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Abstract

The following study aims to provide an analytical review of the various literature
and works, both in the English and Portuguese languages, in which they had been
focused on establishing a framework for the concept of capital communication and
determining its basic approaches, whether directly or indirectly, as well as summarizing
its common elements and explaining the differences between them.

After examining the different meanings attributed to this fertile and most recent
concept in the global knowledge circles and conducting a philosophical analysis in the
midst of diversity of opinions and related concepts, we highlighted six possible basic
approaches to understanding communication capital ( accounting, marketing,
managerial, symbolic, relational, and communicational ) and concludes with a set of
compiled key elements as a way to organize the existing approaches, which is mainly
represented in (relationships, resources, structures, results, and procedures).

Also, this article deals with the relationship between intellectual capital,
"intangible assets" and communication capital.

Keywords : Communications Corporate communication ; Communication capital ;
Conceptualization ; Intangible assets.
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dooluoll ayae ¥ (ualaid¥l ia cliy Ll gz o JLai¥l Jlas b gudaldl Gle g
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Jhai¥l cilblu GlIA e Figanll

e suly Jsa duaS)yilly dunnlill cla¥l oo dlal w3y wig allisll oda aaad
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ailliall ali da Lo Lo ¥l oLl (Yslaill (63850l Jlgull laa (o (Gluiy
foiblandill sasi le Lol dyisall (agg—ball cuwl Sill (dlasll — 4y ykaill)
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P @adi duljall oda LAgiT s yAl dga (sagidga (o 1aa (anyll (o ddalyll deadicll
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aoilgil Laglgatundl Julaill e o¥l dayally daisy Lylai Siayll lia dey
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Conceptual  daroralinll (ajé:ﬂ'g «Conceptual  deduction esalasll aliiiuwdls
0 Eoill 110 @iiyg hbuls @salioll dulys digay la] b dialyl Litwlys Jasis  Systems
inductive philosophical Aly8iwyl dwldll psaill getheory building ¢ssbaill <Ll
padlys ¢« Eoungall puit Joa &alidal) Jlae¥l (s faas Culul JSiy @aagg reflection
lgagiii Al ddy ylall g cdiserences 3,lgall & Liag ccommon elements &S yidioll yualisll
Ldda) fl Liflya
Slna¥l e dslo degane Sl alitwdl Jliall 13a é Liagys calide Livac adg
b Eaall Gle muake Sl 2L slgu tegungall culglis Ll dullaiplly djalaiyl cuiallly
(Jeffres et al, 2013) Conceptualizing dwlyaS siilie JSin lguudi dogioll dlua
Jal e JLai¥l Jle Gl degas" <Communication Capital for a Changing Environment
Egunga culglis il yag ((Matos &Nobre,2009)d " Jlai¥l Jlo (ol y"dul ya of ("6 ya%ia d iy
(Aggestam, :¢sa JS ikl jaS dagdall dllus oo S5 Oga yibilie Sy JLad¥l Jla ol

(Pereira & Fossa, <(Hartman,& Lenk, 2001)(Malmelin, 2007)<(Castro, 2011):2006)
(Nobre & Gil, «(Nobre & Matos,December 1st - 3rd 2010) <«(Mulholland, 2005)<2013)

u.l..a.n.n 0Sg ua ye Sy ailglis 6 A1 aalual Ll dalaYh(Pilarski et all, 2017) <2017)

00 JS bl yas
(Tarcza,2010)(Siah, 2014)  (Ciprian et al, 2012) (Khozani & Alvar,

2016)(Mazzarino & Turatti, 2015) (Macerinskiené & Survilaité, 2012)(Rafiei, Ghaffari,
& Parsapur, 2012)(Viana, 2007)
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.shareholders ¢sraalusllg ¢ yoiicwall duagill Gl o digligall
the instrumentalization of culsl ya¥lg b jlaod) JMRiwly dafiygauill dyyliall dayi 45
dadii¥) b JLad¥l Babiad gy (Ko Gill Jaall e iaallg <practices and procedures
JLaidl dpnilly Baguill oy ganly 5yha] yolain JMA (sag Lo yliT b dulyfig Ll dalaiall
.production gLiidU duwilliengineering duwaigll alisi Lo
9 o] Bagaaill Jlan Y (ydygauil] o yliall (so guigl g gl dgsliall Lol
ole JLai¥l o duyla¥l duliall 645 fua cduawboll £l yualic (o aalg cOMpONENt paic
b Elladg Jan JS @guy fua 23 Ll Lag Slesially dullolly aLis¥) ae (sotuoall (uas
2Ly ¥1 1Ly 35 doyill aylys
OIS abg A8l @ladiuw dayii ayae elein¥l cuilall dey &yjesll djliall dg
@6 Sy Ling (aabaibly dyjayll cibujlaoll 25 dulw Sl (amull Joiy oS juS il
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.network of personal contacts duaiill S¥Lasy asud
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I e JdJul o Approach
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Expression is
EPLU PRV EREPAY b o Aetul=l
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Lozl Slagdl Bgall o Azl il 8o EW PO
EWEFON | in the market 9 (e Aegazme Marketing
sales and a strategic tool or
marketshare toolbox
8eLasll EWAIY Sag 3590 EWIY
Loyl in the b @Sl Managerial
efficiency and |  Organization a manageable
productivity resource
ealadlly oylal 2l Slally 3sa,]1 &jall
convergence and | in the language symbols and Symbolic
understanding meanings
A el Luylg iy ol st aaidlall
engagemencslazlis | in the people ZeelazaY! Relational
t and cooperation social bonds and
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( Matos& Nobre, 2009, p. 4) ke bl sliles¥ly cniiolall slas!: yauad!
dalloll cuilgall 118 LYl 3 yg pally @i aild JLai¥l Jlo (ul 33 3a¥) (5 yidy Loaicg
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01 (solg choudll Jaiad duasSy (dorill €93 9o Lo i lgash cany Lill dliwd) Lo
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deliall ol Buaiall iy lasll
Keywords Definitions
Zualll Jgua¥l ¥Las Al Jgua¥l
physical assets physical assets a,lall
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lelaslg Aalasl lelaSy Jlasl elas Ry
SEMally SEMally ¥ LasY]
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elailly 2alatlly claglall Zolaill 300a3 + Aatge iloglas
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and management systems

