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In recent years, the design has been in evidence and showing the importance in leading companies. Then comes the 

strategic management of the design, an area of knowledge that aims to add value and competitive advantage to 

companies through a practical meeting. In this context, this research aims to evaluate the current scenario and 

projections of this knowledge to the market in the Manaus city, Amazonas, Brazil, and to highlight the importance 

of it as an important factor in project management. Therefore, we adopted the descriptive and quantitative research 

carried out data collection through a survey with the purpose of extracting data from key stakeholders: Designers 

and entrepreneurs. Reputable sources of information reveal that the inclusion of design in business has become a 

trend with the increasing competitiveness of the global market, in contrast, the results of this research show that the 

local market is still not a reality, but it is already taking the first steps, which tend in the long-term, increase to an 

advanced level of management. 
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Introduction 

This study illustrates the strategic management of design incorporated into the process of project 

management as a strategic tool of fundamental importance for competitive differentiation in the market, in this 
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case the city of Manaus, where it is checked initially, based on unsubstantiated assumptions, the lack of this 

activity in the current models of project management.  

According to Minuzzi, Pereira, and Merino (2003), the subject of strategic management design is a recent 

subject in Brazil and still very little spread in the organizational culture of large national companies, either in the 

northern region. A reality that arises, among other factors, the high resistance of managers to believe and invest 

in innovation and creativity in the growth of the competitive capacity of their own projects and the company that 

he/she manages. This view, however, comes in disagreement with the current market trends, which due to the 

fierce competitiveness that progressively reaches higher and higher levels, requires companies and their products 

and/or services assume a different position to ensure their own survival in the market, since the use of traditional 

tools and factors such as price and quality, let alone be decisive for the guarantee of success. 

Câmara, Monteiro, Oliveira, Mendonça, and Botelho (2006) nodded to the innovation process as a factor 

which depends increasingly on the ability of a company to compete in the medium and long term, which means 

that innovation is intrinsically related to the management itself. The author further states that the coverage of 

the design exceeds the limits and functions merely aesthetic, and should be seen more than that, but as a tool for 

innovation for the competitiveness of companies. 

Based on this speech, such work is to develop a study aimed at understanding the concept and use of 

strategic management of design projects, with an emphasis on benefits and contributions that this tool can offer 

to companies as an active differentiator in business competition, justifying an investigation of the current 

scenario and market prospects (industry, trade, and service goods) that the present context of the city of Manaus 

prospects for the future with regard to the strategic management of the design. 

According to Zurlo (2010), as the design process provides a movement of transformation, it is an open 

system that allows and offer different points of view, and interpretive models articulated and several 

prospective disciplinary. Through the collective thinking of the typical design, which in turn will be reflected in 

production value for customers, partners, employees and other stakeholders, the strategic design has an inherent 

capacity to enable a process of dialogue between various actors and brings a characteristically strategic action 

as cause and effect of a collective and iterative process that can change reality (Zurlo, 2010). 

To corroborate this statement, was first drafted a survey data collection, which results indicated the level of 

information of businesses in the city about it and use made of this tool in their day to day management activities. 

The evaluation was based on quantitative sampling gathered, which in turn helped in obtaining a science 

of the real situation of the problem in question, and strengthened the hypothesis that the lack of knowledge 

about design management within the market, as attests Fascioni (2008), which also warns of education 

institutions, restringeem very competitiveness of domestic firms. 

Theoretical Foundations 

Understandings of Design 

In times where information is increasingly more dynamic and integrated to a greater number of 

communication channels, the word design has been gradually introduced to the everyday and popular 

vocabulary, however, their understanding is often missing or erroneous, distorting the concept of design 

assignments practices that do not compete with its main feature: the projecting. But conceptualize and define 

their practices, it is one of the easiest tasks, considering that there are discussions and differences of concepts 

within the academic and professional community in the area that do not come to a common denominator 
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bounded, considering that it is a profession that goes through constant change influenced by different historical 

moments, as well as having affinities with art, since both are characterized as creative activities, as commented 

by Costa Jr. (2009).  

For Best (2006, p. 112), “design is strictly a cyclical process of inquiry and creativity”. The design process 

consists of a series of methods and together with the nature of each project or design issues, and is not linear 

because it has many cycles defined to allow the interactive nature of the design and accommodate insights at 

each stage of the process. 

