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Abstract 
This master thesis has been performed at Bosch und Siemens Hausgeräte Gmbh’s 
(BSH’s) department Consumer Products Northern Europe. The purpose of the thesis has 
been to investigate what inhabitants in the Nordic countries find as attractive designs on 
filter coffee machines and what desirable features on those machines would be. The 
purpose has also been to map more generic kitchen trends and associations with 
Scandinavian design, to investigate problems that users experience with an already 
existing filter coffee machine collection from Bosch and to develop a new design concept 
for a filter coffee machine. 
 
The populations in the Nordic countries consume most coffee per capita in the world, and 
the main part of the coffee is being brewed in filter coffee machines. BSH is one of the 
major global producers of filter coffee machines and since the Nordic countries 
represents a big market within these appliances a survey study, a problem detection study 
and interviews have been performed to investigate the Nordic countries’ views and 
desires on filter coffee machines. A theory study has been accomplished within product 
attachment, colors, materials, semiotics and Scandinavian design. Inputs from theory and 
results from the investigations have been applied to a new filter coffee machine design, 
which has also been inspired by findings on filter coffee machine environments from 
analyzing kitchen trends.  
 
The conclusion of the thesis is that design is an extremely important parameter in the 
Nordics when purchasing a new filter coffee machine. Quality and design are the most 
important parameters when choosing filter coffee machine. A design appealing to the 
Nordic inhabitants is clean, compact and “untraditional”, desirable colors are black and 
stainless steel/brushed aluminum combined with each other or standalone. Auto Shut-Off, 
removable water tank and filter jug are the most important features. Filter coffee 
machines are most often placed visibly in kitchens and it is important to have similar 
designs on small household appliances, but if they are of the same brand or not is of less 
importance. 
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Sammanfattning 
Detta examensarbete har utförts på Bosch och Siemens Hushållsapparater ABs avdelning 
Consumer Products (små elektriska hushållsapparater) Northern Europe. Syftet har varit 
att undersöka vilken design som tilltalar de nordiska invånarna på kaffebryggare samt 
vilka tekniska funktioner de önskar att en sådan bör ha. Syftet har även varit att kartlägga 
generella kökstrender och associationer med skandinavisk design, undersöka om 
användare upplever några problem med en redan existerande kollektion av kaffebryggare 
samt att generera ett nytt designkoncept.  
 
Befolkningen i de nordiska länderna konsumerar mest kaffe per person i världen och den 
största delen av kaffet bryggs i kaffebryggare. BSH är en av de största globala 
producenterna av kaffebryggare och då de nordiska länderna representerar en viktig 
marknad genomfördes en enkätstudie, en problemstudie och intervjuer för att undersöka 
den nordiska befolkningens önskemål och åsikter om kaffebryggare. Teori har studerats 
inom ämnena ”product attachment”, färger, material, semantik och skandinavisk design. 
Fakta från teorin och resultat från undersökningarna har applicerats på ett nytt 
designkoncept. 
 
Slutsatsen av examensarbetet är att design är en extremt viktig parameter när de nordiska 
invånarna ska välja kaffebryggare. Kvalitet och design är de viktigaste parametrarna och 
de är villiga att betala mer för en maskin om den har en attraktiv design om den 
innehåller de tekniska funktionerna som de önskar. En tilltalande design är enligt den 
nordiska befolkningen ren, kompakt och otraditionell, mest attraktiva färger och material 
är högblank svart plast och borstat aluminium eller rostfritt stål, antingen i kombination 
med varandra eller var för sig. Auto Shut-Off, avtagbar vattentank och filterhållare är de 
viktigaste tekniska funktionerna. Kaffebryggare är oftast placerade synligt i de nordiska 
köken och det är viktigt att ha en likartad design på små köksapparater men om de är av 
samma märke eller inte är av mindre betydelse. 
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1 INTRODUCTION 
This master thesis constitutes the final step to achieve a Master of Science degree in 
“Design and product realization” at the Royal Institute of Technology in Stockholm. The 
specific specialization is towards Integrated Product Development, which is based on 
theory and practice in product development in cooperation with industrial companies. 
The aim of the specialization is to learn how to work in a structured, organized way and 
forms for efficient cooperation between team members or departments in product 
development. 
 
The program “Design and product development” gives a general perspective on the 
whole product development process, from an initial idea to a finished product. The 
cornerstone of the program is within production and engineering design, but combines 
traditional technical courses with courses in industrial design and product development. 
Opportunities are provided during the education to develop your innovative and creative 
thoughts and sides. 

1.1 BSH Bosch und Siemens Hausgeräte Gmbh  
This master thesis is performed at BSH Bosch und Siemens Hausgeräte Gmbh’s 
department Consumer Products Northern Europe, seated in Stockholm, Sweden. BSH is a 
corporate group operating worldwide with 45 factories in 15 countries in Europe, the 
USA, Latin America and Asia. BSH reported sales of more than 8.3 Billion Euro in 2006. 
BSH is one of the world’s three leading companies within home appliances, the number-
one in Western Europe with a particularly strong position in Germany. The company's 
primary brands are Bosch and Siemens, but it also produces its own brands, including 
Balay, Coldex, Constructa, Continental, Gaggenau, Lynx, Neff, Pitsos, Profílo, 
Thermador, Viva, and Ufesa. The department Consumer Products includes a wide range 
of product groups within indoor cleaning, beverage and breakfast preparation, food 
preparation, garment care and personal care. All in all the range covers 300 different 
articles. Measured in contribution to Consumer Products turnover, floor care products are 
number one, followed by kitchen appliances and coffeemakers. The total sales in 2005 
were 40.1 Million Euro for the Consumer Products Northern Europe, which represented a 
market share of 14.3%.  
 
The company’s actions and development are determined by a consistent policy of 
innovation and quality. One of BSH’s most important principles is its determination to 
provide consumers with genuine added value in terms of performance, convenience and 
user-friendliness by offering new products and developing existing ones. Underlying this 
the conviction is that driving forward new technologies not only generates a competitive 
edge and provides greater convenience for customers – but also benefits the environment. 
The transfer of know-how within the BSH Group serves to set global standards on the 
environmental protection front too. BSH is committed to the principle of sustainability, 
and thus to the responsible handling of natural resources [19].  
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1.2 Thesis structure 
This thesis report consists of eight main parts. The first part of the report is a general 
introduction to the thesis, including sections such as thesis description, its goals and 
limitations in scope. The second part of the report will give the reader details on the 
theoretical frameworks used throughout the thesis, which together with the described 
qualitative and quantitative methods in part three will build the foundation for the results 
and the analysis of the results that are presented in part four and five. Inputs from the 
theory and results from the utilized methods are applied on a generated new design 
concept presented in part six. Part seven include a discussion of possible weaknesses and 
errors with the utilized methods and the last part presents recommendations to BSH based 
on the results from the study.  

1.3 Background 
The populations in the Nordic countries consume most coffee per capita in the world, 
with Finland in the lead. Finnish people on average drink four cups of coffee per day; 
Sweden comes second with an average consumption of three cups of coffee per day [20]. 
Coffee is one of the most consumed products in the Nordic countries and the main part of 
the coffee is being brewed in filter coffee machines. BSH’s most sold product in 2006 in 
Northern Europe within the department Consumer Products was a filter coffee machine, 
the Bosch model TKA1401. The model sold in 60,505 units with an estimated price of 
299 SEK, Figure 1. Not all Bosch filter coffee machines sell in a satisfactory amount, this 
is the case for the current private collection, Figure 1. The hypothesis is that customers 
are pleased with the features, but they do not find the design enough appealing.  
 
 
 
 
  

 

 

 
 
 
 

Figure 1. The left model TKA1401  was the most sold product 2006 within the department 
Consumer Products at BSH. The right model TKA6031 is within the  
Private collection from Bosch that does not sell satisfactory [40]. 

 
Since the design is assumed to have a large impact when it comes to the choice of which 
coffee machine the Nordic inhabitants wants to have in their kitchen, BSH wants to have 
inputs to the development of a new collection for Bosch with a clearly visible 
Scandinavian design that appeals the Nordic inhabitants.  
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1.4 Project description 
The purpose of this master thesis is to investigate what inhabitants in the Nordic countries 
find as attractive designs on filter coffee machines and what desirable features on those 
machines would be. The purpose has also been to map more generic kitchen trends and 
associations with Scandinavian design, to investigate problems that users experience with 
the Private collection from Bosch and to develop a new design concept for a filter coffee 
machine. 

1.5 Limitations 
The delimitations for this project are that the study shall focus on: 

• The filter coffee market in Sweden, Norway, Denmark and Finland. 
• Filter coffee machines that you use in your own kitchen, the user is therefore the 

end costumer.  
• The taste of the coffee will not be taken under consideration. 
• Filter coffee machines with a coffee jug made of glass. 

1.6 Goal 
The goal of the thesis is to deliver a written report containing Nordic end costumer 
desires and demands for a filter coffee machine.  
 
Another goal is to present a new design concept for a filter coffee machine where inputs 
from the investigation and the theory study are applied.  

1.7 Methods 
The following methods will be utilized during the project: 

• Perform a competitor research and an investigation of desirable design and 
features. The investigation shall both be qualitative with “Focus Group” and 
“interviews”, and quantitative with questionnaire surveys to get as large view as 
possible. The tool “Problem Detection Study” which is a combination of a quality 
and a quantity method is going to be performed to investigate problems and 
negative aspects with the Private collection from Bosch. To create the survey the 
tool “Data analysis plan” is going to be used. The method “SWOT-analysis” will 
help to scan of the internal and external market. In interviews the tool “Voice Of 
the Customer Table” will serve as a help to understand customer desires through 
standardization of the answers.  

• Study Inspiration magazines, homepages, visit kitchen retails and showrooms and 
perform qualitative interviews with persons who have knowledge within the 
actual area  to get an idea of trends and atmospheres in the environment where the 
coffee machines stands and to understand the basics with Scandinavian design. 

• Use the 3D modeling program Solid Edge V20 to illustrate the new developed 
design concept. 
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1.8 Planning 
In all complex projects with many elements is it important to generate a well performed 
planning in the start-up phase. The planning shall illustrate the whole process and make it 
easy to see which kind of resources that will be needed and how much time you can 
spend on each element.  
 
In the planning for this master thesis a Gantt chart was generated, appendix 1. This chart 
is a schedule that extends over a timeline that gives a very well defined and foreseeable 
view of the project, with the start and finish dates of all the elements that the project 
contains. Firstly the project was broken down to smaller elements and a deliberation 
followed where each element got a specific place in the chart. The Gantt chart illustrate 
whether the project is on schedule or not, and how much time you have left on each 
element before you have to start working with another.  

1.9 Risk analysis 
In the Start-up phase of a project it is recommended to make a risk analysis, which makes 
it possible to foresee and prevent risks that can harm the result of the project. Following 
risk analysis, TABLE 1, contain the possible risks that may occur during the time this 
master thesis is performed, their impact, their possibility to happen and what could be 
done to prevent them from happen.  
 
TABLE 1.  Risk analysis, the table illustrates risks that may occur during the thesis 

P=Possibility, I=Impact. The scale goes between 1-5 where 1 is the lowest grade 
Risk, project P I P x I Solution for preventing the risk 
Poor incoming quest. 
survey answers 

4 5 20 Present the survey in an interesting way and find engaged 
participants 

Lack of time 4 4 16 Perform a well done planning with a Gantt schedule, and 
regularly update it  through the project time 

Miss to investigate an 
important aspect in the 
survey and the interviews 

4 4 16 Perform a Problem Detection Study and use the inputs in the 
survey and the interviews. Also make sure that I and my tutors 
agree on the questions. 

Focusing on wrong 
aspects 

3 5 15 Make sure that my tutors and I agree on the project description 
and the purpose in the start-up phase 

Poor insight in trends 3 5 15 Study inspiration magazines and trend analytics predictions, 
visit concerned retails and boutiques 

Investigate wrong aspects 3 5 15 Agree on the questions in the survey and interview with my 
tutors 

Poor planning 3 4 12 Break down the work and insert all parts in a Gantt schedule 
Communication problems  2 5 10 Check with the tutors already in the start-up phase which 

communication way they prefer 
Trouble to generate a new 
design concept 

2 5 10 Use creativity methods  

The design concept does 
not attract the Nordics.  

2 5 10 Study Scandinavian design and try to find out in the survey 
and interviews what the Nordic people finds attractive. 

Defective support from 
tutor on RIT and BSH 

2 3 6 Regularly meetings with open communication 

 
The most important risk was “poor incoming questionnaire survey answers”, but all risks 
affect the project negatively so an actively work was performed to prevent every risk.   
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2 THEORY 
The word design originally comes from the Latin designare and literally means “to mark 
out”. In other words, to design a product means to create a sign; a sign for something, 
for the possibility of changing physical reality by using the product, for the offer to be 
able to do this work comfortably, safely and economically. And often, by using the 
product, also to be able to increase the user’s importance in his or her own eyes and in 
those of others [13]. A designer should know how to design the product and choose 
material and color in a way that the user will appreciate and understand how to use it. He 
or she should also be aware of what is to be understood, what the company wants the 
product to “say” to the market and the user.  
 
In the following subchapters different aspects are presented that a designer has to 
consider in his or her work to develop a successful product. To begin with, descriptions 
will be given on why people become attached to a certain product or product line through 
product personality traits as well as the ability to personalize a product. Further, the 
possibilities presented by color variations and color usage, and theory related to the 
impact of materials will be presented. Finally semiotics will be described, being the 
interaction between colors, shapes, materials and signals showing symptoms of a 
product’s functionalities and features. 
 
Findings from the theory will be used in the analysis of the filter coffee machine within 
the Private collection from Bosch, and applied on a new generated concept which is 
presented in chapter 6. 

2.1 Why do people become attached to a product? 
If people feel strongly attached to a product, they are also more likely to handle the 
product with care, to repair it when it breaks down, and to postpone its replacement as 
long as possible [14]. People are expected to recommend and speak well about products 
that they are attached to, which mean free advertising with high quality! People become 
attached to certain products because they convey a personal and special meaning in 
excess of the product’s practical meaning. Four factors are distinguished that influence 
product attachment, in other words they may increase the degree to which people bond 
with a product: 

• Self-expression (can I distinguish myself from others with the product?) 
• Group affiliation (does ownership of the product connect me to a group?) 
• Memories (related to the product) 
• Pleasure (provided by the product) [8] 

 
Self-expression is the factor where the designer has most chance to influence and 
stimulate the degree of attachment to a product by using product personality and product 
personalization. 
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2.1.1 Product personality 
Product personality is defined as “the profile of personality characteristics that people 
use to describe a specific product variant and discriminate it from others” [6]. The 
designer can create a product with a certain personality and expression that consumers 
can recognize by making decisions regarding the product’s shape, material, color, sound, 
texture, and interaction. For example, all car designers work with basically the same 
description of the object: four wheels carrying a box. But the expression of their models 
varies, some express speed, others spaciousness or status and so on [13]. For example 
Volkswagens Beetle has a happy and friendly personality and is available in a large 
spectrum of colors, Figure 2, which appeals to some people significantly while others 
would never choose this model [14]. It is more likely that consumers bond more strongly 
with products that have a ‘personality’ matching their own, since these products enable 
communication of their individuality [6].  
 

 
 

Figure 2. Product personality: A happy and friendly Volkswagen Beetle [14] 
  
If the user, or people surrounding him or her, evaluates the product as being old-
fashioned the image of the user will be less positive. This may result in early detachment 
and premature replacement of the product. To stimulate long-lived product attachment 
and consequently extend the product lifetime, designers should try to create products that 
remain in general fashion acceptance [14].  

2.1.2 Product personalization  
Product personalization is the degree to which the consumer can exercise control over 
the product [14]. The individual consumer invests effort in the product and adds a 
personal touch – the product becomes more self-expressive of a person’s unique identity. 
An example is the mass customization service of Nike at http://nikeid.nike.com. 
Consumers can design their own pair of personalized shoes by specifying colors for 
various shoe parts, Figure 3. This result is a unique pair of Nike shoes that matches the 
personal preferences of an individual with respect to taste [14].  
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Figure 3. Product personalization: Mass customization service of Nike [14] 
 
Consumers may perceive the personalized product as irreplaceable, which means that 
other products in the market cannot express a similar meaning to the owner. Replacing 
and disposing such a product is thus perceived as a loss of its special meaning. As a 
result, the experience of attachment to a product is likely to last over time, resulting in 
product durability [14].  

2.2 Colors 
We see our surroundings in color. Colors help us to remember, identify, separate and 
judge the quality of objects. They inform and excite us, and allow us to express our 
emotions and our individuality. It has cultural contexts as well as practical and 
commercial ones. Everyone with normal color vision can see about 10 million colors 
[21]. Color is the perceptual characteristic of light described by a color name. Color is 
light, and light is composed of many colors – those we see are the colors of the visual 
spectrum: red, orange, yellow, green, blue, indigo and violet. Objects absorb certain 
wavelengths and reflect others back to the viewer. We perceive these reflected 
wavelengths as color. An object that we see as black absorbs all the colors of the visible 
spectrum and reflects none of them to the eyes while a white object reflects all the colors 
to the eyes. 

2.2.1 Color wheel 
A color wheel is a visual representation of colors arranged according to their chromatic 
relationship. It contains primary (colors at their basic essence; those colors that cannot be 
created by mixing others), secondary (colors achieved by a mixture of two primaries), 
tertiary (colors achieved by a mixture of primary and secondary hues), complementary 
(colors located opposite each other on a color wheel) and analogous colors (colors 
located close together on a color wheel [22], Figure 4.  
 

 

 

 

Figure 4. Color wheels;  1. Primary Colors, 2. Secondary Colors, 3. Tertiary Colors, 4. 
Complementary Colors, 5. Analogous Colors [After 22] 
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2.2.2 Color harmony 
In visual experiences, harmony is something that is pleasing to the eye. It engages the 
viewer and it creates an inner sense of order, a balance in the visual experience. Color 
harmony delivers visual interest and to create this experience you can chose to work with 
[23]: 

• A color scheme based on analogous colors, any three colors which are side by 
side on a 12 part color wheel, such as yellow-green, yellow, and yellow-orange. 
Usually one of the three colors predominates. 

• A color scheme based on complementary colors, any two colors which are 
directly opposite each other, such as red and green. 

  

2.2.3 Color context  
Colors can behave differently when they are in relation to other colors and shapes 
compared to when they are alone. Compare the contrast effects of different color 
backgrounds for the same blue and red square in Figure 5. 
 
