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“A world in which every single 
human being can freely share 
in the sum of all knowledge.”

Public domain, NASA
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Question: What is the problem  that 
we are trying to solve? 

Why is change needed?  



2006

https://w.wiki/WGf

The vision we share



Measuring progress towards
“every single human being”

Global 
population

Connected 
people

Know 
Wikimedia

Use 
Wikimedia

Contribute

~7.8 billion ~4.75 billion ~1.5 billion ~1 billion ~250,000

Everyone on the 
planet

Our target market -- 
all the people on 
the planet with 
internet access

Based on 
movement strategy 
research we think 
this many people 
know about 
Wikimedia projects

Unique devices data 
indicates that about 
a billion devices 
access Wikimedia 
projects in a month

This many people 
edit the projects (at 
all) in a month

July 2020



What is the context by which we 
entered into this work?



https://w.wiki/WGf

2010 - 2015

Strategic Plan from 2010
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https://w.wiki/XBg

2010 - 2015
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https://www.technologyreview.com/2013
/10/22/175674/the-decline-of-wikipedia/

2010 - 2015

https://www.technologyreview.com/2013/10/22/175674/the-decline-of-wikipedia/
https://www.technologyreview.com/2013/10/22/175674/the-decline-of-wikipedia/


The US is the country with 
the combined largest 
readership.

Total human readership 
from the US is declining: 
mobile growth in the US 
is lagging behind global 
mobile growth trends and 
is not offsetting the 
decline in desktop traffic. 

The vast majority of 
automated traffic 
(crawlers) comes from the 
US.

2010 - 2015



We rely on Google referrals up to 5x more than any other top web property or 
media company. 

(Source: comScore Source/Loss report July 2015)

2010 - 2015
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https://www.nytimes.com/2015/06/21/opinion
/can-wikipedia-survive.html

2010 - 2015

https://www.nytimes.com/2015/06/21/opinion/can-wikipedia-survive.html
https://www.nytimes.com/2015/06/21/opinion/can-wikipedia-survive.html
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2016

CC BY SA 4.0 - Niccolò Caranti 



15CC BY 2.0 - Sebastiaan ter Burg

Katherine Maher is announced as ED

2016



● Stabilize the Foundation
● Reconnect with the global community
● Fix product
● Grow readership/reach

ED goals for the first year



Foundation recognized 
limited progress on 

“every single human being.”

Why? What could be done? 
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South Africa brand & user research

2015

An encyclopedia is not 
relevant mental model in 
some regions



https://w.wiki/Vvx

2016

Community organizers use 
different names to explain 
the movement. 
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https://w.wiki/Vvz

2016
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https://w.wiki/Vvz

2016



Insights: Many new users do not 
know Wikipedia, what it is for, and 

who makes it (the movement). 
People conflate site with Google. 



Recommendation: Improve      
communications & brand awareness to 

support movement growth.



A “brand” in brief
Graphic 
identity, logo

Name, 
wordmark

}
Recognition (“Yes, Iʼve heard of Wikipedia”) 

Associations (“free knowledge” “online 
encyclopedia”) 

Affinity (“I Wikipedia is useful.” “I support 
Wikipedia”) 

“Brand” is not just 
names & logos...

“Brand” is also what 

you mean to people.



https://ssir.org/articles/entry/the_role_of_brand
_in_the_nonprofit_sector

25

What brand can do for an 
organization

https://ssir.org/articles/entry/the_role_of_brand_in_the_nonprofit_sector
https://ssir.org/articles/entry/the_role_of_brand_in_the_nonprofit_sector


Building on New Readers 
research, we began marketing in 

Nigeria and India. 

We centered this work on 
community insights for growing 

awareness Wikipedia.



We asked our community in Nigeria and India what 
Wikipedia “means” and built video ads from these insights. 

