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USING THE ASIAN 

“A”Information about the Asian “A” 
here. Most blatantly–the logo sug-
gests we are turning the museum 
on its head:  We’re offering new 
perspectives to a collection span-
ning 6000 years. 
	 We are offering an experience 
that will surprise and instigate 
new thoughts and understanding. 
The boldness of the system tells 
the world we have something to 
say, we have something to show– 
and we are no longer the “best 
kept secret”. 
	 As a final thought, a key mis-
sion of the branding process was 
to open the museum to a wider 
audience. An upside down A is the 
mathematic symbol “for all”.
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Asian Art Museum Brand Guidelines

INTRODUCTION

Consider these guidelines a tool to help you make the 
right choices when creating communications — what to 
do and what not to do with design, images, words, and 
photography. 
	 On the following pages, each brand element is 
presented individually to provide detail and depth to the 
pieces that create the sum of our brand. The left-hand 
column text gives explicit instruction and rules. 
Wherever possible, visual examples are shown to help 
illustrate these rules.
	 Please use these guidelines as a reference and 
reminder as you work.
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INTRODUCTION

WE NOW HAVE A COMMON 
UNDERSTANDING OF  
WHO WE ARE AND WHAT  
WE STAND FOR. THESE 
GUIDELINES ARE THE 
STORY AND THE RULES  
OF OUR BRAND.  

USING THESE GUIDELINES 
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INTRODUCTION

Through our research, we uncovered what our audiences 
need from us and how we are best placed to deliver. 
	 While there is a global thirst to gain a richer 
understanding of Asia and its art and culture, we as  
a museum have remained little noticed as a cultural 
center and have yet to fully connect with visitors 
beyond our niche audience. We are now ready to  
reach the world with the depth and breadth of what  
we have to offer.  
 
Our brand idea aims to do two things:
We must first engage visitors by creating context and 
connections between our art and the world — between 
Asia and the West, past and present, local cultures  
and global communities.
	 With visitors awakened to the beauty and depth of 
Asian art and cultures, we must then “inspire the next” 
by paving the way for new art, new thinking, and new 
ideas. By provoking reflection, dialogue, and debate.  
By challenging convention and stereotypes. And by 
inspiring our visitors and communities to see and think 
differently — whether it be a new appreciation, a new 
interpretation, or a new artistic creation.
 

A BRAND IS MORE THAN  
A LOGO OR A NAME.

A BRAND EXPRESSES  
OUR PERSONALITY AND 
PURPOSE AND IS OUR  
VERY ESSENCE. IT’S THE 
SOUL OF WHO WE ARE.

OUR BRAND IDEA IS:
ART: AWAKEN THE PAST, 
INSPIRE THE NEXT.

UNDERSTANDING  
OUR BRAND
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INTRODUCTION

INSPIRE 
REALIZE THE POTENTIAL  
OF ASIAN ART TO  
INSPIRE THE NEXT:  
NEW ART, NEW CREATIVITY, 
NEW THINKING.  
 
ACT AS A CATALYST  
FOR CREATIVITY AND  
FRESH THINKING — 
THROUGH PRESENTATION,  
JUXTAPOSITION,  
CONVERSATION, AND  
INTERPRETATION.

AWAKEN 
UNLOCK THE PAST  
FOR VISITORS AND  
BRING IT TO LIFE. 

AWAKEN GLOBAL 
AUDIENCES TO  
THE BEAUTY AND  
DEPTH OF ASIAN ART  
AND CULTURES BY  
BUILDING CONTEXT  
AND RELEVANCE. 

DRAW CONNECTIONS 
BETWEEN PAST AND 
PRESENT, BETWEEN 
CULTURES AND BETWEEN 
WORKS OF ART.

BREAKING IT DOWN
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INTRODUCTION

For visitors
We are an exciting, forward-thinking cultural hub for art 
and learning. We offer an inspiring way to learn about, 
explore and be changed by 6,000 years of art  
and ideas, starting with a first visit and continuing for  
a lifetime.

For our community
We are an essential global resource for facilitating new 
artistic collaborations and conversation. We connect 
diverse, local cultures to (and through) Asian art, and 
our collection inspires artists to create new works  
and new genres. 

For our staff
We offer a multidimensional career in visual and 
performing arts and visitor engagement. We celebrate 
differences and embrace commonalities by creating 
collections, exhibitions, and programs that compare, 
contrast, and stimulate new thought leadership.  
We strive for the highest standards of research in art 
history and conservation science leading to new 
knowledge and understanding.
 
For our board and donors
We shape how our city and nation understands Asia,  
its art and cultures. We inspire and fuel curiosity, 
providing opportunities for our visitors to discover  
and define themselves. And through our education 
programs, we democratize Asian art, making our 
collection and exhibitions relevant and accessible to 
students. We’re part of a movement that unlocks the 
potential of Asian art and shares it with the world.

WE NURTURE GREATER 
APPRECIATION FOR  
ASIA AND ITS ARTS AND 
CULTURES, STIMULATING 
NEW IDEAS AND THINKING  
— IN SAN FRANCISCO AND 
AROUND THE WORLD. 

WHAT DOES THE NEW  
BRAND MEANS FOR US?
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INTRODUCTION

Walk in visitors’ shoes 
Use empathy and common sense to envision and 
improve what the experience is like for our audiences.

Spark fresh connections 
Aim to create or draw connections in your work, 
e.g., between past and present, cultures, works of art, 
or people.

Make it personal 
Put yourself and your story into work every day.

Think full circle 
Think of how your work, and the visitors’ experience, 
can be improved.

Outdo ourselves together 
Always try to improve on the last big effort; work as  
a team and support each other.

IN DELIVERING  
OUR BRAND IDEA  
WE LOOK TO  
A FEW PRINCIPLES  
TO HELP GUIDE OUR 
DECISION-MAKING  
AND ACTIONS.

GUIDING PRINCIPLES
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OUR VERBAL IDENTITY

We embrace the exchange of ideas, encourage 
dialogue, invite commentary, and welcome discussion 
and participation through the ways that we speak to 
and with our audiences. 
 
— �Like our visual identity, our verbal identity is inspired 

by our brand idea, Awaken & Inspire 

— �It helps our visitors recognize who we are and what 
we stand for

 
— It’s what and how we communicate in words
 
— �It’s about making statements, sharing information, 

telling stories, and getting our story out to the world

— �It keeps us consistent in how we speak — always 
inviting, always cut-through, always inspiring, and 
always accessible

Process 
When you create any piece of communication for the 
Asian Art Museum, ask yourself these 3 simple 
questions. And only when you’ve answered them, 
should you start typing, tapping, talking, or scribbling.

— �WHO? 
Identify your audience clearly

— �WHAT? 
Define what you want to communicate and what  
is most important to say 

— �WHY? 
Decide what matters to your audience

16
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OUR VERBAL IDENTITY

THE ASIAN ART MUSEUM 
AIMS TO BE THE VOICE 
THAT SPARKS AN ONGOING 
CONVERSATION ABOUT 
ASIAN ART IN SAN 
FRANCISCO, NATIONALLY, 
AND INTERNATIONALLY. 

DEFINING OUR 
VERBAL IDENTITY
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Voice
When considering what voice to use (e.g., first person 
or third), please take the occasion, content, and target 
audience into consideration.

When talking to children:
— �Think back to your own experiences; what memories 

can you share? How has the art shaped you?
— �Tell a story and make it magical; paint a picture with 

your words; for example, invite children to imagine  
a day in the life of a samurai 

— �Express what you feel; share the emotion the art 
brings to you

— �Keep it short and simple; give children the space and 
silence to find their own words

18

TONE OF VOICE How we sound is as evocative as how we look. Our 
style of communicating is defined in four key principles:

Collective confidence 
We are proud of what we have to share, and sure of the 
depth and breadth of our knowledge. We speak with 
smart simplicity that stands out compared to the often 
over-engineered museum vernacular. We are intelligent, 
but not overly academic, intellectual, or pretentious.

