
Brand Project | Timeline 
 

2011 
The Wikimedia movement strategy 2010-2015 was developed on the now-archived strategy 

wiki, from 2009-2010. This was the first strategy for the entire movement; it doubled as a 

strategy for the Wikimedia Foundation. This covered for instance how effectively the 

movement is reaching and empowering new people around the world, how well it is 

providing knowledge, and how balanced its contributors are. See the Wikimedia Movement 

Strategic Plan Summary for details. 

Notably, it included increasing reach and diversity in its goals. 

 

11 February 2011: A five-year Strategic Plan for the Wikimedia movement 

The future of the Wikimedia movement 

As we celebrate our 10th anniversary, it is an ideal moment to reflect on our accomplishments 

and commit to a path forward. Wikimedia is and will remain a decentralized movement 

comprised of readers, editors, the Wikimedia Foundation and chapters, advisers and 

like-minded organizations – each playing different formal and informal leadership and 

support roles. This plan captures our common aspirations and priorities. It articulates the 

work we will undertake to achieve our shared goals over the next five years, and reflects our 

collective vision for the future of Wikimedia. 

Strategic priorities 

The collaborative strategic planning process has culminated in five key priorities for the 

Wikimedia movement over the next five years, and five critical targets to measure our progress. 

Our strategic priorities over the next five years: 

https://strategy.wikimedia.org/wiki/Wikimedia_Movement_Strategic_Plan_Summary
https://strategy.wikimedia.org/wiki/Wikimedia_Movement_Strategic_Plan_Summary
https://strategy.wikimedia.org/wiki/Main_Page


● Stabilize infrastructure 

● Increase participation 

● Improve quality 

● Increase reach 

● Encourage innovation 

We will know we are succeeding when we reach these critical targets: 

● Increase the total number of people served to 1 billion 

● Increase the number of Wikipedia articles we offer to 50 million 

● Increase the percentage of material assessed as 'high' or 'very high' quality by 25 

percent 

● Increase the number of active editors to 200,000 

● Double the percentage of female editors to 25 percent and increase the percentage of 

Global South editors to 37 percent 

 

2012 
Increasing access to knowledge in emerging markets 

The Wikimedia Foundation created Wikipedia Zero in 2012 to address one barrier to 

participating in Wikipedia: high mobile phone data costs. To do this, we partnered with 

mobile operators, which in turn, waived data costs for access to Wikipedia. Throughout the 

programʼs six year tenure, we partnered with a total of 97 mobile operators in 72 countries, 

providing over 800 million people with access to Wikipedia and its sister projects free of 

mobile data charges. 

The program was criticized next to similar Facebook and Google programs. The Electronic 

Frontier Foundation said, "Whilst we appreciate the intent behind efforts such as Wikipedia 

Zero, ultimately zero rated services are a dangerous compromise." Accessnow.org has been 

more critical, saying, "Wikimedia has always been a champion for open access to 

information, but it's crucial to call out zero-rating programs for what they are: Myopic deals 



that do great damage to the future of the open internet". The Wikimedia Foundation's Gayle 

Karen Young defended the program to The Washington Post, saying, "We have a complicated 

relationship to net neutrality. We believe in net neutrality in America", while adding that 

Wikipedia Zero required a different perspective in other countries: "Partnering with telecom 

companies in the near term, it blurs the net neutrality line in those areas. It fulfills our 

overall mission, though, which is providing free knowledge" 

 

2015 
Brand Project: In mid 2015 Katherine and Heather were asked by the Board via Lila to “find 

out what it would take to make everything Wikipedia”. We interviewed a majority of the 

Board, the c-team, and every department to understand how it would affect the Foundation 

internally. Heather spoke with non profit brand experts and commercial agencies. During 

that exploration we decided that a brand refresh would be valuable but had some risks. 

 

15-16 July 2015: Board minutes Wikimania Mexico City 

Board of Trustees present: Jan-Bart de Vreede (Chair), Patricio Lorente (Vice-Chair), 

Phoebe Ayers, Frieda Brioschi, James Heilman, Dariusz Jemielniak, Guy Kawasaki, Sam 

Klein, Maria Sefidari, Denny Vrandečić, Jimmy Wales, Stu West, and Alice Wiegand. 

The new Board members shared potential projects that they would like the Board to consider 

during their term. Some of the potential goals included assisting the relationship between the 

Wikimedia Foundation and the Wikimedia community, addressing some technical challenges, 

resolving potential branding inconsistencies or confusion, expanding the relationship 

between the Wikimedia Foundation and academic communities, and ensuring that there is a 

strategy for engaging with Wikimedia readers. The entire Board discussed some of these 

potential goals for the year, and the Board's role in supporting the staff in those and other key 

initiatives. 

https://foundation.wikimedia.org/wiki/Minutes/2015-07


14 September 2015: Board minutes 

Board of Trustees present: Jan-Bart de Vreede (Chair), Lorente (Vice-Chair), Alice 

Wiegand, Dariusz Jemielniak, Denny Vrandečić, Frieda Brioschi, James Heilman, 

Jimmy Wales, Stu West, and Guy Kawasaki 

Katherine provided a high level overview of a potential plan to review and address 

branding. Katherine plans to provide a recommendation and continue discussion with the 

Board at a future meeting. The process will include an open discussion with the community. 

Board members discussed the project, including the Board's role in the process, and the 

amount of potential resources required for the project. 

November 2015: Slide deck 

Next steps 

● Continue brand work in Q3/Q4 focused on product brand alignment and preparation for 

brand strategy work 

● Finalize cost estimates and proposed brand strategy process to take place in FY16-17 

● Present the proposed budget and brand strategy process at the next full-length Board meeting 

in April 

● Board updates via email on major milestones with requests for feedback as appropriate 

between now and April  

● Brand strategy, with Board feedback, will be integrated into proposed Annual Plan 

2015/16 Annual plan: Communications:  
Improve and grow the public image of our community, projects, and the WMF; steward the 

Wikipedia and Wikimedia brand positioning and management; advance public 

understanding of, and engagement with, free knowledge; and support and advance strategic 

initiatives and projects, with an emphasis on technology, innovation, and new knowledge. 

Continue positive international press coverage for community, advocacy, and product. 

Increase views and use of community and WMF content on WMF-managed communications 

channels. Grow social media audience. 

https://foundation.wikimedia.org/wiki/Minutes/2015-09
https://docs.google.com/presentation/d/1AL-n2QWhvNaAGWTk_egLO4Os91t-qr92Vm33uMS7H_o/edit#slide=id.g72367015f_0_22
https://meta.wikimedia.org/wiki/Wikimedia_Foundation_Annual_Plan/2015-16#Communications


2016 
Brand Project: To move forward with revising our brands to build trust and create a design 

system that could be more easily used in any circumstances around the world, we revised the 

logo and assets of the Wikimedia Foundation and offered them as templates for the whole 

movement in 2016. We changed the typeset that was used from an exclusive expensive font 

to the open source Montserrat that would allow any group or chapter to create and revise 

their own logo and merchandise. 

We celebrated Wikipediaʼs 15th birthday creating a design system shared with the whole 

community, exploring how to create design collaborations and resulting in designs from 

across the movement. Wikipediaʼs birthday was celebrated in media around the world.  