Starting from the etymological principle of the word, we see in Cardoso (2004) that the earliest origin 

comes from Latin designare, meaning design and drawing at the same time. While the English language refers 

to both the plan view, intention, purpose, as the arrangement and structure.  

The author explains the origin and meaning of the word itself, it has cause an ambiguity between the 

abstract (subjective, conceptual) and concrete (objective, practical) to shape things, however, is knowledge and 

acceptance general the design works on these two levels, so characterized, and becomes an essentially 

projective activity. 

Brown (2009) proposed that design thinking is an approach that uses the designer’s sensibility and 

methods to solve problems and meet the needs of people with a viable technology and commercially practicable. 

Hence, design thinking is the user-centric innovation, which demands collaboration, interaction, and practical 

approaches to find the best ideas and ultimate solutions. And yet, the design before interpreted as a task in the 

development of new products, may spread their “projective thinking” (design thinking), capillary organization 

and, especially, its administration, proposing the project as a new paradigm innovation. 

Conceptualizations aside, Sperb (2009) showed that the Random House Unabridge Dictionary situates the 

origin of the word in the period of 1350-1400, when the design was combined with other fields of knowledge 

(mathematics, physics, engineering, and poetry) to creating mechanical watches. But it was only during the 

European Renaissance, the expression obtained a clearer sense primarily for traders, who realized that using the 

return could bring design to business to differentiate their products through the competition of European trade. 

It is seen in the literature almost entirely, that the industrial revolution in the 21st century was the 

framework for the emergence of the professional practice of design, considering its formation that period as 

project activity can define the formal properties of the product “creating an interface relationship with the 

consumer and their needs, contributing to the creation of trends and generating market demands” (Lemos, 2009). 

The historical process started from then transformed and expanded the powers of design, overstepped the 

boundaries of the industry and also migrated to the service economy, expanding its multidisciplinary and 

acquiring greater creative freedom to wander through the various fields of knowledge, besides taking its 

functions initially dedicated to industrial purposes, other new responsibilities (Franzato, 2010). 

Design Management and the New Economy 

One of the biggest challenges faced by organizations in recent years, according to Miolo (2006), has been 

keeping up on the competitiveness of the market in the face of constant changes resulting from globalization, 

which therefore requires multinationals to compete with small businesses, which are broaden the choices of 

products and services offered to consumers. These, in turn, become more demanding compared to the increase 

of this offering, raising the companies’ greater concern to meet the expectations of these customers through 

differentiation and innovation, which are nothing more than design essentials. 
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Regarding these changes, Duisemberg (2008) spoke of the emergence of a creative economy that replacing 

the traditional models of production, focuses on human talent and innovation as tools for the promotion of 

development compared to a constantly changing scenario, where parameters, models, and trends are quickly 

replaced by others in a dynamic ever-accelerating events. Moreover, the approach of the creative economy 

permeates the concept of innovation, like Sawhney, Wolcott, and Arroniz (2006) that defined as creating 

substantial value for customers and companies and emerges from a combination of factors, with the knowledge 

of its key inputs. 

Given the scenario presented, the design approach within companies figure changed, becoming seen as a 

powerful competitive advantage. Found in the brief narrative of Crumb (2006) as an understanding of this transition: 

The awareness of the importance of managing this process for entrepreneurs, industrialists, researchers, 

and designers themselves, led to the development of ways to manage the design, seeking its systematization and 

control, as well as their consistent application. Thus, the design management is now consolidated as the study 

area and various business initiatives, government, and consulting institutions (Miolo, 2006). 

The management of the design has been widespread within organizations, especially in the economic 

advanced countries such as the United States and European countries, where the relationship between these two 

fields of knowledge are already understood and valued in the face of a culture of design more mature compared 

the Latin American countries (Campos, Andrade neto, Silva, Paschoarelli, & Landim, 2010). This detachment 

is clear considering the historical factor, as the example of Europe, the management of the design came from 

the 1960s, with the award initiatives and scientific publications on design management approaching and 

discussing about the role of design in the economy and in business, apart from order to recognize the value and 

contributions that this knowledge could lead to managerial environment (Minuzzi, Pereira, & Merino, 2003). 