(Malmelin, 2007)zaxa ke abduwly paiizldl alag] : juuadl

poedd! Calglid il Mpspunlil] Ciladd aalh Lo uaiss : Juad¥l Juo puly

"Jhad¥l Jlo guly" alluas iy y2i O 5lel e @gall (10 Quuall @al b sedll (i
plad (e 0gedn JS alg Sua Fgalw® Bli—w ge (adlily ayas Bli—wy ol &8 Y
132 ¥ "Jla3¥1 Jle gy O Loag co yaghai Juuo Lasig adng yis sy (53119 episteme &a ymoll
i3S9 lgad Lty il dudy il sillaalily abay y5 o @inell (sab Ly yas diny g9 inga
lie¥) gasy 03al Lle oialilly (gujloall jaa

G Sla¥l b jalai¥l pusill b SLedEA) S Laag diysall Lie)yd JMA (o
(2) ccommunicational capital (=) «a yaall d8uacommunication capital(l) :lgisal ya 1ol
communication "Jhai¥l Jla guly" sleicl @iy (aeadl dsuas)communications capital

ddioxall 8slyally Lind Ll Losg L3 ang (SN olsMIaYl oagl 2lyidia alluasscapital

@ed sle Jpanll g9 pall (o &l Linag (gguingall Lo 8aasa 3 ylas ik blaa s Lilalsel
Baa le dla JS dayibioll ualagll Juasl

Communicative :@uwg cuat al &uwlya b9 ddball mild dlnadl linwe L Y1 Jgiulg
Jla Gy 3] A 09sal sgialig Patrick M. Pilarski —+a iy (Capital for Prosthetic Agents
ila Jud o lgale Jguanll g Lavglin @i Lill JLatidUinfrastructuredyisill dyiyl ga JLasy)
@i— Al communication resources Juaidl 3,lge (30 de g2 asly e\.n).sz.“n LoS (510 i
acluglly director Jgguiodl (319 8yoiwioll cdelaill JMA (o lgMRiulg  Llaglis
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cMe LAl b Sl 3 sk saa] ol o 3o 4(Pilarski etall, 2017, pp. 7-8) i 5
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0gawg Lol dalell midlelaill (Li% &al<ill odan wi<G (\Sang caliluag ailiid Joiiall agall
3ya¥lodgl dag pall blaadl aldla ¥ (ali aga JA o ¥l (o 4uiS Lagl (AS] ylly
symbolic point of daja) yas dgag cse JLai¥l Jla guly (ealley (Jeffres et al, 2007, p. 8)
.symbolic communicational capitalcs 3o Il JLai¥l Jle guly dsaal 4 is (9 ykaizgview
1o alsal 4] dl 0gaggdn (rasaing
alilall Jodi Lill calslsall yie gald 31 G daeloiad) el ylly JSLdiall ddiilie
.communitygeisslly ol Josll GlSag slisadlg
non-work losll yué asaiill Bli—wll L dxclaia¥l aalsully JSL dioll & iilia
.organizational context

@e ) daliliug L dyylaill JlacYlg dalall LLadlly oloia¥! =
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Lalail i Lo Jluai¥ll Jlo puly Gl 095k @gsl 1ais @gash Hlgel yw Liai 1)y
aoinall 6 dacloia¥l JSLiall Ja jasi i1l 8 yoiuuadl coOmmunication patterns Jhaiy!
) ) laol

09y 2013 ple @ga yb Leo Wayne Jeffres , Guowei Jian & Sukki Yoona—asy
Mmeaning construction igell <y (o JS Lo sokaiy ol Loy el i JLasy
Jaliig ua adll Jla 3¥lg aagl lgag Jua ¥l Jodus il sl )l jre Jila HlI dallnag
. (Jeffres ddaluigs JLad¥) JISi (a Lo jaé g s praloall JLai¥lg clabaiall Jals Jilu )
et al, 2013, p. 545)

- Jlall uly 09680 go 3wl Lill dagaya HSY) bolod¥) Juasd by y=ill lia ol
JaY1 8 ymad S Ngiw¥l slgall (o Yay clong-term Juskall saall e ol ot gi alull
of &ilaa¥l ciaiai illg Jloati¥l cilga (o cuils g 8 8 plell lyilall e short-term
. dasall sl 3y

ciilga ares Joins ¥ JLai¥) Jla gl il (Jeffres et al, 2013, p. 545) o 4= )
ol el Jiluug @ladiwy dalell @raliall ayiwy Jioll Juw Sl s yoll Jliail balail
lagas gy il oS (i yAY) ga £ soll 2¥Laiil frequency yiled of cilalaioll L dal A5
e alya¥ Baclin b Ll Ngs canls Lill dizall Jat¥l ShSolw eyt wi dluals
. @62 dalall Jozll mdSiia gl dylilell ol duaiiill aglSli ao Jalsill

& Al civic engagement dxdas &S Lol e @ggdoll 3S 5 2L (o Yy
wanll @gan ga pals BYI &S5 Tage Sle (S50 lain ¥l @le (48 S Slyal ggnga
lia ylai dgag (o Jlaai¥l Jlo guly psgdal lagan BIA Lo gag (S yidioll JSL diall Ja
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gl Sd Blais Jlaai¥l Jlo gulyl pleiadll 3 yria 3ely8 @aadiySmithpgdy g lia
daeloall ghall” (o glgil &35 cllia O LIl aody S iy 3ellg dpdidlall ol lially duds
Jle wly virtual communities da—ialyia¥l cilsgiaall (o il yidd “collective goods
ol yg (knowledge capital b2l Jlodl wulygesocial network capitaldaeloia¥) cl<y il
/ il @e ol asla ayma 5aY 1 s ccommunicational capital Jl—ai¥l Jle
2ly8¥l L 0gSyidy Gadll pala ¥ e psychological / spiritual support g,
(Jia 331 Jle Gl d3ag pllg Ayt il cailgall aanill ang e dayy &l yallallg con)lailly
(Matos & Nobre, &3yl &)lisll ga Lalawil yiSisalall 8 pivi Sill pailuadll Sag
2009, p. 4)

Jha3¥ll Jloll uly 955y Mazzarino (2010)—! dawilly dallis ylai dgag ¢ o laa
I (50 £lgan tdaiuallg ducloin ¥l cile gun gall Jga plall (hlEill JMaia Sinlly seloiayl
&lga Lgins (sa dyanll Wilugll) daaglyiSill 3ylgall Byl oo gf el Jilug dlabig
diaally Ay wll 4S5l diallg dibalgall 33385 Lo jaa Lillg  (Llla eloiadl Jualoil
@ 3 Lo gy Aasaall dially a155Y1 (s Salag slalil daulg ) sLing caainall b o630 (sal
dainllg dacloia¥l flegingally (Bleii &S yidio duaise cblaal (Gadasd Lo
"Segundo Mazzarino (2010) o surgimento de um capital comunicacior;al

socioambiental se da por meio do debate publico sobre os temas socioambientais...O
debate publico em torno destes temas pode gerar: a partilha de valores relativos a
cidadania ambiental, a percepcéo da interdependéncia entre todas as formas de vida,
a formacéo de lagos de pertencimento entre as pessoas € entre elas e 0 meio, a criacéo
de objetivos comuns para melhoria das condi¢fes socioambientais."

