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Figura 1. Ilustração da análise semiótica do marketing de produtos e negócios 

 

                                                           
4 Das deutsche Wort »unheimlich« 

istoffenbar der Gegensatzzuheimlich, 

heimisch, vertraut und der Schlußliegtnahe, 

es sei etwasebendarumschreckhaft, weil es 

nichtbekannt und vertrautist. 
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5 5We can trace this development back to the 

idea of ‘brand communities’. At first sight these 

are very close to the features of fan cultures, 

being collectivities built around certain (media) 

products or even (think of Apple) the producing 

companies themselves. However, it is worth 

looking more closely at this phenomenon. In 

their original sense brand communities were 

specialized, non-geographically bound 

communities, based on a structured set of social 

relationships among admirers of a brand.  
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Couldry, Nick. The Mediated Construction of 

Reality (p. 183). Wiley. Edição do Kindle. 
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6Aujourd’hui, les Vignerons et Maisons de 

Champagne, au travers de leurs multiples 

manifestations de relations publiques, 

leursmécénats, leursvisites de caves et 

leuraccueilen Champagne, font vivre 

inlassablementl’image Champagne.  

L’initiation des consommateurs aux grands 

vins de Champagne, à la découverte de 

leurdiversité, à tous les raffinements de 

leurélaboration et de leurs sensations 

gustatives, fait aussil’objet de multiples 

actions menées dans le monde entier par les 

Vignerons, les Maisons et leur CIVC. 
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7 Exemplo: 
<https://www.facebook.com/Champagne-
49256614141/> Acessado em 28 de julho de 
2020.  
8 Exemplo: 
<https://www.linkedin.com/groups/162105/> 
Acessado em 28 de julho de 2020.  

                                                           
9 Disponível em: <http://www.abiac.com.br/> 
Acessado em 05 de agosto de 2020.  
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10When first imported into the US, açaí was a 

niche product described as “[a] cult 

phenomenon, popular mostly among young, 

male extreme-sport enthusiasts… skaters, 

surfers, snowboarders.”It became widely 

popular after Dr. Nicholas Perricone, a New 

York dermatologist and “anti-ageing expert,” 

presented açaí as a “superfood” for its “anti-

ageing properties” in his book that was featured 

on the Oprah Winfrey Show in 2003 and 2004. 

RCBSSP, Goiânia, n. 2, v.2 ago/dez. 2021



RCBSSP, Goiânia, n. 2, v.2 ago/dez. 2021



 
 
 

 
 
 

 

 

 

 

 

RCBSSP, Goiânia, n. 2, v.2 ago/dez. 2021



 
 
 

 
 
 

 

RCBSSP, Goiânia, n. 2, v.2 ago/dez. 2021



 
 
 

 
 
 

 

RCBSSP, Goiânia, n. 2, v.2 ago/dez. 2021




