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BRONZE, Fashion, Beauty & Home 
Campaign Title: JennAir Bound By Nothing 
Year the campaign took place: 2018 
 

 
 
Brand: JennAir 
Creative Agency: Digitas, Darkhorse 
Media Company/Agency: 
Research Company: 
Additional Affiliated Companies: MSL 
 
 
Summary of the marketing challenge, methodology, insight 
discovered, creative execution and business impact. 
 

The Challenge: Once regarded as a super-premium appliance pioneer, 
JennAir had become irrelevant among strong competition peddling the 
same version of luxury. 
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Methodology: Qualitative and quantitative research into emerging 
affluent consumers and the designers/architects who influence their 
appliance decisions. 
 
The Insight: JENNAIR needed to reject expected definitions of luxury 
and embrace a truth core to their DNA: progress demands defiance. 
The Idea: Tear down old luxury to end category stagnation and eclipse 
the importance of status with the pursuit of progress. 
 
The Results: JENNAIR turned heads, reversed declining brand health 
metrics, and even raised sales by 11% in just six months. 

 
CONSUMER INSIGHT 
 

Without defiance, there can be no progress. 
 
MARKETING CHALLENGE 
 

A fall from fame: JennAir was once known for its revolutionary premium 
appliance offering—innovation that introduced new sight lines in kitchen 
design, making the "openconcept" possible in the 1960s. But by 2014, 
JennAir had become an empty shell of its market-changing past. Years of 
resting on its laurels left the brand vulnerable and significantly declining, 
awareness dropping year-over-year.1 Sensing weakness, the new market 
leader Sub-Zero Wolf turned up the heat.2  
 
The default was dominating: Sub-Zero Wolf had become a ubiquitous 
status symbol in high-end homes everywhere—a rarely questioned choice 
among the wealthy elite who blindly desired “the best.” In their wide 
shadow, JennAir seemed out of touch and was described as cheap “entry-
level luxury,” causing consideration to plummet.3 JennAir and its legacy of 
innovation were at risk of total irrelevance.  
 
A need to overcome stagnation: This was a critical moment that 
demanded honesty about what to do with the little remaining equity of 
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the brand. JennAir had become what it feared the most: stagnant. And 
with barely any positive association left, JennAir could either keep 
marching forward, or embrace the spirit of defiance written within its 
DNA. We chose rebirth.  
 
Putting complacency in the crosshairs: Sub-Zero Wolf was a looming 
giant in the category, but their success was symptomatic of a larger 
problem: people had come to expect the same one-size-fits-all approach 
to high-end kitchen design. Taking down the market leader wouldn’t 
eradicate the issue, so we set our sights on ending the reign of 
complacency in luxury.  
 
We arrived at a key mission…  
 
Free the category from boredom so people have a reason to covet 
JennAir, and their kitchens, again. 

 
METHODOLOGY 
 

Sub-Zero Wolf had cornered the market on the high-end herd: status-
driven materialists who flock to the same brands to signal their wealth. 
This inherent conformity made them an easy target, but plans to 
outshout the market leader would be futile. So we made the purposeful 
decision to pursue rising affluents (350k+ HHI, M/F, 35-44), who proudly 
didn't fit that mold. To truly understand them, we conducted immersive 
research.  
 
They seek progress: Born leaders who reject the concept of parity. 
Their place in the world was earned, not inherited. When dreaming of 
their kitchen, they described it as a "sanctuary" and "launch pad" more 
than a room for "cooking" or "entertaining"4 . It seemed their outlook on 
life, and the kitchen, were in conflict with the uninspired reality of 
premium appliances.  
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They partner with tastemakers: We found a majority collaborated with 
interior designers or architects to articulate their kitchen vision. 
Throughout each phase of their appliance shopping journey, these 
partners influenced 60%+ of decisions3 . This was an overlooked source 
of opportunity. If we could sway a select group of these tastemakers, the 
rippling effects could help JennAir gain traction.  
 
Abandoning loyalists and the well-to-do masses was fundamental to this 
strategic evolution. 