Brazil, by contrast, still has a few companies investing effectively in design, especially considering the history 

of the Brazilian market, which until a few decades ago, suffered late in relation to the outside regarding the 

modernization of the industry (Santos, Silva, & Telles, 2008). 

Possibly, the combination of these two areas could be due to the affinity they have in common, if we 

ponder what is glimpsed in Mozota (2002), that the design is not only in close up around a creation activity, 

coordinator, and systemic, but especially focuses on solving problems just like project management, thus 

manifesting a proximity between areas seemingly unnoticed.  

In a comparison between schematic design and management presented by the author, visualize the 

similarities that can be found (see Table 1). 
 

Table 1 

Relations of Convergence Between Design and Management 
Management Design 

Process, troubleshooting Problem solving activity 

Management ideas, innovation Creative activity 

Enterprise systems, information Systemic activity 

Communication, structure Activity coodination 

Culture of the organization Cultural activity and artistic 

Note. Source: Mozota, 2002. 
 

Many points in common can be understood based on the assertion of Fascioni (2008), “design is the 
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embodiment of the brand’s personality, values, and goals of the company, existing independently of the will or 

consciousness of its managers”. If the design is inherent in a company since its inception and common to all 

others, the same differentiation from the competition will be in the way, the “how” design management will be 

made so that their strategies are planned and executed in alignment with your goals. 

Wolf (1998) defined the role of design management as just a plan and manages the strategies 

corresponding to the goals and values of the company, through proposals to ensure compliance with the 

objectives, respecting deadlines and estimated costs. 

In the midst of this process, the author argues that design management can be conducted in parallel with 

the strategic and operational levels, known respectively as the strategic management of design and operational 

management of design. 

Strategic Relations of the Design and Design-Thinking 

From the perspective of Magalhães (1997), the strategic design is defined as a form of action directed 

toward the management of design in business, where corporate image and products are integrated into the 

organization’s strategies using the process as a catalyst and synthesizer materializing knowledge and 

information on products and services. 

The design concept related to strategy and innovation began to be formalized as a discipline since 1975, in 

Boston, with the emergence of the Design Management Institute (DMI). 

In this sense, the designer is noted as an agent of the process more strategic and not exclusively operating 

a preset profession commonly absorbed by managers and by society in general. In this sphere, it is understood 

that the professional has knowledge that allow you to not only troubleshoot aesthetic and functional nature of 

products and services, as well as participate in the planning stages, production, management, and marketing 

(Balem, Fialho, Cardoso, & Souza, 2009). 

This assertion is understandable if we consider that the multidisciplinary areas in which the design focuses 

(see Figure 1), provides grants to professional to interact with human cognition and manage visual information 

and theoretical knowledge to properly assume the role of the creative driver development projects.  
 

 
Figure 1. Design skills and related areas. Retrieved from http://www.simbiozi.com.br. 

 

Design is a value added, is to deal with emotions, human desires, experiences, is to create value and 

materialize it into products and services, generating solutions actually relevant and effective to allow the 

company to recognize and rethink their position before positive the consumer. 

Organizations worldwide relevance as Apple, Kia, Nike, Sony, among many others, have already paid 

attention to the design and incorporated as an essential part of their business, after all, design helps sell, and 
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very (Hanson & Nitzsche, 2010). Undoubtedly, each of them at one time felt the need to focus on innovation as 

a way to ensure your stay in the market and decided to invest in the intangible value of their corporations, to 

quote the corporate image, the relationship of consumers with the brand and experiences of use, among others, 

are some of the many attributes that currently respond better corporate performance of firms in the market.  

For Martin (2009), design thinking is to form a context instead of taking it as it is, i.e., the concept deals 

primarily with what does not yet exist, deepening the analysis. 

With bases embedded in the work and development of these values (intangible), then rises to just over 10 

years the concept of design thinking. Its definition varies from author to author, some call mental model, other 

methodology or concept, but among the numerous variations, is given in Kiss (2010), that the expression is 

actually a recent term to describe the concept does not as recent as well. Demarchi, Fornasier, and Martins 

(2010) added “Design thinking is not a new concept or a new practice, as long as there is no design”. 

Also in this line, Cardon (2010) described the design thinking as “a useful tool that applies the creative 

and critical thinking to understand, visualize, and describe complex or ill-structured problems and then develop 

practical approaches to solve them”. 

