred years is also just the only thing they link to it. Where 

Samsung for example has a far more elaborate image within this age group. They’ve described it as 

exciting, innovative, a brand they love and respect for pushing the boundaries of what technology can 

mean for the appliance industry. When comparing those feeling to the ones they feel with Miele they 

still mention the quality, but also a sense of boredom. They’re simply not exciting enough. On top of 

that they feel that Miele is expensive, priced at “maybe when I’m older” level. Bosch and AEG are in 

the same league as Miele, brands they trust because of their history. For AEG they would describe 

them more as a basic, does what it needs to do player. Bosch triggers feelings such as trustworthy and 

service oriented.  

When comparing recent promotional videos of Samsung, Bosch and Miele (links to the commercials 

shown can be found in Appendix 5. these feelings were even more clear. Miele’s commercial was 

perceived as classy, design focused, better than the competition and expertise through heritage. This 

premium feeling unfortunately also brought more negative perceptions such as a unreachability and 

targeted to people “in a later life stage”. Bosch’s “Like a Bosch” campaign divided the group. Some 

found it too busy, others loved the fast pace and catchy sound. All, however, agreed that they now 

knew more than ever that Bosch was a sustainable brand, focused on making their life easier. Samsung 

attracted the most excited reactions. Their message of being the brand that brings technology into 

appliances was very well perceived within the focus group. Washing programs to match your lifestyle, 

features that give personalized tips using AI, they all really liked it. The only big downside Samsung 

still faces is the doubt on the machines longevity. The participants made it very clear that a machine 

focused on longevity is still their number one priority. However once the first stories of Samsung 

appliances working for 10+ years pop up, they will become a generation of Samsung appliance 

enthusiasts.  

3.1.2. Customer journey 
How the target group approaches buying an appliance can differ among age categories. When 

targeting a younger audience knowing how they start their customer journey is of vital importance. In 

the next paragraphs the info from previous studies, commissioned or done by Miele, is combined with 

the info gathered during the focus groups. Together they give an overview of how customers approach 

each step of the purchasing process and what they pay attention to. 

The insights gathered in the customer journey are structured using the five step framework created 

by InSites Consulting. The five steps are: trigger, exploration, consideration, purchase and after-sales 

and are visualized in Figure 1. Each of these steps can be approached in many different ways, the 

insights gathered are never ‘the’ customer journey of a 25-35 year old. Rather the approach of both 
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the reports and the primary research is to gain knowledge in how this target group – on average -

approaches this, and if this journey differs significantly from any other age segment.  

 

 

Trigger Phase 

Within the target group not many proactive triggers were identified. People start to think about buying 

an appliance only if the previous one is not functioning anymore. For certain appliances such as 

laundry, moving away from a house which came with laundry appliances to a house which hasn’t is 

the only time people start their customer journey proactively. In all other cases they only started the 

customer journey when the previous appliance broke, creating an urgent need for replacement. These 

findings are only true for free standing appliances. Built-in appliances such as kitchen cooktops and 

ovens have a different customer journey and were outside the scope of most sources used in this 

report.  

An exception on the urgent need for replacement feeling is the customer journey of a vacuum cleaner. 

People mentioned that for this product category they can afford to wait some time before replacing 

a broken appliance. A lot of the people within the focus group saw the added value of having two 

vacuum cleaners. A trigger here could be the dissatisfaction of one machine to do certain tasks, in 

which they buy a second with more specialized function. 

Exploration Phase  

In the exploration phase different strategies were identified. In the focus groups all participants except 

one started online. They searched for top 10 list of machines, or went immediately to dealer website 

to learn what features are important as decision criteria. Only one participant started the search 

directly in a store. When only looking at the online customer journey, InSites Consulting (2021) 

reported in their qualitative study, that 60% of the participants mentioned that a dealer website was 

the starting point of their exploration phase, 30% started on google and the remaining 10% 

immediately started on the website of their preferred brand. GWI (2022) reports that globally, 

millennials prefer brand research via search engines. Also, the rising popularity of social media can’t 

be overlooked. These channels become increasingly important in the customer journey of millennials. 

If brands want to attract the attention of millennials a multi-channel approach combining the 

traditional and online sources seamlessly will be an essential skill. 

Within the focus group and in the InSites report (2021), the sources they used to research the brand 

were not an indication of where they would make the eventual purchase. The only segment for which 

this is untrue is the people directly visiting a manufacturers website or physical store. 

When considering the customer needs within the consideration phase the overall feeling is the need 

for clarity. Especially when buying the new machine is urgent, the target group wants to be able to 

Figure 1: Customer journey  
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find the right info quick and receive reassurance that their choice is going to be a good one. Buying a 

major domestic appliance such as a washing machine is not something the target group enjoys. They 

want to spend the least amount of time possible on the appliance as they just “expect it to work and 

give them clean clothes”. When starting their online search for information, consumers focus on the 

basic features of the washing machines to narrow down their pool of options. The majority of these 

1st round selection criteria relate to basic needs such as spin, drum load capacity, energy efficiency, 

dimensions and durability. The dealer website are preferred by many in this phase. Especially the 

ability to see a wide product range and to be able to filter them is well appreciated. Top 10 list and 

informative, neutral consumer sites such as Testaankoop.be are also appreciated.  

In a later stage of the exploration phase, some of the 25-35 still visit a dealer store to check one last 

time if everything is how they expect it. This can be seen as a risk avoiding strategy as “the worst that 

could happen is making the wrong choice when buying household appliances”. Some mentioned the 

help of a sales employee as preferred in this stage, while others feel they are profit driven and thus 

unreliable. Others avoid going to the store as they feel they will be influenced by the sales employees 

and stay online throughout the entire phase. The role of the sales advisor is then supplemented by 

reading reviews.  

Reading reviews has been mentioned by almost everyone within the target group. Some start their 

journey by going to neutral top 10 sites, others only start reading them when comparing the last 

couple of models. They take a look at the 1-star reviews to check for clear red flags and try to get an 

overall estimation of how reliable the machine, brand and company they buy it from is. GWI (2022) 

also picked up on this trend. According to their study it as a habit mainly done by Millennials living in 

Western countries. Interestingly, they also claim it is the third most important tool that this generation 

uses when considering a purchase. The comparison tool is also used in this phase to make a final 

evaluation. Due to this need to compare dealers websites are still very popular in this phase because 

they mitigate the pain of comparing across sites. Their websites often have clear independent labels 

for each of the most prevalent features, which makes comparing the functions across brands easier.  

In the focus group it was noticed that brand appear to play a decisive role when creating a short list 

but not when making the final choice. The compare function of manufacturers are thus less/not used 

since you can’t compare across brands. 

Purchasing phase  

When the consumer is ready to buy the machine he/she has selected, the majority of millennials (70%) 

is ready to also purchase it online (InSites, 2021). In the focus group the participant indicated an even 

higher willingness to do so. GWI (2022) found that in terms of generations, millennials, also called the 

first digitally-native generation, are the generation with the highest likelihood to prefer online 

shopping over in-store shopping. However, the willingness to do so is not a guarantee that they do it. 

After deciding which appliance they’ll buy, a lot of the participants in the focus group indicated that 

they do a final search to find the best (online) store. Purchase prices, reliability and after-sales of the 

store are all taken into account when deciding where to buy it. Online or from a physical store plays 

an irrelevant role compared to the other purchase drivers. 

Within the focus group, Coolblue was mentioned as the preferred place to buy appliances. A lot of the 

participants were impressed with their level of service. Due to the positive previous experiences and 

good WOM, they feel more confident. Dealers are also expected to have more expertise in customer 

service than manufacturers due to their platform status. 
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After-Sales 

As said previously, when considering where to purchase, the target group does keep after-sales in 

mind. A non-existent customer support is often a real dealbreaker. If they bought such a device and 

have a negative experience they’ll often eliminate the brand/store out of their next purchase journey. 

The level of service they expect can also be quite high, as they want their problem fixed as soon as 

possible, often also after office hours. A machine that never causes troubles is often the expected 

level of service. Everything that does go wrong can be of great risk to the brand image. Only fast (and 

preferably free) service can improve that image again. Here the (online) dealers have again an 

advantage. If a machine breaks after a year and the dealer replaces it smoothly and for free this good 

service is linked to the dealer, not to the manufacturers guarantee. Meanwhile the initial damage is 

attributed to the manufacturers brand. 

3.1.3. Customer expectations 

3.1.3.1.  Universal expectations towards brands 

Understanding the needs and customer expectations of millennials is crucial for brands. The 

generations spending power will only become of increasing importance. Brands will need to tap into 

the hearts and minds of this generation to survive this switch in generational purchasing power. 

Edelman (2010) started a big customer insight report on Millennials to help companies to do just that. 

They surveyed 3100 millennials born between 1980 and 1995, hence the name of the research. The 

participants were living in eight countries Brazil, Canada, China, Germany, India, Italy, the United 

Kingdom and the United States and in each of those countries 300 interviews were conducted, with 

the exception of the United States where they conducted a thousand interviews. In 2012 this research 

was revisited in the “8095 Refreshed” study, here over 4000 millennials participated from a total of 

eleven countries adding United Arab Emirates, Australia, Turkey and France and dropping Italy as 

countries to survey. The research was again done by interviewing 300 millennials per country with the 

exception of the United States where a thousand interviews were done. GWI (2022), another research 

agency, organizes a global quantitative study on generational expectations each quarter. The results 

reported in the Q3 2020 study of GWI were also used within the next sections. In the GWI study 

179.201 people were asked to fill in an online questionnaire. Appropriate quotas on age, gender and 

education were used to select the participants. Within the total pool of participants, 66.466 were 

classified as millennials. The findings below describe the insights found in these global generational 

studies as well as the insights gathered from the focus groups in which Flemish 25-35 years old were 

questioned about their expectations. 

The global study done by Edelman (2010) identified 3 trends within this generation. Firstly, the 

urbanization trend. Secondly, their preference of experience over ownership. And lastly, the change 

in gender roles this generation is known for. Women become a larger and larger segment within higher 

education and men start taking up household roles more often. The implications of these three trends 

cannot be overseen. Brands need to customize to target the different city identities, need to show 

how their products enables experiences and delivers value and should focus less on traditional 

(gender) segmentation and more on appealing to the new, more blended nature of humankind. Within 

the focus group especially the third trend was noticed. Each participant had a division of tasks within 

the household. Their gender also did not prevent them from having an opinion on appliances and 

which brands they would choose.  

Within the Edelman (2010) and GWI (2022) studies five major findings can be found, of which 

companies should be aware of when dealing with generation Y. 
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1) Gen Y sees their favorite brands as a partnership. Sharing their brand preferences online as a 

personal identifier. If brands can give them the feeling they’ll make them stand out from the 

crowd, it is seen as a positive thing. In order to become a preferred brand, 33% of the millennials 

look for brands who want to make a positive impact on the world. Millennials are deeply 

concerned with certain social and environmental issues. They expect that the brands they buy also 

take a stand in these situations. Brands that lack activism or diversity can be seen as real deal-

breakers. 

Within the focus groups this brand partnership was noticed by the easy sharing of good brands 

within the group. When they were happy about a brand, multiple participants started to actively 

sell the appliance or brand to the others. The focus on brands who take a stand in their social 

concerns was less important for the participant of the focus group, although brands with a bad 

reputation were often excluded from their shortlists. You could say they are looking for a 

minimum requirement before considering to buy a brand. Brands that do more than the minimum 

were respected, but this was a brand attribute which was only considered after the appliances 

matches all basic criteria, such as features and price. 

 

2) Millennials like information. 51% of them consult four or more sources of information before 

purchasing something. Again, this trend became very clear within the focus groups. When needing 

to invest in a new washer or vacuum cleaner, people visited multiple sites, top 10 lists, reviews 

and learned about different aspects, such as the effects of turns per minute and the suction 

power. Buying an appliance is not something they go over fast. 