Nigeria - https://w.wiki/XBV

India - https://w.wiki/XBW

2017 - 2018



2017

https://w.wiki/X84



2018

https://w.wiki/X85



Conclusions: Wikipedia brand is a 
powerful tool to introduce our 

movement and our values. 

We can raise brand awareness in 
collaboration with community. 



Wikipedia awareness among internet users

Nigeria
27%

India
33%

Iraq
19%USA

87%

France
84% Japan

64%

Brazil
39%

2016

Mexico
53%



32

2018

Wikipedia awareness after marketing campaigns



Data from 2016, WMF and 
http://www.internetlivestats.com/ 

Wikimedia page views are inverted from global internet users



WIKIMEDIA 2030

Public Domain



The Wikimedia Movement 
Strategic Direction redoubled the 

call to “collect knowledge that 
fully represents human diversity, 

and build the services and 
structures that enable others to do 

the same”



36

https://w.wiki/wq
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Trustee comments 
from the minutes



We set out asking how the 
Wikimedia brands could support 

the strategic direction.



2018

https://w.wiki/3Ez



2018

Relevant work Understanding of 
Wikimedia ethos 

Proposal fit

WO has worked with 
Amnesty International, The 
Met, Project (RED), and 
Mozilla- a cross-section of 
organizations that share 
audiences, agendas, and 
missions with Wikimedia. 

WO discussed brands as tools to 
empower people, and recognized 
the movement strategy as an 
opportunity to invite more people 
in to Wikimedia which will 
ultimately serve all other 
organizational goals. They 
include “community shareouts” 
and “toolkits” in their 
deliverables because they 
understand the need to support 
the network not just the 
Foundation. They are eager to use 
Wikimania as a launch point. .  Split into 3 phases, the proposal 

separates key efforts like research 
from positioning workshops, 
hopefully protecting inquiry and 
wide brand appraisal before  
“jumping into solutions.”



2018

Request for Proposals - 2018 
Brand Research & Strategy 

We did not set out to rebrand 
the projects or the Movement 

or the Foundation.



We set out asking how the 
Wikimedia brands could support 

the strategic direction.



Set
knowledge
free

Wikimedia X Wolff Olins
9 November 2018

Brand Strategy Presentation

2018



4.2 billion people

OUR GOAL: REACHING THE REST OF THE WORLD 

4
4

9 November 2018  |  Wikimedia X Wolff Olins

2018



Pioneers thriving after 16 years
Digital and physical community
Free from shareholders, advertisers, and partisanship 
Transparent in everything you do, say, and make
Trusted by individuals and institutions 
Committed to being representative
Essential for the internet and for all of us
Democratic by and for the people you serve 
A living movement
A radical spirit
Jimmy Wales

What the 
world needs

Your opportunity

What’s special 
about you

To access the internet (and in new ways)
To see ourselves represented online 
To believe in the internet and the information it gives us 
To debate different points of view 
To connect with each other online and in real life 
To teach ourselves everything we need to know 
To protect our rights and those of others online 
To instigate the change we want to see in the world 
To adapt to do all this with each other and with machines 

Link to full content

Wikimedia 
is unique 
and needed 
in today’s 
world

YOUR OPPORTUNITY

459 November 2018  |  Wikimedia X Wolff Olins

2018

https://docs.google.com/presentation/d/10mniVUwktXpi7YKdmpoQvV7ajTLI8bmlc80TfZQcXuk/edit#


- Complicated
- Disjointed
- Not showing all the great things we do

HOW WE SHOW UP

You are doing amazing things, 
but it’s hard to tell from the outside

4
6

9 November 2018  |  Wikimedia X Wolff Olins

2018



WIKIMEDIA TODAY

“That it is the same content as in Wikipedia, 
but we can find the information presented in 
videos or podcasts.” 

– Prospect, Mexico

Similar to Wikipedia, but mainly a collection 
of videos and photos.” 

– Prospect, Germany 

“Never heard of it before; not sure, maybe 
it is for old news and updates.”

– Prospect, United States 

“I haven't heard of these various projects 
before. So that confuses me if they really 

did exist.” 