Passion
Our love for the arts and Asian culture comes through 
in the energy behind our words. We are eager to  
share our knowledge and natural enthusiasm. Being 
short, upbeat, and expressive gives everything we  
say vibrancy.

Conversation with imagination
We are storytellers. Through our words, we bring 
concrete sights, sounds, words, colors, and textures to 
life. We create the context and setting for minds to 
wander and questions to surface. We love a good 
conversation. We provoke not to be provocative, but 
rather to incite curiosity, challenge perceptions, and 
offer fresh perspectives. We’re never shy about getting 
into a discussion or debate.

For all
We are Asian for all. Through language, we make 
ourselves easy to understand and accessible to anyone 
drawn to our doors. We find ways to contextualize our 
art and make it relevant to the lives of our visitors, in 
the clearest way possible. 

Asian Art Museum Brand Guidelines

OUR VERBAL IDENTITY
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General Museum description

From:
Welcome to the Asian Art Museum, one of the largest 
museums in the Western world devoted exclusively  
to Asian art. Its collection includes more than 17,000 
objects ranging from tiny jades to monumental 
sculptures, as well as paintings, ceramics, textiles, 
furniture, puppets, and basketry. With nearly 2,500 
artworks spanning 6,000 years of history on display  
at any time, the museum’s galleries provide an 
introduction to the major traditions of Asian art  
and culture.

To:
Welcome to one of the most striking and complete 
collections of Asian art in the world. The Asian  
Art Museum is a walk through 6,000 years of  
cultures, dynasties, religions, and geographies. From 
the earliest dated Chinese Buddha image to the 
contemporary works it inspires, our collection offers  
a window to Asia’s past and present — and invites 
creativity and conversation for all.

Asian Art Museum Brand Guidelines

OUR VERBAL IDENTITY
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Do:
— Be concise
— Use plain English
— Compare and contrast
— Describe in specifics  
— Paint a picture 
— Imagine speaking to a friend
— Share an opinion or an idea
— Ask a question
— Show emotion
— Make bold statements
— Use active verbs
— �Grab people’s attention with unexpected 

associations
— �Use real quotes whenever possible
— �Give people an opportunity to respond,  

share and contribute

Please avoid:
— Idioms that won’t translate
— Museum/art jargon
— Clichés
— Humor or silliness
— Criticism or negativity
— Exclamation marks
— Overwriting
— Over-complicating
— �Flowery, over-romanticized adjectives  

and language

Museum name in text 
In body copy, the museum name should always  
be written:

the Asian Art Museum

	 When referring to the Asian Art Museum in 
text, always type the name; do not use the AAM 
logo artwork in a sentence. The museum name is  
typed in title case, using either AAM Bau or  
AAM Walbaum — whichever font the surrounding 
copy uses.
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Public Programs description

From:
AsiaAlive: Sacred Arts of Bhutan
Tuesdays through Sundays, through May 10
12:00 noon – 4:00 pm, rituals at 11:00 am and 3:00 pm
North Court
Free with museum admission

In conjunction with the special exhibition The Dragon’s 
Gift: The Sacred Arts of Bhutan, two monks from 
a Bhutanese monastery perform the purification rituals 
and prayers (Puja) for sacred objects in the exhibition. 
Watch them create offerings for a Buddhist altar installed 
in the North Court. Immerse yourself in sacred arts, 
create an artwork, and try on traditional costumes  
and masks.

To:
AsiaAlive: Sacred Arts of Bhutan
The Dragon’s Gift: The Sacred Arts of Bhutan
Tuesdays through Sundays, through May 10
12:00 noon – 4:00 pm, rituals at 11:00 am and 3:00 pm
North Court
Free with museum admission

Immerse yourself in the sacred. Witness Bhutanese 
monks create offerings at a Buddhist altar and perform 
the purification rituals and prayers (Puja) for sacred 
objects currently on display. We also invite you to join  
in the ritual by creating your own artwork or dressing  
in live samples of traditional costumes and masks.

Asian Art Museum Brand Guidelines

OUR VERBAL IDENTITY
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Special exhibition description
Example to come
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STANDARD LOGOS

We have two set arrangements 
of the “A” mark and logotype for 
our logo. The logos are equally 
interchangeable; neither Standard 
logo is preferred over the other. 
Choose the logo you need accord-
ing to the best layout in a given 
format.
	 It is important to maintain the 
integrity of our brand by using  
the Standard logos correctly and 
in a consistent way. Every element 
of the Standard logos has been 
carefully considered. Please use 
the brand asset files provided and 
avoid attempting to redraw or type  
the logos.  
	 The "A" mark and the logotype 
must always appear together.

2. The stacked logotype

3. The horizontal logotype

Standard logo
This is the standard stacked, verti-
cal logo. The "A" mark is the same 
height as the logotype.

Standard logo horizontal
This is the standard horizontal logo. 
The "A" mark is separated from the 
logotype by the width of the "A".

Asian Art Museum Brand Guidelines

OUR VISUAL IDENTITY

   sian
OUR BRAND IDENTITY

Our brand idea, “Awaken and 
Inspire,” is designed to unlock  
the potential of our art, and in 
doing so, inspire new thinking and 
creativity. Our identity is a clear 
visual manifestation of this idea.
	 Most directly, our logos suggest 
we are approaching the museum 
from a new perspective: we’re 
offering new viewpoints to a 
collection spanning 6,000 years. 
We’re offering an experience that 
will surprise and stimulate new 
thought and understanding.  
The boldness of the system tells 
the world we have something to 
say, we have something to 
show  — and we are no longer the 
“best-kept secret.” 
	 A key mission of the branding 
process is to open the museum  
to a wider audience: an upside 
down A is the mathematic symbol 
“for all.”

The logos for the 
Asian Art Museum 
are made up of 
two elements: the 
“A” mark and the 
logotype 

The “A” mark is the 
same character 
as the “A” in the 
logotype, inverted

1. The “A” mark

Asian Art Museum Brand Guidelines

OUR VISUAL IDENTITY
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Standard logos 
are appropriate for 
all format sizes, 
including oversize 
formats like an 
exterior poster

Asian Art Museum Brand Guidelines

OUR VISUAL IDENTITY

USING THE STANDARD LOGO

When you need to identify the 
Asian Art Museum brand, a 
straightforward approach is to use  
a Standard logo. The logo elements’ 
proportion and placement has  
been determined, and their 
compact arrangement is suitable 
for any application.
	 For communications produced  
by and for the Asian Art Museum,  
the Standard and Expanded 
logos (see following pages) are 
completely interchangeable.
 

Some logos may 
work more easily 
with particular 
formats. For 
example, Standard 
logos work well 
in smaller formats 
where space is 
constrained but  
a brand identifier 
must appear

Asian Art Museum Brand Guidelines

OUR VISUAL IDENTITY
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Expandable space 
between “A” mark 
and logotype

Expandable space 
between “A” mark 
and logotype

EXPANDING THE LOGO

In order to provide flexibility when 
laying out communications, the 
Standard logo can be expanded. 
They work by creating more 
space between the “A” mark and 
the logotype. Neither the 
proportions of the elements, nor 
their alignment, is adjustable.
	 The expandable space is never 
so large that the logo elements 
touch, or are cropped by, the 
edge of the format.

EXPANDING THE 
HORIZONTAL LOGO

The horizontal logo should 
be expanded horizontally and 
never vertically. This logo is best 
used on smaller applications. 
The "A" mark and the logotype 
must always appear on the same 
page when expanded.

