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The brief    
In pursuit of our global strategic direction for 2030

Clarify and expand Wikimedia and 
Wikipedia brand architecture

Develop messaging  
to grow public perception
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Today’s agenda
Your opportunity 

Understanding how we got here

Brand Architecture

Decide which brands we should lead with

Brand Positioning

Align around what we stand for
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Your
Opportunity

A framework for external messaging
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A six-month 
partnership

OUR PROCESS

Global research in the U.S., Germany, 
Egypt, India, Nigeria, Mexico, China
24 internal interviews in 11 countries 
5 days at Wikimania Cape Town
6 days at Wikimedia Foundation
5 worksessions with the core team 
Secondary trends and market research
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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
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https://docs.google.com/presentation/d/10mniVUwktXpi7YKdmpoQvV7ajTLI8bmlc80TfZQcXuk/edit#


What the 
world needs
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To access the internet
(and in new ways)
Not everyone has 
access to the internet

"The gap between those who are 
connected and those who are not 
connected will increase" 
(Source: The Internet Society)

More people will 
access via mobile

In 2020, the number of smartphone 
users worldwide is projected to 
reach 2.87 billion, up from 2.1 billion 
in 2016
(Source: Statista) 

Screenless access    
is on the rise

50% of all searches will be voice 
searches by 2020
(Source: Comscore)

WHAT THE WORLD NEEDS 
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https://future.internetsociety.org/introduction/executive-summary/
https://www.statista.com/statistics/284202/mobile-phone-internet-user-penetration-worldwide/
https://www.campaignlive.co.uk/article/just-say-it-future-search-voice-personal-digital-assistants/1392459


To debate different 
points of view 
Most of the world 
is not free enough 
to debate

Of 195 countries assessed, 87 (45%) 
are Free, 59 (30%) are Partly Free, and 
49 (25%) are Not Free
(Source: Freedom House - incl. map)

People are more 
divided than ever

Among Democrats, almost 34 
percent say all of their closest 
friends are Democrats, while only 
seven percent of Democrats that 
say that none of their closest 
friends are Democrats
(Source: New York Times)

People want to burst 
echo-chambers

35% of social media users say posts 
from friends or family present just 
one set of viewpoints. Of this group, 
69% say they would like to see more 
diverse viewpoints in their social 
networks
(Source: Brookings Institute) 

WHAT THE WORLD NEEDS 
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https://freedomhouse.org/report/freedom-world/freedom-world-2017
https://www.nytimes.com/2016/09/01/upshot/a-question-about-friends-reveals-a-lot-about-class-divides.html
https://www.brookings.edu/blog/techtank/2016/12/09/inside-the-social-media-echo-chamber/


To connect with each other 
online and in real life 
Increasing numbers of 
people connect online

Social media users grew by 121 
million between Q2 2017 and Q3 
2017. That works out at a new social 
media user every 15 seconds
(Source: We Are Social) 

Internet use is 
isolating people

People who visit social media 
platforms most frequently (58 visits 
per week or more) have more than 3 
times the odds of perceived social 
isolation than those who visit fewer 
than 9 times per week
(Source: American Journal of Preventive Medicine) 

Loneliness is a 
modern epidemic

Great Britain appointed a Minister for 
Loneliness in January 2018
(Source: The Guardian)

In 2004, 1 in 4 Americans had no 
one in their life they felt they could 
confide in, compared with 1 in 10 
during the 1980s
(Source: American Sociological Review)

WHAT THE WORLD NEEDS 
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https://www.slideshare.net/wearesocialsg/global-digital-statshot-q3-2017
http://www.ajpmonline.org/article/S0749-3797(17)30016-8/fulltext
https://www.theguardian.com/society/2018/jan/16/may-appoints-minister-tackle-loneliness-issues-raised-jo-cox
http://journals.sagepub.com/doi/abs/10.1177/000312240607100301


To teach ourselves everything 
we need to know 
Education 
costs are 
rising 

“The cost of tertiary 
education is rising 
worldwide” 
(Source: Yale)

People are 
living and 
working longer

Most Americans now 
believe they will have to 
retire at 67, up from 66 
last year, 63 ten years 
ago, and 60 in the 
1990s 
(Source: Gallup)

