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ESO Supernova

Planetarium & Visitor Centre

supernova.eso.org

A cooperation between ESO and the Heidelberg Institute for Theoretical Studies (HITS), the research institute of the Klaus Tschira Stiftung (KTS)

% HITS

Klaus Tschira Stiftung
gemeinniitzige GmbH

+
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e Building the Brand

e kinding the Content
e |dentitying the Target Groups

e Planning Promation



e Brand: the total sum of thoughts, teelings, perceptions, beliefs,
attitudes that your target audiences have.




e [Irigin of the word brand comes from "to burn’,






0 essential elements for the brand of your organisation

Key messages

Visual Identity



» What will your organisation aghieve 10 years fromnow?




ESO Supernova — Vision
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ESO Supernova — Mission

. Engageaurvisitors with the world of ESO and astronomy.
2. Design unforgettable, curriculum-based |earning experiences.

3. Use Big Data in astronomy to bring front-line:science to people through
innovative and authentic science visualizations.

4. Bring ESlFs front-line observing facilities in the southern hemisphere
closer to Furopeans.

0. Greate connections locally and globally: People <> Seience; Culture <
Astronomy, Local < Global, North <> South, Mankind < the Universe.
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ESO Supernova — Values

INSPIRATION CONNECTION
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Key mEssagES

. []Eflne a set of key rnessages that ynu want tn cnnvey ahuut ynur
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ESO Supernova — Key messages

 Experience the Universe

* Anew supernova over Munich

o \State-of-the-art digital planetarium

e Free planetarium shows and exhibition!

o largest tilted planetariumiin Germany, Austria and Switzerland

o -Bringing ESO's telescopes from Chile toyou

e lInforgettable learning experiences for schools

e |nspiring younger generations to appreciate and understand the Universe around
us




ESO Supernova — Key_messages |

ABOUT US PROGRAMME  FOR EDUCATORS PLAN YOUR VISIT YOUR EVENT PRESS RCOM SUPPORT US PARTNERS
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hi randerings: Architekten Bermharct + Partrier (www.bp-cia:de)

Experience
the Universe

The building is donated by the Klaus Tschira
Stiftung.

Klaus Tschira Stiftung
gemeinniitzige GmbH



Visual identity | |




Basics
ldeology

The new building's unique
design will resemble the form
of a binary star system
transferring mass from one
component to the other, which
will lead to a supernova. This
is also reflected in the name of
the facility: ESO Supernova.

Supernovae are exploding
stars, and will eventually throw
much of the material from their
parent stars back out into the
interstellar medium, changing
its chemical composition. The
multiple overlapping stars in
the logo symbolise the energy
of the supernova and the
vibrant energy of the
educational facility.

The star of the ESO logo



ESO Supernova

Planetarium & Visitor Centre




6.0 ESO Suparmova
6.1 Typetaces

Ag the ESO Supernova is 8 sub-brand lo
ESO the typeface used for the Visual
Identity remainz Helvetica Neue LT Com.

Fer the ESO Suparnova we introduce
naw mambars of this font family:
Helvatica Maue LT Com 35 Thin and
Hehetica Meue LT Com 25 Ultra Light.*

The usual font style for body text is
Hehetica Meus LT Com 45 Light a3 in the
ESO Visual Identity, To highlight text
please use italics (Helvetica Neue LT
Corm 48 Light ltalics) or a bolder fant
{Helvetica Neue LT Com 55 Roman or
Hethvetica Meue LT Com 85 Medium),

For titles headlines and large texts we
suggest 1o use 35 Thin or 25 Witra light,

Do not use outlined font. For legibility, our
minimum type size for body text i 9 pt
with & ne spacing of 3.75 mm.

The tracking should abways be set to 10
and the keming must always be made
Optical,

The line spacing is related to the size of
the font. See table betow:

Font size _Line spacing (b}

TR 390mm
ap .50 mm
o pt Arsmm

10pt 4.25 men

gt 478 mm

1Zgt S28mm

13pt 575 mm

Tépt 6.00mm

gt &.50mm

%6 pt 7.00 e

18 pt 7.50 e

0p 8.50mm

* The foet can b bought at
25 Uttra Light: Mitp-swwwlinctype comides 54300
NausHatvaticaPre2SURRALigt-product kil

Helvetica Neue LT Com 35 Thin

Title: The quick
orown fox jJumps
over the lazy dog

Helvetica Neue LT Com 25 Ultra light

Title: The quick
orown fox Jumps
over the lazy dog

Helvetica Neue LT Com 45 Light

Baodylext: The quick brown fox jurmps over the lazy deg. Utal evesibus eariant officip
sapcaes tioreVeni nimi, suntic. Sum es simus pores moluptium ex et ab int. Iberspi-
enis aspictota vendunt in natinus et endignihilla quis apit quassimi, ut cocullo ruptat
medic tendio torerit haribus et que venet pora que volupta venditia saeprer cipsam
NEN P praccalus as con pre doles S ipsuscit quo ipsusae Si Volormg reur, que quanm
quarm imil inus, volorehent, que de Corror pLatenm & eun rem cum que Pa non rem-
periae noe est, Wiparum que sus modi debit, que mi, i torum
adit az astis nonas &t qui as con re parum rem fugia ipsaper ferferiam qui dolecum a
deliatet destia volendus incium fuga. Ta debitatet a quae nonseri
onectibusam qui nonseque laborer spernam alita volorit, nus sequanm sunt vellaut
ma nensequas mi, non porien explabo, MNatia veluplivm apeliqui nimi, oplague blab
inia nobitatia si sam sunt pa volera nis aut la corum, commaolo rehendusti cmnis as a
corro eium fuga. Ut eum inulliqui offic temedig enditatium velluptatur? Qui sum ium fu-
gia qui nim isciis prersplente voluptio quam que conast, conem fuglatus axerrumaculs
dolupti is andunt a sit, volas eum aces ate vel ida niati amnis iunt que non nia