(Oliveira, 2012, p. 51)
:Jbai¥) Jle gl yg y9ilSy)ISI) t@uug cunt al duulya b9
Histdrias em Quadrinhos e Capital Comunicacional
2l y Sl e degaan (o pulawdl I iy JLaid) Jloll galy ol AIVianacwae i
alS yn GubiL LgsT s c@iladll (ra S gl @iliansS dalaillg JLas¥l " aiis" il dullowl I
Old inoll ligag Lgalisy daydUl ALis¥l Jil g Lggal of dyagleisi Jloail Jil g lgyal
O sl G (oo Jraalll 2l piig deladl tillanag (gujalill tilSuiig e fl G L)
JLai¥l Jle uly o0 s 3a A aliaY)
« O capital comunicacional é constituido por um conjunto de empresas
capitalistas que produzem comunicacdo e cultura como mercadoria ou
formamercadoria.
Ele é composto por empresas que possuem meios tecnologicos de comunicacao
ou que possuem meios de producao necessarios para a producdo destes. Neste sentido,

as grandes editoras, redes de televisdo, emissoras de radio, gravadoras, entre diversos
outros exemplos, sdo partes do capital comunicacional.
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the House of Representatives (2005) the National Communication
Association(Viana, 2013, p. 4)

il dalaall silzainell (b Lagd dpills (Juai¥l Jlo ulyl 3ay 5 a5 Liay Lagd
dalyg Uaalys yisistock of communicational capital JLai¥! Jle Gy ¢vo (9350 Lgaal
5iSYI aaisall The House of Representatives b y=ug « resilient digya isT Lgil LaS Lialg
.communicative climat_lLaslg @ yisag cilalsia dlia jghil dunye gaine aily digye
L ygdalls ia¥g 8 Algill LeTompkins ¢ San Jose Liyae padiui lagiga (o
©edy fuadyie) ;b ddyyhay Juaill Jlo puly alluas @asioll sl S8 &lygusaig
i wulasollg @l 3¥) b loiiuw¥ dil ublul e Lealgiua le Juai¥l Jlo guly alluas
dylin ail e clls ) il Uadll (o gawy ¥g wulilyy @laig dldiie gyaly &jgal < i
9 oS (alull tiliaSg lral ) dgaasll @uill aiwy ai¥« accounting approach dusulas
. (Matos & Nobre, 2009, p. 5)aa! sl gi ausLiall (30 €55 (51 & Sl
dabigani yhai dgag (e Jhai¥l Jle guly (edglity Berthon (1996)g Ortiz (2006)
g jlotivl ail Lle 83aga el yaly Juai¥l Jlo (uly Joley LogalS! dillyg
"da,laill &edell" piMarcel (2007)sGabrielaciaiy duiguill dylioll lae puisi 4
Jle sl yl palic &liay s’ organizational identity-culture dseskaiill daggll dalidg brand
£gun L“,.no\.-l Zua (Matos & Nobre, 2009, p. 5) & gsall azlagig 3lag o ill Jlasyl
Gilaiioll dplel dpwilly ollall (in gl axd jolady gall Ludgll ;a9 (Ggaull Alall angll
present or potential sloisall of cuallall lghdlas an Jualgill culS pinll e cany culaailly
"l daail il Jie daaag yill cibiagdl s ¥l i ] cilS il @lase Jaed Suac clients
(ke aag,4) pull strategy (sales promotions)
Goull 8 augyilly OMed) dualig ¢ dufaguni dlaidiil miliayilyiun¥l oda (auniig
dpila) dladie @iadi slhwgll (o cullay alea ] baglg lgill padiuall bagiuig
Caaiioll lgallal 3 1A 0da aan'ig
dan Al S¥LATYL Bleiy o ) He¥ laa 6 (Tarcza, 2010, p. 1159) cadiy
oo 3l Of e yoll Gle cang dunagyill dadii¥I (se ylaill b uay external communication
&g (images ygallbrandda yaill dedlell :Jie doclall JLai¥l ypalic (o ddwla jLicy
osilhgell  slglu  servicedwadcpacking of a productaiied diuxilly  culedlsll
environment of Ja=ll (Slel &in employees’ attitude and behaviour @eSglg
salizlloda JS cial (la Al Lag cileagiuing yaling duuw’ y vilSa of dlawua) (workplaces
il Jlo Gy sliy I
al Jlia 4 (Mulholland, 2005)3S y i yla¥lg &ssMall (b liall agylal cL&ill 49

Communication capital: A manifestation of social capital and an analytic method: Olgic cuad
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clelaill le(dphlas dbyyag eloiayl Jloll ouly sallas o yglas :JLai¥l Jlo Guly)
Jlo GalyS talk at work Josll b caaill dpews dale] &ayiie angl lgag dbghaiall
ila Sl 5SS a8 alldY pu dbalae  padl Lian ad dwilhs (JLaid
.(Mulholland, 2005, p. 5)Jo=lL

b9 Iilalg ing 84Sg (salg Iila JLb (sa"Le(Aggestam, 2006) 4S5y c2Lls e sliy
se al=d’ig organizational actors duoskaiill dlelall cilgall algds La lia (yo aguadally " il

dalae asl dduda :JLai¥l Jlo guly gainald Lle cqunll Aggestam doluny LoS
ralic o ulal paie ail diydag @Spdll jghhia JMA (e lginh) ooy &eleisl
Lgin dalaiuNlg duisll del yullg b yloodl 3LAT corporate responsibility duuugall dalgguusll
Lajiintangible assetsiuwgalall yié Jgua¥! (s Lo s of