 

3) Millennials don’t mind being engaged with the brands they like. 8 of 10 will take actions such as 

liking their campaigns, joining a customer club etc. 7 out of 10 claim to be brand loyal. Within the 

target group this habit was less defined. Some of them were brand enthusiasts, willing to share 

whatever the brand asked of them. Others did not like to be contacted in any way by the brand. 

 

4) The reverberation effect or “the act of communicating with their extended peer groups in real 

time”. Millennials share a lot of the interactions they had (positive and negative) with their peers. 

They influence each other and are openly admitting these interactions influence their opinion. 

This trend was clearly visible in the behavior of the participants.  

Brands, and companies were mentioned, and immediately participants shared their experiences 

among each other. Word of Mouth is still a big influencer within this generation. A habit that is 

linked to this behavior is the tendency of millennials to influence the purchases of their family 

members. They give advice to their parents on shared purchased as well as products and services 

with private ownership. To conclude, Millennials are influencing/influenced by their surroundings. 

 

5) Given the diverse life stages this generation is in today, brands need to try and think how they can 

assist the millennials in their life goals. This was one of the biggest expectations of the participants 

within the focus groups. Appliances brands should make their lives easier. Millennials are the 

generation that is the most service oriented. Out of all the generations, they were the most likely 

to pay for access rather than ownership. Driving forces behind this choice are the willingness to 

experience and the unwillingness to be burdened by the responsibilities that come with 

ownership. 

These global findings were only partially confirmed in the Flemish focus group. The younger the 

millennials in the focus group were, the more likely they were advocates of e.g. renting a washing 

machine. The older participants liked this far less. Rather they preferred brands who helped them 
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to shave off every second of their to do list that is possible or freeing up headspace by giving the 

machine some kind of proactive intelligence. 

It should be clear that brands have to provide unique selling points and real product benefits to this 

generation. They can do that by talking with their brands about the topics that live within their 

generation. Brands should work on creating delight and surprise for their customers. Some of the 

millennials are even prepared to take their brands along in this transformation. 40 percent is 

welcoming brands that co-create their next products with them, a third wants to chat with companies 

in real time via social media (GWI, 2022). If these topics are taken care off, a final thing brands should 

do is making their efforts noticeable. Brands can do this by communicating about their mission and 

actions in an authentic and consistent way, on channels relevant to the target group, in a smart and 

funny way. A successful campaign can transform a neutral millennial customer into a loyal influencer 

within his/her surroundings. 

3.1.3.2.  MDA specific customer expectations 

To target the customer segment of 25 to 34 years old, Miele needs to respect the universal brand 

expectations customer have. Additionally, Miele needs to offer products that have the right features 

and characteristics in order for them to win market share within. Currently, the target group is not 

very well known within Miele. For this reason a lot of time was spend on discovering what the target 

group is looking for when buying an appliance during the focus groups. 

Over the course of both of the focus groups, six needs or purchase drivers always came up when 

considering to buy any appliance. Design, convenience, sustainability, price, functionality and 

reliability. Consult Table5 to read six quotes taken from the focus groups, one for each purchase driver.  

 

An important realization when analyzing the answers of the focus groups is the distinction the 

customers make when talking about their price and sustainability needs. Within Miele, sustainability 

efforts include making the machines more economical to save water, energy and detergent. However, 

customers saw this distinction differently. Within both focus groups price did not only include initial 

Needs  Quotes  

Reliability 

“(MD) Appliances are something you don’t buy each day, and the last thing you 
want is for them to break. You really rely on them to work as long as possible. To 
be sure I buy quality, I only consider known brands such as AEG, Bosch and Miele. 
All of them are reliable in my opinion.” 

Price 
“I really hate paying a fortune for things like a laundry machine, price-quality it 
should be the best deal. Taking an appliance that uses less energy ,which saves 
you money in the long run is also something I consider.” 

Convenience 
“Convenience and ease of use are my number one. An appliance which you use 
without reading the manual and that shaves off a couple of minutes of your to-do 
list is something I would pay for.” 

Design 
“When I needed a new vacuum cleaner, I saw a beautiful bronze model. It looked 
good and did what it needed to do, so I bought it.” 

Functionality 

“When buying a new appliance, I’m torn between smart & fun functionalities vs. 
reliability. For now, I would buy a machine of one of the traditional appliance 
brands. But if I hear that Samsung can also match the reliability of the classic 
competitors, I will switch for sure to their smart appliances.” 

Sustainability 
“Only after I decided which features I want and made my selection, I check 
sustainability. If they are completely the same except for sustainability, I would go 
for the green option.” 

Table 5: Focus groups quotes – purchase drivers 
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purchase price but also cost of using the machine, which included aspects such as using less water, 

energy and detergent as well as the cost to repair broken parts etc. Sustainability in the customers 

mind only included efforts such as local production and the usage of recycled materials. During the 

rest of this paper, the price purchase driver will thus include all sustainability aspects which leads to 

the end consumer profiting economically (such as the amount of energy or water saved). The 

sustainability purchase driver will only include aspects of the machine and its production which does 

not lead to economical gain by the end consumer.  

When looking at the overall importance of the six identified purchase drivers, two classes can be 

observed. Reliability, level of convenience and price take the top three spots of importance, with 

reliability clearly at the top. The biggest fear of the participants was an appliance to break down, 

leaving them with the dreadful task of buying and installing a new one. The remaining three purchase 

drivers: design, sustainability and functionality were all of lesser importance. At least, they occupy a 

lesser level of importance if the answers are levelled out across all participants. The target group is far 

from homogeneous in their needs and expectations. If the target group would be split based on 

importance given to each of the purchase drivers, different persona could be created. For some of 

these subgroups, one or more of these secondary purchase drivers could have a major impact. 

 

 

 

 

 

 

3.2. THEME 2: AS-IS Situation 

3.2.1. Pre-research 

3.2.1.1. Internal interviews 

The mapping out of the AS-IS situation of Miele was done in two phases, a pre-research phase and a 

more in-depth research phase. The pre-research phase was done by interviewing many relevant 

employees of Miele Belgium across all of the different departments within Miele Belgium. These 

interviews served the purpose of creating a clear and complete perspective of the Miele Belgium 

reality. 

In general, each interviewed employee started by giving an explanation of the goals and tasks of 

his/her own department, followed by a link their department had that could be helpful in tackling the 

problem of attracting a younger customer audience.  

The list of employees that were to be interviewed was drafted by Kristof de Bolle, who occupies the 

CFO position within Miele Belgium. Most of the employees that were included in his list, occupy a C-

level position and/or are already working in some projects within Miele that could have been 

interesting for the purpose of the ICP. Different departments have been met, such as Sales, Marketing, 

HR, Service, Professional and Sustainability.  

The insights gathered in these interviews can be grouped into nine different categories.  

Researching the new generation of appliance customers, led to two main results. Firstly, the 

customer journey of the target group resulted to be mainly online. This is especially in the research 

and purchase phase. For some the consideration phase can also be purely online, but many still visit 

a physical appliance store just before buying and consider this as an essential step. The second 

important insight is the list of purchase drivers that has been identified in the local target group. The 

six drivers are: reliability, convenience, price, sustainability, functionality and design. Among these, 

the first three are considered the most important in the decision process, while the last three are less 

important but still taken into account as secondary drivers. 
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Young generations 

Different employees highlighted the current challenge of Miele to adapt itself to the changing 

approach younger generations take when purchasing appliances. In the past, the word of mouth had 

a key role in the decision phase and the customers were more loyal to a specific brand. The general 

question now is: how can these younger generations be attracted to Miele and what should Miele 

change in their sales approach to leverage this changing behavior.  

Another challenge often presented is the understanding of what is the right message and tone of voice 

to adopt towards these generations, together with the selection of the right channel to reach them.  

Some employees also doubted the fact that the new generations are still attracted by a washing 

machine or an appliance in general that lasts for twenty years, while they are used to change most of 

their small appliances (e.g. smartphones) every couple of years.  

During the conversations, it was also stressed the key role that parents still play in the choosing of 

new appliance of their children. 

Sustainability 

Sustainability is a key component of the Miele strategy for the future, as expressed in the pioneer 4/8 

(see value compass below, paragraph 3.2.2.1 ). Apart from being the guideline for every Miele 

decision, almost all the interviews highlighted the already present sustainable behavior of Miele.  

In particular, among the employees the sustainability is perceived in the longevity of the products, in 

the location of the main production facilities in Europe and in the potentiality of the outlet (in relation 

to the circular economy topic). Moreover, the sustainability effort of Miele can also be seen in the 

new acquisition of companies that are focused on sustainable related topic (such as Agrilution, a 

vertical farming company) or in some products’ feature, such as the auto-dosing system (twin-dose). 

However, a recurring issue presented by the employees is the bad communication about it.  

Another recurring conversation was about the importance of intervening in the usage phase of the 

products, in order to have a larger impact in the total emission of CO2 (see Figure 2 for an overview 

of the sources of the total emission of CO2 of Miele).  

 
 

 

The responsible of the Sustainable project within Miele Belgium, Wim Fonteyn, also organized a 

webinar to present the current strategy of Miele HQ and to receive some feedback/ideas from them. 

From the HQ of Miele, the sustainable strategy can be summarized in three main pillars (Sustainability 

at Miele, 2022): 

1) Appliances that won’t leave a mark: mainly focused on the product design phase 

Figure 2: Miele report on CO2 sources 



   

24 
 

2) End waste by giving to the appliances a new life: reporting of different initiatives already 

active within Miele, such as the outlet or the recycle of the products that are given back 

by the customers 

3) Make sustainability happen at every step: focus on communication and on the key role of 

the consumers 

The current initiatives of Miele can be distinguished in basic initiatives and next level initiatives. While 

the first ones are the ones that most of the companies can do (e.g. solar panels, paper use, etc), the 

next level initiatives are the ones that can directly impact the consumers and where the consumers 

are most of the time directly involved. A striking observation within this meeting was the lack of 

backup data (correlated to the risk of greenwashing) used, the big focus on the 85% of emissions on 

the customer side, but without any real awareness of where they could intervene (apart from the eco 

program one), and a long discussion on the basic initiatives (like the use of paper at the printing 

machines), without almost any focus on the more impacting initiatives. 

Product category 

Some key discussions were focused on realizing what are the right products to focus on to reach the 

young generations and what are the first products to enter the house of those generations. 

For instance, the kitchen appliances are normally more expensive and, therefore, there are higher 

barriers for students/young workers. However, among the kitchen appliances, an interesting product 

to focus on is the steam oven with the mix & match option. This product can satisfy some key needs 

of young people, such as the healthy trend and the convenience need. 

Channels  

Especially among the sales team, a big focus has been put in the selection of the channels that are 

interesting for young people.  

Even if the biggest percentage of sales is realized through the traditional sales (mainly retail stores), a 

big focus has been given to the direct to consumer channels (offline and online). This goal is also part 

of the current strategy of Miele. 

Another interesting insights was the delivery time of the products. In the comparison between the 

selling channels delivery time and Miele, the third parties still have a better delivery time compared 

to Miele. 

Moreover, the main doubts of the employees were related to the identification of the right channel 

to be present on, the management of these channels in the right way, the identification of what are 

the kind of messages that young people are interested about and how these messages should be 

communicated (e.g. videos or text?). 

Data 

In different conversations pop out a major awareness on the importance of data, especially related to 

the analysis of the consumer behaviors and to improve the after-sales service (e.g. to monitor 

accidents among technicians, etc). 

Partnership  

Few talks were focused on a potential partnership with the student accommodations, in order to start 

building the brand awareness of Miele among younger people. The concept of partnership has also 

been touched with reference to social media and the influencers that Miele is collaborating with. 
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Employees 

Especially in the conversation with the HR responsible, it emerged that within Miele there is an 

important distinction between the older generation employees and the younger ones. However, the 

goal is to try to decrease the average age of the company. Moreover, young people don’t find a real 

representation in the employees themselves, making it harder for the employees to understand their 

needs.  

