
Kitchen equipment manufactur-
ers today are rushing to cram as much 
technology as possible into their prod-
ucts. Ovens feature high-resolution 
screens and fridges can open despite 
not having door handles. Although 
those technologies are impressive, 
they don’t improve the core cooking 
experience. Viking Range takes a dif-

ferent approach when deciding what 
technology to incorporate into its lat-
est product lines. The company’s goal 
is to develop features that engage its 
users and incorporates proven com-
mercial technologies borrowed from 
sister Middleby companies into the 
Viking residential product line. These 
features and technologies, once re-

served only for professional chefs are 
now available for the home chef, only 
from Viking.   
 Examples of these proven commer-
cial restaurant technologies include 
restaurant caliber convection systems, 
infrared broilers and high-perfor-
mance tower burners. Other entirely 
new technologies include the French 
door double oven, which can open am-
bidextrously to improve ease of access, 
and the Viking TurboChef Oven that 
uses impingement air to cook 15 times 
faster than any other oven.    
 Technology is one way Viking’s own-
er, the Middleby Corp., a manufacturer 
of commercial cooking and processing 
equipment, has supported and revolu-
tionized the 35-year-old brand. Many 
of Middleby’s advancements for com-
mercial chefs are fi nding their way into 
Viking’s 7-series wall ovens and refrig-
erators such as a no preheat option for 
the newest French door oven. Brown 
says it’s an example of “bookshelf 
technology” – proven features that 
can be easily adopted into a residential 
product. “It brings in technology that 
allows us to accentuate that and revo-
lutionize [products],” he adds.
 Viking’s new 7-series refrigerators 
feature Bluezone Fresh Preservation, 
which uses a patented air purifi cation 
and food preservation technology to 
purify the air and extend the shelf life 
of fruits and vegetables. Caulifl ower 
has lasted as long as three months in 
some tests. What’s more, the purifi -
cation in the air kills odors and pre-
vents foods from absorbing the smells 
and taste of other items in the fridge. 
Brown poses Viking’s approach to 

Viking Range

Setting Standards
viking range has been delivering professional 

performance for 35 years.  by tim o’connor

Southwww.vikingrange.com / HQ: Greenwood, Miss. / Specialty: Luxury kitchen equipment / Kevin 
Brown, president: “I always believe in reducing the variation and controlling the nominal.”

JANUARY/FEBRUARY 2017

viking raises the bar once again with the introduction of the 
totally new viking professional 7 series range - the most 
innovative ranges in viking history. the 7 series joins the 
viking 3 series and 5 series ranges as an ultra-premium exten-
sion of the renowned viking brand, off ering a new level of 
design and cooking performance for passionate home chefs. 

manufacturing-today.com  JANUARY/FEBRUARY 2017



Viking Range South

technology as a practical question: 
“Do we want a TV on our door or do 
we want our key lime pie not to taste 
like garlic?”
 In this way, Viking stays innovative 
without following the same technol-
ogy trends as the rest of the industry. 
As an engineer, Brown says Viking’s 
ability to make subtle innovations are 
what attracted him to join the compa-
ny in the first place. “We have Wi-Fi 
connectivity, but we use it only where 
it enhances that experience,” he says. 
“It’s fun from an engineering perspec-
tive to be able to use that technology 
and be part of that culinary lifestyle.”

Ownership Impact
Brown has been with Viking Range for 
10 years, the last five of which have 
been under the ownership of Middle-
by. Viking Range has been a highly re-
garded brand since the company was 
founded in the mid-1980s as a means 
to bring restaurant-quality kitchen 
equipment to residential homes. By 
introducing the first professional 
range for home use, Viking Range 
essentially created the modern lux-
ury kitchen market. The company’s 
long-standing and positive brand 
recognition and reputation was a key 
reason  Middleby acquired the brand 
in 2012. 
 Brown says the design is the soul of 
Viking Range – customers immediate-
ly know a Viking Range product from 
its look – but Middleby’s guidance 
and support brought improved engi-
neering and quality to the company’s 
equipment. “The largest perspective 
changes are the amount of focus that 
we have in infusing the commercial 
technology into our platform and fo-
cusing on quality,” Brown says of Mid-
dleby’s influence.
 Viking kept its signature look, but 
the improvements under the hood of 

the past five years have been signifi-
cant. Many of those changes are the 
result of simplifying the assembly 
and components to reduce variation 
and increase quality consistency. For 
example, Viking’s engineers cut the 
equivalent of a 32-story building in 
length of wire harnessing out of one 
product with no impact on perfor-

mance. The wire harness is an after-
thought for many manufacturers, 
Brown says, but by focusing on that 
area, Viking created a fully integrated 
design that holds up better over years 
of use. “I always believe in reduc-
ing the variation and controlling the 
nominal,” Brown explains. “You can 
set a goal and reach it, but if that 

