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“POST”-PANDEMIC ENTREPRENEURS: 
CONTRIBUTION TO INNOVATION MANAGEMENT

ABSTRACT

Objective - This research’s aim was to understand the practice of innovative management in the retail trade 
of the city of Sobral, Ceará, so as to provide a contribution to such enterprises’ sustainability, representing 
more than 50% of the municipality’s GDP and which have been suffering the consequences of the COVID-19 
pandemic, as well as stimulating new research fronts for the retail trade’s areas of innovation.
Design / methodology / approach - A field investigation was carried out through unidentified respondents 
by using a semi-structured questionnaire and working with theoretical creativity categories, innovation and 
knowledge management, so as to analyze the innovative management process. This work made use of the 
qualitative method with descriptive goals, and the analysis of data was done by narrative synthesis means.
Results - The results show that there is already a favorable climate for innovation management in the retail 
trade business segment of Sobral. However, it is observed that it is necessary to organize the segment govern-
ance and stimulate creativity and knowledge management as innovation factors. Technology transfer, through 
the university-business partnership, will need to be induced for the impacts and competitive transformations 
for the sector to be completed.
Originality / value - The research is considered relevant since the theme of innovation management in retail 
trade is relatively new in the scientific area, seeing that it is able to guide future research in other municipali-
ties, as well as deepening the elements which enable a university-company approach such as the competitive-
ness factor which constitute the main limitations of this work. 
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Empreendedores “pós” pandemia:
contribuição na gestão da inovação
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RESUMO

Objetivo - Esta pesquisa objetivou conhecer a prática da gestão da inovação no comércio varejista de Sobral, 
Ceará, visando oferecer uma contribuição para a sustentabilidade desses empreendimentos, que repre-
sentam mais de 50% do PIB do município e vem sofrendo as consequências da pandemia do COVID-19, além 
de estimular novas frentes de pesquisa na área de inovação no comércio varejista.
Design / metodologia / abordagem - Trabalhou-se com uma investigação de campo através de respond-
entes não identificados, utilizando-se de questionário semiestruturado, com as categorias teóricas de cri-
atividade, inovação e gestão do conhecimento, para analisar o processo de gestão da inovação. Trata-se 
de um trabalho que utilizou método qualitativo, com objetivos descritivos, sendo a análise dos dados feita 
através da análise de conteúdo.
Resultados - Os resultados mostram que já existe um clima favorável à gestão da inovação no segmento em-
presarial do comércio varejista de Sobral. No entanto, observa-se que é necessário organizar a governança 
do segmento e estimular a criatividade e a gestão do conhecimento como fatores de inovação. A transferên-
cia de tecnologia, através da parceria universidade-empresa, precisará ser induzida para que os impactos e 
as transformações competitivas para o setor se completem.
Originalidade / valor - Considera-se a pesquisa relevante uma vez que o tema da gestão da inovação no 
comércio varejista é relativamente novo na área científica, podendo orientar pesquisas futuras em outros 
municípios, além de aprofundar os elementos que viabilizarão a aproximação universidade-empresa como 
fator de competitividade, principais limitações do trabalho.

Palavras-chave - Criatividade; Gestão do Conhecimento; Inovação

1 INTRODUCTION

Creativity is part of the initial innovation process, when the idea is generated, followed by 
knowledge sharing and implementation (Anderson, Potocnik, & Zhou, 2014). The two processes, 
creativity and innovation management, must go hand in hand and fully integrate (Chibás, 2013). 
Correia, Mendes, and Marques (2018) analyze the relationship between knowledge management 
and innovation management and highlight the importance of both as valuable resources for organ-
izations. The relationships between competitive intelligence and knowledge, information and inno-
vation, the players of a social network, and knowledge (explicit) and know-how (tacit), are examples 
of knowledge management applied to the improvement of innovation management (Canongia et 
al., 2004; Tomaél, Alcará, & Di Chiara, 2005; Sanner, Manda, & Nielsen, 2014; Menezes et al., 2017).

