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Abstract: This paper discusses how to create a knowledge modeling processes for strategic 
management. Innovation is the main strategy for the management approach. Basic concepts of 
knowledge management were used to support a proposed model that involves people in strategic 
decisions. The search for solutions to problems in the field of innovation management is justified by 
the stiff competition companies now face. In this situation, corporations need to transform their 
culture by giving incentives to the search for creative and innovative solutions generated by their 
human resources. This position is essential for organizations that attempt to create new standards of 
action and establish competitive distinctions.   
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1 Introduction 
The history of humanity has shown that the social 
evolution process involves various waves of change 
and it is now widely affirmed that we are in an Era 
of Knowledge. In this new era, in which a society 
based on knowledge is being consolidated, the 
process of innovation (the production of new 
knowledge that is more suitable to specific 
purposes) has become essential, particularly 
considering the competitive environment in which 
business organizations are now inserted. 
 Knowledge is now the most important factor in 
production, exceeding traditional resources such as 
labor and capital [1]. Nonaka and Takeuchi [2] 
maintain that in this new economy, where the only 
certainty is uncertainty, only knowledge can be 
considered a secure source of competitive and long-
lasting advantages. These authors highlight the 
importance of generating suitable beliefs, 
commitments, situations and interactions so that 
information is converted into knowledge and can 
circulate through an entire organization, and 
positively influence judgments, behavior and 
attitudes. 
 According to Porter [3], knowledge is the 
economic resource most valuable to the 
competitiveness of companies and nations. One can 
observe, however, equivocal behavior of managers 
in efforts to adapt to new market demands, above all 
in terms of still unorganized processes to involve 

individuals in the search, production and evaluation 
of knowledge.  
 The knowledge generated must have unequivocal 
value to a business organization. It must be 
adherent, current, useful and compatible with the 
daily practice of the people who compose the 
organization. To make viable its effective 
utilization, the knowledge must be retained in the 
organization, and shared by all those involved and 
stored for later applications [4]. 

This paper focus on knowledge modeling 
processes in a very specific way: as a basis to 
formulate strategic decisions. Innovation is the main 
strategy for the management structure of the 
organization.   

We use here basic concepts of knowledge 
management to support a general decision support 
model. 
 In other way, this paper shows how individuals 
can be involved in innovation management 
processes. The theoretical basis involves basic 
concepts of strategic planning and basic notions of 
Knowledge Management.       
  The model proposed was applied to a well 
defined practical situation, a pharmaceutical 
laboratory, which was in the process of ending its 
operations in the market because of its aging brands 
and a lack of competitive ability. Its recovery was 
made through a process of innovation management.  
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2 Theoretical References: Knowledge 

and Innovation Management 
In the current economic model, people, structures 
and clients form the Intellectual Capital of the 
Organization. The management model is 
democratic, emphasizing abilities, initiative and 
creativity. The managerial process must be strategic 
to be able to transform a company’s organizational 
capability in order to meet market demands [5]   
 The role of leadership here is evident. In the 
realm of Knowledge Management, this leadership 
has been constantly emphasized [6], because 
winning organizations are those that  have leaders 
who educate and who are  prepared to extract the 
best from the Human Capital of the organization 
(knowledge and experience), in order to achieve 
distinct positions in the market.  

Different authors have treated Knowledge 
Management in different ways. Some of them 
analyze positive and negative point of Knowledge 
Management (see [7], for instance).  Some of them 
highlight the practical application of Knowledge 
Management (see [8] 

Knowledge management is today a well—
known science. In a most common sense, it 
includes tools, strategies and practical 
experiences used in a productive organization 
(industrial or services) to identify, develop, 
represent, distribute and make available 
different kinds of knowledge.  

The actions in the area of Knowledge 
Management includes courses taught in the 
fields of  different scopes, like business 
administration, production engineering, 
information systems and information sciences, 
management (in general), computer science, 
health and public administration [9]. 

Knowledge management efforts typically 
focus on organizational elements. These 
elements may be the general objectives of the 
company, selected strategies to act in market 
shares or actions to consolidate some 
differentials when comparing the organization 
with any concurrent.   

Knowledge Management, so, try to create 
competitive advantages to the organization. 

Improved performances are also an 
important objective of Knowledge 
Management. It can be included in the 
continuous improvement of the organization, 
the efforts that are made to guarantee a 
consistent growth of the company.     