Flexibility & Speed  

Especially from the sales and the service departments, they often mentioned the need of customers 

of major flexibility. Especially the service department, due to the customer need of offering a more 

flexible service, made a proposal of offering the after-sales service also during the weekend or after 

working hours.  

Furthermore, it was highlighted the importance of making the online experience, especially in the 

payment phase, as fast and as easy as possible, to avoid too many re-thoughts from the customer. 

Current employees ideas useful for the purpose of the ICP 

Some employees, after having listened what is the purpose of the ICP, presented some ideas linked to 

the project. For instance, the rental/leasing program. Regarding this idea, there are still some point of 

discussion, such as: should it be a rental or a leasing program? Which product should they offer? 

Another idea that is currently closely studied by the sales team, is the outlet of Miele. 

Finally, during the conversation with the service team, some ideas came to their mind. For instance, 

the videos to help people online, the usage of Virtual Reality to support people in the maintenance of 

their products, or the usage of a 3D printing for the spare parts. 

3.2.2. In depth research 

3.2.2.1. Miele Values Framework 

During many of the interviews the updated Miele values were mentioned when explaining different 

strategic choices. The recently developed “Creators of Quality” value framework (see Figure 3 below: 

Value compass Miele) was also mentioned as the guiding document for all future projects within 

Miele. Given the strategic nature of this ICP, being aligned with the newly developed values was a 

key requirement.  

 

 

The framework consists of four main pillars on which Miele wants to focus its attention in the coming 

years. Paired with its current slogan “Immer Besser”, Miele wants to improve their efforts for the 

Figure 3: Miele strategy – Value compass 
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customers, employees, planet and performance. All projects that are currently in the pipeline of Miele 

should improve at least one of these pillars without harming another. The scope of this ICP has its 

roots in the customer and planet pillars, with performance as a lagging indicator of success. Redefining 

customer delight in the target group together with discovering how the current sustainability efforts 

done by Miele can be leveraged within this target group, are core themes within the primary research 

phase of this project. 

3.2.2.2. Communication strategy 

A limited description of the current communication and marketing strategy was provided during the 

internal meetings. To get a more complete, customer centric view on the current campaigns, both in 

the stores and online, an own analysis of their content was deemed necessary. To analyze the current 

media strategy of Miele and to compare it with some key competitors, the PESO-framework has been 

utilized. The competitors that were taken into account within the PESO analysis are Bosch, Dyson, 

Samsung and AEG. Bosch and AEG can be seen as direct competitors in each of the product categories. 

Dyson was chosen for its strong market position in the category of vacuum cleaners, but they are not 

a competitor in the MDA segment. Samsung is a competitor in SDA and MDA but not in built-in kitchen 

appliances. 

The PESO model is a framework that categorizes the different media content in four types: paid, 

earned, shared and owned media. Each category has its own characteristics and requirements. Paid 

media can be seen as the most traditional form of advertising. Any content that is spread based on a 

contractual and paying agreement between the company and the channel is considered paid media. 

Earned media, on the other hand, is related to the publicity coming from external sources through the 

publications of interviews, media releases, etc., free of costs. Owned media completes the traditional 

“media trinity” (Macnamara, 2016) and it consists of all brand communication on the sites directly 

managed by the organization, such as their website, blogs or newsletters. With the fast digitalization 

of our society, shared media was added into the traditional structure. Shared media captures all brand 

communication boosters such as likes, comments, subscribers, reposts, etc. The main social media 

considered in this research are Instagram, Facebook, LinkedIn, Twitter and YouTube. 

3.2.2.2.1. Paid Media 

When comparing the different brands’ paid media expenses, a split up has to be made between the 

categories vacuum cleaners, laundry and kitchen. Miele is active in all three segments but others 

brands have a more limited product portfolio (Miele, 2021b). 

In the vacuum cleaner segment, the biggest spender is by far Dyson. They represented 78% of all 

money spend on vacuum cleaner promotions in 2020. Their status as a desired, exciting brand 

mentioned by the focus groups is thus paid for with the huge marketing budgets compared to the 

other brands. Miele and Rowenta complete the vacuum cleaner marketing picture with 9% and 8% 

respectively. All brands listed in the above-mentioned comparison spend almost their entire budget 

on tv advertisements. 

In the laundry segment Miele had historically quite a high share of investment (SOI). Recently they’ve 

lowered their expenses, relatively speaking. From a 63% SOI in 2015 they’ve dropped to just 8% in 

2020. Haier and AEG both did the reverse movement, coming from lower relative spending to being 

the highest spending brands within this segment. The dominance of TV is less present in this product 

category, with internet and magazines also attracting quite some investments. 

In the kitchen segment Miele made the same choices as in laundry, moving from being one of the 

biggest spenders, with 46% SOI in 2015, to being one of the brands who do not spend too much on 
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marketing in 2020, with a SOI of 4%. Again, the other brands did exactly the opposite. Philips 

Consumer Livestyle and AEG grew their marketing spending is this time frame, now having 21% and 

56% of the SOI respectively. In kitchen advertising Miele has had a quite diverse array of campaigns 

over the past years. TV still takes up a considerable amount of the budget but other channels such as 

online and out of home have also been used. AEG has focused its considerable budget on TV only.  

Next to the channels and budgets used, another aspect of the paid media that can be compared across 

brands is the content. However, as a database with all campaigns done by the competitors was not 

present, it was very hard to know if the advertisements found were recent campaigns. Another 

limitation is the fact that online advertisements are often sent out to a targeted audience, using 

advertisement algorithms. Getting targeted by these algorithms did not work for each of the brands, 

making the comparison incomplete and possibly biased. In the end it was decided to leave out a 

comparison of the content of the paid media completely. A complete content analysis can be found 

in the shared media segment. This can be seen as a good proxy, given the fact that brands often repost 

their paid media campaigns on their social channels.  

3.2.2.2.2. Earned Media 

Within the earned media a press monitoring of the last six months was carried out for all brands that 

are in the scope of the analysis. 

The biggest difference between the competitors is the amount of articles written about each 

company. Global brands with many business units, such as Bosch and Samsung, were mentioned much 

more often, as seen in Figure 4. However, these were not a direct Miele competitors, as the articles 

were often unrelated to the household appliance business. A competitor that did do significantly 

better is Dyson. They take the third spot in amount of times mentioned, especially considering many 

of these are relevant product related articles.  

 

 

Another analysis that can be made is the language and the reach of the published articles. Certain 

brands succeed in being mentioned more often in newspapers with a big reach than others. Here a 

rough split can be made between Bosch and Samsung, as they are mentioned often in newspapers 

with a large reach. Dyson is mentioned as often in smaller reach newspapers and AEG and Miele follow 

with largest ratio of small versus large reach newspapers. The language of these articles can also give 

an indication on whether or not the brands popularity differs between the French and Dutch speaking 

regions within Belgium. In terms of language Miele and AEG are clearly mentioned more in articles 

written in Dutch while there was a more even split between the two languages for the other brands. 
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Figure 4: Number of mentioning/brand in the press 
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In terms of the content, the articles of Bosch and Samsung were often not interesting to observe, since 

the articles were focused on non-competing products or services. The best relevant player in this 

analysis was, again, Dyson. The articles were often so positive that they served as free advertisements. 

Testimonials about how good and classy their products are were no exceptional find. Miele was also 

mentioned in some positive testimonials, although these were less common and less convincing. 

Additionally, a large part of the articles mentioned the recent acquisitions done by Miele, a subject 

only read by a niche market. AEG was clearly the least performing company in the press. Some articles 

mentioned them when comparing products. Their recent climate action was also picked up in the 

media. These articles could help them with boosting their sustainability image.  

3.2.2.2.3. Shared Media 

As mentioned in the methodology chapter, the social media aspects analyzed are: the use of a national 

versus international version, language, content, subscribers/followers, other. The comparison on the 

communication strategy has been done for the channels: Instagram, LinkedIn, Facebook and YouTube.  

An important limitation within the shared media is the artificial split (between shared and paid media 

content) that has been made. Within this section, only the non-sponsored photos, posts and videos 

are evaluated. However, it is important to keep in mind that all the brands are also on these channels 

with sponsored content. For a social media user both paid and unpaid media are evaluated the same, 

making the current analysis not customer centric. Additionally, this paid media content often differs 

in style and message. An analysis of the differences between sponsored content on social media could 

be interesting, however due to the shortcomings mentioned in paragraph 2.2.2.1., this was not done 

in this research phase. 

Instagram 

The Instagram pages analyzed are: mielebelgium, boschhome_be, dyson, Samsung_be and aeg_be. 

During the analysis of the different Instagram pages, all the benchmarked companies have a specific 

Belgium version of the page (e.g. mielebelgium), with Dyson being the only exception as the only one 

having an international page. This distinction has also an impact in the amount of followers of the 

different pages. The international version of Dyson has around 652K followers, making follower 

comparisons unfair. Samsung Belgium, with 33.3k followers, also has an unfair advantage as their page 

is dedicated to all their products, not just appliances. When comparing the appliance only pages, Miele 

has 4108 followers, while Bosch and AEG have – respectively – 2300 and 5631 followers. 

When analyzing the language used in the general description, stories, posts and comments, Dyson and 

Samsung_be both opted for English. On the other hand, Miele, Bosch and AEG are alternating Dutch 

and French. Regarding this, Bosch alternates the two languages in a different way than the other 

competitors: it systematically gives alternating priority to each of the two languages. Each posts starts 

with one language, providing the translation directly under the description (with a clear mention of 

the available translation in the beginning of the post). In the next post the language priority is then 

reversed (see Appendix 6.1 for an example of the description of a Bosch Instagram post).  

Another evaluation made on the different Instagram pages regards the content shared.  

Miele and AEG are mainly focused on sharing food content. While Miele is often focused on sharing 

(fancy) recipes prepared by a well-known cook, , AEG more usually alternates its food content with 

posts on vacuum cleaners and regular updates on their current promotions. Samsung_be, as 

mentioned previously, is the official Instagram page for all the different Samsung products. The 

focus on appliances, such as fridges and vacuum cleaners, is rather limited. One out of 

fifteen/sixteen posts contains an appliance. Laundry machines are not even mentioned at all in the 
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last months. The Dyson Instagram page is characterized by a large amount of small videos which 

mainly cover their products, functionalities or their spaces. They do not posting anything related to 

collaborations with specific influencers. The cordless vacuum cleaners are the main focus, with one 

post out of four in the last months. The Instagram page Boschhome_be offers other types of 

content, often sharing different kind of reels focused on their campaign #LikeABosch (see Appendix 

6.2. for an example of the #LikeABosch campaign). This cross-category campaign wants to deliver the 

message of living sustainable, living healthy and living hygienic, using fun visuals and a catchy 

melody.  

When further analyzing the activity level of each of these brands, big differences between the 

companies can be observed. Regarding the amount of posts shared per month, Samsung has the 

highest number, around 14 posts/month, with Dyson as close second with around 12 posts/month. 

On the other hand Bosch has 6 posts/month and Miele and AEG close the ranking both averaging out 

on around 4 posts per month. The usage of all the possibilities within Instagram is also something not 

all brands do. Samsung and AEG are currently the only ones systematically using the IG-shop option, 

allowing a direct and easy access to the web shop. 

A last difference is the influencer partnerships that are visible in the IG pages of the above-mentioned 

companies. While Miele, as explicitly showed in the Instagram page, is partnering mainly with high-

end chefs such as Seppe Nobels (18K followers) and Thomas Locus (700 followers), Bosch opted for a 

younger and more popular French-speaking influencer, Loïc (54K followers). The content shared by 

Loïc differs, showing mainly tips and tricks on how to prepare easy food and/or cocktails. The strategy 

of AEG is similar to Miele, partnering with higher-end cooks such as Filip Clays (6906 followers) and 

Sofie Dumont (124K followers).  