— Prospect, India

Non-China Market n = 130
QW4. When you think of the word WIKIMEDIA 
what comes to mind? What would you expect 
it to mean or to provide?  

Unknown Wikipedia with video

(Source: Wikimedia Global Brand Research July 2018) 

Wikimedia is unknown/unclear 
to those outside our walls

479 November 2018  |  Wikimedia X Wolff Olins

2018

https://docs.google.com/presentation/d/1cJNEqFQ-BvrdQAtXb4CYtn4vAdCUsZGyzw7dM5qp9e8/edit#slide=id.p1


WIKIMEDIA TODAY

The Wikipedia brand is well known globally

Source: Wikipedia Awareness, Attitudes, Usage Research (October 2017)
Q7:Which of the following websites have you heard of before?

Source: New Readers Research Findings
Have you ever heard Wikipedia?

Wikipedia is one of the best known
projects in the world

54%

40%

48%

489 November 2018  |  Wikimedia X Wolff Olins

2018

https://drive.google.com/drive/u/1/folders/1OUdD39iwBcl5OX761RMJ-fNCGhOljYK6
https://drive.google.com/drive/u/1/folders/1sciuI0sMJb9hZDZpENO04RbeFN4pAC68


MENTAL MODEL TODAY

Wikimedia Wikipedia
Who we are What people know us for

Wikidata
Wikicommons
Wiktionary...

What we want to talk about

Our current brand architecture 
does not serve us well

499 November 2018  |  Wikimedia X Wolff Olins

2018



MENTAL MODEL TODAY

Wikipedia
What people know us for

Wikidata
Wikicommons
Wiktionary...

What we want to talk about

Let’s shorten the distance

509 November 2018  |  Wikimedia X Wolff Olins

2018



MENTAL MODEL TODAY

Wikipedia
What people know us for

Wikidata
Wikicommons
Wiktionary...

What we want to talk about

Let’s shorten the distance

519 November 2018  |  Wikimedia X Wolff Olins

2018

Free knowledge 

for “every single 

human being”



Knowledge is at the heart of human progress. It is only when we 
move away from individual opinions that we can chart a path 
together. It unlocks indecision, it reconciles differences, it 
breathes life into imagination. 

Throughout history, knowledge has been in the hands of the few. 
It is incomplete, failing to reflect the diversity of humanity, 
limiting what we can know, what we can share, and ultimately, 
what we can understand. When our understanding is limited, so 
is our individual and collective potential.

Wikipedia was founded on the radical belief that knowledge 
belongs to all of us. And that everyone should be able to access 
it and participate in its creation. We believe knowledge should 
represent everyone and be shared freely.

This inspired us to create the world’s first free encyclopedia, 
which has grown to offer knowledge in more than 300 languages. 
Together our community has continued to innovate, finding new 
ways to create, collect, and share knowledge. Today we actively 
collect and freely share information ranging from images in 
Wikicommons, to an open library in Wikisource, to 5.8 million 
definitions in Wiktionary. And we’ve gone a step further by 
creating the potential to connect all knowledge through Wikidata.

What we offer today is a living collection of knowledge owned by 
all of us, and created by all of us.

But there are challenges we must still overcome. Systemic 
barriers prevent women and entire cultures from being present 
online. Technological barriers make it impossible for millions to 
enter the conversation. Knowledge today is shaped and 
controlled by governments, and bought and sold by corporations. 

These challenges are what drive us. We are working to ensure 
that everyone can participate in the creation of knowledge so 
anyone can understand anything. 

We believe in a world where knowledge is not the property of the 
few. Where the answers to our questions are made stronger with 
different perspectives. Where knowledge is not written by only a 
few cultures, in a few languages, but through a plurality of origins 
and in many languages. 

A world where knowledge is freely shared to reach even more 
people, in whatever way they choose to discover it.

This vision demands all of our participation. 