 
 
 

 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 5. The appearance of the small square changes due to its background. However it is 
the same color for both the red and the blue square [23]. 

 
 
The blue square appears to be lighter to the left. Red appears more brilliant against a 
black background and somewhat duller against a white background. In contrast to orange, 
the red appears lifeless while it in contrast to turquoise expresses brilliance. Notice that 
the red square appears larger on black than on white backgrounds [23]. 
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2.2.4 Color associations and how they affect humans 
How we experience colors and how they affect us is very personal for each individual and 
is strongly connected to e.g. culture, history, gender, age, context and the object itself. 
Studies have shown that most colors have more positive than negative associations, and 
even when a color has negative association; it is normally only when used in a particular 
context [24]. Humans in general experience red-yellow colors as warm and blue-green 
colors as cold. We tend to be happier and more extrovert in warm-colored and light 
environments, and introvert in cold-colored environments where the ability to concentrate 
is higher [10]. Women are more likely to have favorite colors than men, and studies show 
that women prefer soft colors while men prefer bright [25]. Listed below are some 
common associations attached to colors in Western cultures [10, 26, 27, 28]: 
 
RED: It is associated with love, passion, strength, courage, ambition, leadership and 
temperament but also aggression, destruction, blood, and revolution. Objects in red draw 
attention and are easily seen. Studies show that red can have a physical effect, increasing 
the rate of respiration and raising blood pressure; red also is said to make people hungry. 
 
ORANGE: Similar to red, orange is also an activating and stimulating color, but with less 
intensity and aggression. It is associated with energy, balance, heat, enthusiasm, 
arrogance, warning and danger.  
 
YELLOW: Yellow is the color of the intellect and it stimulates our mental part. Sunlight, 
happiness, optimism, hope and femininity are positive associations. But it also have 
negative such as cowardice, illness, dishonesty, weakness and greed. Yellow is the most 
visible color of all the colors. It is the first color that the human eye notices so therefore it 
can be used to get attention, such as a yellow sign with black text. 
 
GREEN: Green is in the middle of the temperature scale between red and blue, according 
to this green symbolizes harmony and balance. Other associations are: Naturalness, 
spring, fertility, youth and environment. 
 
BLUE: Blue is strongly connected to sky and ocean and therefore many associate it with 
deepness and eternity. Peace, unity, harmony, calmness, coolness, confidence are other 
associations as well as coldness. Animals and plants are very seldom blue, and blue is 
said to be appetite suppressant. In contrast to red, blue can be associated to conservatism 
and relaxation. 
 
PURPLE: Purple is received when you mix red and blue and is experienced as a chaotic 
color by many (in contrast to green). It is associated with elegance, creativity, intelligence 
and wisdom but also envy and mystery. Royalty and richness are other attributes, due to 
purple’s expensive production in the old days.  
 
WHITE: In Christianity white stands for the holy life, reverence, purity and innocence. In 
interiors associations to white are cleanliness, simplicity, security, sterility and coldness 
(winter and snow).  
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BLACK: In most cultures black is associated with grief, mystery, evilness, seriousness, 
sadness, rebellion and death. But there are also positive associations, e.g. in interiors 
associations are modernity, sophistication, elegance, style, seriousness and slimming 
quality. 
 
GREY: The mixture between black and white makes sense to the associations despair, 
penance, humility, respect, stability, wisdom, boredom, decay, dullness, dust, pollution, 
strength and stable. 
 
BROWN: Brown is the color of the earth and often symbolizes calm, depth, nature, 
stability, tradition, rustics, dirt, dullness and roughness. Interiors using brown are seen as 
“down-to-earth” and melt in. Brown can stimulate the appetite and wholesomeness, 
steadfastness. 
 
PINK: Pink is associated to be a feminine and friendly color and males who like this 
color might be considered in other eyes to be “different”. Products in pink express a 
playful, easy-to-handle and friendly style. “Bubblegum pink” is said to work relaxing on 
muscles. 
 
TURQUOISE: Refreshment, refrigeration, calmness and control are common feelings 
experienced by humans when they experiencing turquoise. It is the complement color to 
the human skin.  
 
Studies have shown that products in red seem to be bigger and heavier than the same 
product in green or blue. Blue products give a feeling of a placement more far away from 
the inspector than red [3]. 

2.2.5 Functional color or colored design?  
The choice of colors is often the last item in the design of a new product – directed of the 
company’s standard color scheme or current trends [12]. But the role played by color in 
overall design is very important. It is decisive for product behavior, working on a 
primitive and communicative level. Its purpose can either be functional or serve to attract 
the user; it can also be a combination of the two.  
 
Colored design can be described as brightly-colored design and its only purpose is to 
beautify, confuse or seduce the user. For example: dish-brushes in different colors, the 
color have no communicative or practical meaning. Its purpose is to appeal to the user 
and match the other equipment in the kitchen.  Functional color is on the other hand an 
active choice of color which has grown organically during the design process Functional 
colors support and improve the product’s physical and communicative functions and are 
integrated into the complete product and adapted to the human being who uses it [12]. 
For example: Yellow is selected by the Swedish post office as a house color, when 
Swedish inhabitants see a special nuance of yellow on a specific car model this 
communicate to them that it is a post-car without seeing the logotype [12]. 
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In industrial products the designer meets the notion “color” in various aspects which he 
or she has to consider in the choice of color and it is not easy to satisfy all [12]: 

• Aesthetic (“I like green best”) 
• Symbolic (“Yellow means falsity”) 
• Market-oriented (“This winter is grey the fashion color”) 
• Functional-technically, ergonomically and perceptive-psychologically (“The color 

must reflect as little as possible”, “ This color on the display makes reading easy”) 
• Technically defined (“Which NCS code does this color have”) 
• Material (“We have to choose another color since the material of the product 

contains cadmium”)  
• Application (“Anodic treatment of aluminum in black has longer life than in red”  
• Semiotic (“That must be the emergency stop”) 
 

Some of the aspects deal with the communicative process; the product has a message for 
us. If we perceive the message we notice that the message may be clear or confused, 
straightforward or doubtful, engaging or indifferent. How the message is conveyed in the 
picture of the product is thus an important question in marketing. But it is also very 
important for the user of the product. It is a part of the designer’s task to formulate the 
message clearly, straightforwardly and effectively [12].  

2.3 Materials and design 
“Materials are the cornerstones of design”. “We live in a world of materials: it is 
materials that give substance to everything we see and touch” [1]. We interact with 
materials through products and this interaction involves both technical and aesthetic 
attributes. Technical attributes provides the functionality and safeness of the product; its 
mechanical and thermal performance, cost and durability – these are absolute and 
precisely defined such as density and thermal conductivity. Aesthetic attributes creates 
the product’s personality (character). They are visual and tactile such as texture and how 
it ages over time. They can also be perceptions and indisputable associations which are 
more difficult to define since they depend on time, trends, culture, demographics, 
personal taste and of course the product itself. But here follows some examples that in 
general mean the same for everyone: Gold, Silver, Platinum, Diamond and Saphire have 
associations of wealth, success, sophistication and lasting value. Polished wood suggest 
craftsmanship and gives a natural feeling, Granite permanence and Steel strength.  
 
Technical and aesthetic attributes have to work together but sometimes an imbalance 
becomes apparent in the product. The designer aims to optimize a design that best meet 
the demands of the market with a specific material and shape but this might not be 
possible due to the boundary conditions of materials or manufacturing methods. Price is 
of course another issue, both in the material itself but also in the process that is required 
for shape and material. Extrusion, casting, bending and milling are examples of methods 
that place different demands on design if a material is to be handled economically and 
technically in the best possible way. Extruded profiles require the designer to think of the 
form in one direction. Casting requires the mould angles to be slanted so that the product 
will come away easily. A particular metal sheet of a certain thickness has a specific 
natural bending radius. Machining with a milling cutter leaves a natural impression on the 
object [13]. 
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What do materials express? In general everyone would agree that metal feels “cold”; 
that cork feels “warm”; that a wine glass “rings” when it is struck; that a pewter mug 
sounds “dull” [1]. A drinking glass made in polystyrene can be visually identical from 
one made of glass but pick it up and it feels “lighter”, “warmer”, less “rigid” and if you 
drop it the sound will be quite different. Metals are recognizable as metals: a product 
made from them acquires, as part of its personality, the character – traits of metals.  But 
polymers can (at least in appearance) assume the character of almost any material [1].  
Aesthetic attributes relate to our senses:  

• Sight – optically clear, transparent, translucent, opaque, reflective, glossy, matte 
and textured 

•  Touch – warm, cold, soft, hard, flexible and stiff 
• Hearing – muffled, dull, sharp, resonant, ringing, low pitched and high pitched 

sound 
 
Sight – the visual attributes  
Metals are opaque, ceramics can be either opaque or translucent, glasses are transparent 
and polymers diverse in transparency ranging from transparency to completely opaque. 
Reflectivity partly depends on the material and partly on surface details; it is commonly 
described by ranking: dead matte, eggshell, semi-gloss, gloss and mirror. For example 
aluminum has a reflectivity of 60 % and stainless steel 70 %. 
 
Touch – the tactile attributes 
“Hard” materials do not scratch easily (they can be used to scratch other materials), 
generally accept high polish, resist distortion and are durable. The impression that a 
material is hard is directly related to the material property “Hardness”. A “soft” material 
deflects, it is springy and when it is released it returns to its original shape (elastic or 
viscoelastic behavior) it is the modulus that influences the softness. A material feels 
“cold” if it quickly conducts heat away from the finger when you touch it, otherwise it is 
“warm”, and this has to do with thermal conductivity and specific heat. Polymer foams 
and low-density woods, balsa and cork are warm and soft. Ceramics, stone, glass and 
metals are cold and hard. Polymers and composites lie in between. 
 
Hearing – the acoustic attributes 
Frequency (relates to modulus and density of the material) and damping are aspects of 
acoustics. A highly damped material sounds dull and muffled while one with low 
damping makes a ringing sound. Bronze, glass and steel ring when struck and the sound 
they emit have a high frequency (these materials are often used in bells). Rubber, foams 
and many polymers sounds dull and the emitted sound has a low frequency (these 
materials are used for sound damping).   
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2.4 Semiotics 
Definition of semiotics is: The study of signs and sign systems and their structure, 
properties and role in socio-cultural behavior [13]. Designers should know how to 
design the product so that the user understands how to use it. He or she shall be aware of 
that the interaction between color, shape, material and signals not only express the 
products esthetical design but can also show symptoms of attributes which the product 
contains. Humans search for signs which:  

• describe purpose and usage: Visible rollers and wheels indicate a mobile 
product and visible handles declare that the whole product or parts of it can be 
removed by hand.  

• describe properties: A graceful form can be perceived as light to carry while a 
heavy and compact form as difficult to lift.  

• exhort action: A button that starts to blink tells us to react. 
• identify origin: An emblem, an icon, a logotype or a typical design.  

 
Design is often seen as something exclusively visual; we see a product and judge it to be 
beautiful, ugly, clumsy, stable, etc. Our audio and tactile senses are also connected to the 
design in a semantic way. We interpret meaning to sounds we hear from a product, the 
sound tells us what is going on. If we do not recognize the sound from the product this 
can indicate that something is wrong [13]. For example: when we hear the click from the 
battery cover on our camera we know that it is properly closed and if the engine of our 
car sounds strange we know that something is wrong. Audio signs must correspond to 
visual and tactile signs otherwise it will cause confusion. A product can seem to be of 
good quality by the visual and tactile judgment, but if it makes indeterminate clattering 
sounds when it is used this will affect our impression. Surface, shape and space are signs 
that we interpret with our tactile sense. This sense can even replace the visual sense 
sometimes, for example buttons with different surface finishes on a control panel allows 
an operator to locate them without having to see them.  
 
Product semiotics states that we place meaning in what our senses perceive [13]. What 
we see, hear and feel related to a design should make it easier for us to orient ourselves, 
to have a less complicated and more efficient usage of the product. We often 
unconsciously relate our interpretations to what our body finds pleasant. For example if 
we see a lever with a disc on the top with sharp edges we firstly try to push it instead of 
put our fingers behind the disc and pull it. A product can have very different designs but 
it is the task of the designer to make sure that the user understands how to use it. 
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3 METHOD 
In the following subchapters different methods and tools that have been used in this 
master thesis are described. After each theoretical portray a description of how the 
method or tool was practically used follows. Results of the utilized methods and tools are 
described in chapter 4.  
 
There is a wide range of methods and tools available to perform market analyses of 
different sorts, the ones used in this thesis were chosen because they would give relevant 
results and were easy to use in a short time frame. They have served to collect market 
data; to understand what kind of problems consumers experience with the filter coffee 
machine within the Private collection from Bosch, to investigate designs that appeal to 
Nordic inhabitants and what desirable features on those machines would be, to 
understand what Nordic inhabitants associate with Scandinavian design and to understand 
BSH’s position on the market. Some methods and tools are qualitative and others are 
quantitative, firstly the difference between those categories will be described. 

3.1 Qualitative vs. quantitative research methods 
In general and very simplified information that is described in figures can be called 
quantitative while qualitative information is described in words.  
 
A quantitative research method is an interview survey with given answer alternatives. 
The purpose with a quantitative method is to investigate common and average needs, 
attitudes and values in a wide range. The basic condition for the reliability of a 
quantitative interview survey is that the sample of people that answer the survey is big 
and represents the target group of the research. 
 
A qualitative interview survey is proceed from open question formulations, which enable 
that the individuals thoughts and view points do not adapt to already given answer 
alternatives. This method allows attendant questions and takes reasoning as a whole into 
consideration. It clarifies how people argue and why they think and find it in the actual 
way.  The purpose with this method is to make different ways of reasoning visible and to 
get understandings for the needs, attitudes, and valuations of some individuals in the 
target group of the research. Common qualitative methods are: Focus group and 
interviews.  

3.2 Problem Detection Study, PDS 
To identify improvement areas for a specific item or subject, a Problem Detection Study 
(PDS) can be used. A PDS is a combination of methods: an initial qualitative interview 
study is followed up by a quantitative questionnaire survey study. Improvements can be 
found on product, strategy or work procedure level [7]. This method reveals areas in 
which company action will have the greatest positive effect on customer, employee or 
distributor satisfaction. 
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3.2.1 General description of PDS 
A specific group that is familiar with a specific area is asked to formulate problems they 
experience with the area in question. Members of the group can either be customers, 
employees or distributors. Through group brainstorming (or personal interviews) a 
“problem list” is generated, which later works as a basis for generating a survey. 
Respondents of the survey rank problems from the list in order of importance by 
answering on a pre-defined scale 1) how severe each problem is and 2) how anxious they 
are to get the problem solved. After the response data has been analyzed a prioritized 
problem list is developed where the major problems that need to be addressed initially, to 
achieve a better product, strategy or work  procedure, are identified [30, 7, 31].  

3.2.2 Performed PDS 
With the aim to find out what users really finds negative, and which problems they 
experience with the filter coffee machine within Bosch’s Private collection, a Problem 
detection Study was performed. Results from this study were taken into consideration 
when the new design concept was generated and led to modification recommendations to 
BSH. Firstly a focus group, described in chapter 3.5, generated a mind map who 
illustrated all negative aspects and problems they could come up with about the product. 
Focus was on the visual aspects and on its features; the actual taste of the coffee was not 
taken under consideration. The members in the focus group were eight girls in the ages 
23-29 years old, some of them had met each other before but very briefly. A moderator 
led the discussion and created the mind map. Everyone got the opportunity to prepare 
coffee and try all features on the black model TKA6631 from Bosch. During the 
discussion the machine and its packaging were available for everyone for re-testing and 
“feeling” its appearance. Pictures of the white and red model were also shown.  
 
Information of the mind map was translated to a “problem list where the problems were 
written in the form of 44 statements without pre-arranged order, see appendix 2. This 
“problem list” worked as a survey where 30 respondents individually defined how severe 
they experience the problem and how anxious they were to get it solved. Firstly they 
prepared coffee on the black model TKA6631 and then they answered each statement on 
the problem list. They were told to re-test the features when specific statements came up 
in the problem list to be able to define how they experienced the statement. During five 
studies the red model TKA6024 was also present. The respondents were 16 males and 14 
females in the ages from 21-87 years old. 23 of them lived in Stockholm and the rest in 
smaller cities in Sweden.  
 
The result was a prioritized problem list where the ten biggest problems are described 
that can be used in the generating phase of a filter coffee machine concept. A new 
developed concept can then be based on understanding and mapping of problems with the 
existing product range, and is therefore intended to be perceived as more appealing.  
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3.3 Voice-of-the-Customer-Table, VOCT 
Voice-of the-Customer-Table (VOCT) is a useful qualitative tool in product development 
when one to one interviews are performed. It helps the interviewer to standardize the 
answers and the result is a list with “customer desires”.  

3.3.1 General description of VOCT 
Through qualitative interviews are the customer/users points of view on the actual 
product gathered. The question structure base is the following: 

• Who (is the customer)? 
• What (what do you use the product for)? 
• When (is the product being used)? 
• Where (is the product being used)? 
• Why (is this specific product being used)? 
• How (is the product being used)? 
 

The interviewer uses two charts. In the first one, VOCT- chart 1, Figure 6, statements 
about the product from the customer/user is being registered. These statements will later 
be analyzed and transformed to short and concise “customer desires”. In the second and 
last chart are the customer/users desires transformed to product-attributes and described 
in functions [7], Figure 7. 
 

Customer ID The voice of the Customer Customer type Who What When Where Why How Reformulated "Customer desires"
                   
          

 
Figure 6. VOCT-table 1, The interviewer fills in the answers as statements [7] 

 
 

Customer ID "Customer desires" Product properties (measurable) Function Reliability Other 
            
            
 

Figure 7. VOCT –table 2, where the desires form the customer/users are transformed to 
product-attributes and described in functions [7]. 

