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Unmet Needs: _@_

“The brand purpose and strategy
elevates the brand beyond the
product functionality and puts our Maker
> A need to be noticed, at the ceqter of everythirjg we do as a

brand. This Maker-centric mindset is
understood and remembered — permeating our entire organization,
not only for their most famous well beyond the brand team, and
product, the Kitchenaid Mixer, creating a palpable energy.”

but also for everything else they - Jon Bellante, Global Marketing, KitchenAid
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Impact

> The brand saw a 14%
growth in “Joyful” social
sentiment versus prior
period

The brand saw a 13.8%
growth in market share fc
large appliance

> The brand saw a 38%

> A distinctive, emotional
positioning

A look inside our research that helped
inspire Kitchenaid’s award-winning
campaign “The Mark of a Maker”
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The Methodology

To identify the richest opportunity for the
brand, Kitchenaid partnered with Olson
Zaltman, along with other creative and
research agencies, to focus their research on
four key dimensions:

cultural deep & dynamics = the brand’s
context of thorough of the point of growth in brand
cooking consumer appliance = difference
immersion category awareness for small

appliances

Data-backed and insight-driven,
Kitchenaid orchestrated a dynamic,
personalized campaign, designed to
connect with their consumers

on three levels:

Heart - designed to make an authentic

connection during moments consumers are
pursuing their passion for cooking

We conducted in-depth interviews with
@‘ “Passionate Makers,” both inside and
outside of the kitchen, to better

understand their creative process.

We leveraged our ZMET technique to The campaign, Head - Kitchenaid’s product advertising
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the center of every touchpoint