(Matos «interactional capital Lelas Jle ol S Jlai¥l Jle ol Smith (2001) 529
. interactive skills dulelaill &l ylgall ) Coutant (2007)doesny Leina& Nobre, 2009, p. 6)

0i (3ag dyyla¥l dyliall LIl audSOell dyjliall o JELY b aud)y s clliag
Aalelaill cuilgall o) yidl duaaS b Lagung yST dndll lamg dslaoll dlaall I 3,08y
dod i daduS (8 lagang Jslg «managerial issues duyla¥l Jilualbinteractional aspects
Augale AL I Ayl cillos)

b [P S(Hartman & Lenk, 2001, p. 14 JLai¥l Jla ouly 2igad finyy LS
ouly 2gad @ungy 392 yoll AL Ba8ail ((aldd¥l ella b Lod) 9)lgoll Jloall ladiwy|
Gl o il yiwdl Jlai¥l olail dwgaloll jué dasdll of e ayilyiwd) JLai¥l Jlo
QAL Ll L ygas (5355 il 3 lgall (36 @ yaég paliiadl sl Jlzall @ladivw¥) ] gdas
Jhai¥l pllay :o Gy alisSe gyl Lle @igeill 13a $oinyg 392 yall Jlos¥l
dusndall b gulill g gyl 8alaY1g Jloe Y Adliig (Jloe¥) ypput cililae oAyl yiw)
Boull 3)lga i g Bénig Jloed) @il c¥Latl st dblaoll dylgs b Goull yalicg

oe @iid il dwgaloll jué Jouad) pigaill laa b asilyiwdl JLai¥l pllad Jiog
dadlaioal 1418 ol i) mi¥Lai¥l ol guag dlalS Lauilyiwdl JLaidl dblial degann
Glo lasi 1aa il il JLas¥l pllad jglaia cullaiyg dasabaiill ol jaliall géal dlolis
s ladlg dulalall Lo yualeng dylaill Jlacd)

Losic ggngall 1o Joa Liapingi Lelaia(Malmelin, 2007) paiy <ls Lo 393
6351 dslia o Al I aldA (0 seay sillg (Jlall Gl sl 514 anigas ciligSa (s yey
@igoill laa oo Jo=iuy Zua (the communicational approach ngs!l dayliall o2
daalell cilgall ga cslgas aa le lginuls cuilS Loga Silalaiall aslally Slalall Jlasyl
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uly oo &g laa ol ¢ gccommunicative competence Jlaidl 3:las £llasge dadidlsllg
Jlall Guly sJalge ds)l (3o Lulul (39<Tg «(sy<all Jloll Guly (30 Taiy ¥ 255 JLal
LAl Jloll Gl yg (5 yiall Jlall uly ¢ asaiill JLoll ul )y ¢ Sig3lal

dolrioll sygag ol ail le auwly Glhai é Lia JLai¥l Jlo gl Py
dalalall =LY G S JLai¥l Jle (uly 2iged Jasdug.(Malmelin, 2007, p. 301) Lo yuly
asliaYlig dakiall 2l ¢ AYI fileganallg daliagll cilaial go EYLaiYIg dakriall Jala
Jhai¥l @ lai JLai¥l Jle u.ui) Joady «¥Laidll physical assets daalod! d9..45!l o
«diign tilaglea le (soins Sl J9ua¥! 128 g (JLai¥l slelaSy communication systems
inter-dalaiall Jah odlelsill oda Jodiig .3)l¥l elaig delisll ddldi I dilal
dobriall a)la daliagll Lilaial ge cil8dlallg organizational

salii¥lg culs yill ¢ dlal<ll &8sl Jhas¥l Jlo guly Jo—ins Mara s cuuag
Cssdlagallg (dealers,lailly ccostumers il i :¥lai¥l oia Jadiig (g a1 ciluwuga gi
lawful dyigilsll cllaludlg craw material suppliers pladl algall (5,509 employees

tCalundy (aicgann ] 859830l A8l @uuditg «iNVeStors (s yeiiwally cauthorities

ol ao ableill JMa (so lgale oyl gllall claal @3 Lill EL5 oY) degonoll (sounis
eyl jac a8l el oo 3\+|Ln.|| (il g ‘Mﬂl ;IS)..S’.\.IlBi ‘QB." algadl (53949

oasy sall Liaylg (5,Sall Jlall Guly cililas! Lakain |ywa JLad¥l Jlo culy azig laa
& da—ddl=llg yaaisll Y¥gllg )81l (4o lia Jlodl u.ui) 0981y g .dadgeull dosdll
oo Eoill lag) &l i30S jlruu¥) dpubung dulloll dauallg «dlosll Lin)y Gukat @iy g Mozl
Jlell (il y
"Communicational capital is considered as a bridge and organized the
operations of intellectual capital and also it is the determinant factor in returning the
intellectual capital into market value. This capital consists of stability and customized
loyalty and relation with costumer. Customer satisfaction, financial health and price
sensitivity are applied as the indices of this kind of capital. Communicational capital of
human and structural capital indicated its importance in the value of enterprise. The
brands are the reputation and fame of the firm or its goods and services, which reflected
their relationship between the firms and costumers (either potentially or actually). They

are also in this group of assets "
(Khozani & Alvar, 2016, p. 1292)

JLai¥ll JLo sul y(Corrado& Jager., 2014, p. 15)b sy dwid g dallin ylai dgag (sa9
oLl bilyallg Sagall SISy ayen Jrkiiiig sl @asi w il dalall Jguall ol
$3938 15 (5a ol lofiun Y gaen Jodi 4 566 il « sha i5¥ i Lile Aalisllg du <ol
o L) S Il alame Jguo T ] Ablin Yy Sha MU (50 il st o 13 Loy dosll
Aalell Jloe Yl b desdiugll
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(iRl Jlodl Gl y Jia deadiwgll dalisall culallh wagll (Lo« Bamw Lo L] dslan)]
& 102" Ay dala m¥glan (e §lie o (I Jai¥l gl JLaidl Jle gulyg