 

3.3.2 Performed VOCT 
A VOCT was used during the same time as the individual survey part of the PDS was 
performed, where 30 respondents answered the problem statements. Therefore the sample 
is the same as in the PDS study. Notes were taken as the respondents stated a wish or a 
complaint. Additional questions were asked about how much and why they felt in a 
certain way. Some pre-constructed questions were also asked such as “What do you like 
most with this model” and “Are there any desirable changes”.  
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3.4 Questionnaire survey 
A questionnaire survey can be described as a method of gathering information from a 
sample of individuals. It can be performed over telephone, by mail, by email or in person. 
Information is collected by means of standardized procedures to make sure that every 
individual is asked the same question in more or less the same way. Purpose is to obtain a 
complex profile of the population, not the particular individual that is answering the 
survey. The result of the questionnaire survey is most often presented in anonymous 
summaries, such as statistical tables and charts. Required sample size depends on the 
statistical quality needed for the result. A questionnaire survey analysis can be both 
qualitative or quantitative depending on in which form it is performed. Interviews are 
mostly qualitative since you use the actual words and behaviors of the respondents rather 
than counting their response options. An advantage with questionnaire surveys is that 
they can be used in the same form after a specific time and therefore you can get a picture 
of changes and developments. [4, 18, 7, 16] are reference sources to all subchapters 
connected to questionnaire survey. 

3.4.1 General description of a questionnaire survey 
Survey questions: The manner in which a question is asked can significantly affect the 
results of a survey and it is important that the designer knows what information that is 
requested so he or she can design the questions in a manner that makes it possible.  
Questions may be open-ended where no answer alternatives are given. This gives the 
respondent freedom and the result can be very broad. Another kind of questions is the 
close- ended where answer alternatives are given. The alternatives must cover the entire 
range of possible answers and they must be equally exclusive so that a single answer 
can’t fall into more than one category. Differences between the alternatives should be 
clear, so that the respondent finds it easy to select the alternative that best represent their 
answer. Most important advantages with these questions are that they help the 
respondents and therefore they might find it more easily to answer and the result is easier 
to analyze. A mixture of the two types is to prefer while solely close-ended questions 
tend to give a too shallow and general view and too many open-ended takes more time 
and effort to answer which might reduce the answer rate. Ranking of different 
alternatives is also a common form of questions as well as ranking on a pre defined scale. 
It is important that clear information about the scale is available, which number or figure 
that are the highest and the lowest rate. 
 
Important decisions in the planning of a Survey: First step is to lay out the objectives 
of the investigation. A description of what kind of information you want to get out and 
from who. Objectives shall be as specific and unambiguous as possible. The target group 
should also be defined and described. Second step is to decide in which way the survey 
should be performed, by mail, by email, in person or over telephone. This decision has to 
be taken before the designing can start while the delivery form affects the construction of 
the questions. For example,: complex questions may require an interview to be sure that 
they are understood, long questionnaires may not work well on telephone, and sensitive 
questions may be best in a self-administered format.   
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Designing a questionnaire: An initial move is to create a data analysis plan where the 
data collection goals are clearly defined. This plan can be quite informal and have the 
shape of a table or a simple flowchart containing each goal. When the questions are 
generated they should be linked to a goal, if not they are not actual for the questionnaire 
survey. Using this plan ensures that the questionnaire survey do not contain any irrelevant 
question. An introduction is very important. Its aim is to convey the respondent what the 
questionnaire survey is about and why the questions are being asked. It should also 
contain a gentle and friendly conclusion which expresses gratitude for the respondent’s 
time and effort. Respondents are most likely to answer if the questions are personally 
relevant to them or if they feel that their involvement is important. Some persons that 
receive the survey might have questions and therefore is a contact person’s telephone 
number or e-mail address justified in the introduction. A written or explained guarantee 
of anonymous is especially requested if the survey contains sensitive issues and should be 
a part of the introduction. The first questions should be of a very easy character to gain 
the respondents attentions, for example: Gender? The questions must be clear and simple 
expressed, easy to answer and the designer should think about how the answer of the 
question will be proceed and prepared for analysis. Questions that set the memory under 
pressure should be avoided while it might affect the respondent’s patience if they do not 
remember and in worst case they give up and do not answer the following questions 
either. Sensitive questions should only be performed in self-administrated surveys where 
anonymity is guaranteed. Length of the questionnaire survey is an important thing to 
consider. Long questionnaires run the risk to induce respondent fatigue and errors 
occurring from inattention, incomplete answers and rejections. They may also contribute 
to higher non-response rates. A questionnaire is a package of questions and therefore 
must each individual question flow well from one to the next. Earlier questions provide 
information and context to the respondents that they might use in later answers and 
answer to one question may influence the answer to later questions, so-called “order 
effects”. These effects are hard to predict but can become apparent through field tests 
where the same person answer different versions of the survey. The versions should 
contain the same questions but in different order.  
 
Pre testing: Pre-testing is extremely important! The designer might think that every 
question is clear and that they follow each other in a logical order but that may not be the 
case for the respondents. Essential task for each question is to convey the same 
information to all respondents about what is wanted. After the design is done and during 
the design development should pre-testing be done with different people to find out 
problems, difficulties and weaknesses. For example can the respondent experience 
confusion about the overall meaning of a question or how a water level should be 
interpreted that the designer feel is obvious.  
 
Error reasons: A questionnaire surveys purpose is to clarify and estimate information 
about a target group. The estimate is unfortunately unlikely exactly equal the true 
population quantity of the target group for a variety of reasons: the sample might have 
been too small, the sample is not representative for the target group, measurement error, 
data analysis error, sampling frame error, population definition error, scaling error, 
question construction error, recording errors in interviews, the respondents cheats and do 
not tell the truth, the respondent do not answer. 
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3.4.2 Performed questionnaire survey 
A questionnaire survey was created to collect data from a larger sample of the target 
group. Target group for this investigation was requested from BSH to be as wide as 
possible but the limitations were following ones: 

• You shall either live in Sweden, Norway, Denmark or Finland.   
• You shall be over 16 years old. 

 
There was no limitation that the members in the target group have to drink coffee made 
from a filter coffee machine, nor have one machine at home. Data collection goals 
(wanted data that the survey should convey), were discussed with BSH’s Jenny Wiklund. 
These data was gathered in a “Data Analysis Plan”, and when survey questions were 
created they were linked to a goal in the plan. Some problems and desires from the PDS 
and VOCT were also taken under consideration when the questions were generated, such 
as how important some features were. Open-ended (qualitative) and close-ended 
(quantitative) questions were mixed with some questions where the respondent should 
rank the answer on a pre defined scale and some where he or she were free to choose 
three of the given alternatives. Survey questions were formulated to catch important 
aspects from the theory chapter such as wishful materials and colors. 
 
Eight persons in different ages and professions within the target group pre-tested the 
questionnaire survey. Four of them were asked to answer the questions and estimate how 
long time it took to fill in all answers, they should also mark questions that they did not 
understand, or if they found its formulation or the answer alternatives inappropriate. 
Afterwards they were asked to describe these difficulties and aspects they did not like. 
The other four answered the survey verbally. They described how they saw the question 
and what they felt about the given answer alternatives. Purposes with the pre-testing were 
to see if changes were needed in the formulation of the questions or if the answer 
alternatives were inappropriate chosen. Another important part was to see if the answers 
were possible to evaluate and analyze easy.  
 
The questionnaire survey was sent by e-mail to employees at BSH in Sweden, Denmark, 
Norway and Finland. They were asked to answer the survey themselves and to send the 
questionnaire survey further to a friend outside BSH. It was also sent to people with 
absolutely no connection to BSH at all. To motivate participation four cordless stick 
mixers were raffled. Respondents could choose to answer the questionnaire survey 
directly on the computer or print it and return the questionnaire survey by normal mail. 
Answers of the questionnaire survey was gathered in a excel document, and the result 
was analyzed with help of the function Pivot-Table. 

3.5 Focus group 
A Focus group is a form of qualitative research, in which a group of carefully selected 
people are brought together to discuss and interactively give their views and impressions 
upon a specified topic [7]. These are used to evaluate attitudes towards the topic.  
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3.5.1 General description of Focus group 
The composition of the group is usually based on the homogeneity or similarity of the 
group members, such as being generally of the same age, gender and status. This is to 
encourage participation and to make sure that a productive discussion can take place. 
Ideal size of a focus group is between six and twelve people. Too small groups are easily 
dominated by one or two members, or they might fall flat if too few people have anything 
to contribute. On the other hand, in too large groups lack of cohesion can be a problem 
and side-conversations might disturb the expected group discussion, or people might 
become frustrated if they can’t give their opinion immediately [7]. People are generally 
more open and less guarded with people they do not know and do not have to worry 
about ever seeing again.  
 
Group discussions is led by a moderator and its basic job is to keep the group focused and 
guide the discussion using an outline of questions, whit the purpose to help them to 
generate a lively and productive discussion about the actual topic. It is important that the 
moderator understands the underlying objectives of the study and a large part of the data 
quality depends on how the moderator asks the questions. Questions should be [7]:  

• open ended so that there are many possible answers 
• clearly formulated and easy to understand 
• neutral so the formulation does not influence the answer 
• carefully sequenced with easier, general questions preceding more difficult ones 
• ordered so that less intimate topics precede the more personal questions   

 
Unlike one-way flow of information in one-to-one interviews, focus groups generate data 
through the give and take of group discussion. Ideally the moderator places the question 
(issue or topic) before the group and then the group start to discuss with each other. It is 
important that the moderator already in the introduction announce how long time the 
activity will last and that he or she gives an explanation of the purpose of the focus group. 
A focus group analysis is qualitative since you use the actual words and behaviors of the 
group members rather than counting their response options. A wide range of information 
can be collected in a relatively short time span and the moderator can explore related but 
unanticipated topics as they arise in the discussion [7, 16]. 

3.5.2 Performed Focus group 
To get a deeper knowledge, a vivid and rich description of what “Scandinavian design” 
means to Nordic inhabitants a focus group was organized. The group consisted of six 
Swedish girls who were chosen because they were in relatively same age, interested in 
design and had no problem to talk in front of people. A moderator kept the group 
focused, guided the discussion and created a mind-map with the results from the ongoing 
discussion. Two of the girls had lived in Norway for some years, at the moment everyone 
lived in Stockholm but the origin of them was Gothenburg, Mariestad, Västerås, 
Stockholm, Hudiksvall and Oslo, all the members were in the age of 23-29 years old. 
Before the discussion started all sat down and had coffee together with the purpose that 
everyone should be introduced to ever body and to create a relaxed atmosphere.   
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When it was time for the discussion to begin an oral introduction was held where the 
purpose of the focus group was explained and clarified that the discussion would last for 
90 minutes. Some basic ground rules were enounced to encourage everyone to participate 
in the discussion:  

• No opinions are wrong or bad 
• Try not to speak at the same time as others 
• Say the first thing that comes up in your mind  

3.6 Competitor research 
A competitor research was performed to get knowledge of which brands and models that 
were popular beside BSH’s on the filter coffee market. Its purpose was to investigate 
their features and design to get inputs to a new design on a filter coffee machine. 
Questions in the questionnaire survey were constructed in such a manner to specifically 
find out positive aspects with the competitors design and features. In appendix 3 and 4 
results of the research are presented. 
 
To understand advantage and disadvantage with these competitors’ machines information 
are collected through: 

• Visits at retails, the sellers were asked to present the models and describing 
advantages and disadvantages: Why should I buy this model? 

• Visit at a fair organized by the Swedish company “Hemma” where all the 
competitor brands were represented, the employed were asked for advantages and 
disadvantages with their models: Why should I by this model? 

• Study of test results in different magazines and on internet 
• Homepages with the models 

3.7 SWOT Analysis 
A scan of the internal and external environment is an important part for strategic planning 
and development of new or exciting products. SWOT Analysis is a useful qualitative tool 
for understanding and decision-making in all sorts of situations in business and 
organizations, it enables proactive thinking rather than relying on habitual or instinctive 
reactions. It helps to understand internal Strength’s and Weaknesses, and for looking at 
Opportunities and Threats from external environments [29]. It provides information that 
is helpful in matching resources and capabilities to the competitive environment where 
you operate.  

3.7.1 General description of SWOT Analysis 
A SWOT analysis template is normally presented as a grid, comprising four sections, one 
for each of the SWOT headings: Strengths, Weaknesses, Opportunities, and Threats. In 
each section you fill in answers to criteria’s that you have come up with. Ideally should a 
cross-functional team that represents a broad range of perspectives carry out the analysis 
to get as wide view as possible [24]. When all the questions have been answered more 
asking and answering follows: How can we Use each Strength? How can we Stop each 
Weakness? How can we Exploit each Opportunity? How can we Defend against each 
Threat?  
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3.7.2 Performed SWOT Analysis 
A SWOT Analysis was used on the filter coffee machine within the Private collection 
from Bosch and on Bosch in general. Interesting criteria were chosen and answers to the 
headings were results from the survey, the focus group, the PDS the VOCT, the 
competitor research and personal opinions and research. The analysis helps to focus on 
the strengths, minimize threats and take the greatest possible advantage of available 
opportunities. Answers in the grids were taken under consideration in the generation of 
the new design concept. 

3.8 Trends within kitchen  
To understand trends in the environment where the filter coffee machine is placed a study 
of actual kitchen trends was performed. Data were collected from: 

• Inspiration magazines  
• Interviews from kitchen sellers 
• Kitchen retailers and “Show rooms” such as: Poggenpohl, Marbodal, Tibrokök, 

HTH, Invita and Bra Interiör  
• Internet articles 

3.9 Scandinavian design 
Since a Scandinavian touch is desirable for a new Bosch filter coffee machine a study of 
Scandinavian design was accomplished. Data were collected from: 

• Inspiration magazines  
• Internet articles  
• Retailers and showrooms with Scandinavian design such as: NK, Nordiska 

Galleriet, R.O.O.M and Swedese.  
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4 RESULT 
Utilized methods and tools provided many useful results that were used as an inspiration 
source or as guidance in the development of the new filter coffee machine concept. The 
following subchapters present all the results. 

4.1 Problem Detection Study, “Top 10” problem list  
The PDS resulted in a problem list containing the ten problems (in prioritized order) that 
the 30 respondents found as most annoying and which they were most anxious to get 
solved and changed, TABLE 2.  
 
TABLE 2. “10 Top” Problem list, the mean value is a weighted value among all the respondents 

on a scale between 1-5 where 1 was the lowest value and 5 was the highest. 
 
Issues that respondents experienced as most 
severe problems: 
 
1. “It is hard to put the cord back to its hidden 

position.” (mean value 4,40) 
2. “The packaging poorly visualizes how the 

machine looks in reality.” (mean value 2,90) 
3. “It is difficult to put the filter jug and its 

holder back to the machine after you have 
taken them away for washing”. (mean value 
2,90) 

4. ” The level indicator on the jug is not visible 
when you hold it under the water tap for 
water filling.” (mean value 2,83) 

5. “The level indicator on the jug is confusing, 
showing both mugs and cups.” (mean value 
2,80) 

6. “A too loud noise is generated when the lid 
falls down on the glass jug.” (mean value 
2,70) 

7. “When you are to fill the water tank with 
water you find yourself in an awkward 
position.”  (mean value 2,63) 

8. “The filter coffee machine is clumsy to 
move.” (mean value 2,53) 

9. “When placing the machine in a cupboard 
(or when lifting it from a cupboard) you get 
the feeling that it will fall apart and parts will 
fall over you” (mean value 2,53) 

10. “The angle of the lever on the coffee jug lid 
is insufficient, I can not hold up the lid with 
one hand when I shall wash the jug or fill it 
with water. “(mean value 2,5) 
 

 

 
Issues that respondents were most anxious to 
get solved and changed: 
 

1. “It is hard to put the cord back to its 
hidden position.” (mean value 4,23) 

2. “The packaging poorly visualizes how 
the machine really looks in 
reality.”(mean value 3,03) 

3. “When placing the machine in a 
cupboard (or when lifting it from a 
cupboard) you get the feeling that it will 
fall apart and parts will fall over 
you.”(mean value 2,87) 

4. “The filter coffee machine is clumsy to 
move”  (mean value 2,77) 

5. “When you are to fill the water tank with 
water you find yourself in an awkward 
position, holding the water tank and 
turning on and off the water tap. (mean 
value 2,73) 

6. ”The water level on the jug is not shown 
when you hold it under the water tap for 
water          filling.” (mean value 2,73) 

7. “A too loud noise is generated when the 
lid falls down on the glass jug.”(mean 
value 2,67) 

8. “The pace of the lid is too rapid (opening 
and/or closing).” (mean value 2,63) 

9. “The water level on the jug is confusing, 
showing both mugs and cups.” (mean 
value 2,6) 

10. “It is difficult to put the filter jug and its 
holder back to the machine after you 
have taken them away for washing.” 
(mean value 2,6) 
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Information related to the “10 top” problems: All 30 respondents were very impressed 
by the black model; they liked the design and thought it looked exclusive. Everyone 
except one guessed that the price was above its actual 60 €. When describing the features 
“removable water tank” and the “cord storage” they were very impressed and knew no 
other models with these functionalities. Auto Shut-off was also a large plus. Some of the 
respondents experienced little or no problem at all with the model, but when told that 
their input could lead to further improvements they thought thoroughly at each problem 
statement. Below follows more information to each of the “10 top” problems. The 
problems with connections to each other are in the same section. In appendix 2, you can 
see exactly how all the respondents answered on each problem statement. 
   
“It is hard to put the cord back to its hidden position.” This function was very appreciated 
by all respondents, they really liked the idea, but when trying to hide the cord and take it 
out again themselves they got disappointed. It took too much effort and they would like it 
to be automatically. Some kind of marking on the cord is desirable to indicate where you 
are not supposed to pull it further out.  
 
“The packaging poorly visualizes how the machine really looks in reality.” Since many 
people buy their products without asking the seller for information they want the 
functions to be clearly described on the packaging (only relevant when the packaging is 
available in the store for the customer), which is not considerer satisfactory by the 
respondents on this packaging. The picture of the product itself must also be more 
appealing. The respondents wanted the appearance of the machine to be clearly visible, 
especially when being a gift.  
 
“It is difficult to put the filter jug and its holder back to the machine after you have taken 
them away for washing”. Being able to clean all filter parts was an important aspect for 
half of the respondents; and on this model it is extremely hard to get it back after you 
have removed the holder from its position. But the second half of the respondents saw no 
meaning in taking off this part since the inner filter jug was easy removable and it is only 
this part that has contact with the filter.   
 
“The level indicator on the coffee jug is not shown when you hold it under the water tap 
for water filling.” For those who wanted to use the coffee jug for filling the machine with 
water, the water level indicator was desired to be removed from its actual position. But 
this was not a problem for everyone since many choose to fill water directly into the 
water tank.  
  