We invite everyone to read, contribute, and partner with us to 
keep knowledge alive. Wherever your interests lead you, and to 
whichever project you choose to support, everything we do is 
working towards one goal. Together we can set knowledge free.     

52

Brand 
Narrative: 

Wikipedia 
as center 

“Set  
knowledge 
free” as our 
shared 
work   

529 November 2018  |  Wikimedia X Wolff Olins

2018
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Photos by Eileen Hershenov

Wolff Olins findings were discussed 
with the Board in November 2018

https://w.wiki/XST

2018



Where else do we get feedback on 
brand?
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● “I want my donation NOT TO GO TO YOU, but to GO TO WIKIPEDIA. WIKIPEDIA is the 

organization I believed I was donating my hard-earned $4.00. I use Wikipedia. I am glad to 

sacrifice for them. You, however, WIKIMEDIA, as far as Iʼm concerned, YOU STOLE MY MONEY 

AND I WANT IT BACK. Youʼre thieves. This is Christmas Day. You will go to hell. I will see to it. I 

can not, yet, make a copy to send you of your confirmation that you stole from WIKIPEDIA.”

● “I don't even know who you are, I donated to Wikipedia, and I would like to know how 

Wikimedia got my credit card number. PLEASE!!! Issue a refund as soon as possible!”

● “I have a deduction on my account, that I do not remember making and, I would like to know 

what your foundation is about. Please email me at your earliest convenience.”

What we hear from donors



Recognizing the Wikimedia brand 
is shared across a global 

community, the Foundation 
sought comments on the Wolff 

Olins research & strategy proposal.  



2019



Challenge: Our movement is only 
becoming more complex. We need 

new models to understand it.  



http://bertparlee.com/training/polarity-management/

Polarity Management increases in value 
as the system or issue:

● Increases in complexity
● Increases in diversity
● Increases in speed of change
● Increases in resistance to change

Polarity Management can help:

● Simplify the complexity without being 
simplistic

● Capitalize on diversity without alienating 
the diverse groups

● Provide predictability and stability amidst 
accelerating change

● Convert resistance to change to a resource 
for sustainable, ongoing change-ability

http://bertparlee.com/training/polarity-management/


Community feedback 
showed contrasting 

opinions on major topics. 

So we modeled these 
as polarities. 

https://w.wiki/VwM

2019



https://w.wiki/VwM

2019

“Right now, we take a lot of 
time to explain the difference 
between Wikimedia and 
Wikipedia and then people 
conclude that we are from 
Wikipedia. I think it will help 
us as a simple entry point.”

-- Wikimedia Indonesia

“Itʼs important to distinguish 
between the community 
organizations and the projects. 
This is a constant problem.”

-- Wikimedia Norway

“the -pedia part of 
Wikipedia comes from 
encyclopedia, and is not 
appropriate for other 
projects, this would lead to 
confusion.”

--User:Lmaltier

Example polarity 
with comments 



2019

https://w.wiki/VwM

From 319 comments, six 
major polarities emerged.



2019

https://w.wiki/Vw8

Working towards “every single 
human being” we reported on 
reach and response metrics.



Mistake: Recognizing that many 
community members never 

participate in calls for feedback or 
voting, we computed a ratio of 

“informed” (total views on proposal) 
to “opposed.” It minimized the 
concerns many voices raised. 



2019

https://w.wiki/Vw9

It was a mistake.

“We realize this particular metric 
was unconventional and difficult 
to measure in the context of 
individual contributors. It also 
had the negative consequence of 
detracting from the goal of the 
consultation, which was to gather 
qualitative feedback about risks 
and benefits of a branding change 
to present in a report to the Board. 
This has been a learning for us 
and I want to personally apologize 
for the distress and confusion that 
this caused.” - Heather Walls 
(WMF) (talk) 08:55, 17 February 
2020 (UTC)”

https://meta.wikimedia.org/wiki/User:Heather_(WMF)
https://meta.wikimedia.org/wiki/User:Heather_(WMF)
https://meta.wikimedia.org/wiki/User_talk:Heather_(WMF)


The polarities 
became criteria 
for successful 
brand changes

2019

Good Movement 
branding must...