Nobre & Matos, December ) au] o—aiy LS Jhai¥l Jlo Gl ,"concept-synthesispggan
claglrall le 3855 Olad) pasy Had Gagall gudi Lle 3<% Y Lgi<l g (1st - 3rd 2010
oo Jlaai¥l Jle gl (Jliall Jara Gle wdymy Tarcza of oas 9 -Jlsad¥l le Lilals
d9l) (0 aggdall (¥glity Fossa (2013)gPereirasls (ddglaiall cilagleall dsasS J3A
265 Glo¥l Alall Ld Ligal IS 13] sl disoin daclaial did o deliberative angledslglas
s—aic dlia U Jlisll a8 (Jlaad¥l 4 empiricist 4 adg mechanistic SSuil<ia
collective capacity dxeloadl 848l aa (SUg culilyll g Jaloiy ¥ 20isag critical sads
Sl e i y8 FOSSA g Pereira iy old Jaa le cliyg dalall aaliaoll ol yly8 SLAG) le
interactional base Lelaill awlwd 1k (JLasyl

b YL ai¥l Jlo Gl @alais @iy aily(Pereira & Fossg, 2013, p. 5)bass 9 110
daliagll olaal g daa Ll alddall b pus=ii Gillg wilokisll shac dulalall miladall
Zun gl guliy ¥ osaiill JLas¥l Jle iy ol Geloia ¥l Jloll guly ao Jlall 9o LaSg
g 1giSlg ¢ galo Juiali Ll sl Gill Jgua Y1) cilabaioll du galoll yué Jgua Y (e (9<i
Jleel jaiii o 3y il & galoll yué Joua VI (udi Jins Lgil ) délin YLy (Fguall doyd
Jdokaigll

"o capital comunicacional se estrutura nas relagfes internas dos membros das
organizacg0es, que se refletem nas relagdes externas aos publicos de interesse. Como o
capital social, o capital comunicacional organizacional é também imensuravel, sendo
composto pelos ativos intangiveis das organizacdes (os ativos que ndo possuem
representacao fisica, mas que geram valor ao mercado) assim como constituindo esses
mesmos ativos intangiveis que podem valorizar os neg6cios da organizacédo” .

(Pereira & Fossa, 2013, p. 5)

o2919isilly Lall) Jlall Gy (5o 53231 €193 ) ddlia] JLai¥) Jlo gy callaiy
O) - yoluwa Jiy Guuailly jghaill Jai ¢e Lidgg financial resources dylle ajlge (s yallg
ol délia] (9594 5.000 - 1.000 (s Lo calSy ad Lad y Lilla Nlodie | Gl dugell Juds délua
a3an Jaos JS g0 Ligiw dunyged cang laiiwl laa Jie oSl cpapaiilly alisy) Layll<s
(Tarcza, 2010, p. 1163)@jas &S yisll &g ayan’i @iy O 33200

Lo g (Viana, 2007, p. 14) <xsa Communicational capital Jhai¥! Jlall sl ul 9l
alayi Gl o¥ladyl ols b 4 capitalist investment gJLo-uJi)Jl slodiw Yl 9ol dgragi @iy
La,I<ial

e Jilug adi slyg Lo : 3 aguugall dulleiyull A2l allia b as sl aasig

Para Além da Critica dos Meios de Comunicacao
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b i JSd b JRally agaga oIS dan dnaa ellad Jhad¥l Jlo puly glad o]
ol Aass Olo 38 yallg 3851l 8aly) dalas Aliyg sl qual aiSly (Gilull @SIyil gllas
ISl @uigy Lo 385 dpllowly ¥l oilS iy ulw¥l agi S¥Lai¥l il il Gle Jloll
dtloc o dallawlyll diasgll e Shiia iz dilicy g JLai¥l Jla ol y Of Laaye calall
+412.919iSill Jiluwgll yue JLasyl
"Conceito de capital comunicacional é preciso e nem um pouco

eufemistico: expressa a dominacdo capitalista no processo de comunicacgéo via
meios tecnologicos”. (Viana, 2007, p. 14)

&t A e AT Lila e §y9—allsoftwares cilyan yllg ¥ Joaa Olg lan
cJloll guly A 4o ey yha Lolo 5 41 & cOmmunicative exchanges Jlaad¥) ci¥aly
d33lSa] ga cilaglaall Jglat aldA (e @iy sl 3)lg0llg pald—i¥l g Jeldills il g
flow of doulgyll Baais 3leis d8lis Liayl v w0iS) a8 lgad dal wapll ol il Lle ilill
.}connections

el Gia bl OIS @3l pwwdill (o dsoralioll dnay y=ll baglhadll oda iaas adg
intangible 4w galoll y1é9 tangible & galall Joua ¥l Jugat Lle Joilly aSi allg ()
@aalioll cuyiyi Sale] muya 5 ANl dlgin )l b ail ayr ciloaiall du illy daun lg dasd ]
(o legd & S il 1aa (5<lg 85Nl jglaiall (o JLuai¥l Jla gul)y iy y=il =¥glae
social capital eloia¥l Jlall Gy pggdas aiyylia Jola LalS &iall pac

networks cbislasll oili iy allaacll day 43 Sill pagaalll S8 2ls dasdle (Soy

&0 (el Uiy Jelaill clabuag dylasll tilzaisally culS yuil) o &silallof conversations

duiidall & lially pggdall G O)lsill Bale] ind ¥g nalidlall &yl clelasll 113 )Ly
4 -du gololl j1é9 dun galall aylgall (rastockogjieS "Jha 3¥ Jla ul)" jhiel e LAd
o<lg «micro economics s jall alaais¥ly pggiall (s dala dsde cllia (usell lo
Gl alsdell fua (e oY gyl Aaiy aual JLaai¥l Jle gy oo prisd cusls Sl Jg—aYl
daala aule OIS Lon dlggu HiST arual lia Jloll Guly 53la @gé 55T duali (uag lgrains
Jloai¥l Jlo gul) cillaall dylgs s wilalaiall balance sheets dsagosll cilyiljoll
Loy e b JS JIATH gag " fluid Gub”

dilull aralacll @ &i% (Nobre, Gil, 2017, p. 315) Jgla 0,83 @i Lo JS Lo cLiy
ayl9all (e degann il Lo dild ey Eua (Jla 3¥1 Jlo Gl ) Jalds GaMlawn | dagis ligg
JMa e ddgeloial¥l mlisllg ailobaioll 4 circulate il Sill daugoaloll yug dugalall
<l jlgall ju30 b ¥ aliill i @g—urig cperceptions il jg—ailly milagleslisharingJabui
value dosd il Badad ] (5984 Lo crelational skills dpdsdlsll ol )lg.ollg gyl
cilginally (dalianll cila wal o Jlaai¥l dda il JMA (o Lglizat aic) cilalaiallgains
Slalis lagass aud 545 La g s ¢« social actors dueloia ¥l dlelall culgally ciylaoll
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B b Wil ilasa¥l (e e gaae b JmiaTHI Yo Guily Joor db gile il
(2016 — 2007 o ) suied
Lablulgﬂlaydlm&cw&@uuwlmy@dllmgj&
Ly dxiyelly odel aylall @eni ill lgin pagaill pasy gladiulg lgall Jguas!!
iaa ¥l Gl 0as ¥l (e LinglgigyS
(2007)Viana JadeX| Jalug &dd slyg be : duslya -

