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Campaign Title: Space Is Freaking Awesome  Brand: Adler Planetarium  Company(s) Involved: Downtown Partners; Hall & Partners  Category: Creative Effectiveness     Summary 
 
Chicago’s Adler Planetarium had experienced decades of stagnant attendance. Our challenge 
was to get people excited about Adler and to bypass the city’s other world-class destinations 
in favor of it.   
Our research focused on finding a core insight Adler could use to break through. We set out 
to understand what made the experts at Adler so passionate about their work and to find a 
way to inspire that same enthusiasm in people around Chicago. What we found blew us 
away. Space is full of the fantastically crazy and truly awesome. That can make it feel a bit 
overwhelming, though. We needed to tap into the wonders of space, but in an approachable 
way that welcomes people to learn more at Adler.    
The ‘Space Is Freaking Awesome’ campaign shares the most mind-boggling, head-
scratching facts about space and invites the curious to geek out with us at the Adler to learn 
more about the awesomeness that lies beyond these facts. Almost immediately after its 
launch, the campaign was driving increased visitation, the first time in more than two 
decades. 
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   Marketing Challenge 
 
The Adler Planetarium is consistently ranked as one of the best planetariums in the world.  
Yet somehow sales remained flat for 20+ years. Part of the problem is that Chicago is 
filled with world-class destinations, several of which are located right in Adler’s own 
backyard. To increase visitation, we needed to make Adler a destination, not just an add-
on. We needed to get Chicagoland residents to bypass the dolphins, Degas and dinosaurs 
to come see the stars. 
But, the aim was more than just increasing visitation. We needed to elevate the Adler 
brand. To create a passion brand. One that is desired, has a magnetic personality and its 
own reason for being. We needed to make people feel fortunate to have access to such a 
great resource and to get that feeling to stick. 
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  Methodology 
 
The research plan was simple – identify and validate a killer strategy and then let the 
creative team bring it to life. Rather than focusing on late-stage campaign testing, we 
doubled down on identifying the core insight around which all the work could emanate.  
We started with internal interviews of the experts at Adler. From the outset, it was clear 
the team has a deep-seated passion for their work. Time and again, we heard that the 
Adler is more than just a planetarium, it deals in cutting-edge science and covers all of 
space, the entire Universe and all the amazing things in it.  
Next, we tapped into topical experts and immersed ourselves in everything space. The 
more we learned, the more we were blown away. With countless galaxies, unfathomable 
distances, black holes, diamond planets, exploding stars, there’s no way around it, space is 
mind-bogglingly awesome and it’s something Adler owns on the museum campus.  
Finally, we asked people in the Chicago area what they thought. We found a group of 
curious people who enjoyed being more than just observers. They relish opportunities to 
participate and dig into an experience. They felt space is fascinating, but noted that the 
subject matter had a tendency to overwhelm.  
In the end, it was clear. The awesomely-nuts nature of space gets curious people fired up. 
The campaign needed to share a little bit of the wonder of space in an approachable way 
and give them an invitation to explore more at Adler. Just a little nudge and let their 
curiosity do the rest. 
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    Creative Execution 
 
The ‘Space is Freaking Awesome’ campaign taps into the targets’ natural curiosity by 
presenting some of the most seemingly unfathomable facts about space in a way that 
makes them seem a bit more fathomable. It invites the curious into a mind game they feel 
they are cracking just a tiny bit without completely intimidating them. It doesn’t dumb it 
down, but rather allows them to visualize, internalize, play and have fun with the facts. It 
fires up their curiosity and triggers them to question: wow? how? what? why? The answers 
only lead to more questions and that’s the exciting bit. 
To avoid overwhelming, the creative style aims at maintaining a casual, welcoming tone. 
Animated visuals and the right amount of colloquial language achieve a playfully serious 
vibe. The content and tone are intentionally juxtaposed in order to effectively create the 
“wow!” moments that fuel the target’s curiosity while not coming across so serious as to 
make them feel they aren’t capable/welcome to go explore at Adler.  
We started by placing ads all over Chicagoland, on billboards, double decker buses, the 
sides of high rises and retargeted via digital. Then we followed up with five animated TV 
spots that bring a different unbelievable fact to life. Of course, we spread the word 
through our social channels as well. Hey, we even got a shout out from The Grateful Dead! 
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 Business Results 
 
The Adler Planetarium has seen an immediate impact on its business. Through September, 
year-over-year visitation has increased an astronomical 21%, by far the largest gain 
among its museum neighbors. 
In-market tracking confirmed the final campaign execution successfully delivered on the 
strategy. Not only did “Space is Freaking Awesome” whet Chicagoan’s appetite for the 
cosmos, but it served up the subject matter in a fun and cool way. While only accounting 
for 7% share of category spend, the overwhelmingly positive response to the campaign 
allowed it to cut through category noise and elevate Adler’s brand presence. 
Space is Freaking Awesome has quickly become part of the Adler lingo both inside and 
outside the Adler Planetarium. Guests are asking by name for “Space is Freaking 
Awesome” t-shirts. One dad in particular requested t-shirts in kid and adult sizes so the 
entire family can partake. Furthermore, the entire Adler Planetarium staff and board have 
embraced the tagline. 

 