Asian Art Museum Brand Guidelines
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Standard logo 
spacing between 
“A” mark and 
logotype

Standard logo 
spacing between 
“A” mark and 
logotype

Use three steps to 
properly space an 
Expanded logo:

1. 
Begin with  
a single “A” 
character space 
between the “A” 
mark and the 
logotype

2. 
Insert at least 
3x that space 
between the logo 
elements

3.
Create additional 
space without 
the edges of the 
format touching or 
cropping the logo 
elements

The expandable 
space begins at a 
distance of at least 
3x the spacing of 
the Standard logo
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The side of a 
box showing 
the Expanded 
horizontal logo

EXAMPLES OF THE 
EXPANDED LOGO

The expandable 
space allows for 
logo elements to 
appear on op-
posite sides of a 
given format, like 
this water bottle
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WHEN TO USE AN  
EXPANDED LOGO

Clearspace for 
Expanded logos 
extends only to 
the individual ele-
ments; the space 
between is open to 
both graphics and 
typography

Asian Art Museum Brand Guidelines
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USING THE GRAPHIC  
“A” MARK  

For additional visual impact, we 
have allowed for larger Graphic 
“A” marks.
	 Because they are oversized and 
are meant to dominate the format, 
we allow the use of the logotype 
as the only identifier for this ar-
rangement. 

Except for the top 
left option, the 
Graphic “A” mark 
is always centered 
vertically or hori-
zontally or both

36
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This postcard dis-
plays the Graphic 
“A” mark expanded 
and aligned to 
the left

The Graphic “A” 
mark is cropped 
but still dominates 
this hanging 
exhibition banner

37
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.125”

.125”

CLEARSPACE & MINIMUM SIZE 
FOR STANDARD LOGOS

In order to preserve the legibility 
of the Standard logos, it is impor-
tant that no other logos, type or 
other graphic elements infringe on 
their individual surrounding space. 
	 Clearspace also defines the 
minimum distance between logos 
and the edge of a format.
	 The minimum clearspace 
around the Standard logos is 
equal to the width and height of 
the lowercase letter “a” in the 
logotype.
	 Minimum size logos are always 
measured by the height of the 
logotype. Be sure to maintain the 
proper proportions between the 
“A” mark and the logotype when 
scaling a logo.

Asian Art Museum Brand Guidelines
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   sian
Clearspace for 
horizontal  
Expanded logos 

Clearspace and 
minimum size for 
vertical Expanded 
logos

CLEARSPACE & MINIMUM SIZE 
FOR LOGO WHEN EXPANDED

Each element of the logo must 
have an individual and complete 
clearspace. Graphics and/or 
typography may appear between 
those elements. 
	 The minimum clearspace is 
equal to the width and height of 
the lowercase letter “a” in the 
logotype.
	 The minimum clearspace 
around Expanded horizontal logos 
is the same as the Standard logos.
	 Minimum size logos are always 
measured by the height of the 
logotype. Be sure to maintain the 
proper proportions between the 
“A” mark and the logotype when 
scaling a logo.

.25”

   sian    sian
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MUSEUM INFORMATION  
ARRANGEMENTS

We do not recommend a set  
arrangement for museum informa-
tion in relation to the logo. Mu-
seum information does not neces-
sarily need to be directly next to 
the logo. It can be expanded just 
like the Standard logo. The infor-
mation must maintain a top or left 
alignment with the logotype. 
	 The text size and leading  
of the museum information will 
depend on the application size. 
The font size will also match or 
be dictated by the rest of the  
copy in the application.
	 Use only AAM Bau Medium  
to set the museum information. 

Museum name in text 
In body copy, the museum name 
should always be written:

the Asian Art Museum

	 When referring to the Asian Art 
Museum in text, always type  
the name; do not use the AAM logo 
artwork in a sentence.
	 The museum name is typed in 
title case, using either AAM Bau 
or AAM Walbaum — whichever 
font the surrounding copy uses.

 

ASIAN ART MUSEUM
Chong-Moon Lee Center 
for Asian Art & Culture

200 Larkin Street
San Francisco, CA 94102
www.asianart.org

ASIAN ART MUSEUM
Chong-Moon Lee Center 
for Asian Art & Culture
www.asianart.org
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ASIAN ART MUSEUM
Chong-Moon Lee Center 
for Asian Art & Culture
www.asianart.org

200 Larkin Street
San Francisco, CA 94102
415.581.3500

Museum  
information
with address

Note: there is a 
single-line space 
between the URL 
and the address 
if they are in the 
same column

Each piece of 
information can 
be top-aligned 
in neighboring 
columns

Museum informa-
tion does not 
intrude into logo 
clearspace 

Museum  
information with 
phone number

The phone number 
should appear  
with the museum 
information when-
ever the com-
munication will be 
seen by external 
audiences

Asian Art Museum Brand Guidelines

OUR VISUAL IDENTITY

On this invita-
tion, the museum 
information is 
connected through 
center alignment 
with the logo

Asian Art Museum Brand Guidelines

OUR VISUAL IDENTITY
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INTERNAL SPONSOR /  
PARTNER LOGOS 

Sponsor/partner logo(s) may be 
placed next to the Asian  
Art Museum logos/logotypes 
and must adhere to clearspace  
rules and the grid. 

Multiple sponsor/
partner logos  
are scaled 
proportionally, 
using the height  
of the capital A  
in the logotype  
as a guide

To maintain 
balance, horizontal 
logos (e.g., the 
United logo) may 
be shorter than  
the capital “A” 

Single sponsor/
partner logos are 
scaled proportion-
ally by matching 
the height of  
the "A" mark in  
the logotype as  
a guide

Use logical spacing 
as well as the grid 
to place sponsor/
partner logos

Sponsored by:

Asian Art Museum Brand Guidelines

OUR VISUAL IDENTITY
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Sponsor logos 
arranged within 
a window poster
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Sponsor logos 
arranged within 
a postcard

Sponsor logos 
arranged within 
an invitation

Sponsor logos 
arranged on a bus 
side

Asian Art Museum Brand Guidelines

OUR VISUAL IDENTITY

INTERNAL SPONSOR /  
PARTNER LOGOS 

Asian Art Museum Brand Guidelines

OUR VISUAL IDENTITY
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Sub-brand  
logo

It is preferred that 
sub-brand logo-
types appear with 
an “A” mark.
Some exceptions 
where sub-brands 
appear without 
the “A” mark might 
include the interior 
pages of a museum 
brochure or events 
calendar.

Sub-brand 
logo clearspace
and minimum 
size

Sub-brand 
Logotype

LogotypeSUB-BRANDS

We use Sub-brand logos to make 
a direct connection between our 
brand and our specific products/
services, programs, and audiences.
	 It is preferred that sub-brand 
logotypes appear with an “A” mark. 
However, when repeating a 
sub-brand name, or if many sub-
brands appear in a publication 
together, it is not necessary to 
show an “A” mark.
	 We have not assigned specific 
colors or symbols to the Sub-
brand logo system. Aside from the 
“A” mark usage, all of the general 
brand guidelines apply to the  
Sub-brand.
	 Do not attempt to recreate the 
Sub-brand logos. Use the brand 
asset files provided.	
	 All the Sub-brands shown on 
these pages are current. If a Sub-
brand logo needs creation, please 
consult the AAM brand team.

Sub-brands in text 
For internal and external com-
munications, the first reference 
to any Sub-brand is its complete 
name. For example:

Asian Art Museum Matcha
Asian Art Museum Jade Circle
Asian Art Museum Cafe

	 Subsequent references can 
be just the capitalized Sub-brand 
name (e.g., Matcha, Jade  
Circle, Cafe).
	 Avoid referring to the Sub-
brands in copy with the  
word “Asian” as a prefix; e.g., 
“Asian Cafe.” 
	 Signage within the museum 
uses the capitalized Sub-brand 
name. Alternately, it could use  
the Sub-brand logo.