The Covid-19 pandemic has transformed the economy, forcing governments in several 
countries to take measures to address the coronavirus. Even regions with an outstanding GDP had 
to take special action, especially with the micro and small business segment. This is the case of the 
municipality of Sobral, in the State of Ceará, ranked 7th in GDP per capita in the state (IBGE Cidades, 
2017), where in the services sector, retail trade accounted for more than 50% of the municipality’s 
GDP (Banco do Nordeste, 2019).

Starting from the assumptions that entrepreneurs who are at the head of Sobral’s retail 
trade companies are fearful, not knowing how they will get out of the crisis, but aware that they 
need a cultural change process that leads to modern innovation management, this paper seeks 
to answer, among others, the following questions: (i) how creativity can contribute to the innova-
tion management process; (ii) how knowledge management can be a key element in the innovation 
management process; and (iii) in what way innovation and innovation management are factors of 
competitiveness and capable of providing answers to crises.

Corroborating the importance of this paper, as stated by Menezes Filho et al. (2014), theo-
retical models and empirical evidence ensure that the greater the competition, the greater the need 
for modern managerial practices and innovation. This will be evident in the “post”-pandemic period 
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for Sobral’s retail trade, which currently already has expressive competition. On creativity, entrepre-
neurial culture and innovation, it is necessary that the entrepreneur who owns the company has a 
holistic view (Pereira et al., 2015).

Thus, the research is considered important in the study area, since, in addition to the effec-
tive contribution it can bring to the economy of the municipality of Sobral, innovation management 
in the retail trade is a relatively new theme in the area of scientific research, which may result in new 
academic contributions.

2 CREATIVITY, INNOVATION AND KNOWLEDGE MANAGEMENT

Creativity is part of the initial innovation process, followed by knowledge sharing and implemen-
tation (Anderson, Potocnik, & Zhou, 2014). In turn, innovation is an element of fundamental importance to 
the competitiveness and productivity of companies (Stroll & Korhonen, 2018; Oliva et al., 2019) and even as 
a mechanism for the development of society itself (Lowe & Feldman, 2018; Mcdowell et al., 2018). 

The term “knowledge”, on the other hand, is understood as a competitive resource (Pereira & Silva, 
2018; Machado, 2018), amenable to management (Mciver, Fitzsimmons, & Flanagan, 2016), while knowledge 
management comprises the organization’s ability to master, develop, and direct the organization’s expertise to 
strategic goals (Loon, 2019). Some authors, such as Burger et al. (2018) and Donnelly (2019) associate knowl-
edge management with the company’s own expectation of effectiveness and success.

Importantly, as stated by Muzzio and Paiva Junior (2018), it becomes necessary to integrate 
creativity with innovation and knowledge management in an organizational context.

Creativity can be developed and encouraged, involving skills linked to emotion, relation-
ships, and techniques for creating innovation (Amabile, 1997; Muzzio, 2017). In his studies, Amabile 
(1997) highlights a fundamental aspect, that the process of creativity can be favored by the “passion” 
of the business, that is, the pleasure that the individual feels when developing a certain enterprise.

Creativity, according to Amabile (1988), is influenced by two factors: i) relevant skills that 
depend on cognitive, perception and motor factors, that is, what individuals bring with them; and 
ii) skills for creativity, characterized by the direction to new perspectives or problems, application of 
heuristics leading to new cognitive paths, as well as persistence, including knowledge, techniques 
and talent. Complementing the creativity development, the author also establishes: a) expertise, 
that is, the knowledge and experience that a person possesses and that can be used at work; b) 
creative reasoning, dealing with the way of approaching problems and the ability to put together ex-
isting ideas into new combinations; and c) motivation, comprising the motivational factor, which can 
be intrinsic or internal to the individual, related to his/her will, and extrinsic motivation, originating 
from the “need to do”, even if he/she does not have the will.