At Wikimania in Esino Lario we interviewed community members about the Wikimedia 

brands to understand how our community feels about and uses them. Many said they never 

used the name Wikimedia, and most used Wikipedia to explain what Wikimedia is when they 

did. Many interviewees thought that Wikidata was the best logo. 

As part of “New Readers” program, the Foundationʼs Global Reach team benchmarked 

Wikipedia brand awareness in Nigeria, India, Mexico, Brazil, Indonesia, and Egypt.  

Together as a movement we began to consider the next 15 years—this was the beginning of 

the movement strategy project. 

 

15 January, 2016: Wikipediaʼs 15th birthday 

META Wikipedia's 15th birthday 

Working with Communication Committee (ComCom) leads around the world, 

Wikipediaʼs 15th birthday was covered in a wide breadth of media, far outpacing our 

goals of 2 broadcast stories, and 30 articles with a total of 45 broadcast stories and over 

850 articles. 

https://meta.wikimedia.org/wiki/Wikipedia_15


Articles were published in 78 countries, led by 142 unique articles in the US, 124 in 

Germany, 49 in Spain, and 43 in Russia. Coverage was also high in Egypt, India, Brazil, 

Mexico, and even China, where some Wikimedia projects remain blocked. Pitching 40 

“Top Tier” media targets, the Foundation Communications team placed 39 stories in 23 

outlets, nearly equalling Google, eBay, and Amazonʼs 15th anniversaries coverage 

combined (49 total stories from 23 outlets). 

There were 188 events in 78 countries to celebrate Wikipedia's 15th Birthday. India led 

the world with 19 events, followed by 14 in Italy, 12 in the US, 8 in Germany, and 7 in 

France. Nearly all events took place on Friday, January 15. 

The Wikipedia 15 birthday site was one-part Annual Report, and one-part milestone 

microsite. It showcases 16 stories of Wikimedians, facts from 15 years of Wikipedia, and 

offers visitors a way to share their thoughts on Wikipedia means to them. It also 

contained 2015 Financials for the Foundation, a donor list, and an announcement page 

for the Wikipedia Endowment. 

In just 6 days, the site collected over 6.5 million page views, with 66% of visitors 

accessing content from mobile devices. The average time on site was 39 seconds. About 

47% of visitors stayed longer than a minute and after the "home" screen, the “History” 

page was most popular. 

 

META  Wikimedia Foundation brand update 

META  Global Reach insights Wikipedia brand awareness levels  

March 2016: Metrics meeting, introduction of Global Reach team 

4 April 2016: Board minutes Wikimedia Summit 

Board of Trustees present: Patricio Lorente (Chair), Kelly Battles, Frieda Brioschi, 

Dariusz Jemielniak, Guy Kawasaki, María Sefidari, Jimmy Wales. 

https://15.wikipedia.org/
https://15.wikipedia.org/financials.html
https://15.wikipedia.org/history.html
https://15.wikipedia.org/history.html
https://15.wikipedia.org/history.html
https://meta.wikimedia.org/wiki/Brand
https://meta.wikimedia.org/wiki/Global_Reach/Insights
https://meta.wikimedia.org/wiki/Wikimedia_monthly_activities_meetings/2016-03
https://foundation.wikimedia.org/wiki/Minutes/2016-04#Operations_Update


Katherine presented the recent iOS update, the harassment survey, other community 

initiatives, the Wikipedia 15 birthday celebration, continuing the search and discovery 

work, and the introduction of unique device measurement. 

21-28 June 2016: Board minutes Wikimania Esino Lario 

Board of Trustees present: Patricio Lorente (Chair), Alice Wiegand (Vice Chair), Kelly 

Battles, Frieda Brioschi, Christophe Henner, Dariusz Jemielniak, Guy Kawasaki, María 

Sefidari, Nataliia Tymkiv, Jimmy Wales 

The Board and the ED Search Steering Committee held a closed executive session to discuss an 

update on the ED search. After the initial discussion, Stephen and Geoff joined the meeting. A 

motion was presented to appoint Katherine Maher as permanent Executive Director of the 

Wikimedia Foundation. 

META  Wikimedia brand perceptions 

2016/17 Annual plan: Communications 
 

Make our brand more consistent, relatable, and more easily understood: We want people 

to make the choice to visit and contribute to the projects, partner with our movement, advance 

our values, and engage with our mission and brand. To increase this awareness and 

understanding we will continue to develop initiatives to promote Wikipedia and the 

Wikimedia projects. Those initiatives include storytelling materials to be used throughout the 

movement, outreach such as the annual report, and discussion of brand strategy with 

affiliates and interested community members. 

 

2017 
Brand Project: The Movementʼs strategy direction was finalized in 2017, and we were asked 

to consider how the movement brands could help us reach those goals. Combining brand 

awareness benchmarks from Movement Strategy research and New Readers research, the 

https://foundation.wikimedia.org/wiki/Minutes/2016-06
https://meta.wikimedia.org/wiki/Communications/Wikimedia_brands/Perceptions
https://meta.wikimedia.org/wiki/Wikimedia_Foundation_Annual_Plan/2016-2017/Final#Program_2:_Make_our_brand_more_consistent,_relatable,_and_more_easily_understood


team shares global view of Wikipedia brand awareness. Brand-building efforts for New 

Readers begin with Arabic & Kurdish Wikipedia marketing campaigns in Iraq. Before and 

after brand awareness scoring shows a 32% increase in Wikipedia awareness and spike of 

site traffic due to Iraqi marketing campaign efforts.  

Website: In 2017, the Wikimedia Foundation Communications department began work to 

improve and update the Foundationʼs website.  

 

 

First fully global view of Wikipedia brand awareness produced for New Readers & Movement Strategy  

META Foundation Website redesign 

META Movement Strategy and Global Reach (2016) brand awareness research  

META Wikipedia in Iraq marketing campaign  

META New Readers presentation on brand awareness and brand building at 

Wikimania Montreal  

https://meta.wikimedia.org/wiki/Special:MyLanguage/Communications
https://meta.wikimedia.org/wiki/Special:MyLanguage/Wikimedia_Foundation_website/2017-2018_update
https://meta.wikimedia.org/wiki/Special:MyLanguage/Wikimedia_Foundation_website/2017-2018_update
https://meta.wikimedia.org/wiki/Wikimedia_Foundation_website
https://meta.wikimedia.org/wiki/Strategy/Wikimedia_movement/2017/Sources/Brand_awareness,_attitudes,_and_usage_-_Executive_Summary
https://meta.wikimedia.org/wiki/Global_Reach/Insights
https://meta.wikimedia.org/wiki/Communications/2017_project_to_promote_Wikipedia_in_Iraq#Results
https://wikimania2017.wikimedia.org/w/index.php?title=File:(Wikimania17)_Intro_to_New_Readers.pdf&page=25
https://wikimania2017.wikimedia.org/w/index.php?title=File:(Wikimania17)_Intro_to_New_Readers.pdf&page=25


30 March 2017: Board minutes Wikimedia Summit 

Board of Trustees present: Christophe Henner (Chair), María Sefidari (Vice Chair), 

Kelly Battles, Dariusz Jemielniak, Nataliia Tymkiv, Jimmy Wales, Alice Wiegand 

(present online for part of the meeting) 

For the coming year, the FY2017-2018 plan introduces the use of cross-functional programs 

aligned with specific strategic priorities. These include the cross-departmental program New 

Readers, which include the Product and Global Reach teams, the cross-departmental 

program on Brand and Identity, which include the Communications, Legal, and 

Advancement teams, the as well as the Community Health, Emerging Communities, 

Community Tech, Content Quality & Diversity, Structured Data on Commons, and Wikidata 

programs. 