LinkedIn 

On LinkedIn different approaches were also identified. Where Miele and Samsung opted to use an 

international version of the LinkedIn profile, Bosch and Dyson chose – respectively – a pure Belgium 

one and a BeNeLux version. AEG was not present on Linkedin with a separate brand page. Based on 

these different versions, Samsung and Miele have the highest amount of followers (3million and 

83075), while the local versions of Dyson and Bosch have 770 and 3789 followers. On these pages 

different language strategies were also observed. Miele and Samsung always publish in English on 

LinkedIn, while Bosch posted in English, Dutch and French and Dyson in English and Dutch. The content 

of the posts published was overall not focused on the specific products but more on general topics, 

such as sustainability or intrapreneurship initiatives. 

Facebook 

Almost all the brands have a specific Belgian Facebook page and, for this reason, the language of their 

profiles is always Dutch and French. Only Samsung chose to also include English. Bosch Home’s profile 

is only in Dutch. The amount of followers on Facebook for each of these appliance brands is quite 

impressing, especially compared to the other social media platforms. Miele counts more than 1 million 

followers, Samsung 161 million, Dyson 2.6 million and Bosch more than 3.7 million.  

Another common feature of the different brands is the main focus on the presentation of the different 

products. For Miele, most of the posts are about recipes and kitchen appliances, while AEG and Dyson 

are more active also in the vacuum cleaner category.  

Again, only some of the brands use the platforms to the fullest extent. For example, AEG uses this 

platform to publish a large usage of small videos to inform their customers even further. Dyson even 

has an active customer service reacting on users posts and comments. Furthermore – as already 
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mentioned for Instagram – AEG and Dyson also activated their shop on Facebook, addressing the 

customers directly to the web shop. 

YouTube 

When referring to home appliances, YouTube can become a media channel of vital importance. The 

reason for this are the large amount of people that prefer to try to figure something out by themselves 

before contacting any external assistance. Explanatory videos found on YouTube are a good tool for 

this goal. Examples of popular video formats are customer reviews, maintenance video or video 

manuals. 

On YouTube, brands show themselves a bit differently: while Miele, Samsung and AEG have a national 

version, Bosch divided their content between the Bosch Be page and Bosch Huishoudelektro Belgie. 

Dyson opted for a unique international version. The main difference between the two YouTube pages 

of Bosch is the language of the videos: in the Bosch Huishoudelektro Belgie page the videos are 

presented only in Dutch, while on Bosch Be, there are both Dutch and French speaking videos. On 

Miele’s YouTube page, most of the videos are in Dutch, while AEG and Samsung opted for a more 

equal language ratio between Dutch and French among their videos. Apart from the international 

version of Dyson, that counts more than 290K subscribers, Samsung has the largest number of 

subscribers (more than 12K). Miele and AEG have around a thousand subscribers, while Bosch 

Huishoudelektro Belgie has more than 1700 subscribers. 

When analyzing the content, Miele’s page mainly contains videos regarding recipes, explanatory 

videos on how a product works, and videos explaining how to do basic maintenance. However, these 

videos are often in German. Most of the views of the Miele videos are on the Miele Home Assistant 

(to better understand how to the connectivity side of the products works) and on the auto-assistance 

for washing machines (almost 3K views).  

AEG videos, not very different to those of Miele, have a strong focus on kitchen appliances, but 

vacuum cleaners and dishwasher videos can also be found regularly. Most of the videos are focused 

on how to use or how to install the different products, and not really on the ordinary or extraordinary 

maintenance. 

In the Samsung Belgium page the electronical devices have a central space. However, most of the 

videos on MDA are explanatory, describing in greater depth features like the connectivity of their 

appliances.  

The two different pages of Bosch also have different topics. While the general one (Bosch Be) is mainly 

focused on the campaign “ClimateMattersAtBosch” with more general videos (of around 100 views 

each), the Dutch-speaking page has a more diverse array of videos. For instance, the videos about the 

#LikeABosch campaign (see above) can have more than 700K views, together with some general 

videos on how to use/maintain the products. 

Unique to the Dyson channel, is the clear structure of their YouTube page and the large amount of 

reviews they publish on it. There is a clear distinction among the different categories (e.g. help & 

support for your machine; ask an expert; hair: styling..), making the research very easy and clear.  

Stores visits 

Within the store visits, both paid media (panels and other marketing material) and shared media are 

present. As the store visits were done as anonymous customers, it was decided to report on the 

marketing communication within the stores in a customer centric way. The conclusions on both shared 

and paid media are thus reported together. 
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As mentioned in paragraph 2.2.3.1., four different types of stores have been visited: three retail chain 

stores (Krefel, MediaMarkt and Vandenborre), an e-retail chain (Coolblue), two independent multi-

brand stores (Electro Vanneste and Crabbe Spinoy Selexion) and an independent mono-brand store 

(Miele Center Mariman). 

 Anonymous visit to Krefel 

When entering the Krefel store, a big Dyson stand was located in the middle of the vacuum cleaner 

section. Bosch also had a panel display with all different vacuum sticks (see Appendix 7.1. for the Bosch 

vacuum sticks panel) and Miele was present on the top of the aisle but without any specific panel 

display. 

Moving to the Laundry department of Krefel, AEG and Miele were the most visible, but the AEG 

illumination (both in the panel and in the washing machine itself) was more attractive. While walking 

through the aisle displaying all the different machines, it was not always clear what messages the 

stickers on the machines of Miele wanted to convey. For instance, a  sticker with written on “0%” with 

some other abbreviations (see Appendix 7.2.) was present on almost all devices, but the average 

consumer will not know what is meant, without googling the specific terminology reported on the 

stickers. 

The (anonymous) conversation with the sales person regarding the washing machines was mainly 

given in front of the Bosch machines. However, after making clear that the budget was not a big issue 

at the moment, he referred to the Miele machines superior performance based on his personal 

experience. The higher quality of the products was also highlighted. Finally, the good connectivity of 

the machines was mentioned, although the app of AEG had his personal preference. Overall, it was a 

positive experience. 

 Anonymous visit to Media Markt 

In the vacuum cleaner section of Media Markt, the Miele vacuum were lost among all the other 

brands. However, there was some marketing present, as a big screen hanging from the ceiling 

displayed Miele advertisements during the visit. When moving to the laundry section, the Miele panel 

was more attractive than the panel present in Krefel, but still quite hidden. During the sales 

conversation, the representative, after observing our age, addressed us towards Bosch. Only in a later 

phase, he highlighted the higher quality of Miele and the better after-sales service.  

 Anonymous visit to Vandenborre 

In Vandenborre, the experience when visiting the vacuum cleaner aisle was similar to the Media Markt 

one. No brand’s presences was clearly outperforming the other brands.  

The same neutral feeling was felt in the washing machine department. When the sales conversation 

started, there was a significant push towards AEG models. Regarding Miele, mainly some negative 

features were highlighted by the employee such as the bad build quality of the electronic display and 

some reoccurring problems with the engine. 

 Anonymous visit to Coolblue 

In the physical shop of this e-retail retail store, the experience was very positive when taking Miele’s 

perspective. Starting with the vacuum cleaners, there were big panels attracting the attention to 

Miele’s vacuum sticks. A small piece of carpet was also incorporated, which allowed the consumer to 

test the appliance’s power. On the other side, the laundry part was not really promoted. However, the 

sales conversation was very concentrated on the advantages of Miele’s products, highlighting the 

importance of having a good machine that not ruins clothes while washing and the very good 

maintenance service Miele offers. When comparing this sales talk to the talk received in Miele’s own 
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experience center, both mentioned the same advantages of Miele, but the Coolblue experience was 

more convincing due to the perceived impartiality of the shop. 

 Anonymous visit to Electro Vanneste 

In this independent multi brand store, the Miele’s presence was very strong. A lot of panels were 

present and a big see-through washing machine made for a nice shopping experience (see Appendix 

7.3. for the Miele branding in the shop). 

The conversation was focused on the Miele appliance, often linking certain Miele-specific features 

with the convenience for the customer. An example here is the time management improvement when 

choosing a machine with the power wash option. However, some negative aspects were also 

mentioned, such as the reoccurring errors present in the Miele app and the big shortage of available 

stocks. 

 Anonymous visit to Crabbe Spinoy Selexion 

In Crabbe Spinoy, there was no brand which was clearly branded more than any of the others. When 

requesting more information about the possibilities within washing machines, the sales representative 

of Crabbe Spinoy focused his attention on brands such as Siemens, Bosch and AEG. Miele was only 

mentioned after all other brands had been given extensive attention. However, when we arrived at 

the Miele section, the sales person touched some interesting topics. For instance, he focused for a 

while on explaining Miele’s premium price, highlighting how important it is to have a good quality 

washing machine that doesn’t ruin your clothes. 

 Anonymous visit to Miele Center Mariman 

Inside the independent mono-brand store, Center Mariman, there were nice interactive marketing 

panels (as shown in the Appendix 7.4.). 

The sales talk was a great experience. Instead of giving the usual explanation, the sales employee 

understood the needs of a young couples and focused on the features that helped them with their 

household chores. An example, is the added benefit of the Steam Option, which was never presented 

by any sales employee before. In addition, the employee also focused on the technology present in 

the washing machine such as the washing assistant, which helps to select the right program when in 

doubt. 

 General observations across all stores 

In all the retail shops visited some common behaviors were identified. Firstly, none of them mentioned 

or linked the impact certain features had on living more sustainable. Secondly, the combo machines 

washing & drying was never mentioned as a good option. Thirdly, the Samsung washing machines 

were always mentioned as having a bad reputation in terms of build quality. Lastly, often some key 

features such as the Twin Dose function were badly, or sometimes even wrongly, explained.  

Within the independent (multi-brand) stores, the sales assistance was often more precise and 

elaborated. The information provided by their sales employees was more correct, although small 

mistakes were no exception. 

3.2.2.2.4. Owned Media 

In the last segment of the PESO framework, an analysis of the owned media channels of the different 

companies has been made. This segment focused mainly on comparing the different websites. The 

own stores of Miele, so called Miele experience centers (MEC), are also part of this theme. 
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Experience centers 

Concerning the experience centers, the only store that has been visited is the Miele Experience Center 

in Brussels. For this reason it is not really possible to make a comparison with the other brands. This 

can be seen as a shortcoming of the analysis as brands such as Bosch also have own stores. This 

research method used when visiting the MEC in Brussels was exactly the same as the method 

described in Appendix 3. The visit was considerably more interactive than the store visits described in 

paragraph 3.2.2.2.3, Store visits. For example, the employee put in some actual laundry which was 

washed and dried while he explained certain features. The store also featured a touch screen which 

he encouraged to be used by the customer to discover all the components present in Miele’s 

machines. A downside to this experience was the lacking info on competitors. As this is a store owned 

by Miele, no competitors appliance were visible inside the store. The sales employee had also no 

knowledge of the competitors advantages and disadvantages, making a good estimation of quality for 

price difficult. Another purchase driver which was never mentioned by the sales employee was the 

sustainability inherent to Miele’s machines. 

Website analysis  

The websites of all competitors have been compared closely using the methods described in 

paragraph 2.2.3.2. Each comparisons started by opening the main landing page of the website. In a 

second phase, the purchase of a laundry machine was being simulated. If the website provided the 

option, the washing assistant was used to help decide which washer the customer should buy. 

 Miele website analysis  

During the ICP a long anticipated change in the look & feel of Miele.be was integrated. The analysis 

was done after this integration to avoid making outdated conclusions. The new version of the Miele 

Belgium website has a very clean home page that allows the consumer to easily look for the product 

he/she is interested about.  

In the washing machine purchase journey, it was easy to find the right product and, if required, 

customers had the option to use the washing assistant (see below in this paragraph for a more detailed 

description). When scrolling through the section on laundry, each model was displayed with a picture, 

together with some key information. Info such as energy level, estimated delivery date and the main 

features of the model (such as Twin Dose or not, quick power wash..) could all be seen without leaving 

the home page. In addition, Miele also made it possible to compare the different washing machines, 

through an imbedded comparison tool created by Miele (see Appendix 8.1. for the general page of 

the Miele washing machines). 