One of the skills that the creative individual needs to develop is the ability to modify his/
her behavior and knowledge base, interconnecting new areas in a multidisciplinary context. He/
she also needs to have the ability to influence his/her environment and leadership to ensure the 
applicability of innovative ideas, facing intra-organizational resistance (Paiva Junior, 2018; Lins Filho, 
Andrade, & Silva, 2020). Therefore, creativity concerns the ability of individuals to engage in a pro-
cess of creating objects or ideas in the organizational context ideas that are new, different from the 
simple reproduction of existing ones (Castañer, 2016).

According to Muzzio (2017), the creative individual is the professional endowed with skills, 
capable of causing the development of the innovative process in organizations through the operation-
alization of projects that allow the effectiveness of creativity. Amabile (1997) argues that creativity 
in an organizational context can be manageable, since organizations are made up of professionals, 
procedures, and resources, which can be adapted to their goals and policies, through their managers. 
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However, in order to have a greater creativity return, the attitude of the organizations’ man-
agers becomes fundamental, aiming to: i) identifying those who are really willing to make changes 
or those who prefer to continue in the traditional posture; ii) knowing the different strengths of the 
organization, especially in relationships that opportune creativity; iii) reflecting on how people can 
be stimulated to develop their relationship capabilities; and iv) creating solutions and alternatives, 
placing the leader as the responsible for this dynamic, collaborating with business innovation (Gal-
lon, 2008; Ries, 2012; Muzzio & Paiva Junior, 2018; Lins Filho, Andrade, & Silva, 2020).

Blomberg, Kallio, and Pohjanpää (2017) assure that creativity is a capability required by 
organizations operating in environments with heightened competition. According to the same au-
thors, it can be stated that even in organizations that consider it as a secondary element, creativity 
has been included as necessary.

Organizational creativity should take place in a multidisciplinary context, involving skills of 
teams from different areas of knowledge working together to generate problem solving and inno-
vative projects (Muzzio & Paiva Junior, 2018; Lima & Rita, 2020). Thus, managers and professionals 
need to relate to each other and create promising partnerships and links aligned with organizational 
goals. In order to generate ideas, creativity, and solutions for new businesses, it is also possible to 
act jointly among organizations, institutions, and external agents (Galina, 2020).  This statement is 
confirmed by Madeira (2015), who states that the expenses required for funding Research and De-
velopment (R&D) activities justify the importance of approaching universities as an alternative for 
companies to strengthen their innovation process. Likewise, universities benefit, since they obtain 
resources to finance their activities. The company gains a competitive advantage and the society 
with the generation of economic development (Guimarães & Kniess, 2014). 

As Guimarães and Azambuja (2018) point out, innovative companies differentiate them-
selves from traditional companies, especially in a global and digitally connected market. Innovative 
companies exhibit work dynamics that are resilient and agile enough to adapt to the market. On 
work dynamics, Cirella et al. (2016) ratify the importance of employees in the organizational sphere. 
While Aguiar and Suave (2020) recall that the result of creativity must present innovation, differen-
tiation, acceptability, appropriateness, and usefulness.

The employees´ creativity, aiming to give results that assist in the creation of innovative 
products or services and processes, can be stimulated through tools such as design (Forcelini, Varni-
er, Fialho, & Merino, 2018). In turn, design thinking is a method where multidisciplinary teams work 
in order to meet the needs of consumers in various areas of the economy (Brown & Wyatt, 2010). 
New ways of thinking about organizations are emerging, especially human capital and the very lead-
ership that manages creative talents, conceptualized as creative management, which articulates cul-
ture, individual and leadership (Muzzio, 2017).

Good leadership is fundamental, since creativity leads to divergent and convergent ideas, 
which develop knowledge, but which must be strategically directed towards solutions in innovative 
products and services (Le Masson, Hatchuel, &Weil, 2017). Muzzio and Paiva Junior (2018) ratify that 
the leader or manager has the role of directing and influencing the company towards creativity in 
processes and practices, being decisive factors for innovation. 