Knowledge Management confers high 
priority to human resources in this process. 
Some authors defend the idea that Knowledge 
Management has, as an important objective, to 
share lessons learned and guarantee continuous 
integration of the activities in the company.  

Knowledge management is an established 
discipline since the beginning of the 1990 years 
[10].  

There are important differences between 
Knowledge Management and the organizational 
learning processes.  

Knowledge Management is a set of strategies 
to organize, distribute and share knowledge. It 
means: to help individuals or groups to work 
together, reducing redundant work, dividing 
relevant values, complementing activities, 
reducing time expended in technical activities 
that can be optimized (like training process, for 
instance) and retaining intellectual acquisitions 
[11].  

In a strategic view, Knowledge Management 
gives critical contribution to the efforts of the 
organization in adapting to new situations, new 
environments or new markets.     

Different motivations lead the organization 
to adopt Knowledge Management strategies.  

Achieving shorter new product development 
cycles is one of them. It has particular interest 
to the context of this paper.  To get better use of 
the expertise of people in the organization is 
also an important motivation of Knowledge 
Management. To get and maintain structured, 
accessible, available to all the organization, the 
knowledge content is another reason to invest in 
Knowledge Management.  

It can be easily seen that these actions help 
in the development and production of new items 
(products or services), since the support to these 
activities can be easily obtained. Another 
motivation that can be seen as of particular 
interest to this paper is facilitating and 
managing innovation and organizational 
learning.  

As a general contribution, Knowledge 
Management increases the communication 
processes between internal areas of the 
organization and external sectors. It allows 
getting real time information, an essential 
characteristic to innovation processes.  
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The most common mechanism in this context is 
innovation management (constant alterations in 
products, methods and services) that requires an 
innovative vision from personnel. Terra and Gordon 
[12] express this situation well: "People are the 
DNA of an organization, while knowledge is the 
DNA of innovation”.  
 As a general rule, two elements of the market 
function as stimuli for innovation: the growing 
demands of clients and the increasingly bold action 
of competitors. The later are of critical importance 
because they establish a strategic situation for 
organizations.  
 The achievement of results in a highly 
competitive environment requires investment in 
knowledge. This requires an organizational system 
and culture that allows the free flow of knowledge 
and creation. Above all, the model must be able to 
organize decisions that lead to actions and the 
evaluations that must be made. 
 Involved in a process of intense competition, 
organizations that want to succeed must create 
distinctions that make them references in their 
fields.  
 This effort is essential, given that it implies the 
very survival of the organization (and for this reason 
it is characterized as a strategic position).  
 Innovative products emerge in increasingly 
shorter periods. Thus, companies must always be 
prepared and more capable of generating and 
obtaining knowledge, to be able to transform 
products and services.  
 Organizations increasingly depend on 
information to make decisions that identify 
opportunities and create ways to better serve clients, 
by exceeding their expectations. To absorb this new 
work dynamic, companies undergo important 
transformations. Changes are accompanied by 
problems such as duplicated, lost, mixed or 
unprotected information and at times, information 
dependent on single sources (one person or sector) 
[13].  
 Sometimes, in specific sectors or areas, these 
chances acquire explicit approaches, as in case of 
school teaching [14] or supporting services [15].  
 These issues represent the main concerns of 
managers, given that they involve the strategic 
positions of the organization – after all, how is it 
possible to compete in a globalized market without 
dominating one’s own knowledge? 
 Companies affirm that the best way to beat the 
competition is by supporting innovation. To 
continuously achieve new ideas it is necessary that 
employees, suppliers and clients form a single 
group, and undertake their actions in an organized 

manner. For Garcia and Calantone [16], innovation 
is a process of development and of generation of 
new products and services that are capable of 
obtaining commercial success. For Dosi [17], it 
involves the search, discovery, experimentation, 
development and adoption of new products or new 
production processes.  
 Innovation is a source of growth for companies. 
But, to find, detect and develop an idea is not easy, 
and finding a market is even more difficult. 
Innovation involves three criteria: (1) it is 
something new, concrete and which advances 
(unlike an idea); (2) it is continuously improved and 
(3) is realized by means of a change of paradigm 
[18].  
 Innovation is one of the principal means of 
achieving a competitive advantage based on market 
needs. To innovate is to create new products and to 
develop existing ones, but it is also to improve 
production systems by adopting the latest 
technologies. Gavriloff [18] also maintains that 
there are principally two levels of application of 
innovation in companies. 
 The first is Limited innovation – an innovation 
project or innovation of a product. That is: a project 
to improve existing products, creation or adoption of 
a new state of the art technology. 