“The level indicator on the coffee jug is confusing, showing both mugs and cups.” Most 
respondents experienced the double water level indicator on the coffee jug as more 
annoying than the double water level indicator on the water tank. Those who reported it 
to be a problem only wanted one water level indicator showing just mugs. 
 
“A too loud noise is generated when the lid falls down on the glass jug.” Everyone 
(except one older lady with hearing defect) experienced this as a problem but not all 
cared to get it solved. Those who wanted to get it solved wanted some kind of damper 
while the rest thought that a damper would mean trouble with cleaning and hygiene.  
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“When you are to fill the water tank with water you find yourself in an awkward position, 
holding the water tank and turning on and off the water tap.” The respondents wanted a 
handle that was easier to hold, enabling turning on/off the water with their right hand. 
Two respondents were left-handed but they said that they were so used to this problem 
that it was not that negative for them. If its length and the radius could be increased the 
handle would feel more comfortable, for some it was too short and they did not get a 
suitable grip due to the small radius. 
 
“It is clumsy to move.” and ”When placing the machine in a cupboard (or when lifting it 
out from the cupboard) you get the feeling that it will fall apart and parts will fall over 
you.” The respondents that experienced these statements as problems wanted a compact 
machine that was small and easy to move without any loose parts. A few respondents 
wanted some kind of “click” function that released the water tank, but this was not 
relevant for the others since they wanted the function to be as easy as possible with few 
steps.  
 
“The angle of the lever on the coffee jug lid is insufficient, I can not hold up the lid with 
one hand when I shall wash the jug or fill it with water.” The thumb was not long enough 
for some of the respondents, a larger button or lever is requested since the grip feels 
uncomfortable for them. 
  
“The pace of the lid is too rapid (opening and/or closing).” The movement felt 
uncontrolled and therefore some respondents experienced the design as cheap. 
 
“The level indicator on the coffee jug is confusing, showing both mugs and cups.” Some 
respondents experienced that the indicator was confusing showing that many figures. 
Since most respondents drinks coffee in mugs and seldom in cups the indicator was 
desired to show just mugs. 
 
Almost all statements that were experienced as the ten most severe problems were the 
respondents also anxious to solve, except the statement: The angle of the coffee jug’s lid 
is insufficient for me, I can not hold up the lid with one hand when I shall wash the jug or 
fill it with water. And only one statement were the respondents more anxious to solve 
than they experienced it as a problem: The pace of the coffee jug’s lid is to rapid (opening 
and/or closing). 
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4.2 Voice-of-the-Customer-Table, VOCT  
As a complement to the questionnaire survey 30 interviews were performed to 
qualitatively find out “customer desires”, the Tool VOCT was used which made it 
possible to standardize the answers. The interviews took place at the same time as the 
individual part of the PDS study was performed and therefore the sample of respondents 
was the same as in the PDS study.  
 
Customer desires on a filter coffee machine: 

• Removable water tank  
• Auto Shut-Off  
• One well-defined scale showing mugs 
• A compact design  
• Accompanying coffee spoon, fixed on the machine but easy to clean  
• Automatic cord function (if not automatic a marking on the cord is desired to 

indicate when you are not supposed to pull it further) 
• Heavier construction to give an exclusive feeling  
• No more than 12 cups 
• Visible buttons, and illuminated power button 

 
Additional aspects from the interviews that came up many times: 

• The handle is desirable to be in some kind of non-slip material, since the coffee 
jug is large and thereby heavy.  

• The removable inner filter jug is seen as something that gives extra value for 
some but it is not a demand. 

• The frame is appreciated on the black model. Many like the contrast; the hard 
steel in a soft shape (an arc in the middle of the machine) and at the same time the 
precisely out- cuttings for filter and coffee jug.  The frame is considered to look 
like packaging on the red and the white model. 

• No respondents want buttons that you could turn. 
• Most of the respondents like the design of the coffee jug; it is positive that the 

design is different and the clean glass gives a glamorous feeling. 
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4.3 Questionnaire survey 
In this chapter results will be presented through diagrams and text. In appendix 5, you 
find tables with numbers and percentage related to the presented results. Some of the 
questions in the questionnaire survey treated kitchen design and Scandinavian design; 
those results are presented in chapter 4.6.2 and 4.7.1.   
 
Facts about the respondents: 157 respondents participated, 34% are BSH employees 
and 57% are females. 59% of the respondents live in Sweden, 16% in Denmark, 13% in 
Norway and 13 % in Finland, Figure 8. In Figure 9 the age composition is illustrated, the 
age of the respondents is between 20 and 86 years but the main part are between 20 and 
49 years old. 
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Figure 8. The country where the respondents live 
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Figure 9. The age of the respondents 
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Filter coffee at home: 83% have a filter coffee machine at home and 79% have them 
visibly placed also when they do not use them. Most common models are Bosch and 
Siemens. BSH employees mostly have Siemens and the others Bosch, Moccamaster or 
Braun, Figure 10. 
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Figure 10. The respondents current filter coffee machine 

 
 
Reason for purchasing: 45 % of the respondents have not chosen their filter coffee 
machine by them selves, the main part of those are in the age between 20 and 29 years 
old. “It was the most good looking” is the second reason why the respondents own this 
particular model, Figure 11.  
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Figure 11. Reason for this particular choice 
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Conditions: To use the filter coffee machine 1-2 times per day is most common but a 
large part only uses their machine when they become visit, Figure 12. Most often they 
make 3-4 cups, and 12 cups is the most common capacity that is wishful for the filter 
coffee machine to be able to brew. 
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Never

 
 

Figure 12. How often the respondents use their filter coffee machine 
 
 
 
New purchase: 43% know which brand they would by if they would purchase a new 
filter coffee machine, and the major choice was a Siemens in the Porsche collection, this 
was the case both for BSH employees and the ones who wasn’t, Figure 13. Why they 
would buy this particular brand was because of its “nice design”. The ones that wanted to 
by a Bosch answered “good quality” as well as the ones who would choose a 
Moccamaster. The Moccamaster choosers also gave the reasons “I know it makes good 
coffee” and “it has a good reputation”. 
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Figure 13. This brand would the respondents  purchase today 
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Important parameters and features: Design and quality, are confirmed to be the most 
important parameters when the respondents chose a new filter coffee machine, Figure 14. 
The respondents could choose three answer alternatives. When they were asked if they 
would pay more for a model just because of its design 85% answered yes. Auto Shut-off 
is considered to be the most important feature, followed by a removable water tank and a 
removable filter jug on a filter coffee machine, Figure 15. The respondents could choose 
three answer alternatives. 
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Figure 14. Purchase preferences for the respondents  
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Figure 15. Important features on a filter coffee machine for the respondents 
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Most appealingly and expensive design: Nine models with different colors and design 
were illustrated in the survey and the respondents were asked to choose which model’s 
design they found most attractive and which model that looked most expensive, Figure 
16. Information related to the models is presented in appendix 3 and 4. 
 
 
 
 
 
 
 
 3 NS 
 
 
 
 
 
 
 

 
 

 
 

 
 
 
 
 
 
 
 
 
 

Figure 16. Most appealing model     Most expensive model 
 
 
Including all respondents model G’s design appeals most respondents, followed by A and 
E. Respondents who chose G gave the reasons that it looked most “advanced”, “clean” 
and that they liked the “stainless steel” and its compact design. A was chosen because of 
its “complex and different design” and that they liked the “black combined with stainless 
steel”. Model E is familiar to most of the respondents and the ones who chose it as most 
appealingly gave the reason it was a classic of good quality. Among the BSH employees 
model A is most appealing followed by model E. They are not that impressed by model 
G and I as the non employees. Model E is also chosen by most respondents to look most 
expensive, same reason as before were given: “a classic of good quality”. G followed and 
the reason why they chose this was it gave shine to “contain many features” and its 
material seemed to be “stainless steel”. I was chosen because of its “clean and integrated 
design”. 

    A                 B                 C               D               E                 F               G                H                I 
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Attractive color on a filter coffee machine: Black in combination with stainless 
steel/brushed aluminum is the most attractive color on a filter coffee machine, followed 
by “only” black and “only” stainless steel/brushed aluminum, 0. This was an open 
question with no given answer alternatives. Finnish inhabitants like different kinds of 
metal and darker colors, otherwise there were no big differences between the countries. 
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Figure 17. Attractive colors on a filter coffee machine for the respondents 
 

 
Other combinations that some respondents find attractive: dark green, black and white, 
white and baby blue, blue, black and grey, white and stainless steel/brushed aluminum, 
dark brown, white with red and orange details, wood details, stainless steel and glass. 
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4.4 Competitor research 

4.4.1 Top 30 
TABLE 3 illustrates the 30 most sold models of filter coffee machines in Sweden from 
January to August 2007 referred to data presented by the market research organization 
Gfk in October 2007. Pictures of the models are shown in appendix 3.  
 
TABLE 3. Most sold models of filter coffee machines in Sweden January 2007 –August 2007 
 
No. 

 
Brand – Model 

Sales 
Units [%] 

Sales 
Value [%] 

~ Price 
[€] 

1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
11 
12 
13 
14 
15 
16 
17 
18 
19 
20 
21 
22 
23 
24 
25 
26 
27 
28 
29 
30 

Braun – KF550 Aroma Passion 
Melitta – M622-1 Look Aromagic 
Melitta – M630 Cafe fun de luxe 
Philips – HD7448 
Philips – HD7446 
Butler – CMT130 Coffee break 
Technivorm (Moccamaster) – KB/KBC741 Clubline 
Philips – HD7624 Essence 
Bosch – TKA1401/TKA1401N 
Melitta – M641-1/M641-212/M641-1012 
Melitta – Aroma excellent 
Waves – 7350034641070 
Melitta – M648 Look therm de luxe 
Melitta – M720-1 Single 5 
Tradebrand 
Braun – KF500 Aroma Passion 
Severin – KF4620/4621/4622/4624/4625 
Braun – KF410 Aromaster plus 
Bosch – TKA6024 
Philips – HD7583 
Philips – HD7546 
C3 – 30-30660 Design 
OBH Nordica – 2351 Chilli King of coffee 
AFK – KM12 
OBH Nordica 2352 Café duo 
Melitta – Aroma excellent steel 
Melitta – M808 Linea unica 
Braun – KF400 Aromamaster plus 
Philips – HD5410 Gourmet 
Braun – KF600 Impression 

7,2 
6,3 
6,2 
4,6 
4,2 
4,1 
4,0 
3,8 
3,6 
3,6 
2,8 
2,5 
2,0 
1,8 
1,8 
1,6 
1,5 
1,5 
1,4 
1,3 
1,2 
1,1 
1,1 
1,1 
1,0 
1,0 
0,9 
0,9 
0,9 
0,8 

7,8 
3,1 
3,5 
2,4 
2,2 
1,2 

12,4 
3,9 
1,6 
3,2 
3,2 
0,6 
2,5 
1,1 
1,3 
1,5 
0,6 
1,0 
1,2 
1,0 
1,7 
1,1 
2,1 
0,3 
1,7 
1,8 
1,6 
0,5 
2,5 
1,6 

57 
25 
30 
28 
28 
15 

165 
54 
24 
48 
58 
12 
64 
32 
38 
50 
21 
34 
43 
42 
71 
54 

103 
13 
88 
98 
94 
30 

151 
105 

 

 4.4.2 Market shares, value and unit based 
During the time lapse January 2007-August 2007 Bosch had the sixth largest value based 
market share in Sweden on the filter coffee machine market. Melitta had the largest, 
followed by Technivorm (Moccamaster) and Philips. The unit based market shares 
looked a little bit different, Bosch had the fourth largest share. Melitta was still in the lead 
followed by Philips and Braun [11], Figure 18.  
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Figure 18. The development of market shares on the Filter coffee machine market in Swe. [11]. 

4.4.3 Average prices 
Market share data shows that Bosch sold a larger amount of filter coffee machines in 
Sweden than Technivorm (Moccamaster) and OBH Nordica in August 2007, but their 
average price on each sold machine was higher than Bosch’s, who’s  average price was 
37 € per machine. In fact the price on every sold machine from Technivorm was 4,21 
times higher (156 €) and a machine from OBH Nordica 2,27 times higher (84 €). The 
average price on the absolute market leader (both value and unit based) Melitta’s 
machines was 1,19 times higher [11]. Figure 19 
 
  
 
 
 
 
 
 
 
            

      
 
 
 
 
 

 AUG05                    AUG06                      AUG07 
TOTAL  54  55  53 
BOSCH  46  41  37 
SIEMENS  101  107  113 
MELITTA  54  52  44 
TECHNIVORM 162  165  156 
PHILIPS  44  46  47 
BRAUN  63  60  54 
OBH NORDICA 59  74  84 

 
Figure 19. The development of Average Prices in Euros on filter coffee machines in Sweden 

from August 2005 to August 2007 [11]. 
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In the middle segment Braun, Melitta and Philips have the most sold models. Technivorm 
and OBH Nordica are the biggest brands in the premium segment, according to data from 
Gfk. In appendix 4 pictures and facts over models in the middle and the premium price 
segments are presented. Those models have been chosen since they have special features 
and/or different design that are of interest according to data from interviews and surveys.  

4.5 SWOT Analysis  
A SWOT Analysis was used on Bosch’s filter coffee machine within the Private 
collection and on Bosch in general, the result is presented in TABLE 4 and 0.  
 
TABLE 4.  SWOT Analysis 

 

Criteria 
1. Design 
 
2. Features 
  
3. Marketing - 
reach, 
distribution, 
awareness  
 
4. Innovative 
aspects  
  
5. Price, value, 
quality  
 
6. Philosophy 
and values 
 
7. Ergonomic 
 
 

Strengths 
1. The jug’s shape looks exclusive and 
Nordic; clean design; the handle on the jug 
melts in well in the total shape. The water 
tank’s handle is integrated so it does not 
disturb a clean design. The cord holder 
makes it possible to have as little cord as 
possible visible;  
2. The water tank is removable and has an 
integrated handle so you can easily fill 
water in it under the water tap which 
increases the handling and hygiene 
considerably; cord holder; swing out and 
removable filter holder with an integrated 
handle; one/two  clearly visible buttons 
who are easy to handle; jug does not drip; 
both the tank and the jug have a clear 
scaling. 
4. Removable water tank; cord holder; the 
shape of the jug keeps the aroma; Aroma 
selection; All detachable parts are 
dishwasher-proof. 
5. Well performed Operating instructions 
that follows with in the packaging; the 
price span is between 366-789 SEK on the 
eight models; Bosch feels like a old 
traditional German brand 
6. German consumer research organization 
GfK found, announced that BSH is ranked 
No. 1 for customer service; Bosch has been 
making quality products people rely on 
since 1930, Quality and reliability is the 
soul of this brand.  (Bosch Global Brand 
Book, July 2007) 
7. Easily removable water tank; light 
weight, 2,3 kg; does not fall apart when 
you carry (if you do not grasp above the 
middle); the knobs are clearly visible.  

Weaknesses 
1. Looks unstable; look plastic; 
the jug looks very big for single 
households; coffee is clearly 
visible on the grey jug lid (some 
models); the plastic feelings does 
not feels like Scandinavian 
design; 
2. The cord holder is difficult to 
use. 
3. Almost no marketing in media 
an the retailers. 
4. No descaling indicator; no 
timer function 
5. One year’s guarantee in the 
Nordic countries, some 
competitors have more years 
which makes it more trustworthy; 
the brand Bosch feels like old-
fashioned; 
7. The jug’s handle feels 
uncomfortable and is to small if 
you have big hands; the cord 
holder is not easy to use; when 
you want to move the machine 
and grab it on the water tank it 
might fall apart; the integrated 
handle on the water tank can not 
be used by the left hand in a 
proper way. 
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TABLE 5. SWOT Analysis (cont’d) 

 
How can we Use each Strength?  

• Keep a clean and Scandinavian design 
• Keep the innovative features such as removable water tank and filter jug, cord 

storage function, clear water level indicators and the attribute that all parts are 
dishwasher proof.  

• Stay in the lead as number one in customer service in Germany and struggle for 
this also in the rest of the world. Make sure that the inhabitants in the Nordic 
countries get knowledge of the soul of quality and reliability. 

How can we Stop each Weakness?  
• Take away the plastic feeling 
• Change light colors to dark on parts that might have contact with coffee drop. 
• Develop the cord storage function more easy to use.  
• If possible commit a larger budget for marketing.  
• Consider if a timer function and/or a decalcification indicator are wishful features 

by the consumers.  
• Is it possible to give longer guarantee and create a new design?  
• Develop new ergonomic handles. 

How can we Exploit each Opportunity?  
• Keep updated all the time about what happens on the market.  

How can we Defend against each Threat?  
• Support a positive image of a filter coffee drinker by campaigns and marketing. 
• Develop special limited editions that awake a desire in the customer.  
• Offer bigger hotels abroad a filter coffee machine.  

Criteria 
1. Market 
developments 
  
2. 
Competitors?  
 
3. Industry or 
lifestyle trends? 
Technology 
development 
and 
innovation?  
 
4. Global 
influences?  
 
 
5. Volumes, 
production, 
economies?  
 
6. Seasonal 
influences? 
 
 

Opportunities 
1. Still most Nordic people drink the main 
part of their coffee at home and from a 
filter brewer.  
2.  Look on best-selling and test-winner’s 
design and features; drives the market 
forward;  
3. Innovation and new technical aspects are 
constant requested; The coffee machines 
stand visible in your kitchen- free 
advertising when it stands in a nice kitchen; 
more and more products have touch knobs 
and digital display;  
4. You miss brewed coffee by a filter 
machine when you are abroad. 
5. Design a new Breakfast collection. 
6. People drinks coffee the whole year 
around; Christmas is a good gift month;   
 

Threats 
1. The selling of espresso 
machines increases; brew coffee 
is old-fashion. 
2. When other brands win tests 
and therefore get a better 
reputation; the price is to low for 
a feeling of luxurious buy. 
4. People travels a lot and in 
other sides of the world is not 
filter coffee machines that 
common which leads to that we 
discover new ways to prepare 
coffee. 
5. To good quality means that 
you by less coffee machines. 
6. A special Christmas edition 
can be hard to sell if it feels to 
much Christmas 
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4.6 Trends within kitchen 
Open concept kitchen with an island is a continuously increasing trend; the kitchen is 
more often the focus of our house or apartment. Kitchen has become a more central place 
where we consort, relax, study and/or work. Some build in a sink and/or a cooker into the 
island so you can engage in what the rest of the family is doing. Cooking is no longer a 
repetitive task done by one person, now it is a part of family life. We invest a lot of 
money in this room and it often reflects our personal style. This is a room we want to be 
proud of.  But still it must fulfill our functional needs and facilitate the cocking. An 
increased interest for the containments in the kitchen has resulted in more professional 
and advanced appliances and utensils. You can customize your cabinetry, and choose 
between a wide range of materials and colors of your cupboards, backsplash and 
countertops [15]. Food trend expert Dana McCauley states that the wellness-trend, people 
want to be eating healthy, continue to increase and this will also be shown in the design 
of our personal kitchens in the future. Eating healthy normally takes more time and 
planning, therefore things need to be easy accessible. In terms of overall kitchen design, 
we will see easier access to appliances like juicers and food processors, with more 
creative cupboards spaces and hideaway design at counter level [33]. The environmental 
and green theme continues to prevail also in our kitchens. The trend is that people request 
more energy efficient appliances that use less water. Here the consumer saves both 
resources and money [35].  