Creativity integrates innovation, since it materializes the application of new ideas (Stoner 
& Freeman, 1999). Paiva et al. (2016) ratified that creativity and innovation are factors of economic 
growth, used by entrepreneurs. 

Therefore, the companies which are able to respond to the market in a swift and flexible 
way are promoting innovation based on competence management, and so are said to be winning 
companies (Teece; Pisano, 1994).
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Innovation is seen by Pimentel and Nogueira (2018) as a construct from reality, which incor-
porates cultural, social, and knowledge resources. Vanhaverbeke (2017) and Vendruscolo and Galina 
(2020) show that ideas likely to turn into businesses with growth potential result in innovations known 
as startups, which can partner with large companies. This shows that product and service development 
is increasingly associated with knowledge external to organizations (Vanhaverbeke, 2017).

Startup companies, like the innovative ones, present innovations in business models by 
working with organizational innovation, therefore inspiring managers and academics to overcome 
obstacles (Chesbrough, 2010).

It should be noted that the main aspect of a business model is the delivery of value to 
customers, that is, it will depend on how companies organizes themselves in order to better meet 
consumers’ needs, which is a function of innovative management (Teece, 2010). 

Since knowledge results from an organization’s asset and considering the constant changes 
needed to meet increasingly demanding audiences, it becomes important systematic market re-
search and other information, for which strategic management is key. Cohendet, Parmentier and 
Simon (2017) state that: “the new dynamic capabilities framework for corporate strategic manage-
ment, especially in terms of organizational knowledge processes, has become the paradigm for ex-
plaining innovation strategy.” 

Nonaka and Takeuchi (1997) ratify that knowledge results from the interaction of individuals 
within the organization, because an organization does not create knowledge alone. In turn, the same 
authors and Nonaka and Konno (1998) introduce the concepts of externalization and internalization 
processes. Externalization converts tacit knowledge into explicit knowledge, where tacit knowledge is 
articulated and translated into understandable formats. Internalization, on the other hand, transforms 
explicit knowledge into tacit knowledge and is characterized as “learning by doing”, or on-the-job train-
ing, so that the members of the organization can access the knowledge produced by the group.

According to Windsperger and Gorovaia (2011) technology transfer is related to tacit and 
explicit knowledge. The more tacit knowledge, the more information will be required to facilitate ab-
sorptive capacity. According to Cohen and Levinthal (2012, p. 377) absorptive capacity refers to the 
“ability to recognize the value of new information, assimilate it, and apply it for business purposes.”

The previous forms of knowledge lead to the notion of Technology Transfer (TT), under-
stood, in this case, as a process of transfer of knowledge and specific skills, which arises from re-
search and development and aims to promote the technological capacity building of the receiving 
companies (Windsperger & Gorovaia, 2011).

Technology transfer, starting from the university and reaching the company, called Univer-
sity-Business Technology Transfer (UBTT), emerged in the 1970s in the United States and became 
common practice in developed economies and emerging countries, and, in the latter, it has shown 
itself as an important form of technology transfer, mainly due to the low research funding capacity 
of most companies (Muscio, 2010). 

However, it should be noted, as the classic in the area of innovation Bell (1993) points out, 
that the Brazilian National Research System faces difficulties related to the institutional separation 
between research sectors and productive analysis, due to the linear innovation model. According 
to this same author, negative results of the transfer of research to companies occurred from the 
erroneous view that research institutes could replace the industrial R&D sectors and that they could 
generate innovations to be exploited by local industry.

Understanding that the TT process requires direct contact between those involved, since 
besides the observation of body language it is possible immediate feedback, Windsperger and Gor-
ovaia (2011) state that the transfer and absorption of new knowledge are made possible in a direct 
way through training, conferences and meetings. 
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According to Cruz da Silva (2013), TT can also be seen as a process of know-how, aiming 
to contribute to business development, including creating companies from Science and Technology 
Institutions (STI), known as spin-offs, with the results of academic research. 