president kevin brown 
says viking range uses new 
technology only when it 
engages the customer.
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goal has a wide variation in what 
you deliver on a daily basis then you 
don’t really have control.”
 The design of Viking’s products 
invokes the culinary lifestyle and 
the company now takes greater care 
to carry that culinary philosophy 
through the entire product. “We look 
internally at process and products 
to make sure what’s underneath the 
hood has the same integrity and wow 
factor as when you look at the range,” 
Brown says.
 Every product manufactured in 
Viking’s three facilities is checked 
throughout the production process. 
For the ovens, the porcelain cavi-
ties are calibrated at the first step 
of manufacturing and again before 
they go out the door to ensure they 
match specifications without varia-
tion. Cameras capable of detecting 
defects were added to the end of the 
line to ensure every appliance is as-
sembled correctly.
 But Viking’s quality process doesn’t 
end with the assembly line. Every item 
undergoes short- and long-term reli-
ability testing. A refrigerator door, for 
instance, may have 250-pound weights 
added and tested to more than three 
times life to ensure the hinges hold up 
under extreme stress. Brown say Vi-
king looks at the reliability curve and 
lifecycle of each product and touches 
on every point of potential failure.  
“Unlike our competitors in the indus-
try, we do not test to pass a standard; 
we test to failure to identify the weak 
links and design them out.”

Changing Customer Service
Brown buys into the continuous im-
provement philosophy of kaizen. 
He believes in never being happy 
and constantly finding ways of do-
ing things better. Since Middleby 
bought Viking in 2012, the company 

has made strides in reliability and 
manufacturing quality, but the big-
gest leap, Brown says, has been in 
customer service.
 The Viking brand continues to grow 
its sterling reputation because of its 
high quality and engaging features, 
but when something does go wrong, 
the company must react quickly to 
solve the problem. Here, too, the sup-
port of Middleby has made an impact. 
Brown says Middleby brought with 
it an expectation for investment in 
customer service. When a Middle-
by oven at a pizza chain goes down, 
that results in lost revenue until the 
issue is repaired so a quick response 
is essential. Even an aesthetic prob-
lem like a lost knob deserves premi-
um customer service according to 
the company’s philosophy. Viking is 
adopting that approach with its own 
customers. “We took that mentality 
and brought it into the residential in-
dustry,” Brown says.

 By utilizing Middleby’s established 
structure, Viking is introducing 24-
hour customer support. Service reso-
lutions can take weeks for the residen-
tial market, but Viking’s goal is to have 
equipment repair times measured in 
hours, on par with the commercial 
market. “We will be setting the stan-
dard for the industry,” Brown says.
 To make those short resolution 
times possible, Viking is setting up 
an infrastructure of exclusive service 
providers that can respond to cus-
tomer issues.  When it comes to ser-
vice providers, Viking looks for qual-
ity, not quantity. “We want to reduce 
our service providers and make sure 
we support the right ones, but we do 
that strategically,” Brown says.
 The company paired down its base 
of service providers using a practical, 
analytical and graphical approach. 
First, it looked at which providers met 
its high standards, then their turn-
arounds and response times and fi-
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the viking professional french-door double oven 
introduces total convenience with superior power 
and performance. side swing doors turn this 
traditional oven into a modern amenity, putting 
accessibility to your dish within arm’s reach.
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nally, whether they filled a geographic 
location where there was a need. By 
analyzing that data, Viking deter-
mined which service providers to in-
vest more with and which ones to cut 
loose. The company is still in the pro-
cess of trimming that list down, but 
ultimately wants to reduce its num-
ber of service providers by 75 percent 
by Q2 2017. Already, about 80 percent 
of Viking’s service calls are being di-
rected to the 25 percent of providers it 
intends to continue working with.
 But service providers are only 
part of the equation. The timeline 
to deliver new components to the 
customer also impacts how quick-
ly their range or refrigerator can be 
back in operation. Parts are already 
regionally located so Viking can de-
liver the necessary component for a 

repair within a day of being ordered. 
Brown likens it to what the company 
is doing on the manufacturing side. 
If a part takes one day to arrive on 
one order and then five days the next 
time, the company tries to figure out 
what caused the difference. By cor-
recting those issues, Viking has be-
come more consistent in its repair 
times. “If you have a problem and 
you find your root cause for variation 
you then can reduce your variation,” 
Brown says. 
 Having already helped Viking re-
invent the ways it develops and sup-
ports its products, Middleby is also 
opening the brand up to a larger in-
ternational audience. Although the 
majority of Viking’s customers are 
within the United States, its foreign 
presence is growing through Middle-

by Worldwide, a global distribution 
network for Middleby companies. 
 “Any new product we come out 
with has to be designed like the world 
is flat,” Brown says. Just as a laptop 
charger automatically converts to lo-
cal voltage standards, Viking’s prod-
ucts are now being designed to work 
with both American and internation-
al electrical currents, enabling the 
company to more quickly introduce 
its products to Middleby’s global cus-
tomers. “We want to be something 
that can go anywhere in the world,” 
Brown says.
 “International is our growth, 
that’s what we’re excited about,” he 
adds. “We will continue to innovate 
and provide the Viking customer 
true professional performance for 
their home.”mt
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the complete viking kitchen including viking professional 
built-in refrigeration. these professional quality 
refrigerator/freezers provide the ultimate in cold 
storage, with dedicated drawers and shelves to 
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