9-10 August 2017: Board minutes Wikimania Montreal 

Board of Trustees present: Christophe Henner (Chair), María Sefidari (Vice Chair), 

Kelly Battles (joining remotely, via google Hangout), James Heilman (as an observer on 

August 9 and, upon appointment, as a member of the Board of Trustees on August 10), 

Dariusz Jemielniak, Nataliia Tymkiv, Jimmy Wales, Alice Wiegand 

Over the past year, the Communications team worked on the Foundation's brand, took 

advantage of media moments, and responded to the global press interest in fake news, 

explaining how Wikipedia provides a reliable alternative source. We pushed back on a 

recurring narrative about how Wikipedia is declining or dying. We also initiated 

community-based marketing, allowing community members to support casting and scripting 

for Wikipedia promotional videos. In Iraq, where the Foundation first piloted this program, 

Wikipedia experienced a bump in readership. The Foundation is conducting research in 

Nigeria to establish a baseline for comparison ahead of a campaign in that country. 

***** 

Katherine reviewed the next steps, including the process that will begin with Phase II. After the 

movement strategy direction is published, the Wikimedia Foundation will begin working on 

developing a mid-term, 3-5 year plan. The 2018-19 Annual Plan will be a bridge between 

https://foundation.wikimedia.org/wiki/Minutes/2017-03-30#Annual_planning
https://foundation.wikimedia.org/wiki/Minutes/2017-08-9,10


current work and the 3-5 year plan. At the November retreat, the Board will discuss 

prioritization for this long-term plan.  

Katherine discussed the importance of stable revenue to fund the movement's work, the 

anti-harassment work that supports inclusion, evaluating the movement's structure and 

organization, preserving independence and dealing appropriately with paid editing, 

supporting the Wikimedia brand, developing good product experiences, and responding to 

disintermediation of web traffic. Board members discussed the importance of each of these 

challenges. 

17-19 November 2017: Board minutes  

Board of Trustees present: Christophe Henner (Chair), María Sefidari (Vice Chair), 

Kelly Battles, James Heilman, Dariusz Jemielniak, Raju Narisetti, Nataliia Tymkiv, 

Jimmy Wales, Alice Wiegand 

Community Structures 

● A clear and agreed-upon strategic direction can help the Foundation and other 

organizations in the Wikimedia movement decide on priorities and set criteria for 

evaluating their work. 

● How does the Foundation empower other entities and individuals in the community to 

take part in creating service and equity? 

● Movement structures may need to change and adapt to better serve and embody the 

strategic direction. 

● Are our current processes nimble enough to keep up with a rapidly-changing world 

and technology landscape? 

● If we move faster, will that negatively impact the quality of our decisions? 

● Success in implementing the strategic direction requires building more partnerships. 

● We have the opportunity to help lead the Internet in inclusivity, empowering and 

amplifying missing voices. However, doing so will require a significant commitment of 

our resources. 

● We need to be careful not to lose what is working well within the movement by focusing 

too much on things currently external to the movement. 

https://foundation.wikimedia.org/wiki/Minutes/2017-11-17,18,19


Revenue & Resources 

● If we are going to do more, we will need to invest more, and tap into new 

potential for revenue. 

● If we are doing more, it could be a challenge to stay focused—we need to prioritize and 

end projects that are going nowhere. 

Everything else 

● Becoming global, equal, and inclusive is easy to say but hard to do. How do we 

translate our strategic direction into real actions, and how do we measure our 

success against the themes of “equity” and “service”? 

● Pursuing knowledge equity may involve taking stands, advocating for change in 

the interest of free knowledge available to all. That change involves both 

opportunities and risks. 

****** 

Before the discussion, the trustees and Doron each wrote their answer to this question on a 

sticky note: 

What is the one thing to you that needs to be improved so that the movement structures better 

embody the strategic direction? 

The ensuing discussion focused on the following: 

● The need to increase support for developing affiliates—both direct funding but also 

funding for support and capacity building. 

● Better resource the Foundation to meet evolving needs of the community and the goals 

of the strategic direction. 

● Make community consultation more efficient, so we can make faster decisions. The 

community is Wikimediaʼs biggest strength, but community consultations can slow the 

movement and projects down. 

○ There might be ways to build on the successful model of the Community Tech 

Wishlist. 



○ One of the main blockers of the Foundationʼs work is fear from staff of 

community anger and backlash—it can be tremendous, and it often 

comes as a reaction to anything we do. It stifles good work. 

○ We may always have to deal with inefficiencies to some (considerable) extent, 

because of the nature of our movement, communities, and vision, and the 

abstraction of the work we do. 

○ Would a representative structure for the Foundation to work with be helpful? 

■ How would representatives be distributed and selected? 

■ We need to address inclusivity in the community first. 

■ A representative body could just add another layer of politics. 

● Question if the current structure (with affiliates, etc.) serves what we want to achieve 

globally? 

● Shift the culture from everything having to be “bottom up” and grow organically; find 

ways to do what we need to do to accomplish our goals. 

○ “Bottom up” structures often come at the expense of diversity and 

inclusion. 

○ We cannot be successful on the alignment weʼve achieved on strategic 

direction without ensuring that those communities that are not currently 

represented adequately, as well as emerging communities, are 

adequately represented and empowered. They need to be able to be heard 

by, have a voice in, and take advantage of a structure that enables them 

and the movement overall. 

2017/18 Annual plan: Communications 
The Wikimedia brand — which is really the trust that the public has in the projects because of 

the efforts of volunteers — is one of the most valuable things we steward. 

Following a discovery process, build a brand strategy and underlying architecture that 

helps the Wikimedia movement and projects reach their goals and fulfill potential. We 

need to create this strategy with our global community in a way that supports the durability of 

Wikimedia, and near-term goals of movement members. We will continue to allow and seek 

out uses of the brand that align with our goals, and ensure the trademarks are protected as we 

https://meta.wikimedia.org/wiki/Wikimedia_Foundation_Annual_Plan/2017-2018/Final/Wikimedia_Brand_and_Identity


expand brand awareness. At the same time, we will continue to stop and prevent uses that 

have the potential to damage the brands and trademarks. 

 

 

 

2018 
Brand Project: Building off of the work done in 2017, the Team initiated a project to 

understand global brand research for Wikimedia projects and create a brand strategy to meet 

2030 goals, reaching out to 9 world class branding agencies. Wolff Olins agency is selected to 

lead the project. Wolff Olins travels to Wikimania Cape Town to conduct interviews with 

community leaders, movement strategy team, and Board of Trustees. Brand Research is 

completed in September and combined with Brand Strategy for November Board update.  