Competitive advantages arise from technologies transferred and absorbed through know-
how (Cruz da Silva, 2013). And, in this context, the concept of franchising emerges, for example, 
with the standardization of activities and the dissemination of best practices. In the same line of 
reasoning, technology transfer allows innovation to happen when the receiver absorbs or masters 
the knowledge, being in a position to create new technologies and generating more knowledge 
and innovation. As Windsperger and Gorovaia (2011) state, the success of technology transfer lies 
in organizational skills or learning capacity. In the case of franchises, in the efficiency of passing on 
knowledge between franchisee and franchisor.

The technological knowledge transfer, according to Castro et al. (2013), is a means to achieve 
innovation and result in competitiveness for companies. Some reasons for this were pointed out by 
Van Wijk, Jansen and Lyles (2008), who stated that technology transfer allows companies to acquire, 
transform and apply external knowledge, as well as obtain product, process and/or service innovations, 
adding value for customers and enabling superior performance. For Dias and Porto (2014), technology 
transfer plays an important role because of the innovation potential it can provide. However, according 
to Freeman (1995), for technology transfer to be effective, resulting in innovation, it is necessary to 
work with a systemic vision and with the concept of the National Innovation System (NIS).

One of the classics on NIS, Edquist (2004), points out its three main players or agents: (i) the 
State, for formulating public policies; (ii) universities and research institutes, for the dissemination 
of knowledge; and (iii) companies, for the transformation of knowledge into products or services. 
The way these players relate to each other will define the innovative capacity of the System (OECD, 
2004). It is important to remember Freeman (1995), when he stated that the state has a fundamen-
tal role in Science, Technology & Innovation (ST&I) public policies, which strengthen the SNI. And, 
when building public policies for innovation, remember the Triple Helix model in its balanced config-
uration (Etzkowitz & Leydesdorff, 2000; Etzkowitz, 2003; Ranga & Etzkowitz, 2013).

In turn, regional inequalities compromise the effectiveness of uniform public policies, as 
not all regions are able to take advantage of national policies. Thus, the concept of Regional Innova-
tion System (RIS) arises, derived from the NIS, operating according to specific characteristics of each 
region of the country (Araújo & Oliveira, 2015). 

The RSI concept is closely related to the issue of tacit knowledge. Thus, it is necessary to 
understand that technological development and innovation go through the knowledge economy, 
from the distinction between tacit knowledge and codified knowledge. Tacit knowledge is character-
ized by being personal and context-specific, difficult to be formulated and replicated, and is linked to 
agents and institutions, which are unique and through which knowledge can be accessed and used. 
Codified knowledge, on the other hand, refers to knowledge that can be transmitted in formal and 
systematic language, being transformed into information. Its use is not tied to any agent or institu-
tion (Herscovici, 2007).

In Brazil, a milestone in the attempt to organize the SNI is the Innovation Law, Law n. 10.973, 
of 2004, amended by Law n. 13.243, of January 11, 2016, and regulated by Decree n. 9.283, of Feb-
ruary 07, 2018 (Galdino, 2020), which encourages the creation of cooperative environments and 
also the more effective participation of ICTs in the innovation process and gives a prominent place to 
the Technological Innovation Centers (TIC), as a way to align the interests between universities and 
companies, and among their main functions is the study of feasibility and support for the launch of 
technology in the market.
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3 RESEARCH METHODOLOGY

This article is structured as applied research. As for the form of approach, the qualitative 
method was chosen, which allows us to know “the exploration of the set of opinions and social rep-
resentations about the theme we intend to investigate” (Gomes, 2009, p. 79). 

