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KEY PEOPLE

Sairah Ashman
Current CEO

At Wolff Olinsthe key peoplein
history were the founders, Michael
Wolffand Wally Olins as well as Brain
Boylanand Tim Allenand Sairah Ash-
man. Brain Boylan, is the chairman of
the Wolff Olins, Tim Allenwhoisthe
president, north America and Sariah
Ashman whois the current CEO at
WolffOlins and alsothe first female
CEO. WolffOlins, inorder topursue
his passion for branding he travelled
around the world and workedinsome
unusual places from Northern Ireland,
Lithuania, Mauritius, Poland to West
Bengal. Some of the corporations
wouldtake Olinsopinionnextto
Chairman’swhichisthetestimony of
thebrilliance of his work. Other artists
reviewed Olins workandidentified
thepossibleinfluences. Some believe
thathe wasinspired by the abstract
art movement, ColourField.

The movement reportedto have been
started during 1940s and 50sin New
York. Colour Field's workis character-
izedbylarge, flat areas of solid col

That characteristic of his work also
associates it withminimaliststyle as
heused rudimentary colours, textures
and lines Wolff Olins, in orderto pur-
suehis passion for branding he trav-
elled around the world and worked in
some unusual places from Northern
Ireland, Lithuania, Mauritius, Poland
toWest Bengal. Some of the corpora-
tions would take Olins opinion next to
Chairman’s whichisthetestimony of
thebrilliance of his work. Other artists
reviewed Olins workandidentified
thepossible influences. Some believe
thathe wasinspired by the abstract
art movement, Colour Field.

Themovement reportedtohavebeen
started during 1940s and 50sin New
York. Colour Field's workis character-
izedby large, flat areas of solid colour
spread across the canvas. Olins’
workalso feature blocked areas of
colour whichis witnessed n his 3iand
Repsol works. His works reflect Colour

Field'sstyle which had bare minimum
hasi d detail.

spread across the canvas. Olins’ work
alsofeature blocked areas of colour
whichis witnessed inhis and Repsol
works. His works reflect Colour Field's
style which had bare minimum em-
phasis onbrushstrokes and detail.

That characteristic of hiswork also
associates it with minimaliststyle.

They opened upofficesall over the world
inMadrid, Barcelona, New York, San
Franciscoand Tokyo. Olin‘sleftin2001
and amanagement buyoutteam, led by

Brian Boylan took over the company while

maintaining thesignature name. They

continuetopushidentity designinnew
and changing directions while creating
work forinternational companies.

In1983 corporateidentityin Europe
wasjust coming up and becoming more

lie Nwokorietook overasglobal CEO at
Wolff Olinsin April 2014. He now leads
thebusiness acrossits offices in Dubai,

San Francisco, London and New York. Like

Wolff Olins co-founder Michael Wolff,
Nwokorie originallystudied architecture,
firstin Nigeria, where he spent his early
years, and latterly at Columbiain New
York. Hethenmoved intostrategy and
innovation, particularly aroundservices.
In20086, he joined Wolff Olins assenior
strategist, going on to become Strategy
Director until hismovetoMDin October

well known Ingraphicdesign roots and
howingsi mutatingintosignificant ~ 2010.
management, the states was afew years
ahead whenit cameto branding and the
significant of brand identity. The corpo-
rateidentity of Wolff Olins was asked to
be designed by Design council in London
towrite asimple clear guide about their

Atthe Design Indaba conferencein2014,  BrginBoylan
forexample, hetalkedaboutbrandingas  Chairman
anincreasingly ‘messy’ businessthatisles
abouta perfect, finishedsetof guidelines
andmore acollaborative process where-

corporationidentity dhadto bythebrand ancy workswiththe
explainhow it couldbeused. Nowidentity  clienttopromptandinspire. If you think
has moved toacommercial area. Welive ~ about the processes that matter topeople

inaworld where everything hasabrand

democracy, relationships, change - they

identity.Intoday's day and age, it'spretty  areall very messy things. At Wolff Olins
't

hard to think of an activity d omingi
involve abrand, logotype of comprehen~

siveguide. Thereputation of the brand
sl 9

y comfort-

ablethat what we dointhebranding
process is not control but ratherinject

orcorporati i -
ment, acquisition, sales.

