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65




Pinferest .3 Sony Digital Camera .3
Snapchat .4 Olympus Digital Camera .4
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Soucre: www.equitrend.com
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Yolololo'c Bosch WAQ28461GB, 17 Oct 2012
By Washer Woman - See all my reviews

Amazon Ver durchase (What is this?)

from: Bosch WAQ28461GB - 1400 Spin 8Kg Washing Machine in White Finish with Black

This review is
Door (Misc.)
I chose this washing machine having read the excellent Which report. I have used
most of the programs and am completely satisfied with the results. It is possible to
chose water temperature, spin speeds and adjust the length of wash to suit yourself
on most programs. I would recommend to a friend.

.....

Yo't Great Value Bosch, 12 Oct 2012

By Chris, Sutton - See all my reviews
zon Verified Purchase (What is this?)

This review is from: Bosch WAQ28461GB - 1400 Spin 8Kg Washing Machine in White Finish with Black

Door (Misc.)

I would strongly recommend this machine. It's great value for money. Its variety of

modes caters for all conceivable types of garments, it uses less water and you hardly

notice it's on. It also gets the clothes clean! Fancy that!!
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