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In America’s most defining moments—times that shaped 
constitutional rights, yielded scientific breakthroughs, created 
the symbols of our nation—one story has not always been told 
widely: the role of women. 

The Smithsonian American Women’s History Initiative (AWHI) 
will illuminate women’s pivotal roles in building and sustaining 
our country and will expand what we know of our shared history. 
With a digital-first mission and focus, it will use technology 
to amplify female voices—not in one gallery or museum, but 
throughout the Smithsonian’s many museums, research centers, 
and websites—reaching millions of people in Washington, D.C., 
across the nation, and around the world.

Our plans are ambitious. Our perspective is fresh. Join us by 
sharing the untold stories with our Women’s History Initiative 
#BecauseOfHerStory. 

Because of 
Her Story
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These are the three tenets of the Smithsonian American Women’s History Initiative. The Smithsonian has 
launched the country’s most comprehensive undertaking to document, research, collect, display, and share 
the rich, complete, and compelling story of women in our nation. We will do this by amplifying women’s 
voices, reaching diverse and international audiences, and empowering generations. 

Fully telling the story of women’s contributions to our nation is a monumental task and one uniquely suited 
to the Smithsonian. By working together as One Smithsonian and collaborating across the country, we can 
use all of the assets of the Institution to tell the story of women’s contributions to the country as only we can: 
through compelling exhibitions, publications, and public programs based on our original research and 
unique collections. 

We want to inspire visitors who come to the Smithsonian, whether in person or through one of our digital 
platforms, with the many stories we will share as part of this initiative. In particular, we hope our programs 
will be especially meaningful and inspiring to young women and girls so that they can see themselves more 
aptly represented in museums.  

As we begin to fully form the American Women’s History Initiative and share the results of our efforts with 
the world, it is important that we have consistent branding and messaging as we talk about and highlight 
our efforts.  

This style guide contains information that will help anyone who is creating offerings to share with the public. 
Please use this guide as a starting point for collaborating with one another on all projects for this initiative, 
no matter how large or small.

John Davis 
Provost and Under 
Secretary for Museums, 
Education, and Research

Stephanie Stebich 
Margaret and Terry Stent 
Director of the Smithsonian 
American Art Museum

Julissa Marenco 
Assistant Secretary for 
Communications and 
External Affairs

Amplify.
Reach.
Empower.
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The Smithsonian American Women’s History 
Initiative seeks to deepen our knowledge 
and appreciation of women’s contributions in 
American society in the contemporary moment 
and the historical past, to stimulate conversation 
about the ways in which they have changed, 
and to understand their continuing influence in 
American and global contexts.

Goal
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The Smithsonian American Women’s History 
Initiative strives to be the country’s most 
comprehensive undertaking to document, 
research, collect, display, and share the rich, 
complete, and compelling story of women in 
our nation. 

Mission
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The Smithsonian American Women’s History 
Initiative will build the national collection of art 
and artifacts, hire expert curators in a variety 
of fields, design traveling exhibitions, produce 
educational and public programs, mentor interns 
from around the country, and create digital 
resources to reach a diverse global audience.

The Smithsonian American Women’s History 
Initiative will: Amplify, Reach, and Empower.

Approach
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The Smithsonian American 
Women’s History Initiative is…

Authentic
We stay true to the Smithsonian’s purpose to 
increase and diffuse knowledge.

Informative
We connect the dots so the public doesn’t have to.

Trustworthy
We inspire confidence in our audience.

Relevant
We reflect an understanding of audience needs  
and interests.

Conversational
We’re smart and accessible.

Enthusiastic
We genuinely enjoy sharing information with others.

Tone



6

Visual 
Style

6



Color

Our color palette gives us a voice and personality that 
elicits an emotional reaction. The AWHI color palette 
evokes a vibrant, bold, and commanding sensibility.

7
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Secondary
The secondary color palette consists of three main colors. These colors complement the primary palette and 
are used to create emphasis and promote variety in content. They also make up the gradient in the logo.