Website: A new version of the Foundation website, using the WordPress platform, was soft 

launched on 30 July 2018. At that time, the previous website was repurposed for the 

Wikimedia Foundation Governance Wiki. 

 

https://meta.wikimedia.org/wiki/Special:MyLanguage/Wikimedia_Foundation_Governance_Wiki


 

Wolff Olins speaking with Wikimedians at Wikimania Cape Town  

February 2018: Sunset of Wikipedia Zero 

One of the critical issues we identified as part of this research was low awareness of Wikipedia 

outside of North America and Europe. To address this, we experimented with new projects and 

partnerships to increase awareness of Wikipedia, and weʼve experienced some initial success in 

this work. In Iraq, for example, we raised awareness of Wikipedia by more than 30%. In 

Nigeria, we partnered with Nigerian community members and Nollywood stars to introduce 

more than 15 million people to Wikipedia and how it works. These successes have given us 

several ideas for where we may take our partnership work next, and over the coming year, we 

will explore other ways we can leverage the findings from our research and the Wikipedia Zero 

program to direct future work with partners. 

12 June 2018: Board Minutes adding funds to Annual Plan for further brand work. 

Board of Trustees present: Christophe Henner (Chair), María Sefidari (Vice Chair), 

Esra'a Al Shafei, Kelly Battles (present online for part of the meeting), James Heilman, 

https://blog.wikimedia.org/2018/02/16/partnerships-new-approach/
https://foundation.wikimedia.org/wiki/Minutes:2018-06-12


Raju Narisetti, Nataliia Tymkiv, Jimmy Wales (present online for part of the meeting), 

Alice Wiegand (present online for part of the meeting) 

Katherine presented key changes to the FY 2018-19 Annual Plan since the Board had last seen 

the Plan. The total budget increased by $800,000 from the draft plan, with additional 

programmatic spending going to emerging community support, Movement Strategy working 

groups, Wikimedia brand work, and hiring a Director of Privacy. In discussing the additional 

investment in privacy and security, Katherine and Eileen spoke to the Board about privacy 

expectations, values and regulations.  

14 September 2018: Board informational session on emerging markets 

Recently global internet access reached 50/50. Now more than 50% of people on earth are 

connected to the internet. Originally, Wikimedia usage kept up with internet use. By 2007, 

much of the global north was online and visiting Wikimedia. When access began to grow in 

emerging markets throughout the world, the organic growth of Wikimedia use did not keep up.  

9-11 November 2018: Board Minutes reporting to the Board preliminary research into current 

Brand Awareness & potential of further strengthening Brand Awareness 

Board of Trustees present: María Sefidari (Chair), Christophe Henner (Vice Chair), 

Esra'a Al Shafei, Tanya Capuano, James Heilman, Dariusz Jemielniak, Raju Narisetti, 

Nataliia Tymkiv, Jimmy Wales 

Branding 

Mila Linares, Zachary McCune, Cynthia Pratomo, and Heather Walls were present for this 

portion of the meeting. 

Katherine and Heather introduced the brand project, which the Board had approved to begin 

in FY 17-18, to consider Wikimediaʼs branding needs and how to use existing brands in service 

of the movement strategy. The Foundationʼs Communications department has lead the project, 

in partnership with consultants from the branding agency Wolff Olins. 

https://docs.google.com/presentation/d/1UxFLPxJz5oILLNCL9ErHG4vWitPIVuMpeHfS36KPFDc/edit#slide=id.p
https://foundation.wikimedia.org/wiki/Minutes/2018-11-9,10,11


The Foundation had issued a “brief,” or request for work, to the agency. The brief requested 

that the agency evaluate what branding work would be necessary to assist the Wikimedia 

movement in its pursuit of the Wikimedia 2030 strategic direction.  

The work of the brand project thus far included global research in seven countries, interviews 

with individuals within the Wikimedia movement, workshops at Wikimania and the 

Wikimedia Foundation office, several work sessions with a brand stakeholder group (which 

included staff from across the Foundation and from Wikimedia Deutschland), and trend and 

market research. 

The Wolff Olins team summarized the results of their research. They explained how they 

assessed Wikimediaʼs opportunity for public awareness and engagement, based on aspects of 

what the world needs and what makes Wikimedia special. They contrasted the opportunities 

and strengths Wikimedia has (high awareness of the Wikipedia brand, growth and potential 

with Wikidata and Wikimedia Commons) with the challenges and barriers Wikimedia faces 

(low awareness of the Wikimedia brand; confusing overall branding; lack of a clear, easy point 

of entry). 

Based on their research, the Wolff Olins team explained that the best brand architecture for 

brand awareness and impact is to lead with Wikipedia instead of leading with Wikimedia. 

They explained the benefits of that approach in terms of simplicity, efficiency, and building a 

strong foundation for all of the Wikimedia projects. 

The Board discussed how leading with Wikipedia would be a conceptual change—up to now 

the movement has talked about the projects as being somewhat equal, and tried to avoid 

singling out Wikipedia as much as possible—but it would better reflect how the brand works in 

practice—everyone knows that Wikipedia is the best known project, and the primary entry 

point into the Wikimedia movement. Foundation staff explained that leading with Wikipedia 

could allow the Wikipedia brand to expand, supporting and uplifting the other Wikimedia 

projects. One trustee pointed out that there may be PR baggage accompanying the Wikipedia 

brand, given how the project has been criticized for its lack of diversity (being mostly Western, 

mostly male, and mostly white). 

The Wolff Olins team presented the brand strategy they developed with input from the core 

team to describe “who we are”, “our purpose”, “what we offer”, and “how we do it”—all 



focused on an expansive, inclusive effort to share free knowledge. They also presented the brand 

idea of “Set knowledge free” as an evergreen statement that activates the brand vision. They 

then pulled it all together into a brand narrative that could function as a sort of “Declaration 

of Intention” explaining Wikipedia. 

The Wolff Olins team presented mockups of what the Wikipedia brand and the “Set knowledge 

free” brand idea might look like in a number of contexts, including on t-shirts, billboards, 

apps, websites, and online calls to action. Heather specified that the research and work by the 

Wolff Olins team did not include considerations of visual identity, such as the Wikimedia or 

Wikipedia logos. Eileen provided some context and comparison from her work on rebranding 

at previous organizations. 

Katherine summarized the plans for the next steps of the project, including additional 

planning and scoping of needed resources, community discussion, and beginning to explore a 

brand refining process with potential name and logo changes in the next fiscal year. asked the 

Board for insights and experience from trustees who had been through similar changes in the 

past, community context for constructive engagement, and enthusiasm for how branding 

decisions can help achieve the goals for 2030. 

Trustees raised several points for consideration in moving forward, including the importance 

of being thoughtful in engaging the community, how we would lose any benefits from the 

current separation of the Wikimedia and Wikipedia brand if the Wikimedia brand goes away, 

where affiliate branding fits into the overall picture, and possible new names for the 

Wikimedia Foundation. 

DECISION: The Board raised no objections to the Communications team doing further work 

on positioning the Wikimedia movement brands as tools for achieving the Wikimedia 2030 

strategic vision. 