Automation is 
threatening 
jobs

47% of jobs are at risk of 
being automated in the 
next 20 years 
(Source: Oxford University) 

Adults are 
self-teaching 
to adapt

So far, 81m students 
have signed up for one 
of 9.4k MOOC courses 
available from more than 
800 universities 
(Source: Class Central) 

WHAT THE WORLD NEEDS 
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https://yaleglobal.yale.edu/content/student-debt-rising-worldwide
https://money.usnews.com/money/retirement/articles/2012/06/11/how-high-will-the-retirement-age-go
http://www.eng.ox.ac.uk/about/news/new-study-shows-nearly-half-of-us-jobs-at-risk-of-computerisation
https://www.class-central.com/report/mooc-stats-2017/


To instigate the change we 
want to see in the world 
People want to see 
fundamental change

51% of people want to see radical 
change to how things are
(Source: WO Radical Everyone Report)

People look to each other 
to make it happen

People look to groups of ordinary people 
and to individuals to make change happen 
– 29% and 36% respectively
(Source: WO Radical Everyone Report)

WHAT THE WORLD NEEDS 
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http://radicaleveryone.wolffolins.com/
http://radicaleveryone.wolffolins.com/


To adapt to do all this with 
each other and with machines 
People are bringing 
intelligent machines 
into their homes

Today 47.3 million Americans have 
access to a voice-activated assistant 
device (Source: TechCrunch) 

People are going to 
interact with AI 
everyday

AI bots are predicted to power 
85% of all customer service 
interactions by 2020 
(Source: Gartner)

A booming AI market 
needs ways to teach 
machines

The potential contribution to the 
global economy from AI by 2030 is 
$15.7 trillion
(Source: PWC)

WHAT THE WORLD NEEDS 
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https://techcrunch.com/2018/03/07/47-3-million-u-s-adults-have-access-to-a-smart-speaker-report-says/
https://www.gartner.com/en/newsroom/press-releases/2018-02-19-gartner-says-25-percent-of-customer-service-operations-will-use-virtual-customer-assistants-by-2020
https://www.pwc.com/gx/en/issues/data-and-analytics/publications/artificial-intelligence-study.html


What makes
you special



Digital and physical community

WHAT’S SPECIAL ABOUT WIKIMEDIA 

A thriving online community
35 million registered users on the English 
Wikipedia alone 
(Source: Wikimedia Statistics)

96 active Wikimedia User Groups currently 
recognized, uniting around everything from 
languages, identities, religions, causes, and 
goals (Source: Meta-Wiki)

With presence IRL
On average, over 250+ Wikimedia meet-ups 
occur around the globe every year 
(Source: Wikipedia)

14 Wikimania Conferences in 13 different 
countries over the past 13 years 
(Source: Wikipedia)
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https://stats.wikimedia.org/v2/#/all-projects/contributing/new-registered-users/normal%7Cbar%7C2-Year~2016060100~2018071800%7C~total
https://meta.wikimedia.org/wiki/Wikimedia_user_groups
https://en.wikipedia.org/wiki/Wikipedia:Meetup/Calendar
https://en.wikipedia.org/wiki/Wikimania


Free from shareholders, 
advertisers, and partisanship

WHAT’S SPECIAL ABOUT WIKIMEDIA

Largely funded by your users... 

Annual donations from FY 2017 totaled 
over $91M, a 40% increase from the 
previous year (Source: Wikimedia Foundation)

80% of the 6.1 million donations in the 
2016-2017 year were from Wikimedia users 
(Source: Wikimedia Foundation)

Average contribution of $27
(Source: Wikimedia Foundation)

… to their benefit 

“Its writing is neutral and does not belong to 
the opinion of a specific person; besides, it 
offers all views on the topics and makes 
sure that all information is reliable” 
(Source: Prospect, Egypt*)

“It is important to get information that is 
unbiased when so many online sources are” 
(Source: Prospect, United States*)

*Wikipedia Global Brand Research July 2018, QW4.Which phrases and words in the above description are the most appealing to 
you and would make you want to use this organization’s services and/or support? Why? 189 November 2018  |  Wikimedia X Wolff Olins

https://foundation.wikimedia.org/wiki/2016-2017_Fundraising_Report#Key_Stats
https://foundation.wikimedia.org/wiki/2016-2017_Fundraising_Report#Key_Stats
https://foundation.wikimedia.org/wiki/2016-2017_Fundraising_Report#Key_Stats


