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WITH THE INTRODUCTION OF STAINLESS STEEL
CABINETRY, VIKING OFFERS THE MOST COMPLETE
OUTDOOR PRODUCTS LINEUP IN THE INDUSTRY

When it comes to kitchen design, the newest
thing under the sun is, literally, the sun, as
today's kitchens take to the great outdoors in
ever-increasing numbers. The outdoor fla-
vors, the experience of enjoying food hot off
the grill, the fresh air environment — these all
create a unique experience that consumers
not only desire, but also are willing to invest
in. And, while a simple barbeque grill may
once have sufficed, today's outdoor cooking
centers now are complete outdoor kitchens.

“Outdoor areas like gardens and patios
are now often considered rooms of the
house. Since cooking and entertaining are
such popular indoor activities, consumers

are making the natural transition to doing

these activities outdoors,” says Sue Bailey,
Viking Range Corporation manager of
product development, major appliances.
“Viking has noticed a jump in the populari-
ty of not only outdoor grills, but also full
outdoor kitchens.”

Viking gives consumers every advantage
of a professional-style kitchen in an outdoor
setting. The company manufactures more
than 100 variations of outdoor kitchen
products — including a recently introduced
line of Viking-manufactured stainless steel
outdoor cabinets. Viking customers now
have the ability to prepare and serve an
entire meal outdoors without endless trips

back into the home.

continued >

PAGE 4: DESIGN MAGIC IN
LAS VEGAS FEATURES VIKING
OUTDOOR APPLIANCES
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. Built-in Gas TruSear™ Infrared Griller VGIB242T-SS

24" W.

30"W.

53"W.

20" W.
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Undercounter Refrigerated Beverage Dispenser
VUBD140TR-SS

Outdoor Electric Smoker Oven VEOS100T-SS

Grill /Outdoor Range Cart w/Oven
VGBQ532-3RT-SS/BQCO53T1-SS

C*" Outdoor Cooker w/Cart VCQS001-SS/QSC200-SS
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A “We are

'/getting feedback
from designers that
their clients enjoy outdoor
~ 7 kitchens for entertaining or
just a good wind-down from daily stresses,”
says Jim Gregory, manager of design rela-
tions, Viking. “Consumers love the option to
customize their outdoor kitchens based on
their lifestyles — whether for whipping up
cocktails at a Viking refreshment center or
baking in an outdoor gas oven. People are

spending more and more time outside.”

The growing outdoor kitchen trend
While outdoor kitchens were once exclusive-
ly the purview of those lucky enough to be
living in climates that remain warm year-
round, patio heaters, rolling carts, modular
cooking islands, weather-proof materials and
other innovations have made the outdoor
kitchen more appealing to even those who
live in cold weather climates.

e Today's outdoor kitchen contains all the
amenities of its indoor counterpart and
therefore provides great opportunities
for kitchen designers looking to expand
into uncharted yet wonderfully familiar
territory.

e The backyard really is the new frontier of
the home, and rooms like the kitchen
are moving outdoors.

e Today's upscale indoor kitchen is already
a social center for entertaining. The out-
door kitchen is a natural extension of
this trend. Plus, the smell of something
on the grill is irresistible.

e The growing focus on the home among
affluent consumers, which has also led
to greater interest in gardening, gour-
met cooking and entertaining, is a major

factor driving the outdoor kitchen trend.



e Some of the most desirable recipes are a
natural fit with outdoor cooking. Smok-
ing, grilling or cooking with flavored
chips all produce great flavors outdoors.
In addition, the BTUs are higher.

® The outdoor kitchen, like the one inside,
also makes a style statement. Moving on
from the ultra-premium kitchen, upscale
consumers have begun looking for the

next step. That's the outdoor kitchen.

Viking continues to expand
outdoor product line

Viking offers the most complete product
line in the industry, from stainless steel out-
door cabinets to outdoor ovens, burners and

grills. They are on the same professional qual-

ity level as the Viking ultra-premium indoor
products. Viking continues to expand its line-
up of premium outdoor cooking products,
giving consumers every advantage of an
indoor kitchen in an outdoor setting.

In addition to gas grills, Viking offers warming
drawers, side burners, wok cookers, TruSear™
infrared grillers, gas ovens, electric smoker ovens
and C*" outdoor cookers to help prepare and
serve the perfect meal outdoors. For semi-
enclosed spaces, Viking outdoor ventilation
works to keep the fresh air fresh.