The second is Permanent Innovation – total 
innovation or innovation management. At this level, 
innovation must be a pillar of company strategy. 

In general, companies begin with innovation of a 
project to develop a new product or service.   

To do so, it is necessary to establish criteria that 
classify the different types of innovative products to 
assist management to plan and organize projects 
individually, considering the needs of each one. 

Some areas are always open and receptive to 
innovation, like environment or sustainable 
processes ([19], [20]).    

But, anyway, innovative products are a strategic 
decision to productive organizations. It can be easily 
seen in development product processes.     
 In fact: The development of products takes place 
when the organization transforms the market data 
and technical possibilities into goods and 
information for the manufacture of a product to be 
placed in the market [21]. The coordination and 
management of product development includes 
various tools, technologies and fields of knowledge. 
Clark and Wheelwright [22] present a useful and 
easy-to-understand model of product development 
(see figure 1).  
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FIGURE 1 Product Development.  
Source: Stefanovitz (2006). 
 
 
 The elements that compose the model:  
a.  Definition of the Project: this is the element 

responsible for establishing the scope of the 
project and defining its objectives; 

b.  Organization of the Project and of the Team: 

this step defines who participates in the project 
and how each team will be organized; 

c.  Project Management and Leadership: this phase 
defines the role of the leaders and how the 
activities of the project will be managed; 

d.  Tests, Problem Resolution and Prototyping: this 
phase focuses on the individual work steps, on 
the ways they are guided and on the methods to 
resolve problems; 

e.  Control and Review by Top Management: this 
phase controls the reviews, evaluations and 
modifications conducted by management; 

f.  “Real-Time” Corrections: this phase conducts 
constant redefinitions of the schedule, 
organization and activities due to uncertainties 
in the process. 

 
 The model shows that to obtain success in 
product development, these six elements presented 
above must be integrated in a coherent and 
multifunctional system so that the people and phases 
of the process interact.  
 The question that persists is: how to determine 
these interactions in an organized manner? This 
article will respond to this question. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  

Based on the concept of innovation, it is noted 
that two dimensions are involved: novelty, which is 
the creation of new ideas for solutions, and viability, 
which is the convergence towards a new solution. 
Novelty resides in the process of creating new 
knowledge and leads to new ways of seeing reality 
and resolving the problems of organizations [2]. 
Meanwhile, the second dimension involves the 
technical and commercial viability of the process to 
materialize products. 
 Approximation of these two dimensions allows 
understanding that innovation (above all in terms of 
new products) requires the intensive use of 
knowledge. Smulders [23] characterizes the process 
of   development of new products as a learning 
process given that for there to be an increase in 
knowledge, it is natural that there is learning, both at 
the individual and organizational level.  
 In a conclusive analysis, the strategic 
characteristic of innovation is clearly noted as well 
as the importance of the generation of knowledge in 
the process of innovation and the need to organize 
efforts to generate innovative attitudes and 
positions.  
 The literature consulted does not propose more 
explicit forms of involving people in the effort to 
seek different alternatives to action in highly 
competitive markets. This is the proposal of this 
paper.  
 The proposed model is presented below, along 

5. Control and Review by 
Top Management 

1. Definition of the Project   

2. Organization of the       
Project and the Team 

3. Management of the Project and 
Leadership  
(phases, tasks, management and 
checkpoints) 

4. Tests, Problem Resolution and 
Prototyping 

6. Real Time Corrections 

Pre 

Planning 

Project 

Production 
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with a practical case that consolidates the proposal 
formulated. In the case studied, the role of 
knowledge and innovation is quite visible, given 
that the development of new products is seen as a 
set of programmed innovations, in which companies 
create new products through existing and new 
knowledge.  

In this context, new productive processes will be 
developed, supported by knowledge-Intensive 
Services [24]. Or, in general, by new technologies 
based on Knowledge Management.  
 