.125”

Asian Art Museum Brand Guidelines
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Sub-brand logos 
define the wide 
range of groups, 
activities and offer-
ings of the Asian 
Art Museum

Asian Art Museum Brand Guidelines

OUR VISUAL IDENTITY

Membership,  
Donors & 
Affiliates

Museum  
programs

Products &
Services

Governance
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Minimum size

Vertical 
Expanded 
Sub-brand 
Logo

USING THE "A" MARK WITH 
SUB-BRAND LOGOS

When an “A” mark appears with 
a Sub-brand logo, the spacing 
between the elements is similar 
to the Standard logos. The "A" 
mark can be expanded depending 
on the design and elements that 
interact with it.

Note: The “A” mark 
and the logotype 
can be left aligned 
or center aligned 
in the layout

1.75”

Asian Art Museum Brand Guidelines
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EXAMPLES

The expandable 
space allows for 
logo elements to 
appear on oppo-
site sides, like this 
e-invitation
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(Top)
The graphic “A” 
mark and the Sub-
brand logo  
arrangement is 
ideal for merchan-
dising and large 
format applications

(Bottom)
The “A” mark  
appears centered  
to the Sub-brand 
in this invitation

Asian Art Museum Brand Guidelines
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USING THE “A” MARK WITH 
SUB-BRAND LOGOS

The Graphic "A" 
mark is right 
aligned to the 
Sub-brand logo on 
this mug

Asian Art Museum Brand Guidelines

OUR VISUAL IDENTITY
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USING  
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USING THE “A” MARK

“A” MARK TREATMENT  
VARIATIONS

The “A” mark demonstrates the 
duality of the brand idea.  
	 The first part of the “A” mark 
represents the past illuminated. 
The second part is the creativity, 
thinking, and dialogue the past  
inspires in the future. The museum 
lies at that intersection — it is 
never one or the other. 
	 The “A” mark allows for a wide 
range of possibilities, including 
color, photographic fills, and  
pattern fills.
	 No matter what the content  
of the “A” mark, a gradient always 
appears on the left side of the 
mark. The right side is called  
the forward slash and is usually  
a solid color directly related to  
the gradient or fill.
	 Filling the entire “A” mark with 
a photo or pattern fill should 
be reserved for large exhibition 
graphics where maximum visual 
impact is desired.
	 Do not confuse the term  
“A” mark with the term Graphic “A” 
mark. These treatments apply to 
all logo arrangements, not just the 
Graphic “A” mark.
	 The Graphic "A" mark can 
appear with the logo. It must ap-
pear with the Standard logotype. 
However, the Graphic "A" mark 
and logotype must not be locked 
up as a logo. The Graphic "A" 
mark is meant to be a graphic 
treatment and should not be part 
of a logo treatment. It is important 
to recognize this distinction. 

The “A” mark is 
composed of 
two pieces: the 
gradient side 
(left) — where 
gradients and  
fills appear

— and the forward 
slash (right) — 
 which is usually  
a solid color

Asian Art Museum Brand Guidelines
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“A” MARK TREATMENT  
VARIATIONS

There are three treatment  
variations for the “A” mark.

—Solid colors
—Photo fills
—Pattern fills

	 Colors are divided into Foun-
dation and Bold color palettes. 
Please refer to these palettes  
(pp. 64–65) when using colors  
in the “A” mark.
	 Further details about the 
palettes can be found in the Color 
& Typography section of these 
guidelines.
	 When choosing colors for “A” 
mark treatments, be mindful of 
visibility, especially when using 
color gradients over patterns  
or photos.

Any color from 
either palette 
(except white) can 
be used with  
a white gradient

Gray can use any 
other color from 
either palette as  
a gradient

The forward 
slash color 
dictates the gra-
dient/fill color; 
here the gradient 
is gold to white

The forward 
slash color 
dictates the  
gradient/fill 
color; here the 
gradient is  
white to purple

When a white gra-
dient is not visible 
over a pattern or  
a photo, use black

Black can use  
any color from 
either palette  
as a gradient,  
even over patterns  
or images

Black can use any 
other color from 
either palette as a 
gradient

Full photo fills can 
be used (with a 
gradient) to maxi-
mize impact

The forward slash 
color dictates the 
gradient / fill color, 
except when using 
black or gray
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“A” MARK TREATMENT  
VARIATION DON’TS

The range of possibilities for 
transforming the “A” mark has 
been carefully considered.  
Please use these pages to avoid 
incorrect treatments.

Only white 
gradients appear 
on color “A” marks, 
unless the colors 
are gray or black

Do not use a solid 
color for the entire 
“A” mark: a gradient 
must be used to  
differentiate the parts

Do not apply the 
gradient to the 
entire “A” mark

Do not apply  
different colors to 
the “A” mark

Do not apply multi-
color gradients to 
the “A” mark

Do not reverse  
the gradient  
or apply it to the 
forward slash

Do not separate 
the two halves  
of the “A” mark

Do not use  
multiple images  
in the “A” mark

Do not use photos 
without back-
grounds because  
it distorts the 
shape of the mark

Do not fill the en-
tire “A” mark with  
a photo / pattern 
without using a 
gradient
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The flexibility of 
gradient and fill 
options for the  
“A” mark allows for 
a broad tonal 
range for a variety 
of museum  
communications   

“A” MARK TREATMENT  
VARIATION EXAMPLES

A black foward 
slash with artwork 
embedded in the 
"A" mark
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The bird image 
overlays the 
graphic “A” mark

“A” MARK TREATMENT  
VARIATION

Since the Graphic “A” mark does 
not adhere to clearspace rules, 
other visual elements may overlay 
or appear behind the Graphic “A” 
mark to create drama for certain 
exhibitions and events.
	 Use common sense to deter-
mine legibility.
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COLOR PALETTES

The Asian Art Museum color 
palette is as diverse as the art 
and programs that make up its 
content. To allow for flexibility, a 
range of colors has been included 
to allow each communication to 
feel unique. Specific colors have 
not been assigned to programs  
or activities. The system is com-
pletely democratic.
	 We have three color palettes, 
the Primary palette, Foundation 
palette and the Bold palette; they 
work together to help create the 
look of the Asian Art Museum 
communications.
	 Color breakdowns are provided 
in Pantone colors, CMYK, RGB 
and Hexachrome for, respectively, 
print, on-screen, and online  
communications.

Primary palette
Plum is the primary color and 
gold is the primary accent color. 
Both can be used together, on 
their own or with any color from 
the foundation and bold palette.

Foundation palette
Black, white, and gray make up 
the Foundation palette and can be 
used in communications, together, 
on their own or with any one color 
from the Bold palette. You can set 
type in these colors or use them 
as background fields.

Black

C0  
M0 
Y0  
K100 

AAM Purple—Pantone 525

C80  
M100 
Y0  
K15

AAM Gray — Cool Gray 2
C0  
M0  
Y0  
K15

AAM Gold — Pantone 8005 
Metallic

C25  
M35  
Y100  
K10

AAM Gold — Pantone 8005 Metallic Spot

C42  
M48  
Y67 
K16

R0 
G0 
B0

R81
G38  
B84

R218
G219
B219

R180 
G147  
B42

R140 
G116  
B89

HEX: FFFFFF

HEX: 512654

HEX: DADBDB

HEX: 897559

HEX: 897559

White 

C0  
M0  
Y0  
K0

R255
G255
B255

HEX: D3D3D3

Asian Art Museum Brand Guidelines

COLOR & TYPOGRAPHY

Bold Palette
Although our Bold colors can be 
used with any or all of the Founda-
tion palette colors, they cannot be 
used with one another in the same 
application. However, in the case 
of wild postings (where many 
individual posters appear side by 
side), large horizontal banners 
or billboards — up to three colors 
from the Bold palette can be 
used (see pages 39, 88). Use 
the examples shown throughout 
the guidelines to guide your color 
choices.
	 In special cases, when creating 
a pattern out of the “A” mark, all 
the colors of the Bold palette can 
be used in one application. This is 
particularly appropriate for family 
programming (see page 55).
	 Also, certain exhibitions may 
require you to use a color outside 
the Bold palette for your commu-
nications (see page 75).
	 The web palette has variations 
on the tint of these colors which is 
fine to use.