META  Wikimedia brand strategy 

Wolff Olins at Wikimania Cape Town  

Introducing Wikipedia to New Readers (panel) at Wikimania Cape Town  

Global Wikipedia/Wikimedia Brand Research  

https://meta.wikimedia.org/wiki/File:A_Wikimedia_brand_strategy_proposal_for_2030.pdf
https://commons.wikimedia.org/wiki/File:Brand_workshop_Wikimania_Cape_Town.jpg
https://wikimania2018.wikimedia.org/wiki/Program/Introducing_Wikipedia_to_New_Readers
https://commons.wikimedia.org/wiki/File:Global_Wikipedia_and_Wikimedia_Brand_Research_Report.pdf


Brand Strategy presentation  

 

2018/19 Annual plan, preparing for the MTP: Communications 
We will extend the reach of the Wikimedia projects and brand, increasing our global traffic 

and making it possible for more people around the world to participate. 

Billions of people have yet to access Wikimedia projects. Most content is long-form 

encyclopedia articles and images, leaving out other formats. In 2018, for the first time more 

than half of the worldʼs population will be online. 

The Wikimedia communities don't represent the diversity of the human population, notably in 

terms of gender and geography. This lack of representation and diversity has created gaps of 

knowledge and systemic biases. In the next 15 years, population will grow the most in regions 

where Wikimedia currently reaches the fewest users. The languages that will be the most 

spoken are primarily those underrepresented in our projects and communities. 

 

2019 
Brand Project: Team initiates community review of same Brand Research and Strategy 

shown to Board in November. Team travels to attend community events in Chile, Spain, 

Sweden, Norway, UK, Germany, India, Egypt, and Indonesia to collect perspectives and 

feedback. Major discussions take place during Wikimedia Summit in Berlin. Results of 

community concerns and needs synthesized into “6 criteria for Movement Brand”. The 

community is gravely concerned by the analysis of one of the outreach channels and use it to 

call the whole process into question. Heather explains and apologizes. Update shared to 

Board in Stockholm. Team presents at Wikimania. Essie Zar joins Foundation as Brand 

Manager, responsible for driving brand project. 11 world-class brand agencies invited to 

“respond to proposal” for collaborative branding process. Three agencies from New York, 

London, and Oslo shortlisted. Snohetta selected in November. Affiliates invited to join brand 

workshops in January and February 2020.  

https://commons.wikimedia.org/wiki/File:A_Wikimedia_brand_strategy_proposal_for_2030.pdf
https://meta.wikimedia.org/wiki/Wikimedia_Foundation_Annual_Plan/2018-2019/Final


Updated Foundation Website: On 9 July 2019, the department deployed an updated design of 

the Foundation site, in collaboration with the Design team. 

 

META  Movement Brand Project 

META Community review results  

Growing Wikimedia readership presentation at Wikimania 

30 January 2019: Board Minutes Slides 

Board of Trustees present: María Sefidari (Chair), Christophe Henner (Vice Chair), 

Esra'a Al Shafei, Tanya Capuano, James Heilman, Dariusz Jemielniak, Lisa Lewin, Raju 

Narisetti, Nataliia Tymkiv, Jimmy Wales 

Katherine presented a brief update on the ongoing brand project, which is set to move into a 

period of community review and discussion. The projectʼs goal is to communicate current 

branding needs as identified for the success of the strategic direction, solicit input about 

community branding needs, generate excitement for updates to the brand, and create a more 

permanent structure to address movement-wide brand questions. 

30 January 2019 Enterprise Risk Management Brand risk 

Brand is a tier 1 risk 

Potential Mitigation Efforts: 

● Improve training and support to volunteer communities 

● Increase PR/Communications funding and staffing 

● Invest in brand strategy 

Growth and strategy 

...the risk that the Foundation is constrained by legacy and tradition inhibiting potential 

growth. 

https://meta.wikimedia.org/wiki/Communications/Wikimedia_brands/2030_movement_brand_project
https://meta.wikimedia.org/wiki/Communications/Wikimedia_brands/2030_research_and_planning/community_review/results
https://wikimania.wikimedia.org/wiki/2019:Growing_Wikimedia%27s_Readership/Increasing_Wikimedia%E2%80%99s_Readership:_Advocating_the_change_with_SDG_Goals
https://foundation.wikimedia.org/wiki/Minutes/2019-01-30
https://foundation.wikimedia.org/w/index.php?title=File:January_30_2019_Board_of_Trustees_Meeting_-_public_version.pdf&page=48
https://foundation.wikimedia.org/w/index.php?title=File:January_30_2019_Board_of_Trustees_Meeting_-_public_version.pdf&page=79


28 March 2019: Board Minutes Slides 

Board of Trustees present: María Sefidari (Chair), Christophe Henner (Vice Chair), 

Esra'a Al Shafei, Tanya Capuano, James Heilman, Dariusz Jemielniak, Lisa Lewin, Raju 

Narisetti, Nataliia Tymkiv, Jimmy Wales 

Katherine and Foundation staff presented the Foundationʼs draft medium-term plan, which 

had been shared with the Board prior to the meeting. The plan involves two goals for the next 

3-5 years, which connect to the movement strategic direction, and five priority investment 

areas for helping to achieve those goals: 

Goals 

● Grow participation globally, focusing on emerging markets 

● Modernize our product experience 

Priorities 

● Brand Awareness 

● Worldwide Readership 

● Thriving Movement 

● Platform Evolution 

● Global Advocacy 

The Board asked for more emphasis on language, geographic, and gender diversity in the 

description of the Thriving Movement priority, and pointed out how Thriving Movement is 

linked to Brand Awareness. 

The Board asked about progress that had been made since November 2017 regarding Platform 

Evolution, and how the Foundation is tracking progress. Foundation staff explained that 

much of the recent work has been to improve infrastructure so that it can support future 

innovation. The Board pointed out that the medium-term plan is missing some of that 

anticipated innovation, and raised points about machine learning, data security, and privacy. 

The Board provided general feedback that the Foundation could set more aggressive targets for 

many, if not all, of the points in the medium-term plan. 

https://foundation.wikimedia.org/wiki/Minutes/2019-03-28
https://foundation.wikimedia.org/w/index.php?title=File%3APublic_Version_Board_of_Trustee_Meeting_Deck_for_Mar_28%2C_2019.pdf&page=14


11 April 2019 Live presentation with Q&A 

Posted on Commons: Communications team at the Wikimedia Foundation present a 

rebranding proposal for community questions and feedback 

14 June 2019: Board Minutes Slides 

Board of Trustees present: María Sefidari (Chair), Christophe Henner (Vice Chair), 

Esra'a Al Shafei, Tanya Capuano, James Heilman, Dariusz Jemielniak, Lisa Lewin, Raju 

Narisetti, Nataliia Tymkiv, Jimmy Wales 

Katherine reviewed the goals and priorities in the Foundationʼs medium-term plan, which had 

been revised since March based on feedback from the Board, staff, and community. Katherine 

described how the annual plan was built from the medium-term plan, with a focus of 18 

deliverables across the medium-term planʼs five focus areas to be produced within the next 

12-18 months. The fundraising target for FY 2019-20 is $110 million, the budget is $111.5 

million, programmatic expenses are projected to remain at 75-76% of the total budget, and the 

goal is to hire for 109 new full-time positions. 