�  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 

�  Be opt-in and adaptable for movement groups



Recognizing how far we need to 
go to introduce and explain our 
movement worldwide, “brand 

awareness” was included as one of 
five medium term priorities.  



2019



2019

https://w.wiki/X8d



2019

Challenge: How can we act on 2030 
goals with brand AND use open 

collaborative process?    



The movement 
has used other 
methods for brand 
changes like 
contests. 

https://w.wiki/XSW
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Where does our movement brand
 come from? 

logo

In 2003, the 2nd and 3rd 
place logos from the 
Wikipedia logo contest 
were appointed as the 
Wikimedia and 
Mediawiki logos. 

2

3

1
But brand contests are not a good 
approach for representing a global 

movement with many cultures, 
usage needs, and strategic 
commitments to balance.   
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Where does our movement brand
 come from? 

logo

In 2003, the 2nd and 3rd 
place logos from the 
Wikipedia logo contest 
were appointed as the 
Wikimedia and 
Mediawiki logos. 

2

3

1

Our current movement brand logo comes from a contest. 
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What did community say is missing with 
current movement branding?

Itʼs not well-known 
(low recognition)

Itʼs confusing 
(conflation with Wikipedia)

It does not indicate who we are 
(no indication of volunteer-led, 
non-profit, knowledge movement)

It is not supporting movement 
growth (not clear to new 
participants, new content, new 
donors, new partners, new 
perspectives) 

https://w.wiki/Vvx

It was not designed to represent the movement.



Brand changes can also be done 
quickly, with specialists using expertise.

https://www.eff.org/deeplinks/2018
/07/effs-new-logo-member-shirt

https://www.eff.org/deeplinks/2018/07/effs-new-logo-member-shirt
https://www.eff.org/deeplinks/2018/07/effs-new-logo-member-shirt


Mozilla pursued visual brand 
change with staff team and 
community guidance in a 10 
months project. They declined to 
utilize the Firefox brand directly.

https://blog.mozilla.org/opendesign/
arrival/

https://blog.mozilla.org/opendesign/arrival/
https://blog.mozilla.org/opendesign/arrival/


Brand changes are divisive 
and frustrating in the 
short-term, with results 
measured by longevity. 

https://www.creativebloq.com/news/2019-h
ated-rebrands-survey

https://www.designweek.co.uk/issues/21-27-ja
nuary-2019/michael-bierut-slack-knew-95-of-p
eople-would-hate-the-change/

https://www.creativebloq.com/news/2019-hated-rebrands-survey
https://www.creativebloq.com/news/2019-hated-rebrands-survey
https://www.designweek.co.uk/issues/21-27-january-2019/michael-bierut-slack-knew-95-of-people-would-hate-the-change/
https://www.designweek.co.uk/issues/21-27-january-2019/michael-bierut-slack-knew-95-of-people-would-hate-the-change/
https://www.designweek.co.uk/issues/21-27-january-2019/michael-bierut-slack-knew-95-of-people-would-hate-the-change/


Conclusions: Brand change will be 
guided by community, with 
specialists to balance needs, 

maintain open process, and ensure 
changes have long-term impact.



● Invite all Established & emerging communities require different engagement 
styles. We need everyone. Actively facilitate to include underrepresented groups. 

● Think from the outside in Remember we are missing billions, and that our 
movement is not obvious, clear, or inviting to them today. Be open to improvement. 

● Document openly All materials on Meta-Wiki, key materials in 7 languages. 
● Protect accuracy Frequent updates and clarifications are needed to keep people 

informed and empowered. 
● Support affiliates Consistent check-ins with 70+ affiliate liaisons. 
● Make the movement visible through the collaboration Share project 

updates as public moments, host group Q&As and monthly office hours. Accept 
multiple forms of feedback, not just on-wiki, share back what we hear for all. 