The outdoor 15" and 24" wide built-in gas
TruSear infrared grillers are similar to the
TruSear burner found in the Viking T-Series
grills but can be purchased separately and

installed independently in any outdoor setting.
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To make sure your favorite beverage stays

at the perfect temperature, Viking has a full
line of outdoor refrigerated storage and dis-
pensers including refrigerated beverage cen-
ters, an ice machine, a combination refriger-
ated beverage center/ice maker and beverage
dispenser. For organizing and mixing bever-
ages, Viking offers refreshment centers in
built-in and portable models.

Tying the entire outdoor kitchen together is
easy with Viking outdoor cabinetry. Viking
stainless steel cabinets provide additional stor-
age space to minimize trips inside the house,
as well as the opportunity to customize out-
door kitchens to their exact needs without

compromising design integrity.
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When David Gomez, a Broadway dancer, and
Pamela Stivers, his jazz-singing fiancee, left New
York City for a new start in Las Vegas, they hit
the jackpot when they won Food Network’s All-
Star Kitchen Makeover with Bobby Flay for their
home. The show hired designer and landscape
contractor Damon Lang to transform the tiny
backyard area and create a complete outdoor
kitchen. Damon, a New York native with a culi-
nary arts background, used Viking outdoor

appliances in his transformation.
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Damon Lang

Creates outdoor magic in a tiny space for the Food
Network's All-Star Kitchen Makeover with Bobby Flay

Rising to the challenge

Damon was asked to transform what was a
small backyard dominated by an existing
swimming pool. Space was a major factor, as
was functionality.

“\We were asked to create a complete out-
door kitchen so the owners could cook and
entertain outdoors without ever having to go
inside,” says Damon. “Space was tight. We
were working ina 12" x 32" area between the
house and the pool. It was challenging to
design a traffic flow so that people wouldn't

VIKING RANGE CORPORATION
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accidentally fall in the pool.”

It's no surprise that after meeting with the
show’s producers, Damon planned this out-
door kitchen around Viking appliances. As
someone creating upscale outdoor living envi-
ronments, he values the quality and style they
bring to any project. As a former culinary pro-
fessional, he has personally experienced the
control the Viking gas range and oven give the
cook — indoors or outdoors. The centerpiece
of the project is the 53" wide Viking outdoor
range with side burners, a gas oven and an
infrared rotisserie. He also specified a 24" wide
Viking undercounter freestanding refrigerated
beverage center, as well as a 41" wide Viking
outdoor refreshment center, with cold water
sink and professional style faucet.

A proper work space is essential to any
great grilling setup, but often overlooked by
cooks. People tend to forget they'll need a
place to put the food after it has finished
cooking. That’s why the work space in the
project is so essential.

An outdoor fireplace keeps dishes warm
while finishing up others. A swim-up bar
adds functionality and a visual center of
interest to the pool. An aluminum lattice
roof is both open and provides relief from
the relentless Las Vegas sun. Since the view
over the patio walls is lacking in greenery, a
trompe ['oeil mural helps to warm up the
space with bright, vibrant colors. Magnolia
trees, Carolina laurel cherries, climbing vines,

cooking herbs, and other plants were also



spread throughout the space to help the
mural come to life.

The project was completed at a pace geared
to the demands of television. “This project
took a lot of preparation and scheduling,” says
Damon. “Once the network arrived, we did
about three weeks worth of work in eight days
(and nights), with lots of interruptions, so they

could shoot all the different steps.”

Carving out a unique niche in Las Vegas
Damon always enjoyed drawing but started

out with restaurant work by attending culinary

college and becoming a chef. Nearly 13 years

ago, he got tired of New York winters and

POTS W LEMON & LIME TREE

moved to Las Vegas. He was working in a

restaurant there when he started talking with
a local landscaper. A long conversation led to
a career change and a job offer. After picking
up work experience and his contractor’s
license, Damon started Green Planet Land-
scaping about six years ago. The firm’s focus is
10 realize our customers’ personal desires to
improve their quality of life by improving their
environment.” He soon began specializing in
outdoor living environments, and has partici-
pated in the outdoor kitchen boom firsthand.
Green Planet Landscaping grew rapidly and
now has 42 employees.

Damon concentrates on the design end,
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MURAL LANDSCAPE ON EXISTING WALL (MATCH PLANTS & TREE'S)

basing his designs on discussions with his
clients. “I always look at their kitchen first,”
says Damon. “Chances are, if they have
Viking indoors, they’ll want it outdoors.”

Whether or not they have Viking indoors, he
finds many high-end clients receptive to hearing
about Viking's outdoor features. For some, the
infrared rotisserie is the icing on the cake. For
others, it’s the wok/cooker.