3 A model for the Involvement of 

Individuals in the Innovation Process 
To create, develop and consolidate innovative 
solutions in processes and products, effective 
involvement of all human resources of an 
organization is needed, in a constant effort that 
strives for excellence in activities (causes) that result 
in products effectively aimed at exceeding client 
expectations (consequences). 
 Human resource management has never been 
easy. In fact, human resources are those that are the 
most difficult to understand. For this reason, to 
involve them in an activity that demands dedication, 
perseverance and persistence is always a 
considerable challenge (this is, without a doubt, the 
case of the search for innovation). They demand 
more time and investment in the generation of 
satisfactory results and always have been considered 
the most complicated resource in organizations.  
 Despite this complexity, human resources are 
those that offer greater and better returns, precisely 
because they are the only ones that generate creative 
solutions. They are capable of proposing efficient 
forms of working and faster, more effective and 
lower-cost methods. That is, they are dedicated to 
finding new objectives, constantly overcoming new 
challenges. Therefore, the individual is the only 
resource capable of transforming organizations [25]. 
 Precisely due to the complexity of human beings, 
the involvement of people in strategic actions has 
dimensions that go beyond operational decisions. 
Thus, two groups of interactions can be considered 
fundamental in the effort to involve human 
resources in innovative processes:  (1) interactions 
between organizations and people and (2) 
interactions among people. 
 These groups of interactions can be divided into 
six steps for operationalizing the interactions that 
compose the effort to have people interact in the 
effort to search for innovative solutions for 
organizations. These steps are described below from 
a broad perspective on the issue. 

 The first step is intended to give direction to the 
interactions between people and between people and 
the organization, defining what each will do. This 
step includes the following actions: 
a.   Initially, it is necessary to clearly and precisely 

determine the objectives set by the 
organization. This process can be conducted 
interactively considering the characteristics 
typical of the market where the organization 
operates and above all the context in which the 
innovation should be defined as the 
organization’s operational distinction.   

b.   Then, also interactively, the actions that will 
allow achieving the proposed objectives should 
be made viable. That is: determine the means 
necessary so that people can do what needs to 
be done. 

c.   These two elements require that the work 
environments be configured. It is important to 
state where the actions will be taken. 

 
 These three first actions are critical, to the degree 
in which they have a strong impact on everything 
that comes afterwards. For this reason, they may 
take longer to be realized than the actions that 
compose the other steps. But it is fundamental that 
they are done well. 
 Step 2 defines the leaders of the process. This 
means defining the positions that will have the 
power to make decisions about specific portions or 
about the process as a whole. These leaders function 
as the official representatives of the organization 
with the others involved. Based on this definition, 
the relations are constructed between the people and 
the organizations, thus defining the organization of 
the work groups. Two sets of actions must be 
employed here:  
a.   Definition of the project administration and of 

the administrations of the specific actions that 
compose it. 

b.   Structuring of the formal relations between 
individuals and the organization. 

 
 In this step, the demands of each party are made 
clear - that is what the organization requires of its 
employees and the retribution that the employees 
expect of the organization. A clear, complete 
comprehension and perfect understanding of these 
aspects is crucial for the entire process. The 
definition of the process leaders must also be clear 
as well as the perfect understanding of the functions, 
attributions and the suitability of the individuals to 
the positions they occupy.   
 The third step defines the work model to be 
adopted. Here there are three actions: 
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a. To list the activities to be developed and 
associate people to them. 

b. The definition of the model of teamwork. 
c. To establish the expected results. 
  
 A simple process of value analysis can determine 
which people should undertake which activities. 
Meanwhile, teamwork involves the organization of 
action groups as a function of the similarity of the 
profile or of actions to realize. The expected results 
are defined as a result of both actions, which allows 
creating a control process for the activities. 
 The fourth step is characterized by well-defined 
processes that refer to the organization of 
information. The proposal here is that these 
processes be formal, well characterized and 
perfectly managed. It defines which information 
will be passed to the teams, always considering the 
increased efficiency of the operations and the 
effectiveness of the decisions. To consolidate this 
step, the following actions are suggested:  
a.   The transmission of information is conducted 

via well-defined and organized processes, 
involving lectures, seminars, meetings, sharing, 
etc. It is essential that all these activities are 
part of a well structured planning process that 
is perfectly compatible with the objectives set 
in the first step.   

b.   With the information in hand, the actions are 
classified according to the nature of the teams: 
strategic, tactical and operational. The first 
should come before the second, which, in turn, 
precedes the third.  

c.   Once the actions are classified, the respective 
operational strategies are defined. 