As for the objectives, this was descriptive research, which according to Gil (2010) aims to study 
the characteristics of a group, raise opinions and attitudes of a population. This is because the research 
conducted a survey on the target population and, for this, it used the following technical procedures: 

1.	 Bibliographic research, by which it was aimed to ensure the scientific character in data 
collection. By systemic revision means, a review of the literature was conducted on the 
following theoretical categories: Creativity, Innovation and Knowledge Management. 
The bibliographic research used books, scientific articles and other materials available 
on the internet, preferably with less than 5 (five) years of publication, through special-
ized databases. Having read them, they were organized in order to build a conceptual 
framework, which served as the basis for the questionnaire and for the arguments in 
the results discussion stage;

2.	 Documentary research, where databases were analyzed, mainly from the Brazilian 
Micro and Small Business Support Service (SEBRAE), the Chamber of Store Managers 
(Câmara dos Dirigentes Lojistas, in Portuguese) (CDL) and the Luciano Feijão College 
itself; and

3.	 Field research through unidentified respondents, using a semi-structured question-
naire, that is, composed of closed and open questions, prepared by the researchers 
(Cherobim et al., 2003) as per the annex. The Google Drive forms platform was used to 
send, receive and tabulate the questionnaires. The link to the questionnaire was sent 
through the database of Sebrae and CDL, Sobral offices, and responses were expected 
for a period of two weeks.

The data analysis was done through a narrative synthesis, a method used in qualitative 
research. It is known that in qualitative methodology the researcher makes use of the information 
about a topic in order to understand a certain phenomenon (Clandinin; Connely, 2000). This was the 
technique used for the questionnaire, making use of theoretical propositions for better argumen-
tation and questioning. It should be stressed that each result obtained from the questionnaire was 
integrated and confirmed by the theoretical framework.

In order to illustrate the importance of the retail trade in Sobral, State of Ceará, it is noteworthy 
that, according to data from the Internal Revenue Service (Datasebrae, 2020), of the 10,585 companies in 
the service sector, 5,496, that is, more than 50%, represented the retail trade in that municipality.

4 RESULTS DISCUSSION

The research aimed at knowing the practice of innovation management in the retail trade 
of Sobral, whose field analysis, using theoretical categories, will offer a contribution to the sustaina-
bility of these enterprises.

Field results show that entrepreneurs have yet to master their creativity techniques while 
fostering them in their companies. This fact reveals the favorable climate that exists for innovation 
management in companies, since it is known that it is from creativity that the innovation process 
begins (Anderson, Potocnik, & Zhou, 2014).
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As stated by Muzzio (2017), the creative individual is the professional endowed with skills, 
capable of provoking the development of the innovative process in organizations, through the opera-
tionalization of projects that allow the effectiveness of creativity. Nearly all of the entrepreneurs who 
participated in the survey, consider themselves to be creative. This reaffirms the favorable environ-
ment for the innovative management process. This fact is reaffirmed when the interviewees, almost all 
of them, claim to have involved themselves with the process of creating new ideas for their company.

However, when one analyzes the creativity aligned to the objectives and policies of the 
companies, as well as if the businessmen surveyed feel they are leaders or have managers capable 
of making strategic decisions for innovative solutions, we do not have the majority of respondents 
as in other cases, but even so, a high number of respondents manage to achieve such alignment. 
Such fact highlights an opportunity to present how through the innovation management process, 
creativity can be articulated to the company’s goals and policies and the importance of the business-
man and his managers leading the process, as stated by the classic Amabile (1997) and others (Le 
Masson, Hatchuel, & Weil, 2017; Muzzio & Paiva Junior, 2018).

Another aspect extremely favorable to the construction of an innovation management 
model is that nearly all of the respondents (90%) identify creativity as a determining factor to ad-
dress competition, in line with what Blomberg, Kallio and Pohjanpää (2017) state, when they em-
phasize the importance of creativity in any organization.

