
Whirlpool 
Corporate 
Narrative
Sharing our company vision to 
be the best kitchen and laundry 
company, in constant pursuit of 
improving life at home.



At Whirlpool Corporation, our vision is to be the best 
kitchen and laundry company, in constant pursuit of 
improving life at home.

To share this vision, it is important that we have a 
consistent and compelling way to talk about who we are 
and what we stand for. The following narrative offers a 
storytelling structure to describe how we are pursuing our 
vision and why we believe we can achieve it.

Thank you for sharing our company’s story 
and bringing this narrative to life.

Supporting Our 
Vision in Storytelling
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SHARING OUR STORY

The Narrative

Whirlpool Corporate Narrative 3

The Narrative
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A reminder of why Whirlpool Corporation exists and its vision

OUR VALUES
How enduring values underpin our strategy

OUR STRATEGIC APPROACH
The action we’re taking today

OUR WORLD TODAY
The social / economic / environmental context Whirlpool 
Corporation is responding to as the industry leader

OUR VISION
What differentiates Whirlpool Corporation and our purpose

5 Box Structure
FRAMEWORK FOR SHARING OUR NARRATIVE

Though the narrative core should remain consistent, personalizing 
it to reflect your own experiences is key to bringing it to life.
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The Narrative



SHORT DELIVERY OF OUR NARRATIVE
Elevator Edit
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Elevator Edit
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OUR VISION
At Whirlpool, our vision is to be the world’s best kitchen and laundry  
company, in constant pursuit of improving life at home.

OUR WORLD TODAY
Why is this vision important? Because everyone needs a comfortable, nurturing place to live. 
And it’s reliable, quality appliances that keep these homes running.

OUR STRATEGIC APPROACH
Life at home has been at the heart of our business for 110 years — it is why we exist  
and why we are passionate about what we do. That’s why consumers trust our brands.  
We never take that for granted and we work everyday to earn that trust by:

1.	 Continually evolving and innovating for our consumers

2.	 Helping our environment and communities thrive

3.	 Nurturing our talent to bring out the best ideas

OUR VALUES
Beginning with our founders to the everyday actions of our people, our values have always kept 
us grounded:  Integrity, Respect, Inclusion & Diversity, One Whirlpool, Spirit of Winning.

SUM UP
Everything we do at Whirlpool matters as we are committed to being the best  
kitchen and laundry company, in constant pursuit of improving life at home.

Elevator Edit
SHORT, EASY WAY TO ARTICULATE OUR NARRATIVE
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Elevator Edit



OUR DEEPER NARRATIVE IN DETAIL
Long Form
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Long Form



At Whirlpool Corporation, our vision is to be the world’s best kitchen and laundry company, 
in constant pursuit of improving life at home. This vision has never been more important.

Life at home has been at the heart of our business for 
110 years — it is why we exist and why we love what 
we do. We are experts in helping people achieve a 
comfortable, nurturing home. It’s in our DNA. We create 
industry-leading products and services that people count 
on every day and year after year. Products that help 
families take care of their loved ones. Products that help 
people cook healthy meals, maintain food freshness, and 
clean efficiently and effectively. We know the power of an 
appliance to keep real lives running, give people the time 
and freedom to play a positive role within their families 
and communities, and live their best life.

At Whirlpool Corporation, we innovate based on what 
families and households really want and need. We put 
exceptional quality, functionality and reliability first.

There’s no one like us. We have many brands, each 
addressing different lifestyles around the globe. We give 
our consumers the best products and services for what 
they need to improve their life.

That also means we know how to take care of our 
consumers’ many different needs in the home. And we 
constantly evolve with our consumers. Plus, we’ve been 
doing this for over a century and can take whatever life 
throws at us — always delivering for our consumers 
through thick and thin.

We are often the largest employer in the communities in 
which we operate. We don’t take that responsibility lightly. 
Supporting and helping to improve our local communities 
is what we have been known for since we were founded 
in Michigan in 1911. We are a company of family-owned 
businesses and our communities are our family.