BUSINESS APPROACH

WolffOlins has always had clients who
havebeenambitious leaders as clients.
Leadership practicedoesn't standstill as
it's always evolving intosomething new.

They areinterested toknow precisely
about what is changing, so theyinter-
viewed 43 CEOstoget their thoughts on
wherethings areheaded. They set out to
getagood balance of older and younger
companies, as well as of the Americas,
Europe, the Middle East, India and Africa.

arting

points for people to makestuff.

lie Nwokorie
Previous CEO

Overall, 63% of our CEOs talk about.
afocusoninputs, with this figure
consistent acrossgeographies, as
wellas mature and young companies.
Yet building a culture takes time: how
can CEOsdothis whilestill meeting
short-term corporate targets? Letit
go, almost. Inturbulent times, con-
sensusisjust tooslow. Instead, many
CEOs prefertoexperimentonmany
fronts withmanysmall teams - 86%
of our CEOs are activelydoing this.

Theyalsotalked to ts,
drawn mainly from America and the UK.

They alsosurveyed over 400 peoplein
their20s whoare the next generation of
employees Threeimpossible things The
vast majority - 86% - of CEOs report
big changesin their practice. Theshifts
they're making aren't simple or easy.
Each creates a paradox, a contradiction,
almost animpossibility. We wereableto
broadly characterize these changesto
createsustainable performance, there's
amarked swing from concentrating on
outputs toinputslasting, ethical culture.

The highest, unsurpris-
ingly,in America (92%) andin newer
companies (95%)

Yet this kind of distributed leadership
canlead todisintegrationandeven
disaster: how can CEOs liberate, yet
alsokeeptheirorganizationinone
piece. Clearand fuzzy, Andinthe
ageof thetech-poweredindividu-
alist, leaders are motivating people
through asharedsocial purpose - 81%
of our CEOs talked about this. Yet.
individual employeesincreasingly
have their own purposes, and resist
corporate conformity. Leaders are
starting tofindways to would their.
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Wolff Olinsis abrand consultancy com-
pany whichis basedin London, New York
and San Francisco. They have been around
for 55 years now, they were founded in
1965 and employ around 150 designers,
strategists, technologist, programmed
managersand educators. The company
was founded by Michael Wolff and Wally
Olinsin Camden Town, London.Wolff left
thebusinessin 1883, and Olinsin2001;
Wolffisstill activeinthe field of branding,
and Olinsdied on 14 April 2014.

TheWolff Olins parent company is
Omnicom Group whichis an American
global media, marketing and corporate
communications holding company, head-
quartered in New York City.

In2002, Wolff Olinswasselected by the
British Library as asubject of their Nation-
alLife Stories oral history project. In2012
the London2012 brand, wascreated and
developed by Wolff Olinsin2007, The
exhibit was about extraordinary stories
about ordinary things, an exhibition of de-
sign thatwas shaped the modernworld at
the design museumin London. The cost of
thelogowas 400,000 poundsand heavily
criticized by the British public, many de-
scribeditas "puerile”.

Alsoin2012, the Orange and London 2012
brandswere included inaretrospective
examining design from 1948t 2012 at the
V&AinLondon.In2012 WoelffOlins was
recognized by the Sunday times as cneof
the bestsmall companies toworkfor. By
Ad Age as one of the best places to werkin
media marketing, in2018 wolf Olinswas
namedone of the mestinnovate designin
the world by fast company. In2017, Sairah
Ashman was appointed asthe first female
CEO of Wolff Olins. These are afewthings
WolffOlin's tackles while consulting your
brand and culturalshiftsinthe wowrld.
Theirgoal is to be unique and stand out.