4.6.1 Colors and materials 
According to magazine “Konstvärlden & di sajn” some modern trends for Swedish 
kitchens are “Long straight, clean and decorticated, light grey and brown with smart 
planned illumination”. Most basic within the Scandinavian kitchen esthetics is that 
“things” shall to a great extent not be visible. Magazine RESIDENCE states that the 
prime trend type of wood in our kitchen is walnut. Marble, stainless steel and glass are 
other trendy material. Magazine Gourmet Retailer forecast that brushed stainless steel 
will continue to grow in today's consumer kitchens. As accent warmer hues will be 
brought in with floor, ceiling, cabinetry, backsplash, and countertop treatments. Most 
believe that the major choice of color in small appliances will be a combination of black 
and stainless steel/brushed aluminum. Gray or graphite is another color that will make its 
way into the palette in the future.  
 
Announcements: 
• Kitchen designer and material expert Daniel Nyström thinks that the glossy cupboards 

will be popular for some more years but in the future we will see more of dull 
surfaces in the Swedish homes. Details of gold, copper, and metals in combination 
with discrete colors, are other up-comings. He thinks that green and blue on both dull 
and glossy surfaces will be the next “red”.  

• Bo Johansson, product manager on Marbodal, says that people now asks for long and 
straight kitchens with contrast colors; if someone has chosen a dark countertop they 
often combine it with white cupboards and the other way around. Glossy white, glass 
and walnut are popular combinations. An upcoming trend is straight lines combined 
with more organic shapes on for example islands.  
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• Helene Carlzon, sales representative at Lindhultskök, says that at the moment our 
customer mostly request warm personal kitchen environments, palish kind of woods 
like birch and ash, white or grey.  

• Marianne Färlin, marketing manager at Vedum Kök och Bad says that right now are 
many trends actual. The former minimal decorticated have been replaced by still 
straight lines but in combination with colorful accents and different heights on 
cupboards. Black and white is an upcoming trend, glossy in combination with black 
stone and wood. 

• Nils Fritzon, assortment manager EPOQ says that palish kind of woods and glossy 
white are very popular right now in Swedish kitchens but an upcoming trend is usage 
of walnut, cupboards in pastel colors and black home appliances.  

• A seller at HTH says that glossy black kitchen with clear accent colors and larger tiles 
with discrete patterns are an increasing trend. He thinks that integrated products and 
cupboards without visible handles will continue to gain, as well as glossy black 
appliances.  

• At Invita a seller also says that more products will be integrated and built in, as coffee 
machines and espresso machines. Products in working height are increasingly 
requested and a trendy specialty is electric cupboards with a sensor that automatically 
open the door without touching it. 

• Illumination in cupboards and shelves are popular when Poggenphol decorate 
kitchens, white is the most popular color according to an interior designer at this firm. 

4.6.2 Survey results related to the kitchen and kitchen appliances 
Kitchen activities: Respondents of the survey confirms the trend that we visit our 
kitchen besides when we do not eat or cook, 62% of them often spends time in their 
kitchen also when they do not eat or cook, see table in appendix 5. Other activities in 
their kitchen: playing with their children, watching TV, studying, reading, working, 
mingle and/or doing handiwork. 
 
Dream kitchen: Respondent wish their dream kitchen to be clean, white and light, 
containing stainless steel appliances, stone and dark kinds of woods, (this was an open 
question with no given answer alternatives). A functional big, open with kitchen island 
and modern appliances were wishful attributes. 
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Small kitchen appliances: Most common among the respondents is to have a filter 
coffee machine and a toaster in their home, Figure 20, (in the same figure you can also 
see if their appliances were visibly placed or not). 71% of the respondents find it 
important that their kitchen appliances have a similar design but only 30% find it 
important that they also are from the same brand, see table in appendix 5. 

 
 . 
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Toaster
Filter coffee machine
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Stick mixer

Hand blender
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Figure 20. Which appliances do you have in your kitchen and are they placed visible 

also when you do not use them? 

4.7 Scandinavian design 
Worldwide advertising agency DDB states that “Truth-seeking” is one of the major 
societal trends in the Nordic region today and that there is a Nordic soul: 

• Natural and unpretentious 
• Cool, calm and collected 
• Loving everyday life 
• Equal and informal 
• Small but smart 
 

This soul is also reflected in the characteristics of Scandinavian design [26, 36]: 
• Simple, uncomplicated 
• Minimalism 
• Stylization 
• Functionality 
• Natural materials 
• Light weight 
• Delicate features 
• Simple joints 
• Low cost mass production 
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Young Nordic design, a Nordic design network, states that Scandinavian style is a way of 
life - it is at once urban and close to nature.  

Much Scandinavian design use form-pressed wood, plastics, anodized or brushed 
aluminum or pressed steel [26]. The expression Scandinavian design was first used in the 
title of an exhibition at Heal's Department store in London in 1951. It was called 
“Scandinavian Design for Living” and included design from Denmark, Norway, Sweden 
and Finland (today the “expression” can also be called Nordic design and includes design 
from Iceland) [26, 59]. Scandinavian design became a worldwide term when the 
exhibition “Design in Scandinavia” travelled in North America during 1954-57 and 
during the 1950s the Triennal exhibitions in Milan contributed to the consolidation of the 
concept Scandinavian design as the style of the modern Nordic democracies; light, 
modest and functional [37, 38]. Nordic designers and design intensive firms have long 
often enjoyed strong global sales figures and international reputations such as Arne 
Jacobsen, Alvar Aalto, Bang & Olufsen, Orrefors, Georg Jensen, Lego, Marimekko, 
Nokia, Verner Panton, Norway Says, Tetra Pak and many more [37, 38]. 

Philosopher Italo Calvino describes in his Six Memos for the Next Millennium some 
qualities that will become important for creative people and designers in the 21st 
millennium: Lightness, Quickness, Exactitude, Visibility, Multiplicity and Consistency. 
These qualities may easily be associated with Scandinavian design as a whole.  

 4.7.1 Survey results related to Scandinavian design 
Nordic materials: Most of the respondents find that Stainless steel and/or brushed 
aluminum and different kinds of wood are typical Nordic material, and there are no 
obvious differences between the countries, Figure 21. This was an open question with no 
given answer alternatives. Other materials that some respondents find typical Nordic 
were: limestone, glossy materials or colors, grey cast iron, absolutely not plastic, titan, 
chrome, brass and water. 

0% 5% 10% 15% 20% 25% 30% 35% 40%

Stainless steel/brushed aluminium

Wood

Glass

Glossy white plastic

Plastic

Granite

Iron

Stone

Sweden Denmark Norway Finland

 
 

Figure 21. Which material/materials do you find typical for the Nordic countries? 
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Brand with typical Scandinavian design: 11% of the respondents find that there is a 
brand with household appliances that has a typical Scandinavian design, see appendix 5.  
TABLE 6 present which brands and why. 
 
TABLE 6.  Which brand within household appliances do you find has a typical  

Scandinavian design and why? 
Brand Number Percentage Why? 
OBH Nordica 11 61% Clean and easy, functional, modern design and colors, the name and their marketing 
Philips 2 11% Classical 
Bosch 2 11% Quality and robustly 
Siemens 2 11% Quality and robustly 
Electrolux 1 6% Clean, functional but boring 
Σ 18 100%   

 

4.7.2 Results from the focus group about Scandinavian design 
The group discussion with the focus group resulted in understanding of what the group 
considered to be typical Nordic, Nordic materials and Nordic designers that they 
experienced created Scandinavian design, TABLE 7. 
 
TABLE 7. Results from the focus group discussion about Scandinavian design  
Typical Nordic 
• Natural materials 
• White 
• Black 
• Beige 
• Grey 
• Light blue 
• Herd- behavior 
• Black and white 
• Baltic sea 
• Steel grey 
• Oceans 
• Penuriously 
• Red houses with 

white corners 
• Stove 
• “Luse kofta” 
• Candle lights 
• “Sköna hem” 
• “ELLE Interiör” 
• “coffee on 

saucer” 
• Urban 
• Lumps of sugar 
• Raw sugar 
• “kaffe kask” 
• Nescafe 
• Same style 
• National dress 

Typical Nordic 
• Clean 
• Simple 
• Ice hotel 
• Snow 
• Dull vs crystal 
• Water 
• Inland,  water 
• Cataracts 
• Stone-shores 
• Gotland stones 
• “FIKA” 
• Dalarna 
• Country 
• Environmental 

friendly 
• “Only needed 

package” 
• Aware of trends 
• Well prepared 
• “Kaffe+cigg” 
• Family adapted 
• Functional 

Minimalist 
• Group oppression 
• Snobbishly 
• Exclusive 
• Clean taste 
• “at home” 

Nordic 
materials 
• Stone 
• Fur 
• Sheep fur 
• Mould 
wood 
• Smithery 
• Wood   
• Deal 
• Birch 
• Buckskin 
• Wood 
• Chemise 
• Marble 
• Granite 
• Oak 
 

 

Designer, artist or 
company who create 
Scandinavian design/art 
• IKEA 
• HM 
• Kosta Boda 
• Höganäs 
• Blå mocca 
• Melitta 
• Carl Larsson 
• Zorn 
• Arne Jacobsen 
• Filippa K 
• Alvar Aalto 
• Orrefors 
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4.8 Summary of the most important results 
• Design and quality are the two most important parameters when purchasing a new 

machine 
• Design is more important than price 
• A filter coffee machine is most often visibly placed also when it is not being used 
• An untraditional, compact and clean design that expresses quality and looks 

advanced is considered to be most appealing and to look expensive 
• Glossy black in combination with brushed aluminum/stainless steel is considered 

to be the most appealing color combination 
• Products in brushed aluminum or stainless steel were considered to look 

expensive  
• “Easiness” summarizes what the respondents wants: easy-to-move, easy-to-use 

and easy-to-clean 
• Visible buttons with some kind of illumination are desired and no turning buttons 
• Level indicators showing both cups and mugs are experienced as confusing 
• Removing and assembling of parts must be easy in combination with washing and 

making coffee 
• Balancing the coffee strength is considered to be a problem when making coffee 
• Relatively heavy weight on a filter coffee machine is considered to give a stable 

feeling and the product is considered to be more expensive in contrast to lighter 
models 

• Brushed aluminum and stainless steel are considered to be typical Nordic 
materials 

• Auto Shut-Off, removable water tank and filter jug are the most important 
features for a filter coffee machine 

• It is important to have similar designs on small kitchen appliances  but if they are 
of the same brand or not is of less importance 

• 12 cups is the desired capacity 
• Brewing 3-4 cups each time when making coffee is most common 
• Since many do not choose their machine themselves it is important that the 

features are well described on the packaging 
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5 ANALYSIS 
This chapter will act as the link between inputs from chapter 2 THEORY and the results 
of the performed PDS, VOCT, mail survey, focus group, and SWOT analysis described 
in chapter 4 RESULTS. Firstly, an analysis of the current collection from Bosch will be 
presented and secondly an assessment of contradicting results follows.  

5.1 Analysis of the filter coffee machine within the Private 
collection from Bosch 
The results are analyzed in the light of the input presented on factors that make people 
become attached to a product, on how colors can be utilized to achieve different feelings 
and user appreciations, on the impact of materials and effects that can be achieved, 
deliberately or non-deliberately, by certain material choices, and finally on how products 
submit signals that can be interpreted in different ways by product users. 

5.1.1 Analysis of product attachment  
Self expression and Group affiliation: The current collection is available in three 
different colors, white, red and black (the black model has a frame of stainless steel) 
combined with grey, there are therefore limited possibilities for the consumer to feel that 
they can exercise control over the product, i.e. product personalization. But they can 
choose if they want a thermo jug or not and whether or not to have the feature aroma 
choice which moderately increase the feeling of personalization. The personalities of the 
collection differ among the diverse colors; the black model with a frame of stainless steel 
is considered luxurious and more advanced than the machines in the other colors, this 
became apparent in the results of the PDS, the VOCT, and the survey that stated that 
glossy black and stainless steel looked exclusive, “Nordic” and strong, and were desirable 
combinations of color and material. Steel most often means “strength” [1] to people and 
potential negative associations with black [10] were not shown in the results of the 
investigations. In addition to strength, positive associations to black such as modernity, 
elegance and style were captured in the investigations. Having the black model in your 
kitchen gives the feeling, to yourself and others, that you care about design and that you 
have an expensive and advanced machine. 
 
The red and the white models were considered to look plastic, unstable and cheap. 
Reasons for the negative associations can be that their color combinations (red combined 
with light grey or white combined with light grey) do not harmonize [25] or that they 
arise non desirable feelings during your “coffee moment”, e.g. red easily attracts 
attention, makes you feel hungry and raises blood pressure [10]. The apprehension that 
the machines look unstable in these color combinations contradicts to the statement that 
products in red seems to be big and heavy and that grey is associated with stability and 
strength [3]. The white models might be seen as amateur machines since some associate 
white with simplicity and the association coldness [26] might contradict to the fact that 
you want “warm” coffee. White is by many appreciated due to its purity and a completely 
white machine, or a machine with a combination of white and stainless steel, should have 
potential to sell more and give the filter coffee machine a wanted product personality. In 
spite of many respondents in the investigation saying that they wanted a compact and 
clean design, they appreciated the complex shape giving an interesting and individual 
personality.  
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Memories and Pleasure: Easy-to-clean and durable features that are easy to use are most 
important for durable attachment (beside the fact how the coffee tastes) according to the 
investigations. The respondents were satisfied with the currently included features, i.e. 
cord storage, Auto Shut-Off, removable filter jug and water tank, when having them 
described. The fact that not all models on the market have these features increase the 
positive feeling. However, when trying the cord storage function they became 
disappointed due to its complicated usage. To provide positive memories and pleasure 
easier cord holder function are requested (e.g. the same as on long telephone extension 
cables). Another improvement is to neutralize the loud sound of the coffee jug’s lid when 
it falls down on the jug, this sound is annoying and is generated every time you use the 
machine. 
 
Material: The black color on the machine is a result of a colored design; thus it might 
have been chosen because of its associations with modernity, exclusivity and 
professionalism. The model consists of different polymers which gives the feeling that 
the machine isn’t heavy and neither too fragile. The properties of the chosen polymers 
adapt well to the designed shape since there are no visible production trails and all edges 
are soft. The coffee jug made of glass provides a comfortable hygienic feeling and gives 
the jug a clean design and the whole machine an airy feeling since you see right through 
the machine. Unfortunately is there a very high noise when the polymer lid falls down on 
the glass jug since glass is a bad damping material. 

5.1.2 Analysis of semantic functions  
Well-known products may be difficult to analyze semantically because they appear to be 
self-explanatory. A filter coffee machine is familiar to almost everyone (especially in the 
Nordic countries) and we expect that all models have: a transparent jug with some sort of 
funnel or container on top all placed in a plastic stand, an electric cord and a plug. In the 
following sections a semantic analysis of the black model TKA6631 from the current 
collection with a separate water tank is presented. 

 
Figure 22. Model TKA6631 from Bosch [41] 

 
Describing purpose: The described purpose of the machine (just by looking at it) is to 
make coffee with help of electricity, due to its transparent jug with a container above and 
the electric cord and plug (this is based on our experience of previous products of this 
kind). 
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Describing use: The transparent jug’s vertical handle is interpreted as being easy to grasp 
and lift with one hand; the dimension of the handle which matches a whole hand tells us 
that the jug can be quite heavy (this is based on that we know our own strength on 
different parts of the body). The small visible lever between the handle and the coffee 
jug’s lid tells us that it will open the lid without strength due to its small size but it is not 
obvious which direction the user shall pull it, which could be secured by a bigger lever 
(not higher) with some carved shape where the thumb only fits in one direction. The 
small vertical handle on the filter jug’s right side appears to be easy to grasp on its edge 
with two fingers since it has the biggest shape there and you understand that you shall use 
this because it doesn’t melt into the design. But the handle doesn’t describe that you 
should pull it instead of push it. A “click” sound that appears when you replace the filter 
jug to its right position tells you to stop pushing. Since there is a visible distance between 
the filter jug and the coffee jug you understand that you only will move one part when 
you grasp each handle. The visible button tells us by experience that it is an electric 
switch and that the user is able to press it at each side thanks to the concave form and the 
narrow slit round the switch. The slit tells us that the device moves in relation to the 
surface surrounding it. Thanks to the small lamp and the text on and off you know when 
the power is turned on. The water tank doesn’t express only by looking at it that it is 
removable, since no space is visible between it and the machine and the handle is 
integrated and hidden. However, when you feel the handle you understand that it is 
removable and that the movement must go upwards since there is free space. Lack of a 
“click” sound when you replace the water tank can make some users insecure if the tank 
is correctly placed or if water should sip out. The hole on the water tank’s lid describes 
that you can pour water in it without removing the lid. The hole where the cord is located 
on the backside is larger than the cord which can be apprehended that the cord could be 
moved in and out but it is not obvious.  
 
Expression properties: Stability is expressed due to the material choice and the glossy 
black color. It doesn’t look as it can be tipped over easily since everything fits exactly 
together. Stability for the white and the red models can be provided if the lower part of 
the stand is designed with sides that slope slightly downwards/outwards. Simplicity-to-
use is expressed since the construction seems simple with clearly separated parts with 
visible handles and holes, but this usage refers to a traditional way of making coffee, the 
new innovative way where you fill the water tank directly without removing the coffee 
jug is not visible. 
 