When clicking on a specific mode, the consumer receives a more detailed description of the product, 

with some more in-depth explanations on each of the features present in the model (see Appendix 

8.2. to see the details explained in the washing machine). 

 Bosch website analysis 

The Bosch landing page is focused on the #LikeABosch campaign, as also described in the Instagram 

analysis. Within this campaign they link the appliances of Bosch to the concept of living sustainable, 

living healthy and living hygienic. The campaign also shows off some of the high-tech features present 

in their appliances. While having a general look at the website their focus on connectivity and 

sustainability is immediately noticeable. For instance, through the Papillon Project: 

#ClimateMattersAtBosch, a rental/leasing program is introduced. The main reason given for launching 

this service is their focus on diminishing the CO2 emissions through participating in the circular 

economy. Another general insight gathered from the Bosch main page, it is the possibility to win a 

Google Home Smart Speaker if the customer leaves a review about the products. 
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When trying to buy a washing machine the customer quickly lands on the laundry sub-page. This 

contains some first visuals and the option to apply different filters to highlight certain devices. When 

browsing through the laundry page, the large amounts of text present was clearly noticeable. Each 

model has a large, accompanying textbox with model specific information. Their website also 

contained the option to create a custom comparison table, as well as links to the web-shops of known 

retail partners (Appendix 8.3 to see the page regarding a Bosch washing machine). 

When a specific model is chosen, the customer is send the a product specific page. Bosch reports every 

feature and technical detail in a written way, making almost no use of visuals. This choice makes it 

very complicated for the customer to make the end comparison between two or more models. 

However, at the end of the page, it is possible to see the scores given to the product by other users, 

accompanied by their reviews. Within these reviews, it is possible to apply filters such as age, profile 

and utilization frequency. At the time of investigation these filters were not useful (yet), as not a lot 

of comments have been published (see Appendix 8.4: Reviews Bosch). 

 Samsung website analysis 

Samsung’s main page is quite colorful compared to the others. On the main page,  a segment on 

Samsung’s active promotions can be found, although the content is mainly focused on consumer 

electronics. The appliances are only highlighted after entering the respective sub-page. 

During the purchase journey, it’s possible to scroll through all the models Samsung offers. Next to 

each washing machine there are some basic information, such as the energy level, the kilograms and 

the score given by customers. This selection of basic info makes browsing through the models quite 

enjoyable as the information is mostly visual. When interested in a specific model, Samsung has 

implemented a system in which the consumer can see which websites/stores still have the model in 

stock. When clicking on a specific washing machine, the main difference with the competitors it is the 

presence of numerous short explanatory videos educating the customer on all the features present in 

the machine. A last piece of information available to the customer is the presence of reviews (both 

quantitative and qualitative). When comparing this to Bosch, Samsung clearly succeeded in convincing 

more customer to write a short review, making the addition of this section more impactful (see 

Appendix 8.5: Reviews Samsung). 

 AEG website analysis  

AEG designed the look and feel of their main page to convey a premium feeling. The mainly dark colors 

and usage of big images without much text add to this feeling. An interesting highlight is is the strong 

presence of promotions in the home page. This same tactic was also observed on their Instagram 

profile. 

The laundry sub-page starts slightly different, instead of displaying specific models (like all the 

competitors) AEG welcomes their laundry customers first on a general page about washing machines, 

which contains some key information which the customer could need when selecting his/her machine. 

Only in a later stage, the customer is presented with an overview of all the washing machines. On this 

general overview, the info provided on each of the machines is rather limited. For some products, 

symbols are used to represent different features within the machine, while for others no such 

indicators are given (see Appendix 8.6 for the AEG washing machines page). 

When the customer wants extra info on one model specifically, an extra page per model can be 

consulted. On this page the information is reported in a very structured and clear way, using symbols 

and with a lot of explanatory videos of the features of the product. 
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 Dyson website analysis  

Dyson is not a manufacturer of MDA. However, as also noticed in the paid media overview, Dyson 

spends a lot of marketing and is a frontrunner when it comes to direct to consumer selling. For this 

reason the analysis on their website, selling SDA such as vacuum cleaners, was still done. The 

customer journey analysis was slightly adapted, as the goal was changed from buying a washing 

machine to buying a vacuum cleaner. The home page immediately splits the product portfolio of 

Dyson into different categories. The stick vacuum cleaners are presented by static pictures. The 

information given on this home page is often written, making easy browsing less enjoyable (see 

Appendix 8.7. for the Dyson product presentation). 

When selecting a specific model, the information on the product is provided in a small video format 

only. These videos explain in detail how each of the function within the machine works. Often, even if 

the concept is quite technical, the video explains it in a simple and understandable way. The focus on 

moving images is also notable when browsing through the pictures, as they also have a dynamic zoom 

function built-in (see Appendix 8.8.: Dyson product details). 

Washing machine purchase assistant 

Many of the manufactures offered the possibility to have some help in the selection of the best 

product through a washing assistant. As the target group contains consumers that are often looking 

to buy their first appliance, the quality of this assistance can be of interest for this project. Miele, 

Bosch, Samsung and Coolblue all have a washing assistant on their website. 

In a first step all washing assistants were checked on how easy they were to find on their respective 

websites. The Miele product advisor was the least visible, as they decide to place it quite small in the 

corner of the laundry page. The font size was not different than any other text on this page. Samsung 

had a slightly more visible, but still quite hard to find integration of their washing assistant. On the flip 

side, Coolblue chose for a very clear link to their washing assistant, giving the link to it a central 

location on their laundry site. The easiest to find washing assistant is the one of Bosch. The main 

laundry page included a large banner advertising its existence to all interested consumers (see Table 

6 below: Washing assistants comparison). 

Brand Washing Assistant 

Miele 

 

Samsung 
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Coolblue 

 

Bosch 

 

 

When taking a look at the questions the consumer needs the answer before the assistant proposes a 

model with a good fit, most brands ask question related to the same six topics (see table 7 below: 

Comparison questions washing assistant). The differentiator between the different assistance was 

more experience related. The way in which the questions are asked differed between the assistants 

showing clear do’s and don’ts. 

The main problem of Miele and Samsung is that most of the time the assistant made assumptions 

about the knowledge of the customer on washing machine specifications. Sometimes questions were 

asked on preference of kg’s, while for first time buyers, the difference between the options is often 

unclear. When asking questions about feature importance, Miele tried to give more explanation by 

providing the possibility to click on an information pop-up explaining the feature in bigger detail. 

Samsung did not provide this assuming the customers using the tool, know the function of all features 

by heart. 

Coolblue designed the most customer centric washing assistant, bringing the difference between the  

features of the washing machine to life, in order for customer to make the right decision. For instance, 

while Miele asks how much kg are needed (7,8,9,10 kg?), Coolblue asked how many family members 

will use the machine. They also provide a small explanation why this matter when deciding on the kg’s 

of a laundry machine. Another good example is the question regarding the noise of the machine. 

Instead of providing only the technical decibel information, Coolblue questions the placement of the 

machine when explaining the right choice. By choosing for this approach the customer is aware of the 

difference in importance sound can have, when comparing a washing machine that will be used in a 

separate room, to a washing machine that will be placed in the main living room.  

Brand Miele Bosch Samsung  Coolblue 

Type of machine X X X  

Size of household X X X X 

Feature importance X  X X 

Noise level  X  X 

Table 6: Websites - Washing assistant comparison 
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Textile type X X   

Price range   X    

Table 7: Comparison questions washing assistant  

 Throughout the analysis of the AS-IS situation references were made to the ‘Creators of Quality’ 

framework. The values it includes are immer besser for customers, employees, planet and 

performance. These themes have been discovered in many Miele’s current departments. Miele’s 

products still possess traits such as superior build quality and A-grade sustainability specifications. 

Within the marketing and customer communications, Miele always embeds their message of being 

a premium brand. The content on each of their channels is tailor made to convey this high-end 

message, their multi course dinner videos on Instagram serving as an excellent example. Many 

competitors focus on other aspects such as value for money or sustainability. These aspects can 

be of equal importance to the target group, thus a winner and a loser cannot be identified here. 
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4. RECOMMENDATIONS: THEME 3 
In the following section, five main recommendations that will help Miele to reach the mind and the 

heart of the target group will be described. Each recommendation is divided in two parts. Firstly, the 

insights gathered that lead to the recommendation are reported. This consists of insights gathered 

from the three main information sources: literature, focus groups and peso analysis. Secondly, the 

recommendation itself is reported. This segment describes each time, what changes can be made to 

the existing Miele initiatives or through the creation of new initiatives, to in the end attract the target 

group successfully. 

4.1. OUTLET 
During the research phase it was confirmed that the target group perceives Miele as a qualitative, but 

expensive brand. Consumers are known to be price sensitive (GWI, 2022) but highly loyal after being 

convinced once to buy a Miele appliance (“Once a Miele, always a Miele”) (InSites, 2021). The focus 

groups also reported this high price feeling. They mentioned the attractiveness of Miele’s products, 

but the current impossibility to buy them due to the high prices. Secondly, in the focus groups it was 

discovered that well documented, refurbished products are trusted by the customers thanks to the 

Miele guarantee. Across all sources, there are three main customer needs that can be leveraged to 

help Miele gain more market share using the outlet. Each of these can be found in Table 8 

accompanied by a quote from the target group. 

Needs  Quotes  

Reliability 
“If the company [Miele] checks the appliances themselves and provide it with an 

approved label, you feel more secure.” 

Price 
“I once saw a dishwasher of Miele at my friend's rental apartment […]. I will 

remember that when I have a bigger budget, but for now I tend to go to more 
affordable brands.” 

Convenience 
“I want to know what happened to it […]? How often it was used is important to 

make a good judgement.” 

 

As mentioned before, a Miele outlet is already existing. Currently, it is an online only outlet on another 

website than Miele.be. The products seen on the website are stored in a warehouse in Mollem. Miele 

is actively working on improving this concept and in switching it to a more offline experience.  

The current Miele Outlet website is very well structured, with a clear indication of the discounts 

applied and with a label system to explain what is the status of the “second-hand” product sold (see 

Appendix 9: Miele – outlet label system). 

However, the usage of another website than the official Miele.be, makes the outlet hard to find. In 

addition, information about the story of the product (how it has been used before) and specific 

pictures of the (potential) damages are missing. With some improvements, the Miele Outlet can be 

transformed in the ideal tool that leverages the Miele quality guarantee perceived by customers to 

introduce a Miele device at a lower price into a price sensitive household in a sustainable way. 

4.1.1. Miele quality guarantee and circularity 
Currently, the appliances sold in the outlet are mainly products previously used by Miele on fairs, in 

the stores or that have some small imperfections that do not affect the functionality of the machine. 

These appliances could be defined as lightly used products. In addition to these, Miele could also start 

selling appliances that have been previously used by other customers, so-called heavily used products, 

giving the current user a discount when purchasing a new Miele machine in return. For instance, it can 

Table 8: Focus group’s needs & quotes - outlet 
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happen that a current Miele customer feels that after ten years, the current appliance doesn’t fit 

his/her lifestyle anymore, but they would be unhappy to make another investment in a product that 

it is still in good condition. Allowing him/her to sell his/her product in the outlet space of Miele, after 

a total check-up (and refurbishment if needed) by Miele, could result in another person enjoying the 

Miele quality for a much lower price.  

A second idea that could bring a Miele appliance inside the house of the target group, is the “Closed-

loop Outlet”. In this case, any current Miele customer that has a link with an under 35 years old is 

targeted (e.g. a parent). Here Miele can offer its refurbishment services to the current owner if they 

are interested in donating their working appliance to e.g. their child. Again the existing customer 

would be rewarded by receiving a discount when buying a new machine as a replacement. This would 

result in a first Miele appliance inside the house of an under 35 years old, completely free. Miele could 

reach the current Miele customer through targeted marketing, such as mail or leaflets spread by the 

technicians. 