PMS 320 U

#009AA7

PMS 317 U

#ABE8E9

PMS 2985 U

#3FB6E8

PMS BLACK 6C

#939598

PMS 485 U

#EA5A4F

Color Palette

Primary
The primary color palette is our resting place. It is designed to be used in situations where 
the brand palette is not being used. For instance, use these colors sparingly only on white, 
black, or non-duatoned photography.

PMS 2007 U

#E4A852

PMS 2005 U

#FFD785

75% K

#626366

40% K

#626366

5% K

#F1F2F2

PMS 489 U

#F8C6B8

Tertiary
The tertiary color palette is neutral and subtle. Its purpose is to allow flexibility and inviting color 
combinations. The darker-value gray tones can be used on type to give a more approachable readability.
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Typography

One typeface has been selected to support the AWHI 
brand: Futura PT. Futura PT is a geometric sans-serif typeface 
designed by Paul Renner and released in 1927. It has a 
contemporary appearance that is efficient and graceful.

9



10

Typography

Futura PT
Fonts are accessible for web and 
print use on typekit.com or by 
contacting branding@si.edu.

Futura PT book

aA bB cC dD eE fF gG hH 
iI  jJ kK lL mM nN oO pP qQ 
rR  sS tT uU vV wW xX yY zZ 
1234567890!@#$%&

Futura PT medium

aA bB cC dD eE fF gG hH  
iI jJ kK lL mM nN oO pP qQ 
rR  sS tT uU vV wW xX yY zZ 
1234567890!@#$%&

Futura PT bold

aA bB cC dD eE fF gG hH 
iI  jJ kK lL mM nN oO pP qQ 
rR  sS tT uU vV wW xX yY zZ 
1234567890!@#$%&

https://typekit.com/fonts/futura-pt
mailto:branding%40si.edu?subject=
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Logo 
System

A brand is more than just a logo. And a logo is more than 
just a mark or symbol. A logo must work with other design 
elements to seamlessly adapt across colors, dimensions, 
and uses. This is called a logo identity system. 

11
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Primary Logo

Primary Logo

Full Color

Single Color

Full-color Reversed

White
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Primary Logo Rules

Clear Space 
Our logo must have space to breathe, with rules 
concerning spacing and margins. It should not be 
cramped or overshadowed by other visual distractions. 
The logo clear space equals the ascent or ascender height 
of the letter Sx2 around all edges of the logo, which 
should be free from other graphics and interference. If 
there is an instance where this rule has to be broken, 
please contact a brand supervisor.

Size Parameters  
The AWHI logo may be resized as necessary. However, 
it should follow these minimum size requirements to 
ensure that it is still readable, even when scaled to 
smaller dimensions.

Minimum Print Size
To maintain the integrity of the primary lockup in print, 
a minimum width of 1.5 inches has been set against 
the Smithsonian logo. All other logo dimensions are 
proportional.

1.5in
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Logo Extensions

E S T .  1 8 4 6

Primary Logo

Logo Badge

Hashtag

Secondary Logo Lockup

Horizontal Logo

Minimal Logo
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Photography

PMS 320 U multiplied 
100% opacity

Photography converted 
to black and white with 
opacity at 60%

Final image

Rounded 
corners

Interesting 
photo crop

Photo Card Process
The following process was created to promote consistency when working with a wide 
variety of photos. When cropping photos to fit a composition, try to make it feel fun and 
unexpected—try to crop an image in a way that adds visual interest. 
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PMS 317 U

PMS 2005 U

PMS 489 U

Photo Card Examples

Photography



Mockups
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Mockups
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Mockups
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Mockups
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Instagram Twitter

Mockups
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Quote Cards

Mockups
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If you are having trouble with anything in this guide, 
missing brand elements from our website, or unsure if 
your communication best represents the AWHI brand, 
please contact the Smithsonian brand team and we will 
be happy to help: branding@si.edu

mailto:branding%40si.edu?subject=