To Viana, Vianna, Adler, Lucena, and Russo (2012) is design thinking an “approach focused on the 

human being, who sees in multidisciplinary, collaborative and tangibilization thoughts and processes, pathways 

that lead to innovative solutions to business”, Martin (2010) stands in the same conceptual treadmill. 

For Lockwood (2009) its definition is nebulous. The English dictionaries distinguish thinking of (thinking 

of), thinking about (thinking about), and thinking through (think through), concluding that design thinking 

meets the three. 

Design thinking is essentially “a process of human-centered innovation that emphasizes observation, 

collaboration, fast learning, visualization of ideas, rapid prototyping concepts and business analysis of 

competitors, to influence innovation and business strategy” (Lockwood, 2009, p. 11). 

Based on this speech, like many others, means that the definition is the same design strategy, however, as 

the term itself already expressed, design thinking refers to the designer called way of thinking, to seek solutions 

in different ways and unconventional in the business, the famous “think outside the box”. And think like a 

designer means to systematize the process in stages and be guided by a method (see Figure 2) that leads to the 

solution of the problem.  

 

Figure 2. Schematic representation of the stages of design thinking. Source: Viana et al., 2012. 
 

In Brown (2009), ideation is the process in which ideas and concepts are generated and prototyped in order 

to generate innovations on the problems identified in step immersion. 

The apparent linearity of the process is not exactly in practice, since the model is flexible in every problem 

situation, allowing steps are conducted independently of sequence, with freedom to combine the three steps 

   Immersion     

   

Analysis and Synthesis

   Ideation    

         Prototyping
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immersion self-explanatory, suicidal ideation, and prototyping as the need for the project. 

Manaus From the Perspective of Economic Development 

Located in the center of the largest preserved green area in the world, Manaus concentrates most of the 

total population of the state of Amazonas, which is nothing less than the equivalent of 1,882,423 million 

inhabitants living only in the capital, according to the 2010 Census, the Brazilian Institute of Geography and 

Statistics (IBGE), occupying seventh place in the ranking of the most populous cities of Brazil, behind the 

cities of São Paulo, Rio de Janeiro, Salvador, Brasilia, Fortaleza, and Belo Horizonte. 

The city has its economic base signed the Industrial Pole of Manaus Free Zone, created as a project 

proposal initially geopolitical nature of the end of the 1960s, after the long period of economic stagnation that 

followed the decline of the so-called golden age of the rubber (Loureiro, 2003). 

According to the author, Free Trade Zone is the result of an agreement between the federal, state, and 

municipal government of the time who contributed to the creation of incentives under the capable to attract 

industries to settle in the region to compete equally with other markets even before the barrier of location 

factors and logistics. 

The Free Trade Zone model is today considered the most successful project of Brazil in relation to 

regional development, bringing together large companies nationally and internationally renowned under an 

industrial base tends to be expanded, opening doors to other segments, such as production of from regional raw 

materials, as exemplified by Loureiro (2003).  

It is under this pillar that Manaus has developed, generating and accumulating capital, developing other 

markets, such as goods service, for example, and forming own human resources. These in turn are not limited 

to the vicinity of the industrial complex, quite the contrary, spread out into other areas, especially regarding the 

tertiary sector (trade), creating a demand for professionals and local businesses of a non-existent until recently 

time ago. 

Concerning this sector, Pimentel (2008) nodded to place a trade representative and relevant participation 

in the revenue generation of the state. The 2010 report of the Department of Planning and Economic 

Development (SEPLAN) shows that just over 10 years there has been an expansion of this sector with the 

growth of the city, thus characterizing a decentralization of local trade, given that mobility was the center to the 

outlying areas over the last few years. 

Although the Industrial Pole of Manaus is the largest shareholder of the economic growth of trade 

consequently drives the maturation of other areas related to it, such as communication (advertising, design, 

marketing) that realizes the growing number of advertising agencies that have expanded its portfolio of clients 

with the emergence of new business in the tertiary sector.  

Manaus development prospects and the economy was a factor that increased the capital to the category of 

best city in the region to invest in business and make a career, according to sources Exame Magazine and FGV 

(2008), but the fact of the matter is that this growth does not restricted only to the field of industry, but also to 

other areas whose activities have competitive potential that goes against an expansion of possibilities of action 

market. 