Our long-term commitment to leading the industry as an 
environmentally sustainable and adaptable enterprise 
will never waiver — a promise that began over 50 years 
ago when former Whirlpool Corporation CEO Elisha “Bud” 
Gray wrote his “Letter of Sustainability” to shareholders.

Our Vision
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Long Form



Why is our vision to improve life at home so important?

It doesn’t matter who you are or where you are; 
a comfortable, nurturing place to live is essential. 
Our home is often our anchor in everyday life and 
where we begin to build our lives and a better future. 
No two homes are the same, but for each of us, our 
home means a lot.

The outside world can feel challenging and uncertain. 
When your home is your haven, you want to know that 
you can count on what’s in it — to take care of your 
needs and help you care for your loved ones.

With that in mind, it’s the innovations that provide 
us this comfort and fit into our everyday lives that 
truly matter. And it’s why we create reliable, quality 
appliances that keep homes running and why people 
trust and love our brands.

When we think about a comfortable and nurturing 
place to live, we not only rely on our homes, but also 
our communities and our environment. All of us — 
government, society and businesses — have a crucial 
role to play in improving life at home.

Our World Today
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Long Form
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Continually evolving to take care of our consumers:

•	 Delivering the best, innovative products that matter to our consumers.

•	 Understanding what our consumers truly need and want. Helping them 
with services that make the most of our products.

•	 Reimagining the consumer experience through advanced technology.

•	 Making every part of our business count for our consumers.

Making a real, positive difference in our communities and the environment 
by building strong foundations and unlocking potential:

•	 House: A comfortable, nurturing place to live where individuals and 
families can make healthy choices and build their best future.

•	 Home: Resilient, thriving and sustainable communities 
through education and neighborhood development.

Nurturing the unrivaled workforce at Whirlpool. Making sure each individual 
feels truly at home within the four walls of our business so they can 
bring out their best.

Our Strategic Approach
IMPROVING LIFE AT HOME IN 3 IMPORTANT WAYS
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RESPECT
We do our best work when we trust one another as individuals, 
where we welcome and value the contributions of every employee.

INCLUSION & DIVERSITY
We value diverse people, thoughts and ideas and these differences help us to 
create value. Inclusion allows everyone to contribute to their fullest potential.

ONE WHIRLPOOL
There is no “they” within Whirlpool Corporation. Teamwork helps 
solve the biggest problems and makes our business thrive.

SPIRIT OF WINNING
We play to win and be the best for our consumers, 
shareholders, employees and other stakeholders.

INTEGRITY
There is no right way to do a wrong thing.

Our Values
Our values are the driving force behind everything we do and they were with us from 
the very beginning. They are the heart of our success. They guide how we lead and run 
our business and keep us grounded as we work to serve and achieve our vision.
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Long Form



Sum Up
For 110 years, life at home has always been at the heart of our business.

It doesn’t matter who you are or where you live, a comfortable, 
nurturing home is essential for everyone.

That’s why we innovate for homes and people with real needs — 
reaching many countries around the world through our unrivaled brands.

It’s also why we work every day to achieve our vision — to be the 
world’s leading kitchen and laundry appliance company, in constant 
pursuit of improving life at home.
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Long Form



BRINGING OUR NARRATIVE TO LIFE

Personalization
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Personalization



Though the narrative core should remain consistent, 
personalization is important for you to effectively own 
and deliver it. Feel free to inject the narrative with your 
own personal experience, emotion and anecdotes at 
the appropriate junctures to bring the narrative to life.

Personalizing 
the Narrative
FLEXIBILITY WITHIN A FRAMEWORK
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OUR VISION
Build in relevant market proof points and personal anecdotes offering powerful 
and persuasive evidence of Whirlpool innovating based on real need — with quality, 
functionality and reliability in the forefront.