AAM Pink—Pantone Rubine Red

C0 
M100 
Y20 
K0 

AAM Purple—Pantone 2685

C80  
M100 
Y0  
K15

AAM Teal—Pantone 323

C98  
M16  
Y47  
K34

AAM Green—Pantone 361

C70  
M0  
Y100  
K0 

AAM Plum—Pantone 209

C35  
M100 
Y50  
K20 

AAM Orange—Pantone Warm Red 

C0  
M85  
Y100  
K0

AAM Aqua—Pantone 564

C60  
M0  
Y35  
K0

AAM Yellow—Pantone 3965

C0  
M0  
Y100  
K0

R227 
G5
B137

R81
G36  
B127

R0 
G110  
B110

                    
R80
G184
B72

R145
G28
B78

R240
G78
B35

R94 
G196
B182

R255 
G242
B0

HEX: E33489

HEX: 552E86

HEX: 01868A

HEX: 1EB53A

HEX: 9C1F58

HEX: EA6633

HEX: 60C0C5

HEX: FFF200

Primary Palette

Foundation Palette
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COLOR PALETTE  
TREATMENTS

Gradients
Gradients are a visual represen-
tation of the links between past 
and present and the duality at 
the heart of the brand.
	 We often use color-to-white 
gradients in our applications. 
This treatment applies to both 
the Foundation and the Bold 
palettes.
	 We do not recommend using 
color-to-color gradients.

AAM Gray — White

AAM Gold — White

AAM Pink — White

Black — White

AAM Orange — White

AAM Green — White

AAM Plum — White

AAM Yellow — White

AAM Purple — White

AAM Teal — White

AAM Aqua — White
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AAM Gray — White

AAM Gold — White

AAM Pink — White

Black — White

AAM Orange — White

AAM Green — White

AAM Plum — White

AAM Yellow — White

AAM Purple — White

AAM Teal — White

AAM Aqua — White
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Web Color Palette

This web palette provides pri-
mary and accent colors that may 
be applied to any website and 
digital assets. These have  been 
designed to work harmoniously 
with each other.

The color palette starts with 
primary colors and fills in the 
spectrum to create a complete 
and usable palette for all plat-
forms. The color names suggest 
what to use as primary colors 
and accent colors. 

gold

R137 
G117
B89

HEX: 897559

teal_dark

R16 
G101
B103

HEX: 106567

gold_dark

R104
G89
B69

HEX: 675844

teal_med

R61
G147
B161

HEX: 3d93a1

gold_lite

R220
G213
B204

HEX: dbd4cc

aqua

R96
G192
B197

HEX: 60c0c5

black

R0
G0
B0

HEX: 000000

purple_nav

R146
G121
B177

HEX: 9179b0

pink

R227
G53
B138

HEX: e23489

aqua_lite

R206
G235
B237

HEX: cdeaed

pink_lite

R248
G196
B219

HEX: f8c3da

orange_dark

R174
G77
B42

HEX: ad4d2a

purple_dark

R63
G37
B100

HEX: 3f2563

orange_nav

R241
G157
B125

HEX: f09d7d

gold_nav

R178
G167
B149

HEX: b2a795
teal_nav

R179
G218
B218

HEX: b3dada

white

R255
G255
B255

HEX: ffffff
purple_lite

R205
G193
B216

HEX: ccc0d8

gold_ultra_lite

R250
G249
B248

HEX: f9f9f8
aqua_med

R132
G204
B208

HEX: 84cccf

pink_med

R228
G95
B161

HEX: e45fa0
orange

R234
G102
B49

HEX: e96531

purple

R85
G46
B134

HEX: 552d85
orange_lite

R246
G208
B192

HEX: f6d0bf

gold_med

R160
G145
B123

HEX: 9f907b

teal_lite

R190
G218
B219

HEX: bddada

gold_super_lite

R247
G245
B243

HEX: f7f5f3

aqua_dark

R76
G144
B147

HEX: 4c8f93

black_lite

R35
G31
B32

HEX: 221e1f

teal

R92
G177
B179

HEX: 5bb0b2

pink_dark

R167
G40
B103

HEX: a72867

aqua_nav

R153
G212
B216

HEX: 99d4d8

pink_nav

R234
G125
B177

HEX: e97cb1

orange_med

R235
G132
B95

HEX: ea835f

purple_med

R118
G91
B157

HEX: 765a9c

green

R39
G179
B75

HEX: 27b24a
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green_nav

R126
G198
B124

HEX: 7dc57b R250 
G174
B26

HEX: f9ad19

plum

R157
G30
B88

HEX: 9c1e58

goldenrod_med

R255
G217
B110

HEX: ffd86e

plum_lite

R225
G186
B205

HEX: e0b9cc

goldenrod_barely

R250
G215
B129

HEX: f9d680

green_med

R86
G186
B98

HEX: 55ba61

goldenrod

R254
G192
B19

HEX: fdbf13

text

R89
G89
B91

HEX: 58595b

table_bg

R243
G241
B239

HEX: f3f1ee

text_soft

R128
G130
B133

HEX: 808285

error_lite

R252
G219
B220

HEX: fcdbdb

hr_bold

R138
G138
B140

HEX: 8a898b

plum_med

R173
G77
B122

HEX: ad4d7a

goldenrod_xlite

R255
G236
B182

HEX: feebb5

green_dark

R39
G135
B66

HEX: 278741

hr_lite

R209
G211
B212

HEX: d1d3d4

yellow

R252
G238
B34

HEX: fbed21

museum_grey

R216
G217
B217

HEX: d8d9d8

text_medium

R110
G109
B114

HEX: 6d6d71

error

R243
G119
B124

HEX: f2767c

nav_default

R167
G169
B172

HEX: a7a9ac

plum_dark

R115
G24
B66

HEX: 731842

goldenrod_lite

R255
G223
B130

HEX: fede82

plum_nav

R190
G112
B148

HEX: be7094

featured_grey

R237
G237
B238

HEX: edeced

green_lite

R188
G224
B191

HEX: bcdfbe

goldenrod_dark

R255
G203
B52

HEX: ffca33

text_dark

R66
G65
B66

HEX: 414042

table_highlight

R231
G227
B222

HEX: e6e2dd

text_lite

R147
G149
B152

HEX: 929497

hr_med

R214
G214
B214

HEX: d6d6d5

goldenrod_extra_dark
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PRIMARY FONTS

Of our two primary fonts, AAM 
Walbaum and AAM Bau, the latter 
is the more flexible. It is used for 
headlines, subheads, titles, and 
all body copy in this document. 
Although the font family comes 
with four weights, our system only 
uses three: Regular, Medium and 
Bold (we do not use Super).
	 This font can be used on any 
communications piece, from print 
to digital (excluding PowerPoint 
and Web). 
	 AAM Bau may appear in any 
color of the color palettes, but is 
more often black or reversed out 
of a color to white. Do not use  
gradients as font colors.

