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The Accessibility Starts at Home Brand Report Card
Australians who are blind or have low vision continue to face significant barriers when purchasing and using home appliances. 
However, Vision Australia’s 2025 Home Appliance Survey also revealed encouraging signs that some manufacturers are beginning to improve accessibility through smarter interfaces, companion apps, voice guidance and more thoughtful design features.
The findings show that limited progress is being made, but inconsistently.
They also revealed that products described as accessible are often not independently usable in practice. There is an important difference between accessible features and genuinely usable design.
While some brands are demonstrating some accessibility movement in specific categories, no manufacturer currently provides consistently accessible experiences across their full appliance range. Consumers are often required to rely on workarounds, app integration, memorisation, tactile markers or sighted assistance to operate products independently.
Consumers who are blind or have low vision are also often faced with limited choice and higher costs. Accessible features are commonly found only in basic models with fewer functions, or premium products with significantly higher price points. This means many are unable to choose appliances based on preference, lifestyle, or affordability, and instead must prioritise accessibility above all else. In contrast, sighted consumers are generally able to compare products based on convenience, design, features, and cost without needing to consider whether they can independently use the product at all.
Our report highlights both the brands and features consumers identified as improving accessibility and the systemic design gaps that continue to limit independence for people who are blind or have low vision.
Importantly, the research shows that accessibility is achievable when manufacturers prioritise inclusive design. Some features blind and low vision consumers value include:
· tactile controls,
· strong contrast, 
· audio feedback,
· accessible apps,
· simplified interfaces, and
· voice assistance.
What’s needed now is greater consistency, collaboration, and commitment from manufacturers to embed inclusive design into mainstream product development from the beginning.
Accessibility assessment criteria
Products and brands were assessed based on features identified by consumers who are blind or have low vision as critical for independent use, including:
· tactile controls,
· audio feedback,
· screen reader compatibility,
· contrast and readability,
· app accessibility,
· ease of setup,
· independent operation without sighted assistance, and
· consistency across product ranges.
Key industry insights
Progress is happening, but not consistently or at a level that delivers reliable independent use.
In the survey, several manufacturers were recognised for features that improve usability for people who are blind or have low vision, particularly through smart home integration and companion apps.
Popular brands including Samsung, Bosch, LG, Sony and Miele were frequently identified by consumers as offering features that support greater independence.
However, accessibility often varies significantly between models, across product categories, depending on app compatibility, and after software updates.
Consumers reported that identifying accessible products remains difficult both online and in-store.
Accessibility leaders by category
The following findings reflect the experiences and feedback shared by those who completed the Vision Australia’s 2025 Home Appliance Survey
Washing machines and dryers
Leading brand: Bosch
Bosch washing machines and dryers compatible with the Home Connect app were identified as among the more accessible options currently available, particularly for users who are blind and rely on screen readers or smartphone controls.
Consumers valued the ability to independently manage settings through their smart devices.
Other brands showing progress
Samsung
Samsung’s SmartThings-compatible appliances were also recognised positively, with consumers valuing app-based control and smart home integration. 
However, some users reported challenges with setup complexity and inconsistent screen reader support.
Speed Queen
Traditional dial and button controls made some models easier to operate for users with low vision. Tactile controls and strong visual contrast were highly valued by participants.
Key insight
Consumers consistently noted that app integration improves accessibility, but appliances themselves are often not independently accessible without digital support or setup assistance. Consumers also noted that software updates can impact accessibility features and usability over time.
Dishwashers
Leading brand: Bosch
Bosch dishwashers with Home Connect integration were frequently identified as more usable than competing products due to app compatibility and clearer interaction pathways.
Other brands showing progress
Miele
Miele’s MobileControl and voice control integrations were recognised as promising accessibility features, particularly for users already using smart home ecosystems.
Key insight
Accessible functionality is increasingly tied to companion apps rather than built-in appliance interfaces and controls.
Microwaves
Leading brand: Vision Australia 
The Vision Australia Talking Microwave stood out for its audio feedback and non-visual operation, allowing blind users to independently access functions without relying on visual displays.
Other brands showing progress
LG
Some LG microwaves were recognised for stronger display contrast and app connectivity through ThinQ integration.
Key insight
Many mainstream microwaves continue to rely heavily on flat touch panels, creating barriers for blind users despite improvements in visual design for low vision consumers.
Ovens and cooktops
Consumers identified smart-enabled ovens from Samsung as among the more accessible mainstream options currently available.
However, cooktops emerged as one of the most challenging appliance categories overall due to the widespread use of flat touch controls and the lack of tactile navigation.
Specialist products such as talking induction hobs remain among the only independently usable options for many blind consumers. Concerningly, we also learnt that one blind participant finds the only way to use his cooktop is by holding his hand over the burner to know which one is turning on.
Key insight
The move toward minimalist touchscreen design for a sleek appearance is reducing accessibility in core household appliances. Not a single brand stood out as being a leader.
What our community told us
Consumers repeatedly described accessibility as:
· inconsistent,
· difficult to identify before purchase,
· dependent on apps or adaptations,
· rarely considered in mainstream appliance design.
They also highlighted a growing divide between ‘smart appliances’ and independently usable appliances.
One common theme emerged clearly: Modern appliances are becoming more technologically advanced and sleek in their design but are often not more accessible.
In-store experience
Vision Australia staff visited major appliance retailers to better understand the customer experience firsthand.
Key observations included:
· retail staff often understood app connectivity, but not app accessibility,
· many newer appliances relied entirely on touchscreen interfaces,
· accessibility information was rarely visible at point of sale, and
· even sighted consumers struggled to identify which products included meaningful accessibility features.
The findings reinforce the need for manufacturers to work directly with the disability community during product design and testing. A person’s level of vision should not limit their ability to choose, use, and enjoy products in their own home.
The opportunity for manufacturers
The results of this report card demonstrate that accessible design is not only possible, it already exists in parts of the market. The opportunity now is for manufacturers to make these features more consistently available across mainstream products.
Consumers clearly identified the features that improve usability, and so the next step is ensuring these features are embedded consistently across product ranges, rather than appearing only in select premium models or specialist products.
Accessibility should not depend on luck, workarounds, or prior knowledge.
It should be part of good product design from the beginning.
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