The principles of our process



2019

Challenge: What partners have 
proven success record on open, 
collaborative design projects?     



2019

Relevant work Understanding of 
Wikimedia ethos 

Proposal fit

Snøhetta began by 
building the new Library 
of Alexandria, home to 
Wikimania 2008. They 
lead design for collective 
cultural organizations like 
national parks, libraries, 
and social justice causes.

Snohetta sees design as a tool 
to welcome, invite, and 
celebrate shared cultural 
experiences. They respect the 
“singular in the plural” and 
cherish how Wikimedia 
culture is both “anarchistic 
and democratic.” Looking to 
make visible Wikimedia s̓ 
global community, they set out 
a plan to collaborate openly on 
naming and design in ways 
that would terrify a 
conventional branding agency. 
They want to do branding in a 
“wiki” way. 

With insistence on 
“co-creation” the Snøhetta plan 
relies on community input, 
feedback, and direction and 
begins with collaborative 
workshops to define a 
“concept.”



2019

Challenge: How to make the 
undervoiced and emerging 

communities core to this work?  



By inviting all affiliates to join the 
process, big and small, 

old and new. 
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Collaborating with      
97 representatives       from 41 nations

2020



CC BY SA 4.0 - Wikimedia Foundation

Our community 
created 23 

concepts for the 
Wikimedia brand 

2020



نتكاتف

Builders בעבודה Nurturing

23 Concepts from the Wikimedia Movement 

Universe Galaxy

Connections Rayonnement

Mosaic Galaxy

Beehive

Expand Particle Ocean Honeycomb

Ocean Fire

وحدة Public.Good.

Together Sum

Collaboration

Garden



CC BY SA 4.0 - Samir Elsharbaty

“Interconnection”

2020

https://drive.google.com/open?id=1sudQelxzRDkzQMJgOFcOFzZmpjuOr5Fi


88

In most brand changes, 
new logos are the 
controversial shifts.  



In the Wikimedia movement, 
names are the controversial 

part of brand changes.    



Worry that brand changes 
are set and unilateral

Sensitivity around 
Movement naming

“Should the Foundation 
call itself Wikipedia?”

+45 -525 Opposition to expanded uses 
of Wikipedia name

Concerns over 2019 community 
review conclusions

Uncertainty of Boardʼs 
alignment with project

THEMES IN COMMENTS

2020

Not to scale
https://w.wiki/GF2



705 people from 83 countries 
joined brand working groups

Brand concepts received 1300 
visits and 1,200 endorsements 

2020

“Should the Foundation 
call itself Wikipedia?”

+45 -525



Challenges: How can we connect 
our movement together with a 

Wikipedia-based name? How can 
we show how parts connect and act 

on community criteria?      

2020



2020

Naming Proposals - June 2020



Approaching the Wikipedia name 
and reputation is done with 

immense care. 

It is an entirely unique project, 
built by community and beloved 

by the world.



board 
defines 
mission 
and 
vision

gardner 
becomes 
ED

strategy 
project

culture 
study

guiding 
principle

strategy

values 

identity

WP WMF
moved 
to SF

2001 2002 2003 2004 2005
[1]

2006 2007 2008
[6]

2009
[26]

2010
[36]

2011
[72]

2012
[107]

2013
[134]

2014
[200+]number of WMF staff:

It was a long time before the 
Foundation became a serious 

presence in the movement



This London Wikimeet in 2004 was the first 
time Jimbo had ever met more than one 

Wikipedian at a time in person.

CC BY SA 3.0 - John Foley at English Wikipedia



CC BY SA 3.0 - John Foley at English 
Wikipedia

CC BY SA 2.0 - Andrew Lih

Community built a movement

CC BY SA 3.0 - Everlong

CC BY SA 4.0 - Sandra Fauconnier



Almost two decades later...