 
 The classification of the actions seeks to 
configure a model for increasing the efficiency in 
the process by means of the operations undertaken 
by people. Since the actions are undertaken in a 
sequence, there is a guarantee that all the activities 
are aligned with the objectives and characteristics of 
the teams, and principally, that the operational focus 
of all those involved is maintained.  
 In step number five the interactions established 
in the previous steps are broadened. The goal is now 
the whole. This step thus seeks the integration of the 
entire organization. For this reason an exchange of 
sectors, areas and departments is conducted. Its 
actions are aimed at understanding the operation of 
the company in the environment. Thus, it includes:  
a.   Definition of the set of relations among people, 

areas and sectors. In reality, it involves the 
practical application of the system of 

information already developed in previous 
steps.  

b.   Broad analysis of the consumer market. Here, 
the goal is to place the people in the 
organization in contact with those who 
purchase and use the products.  

c.   Evaluation of the operational philosophy of the 
competitors. The entire concept of quality is 
determined by the action of the competition. 
Consumers and competitors are those who 
create the transition from the operating and 
tactical environments to the strategic context.  

  
 This step is comprehensively critical, because it 
deals, in its two last actions, with the most essential 
elements of the organization’s panel of strategic 
decisions. This is where the process of innovation 
management is made concrete. The strategic 
decisions are proposed at this time.  
 Finally, the sixth step consolidates the structure 
and the decisions taken previously. For this step to 
develop the content, it is necessary that the 
involvement of people be processed in terms of their 
culture or according to their values and beliefs. For 
this reason the following actions are included:   
a.   Definition of strategies and motivational 

mechanisms. This definition is based on a 
need to show people the reason (why) certain 
decisions should be taken and others should 
be executed. The result of this effort is 
reflected in the engagement of people in the 
process because they want to, they direct their 
will to search for innovative solutions and 
involve themselves with this performance 
because they are sure that this action is critical 
to the survival of the organization. 

b.   The transformation of quality into value: the 
people in the organization understand, accept 
and are committed, or that is, they internalize 
the concept of quality. They believe this is the 
critical element in the process for generation 
of knowledge for the management of 
innovation. Or that is: they direct their actions 
to completely serve the consumer market.  

 
 In general, this set of steps and actions can be 
used both to involve people in the strategic effort of 
the organization and to evaluate the common 
administrative procedures used. This thus allows 
redirecting the organization’s form of action.  

A practical example was considered to give 
consistence to the steps and phases described. It 
involves a general decision support model, like 
some others used in different areas, as medicine, for 
instance [26].  

WSEAS TRANSACTIONS on COMPUTERS Edson Pacheco Paladini, Fabricia Goncalves De Carvalho

ISSN: 1109-2750 46 Issue 2, Volume 10, February 2011



4. The case study of a pharmaceutical 

laboratory 
The pharmaceutical laboratory that is the object of 
this study has been characterized by employing bold 
ideas, since it began activities. It created, for 
example, one of the first research organizations in 
the pharmaceutical industry and during its 130 years 
of market operations, the company constructed a 
solid reputation in the sector for innovative 
medications.  
 It is one of the world leaders in this sector, 
currently employing more than 41,000 employees 
throughout the world, with sales in more than 158 
countries. Its market actions are highlighted by the 
world’s first commercial medicine, the mass 
production of vaccines and various other 
medications of extreme importance. It can be 
considered a leading company in its sector today.  
 Operating in Brazil for more than six decades, in 
the past five years the laboratory has resolved to 
focus on opportunities and risks created by 
innovation, leaving behind its traditional products, 
which it came to consider obsolete. As a result, it 
began to also abandon its traditional managerial 
model. 
 The first step in the model proposed was the 
release of new products, motivated by competition 
from generic medications. This was the starting 
point for the company’s restructuring.  