In both scenarios Miele plays a key role, as they provide the machine with the signature Miele quality 

check. This gives the necessary trust and confidence to the customer to buy/to get a “second-hand 

product”. Additionally, the selling of these functioning, second hand appliances is a way to avoid any 

waste. As these machines are made to last for a long time, insuring they are used throughout their 

entire lifespan make Miele an active player in tackling societal issues, like circularity and sustainability. 

4.1.2. Outlet omnichannel strategy  
Another aspect that is key to a successful implementation of the outlet is the channels on which the 

information about the outlet are provided. As described in the customer journey, the purchase 

journey of most customers within our target group starts online. Miele should adapt its 

communication to this trend by making the outlet visible from the main Miele.be site. On top of that, 

Miele could offer the possibility to reserve the product for a limited period of time for an interested 

customer. By adding this option, Miele offers customers the option to check the product live before 

buying, a need half of the focus group mentioned and which could be even more popular given the 

consumer is buying a refurbished product.  

Miele could also leverage the position of the Experience Center. A Kiosk touch screen could be placed 

inside each of their own stores, which displays all the appliances currently present in the outlet. In 

order to inform and to attract people to enter the store, Miele could place some attractive stickers in 

the outside window, highlighting the possibility to “score a deal” inside by browsing the outlet through 

the kiosk.  

A last key aspect customer highlighted was the need to be aware of the conditions of the “second-

hand” product they are buying. As they want to assess the risk they are taking, most customers 

mentioned the wanted to know how much and to what end the products were used before the 

refurbishment. To satisfy this last customer need, it is recommended to share the story of the product 

(e.g. #MyStory): where it comes from, where it has been used before and by whom, etc. The 

reparations done by Miele before transferring it to the outlet could also be added. If any visible 

damages are still present after refurbishment Miele should always share detailed pictures of the 

damage.  

4.2. OFFLINE EXPERIENCE 
The offline experience recommendations are twofold. Firstly, the in-store experience, with a big focus 

on the sales conversation. This experience can be improved across all shops, not only the own shops 
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of Miele. Secondly, the specific activities and reasons to visit a Miele experience store, which focuses 

on organizing activities in those stores that are attractive to the target group.  

During the research phase, it became clear that the target group wants to limit the post-purchase 

disappointment when buying MDA by all means. To avoid this, they engage in an intense online 

research phase. Additionally, at least half of the group visits a store to check the products in real life 

before buying. Most are also prepared to invest a bit more as they are keen on receiving a reliable 

machine with good after-sales service. The preference of multi-brand stores, found in the literature 

and in the focus groups, is also linked to this need, as they make comparing a lot easier. The focus 

groups conversations also confirmed some important purchase drivers for the customers, such as a 

good after sales service and the convenience (Table9: Focus group’s needs & quotes – offline 

experience).  

Needs  Quotes  

Reliability 
“I tend to go to the store to see the (MD) appliance at least once before I buy it. I 

will not buy another one for a long time, so you need to be sure. For a vac I 
wouldn’t do that.” 

Reliability  
“I would rather pay a bit more for a good after-sales service than buying it for 30 
euros less but have nobody that picks up the phone when you need them. That’s 

why I shop at Coolblue.” 

Convenience 
“An appliance should adapt itself to my needs, for a laundry machine that means 
using as little of my time as possible. Every feature that improves this is a plus in 

my opinion.” 

 

Currently, Miele is present in all appliance stores (retailers/multi-brand stores..), often with a very 

visible own stand. The focus of the sales people within these stores is on the quality and durability of 

the products. These topics are very relevant to mention. However, the sales talk were often quite 

superficial and not very customer centric. The high initial investment was also highlighted, and not 

many reason were given to explain this price, except for the durability.  

4.2.1. Sales talk improvement  
For the target group, the sales talk plays an important role in the customer journey. Based on the key 

needs of this target group, there are three main purchase drivers that the sales person should focus 

on: the initial investment should be mentioned, but the long-term savings realized by buying a lasting, 

comfortable and economical appliance should be highlighted more. When customers walk into the 

store for info, all of these characteristics can be highlighted to give the customer confidence they are 

making the right choice. 

Comfort plays an important role in the purchase decision – especially for couples with children -, and 

features such as the power wash, the steam care or the silence of the machine, are very attractive for 

them. Investing once in these upgraded can mean hours of saved time and less worrying in the long 

run. Secondly, these consumers are focused on finding the best deal in the market. Therefore, the 

conversation should not only focus on the initial cost, but also on the investment in the long term. The 

lowering of the lifetime cost due to the long life of this product, the high energy label and the 

possibility to save large amount of water through specific features (such as the twin-dose system or 

the weight function of your laundry), could all be mentioned more. To make these savings even more 

tangible, Miele could create a “Calculator-in-Store” where it is possible to calculate the lifetime cost 

of the machine in comparison with other (anonymous) brands. This calculator should use only neutral 

Table 9: Focus group’s needs & quotes – offline experience 
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information, such as expected lifetime as tested by Testaankoop, to really make it a powerful 

comparison tool. 

Other topics, such as sustainability, can also be mentioned in the sales talk. Although customers have 

shown that these don’t play a key role in the purchase decision, it can be important to mention some 

of them. Within the sales talk the employee could refer to the European production Miele is known 

for or the usage of recycled materials within many appliances. Another theme that has a smaller 

impact, at this moment, is the connectivity aspect of the appliances. Customers are very attracted by 

these features but they still consider the longevity aspects as more relevant than the connectivity. 

Most customers today still perceive that the combination of a tech-heavy, long lasting machine is not 

possible and are thus less influenced by the connectivity features.  

Lastly, the sales person should never forget to have a customer centric sales talk. Therefore, he should 

always mention the amount of time saved with a specific feature, the ease of use of the machines 

thanks to the smart assistants and the presence of one of the best after-sales services in the appliance 

industry. To take this to the next level all of these features should be backed up with data. 

4.2.2. Leverage of the Miele experience centers 
As mentioned before, some customer still see a store visit as essential before buying an MDA 

appliance. To make use of this trend, Miele could adapt the possibilities of the experience centers to 

be more attractive towards the target group. The way to do it is to try to tap into the main interests 

of the target group, such as the price-quality and the convenience 

The price-quality of the product can be proven by letting the customer experience the product before 

they purchase it. Customers should be able to test the product in-store, e.g. by positioning a small 

carpet in the store where the clients can try the vacuum cleaner or proposing a challenge where 

customer can stain a white t-shirt and then wash it in the Miele washing machine. 

Furthermore, Miele could create a “Youngsters Corner” in the shop, to attract the youngest of the 

target group to their stores. Here, the basic products combined with a marketing strategy focused on 

how it would fit their lifestyle could be displayed. Extra attention should be spend on highlighting that 

the basic products are built with the same care for quality and longevity as the more high-end 

appliances. In the previous paragraphs (4.2.1. and 4.1.2.), the “Calculator-in-Store” and the 

Touchscreen Kiosk for the outlet have already been mentioned. These could also be present in, or 

close to, the youngster corner. 

Another activity that could be added in the experience stores are workshops that demonstrate the 

convenience of owning a Miele. An example of such a workshops could be the #MielPrep workshop, 

where on a Monday evenings different people can join a cooking session in which four easy meals are 

prepared together. The participants can take home the meals, giving them a convenient lunch for the 

rest of the week. Another idea which would allow young people to test Miele’s products, is to partner 

with a team building organizer. Companies with a lot of young employees (such as tech start-ups) 

could organize a fun cooking class within the experience center. 

To inform the target group of these different initiatives, Miele should aim for a combined offline and 

online communication strategy. Offline Miele could attract customers by adding stickers in the 

experience center window. These could report on the outlet deals that can be discovered inside, the 

youngsters corner or how the possibility to join one of the convenient cooking classes with some 

friends. Online, a key role could be played by lifestyle influencers. Miele can invite some of these 

influencers to attend an event and afterwards to share the after-movie of the evening. 
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4.3. RENTAL/LEASING 
Entering the rental or leasing market with their products is a business development idea that was 

already introduced within Miele before the ICP started. To further test the possible market fit, the 

idea was further researched in the literature and in the focus groups. During the research, the 

quantitative and the qualitative research produced incoherent results. The literature mention 

customer needs that showed a good target group fit, such as the importance of the experience over 

the ownership (GWI, 2022), the high price sensitivity of the target group (GWI, 2022) and the needs 

for higher flexibility. However, when explicitly proposing the rental/leasing idea to the attendants of 

the focus group, the reactions were quite negative for most participants. The few participants that 

reacted positive to the idea had very high expectations combined with a low willingness to pay (Table 

10: Focus group’s needs & quotes – rental/leasing). 

Needs  Quotes  

Price 
“For a car I would think about it, but an appliance? I don’t like those unnecessary 

hidden costs on a monthly basis.” 

Price 
Convenience 

“Before I would even think about it, I would want very clear gains. Within 24 h 
service, swapping out to a new model when they can’t fix it, and it can’t be too 

expensive…” 

Design 
Convenience 

“If I would be able to buy it from the brand after a couple of years, I would maybe 
go for a higher end appliance. You can stretch your budget a little due to leasing.” 

 

4.3.1. Competitive landscape rental/leasing offer 
Due to the current absence of Miele Belgium in the rental/leasing services, an analysis of the current 

rental/leasing landscape has been made, including the services of Bundles, BlueMovement (powered 

by Bosch) and CoolBlue. The biggest insight that emerged during this research was related to the 

numerous hidden costs competitors used to make the service feel more attractive than it was. The 

focus groups mentioned unclear costs as one of the main reason why customers would not want to 

go for this kind of service, as they would feel betrayed by the provider. 

Bundles offers exclusively Miele coffee machines, dishwasher, washing machine and driers, making a 

distinction between the classic and the luxe version of each of the products. They also offer to rent a 

new or the refurbished version of the appliance. BlueMovement offers MDA and SDA all from Bosch. 

Coolblue offers different brands in MDA and is not active in SDA rental. 

As said before, the price is not easy to compare as all providers use different mechanisms to add costs 

to the initial marketed cost. Bundles requires an initial deposit of 75 Euro, with a subscription for a 

basic model of 12 Euro/month, without any fee to cancel the contract. However, it is necessary to add 

also a recurrent costs per wash and the cost of 125 Euro to move/replace the product. Bosch marketed 

the rental offers for 7.99 Euro per month with an initial deposit between 20 and 37.50 euro. However, 

there are two factors that are not communicated transparently by Bosch: the price of almost 8 Euro 

is only possible when signing a six years subscription contract. Cancellation costs and costs when 

moving the appliance are also not clearly communicated. Coolblue opted for an initial cost of 50 Euro, 

with a different subscription cost based on the brand and on the model rented. They offered the 

possibility to end the contract for free after one year subscription.  

In terms of service provided, all the companies offer free and fast maintenance service, including free 

delivery and installation of the appliance. 

Table 10: Focus group’s needs & quotes – rental/leasing 
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4.3.2. How to succeed in the rental/leasing program 
In order to successfully enter the rental/lease market, Miele should fulfill the customer expectations 

and try to create delight among customers. Fulfilling the expectations can be reached through a 

transparent price communication and good service model, while delight can be created through a 

loyalty reward program.  

Regarding the price, it is very important to be transparent, clear and direct in the communication of 

all the costs involved and this transparency promise can also be highlighted in the marketing of the 

service. Adding ending costs and the costs per wash are factors that are not appreciated by consumers 

and should thus be avoided when possible. In terms of the offer, a fast and high service model is 

necessary to fulfill the customer needs.  