Openly. Together. With care.

2020

Brand team Affiliate office 
hours - June 24, 2020 



Where are we now



● There is a general lack of trust in the Foundation. For historical and often financial 
reasons, individuals and affiliates are sometimes suspicious of the actions and intentions of the 
Foundation. Some community members who take this view have labeled the project as a “power 
grab”. This makes it harder to collaborate on initiatives that seem more risky or controversial.

● Many communities were not convinced of our positive intentions with this 
project. Comments and reactions from community members show that the message of our 
intentions (to share the power of Wikipedia across the movement) did not break through or was 
not seen as positive. 

● We intentionally designed a process that looked different from typical 
community consultations. We wanted every affiliate to have a voice in the exploration and 
establishment of a new design system for movement groups. One way we tried to level the field 
was to reduce the number of interactions and reduce the time required to participate in the 
brand project. We know that not everyone in our movement has the same time to spend, or the 
same ease with written language. We hoped that our methods would create a reasonably equal 
opportunity no matter where you were connecting from.

105

Where did things go wrong



● Our “non typical” process was seen as less legitimate. Moving away from RfCs and 
contests has been viewed unfavorably. We did not properly explain the reasoning behind some 
of our choices, so by the time we did, they were perceived as against the values of the Wikimedia 
and wiki way.

● The public position of the Board was ambiguous. It was unclear whether the Board of 
Trustees supported the project and to what extent. The absence of Board minutes from 2018 and 
2019 during moments of debate (e.g. the January 2020 RfC) allowed a narrative of doubt to take 
hold. Board support lends significant legitimacy to Foundation programs, showing that activities 
are happening under review, guidance, and stewardship towards long-term commitments.

● We did not convince a significant segment of communities of the value of the 
change. For those who see change as difficult for affiliates to adopt, both administratively and 
socially, the benefits are not currently seen as outweighing the costs. 

● Legal risks in making name change still require detailed review. Several community 
groups have flagged legal risks for sharing name with the Wikipedia project and these concerns 
still need legal assessment.

106

Where did things go wrong



● From initiation to design, the process took too long. It is difficult to maintain a project 
over several years. The context of the movement and the world, along with tenure and needs of 
community leaders can change significantly over that time. This takes more resources than we 
set aside, and in retrospect it required different planning.

● The process moved too quickly for many. Some communities communicated that they 
did not have time to discuss and consider proposals properly. This resulted in a request to pause 
or stop the project. 

● Attachment to community identity. We expected for some individuals and groups to be 
protective of their identity as Wikimedians, that s̓ a natural reaction in any change process. 
However, during our research many community members indicated a loose association with 
Wikimedia that they often explained using Wikipedia and as a result we underestimated the 
apparent attachment as expressed in the open letter.

107

Where did things go wrong



● Timing of the project appeared out of sync with Movement Strategy. Movement 
Strategy milestones did not come at projected times, making it difficult to align discussions and 
decisions. Though initiated to support Movement Strategy, the brand project was seen as being 
started too soon to reflect recommendations. 

● The global pandemic has thrown everything into question. Because of the stress of 
the pandemic on staff and community, the lack of in person meetings where we often work 
things out, and the fact that we've postponed other things (elections, for instance)—some have 
said that the combination of those factors makes it a bad time to expect people to make such an 
important decision—it is an uncomfortable conversation to have while some people's 
"discomfort" plates are full. And there have been comments that working under such stress will 
not lead to a good outcome.
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Where did things go wrong
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https://w.wiki/VD6
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2020

https://w.wiki/XWD



● Global research validated 2016 community concerns We learned that while billions 
know and use Wikipedia, few recognize or understand Wikimedia. 

● Solution to increased movement awareness is within portfolio  While other 
organizations have to build reputations and recognition from scratch with sustained marketing 
and communications, the Wikimedia movement has a world-class brand in Wikipedia 

● Talking with affiliates showed interest in brand change  2019 discussions found that 
many (24) community groups are interested in brand evolutions towards increased recognition 
and understanding. 

