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Bosch isn't selling

an appliance.

They're selling the
end of an argument.

BOSCH INDIA
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THE SIGNAL

A dishwasher IS not

a kitchen upgrade.
It's a power move.

3% 43% 31%

dishwashing causes see it as challenging mid-income women
tension at home gender expectations who see it as feminist
(vs 22% upper-income)

THE COUNTERINTUITIVE FINDING
Middle-income women (31%) more likely than upper-income (22%) to see a dishwasher
as a gender role challenger. The aspiration is fairness — not luxury.
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Bosch Is winning
a culture war

01 MESSAGING
29% buy to 'eliminate a task that feels unfairly distributed.' Nobody buys a Bosch ad for that.

02 POSITIONING

'Elevate your kitchen' is wrong. The winning line is 'eliminate the argument.' Premium = fairness, not
aesthetics.

03 AUDIENCE

Middle-income women are your most motivated buyer — and your least targeted. Flip the media
plan.

54% rank "making household responsibilities more equitable" as top dishwasher purchase driver.
Only 5% cite "demonstrating household modernisation.” The luxury angle is dead.



LANGOOR

India’s leading digital marketing agency

If the real product
Is fairness — why

73% of your buyer is arguing about dishes.
0% of your advertising acknowledges it.

Langoor POV:

The next Bosch dishwasher campaign doesn't
live in a kitchen magazine.

It lives in the conversation urban Indian
couples are already having.

What story should Bosch be telling? |