Transparent in everything 
you do, say, and make

WHAT’S SPECIAL ABOUT WIKIMEDIA 

No such thing as internal

Wikimedia Foundation salaries publically available 
and recorded, for all to see 
(Source: Meta-Wiki) 

An updated Transparency Report listing all 
requests for user data, content alteration, and 
content takedown, as well as criteria
(Source: Wikimedia Foundation)

Detailed Wikimedia Foundation Board meeting 
notes available to the public
(Source: Meta-Wiki)

 

A culture where it’s OK 
to say ‘I don’t know’
(An observation from the All-Hands meeting we attended in San Francisco)
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https://meta.wikimedia.org/wiki/Wikimedia_Foundation_salaries
https://transparency.wikimedia.org/
https://meta.wikimedia.org/wiki/Wikimedia_Foundation_board_meetings


Trusted by individuals 
and institutions

WHAT’S SPECIAL ABOUT WIKIMEDIA

Riding a wave of 
perception change 

“Wikimedia has gone from being the 
frequent butt of jokes by comedians, in 
the past couple of years, to becoming 
more a trustworthy source. We are not 
perfect, but we are perceived as 
honest, which is rare and valued right 
now. There is a crisis of confidence in 
the media, and we have stood out as 
not a part of that”
(Source: Member of the Board, WMF)

Trusted by people...

“It is a trustworthy page where I can 
research any topic”
(Source: Prospect, Mexico*) 

“I know that it has a diverse, as well 
as passionate, community that 
ensures that the information it 
provides is of the utmost quality, and 
rarely have I seen anything on it that 
is outright false or misleading’ 
(Source: Prospect, United States*)

… and institutions 

A research study by Oxford 
University showed that Wikipedia’s 
information fared better than 
information in traditional 
encyclopedias in terms of accuracy 
and references.  
(Source: Oxford University)

‘Wikipedia articles are on a par with 
professionally edited databases’ 
(Source: The Washington Post)

*Wikipedia Global Brand Research July 2018, QW1.What do you value from using Wikipedia?

209 November 2018  |  Wikimedia X Wolff Olins

https://upload.wikimedia.org/wikipedia/commons/2/29/EPIC_Oxford_report.pdf
https://www.washingtonpost.com/national/health-science/is-wikipedia-trustworthy-when-it-comes-to-science/2015/08/24/74c71904-4755-11e5-846d-02792f854297_story.html?utm_term=.4b1d40cd634f


Committed to being 
representative

WHAT’S SPECIAL ABOUT WIKIMEDIA

Preserving cultures 
and languages

“For the Arab-speaking contributors to 
Wikimedia, writing articles in Arabic not 
only keeps our language alive, but it 
keeps our culture alive” 
(Source: Community Lead)

“There are 56 indigenous languages in 
Mexico and we have Wikipedias in 
Nahuatl, in Maya in Totonaco…”
(Source: Chapter Lead)

Making history 
whole 

“Before, history was defined by the 
elite and the elite were define as 
white men, and now we have the 
power to write history. And if we can 
achieve that it’s a game changer. Be 
bold. Write history”
(Source: Member of the Board, WMF)

Closing the 
gender gap

“We are activists, feminists 
defending human rights”
(Source: Chapter Lead)
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Essential for the internet 
and for all of us

WHAT’S SPECIAL ABOUT WIKIMEDIA

Powering other 
platforms 

Informs Google’s Knowledge Panels, 
which answer 90% of search queries 
(Source: Digital Trends)

Quora contributes to and uses Wikidata 
to connect topics and improve user 
recommendations 
(Source: The Wall Street Journal)

General knowledge source for Siri, 
Alexa and Google Home 
(Source: Wired Magazine)

Filling educational gaps 
worldwide 

“There are millions of Tamil school 
children that are stuck in horrible public 
schools – on paper, they’re getting an 
education, but in reality, they’re not. 
Wikipedia allows them to have access 
to the same information taught in the 
best private schools – it has the 
potential to bypass borders, politics, 
and unequal education systems by 
providing direct access to knowledge”
(Source: Volunteer, WMF)