Exhortation: When you see and hear that the coffee has stopped dripping, due to the 
transparent glass of the jug and the suddenly lack of “dripping sound” you know it is 
ready to lift the jug from the stand, pour the coffee and enjoy it.  If the lamp on the button 
is still on you know you have to switch it off since the coffee is already finished (if you 
do not want to keep it warm on the plate or use the Auto Shut-Off function).  
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5.1.3 Analysis of why the model doesn’t sell satisfactory 
In general the PDS respondents were positive towards the black model, both its design 
and its features, and the survey respondents indicated it to be one of the most appealing 
model. The hypothesis that customers are pleased with its features, but do not find the 
design appealing enough is therefore not confirmed. Certain improvement areas have 
been found in the investigations, but the root causes to the product’s poor selling 
performance might well be found at the selling side or within marketing. 
 
When retailers have been visited during the investigations, and sellers have been asked 
for recommendations on a filter coffee machine almost all have presented Moccamaster’s 
models. When questions have been asked about the investigated Bosch model the 
majority of the sellers haven’t been able to describe its special features and consequently 
not given the model a dignified presentation. The placement in the stores hasn’t been to 
its advantage since it has been standing among all other models without any 
distinguishing marketing material. Adding to the perception, the main part of the PDS 
respondents had never seen the model before.  

5.2 Analysis of the results from utilized methods and tools 
Cord storage function: To increase consumer product attachment to Bosch’s current 
collection of filter coffee machines the cord holder function should be improved to 
increase the feeling of pleasure and positive memories. This view was given by all PDS 
respondents, but only 10% of the survey respondents ranked this feature as important. 
The conclusion of these two inputs is that a well-functioning cord storage function 
increase the overall satisfaction with a product, but it is not a necessary feature.  
 
One water level showing mugs: The confusion with two water levels is also something 
that only became apparent in the PDS and the VOCT – no respondent of the survey stated 
this as a problem on the question “Do you experience any problems in any specific 
procedure when making coffee on a filter coffee machine?” Since most filter coffee 
machines have two different sets of water levels, the consumers are used to it and do not 
see it as a problem until they are being asked the (leading) question.    
 
Compact design: Although 83% of the VOCT respondents stated to fancy compact 
designs, they appreciated the complex shape of the current Bosch collection, and this was 
also the second most appealing model among the survey respondents. BSH employees 
found the illustrated Bosch model as most appealing and reasons for this can be that they 
have seen it many times and are loyal to their employer.  
 
Handle in non-slip material: The handle was desired by the VOCT respondents to be in 
some sort of non-slip material, since the coffee jug is large and consequently quite heavy. 
But both in the survey and the PDS requested capacity of a filter coffee machine was 12 
cups and therefore such a material change might be less relevant.  
 
Stability: Ease-of-use is very important and the VOCT respondents didn’t want a locking 
function for the water tank since this adds one more procedure when making coffee, as a 
consequence the non-existence of a locking mechanism can give the feeling of the whole 
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machine being unstable and that parts can fall off when it is being moved (easy to move 
was also a customer desire). Rubber feet underneath the machine could also increase the 
stability but only 33% of the VOCT respondents wanted this feature.  
 
Design quality and price: The results of the investigations indicate that a filter coffee 
machine is a product that you often do not choose by yourself, and you tend to have it 
many years before replacing it. But if and when the survey respondents were purchasing a 
new machine, design and quality were the most important parameters. 58% of the 
respondents state that design is more important than price and if the product costs more 
than average you get the feeling that your product is advanced and something special. 
The survey respondents were presented with nine filter coffee machines, and only 6% of 
the respondents stated the model that currently sells best in Sweden (2007, January to 
August) to have the most appealing design, see model F in Figure 16. Design can not be 
said to be decisive for the high selling rate in this case, it is rather the case that this 
particular model has a very traditional and “bubbly” design, which is not in line with 
what respondents state as attractive designs in general. However, the model has received 
good reputation through published tests and retailers present its special features and 
quality as the key selling points.     
 
New purchase: Less than half of the respondents knew which brand they would choose 
if they would purchase a new filter coffee machine, but the majority of those who did 
indicated a preferred model (both BSH employees and non BSH employees) chose the 
Porsche model from Siemens due  to its clean and pleasant design. Another reason for the 
Porsche model’s popularity may be its stainless steel construction which was a desired 
color/material said to be typically “Nordic” and associated with strength, and also to give 
an exclusive feeling, a feeling that its high price also contributes to. If there would have 
been a larger relative appreciation for the Porsche model among BSH employees than 
among non BSH employees, you could have interpreted this as pure loyalty to the 
employer, but since the results are similar inside and outside of BSH this is not seen as a 
likely explanation. 
 
Advanced design: A compact model in stainless steel that looked advanced was stated to 
be most appealing among the survey respondents. This is not in line with the fact that 
clearly visible features (through knobs and displays) such as digital timer, coffee weight 
function, decalcification indicator, cord holder function or digital Auto Shut-Off were not 
indicated as important by the same respondents. These features can give additional value 
but Auto Shut-Off, removable water tank and filter jug were considered to be of highest 
importance and those are most often hidden and integrated in the design. Many visible 
buttons and a visible display also contradicts to the fact that Nordic inhabitants want a 
clean design which is in line with the characteristics of Scandinavian design, but the 
chosen advanced model’s stainless steel design and its compact look still gave it a clean 
feeling. 
 
Coffee strength: Balancing the coffee strength was by many respondents considered to 
be a problem but a coffee weight function was still not a desired feature, instead an 
accompanying Coffee measuring cup fixed on the machine was appreciated.  
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6 NEW DESIGN ON A FILTER COFFEE MACHINE  
Results from the investigations have been used as inputs in the generation of a new 
design on a filter coffee machine, Figure 23. Its design and features are chosen to attract 
the Nordic inhabitants with knowledge of attractive colors and materials, important 
features and aspects that give an exclusive and appealing appearance. Appendix 6 and 7 
contain a drawing of the model and an illustration of how the water flows within the 
machine.   
  
 
  
 

 

 

 

 

 
Figure 23. A new filter coffee machine design, based on results from the investigation 

6.1 Facts about the new filter coffee machine design  
Dimensions: 340 x 290 x 170 mm (H x W x D)  

Capacity: 8 mugs/12 cups 

Color and material: Glossy black (or white) plastic on the 
body, the filter jug and the coffee jugs lid and handle. Buttons, 
front and back in brushed aluminum (or stainless steel). Coffee 
jug in glass and water tank in translucent blue plastic. A thin mat 
of rubber placed underneath the machine  
 

Features:  
- Removable water tank with a handle  
- Swing-out filter holder and removable filter  
- Illuminated buttons, (blue diodes) 
- Auto Shut Off, Aroma choice 
- Integrated cord storage 
- Drip stop 
- Coffee measuring cup (placed inside the body under the lid) 
- Level indicator on the coffee jug and the water tank 
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6.2 Connections between the design, the results of the 
investigations and the theory 
Clean compact design and connections to the private collection: The idea behind the 
new design is built on the fact that the respondents appreciated a compact clean design 
but also liked the appearance of the private collection’s filter coffee machine. Noticeable 
connections to the private collection are the frame in metal (brushed aluminum or 
stainless steel) on a glossy black (or white) body, and the shape of the coffee and the 
filter jug. The shape of the coffee jug (that prevents loss of flavor) was expressed as 
giving a glamorous expression due to its clean and untraditional design, but in this new 
design the size is smaller since the desired capacity was 12 cups instead of 15. All corners 
on the body have a radius which gives a soft expression in contrast to all the straight 
lines. The soft shape of the coffee jug and the filter jug also has this affect, Figure 24.  
 

 
 

Figure 24. Clean compact design and connection to Bosch’s private collection 
 
 

The shape is a rectangular parallelepiped and the back is as clean as the front with the 
exception that here is the cord placed. The filter jugs handle and the level indicator on the 
coffee jug are also visible when you look at it from behind, Figure 25 
 
Color and material: The color and material combination is chosen due to the fact that 
glossy black in combination with aluminum or steel was considered to be most attractive 
and to look exclusive among the respondents, and also presaged to be the major choice of 
color in small appliances in the future.  
 

 
Figure 25. Rear view 
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Expensive design: The respondents apprehended many buttons as if the machine were 
expensive, due to the fact that they experienced it as advanced. An integrated design and 
the materials steel or aluminum was also parameters that affected this apprehension. The 
new design has three buttons (if the customer chooses the feature Aroma choice) and all 
are illuminated with blue diodes when they are activated, two buttons are for the feature 
Aroma choice where the user choose how many cups he makes and one is the ON button, 
if the user wants to switch off the power he or she push the ON button once again, an 
alternative to increase buttons is to have an OFF button visible as well, Figure 26. 
 

 
  

Figure 26. Illuminated buttons, the two first ones are for the feature Aroma choice  
depending on how many cups you brew 

 
Features: Auto Shut-Off, removable water tank and filter jug are the features that the 
respondents find most important and the new design consists them all. The design and the 
function of the removable filter jug is the same as in the private collection (the user 
swings out the filter holder towards himself or herself and remove the filter jug holding 
its integrated handle). The Water tank is hidden inside the body and is easily removed 
upwards with help of its handle, Figure 27. 
 

        
 

Figure 27. Top view with the top lid open 
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The cord storage was also appreciated on the private collection but caused displeasure 
since it was hard to handle. This new concept includes space for this feature that is at 
least two times bigger, which should make the handling easier (the needed space behind 
the buttons is at this time unknown). The feature Drip stop is possible through a spring 
and hollow cylinder construction between the filter jug and the coffee jug through the 
body. When the coffee jug is moved from its normal position the Drip stop is activated, 
the spring is released and the cylinder goes down to its lowest position, the hole in the 
filter jug closes. When the coffee jug is placed in its normal position the cylinder is 
pressed upwards and opens the hole in the filter jug, the coffee reach the coffee jug 
through the hollow cylinder, Figure 28. 
 
 

 
 

 
Figure 28. The Drip stop feature, the left picture illustrates when it is  

activated and the right when it is non activated. 
 
Coffee strength and level indicator: When the user opens the top lid he or she finds a 
coffee measuring cup, Figure 27, this is a desire from the respondents due to the fact that 
many experience problems when balancing the coffee strength. Together with the cup a 
description in the user manual should define how much water is needed for different 
strengths and connected to the water tank’s level indicator. A level indicator showing 
mugs is placed on the coffee jug, on the opposite side to where the handle is placed, 
Figure 25. Its position is chosen due to the fact that if the user fills it with water it is 
clearly visible but not when the jug is positioned on its place in the model. The user can 
by him or her self choose between three possible level indicators (accompanying stickers) 
for the water tank; one showing just cups, one showing just mugs and one showing both 
mugs and cups. The sticker idea is based on the fact that some respondents find a level 
indicator showing both cups and mugs as confusing.     
 
Size, weight and stability: Since almost no respondents complained about the height and 
the width off the private collection the new design has just about the same measurements; 
the new design has the dimensions 340 x 290 x 170 mm and the one within the private 
collection 355 x 285 x 230 mm. The depth measurement is reduced since the respondents 
find the one within the private collection as clumsy to move, the new model is easy to 
grasp with two hands. The feeling that parts should fall over the user is also reduced, the 
new design has no parts placed outside its body. To increase the stable feeling a thin 
rubber mat is glued to its bottom. The respondents request more weight (than the one 
within the private collection) to give an exclusive and stable feeling. Unfortunately the 
weight is unknown at this point due to uncertainty of précised material, needed space 
inside the body for the buttons, water flow and the heat element. 
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Product attachment: The new design expresses a clean and professional personality; the 
owner of this model can be seen as a person who cares about design and quality. Ability 
for product personalization is possible through two available colors, white or black and 
also because the freedom when choosing level indicator to the water tank and the 
possibility to choose the feature Aroma choice. The new design will provide good 
memories and pleasure since its material and shapes are chosen and arranged in away to 
be easy to clean and the function as easy to use.   
 
Semiotics: Many aspects described in chapter 5.1.2 still concerns this new design but a 
negative aspect with this new design is that no signal interprets the user about the hidden 
water tank. But when the user understands that he or she shall open the top lid the usage 
will be visible due to the big handle. 
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7 DISCUSSION – ANALYSIS OF UTILIZED METHODS 
Possible errors and weaknesses with the performed PDS and VOCT: 

• Five of the respondents didn’t drink coffee themselves but were well familiar with 
coffee making procedures. They might have been less negative to the stated coffee 
making procedures than the regular coffee drinkers. 

• Many statements in the problem list may under normal circumstances never have 
been noticed by the respondents, which means that they might be of less 
importance and relevant from a selling perspective.   

• Also, some statements might be more negatively interpreted in this type of study 
than in reality since the respondents exercised the “problems” several times and 
then experienced increasing annoyance. 

• Since the VOCT was performed simultaneously to the respondents having one 
specific model in front of them, some customer desires might be directly 
connected to this model, Figure 22, and not to filter coffee machines in general. 

 
Possible errors and weaknesses with the performed survey: 

• The response sample of the survey is too small to statistically represent the entire 
Nordic population. 

• BSH employees may not be 100% representative respondents since they know 
more about the relevant market in general and products from BSH in particular. 
On most instances BSH response have been separated from the rest of the 
respondents to identify potential discrepancies. 

• As in any performed survey, some respondents might not have been truthful on all 
questions and/or might not have had time to answer them correctly. 

• Some respondents may have considered questions difficult to answer or may have 
misinterpreted questions. 

• The order of the given answer alternatives may have affected the respondents’ 
answers when providing an answer.  

• The fact that parts of the response group had seen some of the models before and 
knew the brand may have affected their answers on the questions “which models 
design appeals to you mostly” and “which model looks most expensive”. 

 
Possible errors and weaknesses with the performed Focus group: 

• Some important issues might have been overlooked since the study wasn’t 
recorded.  

• I knew every member well, which might have resulted in some participants not 
speaking openheartedly. 

• As moderator I might have influenced some answers.  
• The sample is neither randomly selected nor representative of a target population. 

 
Possible errors and weaknesses with the performed SWOT analysis: 

• I performed the analysis by myself; ideally a cross-functional team representing a 
broad range of perspectives should carry out the analysis to get as wide view as 
possible. Consequently the result was based on my own opinions and research and 
the result from the survey, the PDS, the VOCT and the competitor research. 
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8 RECOMMENDATIONS 
Recommendations with facts from the theory: 

• Create a filter coffee machine that provides product attachment for good 
reputation since people are likely to recommend and talk about a product they are 
attached to 

•  Self-expression can be created with a specific untraditional design that is unlike 
every other and that expresses exclusivity and a certain personality. Create a 
special edition where the consumers can be a part of the customization process by 
choosing colors on some parts of the machine and e.g. choosing type of level 
indicator 

• Group affiliation, focus on creating a reputation and prove that selective coffee 
drinkers choose a BSH model; the ones that own a model from BSH shall feel that 
they belong to a group which cares about design, quality and the taste of the 
coffee 

• Positive memories and pleasure are secured by designing the model and its 
features as easy-to-use and easy-to-clean (and of course by making sure that the 
coffee tastes good and that the model looks nice) 

• Since red products tend to appear larger and heavier than other colors this should 
be taken into consideration if it is a desired design expression. Otherwise it can be 
soften up with other colors and a graceful shape 

• Also worth considering is that details of red on a black background seem bigger 
and more brilliant than on a white background 

 
Recommendations with facts from the investigation to the current filter coffee 
machine in the Private collection from Bosch: 

• Change the pictures on the package, showing how the model really looks in 
reality and with better descriptions of its features  

• Change the coffee jugs level indicator to showing just mugs and place it a little bit 
more to the left 

• Make the removing and assembling of the filter holder easier in combination to 
washing 

• Neutralize the loud noise that is generated when the lid falls down on the coffee 
jug, by some kind of damping material or make the pace of the lid less rapid and 
more controlled 

• Design the angle of the lever on the coffee jug’s lid bigger, and/or the lever bigger 
itself 

 
Recommendations with facts from the investigation to a new design: 

• Bring forward quality and create an appealingly design since these parameters are 
most important when purchasing a new filter coffee machine. An appealingly 
design is according to the respondents; clean, untraditional and advanced and 
compact 

• Keep the attribute that all loose parts are dishwasher proof 
• Keep, but develop, the cord holder function to be more easy to use, since this is an 

appreciated feature that gives additional value 
• Keep the features removable water tank and filter jug and Auto Shut-Off since 

these are considered to be the most important features 
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• Accompanying coffee measuring cup fixed on the machine but easy to clean, and 
a definition of how much water that is needed for different strengths  

• Make the removing and assembling of the parts more easy in combination to 
washing 

• “Easiness” is a word that summarizes what the respondents want: easy to move, 
easy to use and easy-to-clean   

• Visible buttons with some kind of illumination are desirable and no turn buttons.  
• Develop a compact design rather than an airy 
• Stainless steel and/or brushed aluminum are considered to look and give an 

exclusive touch; and also to be typical Nordic materials. To create a luxurious 
feeling of a filter coffee machine these materials in combination with black are 
recommended to be used, since this combination are considered to be most 
attractive and Magazine Gourmet Retailer forecast that it will continue to grow in 
today's consumer kitchens on small appliances 

• Develop a machine with the capacity of 12 cups and make sure that the coffee 
really tastes good when you brew 3-4 cups (since most respondents brew 3-4 cups 
each time they make coffee) 

 
Recommendations with facts from the investigation to BSH in general:  

• Struggle to reach the top position in customer service (in Germany BSH has 
already reached it). Focusing on education and creation of an inspiring work 
environment for the employees will be important steps in closing the German gap  

• Make sure that the inhabitants in the Nordic countries get knowledge of BSH’s 
soul of quality and reliability, increase the guarantee on the products which leads 
to a more secure and reliable quality feeling 

• Offer e.g. famous hotels a filter coffee machine and ask them to place them 
clearly visible in the restaurant lobbies at breakfast time 

• Support a positive image of a filter coffee drinker by campaigns and marketing 
• Develop special limited editions in collaboration with famous Scandinavian 

designers or companies that awake a desire in the customer, e.g. let Orrefors 
design the coffee jug and get a clear connection to Scandinavian design 

• Continue to have a clearly visibly design line with similar colors and shapes 
within a collection on small kitchen appliances (especially on toaster, filter coffee 
machine and water kettle since most of the respondents own those and likely the 
rest inhabitants in the Nordic countries, those appliances are also most often 
visibly placed). 