It was necessary to decide what direction the 
laboratory should take, with clear objectives and 
goals, as well as the other elements listed in step 1 
of the proposed model. The laboratory then 
undertook the process of involving its employees in 
actions similar to the other steps in the model. 
Priority was given to complete understanding and 
total adhesion to the objectives set, and to the 
adaptation to new operating guidelines. This 
organization of activities was the most efficient 
contribution so that the entire process of the 
pharmaceutical company would become viable and 
successful. Today, one of its directors admits that, at 
that time, there was no other option. It was either 
take the new route, or close its doors.    
 The decision to innovate and the structuring of 
the process derived from problems that the 
organization confronted in the late 1990’s when 
antibiotic sales fell drastically. The root of the 
difficulties was the stiff competition from the rise of 
generic medications. In reality, this issue affected all 
companies in the sector and forced them to 
restructure. But, at that time, the problem appeared 
particularly critical to this laboratory because its 

specific portfolio was more subject to the attack of 
generics.  
 To begin the restructuring, the top management 
began designating managers to be responsible for 
conducting the innovation project as a whole and 
some of its most critical steps (similar to that 
proposed in the second phase of the model). These 
managers – and the general manager in particular – 
had complete knowledge of the organization and 
together with the employees, defined and analyzed 
criteria for obtaining satisfactory results. 
 Based on the information and on the well defined 
processes transmitted by the top management (see 
step 4), the strategic actions for the organization 
were defined. These strategic actions were 
segmented by action plans and consolidated with the 
participation of all the employees.  
 The adequate performance of the employees 
based on their technical characteristics (capacity and 
competence) and personal qualities (determination, 
enthusiasm and motivation) guaranteed that the 
actions they performed would be realized in the best 
way possible, determining how they should act and 
thus increasing the efficiency of the entire process 
(steps five and six).   
 The team work of the people of the laboratory 
(step 3 of the proposed model), as well as the 
organization of the groups by sectors, reinforced the 
entire new restructuring, as well as new investments 
in clinical studies, thus suggesting new products that 
would refortify the laboratory. 
 In the late 1990’s, the pharmaceutical laboratory 
was the 11th among those in Brazil. In 2001, it was 
the 30th in the national ranking. For this reason the 
company was required to change in order to survive 
the competition.  

The renovation plan was begun on May 2001. 
The most difficult and risky decision was the sale of 
21 traditional brands (a vision compatible with the 
innovation effort), which had represented nearly one 
third of its billing in Brazil. Its strategy was to drop 
the consecrated medications, which had a low 
margin of profitability, to release new more 
expensive medications, based on high technology 
and which were thus more profitable. 
 The results obtained were very satisfactory. The 
pharmaceutical laboratory substantially increased its 
multiplication of research and little by little the 
results of this investment in innovation began to 
appear with its release of the first medication 
competitive with the market leader in the segment.  
 This medication now has sales levels equal to 
those of the medication that had been the isolated 
leader in the market just a few years ago.   
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Because the company abandoned its former 
products, its old factory was closed and another was 
built, at a cost of R$30 million, alongside the 
company headquarters in São Paulo. The company 
then began to aim at new markets and made 
investments to be able to compete as an equal with 
what was taking place outside the country. Since 
then, the company has reinforced its investments in 
clinical research, consolidating its option for 
innovation, to be able to place new products on the 
market.  
 In 2006, the laboratory invested US$ 4.2 million 
in research, or that is, 50 times more than ten years 
earlier, when it invested only US$83,000. Due to the 
increased research, the arrival of medications to 
Brazil accelerated rapidly. In the 1990’s, when a 
product was launched at headquarters in the United 
States, it took five years to reach Brazil. Today, this 
process takes an average of one year. Once again it 
is noted that the most important creation of this 
laboratory was the release of a medication aimed at 
competing with the medication that was the 
unquestionable leader in its market segment, 
because it operated for many years in that market.  
 These results show the consequences of the 
option taken. They are in reality, the results of the 
option for innovation through an organized process 
to involve human resources (as proposed in the 
model).  

Sales nearly doubled in the past five years, the 
company returned to the ranks of the top 15 largest 
in the country. The company director president said 
“We will continue to invest in innovative products. 
Only in this way can we grow three times more than 
the market.” (To maintain confidentiality, the source 
will not be named).   
    

5. Benefits and restrictions to the use 

of the model proposed 
The study of the organization mentioned, combined 
with an analysis of other similar cases, allows listing 
some immediate benefits of the application of the 
model proposed here.  
 As can be seen, the case described is close to the 
real characteristics of the model and presents a set of 
strategies prepared to leverage the organization in 
question. Other practical examples were considered 
and from them it is possible to list the following 
results as consequences of the implantation of the 
proposed model: 
- Restructuring of the process and of the 

organization as a whole in a reasonable 
timeframe. This restructuring also contemplates 
the management models that had been in use.  