 
CREATIVE EXECUTION 
 

Bound by NothingTM: This was a new operating system. A platform that 
pushed off the expected confines of luxury and elevated JennAir from the 
appliance category to the world of fashion, art, and music. It delivered 
the thrill of uncommon for people who demand more of themselves and 
of their homes.  
 
Reclaiming our rightful spot in their dreams and concrete plans for high-
end kitchens required calculated contradiction of category norms. We 
needed to trigger a reappraisal that would, in turn, illuminate the 
competition as false idols in the eyes of our audience. So we devised a 
plan with three core pillars:  
 
(1) Signal the rise of a new JennAir  
We didn’t want people to recognize anything old in the new JennAir, so 
we thoughtfully recalibrated our visual identity. Decidedly against the 
flashy badges of old luxury brands, we created a new brand mark—a 
subtle insignia of noncompliance. We hand-crafted an algorithmic 
typeface for communications that was never the same twice. And we 
boldly committed to our mission with a film that embodied the spirit of 
living limitlessly, introducing our products in unexpected settings far 
beyond the white-washed kitchen set.  
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We pushed the category from “premium stainless steel” to “progress by 
design”.  
 
(2) Incept those searching for something new  
We shut down our digital presence and rebooted it overnight. New 
content provoked those mindlessly scrolling to open their eyes to new 
luxury. On modern design sites, we intercepted both audiences seeking 
inspiration with evocative design that stood in stark contrast to propped 
vignettes. On Instagram, we released posts that pieced together to form 
a visual brand manifesto. This new outlook invoked the vitriol of current 
followers, and attracted the interest and accolades of a new crowd.  
 
We instigated a category shift from “how a kitchen looks” to “how a 
kitchen can make you feel”. 
 
(3) Invite people to touch the future of high-end design  
What the brand offered was viscerally different, so we knew getting 
people to experience it live was critical. So we decided to create a scene 
at the Architectural Digest Home Design Show, one of the largest of its 
kind; instead of staging the same fake fruit propped kitchen like everyone 
else, we stood up a sensorial labyrinth that beckoned the curious. Each 
room exhibited our products like art, while leather-clad performance 
artists encouraged people to touch. Quickly, a line formed at the 
entrance, spilling over into the Sub-Zero Wolf booth sitting quietly next 
door. Select interior designers and architects were invited to an exclusive 
after party where we unveiled future innovations, and provided them a 
new toolkit to bring JennAir design to prospective clients.  

 
We evolved the kitchen norm from “a bound artifact of the home” to “an 
unbound source of potential”. 
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BUSINESS RESULTS/LESSONS LEARNED 
 

“Bound By Nothing” created shockwaves throughout the category, 
reversing course for the brand in a matter of months, and reigniting 
demand.  
 
Sales increased by +11% [vs. same period FY2017] despite a 5.8% 
price hike that would normally cause a 4% decrease, per category norm. 
And despite the fact that the innovative new products we were marketing 
weren’t even available yet.  
 
The campaign triggered retailer partners to rethink JennAir—increasing 
flooring commitments by 86% [vs. same period FY2017].  
 
We achieved this by...  
 
Attracting new attention to JennAir…  

• Unaided Awareness increased by +5% (Goal +2%), reversing 16 
quarters of decline.  
 

Making JennAir a coveted luxury appliance brand once again... 
• Consideration increased by +4 points (Goal +2%), reversing 16 

quarters of decline.  
• Consideration among luxury designers and architects increased by 

+10 points (Goal +2)  
• “Most Preferred Brand” increased by +13 points (Goal: 

maintenance) among luxury designers and architects  
 

Inciting like-minded individuals to champion the brand mission...  
• Positive Sentiment increased by 18% (Goal +5%) over FY2017.  
• The brand earned 970 million media impressions, 97% of which 

were favorable  
• The brand’s booth experience took home “Best in Show” at the 

Architectural Digest Home Design Show and WestEdge Design Fair, 
earning the accolades of professionals for the first time in the 
brand’s history. 