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijknopqrstuvwxyz123456789
0ÆÇØŒÀÂÁÃÄÅÓÔÒœæàáâãäåéêë
ñòóôõö([{}])%¢#&£¥ß€§†!?.,;:“”‘’@©® 
_-–— Regular

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijknopqrstuvwxyz1234567890
ÆÇØŒÀÂÁÃÄÅÓÔÒœæàáâãäåéêëñòó
ôõö([{}])%¢#&£¥ß€§†!?.,;:“”‘’@©® _-–— 
Regular Italic

AAM has pur-
chased several 
user licenses for 
these fonts 

Use Regular TF 
(Tabular Figures) 
when dealing with 
numbers 

AAM Bau
Regular 

AAM Bau 
Regular Italic
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Awaken & Ins

AAM Bau 
Medium
Medium Italic

AAM Bau 
Medium
Medium Italic
Bold
Bold Italic 

AAM Bau 
Regular 
Regular Italic
Medium
Medium Italic 

11/13 pt

This year’s celebration explores  
FILIPINO journeys through American 
history and art. There will be a focus  
on early sea trade connections between 
the Philippines and California,  
how they formed our Filipino American  
communities, and how they shaped 
artistic production in Asia and the 
Americas. Highlights include music, 
artist displays and demonstrations, 

11/13 pt

This year’s celebration explores 
FILIPINO journeys through American 
history and art. There will be a  
focus on early sea trade connections 
between the PHILIPPINES and 
California, how they formed our 
Filipino American communities, and 
how they shaped artistic production 
in Asia and the Americas. Highlights 
include music, artist displays and 

11/13 pt

This year’s celebration explores 
FILIPINO journeys through American 
history and art. There will be a  
focus on early sea trade connections 
between the PHILIPPINES and 
California, how they formed our 
Filipino American communities, and 
how they shaped artistic production 
in Asia and the Americas. Highlights 
include music, artist displays and 

9/11 pt
This year’s celebration explores 
FILIPINO journeys through 
American history and art. 
There will be a focus on early 
sea trade connections between 
the Philippines and California, 
how they formed our Filipino 
American communities, and how 
they shaped artistic production 
in Asia and the Americas. 
Highlights include

9/11 pt
This year’s celebration 
explores FILIPINO journeys 
through American history and 
art. There will be a focus on 
early sea trade connections 
between the PHILIPPINES 
and California, how they 
formed our Filipino American 
communities, and how they 
shaped artistic production in 
Asia and the Americas. 

9/11 pt
This year’s celebration 
explores FILIPINO journeys 
through American history  
and art. There will be a 
focus on early sea trade con-
nections between the PHIL-
IPPINES and California, 
how they formed our Filipino 
American communities, and 
how they shaped artistic 
production in Asia and the 

7/9 pt
This year’s cel-
ebration explores 
FILIPINO journeys 
through American 
history and art. 
There will be a 
focus on EARLY 
SEA trade con-
nections between 
the Philippines 
and California, 
how they formed 
our Filipino Ameri-
can communities, 

7/9 pt
This year’s 
celebration ex-
plores FILIPINO 
journeys through 
American history 
and art. There 
will be a focus on 
early sea trade 
connections 
between the 
PHILIPPINES 
and California, 
how they formed 
our Filipino

7/9 pt
This year’s 
celebration ex-
plores FILIPINO 
journeys through 
American histo-
ry and art. There 
will be a focus on 
early sea trade 
connections 
between the 
PHILIPPINES 
and California, 
how they formed 
our Filipino
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PRIMARY FONTS

AAM Walbaum is the partner font 
to AAM Bau. We use it most often 
in headlines, although it can work 
as body copy as well — especially 
in editorial situations.
	 This font can be used on any 
communications piece, from print 
to digital (excluding PowerPoint 
and Web). 
	 AAM Walbaum may appear in 
any color of the color palettes, but 
is more often black or reversed 
out of a color to white. Do not use  
gradients as font colors.

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijknopqrstuvwxyz1234567890Æ
ÇØŒÀÂÁÃÄÅÓÔÒœæàáâãäåéêëñòóôõö 
([{}])%¢#&£¥ß€§†!?.,;:“”‘’@©®  
_-–— 120 Pro

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijknopqrstuvwxyz1234567890ÆÇ
ØŒÀÂÁÃÄÅÓÔÒœæàáâãäåéêëñòóôõö 
([{}])%¢#&£¥ß€§†!?.,;:“”‘’@©®  
_-–— 120 Pro Italic

AAM Walbaum 120 Pro 
Regular

AAM Walbaum 120 Pro 
Pro Italic
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AAM has pur-
chased several 
user licenses for 
these fonts 

Awaken & In

AAM Walbaum
120 Pro Medium
Italic
Bold Italic
Bold

AAM Walbaum
120 Pro Medium
Bold Italic
Bold

AAM Walbaum
120 Pro Regular
Italic
Bold Italic
Bold

11/13 pt

This year’s celebration explores Fili-
pino journeys through American 
history and art. There will be a focus 
on early sea trade connections between 
the PHILIPPINES and California, how 
they formed our Filipino American 
communities, and how they shaped 
artistic production in Asia and the 
Americas. Highlights include music, 
artist displays and demonstrations,

11/13 pt

This year’s celebration explores Filipi-
no journeys through American history 
and art. There will be a focus on early 
sea trade connections between the 
PHILIPPINES and California, how 
they formed our Filipino American 
communities, and how they shaped 
artistic production in Asia and the 
Americas. Highlights include music, 
artist displays and demonstrations,

11/13 pt

This year’s celebration explores 
FILIPINO journeys through Ameri-
can history and art. There will be a 
focus on early sea trade connections 
between the PHILIPPINES and Cali-
fornia, how they formed our Filipino 
American communities, and how 
they shaped artistic production in 
Asia and the Americas. Highlights 
include music, artist displays and 
demonstrations, performances, films,

9/11 pt
This year’s celebration explores 
Filipino journeys through 
American history and art. 
There will be a focus on early 
sea trade connections between 
the PHILIPPINES and Cali-
fornia, how they formed our 
Filipino American communi-
ties, and how they shaped 
artistic production in Asia and 
the Americas. Highlights

9/11 pt
This year’s celebration 
explores Filipino journeys 
through American history and 
art. There will be a focus on 
early sea trade connections 
between the PHILIPPINES 
and California, how they 
formed our Filipino Ameri-
can communities, and how 
they shaped artistic produc-
tion in Asia and the Ameri

9/11 pt
This year’s celebration 
explores FILIPINO journeys 
through American history 
and art. There will be a focus 
on early sea trade connec-
tions between the PHILIP-
PINES and California, how 
they formed our Filipino 
American communities, and 
how they shaped artistic 
production in Asia and the 
Americas. Highlights

7/9 pt
This year’s cel-
ebration explores 
Filipino journeys 
through Ameri-
can history and 
art. There will be 
a focus on early 
sea trade connec-
tions between the 
PHILIPPINES 
and California, 
how they formed 
our Filipino 
American com

7/9 pt
This year’s cel-
ebration explores 
Filipino journeys 
through Ameri-
can history and 
art. There will be 
a focus on early 
sea trade connec-
tions between the 
PHILIPPINES 
and California, 
how they formed 
our Filipino 
American com

7/9 pt
This year’s cele-
bration explores 
Filipino journeys 
through Ameri-
can HISTORY 
and art. There 
will be a focus 
on early sea 
trade connec-
tions between  
PHILIPPINES 
and California, 
how they formed 
our Filipino 
American com
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FONTS FOR SCREEN AND WEB

AAM Bau and AAM Walbaum 
are the preferred font for all 
our communications. However, 
certain applications will require 
the use of a secondary font when 
the preferred fonts are not readily 
available. 
	 PowerPoint presentations and 
Web-based applications should 
use Arial as a sans serif and Geor-
gia as a serif replacement. 
	 Screen and Web fonts may 
appear in any color of the color 
palettes, more often in black or 
knocked out of a color to white. 
Do not use color gradients as  
font colors.
	 The minimum size for any 
screen and web fonts is 9 points.