• A typical Nordic brand within house holds appliances have products that are: 
modern, clean, classical, easy but functional, of high quality and robustly. 
Use/demonstrate these words when describing the products in for example 
marketing. One example of this: use objects that already represent this in the 
background.  
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9 THESIS USABILITY 
This final chapter consists of an analysis that aims at determining if the purpose of the 
thesis has been fulfilled and if the results of the investigations are useful. 
 
The investigation has clearly demonstrated that design is an extremely important 
parameter for Nordic inhabitants when choosing a filter coffee machine. Knowledge of 
attractive colors and materials, important features and aspects that give an exclusive 
appearance will be useful for BSH when developing new designs that are to attract the 
Nordic inhabitants. Further on, understanding of what users find as negative with the 
current filter coffee machine within the Private collection also gives BSH a chance to 
improve the customer satisfaction on a new model or by developing the current one.  
 
The usefulness of the performed SWOT Analysis might be questioned since its results 
have only partially been incorporated in the overall analysis and recommendations of the 
thesis. 
 
The mapping of generic kitchen trends didn’t contribute to the investigation with else 
than colors that are supposed to be popular on small kitchen appliances in the future. 
However, it was valuable to analyze the machines’ actual environment and to get general 
inspiration to the development of the new design concept. 
 
The study of Scandinavian design was useful in the sense that it gave substance to the 
concept and was taken into consideration in the generation phase of the new filter coffee 
machine design. 
 
The new design concept is based on desires from Nordic inhabitants and BSH can use it 
as a suggestion when generating new filter coffee machines. 
 
“Poor incoming questionnaire survey answers” was considered to be the highest risk in 
the thesis, and the sample (157 respondents) might have been too small to generalize the 
results of the investigations to represent the Nordic inhabitants. However, the results are 
considered to give clear indications of preferences and trends that can be assumed to be 
representative for a larger group than the actual respondents. Lack of time, which also 
was considered as a high risk, was no problem due to the Gantt schedule that illustrated 
how much time was left on each planned part. 
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APPENDIX 1 – Gantt schedule 
 
Gantt-Schedule 2007 / 2008
Master thesis:  "Study of attractive designs on filter coffee machines in the Nordic market"

Vecka
Moment 41 42 43 44 45 46 47 48 49 50 51 52 1 2 3 4 5 6 7 8
Planning report
Goal description
Purpose
Risk analysis
Litterature selection
Method selection
Planning seminare tis

Market research
Decide Target group
"Hemma butikernas" small aplliance fair Sat
Mail adresses for the survey
Design the survey
Problem Detection Study, focus group Mon
Voice of The Customer, VOCT
Survey delivery
Problem Detection Study, interviews
Compiel PDS, VOCT
Compile survey results
SWOT Analysis

Competitor research
Study tests
Assess competitors
Visit retailers
Study competitors products
Compile the competitor research

Scandinavian design
Visit Retailers with Scandinavian design
Visit Scandinavian design Showrooms
Litterature study
Compile Scandinavian design

Kitchen trends
Visit Kitchen retails, Showrooms
Study Kitchen websites
Study Inspiration magazines
Compile kitchen trends

Design concept
Develop a design concept
Develop a CAD model of the concept

Meeting with Jenny Janhager Fri Thur Tues Fri
Meeting with Jenni Wiklund Tues Tues Thur Tues Tues Fri Thur Wed Mon Wed Mon Tues
Litterature study
Compile the report
Presentation, BSH Stockholm Wed
Presentation, BSH München Fri
Presentation, KTH Fri

FebOkt Nov Dec Jan
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APPENDIX 2 – Results from the performed PDS study 
 
Explanation of the table
x. Statement
B. Answer alternatives 1,2,3,4 and 5 C. Answer alternatives 1,2,3,4 and 5
B= How severe is the problem to you? C= How anxious are you to get the problem solved?
Mean value Number of respondents per alternative Mean value Number of respondents per alternative  
 
Problem related to the coffee jug:
1. The angle of the lever on the coffee jug lid is insufficient, I can not hold up the lid with one hand when I shall wash the jug or fill it with water. 

B. 1 2 3 4 5 C. 1 2 3 4 5
2,50 10 6 7 3 4 2,30 13 6 4 3 4

2. A too loud noise is generated when the lid falls down on the glass jug. 
B. 1 2 3 4 5 C. 1 2 3 4 5

2,70 6 9 6 6 3 2,67 5 10 9 2 4
3. The pace of the lid is too rapid (opening and/or closing).

B. 1 2 3 4 5 C. 1 2 3 4 5
2,33 12 4 8 4 2 2,63 11 4 3 9 3

4. The three round affixations that fasten the handle to the glass jug are clearly visible from the opposite side (when the jug is empty).
B. 1 2 3 4 5 C. 1 2 3 4 5

1,54 17 7 4 1,82 15 8 2 1 2
5. The handle is too short.

B. 1 2 3 4 5 C. 1 2 3 4 5
1,33 24 3 2 1 1,40 24 2 2 2

6. The handle feels too plastic.
B. 1 2 3 4 5 C. 1 2 3 4 5

1,80 18 3 6 3 1,87 19 2 3 6
7. The handle feels hollow which results in a very fragile feeling.

B. 1 2 3 4 5 C. 1 2 3 4 5
1,57 17 9 4 1,67 19 4 5 2

8. It is heavy to serve coffee from the jug when it is filled.
B. 1 2 3 4 5 C. 1 2 3 4 5

2,07 12 10 4 2 2 1,87 17 7 1 3 2
9. The scale on the jug makes you utilize it for filling water instead of filling the water tank directly under the water tap. 

B. 1 2 3 4 5 C. 1 2 3 4 5
1,97 18 4 2 3 3 1,93 18 4 2 4 2

10. The scale on the jug is not shown when you hold it under the water tap for water filling.
B. 1 2 3 4 5 C. 1 2 3 4 5

2,83 8 5 6 6 5 2,73 8 7 6 3 6
11. The scale on the jug is confusing, showing both mugs and cups.

B. 1 2 3 4 5 C. 1 2 3 4 5
2,80 10 4 3 8 5 2,60 13 3 2 7 5

12. The jug looks unjustifiably large.
B. 1 2 3 4 5 C. 1 2 3 4 5

1,83 20 2 4 1 3 1,80 20 4 2 4
13. The shape and design of the jug is untraditional.

B. 1 2 3 4 5 C. 1 2 3 4 5
1,47 24 1 3 1 1 1,37 25 2 1 1 1

14. The design of the jug is ugly.
B. 1 2 3 4 5 C. 1 2 3 4 5

1,87 17 4 6 2 1 2,03 17 3 4 4 2

Problem related to the filtering jug:
15. It is difficult to get the filter jug back to its normal position after you have filled it with coffee and changed filter.

B. 1 2 3 4 5 C. 1 2 3 4 5
2,07 15 6 4 2 3 2,20 15 4 5 2 4

16. It is difficult to put the filter jug and its holder back to the machine after you have taken them away for washing.
B. 1 2 3 4 5 C. 1 2 3 4 5

2,90 12 3 2 2 11 2,60 14 2 4 2 8
17. The lid of the filter jug can not be removed. 

B. 1 2 3 4 5 C. 1 2 3 4 5
2,27 14 4 6 2 4 2,27 14 6 2 4 4  
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Problem related to the water tank:
18. The water tank is too large.

B. 1 2 3 4 5 C. 1 2 3 4 5
1,60 22 2 4 2 1,60 22 2 4 2

19. The scale on the water tank is confusing, showing both mugs and cups.
B. 1 2 3 4 5 C. 1 2 3 4 5

2,17 17 3 2 4 4 2,23 17 2 2 5 4
20. The integrated handle on the water tank is difficult to find.

B. 1 2 3 4 5 C. 1 2 3 4 5
1,87 18 4 4 2 2 1,93 20 1 3 3 3

21. The integrated handle on the water tank does no feel comfortable when holding.
B. 1 2 3 4 5 C. 1 2 3 4 5

2,47 12 4 7 2 5 2,47 14 2 6 2 6
22. The left hand does not fit in the integrated handle on the water tank. 

B. 1 2 3 4 5 C. 1 2 3 4 5
2,47 7 7 11 5 2,53 8 6 10 4 2

23. When you fill the water tank with water you find yourself in an awkward position, holding the water tank and turning on and off the water tap.
B. 1 2 3 4 5 C. 1 2 3 4 5

2,63 12 4 2 7 5 2,73 12 2 5 4 7
    24. You forget that you don’t have to take off the lid from the water tank when you should fill it with water.

B. 1 2 3 4 5 C. 1 2 3 4 5
1,97 16 5 3 6 2,20 15 5 3 3 4

Negative aspects with the hole appearance of the machine:
25. You don’t like the button; you would rather have a button that you could turn.

B. 1 2 3 4 5 C. 1 2 3 4 5
1,23 26 2 1 1 1,27 25 2 3

26. You don’t like that you can see the buttons.
B. 1 2 3 4 5 C. 1 2 3 4 5

1,57 23 2 2 1 2 1,50 24 2 1 1 2
27. When placing the machine in a cupboard (or when lifting it from a cupboard) you get the feeling that it will fall apart and parts will fall over you.

B. 1 2 3 4 5 C. 1 2 3 4 5
2,53 12 5 4 3 6 2,87 8 7 2 7 6

28. It is clumsy to move.
B. 1 2 3 4 5 C. 1 2 3 4 5

2,53 10 8 4 2 6 2,77 10 5 5 2 8
29. The machine can only be placed in one position to reach all functions.

B. 1 2 3 4 5 C. 1 2 3 4 5
2,37 8 8 10 3 1 2,40 9 7 8 5 1

30. The stainless steel creates a too sharp contrast to the plastic. 
B. 1 2 3 4 5 C. 1 2 3 4 5

1,63 20 3 6 1 1,60 21 4 3 2
31. It is too many materials - glass plastic and stainless steel.

B. 1 2 3 4 5 C. 1 2 3 4 5
2,07 16 3 5 5 1 2,13 17 2 4 4 3

32. It does not look nice to mix glossy and dull plastic.
B. 1 2 3 4 5 C. 1 2 3 4 5

1,73 18 6 4 2 1,73 20 3 4 1 2
33. The design looks too expensive.

B. 1 2 3 4 5 C. 1 2 3 4 5
1,37 24 2 3 1 1,33 24 4 1 1

34. Since the water tank is placed behind it looks like two separate machines.
B. 1 2 3 4 5 C. 1 2 3 4 5

2,47 12 6 4 2 6 2,27 14 7 2 1 6
35. It can not make an espresso.

B. 1 2 3 4 5 C. 1 2 3 4 5
1,50 23 4 1 2 1,43 25 1 2 2

36. The packaging poorly visualizes how the machine really looks in reality.
B. 1 2 3 4 5 C. 1 2 3 4 5

2,90 9 3 4 10 4 3,03 11 1 3 6 9
37. It looks too plastic.

B. 1 2 3 4 5 C. 1 2 3 4 5
2,47 10 6 8 2 4 2,47 10 7 7 1 5

38. It looks like a food processor.
B. 1 2 3 4 5 C. 1 2 3 4 5

1,40 24 3 1 1 1 1,53 23 2 3 2
39. You miss an integrated coffee mill.

B. 1 2 3 4 5 C. 1 2 3 4 5
1,30 25 2 2 1 1,27 25 3 1 1

40. Its silhouette is too wide.
B. 1 2 3 4 5 C. 1 2 3 4 5

2,50 7 9 7 6 1 2,23 10 10 4 5 1
41. It is too high.

B. 1 2 3 4 5 C. 1 2 3 4 5
1,60 22 3 2 1 2 1,63 21 4 2 1 2

42. It looks like the machine still has some packaging left, due to the frame.
B. 1 2 3 4 5 C. 1 2 3 4 5

1,87 14 10 3 2 1 1,83 16 7 5 2
43. The frame takes to much of its appearance, it looks to compact.

B. 1 2 3 4 5 C. 1 2 3 4 5
2,10 18 2 3 3 4 2,33 15 3 4 3 5

44. It is hard to put the cord back to its hidden position.
B. 1 2 3 4 5 C. 1 2 3 4 5

4,40 2 2 8 18 4,23 2 3 1 4 20



 64

APPENDIX 3 – Competitor research, most sold models 
Pictures and results from tests of the most sold models in Sweden during the period January 
07- August 07 (within the interesting price segment for this master thesis, 20-70 Euros and 
only machines with glass jugs, two models from Bosch are also represented). The figure 
before the name of the model represents their placement on the list. Available colors and 
special advantages are illustrated. Advantages (+) and disadvantages (-) consider features 
and design aspects from: 

• Retail sellers 
• Employees at the actual company 
• Answers in interviews and the mail survey 
• Published test results from 

o “Gut Gebrüht”- Test of 13 Coffee makers published in “test”, Nr 1 2007, 
January Germany  

o “Låt kaffet smaka”- Test of 10 coffee amkers published in “Leva & Bo”, 23-
24 September 2006, Sweden 

o ”Kaffeliv med filter”- Test of 18 traditional coffee makers published in 
TAENK,  2006, May, Denmark 

 
Common disadvantages that are not represented in the table are: 

• Lacking of cord holder  
• Lacking of Drip- Stop1 

 
All of the models have a coffee jug that can contain 10-15 cups of coffee, except nr 13 
which contains up to 5 cups.  

 
 

 
 
1. Braun KF 550 Aroma Passion 

• Black 
+ Water filtration system for optimal taste 
+ Automatic switch off after two hours  
+ Open, non-slipping handle 
+ Filter release system for convenient handling  
+ Pivoting filter basket with overflow protection  
+Take-out filter basket for easy filling   
+ Drip-stop / pause and serve feature  
+ Integrated cord storage compartment 
+ button for automatic opening of the filter jug 
 
- Ugly handle 
 
Highest mark in RÅD & RÖN! 
One of the best models on the market!2 
 

 
     

 
 

                                                 
1 If the jug is moved from its normal position when the coffee brewing is on-going the coffee canal is closed 
and you can therefore serve coffee before the whole coffee amount has reached the coffee jug. 
2 http://www.bergaliden.com/previewprod.asp?ID=2924&cat=279&hid=, 29th October 2007  
** All pictures are from www.prisjakt.se and www.pricerunner.se  
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2. Melitta M 622-1 LOOK AROMAGIC 

• Black 
 
 

+ IBS – Melitta’s unique  Interval- 
Brewing-System. Right temperate water is equally distributed 
over the coffee 
+ Nice deign with grey handle and filter jug 
 
- No special features, “just normal” 
 
 
 

 

 
 
3.  Melitta M630 Cafe fun de luxe  

• Black 
• Blue 
• White 
 

 
+ Aroma selection 
+ Drip stop 
 
- too many shapes 
 

 

 
 

 
4. Philips HD-7448  

• Black 
 

+ take out filter basket 
+ cable storage 
+ Drip-stop 
 
- Ugly handle, takes to much attention 
- Looks old-fashioned 
- The water tank looks cheap 
 

 
 
 
 
 
 
 
 
 
 
 
 

 
5. Philips HD7446 

• White 
 

+ Compact design: easy to storage in a cupboard 
 
- Ugly  
- Looks cheap 
- Ugly and to big handle 
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8. Philips Essence HD7624 

• Black 
 

 
+ Cable storage 
+ Aroma selection 
+ Nice clean design 
 
- The handle looks funny, takes to much attention  
 

 

 
 
9. Bosch TKA 1401/ TKA 1401 N 

• White 
• The most sold model of Bosch. 
 

+ Drip stop 
+ Clean design 
+ Easy to move 
 
- Looks very simple 

 
 
 
 
 
 
 
 
 
 

 
10. Melitta M641-1/-212/-1012 look de luxe 

• Black 
• Blue 
 
 

+ level on the fixation of the handle on the coffe jug. 
+ Automatic switch off after two hours 
+ Aroma selection 
 
- A too compact design 
- Plastic feeling 
- Boring shape of the jug 
 

 

 
  

 
14. Melitta M720-1 Single 5   

• Blue 
• White 
 

 
+ Perfect for single households 
+ Easy to move 
 
- The blue one’s colour mixture is ugly 

 
 
 
 
 
 
 
 
 
 
 

16. Braun KF 500 Aroma Passion 
• White 
 

 
+ Open, non-slipping handle 
+ button for automatic opening of the filter jug 
+ Drip stop 
 
- Ugly and too big handle 
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18. Braun KF410 Aromaster Plus   

• Black 
 

+ Ergonomically opened handleandle 
+ Drip stop 
+ Rapid Brew-system, optimal brew    temperature 
 
- Too big handle 
- Too deep silhouette 
 

 
 
20. Philips HD7583 

• Grey/metal 
 
+ Drip stop 
+ Cord storage 
+ nice color combination 
 
- The handle is to big 
 

 
22. C3 30-30660 Design 

• Stainless steel 
 
+ Innovative 
+ Electronically control with 24-hours LCD-clock.  
+ Drip stop 
+Auto Shut off  
+ Timer function 
+ Programmable 
+ Easy to move 
 
- Compact  

 

 
 
25. Philips HD7583 

• Grey/metal 
 
+ Drip stop 
+ Cord storage 
+ nice colour combination 
 
- The handle is to big 
 
 
  
 
27. Braun KF 400 Aromaster Plus 

• white 
  
+ Drip stop 
 
- Looks to simple 
- Looks boring 
- Ugly and too big handle 
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APPENDIX 4 – Competitor research 
Competitor research of models mostly in the premium price segment >70 €.  
  
