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A Study on the Narrative of Chinese Characters Contained in

Brand Word Marks: Focusing on the Korean brand "Whoo(/5)'
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Abstract

Despite the fact that we have entered the age of graphic reading, words are still the mainstay of

interpreting brands and images. As consumers, the value judgement they show when purchasing goods
reflects their correct evaluation of a brand, and this is where the brand typeface image becomes the basis
for the initial impression of a brand. The choice of words and the design of fonts in brand design has
become one of the most important aspects of brand planning. Nowadays, China's economic and cultural
level has increased rapidly and the demand for foreign products and brands is very strong. The ‘Korean
Wave’, which has formed a unique cultural phenomenon, has been deeply rooted in people's hearts. This
article takes the logo of the Korean cosmetic brand “WHOQ’, which is currently selling well in China, as
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A Study on the Narrative of Chinese Characters Contained in Brand Word Marks: Focusing on the Korean brand 'Whoo(Jr)'

the subject of this study, and presents a case study from the perspective of the narrative of Chinese
characters. It explores the unification of textual and pictorial narratives from the background of the
‘WHOO’ word marks, its thematic context, configuration characteristics, time and space, and colour
metaphors, in order to provide a theoretical basis for modern brand Chinese character design. The study of
the narrative typeface of the 'WHOO' brand is particularly important for Chinese enterprises in the current
stage of building high-end brands. The narrative perspective and approach to the shaping and
communication of brand Chinese character design greatly enriches the existing branding theory.

Keyword : Brand, Word Marks, Chinese Characters, Narrative
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A Study on the Narrative of Chinese Characters Contained in Brand Word Marks: Focusing on the Korean brand 'Whoo(Jr)'
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A Study on the Narrative of Chinese Characters Contained in Brand Word Marks: Focusing on the Korean brand 'Whoo(Jr)'
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A Study on the Narrative of Chinese Characters Contained in Brand Word Marks: Focusing on the Korean brand 'Whoo(Jr)'
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