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijknopqrstuvwxyz1234567890
ÆÇØŒÀÂÁÃÄÅÓÔÒœæàáâãäåéêëñò
óôõö([{}])%¢#&£¥ß€§†!?.,;:“”‘’@©®  
_-–— Regular

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijknopqrstuvwxyz1234567890
ÆÇØŒÀÂÁÃÄÅÓÔÒœæàáâãäåéêëñò
óôõö([{}])%¢#&£¥ß€§†!?.,;:“”‘’@©®  
_-–— Regular

These system 
fonts can be found 
on any computer 

Arial 23 /30 pt 

Georgia 22 /30 pt 
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Online com-
munications will 
likely use Arial and 
Georgia as default 
fonts in CSS

AaEeAaEeGgK
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PUBLICATIONS

AAM_GAM_Black_CMYK

TITLE PAGE: NAME & CITY

Name and city on the title page 
of a catalogue. The name of the 
museum with the city on the sec-
ond line should always appear 
in the lower right hand corner, 
right justified.

Asian Art Museum Brand Guidelines

PUBLICATIONS

Editors and Authors

The size can change to fit the catalogue 
appropriately. Minimum font size 7pt. 

Default font Walbaum 120 Pro Reg but 
can change to fit the appropriate font 
used in the catalogue. 

Exhibition Title 

SPINE: LOGOS & 
COLOR OPTIONS

The AAM GAM logo is used. 
Use the black logo on all 
white and light backgrounds. 
Use the reversed logo on all 
dark or black backgrounds.

SPINE: LOGO USE & SIZE

Logo usage on the spine 
of a catalogue. The logo 
is always .5 inches or 12.7 
millimeters from the bottom 
of the spine.  

The AAM GAM logo size 
can shrink to a minimum 
height of .125 inches or 
3.175 millimeters. 

AAM_GAM_Black_Rev_CMYK 

0.59 in | 15 mm or smaller

0.5 in | 12.7mm

Shrink the logo size to fit smaller 
spines

Minimum height .125 in | 3.175 mm

Asian Art Museum
San Francisco
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PUBLICATIONS

AAM_PL_Black_Horiz_CMYK

COPYRIGHT PAGE: 
LOGO USE

Logo usage on the copyright 
page of a catalogue. It should 
always appear in the upper left 
hand corner, left justified. Refer 
to page six for size minimums 
and spacing. 

Asian Art Museum Brand Guidelines

PUBLICATIONS

Additional Copy

The size can change to fit the cata-
logue appropriately.  

Default font Walbaum 120 Reg but can 
change to fit the appropriate font used 
in the catalogue.

COPYRIGHT PAGE: 
LOGOS, COLOR 
OPTIONS, CLEAR 
SPACE & MINIMUM SIZE

Use the black logo on all 
white and light backgrounds. 
Use the reversed logo on all 
dark or black backgrounds.

CLEAR SPACE & 
MINIMUM SIZE

COLOR PALETTE

Black and White

AAM_PL_Black_Rev_Horiz_CMYK

Minimum height 
.25 in
6.35 mm

Published by 
Asian Art Museum
Chong-Moon Lee Center  
for Asian Art and Culture
200 Larkin Street
San Francisco, CA 94102
www.asianart.org

Copyright © 2016 by Asian Art Museum
Printed and bound in the United States
19 18 17 16   4 3 2 1 First edition

Black

C0  
M0 
Y0  
K100 

AAM Purple—Pantone 525

C80  
M100 
Y0  
K15

R0 
G0 
B0

R81
G38  
B84

HEX: FFFFFF

HEX: 512654

White 

C0  
M0  
Y0  
K0

R255
G255
B255

HEX: D3D3D3
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ART PHOTOGRAPHY  
GUIDELINES 

Imagery is an important element 
of our brand expression. Along 
with the other elements of our 
identity system, imagery should 
help communicate our brand idea. 
	 When shooting art for mar-
keting and website purposes, 
keep the backgrounds simple 
and low-contrast. Images can 
be shot against light, naturally lit 
backgrounds, black backgrounds, 
and/or white backgrounds. For 
works of art, we also recommend 
dramatic black and white photo-
graphy on occasion.
	 The range of photo treatments 
allows for options in presenting 
artwork, whether in catalogues, 
scholarly journals, or exhibition 
marketing materials. 

Choosing a photo treatment
When using an image of an 
artwork in the museum’s collec-
tion in marketing materials, it is 
important to be sensitive to the 
original artist’s intention and to 
the cultural or religious impor-
tance of the work.
	 If the work of art is an image of 
a deity, ask yourself, “Would this 
treatment be appropriate for an 
image of a major religious figure?” 
If it is not a religious work, could a 
reasonable person be offended by 
the treatment? If you are unsure 
whether a certain graphic treat-
ment can be used with a particu-
lar work, check with the Marketing 
staff in advance. If necessary,  
they will discuss questions with 
curators and other colleagues to 
make a determination.
	 For catalogues and academic 
publications, please consult the 
appropriate curator.

Asian Art Museum Brand Guidelines

PHOTOGRAPHY & TREATMENTS

ART PHOTOGRAPHY  
DON’TS

Because our brand relies heavily 
on photo treatments, we want the 
photos themselves to be sharp 
and clear.
	 Please avoid using or shooting 
imagery with extreme dark to  
light gradient backgrounds. Also, 
do not shoot images on colored  
and/or dark backgrounds—black 
is recommended, but not dark gray. 

Asian Art Museum Brand Guidelines

PHOTOGRAPHY & TREATMENTS
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If more subtlety is 
required decrease 
the width of the 
gradient 

Note: If the subject 
of the photo is 
extremely colorful, 
make the image 
black and white 
before you add a 
color overlay 

Gradient overlay, 
color to white

PHOTOGRAPHY
TREATMENTS

For exhibition materials and 
other communications, a range 
of graphic treatments may be 
applied to both art objects and 
lifestyle photography. 

Asian Art Museum Brand Guidelines

PHOTOGRAPHY & TREATMENTS

Use interesting 
crops — as long as 
you treat the art 
with respect 

Create dramatic 
silhouettes 

Solid color 
overlay 

Duotone/  
monotone images

Asian Art Museum Brand Guidelines

PHOTOGRAPHY & TREATMENTS
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STATIONERY
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BUSINESS CARDS

Asian Art Museum Brand Guidelines

STATIONERY

Three versions  
of business card 
backs are available 
and could be  
used to identify 
different parts of 
the museum

Other colors from 
the Standard and 
Bold palettes may 
be used
 

Format:
3.5” x 2”

Names/AAM 
are all caps

All type is set  
in Bau Regular
7.5/9 pt 

JAY XU
Museum Director

D  415.581.3645
M 415.581.1234
T 415.581.3500
F 415.581.4700
jayxu@asianart.org

ASIAN ART MUSEUM
Chong-Moon Lee Center
for Asian Art & Culture
200 Larkin Street
San Francisco, CA 94102
www.asianart.org

   sian

JAY XU
Museum Director

T 415.581.3750
F 415.581.4700
TTY 415.861.2035
jxu@asianart.org

ASIAN ART MUSEUM
Chong-Moon Lee Center
for Asian Art & Culture

200 Larkin Street
San Francisco, CA 94102
www.asianart.org

LETTERHEAD

Asian Art Museum Brand Guidelines

STATIONERY

200 Larkin Street
San Francisco, CA 94102
T 415.581.3500

ASIAN ART MUSEUM
Chong-Moon Lee Center
for Asian Art & Culture

Jordan Crane
Wolff Olins
200 Varick, 10th Floor
New York, NY 10014

Ihitiore riaspit explam hil idestiis animporeped minimos quaeruption nimus.
Ro vollabo reperum vit licime pernam, omniend elitibus essitae vit mo cuptam 
volorerati aut quassi ni qui berio expedit moditiae iumentestiae volore comni-
hilit, ut as simi, ium que vellaborem qui conse accuptat ea invel et ut optur aut 
ut mint, et ad quae rem. Ugit ant mos ex etur?