35 Trin: Fltp-tw B/ he.

prassit, quas vent dolore, sunt ommalup taquid evelia pelit, ideroritate iunt ut

ESO Visual kentity | 6.0 ESO Supsmovs




6.0 ESO Suparnova
6.3 Loge
831 Lege Colours

Iz allowed to use three dilferent
versions of the ESO Supernova b

go:

The standard version iz the one in the
ESD corporate colour Pantons 3005 or
it"s four-colowr equivalent C = 100 %,
M=37%,%Y %, K = 0%. For the
usage on the web or in PPT present
an RGE an be used (R = 0,
G=119

Fer printed matter in black and white
please use the black version
(K = 100%).

The white outline version can be used on
dark backgrounds

It is alse allowed lo place the lgo on a
photograph but you have to ensure that
it confrasts sufficiently with the back-
ground,

ESO Supernova




6.0 ESO Suparnova
64 Combination of Logos

If tha ESO Supemaova logo is combined
with the ESO logo or any other logo
please lagve horizentally a free space of
at least a third of the width of the laga.

Whan the ES0 Suparmava lego is
combined with the ESO logo, both
logos should have the same height.

ESO Supernova

Planetarium & Visitor Centre

ESO Visual lgansy | 6.0 ESO Supaenava
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Infrastructure

Brand Collaborations

Data People

Events Timeline



ESO Supernova — Assets

e Sciencerddne at ESU & associated news

o Audiovisuals (images, videos)

e Products for the community (fulldome, music, educational products)
o A newhbuilding, as well as the older ESO buildings

e Scientists, engineers o passionate |JE[I|J|E

o -Partnerships

o Plans/limeline

 [rand.



Functions

Working



ESO Supernova — Functions

e Outcome-based
e Planetarium
Exhibition
Guided tours
Seminar rooms
\/s][e .
e Public observatory (tbc)
e Purpose-oriented
e Foyer
e Basement: Restrooms, Cloackrooms, Picnic area
e Centre staff facilities






Target broups — catchment area

Geographical

Age

Objectives



ESO Supernova — Target Groups

« Education
* Kindergarten, Primary and Secondary school split in four
different grade-levels
o Teachers
o .Free time
« Families incl. campus-employees
» | ocal and German visitors
« International tourists
¢« Common interests
« Astronomy enthusiasts, visiting astronomers and scientists
 Industrial partners and prospective industrial partners
« New and prospective employees at ESO and nearby institutes
» Local and international media
o Architecture-savvy individuals



Brand Experience




Brand Experience

Knowledge &
understanding

Y S
Activity,

behaviour, Skills
progression

GLO
Enjoyment, :
inspiration, Atg‘gﬁg: &

creativity



ESO Supernova — Visitor Experience

e The ESQ Supernova will emphasise astronomy’s pOWGFfU|

Impact on humans through its combination of science,
philosophy and almost artistic images of the Universe.

e We will combine real-world, authentic exhibits from the
most powerful telescopes on Earth with engaging, personal

experiences offered by Ppassionate guides, educators
and presenters.

e The visitors will feel inspired by mankind’s scientific discoveries

and be proud of the role Europe has played in advancing our
understanding of the Universe.



ESO Supernova — Generic Learning Outcomes

« Have gained a better understanding of importantphenomena like the
Earth’s interaction with the Sun and the Moon, day/night, the seasons,
lunar phases, eclipses, the calendar, tides, the year

« Beable to place us humans in the context of a vast Universe in space
and time and be able:to relate how the Earth fits in with the rest of our
Solar System, our Milky Way and the Universe

* “To change from the attitude that the Universe is “out there”, to seeing it
as having a direct influence on our lives (cf. space weather, and the
Chelyabinsk meteorite)

* Be in a position to change behaviour with regard to how he/she
perceives our own planet






e How do you want the public to perceive yeur organisation?



ESO Supernova — Positioning

» A landmark in-Munich and Bavaria

e A good neighbour

« A modern planetarium

« Acool, real science centre

. Ateaching supporting centre (aul3erschulische
Lernort)

o Afamily spot

e A cool place for teenagers

e Avibrant, alive events location



Selling points

o \What makes your organisation unique?
o \What are your strong points?



ESO Supernova — Selling points

» Free planetarium shows and exhibition!

o Largest tilted planetarium in Germany, Austria and
Switzerland

e Bringing ESO'’s telescopes from Chile to you

 Innovative and authentic science visualisations

o Curriculum-based educational workshops for students and
teachers

e Free planetarium shows for.other planetariums

« An architecturally stunning venue for your events

e The firstreal-time, data-driven distribution system for
planetariums



¢ Where are you going to communicate your
positioning and selling points?



ESO Supernova — Channels

« \Website

* Electronic newsletters: public, media, educators,

e Social media

* Printed material

e Multimedia

o« Partnerships: Munich Tourism Office, other museums in town
 Advertising: subway banners, outdoor banners

e Events

e Direct marketing

e Tours
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SEN

. Build your Brand (V|S|on mission, values,
key méssages and visual |dent|ty)

~ind the Content: (assets functions) = .
dentify your target groups (experlence &
GLO) '-
Plan Promotion (posmonmg selllng
points, communication channels) ..
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Thank you!

@panasandu
ESO Community Coordinator & Strategy Officer

e-mail: osandulpartner.eso.org
facebook.com/oana.sandu
SUPErNOVA.ES0.0rg
astronomycommunication.org
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