Miele can go further than what customer expects to really distinguish itself from the competition. It 

can do this by giving the possibility to acquire the rented product with a discount, which is calculated 

using the months of rental service the client has already paid. This discount could also be transferred 

to other products, when the client is interested in buying another model than the one he/she is 

currently renting. Another interesting idea could be the development of two different tiers within the 

subscription model. The Silver tier should offer only the basic models of each appliance, to attract the 

most price sensitive customers. The Gold tier subscription should include a selection of high-end 

models. The Gold tier subscription can satisfy the curiosity of the customers that would like to try a 

high end appliance without bearing the risks of the technology breaking the device. 

As Miele is willing to move forward in this business model it is necessary to double check the insights 

given above. As these are insights gathered using a small sample size and qualitative research 

methods, Miele should double check in a quantitative analysis which customer profiles are interested 

and if these profiles are numerous enough for the idea to become profitable. Additionally, it is advised 

to research the idea in the co-house community. The current focus groups did not include any 

participants that had experience with co-housing. Potentially, the rental/leasing program could be an 

idea that would make this customer segment enthusiastic. 

4.4. TECH-INNOVATION  
Currently, customers consider the technology inside the appliances as a factor that could jeopardize 

the durability of the appliance. However, when tech and reliability will be proven to be combinable, 

the customers could start shifting away from traditional brands such as Miele, in favor of more 

technology driven companies, such as Samsung. The current technological options included in the 

appliances of the different brands, and the reliability of these machines are extensively researched by 

the customers. To get a good idea on the combination of reliability and technology, the customers 

look for online explanatory visuals and independent sources, such as reviews and reports by consumer 

organizations (see also paragraph 3.1.2.). 

During the focus groups, the attractiveness versus reliability was mentioned by some participants. 

Also the importance of convenience in the technological development and the lack of trust towards 

the manufacturer’s website when researching this were mentioned (Table 11: focus group’s needs & 

quotes – tech-innovation). 

Needs  Quotes  

Functionality  
Reliability  

“The smart appliances of Samsung were so persuasive, I really felt I wanted all 
those new functions. In the end I still did not do it, no one atm can show a 

Samsung washer that lasted >10 years. If I had friends who have such a story, I will 
definitely buy them!” 
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Convenience  
“Convenience and ease of use are my number one. An appliance which you use 

without reading the manual and that shaves off a couple of minutes of your to do 
list, is something I would pay for.” 

Reliability 
“I do research on the internet and in my friend group. I don't trust a site of a 

manufacturer. I will only visit it once I have made a shortlist.” 

 

To aid the consumers in making the right choice between the presence of technology in their 

appliances versus the reliability they can expect from a Miele device, the website should very clearly 

mention both aspects of the device. Currently, miele.be transmits a very premium quality feeling and 

certain functions, such as the feature filter system and the choice assistant, work very well. On the 

other hand, Miele’s website is still very traditional, with certain key features that are still missing. 

Important examples are the lack of reviews or the information on where it is possible to see the 

product live. 

4.4.1. Digitalization 
To shed its reputation of being a reliable but very traditional brand, Miele should start highlighting 

their efforts on the digitalization of their products and the digital features currently already available 

within their appliances. It is important to note that the traditional manual is not being used anymore 

by the target group. They expect to be able to understand the machine instantly, Miele should thus 

develop a “Plug & Play” machine by choosing for clever design and smart features A good example 

found within Miele is the existing washing assistant and the intention within the marketing team to 

start creating simple videos about the different features of the product. 

Above all, the skepticism of customers towards the combination of technology and longevity within a 

machine should be considered when investing in technological advancements. Therefore, Miele 

should try to introduce smarter features only if it doesn’t affect the longevity of the product. 

4.4.2. Website Improvement  
The website miele.com can be a the tool that the customers use when they are looking for information 

about the technological features and the expected reliability of the model. To make the website a 

useful source in this phase of the customer journey, Miele should help the customer by working on 

providing easy to find information, by adding infographics and videos, and by working on a review 

culture within their current customer group. All of this should facilitate the comparison procedure, a 

process most customer currently complain about. 

A way to facilitate the gathering of information about the Miele products is the development of videos 

instead of heavy text pages. Particularly, there are two kind of videos that are appreciated by 

customers. Firstly, videos explaining specific features, which helps the customer decide if they need 

that feature (such as the twin dose or the washing assistant). Secondly, videos explaining a specific 

product. These can go in depth about all the features present in that model and the convenience it 

can introduce by using the right features at the right time.  

Another habit many customers have is the willingness to see the product live before deciding to buy 

it. Miele.com could facilitate this aspect of the customer journey by displaying where this model can 

be found, based on the current location of the customer. 

As reported in the customer journey (paragraph 3.1.2.), online reviews play a very important role in 

the decision journey of customers. For this reason, Miele should work on gathering more reviews from 

their previous customers and adding these to the website. They could facilitate this by creating 

customer incentives, e.g. through a randomized reward system.  

Table 11: Focus group’s needs & quotes – tech-innovation 
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Finally, another strategic improvement of the website is the introduction of a comparison tool. The 

target group, as mentioned in paragraph 3.1.3.1.2., is keen on gathering as much information as 

possible to make the best possible purchase decision. Miele could facilitate this phase of the customer 

journey by providing a comparison tool. Users could input the machines specifications such as energy 

label, presence and accuracy of the wash weighting feature, etc. The tool than calculates based on 

amounts of washes in a week if the user would save money in the long run by buying the extra option. 

4.5. COMMUNICATION STRATEGY 
Miele’s current communication about building only appliances of premium quality is clear and well 

known within the target group. It makes the Miele appliances desirable by them but also perceived as 

unreachable, or “not meant for them”. This feeling of distance is also confirmed on social media. Miele 

often chooses to partner with influencers that showcase a high-end lifestyle. An example here is the 

collaboration with Seppe Nobels, who mainly focuses on creating fancy recipes.  

To lower this psychological barrier, Miele can diversify their message within this target group, starting 

to communicate about other important customer needs they currently underutilize. They could do 

this on specific channels, such as search engines and social media. Given the importance of both 

channels in the brand discovery phase of the target group (see paragraph 3.1.2.) the impact on brand 

perception could be the biggest here.  

In the focus group many quotes can be found describing important aspects which the customer 

considers when buying an appliance. Also the current perceived brand identities were described. (See 

Table 33: Focus group’s needs & quotes – communication). 

Needs  Quotes  

Reliability  
“If Miele was a person, he would be old, wise and in full business atire. He will 
always know the answer on your questions but will never make a funny joke.” 

Functionality  
“Brands like Samsung are always the first mover with new, smart innovations. I 

really respect that.” 

Price 
“(MD) Appliances can have a big effect on your utility bills. Paying a bit more to 
start can cost you less in the end. This way I care for the planet and my savings.” 

Sustainability 
Sustainability is never the deciding factor with me, but if I know the company is 

making an effort, I try to remember it.” 

 

4.5.1. Miele Cares for You, and … 
Miele could try to lower these feelings of unreachability by highlighting aspects such as the lifetime 

value of the investment or the daily convenience the machine will introduce into the life of a young 

parent. These customer centric communication campaigns can make the brand feel more 

approachable. Clearly integrating the needs of the target group within their communication should 

not take away the premium feeling that characterizes Miele, but it should help change the brand 

image to go from unreachable quality to an appliance worth investing in. 

An example of a Miele campaign that would integrate a bigger variety of customer needs is the: “Miele 

Cares for You, and…” campaign. The idea is to complete sentence with different topics that will include 

the different key needs of the customers. The first need would be communicated by introducing the 

“Miele cares for you and your future”-campaign, where Miele can highlight different aspects that 

make the investment worth it. Examples are the amount of energy and water saved with the different 

Miele features (e.g. Twin-Dose) or the longevity of the product that makes the initial investment feel 

worthwhile when considering the longevity. The second need Miele can integrate is the “Miele cares 

for you and your convenience”. In this section, the key message can cover aspects such as: the after-

Table 12: Focus group’s needs & quotes - communication 
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sales assistance, the washing assistant or the current connectivity features. Finally, the “Miele cares 

for you and the environment” can focus on Miele existing efforts to lower its impact on the planet. 

E.g. by mentioning the usage of recycled materials or the European production line (see below Figure 

5: Example “Miele Cares for You” campaign). 

 

 

4.5.1.1. “Miele Cares for You and your convenience”: channel deep dive 

By choosing the right communication channels for these communication campaigns, Miele should be 

able to reach mainly the younger customer segments. Channels such as Instagram, YouTube and the 

Miele website are all ideal to do so. 

On social media, Miele should consider other (or more) partnerships than the ones they currently 

have. High-end cooks could become lifestyle focused influencers. These influencers often have a 

broader and younger audience, and their content could have a very good match with the convenience 

factor of owning a Miele. An earlier example of this strategy is the attendance of these new partners 

at one of the #MielPrep workshops or by asking them to post some Instagram stories on how the 

washing assistant made their chores more enjoyable. Next to an influencer campaign, Miele can also 

start by sharing short videos on their Instagram page. These can be convenience focused, such as “how 

to cook a meal in 20 minutes”, or “how to pre-program your washing machine”. 

The videos on the YouTube page of Miele can also include the convenience factor more. Videos on the 

connectivity feature, explaining in a simple and quick video how it works and how much time you can 

save using it can be published and put in a separate folder. Miele can also offer tips on YouTube such 

as a “how to take care of your laundry machine” video. 

Finally, the website of Miele could also highlight the practical convenience of the products. An 

example is the calculator that shows the amount of water or energy saved (see paragraph 4.2.1.). 

Other aspects are the additions of introducing short videos with the general explanation of the key 

features or products(see paragraph 4.4.2). The addition of more reviews (see paragraph 4.4.2) should 

also make the consideration phase more convenient.  

4.6. STRATEGIC PRIORITIZATION OF THE RECOMMENDATIONS  
To conclude and to better analyze which of these recommendations should be given strategic priority, 

all the recommendations were plotted on a prioritization graph. By scoring each recommendation on 

its ease of implementation and estimated impact, four types of recommendations can be found (see 

Table 13: Recommendations’ overview). 

 

Figure 5: Example “Miele Cares for You, and…” campaign 

 



   

47 
 

 

 

The recommendations that will require the least effort and are estimated to have the biggest impact 

are the outlet, the customer centric communication and the communication of the current state of 

connectivity development. These initiatives could be implemented rather quickly, and improve the 

attraction of younger customer to the Miele brand quite significantly. 

The impact of the website refinement and of the improvement in the offline customer experience will 

be lower as these channels have a lesser importance within the customer journey of the target group. 

However, the implementation of these should not require too much effort, making them worthwhile 

to consider. 

Implementing the already existing rental/lease program and successfully attracting a younger 

audience with it, is considered hard to pull off. The first sings of product-customer fit were rather low. 

The economic viability is also uncertain. 

The digitalization of the next generation plug & play appliances, which combine the newest 

technologies and the current reliability, will definitely be a long term project. However, if Miele does 

not spend any effort on breaking free of its current reliable but traditional brand image, it could result 

in a huge loss in popularity among younger consumer as they will expect high levels of connectivity in 

the future. On the flip side, if a successful implementation is realized, it could provoke a huge increase 

in popularity among younger consumers.  

4.7. NEXT STEPS 
Many of the sources and methods used to come to the insights and recommendation given in this 

document, have a qualitative nature. The studies done by Insites (2021,2022), GfK (2022a, 2022b) and 

the focus groups which were organized were all qualitative studies. Quantitative reports were also 

consulted. Examples here are the GWI (2021,2022) and Edelman (2010,2012,2021a,2021b) reports. 

However, these studies were often done on a global scale, making their conclusions unreliable to 

assess local aspects, such as a product-consumer fit. 

An important next step is to confirm all the insights and recommendations given to Miele Belgium in 

a quantitative, confirmatory study, using a representative sample. This should help Miele make the 

right assessment in whether or not to move forward with one or more of the proposed projects. 