Mocca master Club line 

• Red, white, black grey and stainless steel ( the 
stainless steel variant is the most sold model of 
Moccamaster, 75-80 % of  the sold units3) 

• ~160 € 
 
+ A “classic” model 
+ All retail sellers recommend this model when I ask “Which 
coffee machine do you recommend” 
+ Rubber feet 
+ Drip stop 
+ 5 years guarantee 
+ Separate heating element on the heating 
- Expensive 
- The jug’s handle is not comfortable and feels fragile 
- Clumsy to move 

 

 
 
OBH Nordica King of Coffee  

• Pearl White  
• Red chilli 
• ~130 € 

 
+ Auto Shut off 
+ Drip stop 
 
- Ugly handle 
- looks and feel fragile and unstable 

 
 

 
 
OBH Nordica Symphony Steel 

• Stainless steel 
• ~90 € 

 
+ Auto Shut off 
+ Drip stop 
+ Clean design 
+ Looks light 
+ Easy to move 
+ Nice looking handle 
 
- Looks different 
- Too high 
 

 

 
Philips HD 5410 Gourmet  

• Brusched aluminium 
• ~130 € 

 
+  Exklusive brusched aluminium design.  
+ Auto Shut off 
+ The surface is treated to resist scratches and fingerprints 
+ Total different and new model 
+ The water boils 
 
- Steam in the kitchen  
- High 

 

                                                 
3 Announcement from Pär Rosell in an interview 20th October, Employee at Wilfa 
** All pictures are from www.prisjakt.se and www.pricerunner.se 
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AEG KF 4040 
 

• Silver, black and white 
• ~60 € 

 
+ Drip stop 
+ Removable filter jug 
+ Auto shut off 
+ Compact 
 
- Compact, looks clumsy 
  

 

 
AEG KAM 200 

• Black 
• ~100 € 

 
+ Aroma selection 
+ Drip stop 
+ Timer function 
+ Integrated Lime filter 
+ Auto shut off 
+ Integrated coffee mill 
- Too high 
- Ugly handle 
- Wrong color on the timer 

 

 
 
Kenwood EON  

• Aluminium 
• ~180 € 
 

+ Electronic ”lime warner” 
+ Auto Shut off 
+ Drip Stop 
+ coffee measuring cup follows  
+ Clean 
+” New handle” 
 
- The handle can be warm 
- Looks nude  
 
Philips HD7686 

• Black, withe 
• ~50 € 
 

+ Cord storage 
+ Aroma control 
+ weighing-machine for perfect coffee amount 
+ Drip stop 
+ Auto Shut off 
+ “Lime reminder” 
- Looks heavy 
- Cheap water tank 
 

 

 
Rowenta Morrison 

• White 
• ~140  € 
 

+ Compact, integrated features 
+Illuminated on/off switch 
+ Easy grip handle 
+ Removable filter holder 
+ Clean Scandinavian design 
+ Auto Shut off 
 
- Clumsy coffee jug 
- Easy to begrime 
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APPENDIX 5 – Tables with survey results 
 
In this appendix data is presented to the survey questions. 
 
TABLE 8. Where do you live? 

 
TABLE 9. How old are you? 

 
TABLE 10. Gender? 

Gender 
Sweden 

n 
Sweden 

% 
Denmark

n 
Denmark

% 
Norway 

n 
Norway 

% 
Finland 

n 
Finland 

% 
Σ 
n 

Σ 
% 

Female 52 33% 14 9% 14 9% 10 6% 90 57% 
Male 40 25% 11 7% 6 4% 10 6% 67 43% 
Σ 92 59% 25 16% 20 13% 20 13% 157 100% 
 
TABLE 11. Do you often spend time in your kitchen also when you do not eat or cook? 
Answer n % 
Yes 97 62% 

No 60 28% 

Σ 157 100% 
 
TABLE 12. Is it important that your kitchen appliances have similar designs? 
 
Answer 

Non BSH employee 
N 

Non BSH employee 
% 

BSH employee 
n 

BSH employee 
% 

Σ 
n 

Yes 67 43% 44 28% 111 
No 31 20% 9 6% 40 
Do not know 5 3% 1 1% 6 
Σ 103 66% 54 35% 157 
 
TABLE 13. Is it important that your kitchen appliances are of the same brand? 

Answer 
Non BSH employee 

N 
Non BSH employee 

% 
BSH employee

n 
BSH employee 

% 
Σ 
n 

Yes 24 15% 24 15% 48 
No 74 47% 29 18% 103 
Do not know 5 3% 1 1% 6 
Σ 103 65% 54 34% 157 
 

 
Country 

Non BSH employee 
n 

Non BSH employee 
% 

BSH employee 
n 

BSH employee 
% 

Σ 
n 

Σ 
% 

Sweden 74 47% 18 11% 92 59% 
Denmark 8 5% 17 11% 25 16% 
Norway 13 8% 7 4% 20 13% 
Finland 8 5% 12 8% 20 13% 
Σ 103 66% 54 34% 157 100% 

 
Age 

Sweden 
n 

Sweden 
% 

Denmark 
n 

Denmark 
% 

Norway 
n 

Norway 
% 

Finland 
n 

Finland 
% 

Σ 
n 

Σ 
% 

20-29 32 20% 2 1% 7 4% 1 1% 42 27% 
30-39 21 13% 11 7% 7 4% 5 3% 44 28% 
40-49 18 11% 7 4% 2 1% 8 5% 35 22% 
50-59 9 6% 3 2% 3 2% 4 3% 19 12% 
>60 12 8% 2 1% 1 1% 2 1% 17 11% 
Σ 92 59% 25 16% 20 13% 20 13% 157 100% 
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TABLE 14. Which appliances do you have in your kitchen and are they placed visible also 
when you do not use them? 

Answer 
Yes- 

visible 
Yes- 

visible 
Yes - but 
not visible 

Yes - 
but not 
visible 

∑ 
n Answer 

Yes- 
visible

Yes- 
visible

Yes - but 
not visible 

Yes – but 
not visible 

∑ 
     n 

Toaster 73 46% 59 38% 132 
Hand 
blender 7 4% 94 60% 101 

Filter coffee 
machine 103 66% 26 17% 129 

Food 
processor 17 11% 71 45% 88 

Water 
kettle 87 55% 23 15% 110 Blender 21 13% 43 27% 64 

Stick mixer 16 10% 94 60% 110 
Espresso 
machine 51 32% 6 4% 57 

 
TABLE 15. Is there a brand with house hold appliances that has a typical Scandinavian 

design? 
Answer n % 

No 106 68% 

Yes 18 11% 

I do not know 33 21% 

Σ 157 100% 
 
TABLE 16. Which material/materials do you find typical for the Nordic countries? 

 
Sweden 

n 
Sweden

% 
Denmark

n 
Denmark

% 
Norway

n 
Norway

% 
Finland 

n 
Finland

% 
Σ 
n 

Σ 
% 

Stainless steel/brushed aluminum 35 20% 12 7% 6 3% 7 4% 60 34%

Wood 11 6% 7 4% 6 3% 3 2% 27 15%

Pale kinds of wood 18 10% 1 1% 2 1% 5 3% 26 15%

Glass 10 6% 3 2% 0 0% 2 1% 15 8% 

Glossy white plastic 8 4% 2 1% 2 1% 2 1% 14 8% 

Plastic 3 2% 0 0% 3 2% 3 2% 9 5% 

Granite 2 1% 0 0% 1 1% 2 1% 5 3% 

Iron 4 2% 0 0% 0 0% 0 0% 4 2% 
 
TABLE 17. Which material/materials do you find looks/look exclusive? 

 
Sweden 

n 
Sweden

% 
Denmark

n 
Denmark

% 
Norway

n 
Norway

% 
Finland 

n 
Finland

% 
Σ 
n 

Σ 
% 

Stainless steel/brushed aluminum 63 34% 7 4% 3 2% 16 9% 89 48%
Glossy materials 14 7% 3 2% 3 2% 4 2% 24 13%
Dark wood 2 1% 2 1% 2 1% 5 3% 11 6% 
Marble 5 3% 1 1% 3 2% 1 1% 10 5% 
Glass 4 2% 0 0% 3 2% 2 1% 9 5% 
Teak 1 1% 0 0% 3 2% 3 2% 7 4% 
Wood 6 3% 0 0% 0 0% 1 1% 7 4% 
Mahogny 1 1% 2 1% 0 0% 1 1% 4 2% 
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TABLE 18. Which color/colors do you find attractive on a filter coffee machine? 

 

Swede
n 
n 

Swede
n 
% 

Denmar
k 
n 

Denmar
k 
% 

Norwa
y 
n 

Norwa
y 
% 

Finlan
d 
n 

Finlan
d 
% 

Σ 
n 

Σ 
% 

Black + brushed aluminum/stainless 
steel 37 13% 14 5% 10 3% 9 3% 70

24
% 

Black 35 12% 8 3% 12 4% 9 3% 64
22
% 

Brushed aluminum/stainless steel 26 9% 3 1% 10 3% 2 1% 41
14
% 

White 11 4% 3 1% 0 0% 2 1% 16 5% 

Red 11 4% 2 1% 0 0% 1 0% 14 5% 

Accent colors on details 1 0% 2 1% 7 2% 1 0% 11 4% 

Chrome 2 1% 1 0% 0 0% 8 3% 11 4% 

Dark grey + blue 1 0% 1 0% 0 0% 7 2% 9 3% 

Brown + copper 0 0% 0 0% 0 0% 9 3% 9 3% 

Grey 6 2% 2 1% 0 0% 0 0% 8 3% 

Black + red 7 2% 0 0% 0 0% 1 0% 8 3% 

Dark green 1 0% 1 0% 0 0% 3 1% 5 2% 

 
TABLE 19. Do you have a filter coffee machine at home? 

Answer 
Non BSH employee 

n 
Non BSH employee

% 
BSH employee

n 
BSH employee 

% 
Σ 
n 

Σ 
% 

No 21 13% 6 4% 27 17% 
Yes 82 52% 48 31% 130 83% 
Σ 103 65% 54 35% 157 100% 

 
TABLE 20. What brand is your filter coffee machine? 

Brand 
Non BSH employee 

n 
Non BSH employee

% 
BSH employee

n 
BSH employee

% 
Σ 
n 

Σ 
% 

Bosch 17 13% 13 10% 30 23% 
Siemens 7 5% 20 15% 27 21% 
Moccamaster 12 9% 5 4% 17 13% 
Braun 13 10% 0 0% 13 10% 
Krups 10 8% 2 2% 12 9% 
Melitta 5 4% 3 2% 8 6% 
Philips 5 4% 2 2% 7 5% 
OBH Nordica 2 2% 0 0% 2 2% 
AEG 0 0% 1 1% 1 1% 

Hugin 1 1% 0 0% 1 1% 

Rowenta 0 0% 1 1% 1 1% 
Unknown 10 8% 1 1% 11 8% 
Σ 82 63% 48 37% 130 100% 

 
TABLE 21. Where do you store your filter coffee machine when you do not use it? 
Answer n % 
Visible 103 79% 

Not visible 27 21% 
Σ 130 100% 
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TABLE 22. How often do you use your filter coffee machine? 
Answer n % 
>3 times per day 13 10% 
1-2 times per day 51 39% 
A couple of times per week 27 21% 
A couple of times per month 7 5% 
Only when I become visit 30 23% 

Never 2 2% 
Σ 130 100% 
 
TABLE 23. How many cups do you usually make? 
Answer n % 
1-2  cups 13 10% 
3-4 cups 37 28% 
5-6 cups 29 22% 
6-7 cups 25 19% 
>8 cups 12 9% 

Do not know 14 11% 
Σ 130 100% 
 
TABLE 24. How many cups would you like a filter coffee machine to be able to make? 
Answer n % 
4 - 6 cups 7 4% 
8 cups 10 6% 
10 cups 50 32% 
12 cups 74 47% 
15 cups 6 4% 
20 cups 1 1% 

I do not know 9 6% 

Σ 157 100% 

 
TABLE 25. Why did you choose this particular machine? 

Reason 

Non BSH 
employee 

n 

Non BSH 
employee 

% 

BSH 
employee 

n 

BSH 
employee 

% 
Σ 
n 

Σ 
% 

I have not chosen it 45 35% 14 11% 59 46% 
It was the most good looking 18 14% 17 13% 35 27% 
It had been given good results in 
tests 10 8% 1 1% 11 9% 
It had nice features 6 5% 4 3% 10 8% 
It was the cheapest 2 2% 4 3% 6 5% 

Other reason 1 1% 4 3% 5 4% 
Its size was the best 3 2% 1 1% 4 3% 

Σ 85 65% 45 35% 
13
0 

100
% 

 
TABLE 26. If you were to buy a filter coffee machine today, do you know from which brand? 
Answer 
 

Non BSH employee 
n 

Non BSH employee
% 

BSH employee 
n 

BSH employee 
% 

Σ 
N 

No 67 43% 19 12% 86 
Yes 33 21% 34 22% 67 
Do not know 3 1% 1 0% 4 
Σ 103 65% 54 34% 157 
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TABLE 27. Brand? 

Brand 
Non BSH employee

n 
Non BSH employee

% 
BSH employee 

n 
BSH employee 

% 
Σ 
n 

Siemens 12 17% 24 34% 36 
Bosch 9 13% 13 19% 22 
Braun 2 3% 5 7% 7 
OBH Nordica 2 3% 0 0% 2 
Philips 1 1% 0 0% 1 
Moccamaster 9 11% 5 6% 14 
Alessi 1 1% 0 0% 1 
Meitta 1 1% 0 0% 1 
Total 37 51% 47 66% 70 

 
TABLE 28. How old is your filter coffee machine? 
Years 

Sweden 
n 

Sweden 
% 

Denmark
n 

Denmark
% 

Norway 
n 

Norway 
% 

Finland 
n 

Finland 
% 

Σ 
n 

Σ 
% 

>5 years 23 18% 7 5% 6 5% 6 5% 42 32% 
3-4 years 18 14% 9 7% 2 2% 5 4% 34 26% 
1-2 years 17 13% 3 2% 5 4% 4 3% 29 22% 
<1 year 15 12% 2 2% 4 3% 1 1% 22 17% 
I do not know 2 2% 1 1% 0 0% 0 0% 3 2% 
Σ 75 59% 22 17% 17 14% 16 13% 130 100% 

 
TABLE 29. Which parameters affect your choice of filter coffee machine? 
 
Parameter 

Non BSH employee
n 

Non BSH employee
% 

BSH employee 
n 

BSH employee 
% 

Σ 
n 

Marketing 5 1% 2 0% 7 
Brand 19 4% 15 3% 34 
Seller 7 1% 5 1% 12 
Quality 59 13% 37 8% 96 
Design 73 16% 41 9% 114 
Size 24 5% 8 2% 32 
Trend 6 1% 4 1% 10 
Color 33 7% 15 3% 48 
Status 2 0% 3 1% 5 
Price 30 6% 14 3% 44 
Recommendation 22 5% 5 1% 27 
Features 26 6% 12 3% 38 
Others 2 0% 1 0% 3 
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TABLE 30. Which features are most important for a filter coffee machine? 
 
Feature 

Non BSH employee
n 

Non BSH employee
% 

BSH employee
n 

BSH employee 
% 

Σ 
n 

Auto Shut-Off 65 41% 42 27% 107 
Timer 14 9% 5 3% 19 
Coffee weight function 5 3% 3 2% 8 
Decalcification indicator 9 6% 5 3% 14 
Auto-decalcification 23 15% 14 9% 37 
Removable filter jug 43 27% 19 12% 62 
Water level on the water tank 15 10% 6 4% 21 
Water level on the coffee jug 41 26% 15 10% 56 
Cord holder 10 6% 7 4% 17 
Digital Auto Shut- Off 5 3% 0 0% 5 
Removable water tank 43 27% 27 17% 70 
Aroma choice 30 19% 20 13% 50 
Other 6 4% 6 4% 12 
 
TABLE 31. How important are following features on a filter coffee machine? 

 
Feature 

Very 
Important 

n 

Very 
Important 

% 

Importan
t        
n 

Importan
t 

% 

Goo
d 
n 

Goo
d 
% 

Unnecessar
y 
n 

Unneces
sary 
% 

Σ 
n 

Removable water 
tank 61 39% 40 25% 28 18% 28 18% 157 
Coffee weight 
function 13 8% 19 12% 41 26% 84 54% 157 
Auto Shut-Off 84 54% 51 32% 14 9% 8 5% 157 
Timer function 22 14% 30 19% 52 33% 53 34% 157 

 
TABLE 32. Does design or price affect your choice of filter coffee machine the most? 
 
Answer 

Non BSH employee
n 

Non BSH employee
% 

BSH employee 
n 

BSH employee 
% 

Σ 
n 

Mostly design 19 13% 20 13% 39 
Much design 30 20% 18 12% 48 
Much price 29 19% 12 8% 41 
Mostly price 20 13% 2 1% 22 

Σ 98 65% 52 35% 150 
 
TABLE 33. Which model’s design appeals to you mostly? 

Model 
Non BSH employee

n 
Non BSH employee

% 
BSH employee 

n 
BSH employee 

% 
Σ 
n 

A 17 11% 15 10% 32 
B 7 4% 3 2% 10 
C 4 3% 5 3% 9 
D 3 2% 6 4% 9 
E 13 8% 12 8% 25 
F 8 5% 1 1% 9 
G 30 19% 7 4% 37 
H 3 2% 1 1% 4 
I 18 11% 4 3% 22 
Σ 103 66% 54 34% 157 
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TABLE 34. Which model looks most expensive? 
Answer 
 

Non BSH employee 
n 

Percentage 
% 

BSH employee
n 

Percentage 
% 

Σ 
n 

Σ 
% 

A 5 3% 1 1% 6 4% 
B 8 5% 1 1% 9 6% 
C 13 8% 9 6% 22 14% 
D 2 1% 2 1% 4 2% 
E 27 17% 16 10% 43 27% 
F 0 0% 6 4% 6 4% 
G 25 16% 9 6% 34 22% 
H 4 3% 2 1% 6 4% 

I 19 12% 6 4% 25 16% 
Σ 103 65% 52 34% 155 99% 

 
TABLE 35. Would you pay more for a filter coffee machine because of its design? 
 
Answer 

Non BSH employee 
n 

Non BSH employee
% 

BSH employee
n 

BSH employee
% 

Σ 
n 

Σ 
% 

No 17 11% 6 4% 23 15% 
Yes 82 54% 48 31% 130 85% 
Σ 99 65% 54 35% 153 100% 

 
 

TABLE 36. Do you experience any problems in any specific procedure when making coffee 
on a filter coffee machine? 

  n % 
Yes 37 24% 
No 120 76% 
Σ 157 100% 

 
TABLE 37. What kind of problems? 
  n % 
Cleaning 14 38% 
Coffee strength 19 51% 

Filling water 2 5,4% 
Clumsy to move 1 2,7% 
Changing filter 1 2,7% 
Σ 37 100% 
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APPENDIX 6 – Drawing of the new design 
Below follows a drawing with the visible measurements.  The filter jug and the coffee jug 
is not illustrated due to the fact that they still have the same shape in the new design as in 
the filter coffee model within the private collection (but with increased dimensions since 
the capacity is increased).  
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APPENDIX 7 – The water flow in the new design 
Below follows a rough drawing over which way the water is supposed to go for reaching 
the coffee jug from the water tank.  
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