Methodology Course 

The methodological procedures intended to gather information that addresses the results to draw a scenario 

corresponding to the actual state of the environment investigated: The market manauara (industry and services). 
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Thus, it was considered the relevance of performing quantitative survey to obtain information of the subjects: 

Designers and entrepreneurs (companies/clients).  

In quantitative terms, the results obtained by collecting data are measured by numbers, helping to draw the 

scene to be identified. In this regard, Barbosa (1998) explained that the quantitative tools used to obtain 

numerical indices corresponding to specific characteristics of people or objects measuring, presenting 

quantitative indicators and providing accurate results (Oliveira, 2006). 

Therefore, the study is conducted by the method of field research, defined by Rodrigues (2007) as the 

method to observe the facts as they occur, without isolating and controlling variables for the established 

relationships are perceived and studied. It is a descriptive-quantitative, since it is based on quantitative data 

collection techniques and uses data from questionnaires, forms, interviews and other (Carnevalli & Miguel, 

2004). 

Under this line of research, the objective is to use a questionnaire to inquire and extract information from 

subjects in order to identify which variables and influence the construction of the existing scenario for 

performance of strategic design in the market of Manaus. Based on these characteristics, the technical 

procedures adopted are defined as survey, because as elucidated by Coelho and Turrione (2009), this is an 

instrument that “involves the direct interrogation of individuals whose behavior you want to know”. Freitas, 

Oliveira, Sacoll, and Moscarola (2000) described the use of survey convenience when: 

• Aims to answer questions like “what?”, “Why”, “how”, and “how much?”, i.e., the focus of concern 

about “what is happening” or “how and why this is happening”;  

• Not if you are interested or cannot control the independent and dependent variables;  

• The natural environment is the best situation for studying the phenomenon of interest;  

• The object of interest occurs in the present or in the recent past. 

Data collection is made from two types of questionnaire with multiple choice questions aimed at designers 

and representatives of local businesses that were part of the sample voluntarily, characterized as 

non-probabilistic by convenience, in order that is a “selection of sample units more easily accessible” (Dias, 

2009). The calculation of data is guided by the tools of descriptive statistics, defined by Vieira Neto (2004) as 

an area of statistics that uses the exploratory analysis to describe and summarize conclusive data about the 

population of interest.  

The basic goal of descriptive statistics is to summarize a range of values of the same nature, which in turn 

allow the researcher to obtain an overview of the variation of these values, describing and organizing the data 

in three ways: tables, graphics, and descriptive measures (Guedes, Martins, Acorsi, & Janeiro, 2012). 

Search Results 

The study was targeted at design professionals and representatives/local business owners from various 

segments which have created two types of questionnaires: The first, aimed at designers, consists of 11 multiple 

choice questions and one open, which is optional to the respondent, totaling 12 questions. For businessmen, 

were targeted seven multiple choice questions and one of type box, where the respondent could choose up to 

three options to structure your answer. 

In total, 65 responses were gathered from 53 designers and entrepreneurs, whose application was made for 

forms online via Google Docs directed to the target audience via email and social networks during the month of 

August 2012. 
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At first, we analyzed the results of the data collection done with design professionals living and working in 

Manaus. Sampling evaluated, 52% of respondents are female and 48% are men, composing a group of 

individuals in which 61% received training in public education institution and 49% in private. The sample also 

reveals that most participants completed the course in the period 2007-2011, with some exceptions for the 

earliest period, 1996 and newer, 2014. 

Among the main areas, 61% of professionals are skilled in the two main areas of design: visual 

programming and product. Another 16% are formed only in the area of visual programming, 11% digital 

interface, 9% in product design, and 3% in other areas (see Figure 3). 
 

 
Figure 3. Key qualifications design sample. Source: Research data, 2012. 

 

The evaluated group, 52% work in graphic design, representing a large portion of respondents with a 

significant difference compared to other areas: web (9%), product (5%), interior design (3%), and others (30%). 

Information that proved different from what was expected by the research was the fact that there is a 

higher concentration of respondents working in private companies, about 28%. This represents the occurrence 

of a decentralization of these professionals who migrated communication agencies (which according to the 

sample, holds 15% of designers) for businesses. And these in turn have absorbed considerably this demand, 

which was not a reality until a few years ago. For other responses, we have the following result: 18% working 

from home/freelance, 12% in educational institutions, which represents the same percentage for those who are 

employed in research institutes (the same 12%), while only 6% work in design offices and 5% in other places 

(not specified) (see Figure 4). 
 