Brand Awareness is one of five priorities. 

Tanya explained that the Audit Committee had reviewed the annual plan budget and was 

recommending it for approval. 

DECISION: After a motion by María, seconded by Tanya, the Board approved the Wikimedia 

Foundation 2019-2023 medium-term plan. 

DECISION: After a motion by María, seconded by Tanya, the Board approved the Wikimedia 

Foundation 2019-2020 annual plan. 

14 & 15 August 2019: Board Minutes Slides at Wikimania Stockholm  

Board of Trustees present: María Sefidari (chair), Christophe Henner (vice chair), Esra'a 

Al Shafei, Shani Evenstein (present for a portion of the meeting), Tanya Capuano, James 

Heilman, Dariusz Jemielniak, Lisa Lewin, Raju Narisetti, Nataliia Tymkiv, Jimmy Wales 

Heather and Zack reviewed the brand work that had been done in the previous year, and 

presented a summary of the community feedback received regarding the idea to shift to focus 

https://commons.wikimedia.org/wiki/File:Wikimedia_Foundation_branding_proposal_presentation.webm
https://foundation.wikimedia.org/wiki/Minutes/2019-06-14
https://foundation.wikimedia.org/w/index.php?title=File:Board_of_Trustee_Meeting_Deck_for_June_14,_2019_-_public_version_.pdf&page=18
https://foundation.wikimedia.org/wiki/Minutes/2019-08
https://docs.google.com/presentation/d/1CE1E3Nr_FCNkbvx60uSmTr2MkZEHSIrNZ2UuRrrqbLk/edit?usp=sharing


on “Wikipedia” instead of “Wikimedia”. The next step is to iteratively design a new brand 

system (with an outside firm), collecting feedback along the way. The team developed a set of 

criteria to evaluate brand proposals—the brand system should: 

● Explain who we are and resolve confusion 

● Protect and improve our reputation 

● Support and elevate the sister projects 

● Assess and address legal risks 

● Support movement growth 

Communities and affiliates that have been around a long time have very different needs, 

wants, and expectations than our emerging communities. But they often have the louder voice. 

In general folks donʼt have much if any urgency.  

Most people are concerned by risks and managing them, than they are going after 

opportunities.  

Much of our community is not concerned about growth. 

October 2019 Foundation Tuning Session slides 19/20 Q1 

Brand Awareness is important to our strategic direction because we intend to grow around the 

world, and you cannot join a movement you do not understand.  

We are accomplishing Brand Awareness by clarifying our brand system, maintaining brand 

health, and increasing awareness in markets we donʼt currently serve. 

Weʼd like to highlight creating an evolved identity system for Wikimedia that supports this 

priority. 

We learned that working closely with our community and a strong design agency helps us 

make progress on Brand Awareness. 

The situation 

There are increased community concerns around Foundation consultation practices stemming 

from Fram block and Movement Strategy process. 

https://commons.wikimedia.org/w/index.php?title=File%3AWikimedia_Foundation_first_quarter_2019-2020_tuning_session_-_Communications.pdf&page=1


Volunteers are concerned that decisions are made without satisfactory consultation, and 

without clear understandings about how/where/when input can be addressed. This leads to 

distrust of process and of project outcomes.  

5 December 2019: Board Minutes  

Board of Trustees present: María Sefidari (Chair), Esra'a Al Shafei, Tanya Capuano, 

Shani Evenstein, James Heilman, Dariusz Jemielniak, Lisa Lewin, Raju Narisetti, Jimmy 

Wales 

Katherine presented an update on the evolved identity program within the brand awareness 

priority, highlighting the selection of Norwegian design firm Snøhetta to partner with staff on 

the project. The project timeline includes three collaborative brand workshops in Q3 for staff 

and community members, followed by developing and refining a new movement identity 

system in Q4. 

2019/20 Medium Term Plan: Brand Awareness 
Clarify and strengthen brand architecture. Priorities supported: Brand Awareness, 

Thriving Movement, Global Advocacy 

Understand and enhance brand awareness across the world. Wikimedia will be known as the 

infrastructure of free knowledge—the place where knowledge is set free. 

 

 

 

2020 
Brand Project: In 2020, Brand Project begins with community workshops in Oslo, Bangalore, 

and online to define “brand concept”. Snohetta is announced as agency lead. Following 

adjustments made for COVID-19, “interconnection” brand concept is announced via 

livestream. Naming is explored remotely, Legal analysis removes two options. Project team 

https://foundation.wikimedia.org/wiki/Minutes/2019-12-05
https://meta.wikimedia.org/wiki/Wikimedia_Foundation_Medium-term_plan_2019/Brand_awareness


presents to Board. Project team shares Naming Options on 16 June opening a two week call 

for feedback.  
 

Brand Project resources on Wikimedia Commons 

January 2020 Foundation Tuning Session slides 19/20 Q2 

The situation 

We cannot design in isolation from our communities. We design with them, educating 

and facilitating to empower many parts of the Wikimedia movement to shape the 

outcomes of this process.  

We also need a process that balances collaborative development and collaborative 

feedback, alternating between action and refinement.  

Recommendation 

Weʼre beginning this process with a series of workshops that ask participants to create a 

core “concept” of our Movement. Without focusing on products, logos, or names, this 

will be a chance for all participants to align on essential qualities common to all our 

goals and efforts.  

2 & 3 February 2020: Board Minutes  

Board of Trustees present: María Sefidari (Chair), Nataliia Tymkiv (Vice Chair), Esra'a 

Al Shafei, Shani Evenstein Sigalov, Tanya Capuano, James Heilman, Dariusz 

Jemielniak, Lisa Lewin, Raju Narisetti, Jimmy Wales 

Heather presented on the movement branding project and community discussions about 

branding. 

 

Phase 1: Concept Development 

January–April 2020 

https://commons.wikimedia.org/wiki/Category:Wikimedia_2030_brand_project
https://commons.wikimedia.org/wiki/File:Wikimedia_Foundation_second_quarter_2019-2020_tuning_session_-_Communications.pdf
https://foundation.wikimedia.org/wiki/Minutes/2020-02#Day_One_%E2%80%93_February_12


Activities: 

● Three concept workshops, with community members from around the 

world, cohosted with the project design partner, Snøhetta: 

○ ✓ Oslo workshop – 13–16 January. Report 

○ ✓ Online workshop – 4–6 February. Report 

○ ✓ Bengaluru workshop – 17–20 February. Report 

● Movement-wide opportunities for input (online activities): 

○ ✓ Concept exercise #1: What does free knowledge mean to you? 

Participation through Snøhetta's website or on the talk page. 

Exercise | Report 

○ ✓ Concept exercise #2: "Who are we?" Which concept(s) best 

represent the Wikimedia movement? Participation through 

Snøhetta's website or on the talk page. Exercise | Report 

○ ✓ Community-run Request for Comments on "Should the 

Foundation call itself Wikipedia" RfC | Report 

○ ✓ Community discussion of the project on wikimedia-l (thread 

"Brand Project: Who are we as a movement?") 