Para Além da Critica dos Meios de Comunicaca
(Jlai¥l oISy Gd Alaswl yl jlafiuwd) gai aagy g3l lld ga JLai¥l Jlo gy’
SMadall Las ySEn gl jie gad Lle o il
“ capital comunicacional O capital comunicacional é aquele voltado para o

investimento capitalista nas empresas de comunicacdo, cada vez mais oligopolistas”
(Viana, 2007, p. 14)

Tarcza md daon g Sl dagussi Auudld puzrlid| dpadil( ‘“,s da | daggdl 190 g sy dualyd -

(2010)
Some aspects of the role of visual identity in the successful implementation of
the promotional strategy

&slag Jala Lo yini @iy ill 3ygaiall culaglaoll loa¥l yaill ga JLai¥l Jla gl
" yogaadl (pa dalida cilial ¢ &Syl
“Communicational capital is the total amount of information disseminated within

and outside the company, to different categories of public”.
(Tarcza, 2010, p. 1159)

Maderinskiené & Survilaitomm &Syl ddladl desdlly c¥lad¥l Jlo guly dwlys -
(2011)
Communication capital and company’s value added
€9iS Lyl (1< (55l Jloll uly 30 232 &l Lo 2¥LaTyl Jlo Gl @gd (:Say"
"AS pill b alall yué Jloll puly 0 Juabie

“Communication capital can be understood as part of intellectual capital but
also as a separate type of intangible capital in a company”

Sasoall Jlo Gl yg duylaill dadsll @gay Juai¥l Jla guly dasi "
“Communication capital is related to brand equity and reputation capital”.
SAS yill dalingll doadll (pa auja JlRallg soiwall adtipa JLai¥l Jla guly"
“High level and effective communication capital increase company’s value

added”
(Macerinskiené & Survilaite, 2011, pp. 267-273)
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(2011) Castro md k¥l ddlaie b uials¥ly dilalohly Juaddl Ju puly sduslsa -

Al Zally
Capital comunicacional, cidadania e territério na Amazonia
Jlo uly" cuanill ang Sl gl (dgaya of &uiidle danb 93 eloial Jlo guly”
S Jlasy!
"Um capital social de natureza relacional ou cognitiva, ou, mais
especificamente, um “capital comunicacional”.

* elaia ¥l Jloll Gul l (agiaS Jlai¥l Jle gl liiel (Soy"
“De que maneira o capital comunicacional pode ser pensado como uma proxie

do capital social”
(Castro, 2011, pp. 68 -71)

Madalina s Radu s Ciprian = asiiul dgpeld! b Jouall ol duipd! Jguadl o siaslya -

(2012) Lucia 9
From visible to hidden intangible assets
adadnsl Gaylo (e @ lall ga JLaidl dawniall aylgall Ells JLai¥l Jlo guly Jadn"
SElS ] Lag dwlsll malddlallg odle Yo aagyill Jio «Baguuill
'Communicational capital includes those resources destined to communicate
with the outside by means of marketing activities, such as promotion, advertising, public

relations etc".
(Ciprian et al, 2012, p. 687)

oladl Ciliaea duulyd hadly eledzr ¥l JUI uilyg oladl 3)lgd dumedad! 3yla¥l : duwilys -

dadlil yud| AUl (2012) OliVeira med (1guss $3 345 slo ‘“}

Gestdo Comunitaria dos Recursos Hidricos e Capital Comunicacional
Socioambiental: um estudo das sociedades de aguas de Margues de Souza.

Mazzarino (2010) g ybo e lalitul Jgill Oliveira iy

Jalei JYA (oo cdalell ddidliall A (oo Lindl - elaia¥l JLai¥l Jlo (gl y dianyg”
aylsall Basb e o eyl YSlug Aobug JMA (a9 caasl lgag Lpasiyll pé Silagleoll
" ploisill

“O surgimento de um capital comunicacional socioambiental se d& por meio do

debate publico sobre os temas socioambientais”
(Oliveira, 2012, p. 51)

Maderinskiené med &S pudald dbliad! doadll Clusladig ¢ Sall JUI puly pasdd ziged sdanlyd -

(2012) & Survilaité
The assess model of intellectual capital and a company's value added cohesion

2¥gg dudigign yisT - Magllg (A4S yinll 8 3linn & ygun sLivi] Lo Jhai¥) Jlo Guly ackuy
Mailingll dosdll 53l @iig Auwsdlit & 3ua A4Syl Aoy
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‘communicational capital helps to create an excellent image of a company, and
customers are more reliable and loyal. It gives a company a competitive advantage, and
value added is increased. ”

Soaladl g LAl JLai¥l e M_S" SLalgill " JLai¥l Jla waily Jodny"
'Communicational capital includes both internal and external communication ”
(Macerinskiené & Survilaité, 2012, p. 84)

(sl eIl ole Sl JUl guly 58l dlyd -
(2012) Parsapur « Ghaffar « Rafiei | &3l dadall poladl daaly B Mo sy -

Investigating the impact of intellectual capital on organizational performance:
A case study in an Iranian medical science university

ALai¥ JLlall Guly ol Jaasll Jlo Guly o (6 ySAIl JLoll ul ) cdaina’i ¢ ALILN adall”
GBI Silawboll dlaiaall dorillg s Mol ao dolaisll culadel dullall doaill (v NS Jodsy..
Vabiuagll 6 dddell oda (e
"The third category of the classification of intellectual capital is customer capital
or communicational capital .. includes both the present value of organization
relationships with customers and the potential value of organizations originated from

this relationship in the future. ”
(Rafiei, Ghaffari, & Parsapur, 2012, p. 3549)

T Jo ol y o S sl Al Gyl Lhuslaiy 5 pSall JUI ol y asd zigad sdusslyd -

dadlid ydl AallL (2013 ) Pereira & FOSSimmd daaadad| Juaddl Cilelaieg oaeind!

