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Ementa: 

The course will present the main theoretical points that base the subject, involving factors 
and variables that determine the conditions of innovation and market development. It 
encompasses technological, product, process and organizational innovation focusing on the 
adoption, diffusion and open innovation in order to evaluate impacts in the development of 
markets. This theoretical support will aggregate practical aspects of the subject, developed in 
order to enable the integrated vision in terms of business operations. Concepts of 
sustainability in all its aspectos will be studied in relation to the constructs strategy and 
innovation. 
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