Maintaining the 
digital commons

“The digital commons has become a 
common problem, clogged by 
disinformation, stripped of privacy 
and squeezed by insatiable 
shareholders …  Faced with these 
difficulties, big tech is increasingly 
turning to Wikipedia for support”
(Source: Wired Magazine)
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https://www.digitaltrends.com/computing/inside-knowledge-graph-googles-deep-diving-semantic-search/
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https://www.wired.co.uk/article/wikipedia-google-youtube-facebook-support


What brands
should we 
lead with? 
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Today Tomorrow
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4.2 billion people

OUR GOAL: REACHING THE REST OF THE WORLD 
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- 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
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HOW WE SHOW UP

We risk losing mindshare to more 
polished players with simpler entry points 
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HOW WE SHOW UP
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“PROJECTS” “BRANDS”

Focused areas of 

activity, knowledge 
Simple entry points: 

contain projects         

(as tools, services)

Wikimedia risks losing mindshare to more 
polished players with simpler entry points 



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


WIKIMEDIA TODAY

Reader engagement
# of page views 
per month

Wikipedia
15.2 BN

Wiktionary   162 M

Wikispecies   1.29 M

Wikinews   3.2 M

Wikicommons   140.4 M

Wikidata   58.9 M

Wikiversity   6.9 M

Wikibooks   31 M

Wikiquotes   20 M

Wikisource   28.2 M

(Source: Wikimedia Analytics) 

There’s a strong center of gravity 
around Wikipedia in terms of readers...
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WIKIMEDIA TODAY

Editor engagement
# of editors

Wikipedia
72,000

1% Growth

Wiktionary   1,074   /   11% Growth

Wikispecies   54   /   -7% Growth

Wikisource   768   /   4% Growth

Wikibooks   366   /   5% Growth

Wikinews   86   /   -9% Growth

Wikivoyage   347   /   7% Growth

Wikiversity   187   /   -13% Growth

Wikiquotes   297  /   4% Growth
Wikimedia
Commons

8,900
9% Growth

Wikidata
8,233

12% Growth

(Source: Wikimedia Analytics) 

… and editors
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WIKIMEDIA TOMORROW

Influencing beyond 
Wikimedia
into other knowledge 
platforms

(Source: 081518 San Francisco Workshop #2) 

Free data beyond 
Wikimedia
(no attribution needed), 
with the potential to drive 
innovation in AI

Wikidata holds strong potential for the future
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Clarifying
the brand
architecture
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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
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MENTAL MODEL TODAY

Wikipedia
What people know us for

Wikidata
Wikicommons
Wiktionary...

What we want to talk about

Let’s shorten the distance
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BRAND ARCHITECTURE

 37

Today

Project Brands

Brand

Wikipedia Wikicommons Wikisource Wikibooks Wikidata Wikispecies Wiktionary Wikiquote Wikiversity Wikivoyage Mediawiki

Wikimedia
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BRAND ARCHITECTURE

Projects

Tomorrow

Wikipedia Wikicommons Wikisource Wikibooks Wikidata Wikispecies Wiktionary Wikiquote Wikiversity Wikivoyage Mediawiki

Brand

Wikipedia
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Leading with Wikipedia 
is the best path forward

Brand Awareness Achieving the same global brand awareness as 
Wikipedia would require a marketing spend in the 
range of billions of dollars

This additional spend would need to be 
shifted from grants into marketing spend

BRAND ARCHITECTURE

Funding

399 November 2018  |  Wikimedia X Wolff Olins



 40

What this approach does for us

BRAND ARCHITECTURE

Simplicity

Fewer entry points 
for current and future 
audiences

A north star for 
all projects

Strength

Higher brand 
awareness gives us 
a strong foundation 
that lifts all projects

Efficiency

Focused marketing 
spend frees up 
funding for projects

409 November 2018  |  Wikimedia X Wolff Olins



What do 
we stand for?