Given his earlier restaurant experience, it's
not surprising that he has Viking appliances
in his own kitchen, and his enthusiasm is
contagious. “The control a Viking range
gives the cook, the construction, the acces-

sories — you just can't beat it.”
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NEW SURVEY
MEASURES CONSUMER
ATTITUDES ABOUT
KITCHEN DESIGN.

FOR DESIGNERS, THE
TAKEAWAY IS THAT
CONSUMERS ARE
LOOKING FOR
LUXURY AT EVERY
PRICE POINT.
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TUNING IN TO WHAT HOMEOWNERS WANT

We're spending more time in our
kitchens. The more they become social
centers, the more we tend to expect.

Here’s an example: granite countertops,
high-end cabinetry, professional-grade
stainless-steel appliances, a decorative tile
backsplash, an elaborate blend of ambient
and task lighting fixtures — a spectacularly
functional and attractive family living space
that looks and feels luxurious.

Years ago, this type of kitchen would
have exclusively been the province of
wealthy, well-heeled consumers. But

VIKING RANGE CORPORATION

today, more than in any other room in
the house, homeowners of all incomes
are spending more on their kitchens.
Even those consumers operating within
smaller budgets are making trade-offs,
going to lower-grade products in some
categories in order to pay for one or two
high-impact luxury finishes or appliances.

This is in line with the results of a new sur-
vey conducted on behalf of Cygnus Business
Media’s Qualified Remodeler magazine by
Renovation Experts Inc., a company that con-

nects contractors with customers via its



www.renovationexperts.com Web site. Late
last year, 507 consumers who had recently
built or remodeled their homes were asked
about the choices they made for their
kitchens. Stainless-steel appliances, sophis-
ticated lighting arrangements, and granite
countertops were high on their various lists
of must-haves.

The design and remodeling process
The survey confirmed what many
know: Referral

designers  already

or word-of-mouth topped the selection

criteria, well ahead of price and
design ideas.
What motivated homeowners to

remodel their kitchens? Updating appli-
ances and finishes topped the list, with
space considerations showing up farther
down the list.

The survey delved further into con-
sumers’ opinions about the kitchen
design and remodeling  process.
Consumers say they touch base with
three or four contractors before they
make a decision about which to use.
And, for the most part, consumers are
satisfied with the end result. On a scale
of 1to 10, with 10 representing the best
score, consumers gave relatively high
marks for overall satisfaction with an
average score of 7.54.

In fact, the only sure way to derail a
relationship with a consumer is to consis-
tently delay delivery of the finished prod-
uct. Of the 185 respondents who said
they had experienced problems during
the design and construction of their
kitchens, 78 traced the problem to

“unanticipated delays.”

Top Distinctive Kitchen Feature

Decorative lighting fixtures

Spotlight on work areas [ NNMMME
undercabinet lighting | M AR
Decorative tiles or backsplash | NN
Cabinet or drawer recycling area | NNMMMN
Professional-grade cooktop | ll
Computer workstation
Commercial-grade appliances
(refrigerators, freezers, range hood, etc.)
Wine cooling appliances [N
Living area nook within kitchen -
Multiple appliances of the same type
Second sinks (island, bar, food prep)
Warming drawers or cabinets -
et owers o saoyncrs I
Built-in wine rack -
Fireplace .
Survey responses 0 30 60 %0 120 150

Lighting proved to be a strong kitchen
“must-have” among consumers.

Top Reason for Selecting Kitchen Remodeler/Designer

Referraliword of mouth
Price
Best design ideas for my project

Ability to coordinate entire job

Ability to personalize my project with
unusual or unique products/design elements

Rapport with designer/remodeler
Willingness to work within budget
Brand of products carried

Availability of financing .

Most appealing showroom displays

Survey responses 0 20 40 60 80 100

Of 507 consumers who recently remodeled
their kitchens, nearly 100 say they rely on
referrals to select their kitchen contractor.

Motivation for Kitchen Remodel

Update finishes and appliances
Combination of all above
Select

Other

Better space utilization

A bigger space

Accommodate special needs

Survey responses 0 20 40 60 80 100

Consumers are motivated to remodel their
kitchen by a combination of factors: more
space and updated looks/functionality.
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CALLING
ALL DESIGN
PROFESSIONALS

If you haven't already, you really ought to
bookmark VikingRange.com, click on the
Design Professionals link and make that your
design home on the internet.

You'll find a host of features geared to your
needs and interests. The main page features links
to Viking products, the Designer Showcase, and
a profile of the 2005 Featured Designer. Did you
misplace your last issue of THE EDGE newslet-
ter? You'll find a complete set of back issues
available for easy downloading in PDF format.
Other links connect you to product specifica-
tions, color palettes, dealer and service locators,
as well as a screen to request literature.

