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Resumo: Estuda a caracteriza¢ao, conceituacao e recuperacao historica
recente da TV Corporativa no Brasil, com o objetivo de compreender o
veiculo enquanto produtor de sentidos e parte integrante da comunicacéo
nas organizagdes, sob a perspectiva critica do paradigma da sensacéo
proposto pel o fil 6sofo alemé&o Christoph Tircke. Asreflexdesresultantesdo
trabal ho apontam para o desenvolvimento da TV Cor porativa como fruto de
uma escalada da demanda por sensagdes no contexto hipercapitalista. Neste
estégio, cada organizacdo setorna potencial mente uma emissora de chogques
audiovisuais a fim de capturar a atengdo e mobilizar emocional mente seu
publico, neste caso formado majoritariamente por funcionérios de grandes
empresas privadas. A pesquisa realizada tem carater exploratério e serviu-
se de revisdo bibliogréafica, analise documental e entrevistas com grandes
empresas e produtoras audiovisuais.
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Business TV In Brazil: Characterization,
conceptualization and production of meaning

Abstract: Sudiesthecharacterization, conceptualization and recent historical
recovery of Business TV in Brazl, aiming to understand this vehicle as a
producer of meaningsand anintegral part of organizational communication,
under the critical perspective of the paradigm of sensation proposed by the
German philosopher Christoph Turcke. The reflections arising from the
study point to the development of Business TV as result of an increasing
demand for sensationsin the context of hypercapitalism. At this stage, every
organizationturnsinto a potentially sender of audiovisual shocks, in order to
capturethe attention and emotionally mobilizeitsaudience, that in the present
case consists mainly by employees of large private companies. Theresearch
here carried out has an exploratory profile and was based on literature
review, document analysis and interviews with major companies and
audiovisual producers.
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