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BACKGROUND information

The core that opens eyes
Volkwagen Brand Pavilion opens in the Autostadt, Wolfburg. The PLEXgroup from Berlin have overseen the complete design and implementation of the project.

The PLEXgroup have worked for over a year on a new concept for the Volkswagen pavilion at the Autostadt in Wolfsburg. The pavilion, to be opened on 9th December 2011 by Volkswagen Board member Christian Klinger, is an example of the key skills of the PLEXgroup: Interdisciplinary and integrated communication across all channels and into three dimensional space. From concept communication through architecture, media design and programming, to complete project implementation.

The visitor enters a neutral glass cube and encounters a pulsating media sculpture, over 15 meters high - the Brand Core. It gives an insight into the multifaceted universe of the Volkswagen brand. On the outer skin are approximately 700,000 LED lights, the Brand Stream, that can transform this 27 ton object into something transparent and floating. The Brand Cinema displays film and video content, high above on a crystalline LED screen. Four touch screens at the base of the Brand Core allow visitors to explore the Volkswagen brand, the Brand Experience. The object detects the eye level of the visitor and the monitors move themselves towards it. Above is a staircase of seating where visitors are equipped with iPads and can further dive into the world of Volkswagen. The large gallery space displays various branded exhibitions. For the opening of the Pavilion, the gallery will feature exhibitions of the new VW up! and the 21st Century Beetle. In the next room there will be a showcase of the Think Blue concept.

THE CONCEPT

The purpose of the project was to materialize the brand Volkswagen, a construct of experiences, values and expectations. The brand should be a sensory experience for the visitor, becoming something tangible and accessible. PLEX agency specializes in such tasks and calls it’s approach “Spatial Branding”. The Pavilion is the translation of intangible values into a new spatial language.

THE ACHITECTURE
The existing glass cube was for PLEX, approached as simply a white cube, a three dimensional space in which the brand could be experienced. There are a unique range of lines and forms that make an automobile unmistakably Volkswagen. These lines have been exploited by PLEX within the interior volume of the cube, in a sense to reveal the core of the Volkswagen brand. The Brand Core employs clean lines that reinforce the value and precision of the Volkswagen brand. The crystalline spiral above symbolises both strength and dynamism. The Core must be circled in order to fully grasp it’s complete form, turning the whole room into an experience. 

THE INTERACTION

The Brand Core reveals itself and shows visitors all the many facets that make up the overall picture of the Volkswagen brand. It makes itself actively accessible and opens up to the visitor. Parts of the Brand Core move towards the visitor and offer interactive communication with the brand. The Brand Core is an open and living installation. The Core interacts with its environment, it responds to the people around it. Everything, the entire universe, history and stories, past, present and future of the Volkswagen brand emerge from the Brand Core. From this opening springs information, web-like, powerful and complex. The information passes through the visitor, is explored and experienced.

THE COMMUNICATION

The Brand Core Sculpture showcases various media possibilities.

Brand stream:
As a core media component, the Brand Stream showcases brand’s dynamism and fluid movement. The Brand Stream is in constant motion. The Stream rebuilds itself and continues to develop further. It symbolizes continuity, vision and the spirit of the future.

Brand cinema:
Volkswagen is continually documenting and showcasing its range on film. Selected films will be shown in the Brand Cinema and crystalline fragments simultaneously projected onto the Brand Stream. The Cinema is embedded within, creating an entirely new and improved film appearance. 

Brand experience:  
The Brand Experience offers an individual and playful gateway into the brand. Four touch screens let the visitors explore the universe of the Volkswagen brand. The objects detect the eye level of the visitor and the monitors move themselves toward it. The animated content, such as movies, photos and text are constantly in motion. The visitor activates the system and there are always new links to corresponding content. Content is structured into the following thematic categories: Innovation and Technology, Fascination Volkswagen, Models, Think Blue, Social Responsibility and Additional Themes.

The interactive exploration of the content leaves a temporary impression on the Brand Stream. Fluid movements and currents transport the requested content to the interface. Each visitor explores the range of the brand in their own way, depending on their interest, willingness to interact and available time. The room becomes a stage for the audience and a space for interaction with the brand.

THE TECHNOLOGY

-
Height of the Brand Core: 15,5 Meter 

-
Cantilever length 35 Meter

-
Number of LEDs in the Brand Stream: 37.780 

-
Number of LEDs in the Brand Cinema :669.780  

-
Built volume above floor level: 198,655 m³

5.140 Characters
About Volkswagen
The Volkswagen concern, headquartered in Wolfsburg, is one of the leading Automobile makers worldwide and is the largest Automobile producer in Europe. Volkswagen is a pioneer in the use of space as a medium for branded communication. In 2000, Volkswagen opened the Autostadt (Auto City) in Wolfsburg, and it has since become an extremely successful medium for the company’s outward communication. The Autostadt today is visited by approximately one million people per year.  VW has, in this way, become a forerunner for many other brands in the German automotive industry, who have created their own, similar brand experiences.

About PLEX
The agency for design and branding, PLEX was created in 1987 as an interdisciplinary team led by designer Bruno Bakalovic, Prof. Dominika Hasse and Dietmar Mühr, alongside architect Oliver Mühr, in Berlin. The owner-managed design agency now has a staff of about 40 employees. From the beginning the PLEX founders have tried to explore the possibilities of space as a communications medium. Complex, networked and multi-dimensional thinking have always been defining values. Using the method of Spatial Branding, PLEX translates the discipline of corporate branding into the spatial dimension. Projects undertaken by PLEX have consistently been internationally and nationally awarded.
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