Come back often to check out news updates
and other new features. And don‘t forget —
this is the place to register for a chance to
become a Viking Designer of Distinction. The
quarterly featured designer profiled in these
pages could be you. This is the place to start.

with Frofessionsl wndl Desgree Senes Foducn,

I -Ii Wik i 0 st v g tp
=

VikingFeaturedDesigner.com

Published on behalf of Viking Range Corporation and your Viking
Distributor by Cygnus Business Media Inc., PO. Box 803, Fort Atkinson,
WI 53538-0803. Spring 2006, Vol. 2, No. 2. All rights reserved.
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DELIA ASSOCIATES

4 Laser Lane

Wallingford, CT 06492
(203) 303-2000

Toll free: (800) 356-3803
Fax: (203) 294-9220

Toll free fax: (800) 987-7283
www.deliainc.com

DISTINCTIVE/AMIEL
APPLIANCES, INC.

8210, Devonshire

Ville Saint-Laurent
Montréal, Québec

H4P 2R7, Canada

(514) 736-2004

Fax: (514) 736-2666
www.distinctive-online.com

GATEWAY APPLIANCE
DISTRIBUTING

19204 68th Avenue South
Kent, WA 98032-1188
(253) 872-7838

Toll free: (800) 231-7838
Fax: (253) 872-2149
www.gatewaydist.com

THE GSC
3544 Arden Road
Hayward, CA 94545
(510) 670-9070

Fax: (510) 670-9145
www.thegsc.com

HADCO

325 Horizon Drive
Suwanee, GA 30024
(770) 932-7282

Toll free: (800) 241-9152
Fax: (770) 932-7294
www.hadco.net

KIMBALL
DISTRIBUTING CO.

2233 South 300 East

Salt Lake City, UT 84115
(801) 466-0569

Toll free: (888) 546-7984
Fax: (801) 466-8636
www.kimballdistributing.com

LAKEVIEW APPLIANCE
DISTRIBUTING

1065 Thorndale Avenue
Bensenville, IL 60106

(630) 238-1280

Toll free: (877) 546-1280
Fax: (630) 238-1926

Toll free fax: (877) 546-1926
www.lakeviewdist.com

MILESTONE
DISTRIBUTORS, INC.
4531 McKinney Avenue
Dallas, TX 75205

(214) 526-3942

Toll free: (877) 644-0414
Fax: (972) 466-4640
www.milestonedist.com

CARL SCHAEDEL & CO., INC.
4 Sperry Road

Fairfield, NJ 07004

(973) 244-1311

Fax: (973) 244-0822
www.carlschaedel.com

SHOWCASE APPLIANCE
DISTRIBUTORS

6600 College Boulevard
Suite 138

Qverland Park, KS 66211
(913) 469-9926

Toll free: (877) 818-6640
Fax: (913) 469-1552
www.showcasedist.com

SUES, YOUNG

& BROWN, INC.

5151 Commerce Drive
P.O. Box 7890

Baldwin Park, CA 91706
(626) 338-3800

Toll free: (800) 488-9868
Fax: (626) 338-1967
www.sybinc.com

SUNWEST APPLIANCE
DISTRIBUTING

8370 South Kyrene Road
Tempe, AZ 85284

(480) 784-6611

Fax: (480) 784-6633
www.sunwestdist.net

THE EDGE

Viking Range Corporation

VikingRange.com

1300





<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /None
  /Binding /Left
  /CalGrayProfile (None)
  /CalRGBProfile (None)
  /CalCMYKProfile (Japan Color 2001 Coated)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Error
  /CompatibilityLevel 1.3
  /CompressObjects /Off
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJDFFile false
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.1000
  /ColorConversionStrategy /LeaveColorUnchanged
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 1
  /Optimize false
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments false
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile (None)
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 150
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages false
  /ColorImageDownsampleType /Average
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 150
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages false
  /GrayImageDownsampleType /Average
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages false
  /MonoImageDownsampleType /Average
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /PDFX1a:2001
  ]
  /PDFX1aCheck true
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError false
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile (U.S. Web Coated \050SWOP\051 v2)
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName (http://www.color.org)
  /PDFXTrapped /False

  /SyntheticBoldness 1.000000
  /Description <<
    /DEU <>
    /FRA <>
    /JPN <>
    /PTB <>
    /DAN <>
    /NLD <>
    /ESP <>
    /SUO <>
    /ITA <>
    /NOR <>
    /SVE <>
    /ENU <>
  >>
>> setdistillerparams
<<
  /HWResolution [2540 2540]
  /PageSize [8.500 11.000]
>> setpagedevice