To generate ideas, creativity, and solutions for new businesses, it is also possible to act 
jointly among organizations, institutions, and external agents (Galina, 2020). When asked how busi-
nessmen have been acting jointly, less than half 41% answered that they have been acting in part-
nership with other companies, organizations, or institutions. The partnerships they establish take 
place in the relationship with suppliers, competitors and customers with the aim of seeking innova-
tive ideas for their company, these were the answers obtained from most respondents.

However, when it comes to the partnerships focused on innovation with government agen-
cies and other funding institutions, only a little more than half of the respondents keep such practice. 
When it comes to partnerships with higher education institutions to generate innovation, the number 
of those who practice it is still very incipient, having been performed by only 30.4% of the business-
men surveyed. These two results reveal a fragility in what Freeman (1995) calls the Innovation System, 
showing that innovation does not depend only on the isolated performance of companies, organiza-
tions or educational and research institutions, but on how they interact among themselves and with 
other players. It is known, from the theoretical framework (Bell, 1993), that there exist difficulties 
between the Brazilian institutional research system and the productive sector, which allows us to un-
derstand the statement from the entrepreneurs surveyed by this work. Nonetheless, the importance 
of the university-company approach as an alternative to strengthen the innovative process also lies in 
the fact that both can benefit themselves: the first can obtain resources to finance its activities and 
the second may gain competitive advantages. Finally, society gains from the economic development 
generated (Guimarães; Kniess, 2014). A good innovation management practice may help to increase 
the percentage of these partnerships and, consequently, increase innovations in the segment.

The businessmen were asked about the partnerships with companies and they mentioned 
mainly suppliers of raw material, products and services, among them: IT developers, from the pharma-
ceutical industry, artisans and liberal professionals and consultants. Opening up to IT developers, free-
lancers and consultants could facilitate the implementation of the innovation management process.

At the core of management and with an eye toward innovation, the majority of entre-
preneurs consider that their standing stimulates creativity (82%), and yet a lower number of them 
(75%), say they stimulate the creativity of employees through creative thinking, motivation, and 
multidisciplinary knowledge. A large number of them also indicate that creativity is stimulated, also 
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influencing their environment and their leaders in order to ensure the applicability of innovative 
ideas among their employees (84%).

Such corporate behavior is in line with what the classic of the area, Amabile (1988), argues, 
since it stimulates skills that individuals need to develop (Paiva Júnior, 2018; Lins Filho, Andrade, 
& Silva, 2020) and is in accordance with the posture of managers who aim for a higher return of 
creativity (Gallon, 2008; Ries, 2012; Muzzio & Paiva Júnior, 2018; Lins Filho, Andrade, & Silva, 2020).

A key aspect is that nearly the majority of businessmen consider creativity and innova-
tion important for decision-making in their company. As Stroll and Korhonen (2018) and Oliva et al. 
(2019) point out, innovation is an element of fundamental importance to the competitiveness and 
productivity of companies.

However, nearly more than half of the entrepreneurs interviewed make use of some type 
of methodology to offer new products, services or innovative processes. Among these methodol-
ogies, organizational creativity is known to develop in a multidisciplinary context involving skills of 
teams from different areas of knowledge working together to generate problem solving and innova-
tive projects (Muzzio & Paiva Junior, 2018; Lima & Rita, 2020).

Innovative companies differentiate themselves from traditional companies, especially in a 
global and digitally connected market (Guimarães & Azambuja, 2018). In this aspect, a reflection and 
work with the companies of the retail trade should take place, because the number of entrepreneurs 
who consider that their companies are prepared to adapt quickly to the changes that the market 
requires is still small (62.5%).

Ideas likely to turn into businesses with growth potential result in innovations, known as start-
ups (Vanhaverbeke, 2017; Vendruscolo & Galina, 2020). Of the businessmen surveyed, a considerable 
number (73.2%) showed that they already partner or are interested in partnering with startups. This 
result signals an openness to the innovation management process, especially considering that there are 
practically no public innovation policies aimed at the retail trade (Lima, Mota, & Pontes et al., 2017).