Capital Comunicacional Comunitario e as Organiza¢des de Comunicacao
Comunitaria

Allg wilabaiall cliacl dulalall clsdell b a¥lai¥l Jloll guly eidaii @iy
Mdalingll Claial ga daslall silEdel) L uSeit
' capital comunicacional se estrutura nas relagdes internas dos membros das

organizagoes, que se refletem nas relagoes externas aos publicos de interesse”
(Pereira & Fossa, 2013, p. 5)

Maaouaiill dalaillg dygedlg duylaill dedlsell Jie — JLai¥l Jlo Guly (e<i"
“A composi¢do do capital comunicacional — como a marca, a identidade e a
cultura organizacional ”.(Pereira & Fossa, 2013, p. 6)

(2014 )De Betlmd Jmuauddl g (0 dguatdd| Gl : dusilyd -
Creating value through communication )
JLai¥l saniyg ¢ LgloSh dunugall aygag Jual ail Lle JLai¥l Jla guly egiy”
dalaioll @)lag Jals clidallg Juai¥l mlslaSg JLaill dalail @ing LS « o lallg SLalall
lagd sSoug (§3Sall Jlall sl y SIS (o NS Lo jliely c¥Lat¥l ) Liayl ylaiyg
duugololl yu& Jgua¥l 31l g eliy Lgalgn Jadd ,illg « dakaiall 3yla] ¢y 13ady ¥ 5 Lgil Lo
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'Communication capital is understood as an asset and resource for the whole
organisation, and includes internal and external communication. It also comprises
communication systems, communication competencies and relations inside and outside
the organisation. Viewed as a form of intellectual capital, communication can be
understood as an integral part of the management of an organisation, the tasks of which
include building and increasing the organisation s intangible assets. "

(De Beer, 2014, p. 16)

S piltd| 12 s (95 JUI il g Silbeglad! Lz gledS Cilsledianl ol : dawlys —
(2015 )Jabari « Hamidian « Ghader ims
lS pill wile g JLai¥l Jle guly (s doge a8de slling"
e 4al<s dawgin= JLai¥l Jla gl

sl ya¥)

“There is a meaningful relationship between communication capital and firms’
return’”.
Average cost of advertisement

€c) =
Revenue
(Ghaderi et al , 2015, p. 869)
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bl ddidlin

09680 Iokayy 25 (radlall calel 5l Joill Wgg—wy 1Sy LasT an yla @3 Lo s5—in b
il LaS lguarli @llzolly yaliwll (o deganas JLai¥l Jlo gl

! "Relationships cilMsell duals” JLai¥l Jlo gl &3853el & liall juay Lo Hgl
Macgerinskiené & Survilaité, 2011, pp. ) 4xé y=allginteractivedalelaill iilgall oo lgised
Cialll o wgasll agl] ey LeS eloia¥l Jloll ouly g Lglalai Ll diladl «(267-273
Ob cua i aage aisly 5 lial balyiyl aagy il LI pliady olalll s Jeffre 5 Castro JLiel
tigs empowered (s5a il 9o SIally HLil g «elaind Jloll Gl g JLad¥l Jlo suly
@gilea I yaill (e dalagll cileaingllg (GarigeS alai¥) dabs (ulg) paliils Jlasy
Confidence a&ills (Jlall Gul yg Jgua¥l cuilga kada (uualg) aspects of humanity duiluas !
dgeloadl absill Gé gulwd) asi Gillg "Gagyll / waill @esll’y imagination Jlally
@yl cibwadl yadaccollective  mobilization-engagement-action  Josllg  as jLiiallg
2ol Baiail Si¥gliall Ll

(De Beer, 2014, p. allaiallg oo JhaidIResourcesa)lgall adiuig lia
cady LoS Bagauill §yd lglinaiy podl La 3alege16)(Khozani & Alvar, 2016, p. 1291)
Jle (uly ae I Hl¥I (uas b 09AT ady (ua 6 (Ciprian et al, 2012, p. 687)ayl!
(Viana, 2007, p. 14) (Viana, 2013, culS il m¥Lasl b 8 piilee by sloiiuls JLasy)
.(Peixoto, 2011, pp. 85-86)dalilug cule gann 8jkia (e Lails aigSy (39529 (p. 4)

ails il commercial interests daylaill adlasll e cilua¥ (g &3Sy cua b
AulISS (inddg doyladll culedlell ) dosd dslinls theimage of management & yguall & ylalg
o 8l Sle 3518l 3 ,aY 03gly (nliayil yiwNlg Sulslya ¥l 6 Lgnadli (Sayg « jlodiwl
(Zadeh et al , 2014, p. 81)culloitw¥l aile g bankruptey cilekaioll (sudla) clounds

dnulgll @il gf adlgall le LajuSyi s ab g AT clpal asi &ili dga oo
&n Slo¢(Khozani & Alvar, 2016, p. 1292) dullall dauall gl dundliall fua (o culS yibll
internal &alalall Jlae¥l 3aby adbal syl gl guly eyl als ploial 34
-l=illg (al 3iI¥IS entrepreneurship

0955To Rafiei o Allameh o Siah (2014) wigs 42alyall oo JMA (e Linyi yglay
A saloy sl BNALLalaiall b Jloll pul 33 ax) b "Juai¥l Jlo Guly" daay
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dalgads ,isYI aalaill & (Malmelin, 2007)s (Hartman & Lenk, 2001)ailes J=lg
yioy Lan (AS Liiall ulddally eualioll lga ybgi diya Lail 3)9Siall palisll alidgl
Lulul yogs il LoS  (Jloe¥) c¥lalil aylga yughi Joa (ilailly ddislioll Taa Ll
LAY (e (532N £193¥1g (Shidiuall aalaily Josdl Jlasil slaY dsilisll 55,19 @ralaoll
ashaiill jlal @)la
il

oy oghal Lgagasiy Lind (,ill &S yidioll oilMally iy jleill aron dlelie gogil Gla sglay
polellg Juai¥lagle Jlas (8 ¢98 fing Jlang acly Egungas dic glaall ddida (Soy (JLaiNl Jla
opigllly Jiall (o deadioll dlayoll filajiae 6 ylaill @ 13] Losw ¥ ¢ dayll délniolly dgylayl
.business communicationJlee ¥l JLail Jlas o L jullg o jalasy)

ouly @—gal &iSon dpulul culyjlie diw Lo cgunll daylusi dial ) danljall cicllaiul adg
lglloa @i Lill dullati¥l Al g ¢ adidlall « &ja g yla¥) dadaguill dynulasll) Juai¥l JL—e
lgusss dogioll dlluay Igaial (sl Slayll Jub o Legs

dporaliall milaganill alida ¢ &S yibiall dyalisell palizll @aly agyall Layi izt LS
S 53l A Aaliadly sl ya ¥l £13Sg (@ALEilg (JSLiglly c3ylgally culidell b Lubul dlice doabiol
oo Loginy gani Lill A8l cuagy JLas¥l Jlo gulyg 6 y<all Jloll gl o aaladl aylall Lo
o 3ally J<I &@dle