○ ✓ Concept exercise #3: Visualizing interconnection. Participation 

through Snøhetta's website or on the talk page. Exercise 

● ✓ Presentation of the unified concept, interconnection, which will be a 

guiding idea for upcoming work. Video presentation available on Commons 

and YouTube. Blog post | Report 

Phase 2: Naming Convention Proposal 

June–July 2020 

The unified concept is used, along with other concepts and themes identified in 

feedback throughout the process, to develop naming convention proposals for the 

movement. The proposals are shared with the communities for feedback. Communities 

are asked in particular to evaluate the proposals against the Movement Branding 

Criteria, surfaced in the 2019 community review. One proposal is selected and refined. 

Activities: 

● ✓ Discuss naming with the Board of Trustees at their 22 May meeting. 

https://meta.wikimedia.org/wiki/Communications/Wikimedia_brands/2030_movement_brand_project/Oslo_brand_workshop
https://meta.wikimedia.org/wiki/Communications/Wikimedia_brands/2030_movement_brand_project/Online_brand_workshop
https://meta.wikimedia.org/wiki/Communications/Wikimedia_brands/2030_movement_brand_project/Bengaluru_brand_workshop
https://brandingwikipedia.org/2020/02/17/what-does-free-knowledge-mean-to-you/
https://meta.wikimedia.org/wiki/Communications/Wikimedia_brands/2030_movement_brand_project/What_does_free_knowledge_mean_to_you
https://brandingwikipedia.org/concepts/
https://meta.wikimedia.org/wiki/Communications/Wikimedia_brands/2030_movement_brand_project/Unified_brand_concept:_Interconnection
https://meta.wikimedia.org/wiki/Requests_for_comment/Should_the_Foundation_call_itself_Wikipedia
https://meta.wikimedia.org/wiki/Communications/Wikimedia_brands/2030_movement_brand_project/RfC_Should_the_Foundation_call_itself_Wikipedia
https://lists.wikimedia.org/pipermail/wikimedia-l/2020-March/thread.html#94465
https://lists.wikimedia.org/pipermail/wikimedia-l/2020-March/thread.html#94465
https://brandingwikipedia.org/2020/04/20/exercise-3-visualizing-interconnection/
https://commons.wikimedia.org/wiki/File:Movement_Brand_Project_-_Concept_Presentation.webm
https://www.youtube.com/watch?v=xS72O6Si94Q
https://brandingwikipedia.org/2020/04/16/our-unified-concept-interconnection/
https://meta.wikimedia.org/wiki/Communications/Wikimedia_brands/2030_movement_brand_project/Unified_brand_concept:_Interconnection
https://meta.wikimedia.org/wiki/Communications/Wikimedia_brands/2030_movement_brand_project#The_qualities_of_good_movement_branding_(Movement_Branding_Criteria)
https://meta.wikimedia.org/wiki/Communications/Wikimedia_brands/2030_movement_brand_project#The_qualities_of_good_movement_branding_(Movement_Branding_Criteria)


● ✓ Live presentation of naming convention proposals on 16 June. Blog post | 

Report 

● ✓ Office hours: 23 June at 16:30 UTC, 26 June at 0:00 UTC. 

● ✓ Movement-wide call for feedback 16 June-7 July. Participation on Meta and 

through surveys. 

 

● Community-run straw poll on naming issues. Poll 

● Executive statement and Board statement released regarding the Brand 

Project. 

● Community open letter on renaming, a request by the community of an 

immediate pause to renaming activities by the Wikimedia Foundation 

(signing still possible) 

● Board update on next steps released. 

● Board meeting on August 5 to review renaming work. 

 

Brand concept workshops 

As part of the 2030 movement brand project, the Wikimedia Foundation, along with its design 

partner, Snøhetta, hosted a two-day, in-person workshop in Oslo, Norway in January 2020. 

There were 34 participants. Participants from 22 countries were present. Eleven volunteers, 

eleven affiliate staff, and twelve Wikimedia Foundation staff were present along with members 

of the Snøhetta staff. 

The objective of the workshop was to allow participants to collectively contemplate the question 

"Who are we?" as a movement. Participants broke into small groups and chose a general 

concept that they felt best represents the movement. Each group then built physical models or 

chose an existing image to explain their choice. 

The concepts from the Oslo brand workshop, the Bengaluru brand workshop and the online 

workshops generated a total of 23 concepts. The 23 concepts were presented to the community 

for feedback in the March 2020 exercise "Who are we?". Feedback and engagement on the 

https://www.youtube.com/watch?v=j3zlBGHHHiY
https://brandingwikipedia.org/2020/06/16/whats-in-the-name/
https://meta.wikimedia.org/wiki/Communications/Wikimedia_brands/2030_movement_brand_project/Presentation_naming_convention_proposals
https://meta.wikimedia.org/wiki/Communications/Wikimedia_brands/2030_movement_brand_project/Naming_convention_proposals
https://wikimedia.qualtrics.com/jfe/form/SV_9G2dN7P0T7gPqpD
https://meta.wikimedia.org/wiki/Talk:Communications/Wikimedia_brands/2030_movement_brand_project#Community_feedback_and_straw_poll
https://meta.wikimedia.org/wiki/Communications/Wikimedia_brands/2030_movement_brand_project/Executive_statement
https://meta.wikimedia.org/wiki/Wikimedia_Foundation_Board_noticeboard/Board_Update_on_Branding
https://meta.wikimedia.org/wiki/Community_open_letter_on_renaming
https://meta.wikimedia.org/wiki/Wikimedia_Foundation_Board_noticeboard/Board_Update_on_Branding:_next_steps


series of concepts is being used to develop a single concept from the 23 to guide proposals 

around naming conventions and brand design. 

● Oslo Brand Workshop 

● Bengaluru Brand Workshop 

● Online Brand Workshops 

Request for Comment 

On 18 January, 2020, a community-initiated Request for Comment was opened on Meta-Wiki 

entitled "Should the Foundation call itself Wikipedia?" The RfC remains open, but has become 

stable enough to produce an analysis. This report summarizes participation, support/oppose 

levels, and common themes of discussion in order to funnel that information into the 2030 

Movement Brand Project. 

Brand Project website  

Snøhetta created a website to tell the story of the brand project and allow people to 

follow along with every step. The website was also used to pose questions to the brand 

network and assess the communityʼs reaction to the concepts develop through the 

workshops.  

April 2020 Foundation Tuning Session slides 19/20 Q3 

The Communications department began our global design collaboration in Q3, launching the 

project and collaborating with Movement representatives. We are still on track for completing 

this project by January 2021 (Q3 FY20/21) for Wikipediaʼs 20th birthday. 

Some of the work accomplished includes: 

8 brand workshops with 97 Movement representatives from 41 nations including 90% of the 

Board of Trustees  

23 Movement-created concepts for “who we are” as brand in the world  

More than 1,300 engagements on the 23 concepts to guide  project team towards 1 final 

concept  

https://meta.wikimedia.org/wiki/Communications/Wikimedia_brands/2030_movement_brand_project/Oslo_brand_workshop
https://meta.wikimedia.org/wiki/Communications/Wikimedia_brands/2030_movement_brand_project/Bengaluru_brand_workshop
https://meta.wikimedia.org/wiki/Communications/Wikimedia_brands/2030_movement_brand_project/Online_brand_workshop
https://meta.wikimedia.org/wiki/Communications/Wikimedia_brands/2030_movement_brand_project/RfC_Should_the_Foundation_call_itself_Wikipedia
https://brandingwikipedia.org/
https://commons.wikimedia.org/wiki/File:Wikimedia_Foundation_third_quarter_2019-2020_tuning_session_-_Communications.pdf


The project also faced concern and scrutiny on Meta-Wiki and mailing lists resulting in 80+ 

hours of additional communication work with aid from Community Relations specialists. 