● Found a partner interested in co-creating with our community It is rare for a brand 
project to include more than a few people, ours was open to anyone interested all the way down 
to the concept level, the foundation that determines most other design decisions.

● Designed workshops for anyone to participate in project kickoff Instead of private 
onboardings, the brand project partner facilitated workshops to collect perspectives on brand 
from across the movement. This started the process with sustained global collaboration. 

Where did things go right



● Heard from our community around the world Knowing that successful global branding 
would need input from across the world, we have collected feedback from more than 40 nations 
at every step. An open “brand network” of volunteers interested in the project now totals more 
than 700 people from 83 countries. 

● Stayed in close contact with liaisons from a majority of affiliates Developing a set of 
“affiliate liaisons” the brand project team provided frequent check-ins, personal planning, and 
private forums for questions and concerns to more than 70 affiliate liaisons 

● Shared every step of the project publicly Sustained documentation on Meta-Wiki of all 
project materials including videos, photos, presentations, and all research materials has set new 
model for transparent project documentation.  

● Developed live video sessions to speak directly to community questions Adjusting 
to global pandemic and need for remote collaboration, the project team developed new video 
format for live project presentations. Meetings grew 67% in one month, with 500 community 
volunteers watching naming proposals live and sharing a Foundation-record 11 comments per 
minute

Where did things go right



Risks



● Fractures within the movement There is a risk in making brand name changes at this time 
that the changes would “formalize” a split between the Foundation and some community 
stakeholders resulting in a polarized rather than unified movement towards our shared goals. 

● Unresolved resentment, distrust, animosity threaten future changes Concerns have 
accumulated in this process and threaten good-faith trust between Foundation and community 
in upcoming consultations and collaborations. 

● Infighting prevents movement from acting on 2030 goals  Distrust, skepticism, and 
concern could shift focus internal rather than on external, long-term commitments

If we proceed with change



● Lack of recognition, relevance for movement Research has established that Wikimedia 
is not a well-known brand and that it confuses general audiences from donors, press, and 
internet users. Retaining the status quo without adaptations means the movement will remain 
poorly-known and misunderstood, even while Wikipedia and other project popularity may grow. 

● Community groups must grow & build without strong brand The 2030 goals and 
Movement Strategy recommendations call for community groups to lead more. Clear, 
recognizable branding will help further partnerships, appeal to new members, and support 
fundraising/grants. Sharing the movement s̓ best known brand name allows community groups 
to benefit from their connection to the ecosystem of free knowledge. 

● Avoidance of other hard strategic problems Acting on research and strategy is hard. If 
major movement commitments become subject to routine petitions and second-guessing, 
Foundation staff and volunteers will be disinclined to pursue the difficult areas of work at the 
pace needed to meet shared goals by 2030. 

If we stay with status quo



Looking ahead



Adaptation = change to better suit 
an environment or challenge. 



Challenge: How can we use the 
global standing of Wikipedia to 

support movement growth, 
knowledge equity, and our outreach 

to “every single human being” ?      

2020



https://w.wiki/WGf

2010 - 2015

Acting on strategy is 
hard. We are still facing 
the same challenges 10 

years later.
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Community Insights 
survey shows we 
still have much to 

reach “every single 
human being” 

2020

https://w.wiki/XVn
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2020

https://w.wiki/XSx



The opportunity we have is to live 
up to our vision and be a beloved 

movement, not just website,          
for “every single human being”    

in the world. 



In January 2020, we asked 97 brand 
workshop participants to name a  

brand they admired. 

They picked organizations with 
purpose not just products. The 

example brands have global relevance, 
clear values, and simple ways to 

join/support their work. 





Our movement belongs among the 
world’s great brands. It is something 
for the whole world to use, support, 

co-create, and cherish. 



https://w.wiki/WGf

Knowledge belongs 
to all of us.



Thank you.