- All those involved were provided broad access to 
information. This element indicates a 
management position to motivate all sectors. 

- Continuous investment in the professional 
development of employees. 

- Fair retribution of the organization in relation to 
employees (this case was clearly characterized in 
the laboratory studied).  

- Priority to the research and development actions 
as the most important form of minimizing 
operational difficulties in the market.  

- Selection of well structured strategies, which 
allow accompanying their continuous execution. 
Perhaps this monitoring has been critical to 
success and the generation of positive results.  

- Change in the organizational culture as a 
foundation of the success of the entire process. 

- A substantial alteration in management models. 
The most viable change refers to abandoning 
merely operational decisions for the practice of 
tactical management and a model of strategic 
management. 

 
 It should also be observed that the changes 
generated by the implementation of the model tend 
to be maintained for a long period, or that is, they 
are quite steady. This is due both to the fact that 
they were implemented step by step, and because 
they involve people in terms of values or in a 
change of the local culture. 
 
  Some limitations of the model can be 
identified that involve operational difficulties.   

These difficulties stem from strategic 
elements and actions related to human resources 
and to changes in the market that affect the 
organization. It can thus be affirmed not that there 
are disadvantages to the innovation process, but 
difficulties to be overcome.  
 Practical experience reveal the two most 
common problems to consider in this case:  
 
- There are risks inherent to the decisions that 

support, require or consider innovations. In the 
practical study conducted here, it was observed 
that “running risks” is part of the process. Not 
all organizations understand that certain 
moments in their history demand the courage to 
make changes. Thus, conservative organizations 
are not suitable for the implantation of models 
such as that proposed here.  

- Giving up old brands, which for a long time were 
the leader of the pharmaceutical company and 
which still generated good income, to launch a 
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new line of products was a difficult decision. 
Once again, fear of the new arises and an 
attachment to conservative positions. 

 To minimize the difficulties found, it is 
necessary to establish objectives focusing on the 
strategic management of the organization – and this 
is an essential point in this paper. In the case of the 
laboratory studied, innovation was the strategic base 
and the means to that innovation was investment in 
research and development, to consolidate the model 
in question. Based on the analysis of this 
organization, and of other similar cases, some 
practical suggestions can be formulated to help 
minimize the difficulties: 
- Know what the market is looking for and seek to 

surprise it. 
- Create effective interaction with competitors: it 

is necessary to monitor, predict and evaluate 
what they are doing. 

- Always operate with well defined strategies. 
- Generate a human resources management model 

based on reciprocity, or that is, a clear definition 
of what each party, organization and person 
should do and what they will receive in 
exchange.  

- Create an integration of the entire organization: 
sectors, areas, departments, etc. And above all, 
among people. 

- Create a process of analysis of value of the 
suppliers, to increase efficiency in the productive 
process. 
Perhaps there is no other route to success that is 

not that of innovation. But, certainly, it cannot be 
obtained intuitively.  
 

4 Conclusions 
The survival of the organization depends on its 
ability to compete successfully in a globalized 
world, with innovation being the most important 
action that makes this possible.  
 Innovation is a critical means to getting ahead of 
the competition, conquering new markets or even 
increasing markets where a company is already 
present.    
 The strategic change made by the pharmaceutical 
laboratory studied, which had had leadership 
positions and wanted to win them back, can be 
explained by the stiff competition experienced by 
companies today and which require crucial 
structural changes.  
 Although it is organizations that plan and 
develop new products, it can be said that products 
define organizations.  
 It was observed that the most important decision 
of the laboratory was to sell its old brands and 

launch more profitable products, aimed at 
conquering its position in the market. 
 If the development of new products transforms 
the market needs and the new ideas into new 
products, this creative process is responsible for the 
generation of new ideas and the knowledge needed 
to achieve an innovative product. It was in this way 
that the pharmaceutical laboratory was able to re-
establish itself.  
 Developing new products involves processes for 
creating knowledge and this knowledge is generated 
through innovative projects that are transformed into 
new markets and new industrial processes.  
 Given this case, it can be concluded, with certain 
obviousness, that there is a constant need to feed 
knowledge and stimulate innovative thinking, 
because this is the only way to create competitive 
differences that surprise the competition.  
 Finally, it is worth noting that will and 
determination are not enough. Planning, 
organization and actions that involve human 
resources are needed in the effort to create a 
strategic direction for an organization. 
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