Hent fugia a simint illicip saperit ibust, oditiaerum, asit, nemolup tatemquiae 
volupta voluptur, simodit atempost, conemquam, invenda ndanderciis nonse-
quia cusam consecest voluptatis doluptatio. Officil litatque parci cus dolori 
inventi umquam que et dolut hari untorum es eribusae. Volorerati aut quassi ni 
qui berio expedit moditiae iumentestiae volore comnihilit, ut as simi, ium que 
vellaborem qui conse accuptat ea invel et ut optur aut ut mint, et ad quae rem. 
Ugit ant mos ex etur?

Iquos ad quae volum iur resequia volorem que voles incid miligent excest, utem 
nosa comnia saes endae voluptas rerorem volent utatur? Us sunt. Ficiet occate 
laborae rferuntiis inctem ipsam duciet escid quiae iurerum aut et ea natum que 
evenditatur rerum lam qui cusam verchil evere con nulpa sed quam ius, ut 
lacest, offic temporias es doluptam, saped ex ex estrumet et dolecti iscilit laut 
estotaque con nonsequ aturibus essequid et aut doluptati as et eatiu.

Sincerely,

Jay Xu

Bau Regular
7.5/9 pt 

Address line starts 
70mm from the top 
of the letterhead

The body of the 
letter starts 110mm 
from the top of the 
letterhead.

Georgia Regular
9.5/11.5 pt

The right margin of 
the body lines up 
with the letter ”A” 

The left margin  
is 34.5mm 

Logo is 8.35mm 
high & starts 
44.5mm from the 
top of the letterhead

NAME
Title

T 415.581.0000
name@asianart.org
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Jordan Crane
Wolff Olins
200 Varick, 10th Floor
New York, NY 10014

Ihitiore riaspit explam hil idestiis animporeped minimos quaeruption nimus.
Ro vollabo reperum vit licime pernam, omniend elitibus essitae vit mo cuptam 
volorerati aut quassi ni qui berio expedit moditiae iumentestiae volore comni-
hilit, ut as simi, ium que vellaborem qui conse accuptat ea invel et ut optur aut 
ut mint, et ad quae rem. Ugit ant mos ex etur?

Hent fugia a simint illicip saperit ibust, oditiaerum, asit, nemolup tatemquiae 
volupta voluptur, simodit atempost, conemquam, invenda ndanderciis nonse-
quia cusam consecest voluptatis doluptatio. Officil litatque parci cus dolori 
inventi umquam que et dolut hari untorum es eribusae. Volorerati aut quassi ni 
qui berio expedit moditiae iumentestiae volore comnihilit, ut as simi, ium que 
vellaborem qui conse accuptat ea invel et ut optur aut ut mint, et ad quae rem. 
Ugit ant mos ex etur?

Iquos ad quae volum iur resequia volorem que voles incid miligent excest, utem 
nosa comnia saes endae voluptas rerorem volent utatur? Us sunt. Ficiet occate 
laborae rferuntiis inctem ipsam duciet escid quiae iurerum aut et ea natum que 
evenditatur rerum lam qui cusam verchil evere con nulpa sed quam ius, ut 
lacest, offic temporias es doluptam, saped ex ex estrumet et dolecti iscilit laut 
estotaque con nonsequ aturibus essequid et aut doluptati as et eatiu.

Sincerely,

Jay Xu

200 Larkin Street
San Francisco, CA 94102
T 415.581.3500

ASIAN ART MUSEUM
Chong-Moon Lee Center
for Asian Art & Culture

ENVELOPES & NOTECARDS

Asian Art Museum Brand Guidelines

STATIONERY

Format:
A10 Envelope

Names/AAM 
are all caps

All type is set  
in Bau Regular
7.5/9 pt 

Format:
6” x 4” Notecard

Names/AAM
are all caps

All type is set  
in Bau Regular
7.5/9 pt 

JAY XU
Museum Director

T 415.581.3750
F 415.581.4700
TTY 415.861.2035
jxu@asianart.org

ASIAN ART MUSEUM
Chong-Moon Lee Center
for Asian Art & Culture

200 Larkin Street
San Francisco, CA 94102
www.asianart.org

SUB-BRAND LETTERHEAD

Asian Art Museum Brand Guidelines

STATIONERY

Bau Regular
7.5/9 pt 

Address line starts 
70mm from the top 
of the letterhead

The body of the 
letter starts 110mm 
from the top of the 
letterhead.

Georgia Regular
9.5/11.5 pt

The right margin of the 
body lines up with the 
Sub-brand name 

The left margin  
is 34.5mm 

Logo is 8.35mm 
high & starts 
44.5mm from the 
top of the letterhead
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BRAND ASSETS
 
AAM Logos
The file naming system shown at 
right is for all AAM logo files. 
	 Abbreviations are used in our 
logo file naming so the names 
won’t be cumbersome. The 
various attributes of each file are 
separated by an underscore.
	 The artwork is in EPS, JPEG, 
and PNG file formats. 

Contact
Our brand team is available to 
discuss branding issues and to 
review your communications. We 
can add the most value when our 
feedback is sought during the 
development phase, when there is 
still time to incorporate changes. 
This is especially true if you are 
working with an outside agency. 
	 As future decisions are made 
about brand usage, these guide-
lines will evolve and periodic 
updates will be made.

Creative Services
200 Larkin Street
San Francisco, CA 94102

EMAIL: 
creativeservices@asianart.org
PHONE: 415.581.3715

www.asianart.org

Asian Art Museum Brand Guidelines

APPENDIX

1
Asian Art
Museum

2
Logo Version

SH1
Standard
Horizontal 01

SH2
Standard
Horizontal 02

EH1 
Expanded 
Horizontal 01

EH2 
Expanded 
Horizontal 02

EV  
Expanded  
Vertical

PL
Partner Logo

GAM
Graphic
“A” mark

3
Color name

Black
Black

Gray
Gray

Plum
Plum

Purpl
Purple

Teal
Teal

Yellw
Yellow

Gold
Gold

Orang
Orange

Aqua
Aqua

Green
Green

Pink
Pink

4
Reverse

Rev
White with 
color gradient

5
Color type 

CMYK

PMS

RGB

6
File format

eps
Vector artwork

jpg
Raster artwork

png
Raster artwork
with a transparent
background

1	 2	 3	 4	 5	 6

AAM_SH1_Black_Rev_RGB.eps
1
Asian Art
Museum

3
Color name

Black
Black

4
Reverse

Rev
Reversed to
white

5
Color type 

CMYK

PMS

RGB

6
File format

eps
Vector artwork

jpg
Raster artwork

png
Raster artwork
with a 
transparent
background

BRAND ASSETS
 
Sub-brand logos
The file naming system shown 
at right is for all AAM Sub-brand 
logo files. 
	 Abbreviations are used in our 
sub-brand logo file naming so the 
names won’t be cumbersome.  
The various attributes of each file 
are separated by an underscore.
	 The artwork is in EPS, JPEG, 
and PNG file formats. 
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APPENDIX

1	 2	 3	 4	 5	 6

AAM_MAT_Black_Rev_RGB.eps
2
Logo Version

AALV
Asia Alive

ANCL
AAM Council

ADPR
Adult Programs

ALSO
Alumni Society

ASPK
Art Speak

CAFE
Cafe

CCNL
Connoisseur’s  
Council

CMFD
Commission and  
Foundation

CMM
Commission

CNTP
Contemporary 

DCNT
Docent Council

DGTL
Digital

EDU
Education

FMPR
Family Programs

FND
Foundation

JADE
Jade Circle

KACC
KACC

LBRY
Library

MAT
Matcha

MMBR
Membership

NEWS
News

NEXS
Nexus

PUBL
Publications

STOR
Store

STRY
Storytellers

TRSR
Treasures

VLNT
Volunteer
Association