Considering the constant changes required to serve increasingly demanding audiences, 
systematic market research and other information becomes important, for which strategic manage-
ment is key. So state Cohendet, Parmentier and Simon (2017, p. 197), “the new dynamic capabilities 
framework for corporate strategic management, especially in terms of organizational knowledge 
processes, has become the paradigm for explaining innovation strategy.” In the context of the re-
search, more than half of the entrepreneurs reported that they know and apply knowledge manage-
ment in their company, indicating that they can identify market needs and respond with innovation. 
Nonetheless, the research revealed that half of those interviewed are unaware or not in the habit 
of transforming practical knowledge into explicit knowledge within their companies. In turn, the 
practice of either “learning by doing”, or “in-service training” being capable of transforming explicit 
knowledge into practical knowledge is known to the majority (84%).

Classics in the area ensure that knowledge results from the interaction of individuals with-
in the organization, because an organization does not create knowledge alone, bringing the im-
portance of tacit knowledge and experience (Nonaka & Takeuchi, 1997). The same authors show 
that explicit knowledge is transformed into tacit knowledge through learning by doing or on-the-job 
training, so that the members of the organization can access the knowledge produced by the group. 
In view of the previous statements, we can see the need to stimulate the transformation of practical 
knowledge into explicit knowledge.
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5 FINAL CONSIDERATIONS

Through field research, with unidentified respondents and using a semi-structured ques-
tionnaire that aimed at knowing the practice of innovation management in the retail trade of Sobral, 
it was researched about creativity, knowledge management and innovation in companies that are 
members of groups of class entities of the segment.

As the objective is to offer a contribution to the sustainability of these enterprises, based 
on the results of the research and supported by bibliographic research on the theoretical categories 
researched, the following considerations about the management of innovation in companies in the 
retail trade of Sobral are presented, as best shown in the item “Results Discussion”: 

(i) Creativity can contribute to the innovation management process with regard to the cli-
mate it provides, since it is from this that the innovation process is initiated. Most of the business-
men surveyed consider themselves creative, which reaffirms this favorable environment for the in-
novation management process. Another relevant aspect of creativity in the innovation management 
process is knowing how to articulate it to the company’s objectives and policies, having the business-
man and his managers as leaders of the process.

ii) Knowledge management is a key element in the innovation management process be-
cause it allows the identification of market needs through strategic management, incorporating the 
transformation of explicit knowledge into tacit knowledge. Through “learning by doing”, the mem-
bers of the organization socialize knowledge, allowing the stimulation of the transformation of prac-
tical knowledge into explicit knowledge.

iii) Innovation and innovation management are competitiveness factors and capable of pro-
viding answers to crises when adopted by organizations in their decision making. A relevant number 
among the surveyed companies does not consider itself prepared to quickly adapt to the changes 
that the market demands acting together helps in these moments of crisis, when working in partner-
ship, interacting among themselves and with other institutions, can leverage innovations in the seg-
ment where they operate. Most of the companies surveyed establish partnerships with suppliers, 
competitors and customers. However, this number is reduced when this partnership relationship is 
with government agencies and other development institutions, and is even smaller when it concerns 
higher education institutions. The university-company approach, in the technology transfer process, 
is an alternative to strengthen the innovation process, providing funding for university activities and 
gains in competitive advantages for companies.

The results show that there is already a favorable climate for innovation management in 
the retail business segment of Sobral. However, it is observed that it is necessary to organize the 
governance of the segment and stimulate, increasingly, creativity and knowledge management as 
factors of innovation. Technology transfer, through the university-company partnership, will need 
to be induced so that the impacts and competitive transformations for the sector are completed, 
minimizing the post-pandemic losses and contributing to territorial development.

Based on the main findings, future research in other municipalities is recommended, aim-
ing to assess whether creativity and knowledge management are also conducive elements to innova-
tion management, as well as to deepen on which elements enable the university-company approach 
as a competitiveness factor. These were the limitations identified in the study. 
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