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THE  OBJECTIVE
Over the summer I was charged with defining an identity for the 
Ashoka Africa team in the form of printed deliverables, a website, 

a suite of graphics and templates, and an office makeover. This ex-
perience would not have been possible without designmatters, or 
the support of my wonderful Ashoka Africa team. I would like to 
give special thanks to Jennifer May and the DM Team, Ohemma 
Nyanin, Amy Badiani, Raisa Aziz, Maggie Lemere, Monica Flores, 
Scott Fairbanks, and Stephanie Sigg. 

Ashoka (global) has it’s own identity but the many initiatives and 
regions that live under this umbrella diverge greatly. The Ashoka 
brand itself was developed long ago and is working towards an 
update, specifically the website, logo, and color scheme. Towards 
the end of my time at Ashoka there was some movement on this 
broader branding overhaul, but we needed to move fast for the 
Africa team as their outreach efforts were already off and running 
and they needed materials to define and assist these efforts. 

Perhaps the Africa team could then pave the way for Global, 
proving what a more modern, dynamic brand could look like, but 
first we sought to understand where Africa and Global differ and 
what the Africa team’s needs are, as well as illuminating the major 
players in Ashoka Africa’s purview.
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IDENTITY +  
STRUCTURE
One of the most challenging aspects of working at Ashoka is also one of the most 
rewarding: it is a network of entrepreneurial innovators who all have their own 
methodologies and practices. As a result, there is no hierarchy to stand in the way 
of an original idea. However, there was also no central information hub and thus 
a lack of institutional knowledge regarding communications protocols. In the past, 
each new initiative at Ashoka created it’s own, off-platform, unique identity (with 
some very attractive results). With this project I wanted to utilize Ashoka’s brand 
recognition and strengthen it’s visibility in Africa by reversing that trend  
and assisting efforts Ashoka-wide for a cohesive brand across all endeavors. 
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THE  RESEARCH

Q: What is Ashoka Africa?
 
* A community of believers,      
   and co-creators of an EACH    
   Africa
*  leading a global change
*  a dynamic team fighting  
   to get EACH done
* creating a continent where  
   changemakers thrive
* engaging
* dynamic
* people-focused
* inspiration in action
* unified and innovative
* diverse and innovative
* global
* the team
* the future
* acting ahead

I did a landscape survey of how 
other social innovation institutions 
represented themselves, both 
in terms of form and language. 
What story do they tell and how? 
I also utilized a (tedious) survey 
of in depth questions for key 
team members who work across 
offices and had been at Asho-
ka long enough  to witness the 
Africa team’s evolution. During 
our week-long team meetings we 
were able to host several sessions 
about our vision for future growth 
and what set the Africa team 
apart. We utilized the conceptual 
development of the website as 
a place to define style and 
narrative. 

Garnering the team’s input 
was essential for under-
standing how Ashoka Africa 
should be positioning itself 
in the Africa SI landscape. 
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EVENTS
An urgent task that came into play and helped move along decision-making was—
during our week-long team meetings where the entire group came to DC from all 
corners of the continent—a fundraiser we held to begin raising awareness about 
the Africa team’s work in the DC area diaspora and beyond. We had very little time 
to plan the format and ‘look’ of this event but we came together to design slide 
templates and banners with our (temporary) identity visible, which was well re-
ceived and formed our permanent branding in the end. We largely let the aesthetic 
and warmth of the venue Busboys and Poets and the storytelling of our team 
members lead the theme of the event, breaking out into more personal sessions 
for any guests who wanted a deeper discussion. Several other events played out 
over the summer that we were then better prepared for after this first experience; 
we knew what materials to bring, some were already printed and ready, and we 
had a documented procedures to avoid any possible pitfalls. 
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THE OFFICEAshoka Africa office was a dreary, messy 
little space with torn walls and lots of 
extraneous binders / non-pertinent debris, 
etc. We aimed to make the space vibrant, 
comfortable, and Africa-specific—on a 
budget. We started by defining a palette and 
aesthetic with a very strict list of needs. We 
painted walls, removed clunky furniture and 
replaced it with simpler pieces, re-purposed 
a vintage file cabinet for a bench / storage, 
repainted bulletin boards for color, and used 
a CNC router to cut an Africa mural. Our 
final touch was filling the room with plants 
and decorations that had come from our Af-
rica team; the room came together for well 
under our $500 budget.
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GRAPHICS
In addition to the more tradition design and print needs (logo, brochure, web-
site, presentation template, and stationary), we also created a few graphics to 
tell the story of data that has already been collected and is influencing the way 
Ashoka Africa will move in the future. This need will likely grow as their programs 
spread and there is more need for communication about what is happening on 
the ground. This particular graphic showed the spread of Ashoka Fellows in major 
cities throughout the continent as a means to highlight concentrations and be 
mindful of gaps (several highly populated, major cities had no Fellows in place). 
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THE WEBSITE
The website was the largest project over 
the summer as it entailed developing 
content, acquiring assets (data, photos, 
Fellow information), architecture, design, 
and back-end development. Though I’d 
had experience in each realm, we only 
had roughly one month to complete this 
project. Luckily I had a lot of support from 
my immediate team members despite their 
busy schedules as well as a developer 
from another team who kindly extended 
her expertise (as a Drupal developer) to 
help me through the many rough patches 
of learning the interface and programming 
processes. I learned a lot from her through 
this process, and though we had to scale 
back our intentions for the website, we 
came away with something that allows 
the team to build upon as it grows 
the database of it’s ‘Change-
maker Stories.’ 
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RESOURCES +
ORGANIZATION
During my time at Ashoka I also worked to create a database of resources using a 
platform that Global was using called Box. We created individual, protected fold-
ers for each office to store region-specific items. We then constructed a resources 
folder to start keeping track of event branding materials, event production guide-
lines, social media and fundraiser procedures, photography and other media, 
graphics, logos, web content, templates, and outreach materials. We created a pre-
sentation for ease in navigating this directory and also to provide a quick glance, 
with links, as to what was already available. 



THE BROCHURE
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The last project during the 
summer was the Transforming 
Youth Years brochure. This 
was a top-level priority but 
was pushed back as we needed 
time to first define the regional 
identity in order to be able to 
extend it to any initiative. This 
brochure gives an overview of 
the TYY initiative’s aims and it’s 
place within Ashoka. Africa has 
been moving forward fast with 
this program (as compared to 
their Global counterpart) but 
we did not want to duplicate 
efforts by creating a separate 
identity. Instead we focused on 
the innovative methods that are 
being deployed throughout the 
continent to develop  
“talent for the 21st century.” 