Brand Strategy
Brand Idea
Brand Narrative
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The brand 
strategy 
is who we 
know we are

BRAND POSITIONING

- Our rallying cry for our internal  
  audiences
- A tool to welcome new community 
  members
- A way to filter for new partnerships, 
  projects

- For all our external audiences
- The foundation of our messaging 
  framework
- A tool for leadership (at all levels)

The brand 
narrative will be 
the story we tell 
to the world

42

The brand idea 
is the essence 
of the brand

- Our internal north star
- Evergreen, not a campaign element
- Helps us deliver our brand vision
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Brand 
Strategy
Our internal rallying cry:
Who we are
Our purpose
What we offer
How we do it
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Who we are

Anyone who believes 
knowledge should be free

BRAND STRATEGY
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Our purpose

We set knowledge free so
anyone can understand 
anything

BRAND STRATEGY
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What we offer

We offer the largest 
living collection of 
knowledge

BRAND STRATEGY
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Optimistic

People are 
inherently generous

Inclusive

Everyone has the 
right to free 
knowledge

Independent

Our differences 
make us stronger

Transparent

Facts are 
everything

Persistent

Our job will 
never be finished

How we do it

BRAND STRATEGY
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Brand 
idea
Our north star
Not a tagline
Evergreen
Big, true and simple
Activates our brand vision
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From:
One-sidedness
Politics
Commerce
To:
Other knowledge platforms

BRAND IDEA

Our 
pursuit

Universal 
call to action
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BRAND IDEA
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BRAND STRATEGY

Set knowledge free

Our Brand Idea

Our Brand Vision Imagine a world in which every single human being 
can freely share in the sum of all knowledgeWhere we want to get to

How we get there
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Who we are
Anyone who 
believes knowledge 
should be free

BRAND STRATEGY

52

Our purpose
We set knowledge 
free so anyone can 
understand anything

What we offer
We offer the largest 
living collection of 
knowledge 

How we do it
Optimistic
Inclusive
Independent
Transparent
Persistent

Our Brand Idea

Our Brand Vision Imagine a world in which every single human being 
can freely share in the sum of all knowledge

Set knowledge free
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How we tell 
our story

A framework for external messaging
539 November 2018  |  Wikimedia X Wolff Olins



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. 

Wikipedia 
tomorrow



Throughout 
history, 
knowledge 
has been in 
the hands 
of the few.



It is 
incomplete, 
failing to 
reflect the 
diversity of 
humanity

Imagery shown is FPO and for internal distribution only       56



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.

       61



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

   62



but there are
challenges
we must still
overcome.



Imagery shown is FPO and for internal distribution only       64

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.



Imagery shown is FPO and for internal distribution only       66

We are working 
to ensure that 
everyone can 
participate in 
the creation of 
knowledge so



anyone 

can understand

anything

Imagery shown is FPO and for internal distribution only       67



We believe in a world
where knowledge is not 
the property of the few. 



Answers Respuestas

답변 जवाब

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.     



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.     

74

Brand 
Narrative
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How can
we put this 
into action?
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Internal Culture Community

Messaging Donor & Contributor Messaging
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 As a reminder for why we do this
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Inspired to meet so many amazing people 
at Wikimania 19’ #SetKnowledgeFree  
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 As a rally cry translated by every community into their own language
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 As an active invitation to support our cause on an individual scale
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 As an active invitation to support our cause on a large scale
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By defining the way 
we show up today, 
we have the ability to 
shape how knowledge 
is set free in the future

In action

819 November 2018  |  Wikimedia X Wolff Olins



Collecting knowledge through new channels as global kiosks
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Distributing knowledge in new ways for different audiences
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Preserving knowledge for all time
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Preserving knowledge for all time
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To fulfill the 2030 strategy:
To become the essential 
infrastructure of knowledge.
For anyone to be able to 
contribute freely.
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How will
we get 
there?
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How we’ll get there

A plan for change 
Objectives

Work with the movement to 
review positioning

Refine brand strategy and 
architecture as needed

Define tools needed to bring 
the brand system to life

Activities

Assemble a brand network within 
the movement

Define path for any changes to 
brand expression (across product, 
communications, visual identity)
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Wolff Olins New York
200 Varick Street, Suite 1001
New York, NY 10014, USA
+1 212 505 7337

Thank You

Mila Linares
Senior Strategy Director
mila.linares@wolffolins.com
+917 544 4633

Jo Ellen Soffler
Program Director
joellen.soffler@wolffolins.com
+929 257 3236

http://wolffolins.com/
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