Table 13: Recommendations’ overview 
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Of the five recommendations proposed (outlet, offline experience, rental/leasing, tech-innovation 

and communication) none are disruptive to Miele’s current business strategy, or the appliance 

industry. Rather the recommendations focus on lowering the two  barriers discovered among the 

target group. The psychological feeling of unobtainability as well as the real financial barrier can 

both be lowered by implementing one or more of the recommendations. At the core of each 

recommendation lies a customer need, identified among the target group. It is this customer 

centric approach that will make Miele feel like a brand that is built with their needs in mind.  

When reading the strategic prioritization, the ease of implementation versus impact of each of the 

recommendations can be assessed. The rental/leasing program would be one of the 

recommendations requiring a lot of effort in order for it to succeed. It is also a project for which 

the first signs of potential impact were rather negative. On the opposite site, the expansion of the 

outlet and a more customer centric communication (also about digitalization) can have the biggest 

impact with far less effort. Within the remaining two quadrants is possible to find the website 

improvement and the customer experience as easy to implement options but with a low estimated 

impact. The last recommendation is the development of more high-tech appliances. This is far 

from easy to do, but could have a big impact. An early start on the development of this idea could 

thus be of vital importance for the future of Miele. 
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5. CONCLUSION 
In conclusion, it can be stated that quality remains the Miele unique selling proposition. The analyzed 

target group of 25 to 35 years old are still valuing these aspects highly, making Miele a brand they 

desire.  

Next to reliability, this study also found five other relevant customer needs when buying appliances. 

Of these five, price and convenience have the biggest importance, while sustainability, functionality 

and design are more seen as nice to haves. Miele is considered as very performant on reliability and 

convenience, but they are seen as quite expensive. Because of this, the target group describes Miele 

as a premium, desirable but unreachable brand. 

Another set of insights given within this report concern the customer journey of the target group. It 

should be clear that the (average) customer journey of the target group almost always starts online, 

where they often research all possibilities extensively. A second important findings are the strategies 

the target group implements to avoid post-purchase disappointment. Half of the participants 

interviewed in the focus groups still found a store visit essential when considering to buy a new 

appliance. Due to the already done researches, the target group normally enters a store with a clear 

idea of which brand to compare to each other, making the multi-brand stores more attractive. In a 

last phase the target group decides where to buy the machine. This depends on where they can find 

the best deal. Usually, the discriminating factors to select a vendor are the after-sales service balanced 

with the price. Both online and offline vendors were considered in this final stage. 

A last important take away discovered in the research phase is the sub-division on the concept of 

sustainability. The target group considers it important, but mainly when it results in a own financial 

gain (e.g. energy or water saved). Other factors, such as the usage of recycled materials or the 

European production, are less relevant and play a secondary influence in the purchase decision. 

The recommendations can be grouped in two main types: the first type includes very specific initiatives 

such as the outlet, rental/leasing, tech-innovation. The second type are more focused on the 

communication aspect. Examples here are the improved offline experience and customer centric 

marketing. In general, the outlet and the rental/leasing have been recommended to attract even the 

most price sensitive customers. On the other side, the communication improvements should help to 

break the mental obstruction of unreachability many participants mentioned. The insight from the 

PESO analysis and focus groups were used to determine which content could be offered to do so. By 

working on short videos, life-style influencers and delivering fact-based information, the 

communication of Miele should transform from a “reliable but too traditional” feeling to a “reliable & 

exciting” feeling. 

To end it should be noted that many of these recommendations and insights were developed based 

on qualitative research. Therefore, it is strongly advised to check these insights with a quantitative 

follow-up study. 
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APPENDICES 
 

Appendix 1: Focus groups questions guide 
1. Introduction, small explanation, rules of the focus group  

2. Ask for their introduction 

• Let’s start by introducing ourselves, tell us a bit about your interests, your job, your living 
situation etc..  

3. Insights about customers/ what are they attracted to 

• We would love to have a chat about household appliances with you today.. Let’s do a little 
brainstorm.. When we talk about the appliance universe, what do you think of? Which feelings 
and images do you associate with it? Which products?  

• Which product do you find the most challenging to purchase? Why is that? 

• Which appliances do you think you use the most? 

• Which appliances do you think you need the most? 

• How important is a brand for you? 

o Did you have a memory about any brand, before making your first purchase? (=> 
search for stories on brand awareness!)  

4. Brand Association: What do you think of the brand Miele, AEG…?  

• Which brands are you familiar with? 

• If I say (BRAND NAME MENTIONED BEFORE) what comes into your mind? Why? 

• If I say (… at least AEG/BOSCH/SAMSUNG/ DYSON) what comes into your mind? Why? 

• If you can only choose one appliance which brand would you opt for? Why? 

• What does an appliance brand need to do, before you even consider buying it? 

• If I say Sustainability, which brand do you think of? 

• If I say Convenience, which brand do you think of? 

• If I say Longevity, which brand do you think of? 

5. Customer expectations 

• What do you find important to have in a home appliances company? 

• Where can an appliance company make a difference in your life?  

• What can an appliance brand do extra to convince you to choose them instead of the others? 
What would be an added value? What would really make a brand stand out from the others? 

• What can an appliance manufacturer do to make your life more enjoyable? 

We would like to talk a bit more about vacuum cleaners and laundry in the next part 

• What do you think the life span of a washing machine is? 
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• What do you think the life span of a vacuum cleaner is? 

6. Customer journey 

• Imagine you’re in need for a new washing machine 

• Do you do research before purchasing? Talk, look online,.. 

▪ How many different sources do you consider?  

• Do you still remember the last washing machine you bought? How did you approach 
it/would you do something different now? 

• What criteria are relevant for you? (Consideration) 

▪ How important is sustainability for you? (serves as inspiration if needed) 

▪ How important is the price for you? (serves as inspiration if needed) 

▪ How important is the longevity? (serves as inspiration if needed) 

▪ If you have the choice e.g. between a more sustainable machine that is 200 
euros more expensive or to buy a less sustainable but spend 200 less. What 
would you do? (Challenge their social desirable answer!) (Do this for multiple 
pairs of criteria)3 

• Is a brand of importance in this type of product? 

• Are there brands you would, or would not go for?  

• Do you remember the last time you had contact with a home appliances brand? Can you 
describe the situation and the emotions you felt? 

• Let’s say you’re in need of a vacuum cleaner, how would you approach buying a new one? 

o Repeat questions 

7. Introduce our ideas => introduce Miele as the brand of this FG 

• Let’s take a look at some of the campaigns Miele and its competitors have shown on tv. Which 
impression does give to you of the brand? What do you like about them, what could improve? 

o Miele: https://www.youtube.com/watch?v=tz5Du0a2OnY 

o Bosch: Duurzaam #LikeABosch - YouTube 

o Samsung: https://www.youtube.com/watch?v=u2Wu8Di1M1Y  

• Miele is considering to launch a Rental/Leasing program for home appliances. What are your 
first thoughts about this idea? 

o Would you consider renting appliances? Now or in the past/future? 

o Which appliances? 

o Would you consider paying a bit more to get a high end machine, or would you only 
rent the basic model? 

 
3 The idea is to really understand if – in the decision phase – the sustainability factor really plays a big role on it 
(as often externally “said”), in comparison to other features such as the price 

https://www.youtube.com/watch?v=tz5Du0a2OnY
https://www.youtube.com/watch?v=EsWeA-Dmnx0
https://www.youtube.com/watch?v=u2Wu8Di1M1Y
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o If all brands that we spoke of today would start a rental service, what would Miele 
need to offer to still convince you? 

▪ Would you buy the machine in a later stage? 

▪ Would a discount on another (new) machine when switching from rent to buy 
be a convincing criteria? 

▪ Is the way how they handle the products after the subscription ended 
something you worry about? 

• If machines that have been used/showed (fe on a fair or exhibition) could be bought from 
Miele as a refurbished/2nd hand option. What are your first thoughts about this idea? 

• How would you imagine this process? Online, offline? Through which channels? 

• How do you feel about service contracts? F.e. detergents included 

• Would you be willing to pay more for this?  

FINAL THOUGHTS AND RECOMMENDATIONS 

• From all the things we talked about and ideas we’ve discussed, what was the most 
interesting for you? 

• Which advice would you give a brand in home appliances to be most appealing for you 
and your generation? 

 

Appendix 2: Guideline of semi-structured in depth internal interviews 
The conversation started with a general presentation of the students and of the goal of the project. 

Then, the general question presented to the employee was: “Can you please briefly introduce 

yourself and the department you are working in and maybe also about the whole Miele 

organization? Based on the presentation of our project, is there anything you/your department is 

working on that can be related to this?” 

After this, a more specific question has been asked: “Apart from the specialization of your 

department, do you have any further ideas that you would like to share with us related to the 

project?” 

  

Appendix 3: Guideline of semi-structured interview in electronic retail chains - 

Laundry 
Story to sales employee: “Good morning, we are a couple that have recently bought an apartment in 

Ghent. We can move in within 2 months so we are here today looking for some information about 

laundry machines as we plan to install one during the move to our new apartment. Could you walk us 

through the assortment and give us some advices?” 

When asked for a price range: “We are considering each price range based on your advise. We’ve read 

on the internet that paying more could be beneficial in the long term but that is partially why we are 

here. We just want a good deal for our money, so maybe you could tell us more about what machines 

deliver on that promise” 
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After the first general overview given by the employee we dive deeper in the three brands that are 

seen as the competition to be watched. “If you would compare Bosch/Siemens, Miele, AEG and 

Samsung where are they different and what differences are relevant.”  

If employee forgets to explain one or more of the brands we ask: and what about [BRANDNAME]? 

We end with a final question: “[Summary of what the advantages and disadvantages are from each of 

the brands according to the employee and the fact that we are looking for a good deal for our money 

as an investment in our future], what would be the brand you think we should buy?” 

 

Appendix 4: Search terms used in the Gopress academic research 
▪ Miele 

▪ Bosch not (“den bosch” or “robert bosch” or "ten bosch" or "van den bosch" or "vanden bosch" 

or "kevin bosch" or "brouwerij" or "kampioen" or "champion" or "Rugby") => this search term still 

gave irrelevant cross hits but could not be improved without deleting true positives. An estimation 

of the relevant versus irrelevant articles had to be made. 

▪ Samsung 

▪ AEG 

▪ Dyson 

 

Appendix 5: Commercials showed in the focus groups 
▪ Miele: https://www.youtube.com/watch?v=tz5Du0a2OnY 
▪ Bosch: Duurzaam #LikeABosch - YouTube 
▪ Samsung: https://www.youtube.com/watch?v=u2Wu8Di1M1Y  

 

Appendix 6: Social media analysis – Bosch 

Appendix 6.1.: Bosch Instagram - language 

 

 

Appendix 6.2.: Bosch - #LikeaBosch visual 

 

 

https://www.youtube.com/watch?v=tz5Du0a2OnY
https://www.youtube.com/watch?v=EsWeA-Dmnx0
https://www.youtube.com/watch?v=u2Wu8Di1M1Y
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Appendix 7: Store visits 

Appendix 7.1.: Bosch vacuum sticks panel - Krefel 

  

Appendix 7.2.: Miele stickers on the product - Krefel 

 

Appendix 7.3.: Miele branding – Electro Vanneste 

 

Appendix 7.4.: Miele - Center Marimain 
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Appendix 8: Owned website 

Appendix 8.1: Miele website - general page washing machines 

 

Appendix 8.2.: Miele website - Details of the description of a washing machine 

 

Appendix 8.3.: Bosch website-  Presentation of the product  

 

Appendix 8.4: Bosch website - Reviews  
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Appendix 8.5: Samsung website - Reviews  

 

Appendix 8.6.: AEG website - Washing machines page 

 

Appendix 8.7.: Dyson website – Description of the product 

 

Appendix 8.8.: Dyson website – Product details  
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Appendix 9: Miele website – Outlet label system 

 

 