OUR WORLD TODAY
Consider the external environment and the context of the world in which we reside and 
influence. Share your vantage point and how you have seen Whirlpool make an impact.

OUR STRATEGIC APPROACH
This should remain broadly consistent but can be strengthened with market relevant 
proof points and personal anecdotes that bring to life how Whirlpool is working hard to 
exceed consumer demands, improve life and nurture talent.

OUR VALUES
The essence of how our values guide our behaviors and keep our business grounded 
should remain the same. Bring these to life with relevant anecdotes illustrating how 
the company lives up to its values.

SUM UP
Reinforce Whirlpool’s vision, which should remain unchanged.

Personalizing the Narrative
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Personalization



Proof Points
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YOUR PROOF POINT

Innovating in every step of our business — all of our 
manufacturing plants in 13 countries embed World Class 
Manufacturing methodology in our operations

Download PDF to type your notes in the space provided above or on any of the following pages.

Markets Whirlpool, KitchenAid, Maytag, Consul, Brastemp, 
Amana, Bauknecht, JennAir, Indesit and other major brand 
names in nearly every country

PROOF POINT INSPIRATION

Our Global Operations
World’s leading kitchen and laundry appliance 
company (approximately $19 billion in annual 
sales, 78,000 employees and 57 manufacturing 
and technology research centers in 2020)
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YOUR PROOF POINT

PROOF POINT INSPIRATION

Innovation

Whirlpool was the first major appliance brand with connected 
appliances that can be controlled with an Apple Watch

Acquisition of leading recipe app Yummly accelerated our 
digital journey to bring the connected kitchen to life — over 
26M registered users, 10M email subscribers

Largest-capacity third rack dishwasher line*; helps families 
load more dishes and run dishwashers less often

*Whirlpool & KitchenAid dishwasher offerings. Whirlpool Corporate Narrative 18
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YOUR PROOF POINT
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PROOF POINT INSPIRATION

Corporate Social Responsibility 
& Community Support

20+ years of working with Habitat for Humanity; serving more 
than 104,000 families and sponsoring 190 homes

The Care Counts™ laundry program by Whirlpool brand has 
grown to support at-risk students in over 100 schools, helping 
to provide access to clean clothes for thousands of students 
nationwide

Since 2002, Whirlpool has supported Consulado da Mulher 
to empower 3900+ female entrepreneurs through advice 
on micro-financing
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YOUR PROOF POINT

PROOF POINT INSPIRATION

Environmental Sustainability
Committed to Science-Based Targets Initiative (SBTi). On track 
to meet reduction of greenhouse gas emissions in plants by 
50% in 2030 (vs. 2016 baseline)

More than 96% of our waste goes to recycling

Our products around the globe use significantly less 
water and less energy than prior models
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YOUR PROOF POINT

PROOF POINT INSPIRATION

Nurturing Talent
Champion several Employee Resource Groups (ERGs) 
for underrepresented to support an inclusive and 
diverse workforce

Encourage professional development (e.g., employees attend 
45 hours of training per year on professional development, 
ethics, leadership, other functional training)

Celebrate annual Global Inclusion Week in all regions to 
engage employees about the importance and benefits of 
inclusion & diversity
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YOUR PROOF POINT

PROOF POINT INSPIRATION

Values

“There is no right way to do a wrong thing” guides our 
business and operating principles

We keep the consumer at the center of everything we do. Our 
consumers are at the core of our vision, mission, and strategy

Whirlpool Corporation named one of the “World’s 
Most Admired Companies” for ten consecutive years 
by Fortune Magazine
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Your Voice Brings the 
Vision of Whirlpool 
Corporation to Life
THANK YOU FOR SHARING OUR COMPANY’S STORY

VISION
Be the best kitchen and laundry company, 
in constant pursuit of improving life at home.

NOTES
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Notes



*

*Whirlpool Corporation ownership of the Hotpoint brand in EMEA and Asia Pacific regions is not affiliated with the Hotpoint brand sold in the Americas.