Elena Lappen has been formally assigned to continue improving community communications 

and consultation.  

22 May 2020 Resolution:Brand Project Support 

RESOLVED, that the Board affirms its support for the brand project and its strategic 

importance for the movement, mission, and 2030 strategy, and the Board directs the 

Foundation to complete this work by Wikipedia's 20th birthday. 

16 June 2020 Surveys for naming convention feedback 

The second phase of the 2030 Movement Brand Project invites affiliates, individual 

contributors and Wikimedia Foundation staff to provide feedback on proposed names for our 

movement. The proposals are a starting point, and feedback will be used to remove, refine and 

recombine elements of different proposals into a single proposal. 

To develop naming conventions we created surveys for individuals and movement 

groups to give feedback on the suggestions. The surveys were translated into 7 

languages and shared on village pumps, to affiliates, and our affiliate liaisons. Our 

Central Notice announcement was blocked, but we reached enough individuals to reach 

our objective. 

● Individual Survey  

● Survey outline/text 

18 June 2020 Brand executive statement based on Board direction 

After the naming conventions presentation, there was confusion around what had been 

decided. Community-connected staff from the Foundation recommended a statement 

of clarification. After speaking with a Board member, we wrote and posted the 

following note. It turned out that the Board was not as aligned on this statement as they 

had assumed and needed to clarify. This apparent lack of alignment between our 

statements caused some confusion, questioning, and concerns among community 

members. 

https://foundation.wikimedia.org/wiki/Resolution:Brand_Project_Support_(May_2020)
https://meta.wikimedia.org/wiki/Communications/Wikimedia_brands/2030_movement_brand_project/Naming_convention_proposals
https://wikimedia.qualtrics.com/jfe/form/SV_9G2dN7P0T7gPqpD
https://meta.wikimedia.org/wiki/Communications/Wikimedia_brands/2030_movement_brand_project/Naming_convention_proposals/Survey_text
https://meta.wikimedia.org/wiki/Communications/Wikimedia_brands/2030_movement_brand_project/Executive_statement


We understood that this decision could not be universally agreed on, and that changing 

identity is an emotional task as much as a practical one. So we set out to be transparent and 

inclusive in the steps we were taking towards a rebrand. However, when community 

discussions began to sway toward attempting to prevent a rebrand, we failed in clearly and 

consistently responding that a rebrand itself was not up for debate. 

We should have been clearer: a rebrand will happen. This has already been decided by the 

Board. The place where we seek consultation and input is on what an optimal rebrand looks 

like, and what the path to get there will be. 

In response to community concerns along the way we have revised our plans, extended our 

timelines, and looked at naming possibilities other than Wikipedia. One thing we did not 

sufficiently communicate in presenting the potential naming conventions is that the team did 

a huge amount of work to explore other options not centered on the Wikipedia brand. They 

dug, they proposed, they reviewed with the Legal team who also did a lot of work exploring 

options, narrowing down for feasibility and exploring the feasible options in depth. This 

includes ones we created, as well as suggestions from many community discussions. 

In the end, the Board, Brand team, and Legal team agreed that Wikipedia was the change 

which supported the goals of the change while also meeting practical legal and financial 

constraints. This is why the Brand team spent extra time to develop solutions exploring 

interchangeable parts, and are interested in the way these parts might more usefully explain 

the structures of our movement. 

23 June 2020 Community open letter on renaming 

Volunteers have built up the good name of Wikipedia as an independent, community-driven 

resource for 20 years. The Wikimedia movement projects, including Wikipedia, thrive on 

decentralization and consensus. Clear distinctions among the Wikimedia Foundation, 

affiliates, and individual contributors are essential. Any change that affects this balance 

demands the informed consent and collaboration of the communities. Therefore, it is of great 

concern to see "Wikipedia" presented for the name of the organization and movement despite 

widespread community dissatisfaction. 

2 July 2020 Community Insights Report | July Staff Meeting 

https://meta.wikimedia.org/wiki/Community_open_letter_on_renaming
https://docs.google.com/presentation/d/1yML3KeZ6QhzyyTOelOtFYicOjhjmadWwpUPLPfXWs48/edit#slide=id.g85f7e02eb3_0_0


If we want to increase our Movementʼs geographic and gender diversity, we must focus on 

attracting and retaining newcomers. 

● Wikimedians are 87% male. Almost half live in Europe and one-fifth in Northern 

America (as compared to 9.7% and 4.8% of the global population). Learn more. 

● Compared to more tenured contributors, those who started editing in the last two years 

are three times as likely to live in Africa, twice as likely to live in Asia, and twice as 

likely to be female. They are also more socioeconomically diverse. Learn more. 

● New volunteer developers are half as likely to live in Europe as tenured ones. Learn 

more. 

Our growing diversity is at risk if we do not improve our social and technical environments, 

especially for those who often have worse experiences. 

● Contributors who joined the movement in the last two years feel significantly less 

empowered to succeed on Wikimedia platforms if they are female, live in Eastern Asia, 

or are not fluent in English. Learn more. 

● Almost half of females and of contributors living in Eastern Asia said they felt unsafe 

or uncomfortable in Wikimedia spaces in the last year. Learn more. 

● Youth, newcomers, and contributors living in Africa and Southern Asia indicate more 

positive technical and social experiences in Wikimedia spaces than others, including 

feelings of belonging and engagement in their communities. Youth in particular are 

more satisfied with their technical experiences than others. Learn more in Platform 

Evolution and Thriving Movement. 

https://office.wikimedia.org/wiki/Community_Insights_Survey_Report_(2020)/Thriving_Movement#Community_and_Newcomer_Diversity
https://office.wikimedia.org/wiki/Community_Insights_Survey_Report_(2020)/Thriving_Movement#Community_and_Newcomer_Diversity
https://office.wikimedia.org/wiki/Community_Insights_Survey_Report_(2020)/Platform_Evolution
https://office.wikimedia.org/wiki/Community_Insights_Survey_Report_(2020)/Platform_Evolution
https://office.wikimedia.org/wiki/Community_Insights_Survey_Report_(2020)/Thriving_Movement#Newcomer_Empowerment_and_Support
https://office.wikimedia.org/wiki/Community_Insights_Survey_Report_(2020)/Thriving_Movement#Safe_and_Secure_Spaces
https://office.wikimedia.org/wiki/Community_Insights_Survey_Report_(2020)/Platform_Evolution
https://office.wikimedia.org/wiki/Community_Insights_Survey_Report_(2020)/Platform_Evolution
https://office.wikimedia.org/wiki/Community_Insights_Survey_Report_(2020)/Thriving_Movement#Community_Belonging_and_Engagement