Azl deald

1. Aggestam, M. (2006). A network perspective of communication capital and new venture
creation in organizations. Annual meeting of the International Communication Association,
(pp. 1-13). Dresden International Congress Centre, Dresden, Germany.

2. Castro, F. F. (2011). Capital comunicacional, cidadania e territrio na Amazonia., (pp. 65-
82). Scriba/FADESP, Belém.

3. Ciprian.G, Radu. V, Madalina.G, Lucia,V (2012). From visible to hidden intangible assets.
Procedia - Social and Behavioral Sciences(62), pp. 682-688.

4. Corrado .C, Jager. K. (2014). Communication Networks, ICT and Productivity Growth in
Europe. The Conference Board and Georgetown University Center for Business: economics
Program Working Paper Series .

5. De Beer, E. (2014). Creating value through communication. Public Relations Review,
40(2), , pp. 136-143.

6. Hartman, J,& Lenk, M. (2001). Strategic communication capital as an intangible asset.
The International Journal on Media Management.((3)2)

308



ilomes Juol - camagl Jusd

10.

11.

12.

13.

14.

15.

16.

17.

18.

19.

20.

21.

22.

Jeffres.L , Jian.G ,Yoon.S .  (2013). Conceptualizing Communication Capital for a
Changing Environment. Communication Quarterly, 61:5, pp. 539-563. doi:DOI:
10.1080/01463373.2013.806336

Jeffres.L , Jian.G ,Yoon.S . (2007). Conceptualizing communication capital for civic
engagement. Annual Conference of the National Communication Association, (pp. 1-25).
Chicago, USA.

Khozani, A. J., & Alvar, S. Z. (2016). Reviewing the relationship of social and intellectual
capitals dimensions on the performance of Abadan and Khoramshahr universities staff.
International Journal of Humanities and Cultural Studies, 1, pp. 1288-1298.
Macerinskiené, 1., & Survilaité, S. (2011). Communication capital and company’s value
added. 1st International Scientific Conference “Practice and Research in Private and Public
Sector”, (pp. 267-274).

Macerinskiené, 1., & Survilaité, S. (2012). The assess model of intellectual capital and a
company's value added cohesion. Creative and Knowledge Society, 2(1), pp. 82-94.
Malmelin, N. (2007). Communication capital : Modelling corporate communication as an
organizational asset. Corporate communication : An International Journal,( 12 ), pp. pp
298, 310.

Matos .H , Nobre . G. F. (2009). Communicational Capital. onference: 74th Annual
Conference The Association for Business Communication. Portsmouth, VA:
https://www.researchgate.net. From https://www.researchgate.net

Mazzarino, J., & Turatti, L. (2015). Environmental journalism and the transformative power
of happenings. Razon Y Palabra, 91, pp. 389-403.

Mulholland, J. (2005). Communication capital: A manifestation of social capital and an
analytic method. The 7th ABC European Convention (pp. 1 - 12 ). Copenhagen, Denmark:
Business School.

Nobre .G.F , Matos H. (December 1st - 3rd 2010 ). Tourism Communicational Capital.
Proceedings of the Association of Tourism in Higher Education Annual Conference :
RESTATING THE CASE FOR TOURISM IN HIGHER EDUCATION. Canterbury Ca.
Nobre .G.F, Gil P.G. (2017). Creative Economy and Communicational Capital. 24th APDR
Congress. APDR. From .https://bit.ly/3jrKCdq

Oliveira, L. B. (2012). Gestdo Comunitaria dos Recursos Hidricos e Capital
Comunicacional Socioambiental: um estudo das sociedades de aguas de Marques de Souza.
UNIVATES.: RS. Dissertacéo de Mestrado.

Pilarski.M , Sutton.R, Mathewson.K, Sherstan, C. (2017). Communicative Capital for
Prosthetic Agents. From https:/bit.ly/33tuhiG

Peixoto, M. A. (2011). Igreja Universal e Uso do Capital Comunicacional. V Congresso
Internacional em Ciéncias da Religido. Goiania.

Pereira, F. C., & Foss4, M. I. (2013). Capital Comunicacional Comunitario e as
Organizagdes de Comunicacdo Comunitaria. V Seminario Internacional de Pesquisa em
Comunicacdo. UFSM.

Rafiei, M., Ghaffari, H., & Parsapur, R. (2012). Investigating the impact of intellectual
capital on organizational performance: A case study in an lranian medical science
university. African Journal of Business Management , 6(9), pp. 3546-3552.

309



Gl il sl (g ulasa D dlalon dazr (e Jlad¥| Jle iy pggan

23.

24.

25.

26.

27.

Siah, P. C. (2014). The Relationship study of Financial Performance and Intellectual
Capital of firms in the Capital Market of Malaysia. Journal UMP Social Sciences and
Technology Management ., 2(1), pp. 8-21.

Tarcza, T. (2010). Some aspects of the role of visual identity in the successful
implementation of the promotional strategy. 6th International Conference “European
Integration — New Challenges”, (pp. 1158 - 1164). Oradea, Romania.

Viana, N. (2007). Para Além da Critica dos Meios de Comunicagdo. In Industria Cultural e
Cultura Mercantil. (pp. 8 - 29). Rio de Janeiro, Corifeu.

Viana, N. (2013). Histdrias em Quadrinhos e Capital Comunicacional. Revista Espaco
Académico, 142(XII), pp. 1-10.

Zadeh, M. S, Abdollahian, E., & Ziaei, S. M. (2014). Investigating the correlation between

the intellectual capital and financial performance in companies listed on Tehran Stock
Exchange . Life Science Journal, 11(12s), pp. 77-83.

310