 
Figure 4. Workplaces of designers. Source: Research data, 2012. 

 

When asked about the knowledge about the strategic management of the design, the majority, 92% of 

respondents proved knowledgeable, against 8% who have never heard about it. In contrast, 55% have 
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reasonable knowledge in terms of depth of content. Parallel to this, those who master the subject follow the 

same proportion of those who know little, representing a percentage of 19% each. 

The previous results also reflect on work practices, where the frequency of application of knowledge is 

converted into 47% for applying strategic management in their projects infrequently, 22% never used it, 18% 

rarely do and 13% for those who frequently implement (see Figure 5). 
 

 

Figure 5. Application of strategic management of design work. Source: Research data, 2012. 
 

Regarding the companies that participated in the survey, 60% corresponds to the category of trade goods 

and services, and most of average (23%) to large (30%), with a participation of 5% of small businesses. The 

remaining 40% equivalent to industry category, representing the involvement of companies large-, medium-, 

small- and micro-sized at 23%, 8%, 11%, and 2% respectively (see Figure 6).  
 

 
Figure 6. Category of the sample companies. Source: Research data, 2012. 

 

When asked about the three main attributes of the company, products and services they deemed as 

priorities in their organizations, the quality factor topped 79% in the options of choice, followed by credibility 

(51%) and other (36%), which included mainly the tradition as one of the most frequent responses (see 

Figure 7). 
 

 
Figure 7. Key attributes of the companies. Source: Research data, 2012. 
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The results revealed that slightly more than half of all companies surveyed (51%) have their goals set by 

the owner or president, sequentially the marketing department (22%) and management/administrative direction 

(21%) were the second and third most voted option respectively (see Figure 8).  
 

 

Figure 8. Key managers of corporate goals. Source: Research data, 2012. 
 

It was also found that about 50% of local businesses have no designers involved in the strategies of the 

business and 47% yes. A small difference to what was expected compared with the survey results of the other 

group investigated. 

When asked about their knowledge on the subject of strategic design management, there is a balanced 

distribution of responses, 30% said that they had heard about it and have dominion what it is, others also know 

35% of existence of such knowledge, but do not understand what it is and 35% attests not yet know anything 

about the subject (see Figure 9).  
 

 

Figure 9. Assessment of knowledge about strategic management of design. Source: Research data, 2012. 
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Final Thoughts 
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more so in the regions outside the south-southeast axis. 

The past is still very new design in the country, mainly and specifically in the city of Manaus, is the initial 

assumption that leads to the current scenario evaluated. Considering that the creation of the first university 

degree from the Federal University of Amazonas, for example, when a little over 20 years only. 

The introduction of the profession in the northern region has shown gradual, like other technologies, 

whose disparity relative to other urban centers, especially the cities of the southeast, is still high. Similarly 

occurs with the design. 

Based on the results obtained, the evaluation lead to a local market still maturing stage and already shows 

positive changes, but still are significantly distant from developed markets and the strategic aspect of 

innovation. 

This study was the confirmation of what is already felt by designers who develop their activities in 

Manaus: ignorance. On the one hand, entrepreneurs who know little value, differentiation, and innovation that 

strategic design can add to their businesses, and secondly, the health professionals who are not encouraged to 

be strategic and entrepreneurial in college and entering the labor market in large with the operational profile. In 

this sense, lacking professional trained to work at a strategic level in a place where the vast majority have 

reasonable knowledge of the subject, pointed as the study itself. 

The manauara market still has much to be explored, including this, is the reason commonly hear that this is 

a “land of opportunity”, because it is a relatively young, still being completed, already visible in some aspects, 

e.g., the numbers reporting agencies which have grown significantly in recent years, the quality of actions, 

campaigns, advertising, and promotional material that has been showing frequent, representing a direct 

reflection of a change in attitude and positioning of companies. Otherwise, there would be no customers 

demand to absorb these agencies that come every year.  

The relationship of strategic management of the design and the local market (industry, trade, and service 

goods) can be understood as a process that goes gradually to development, natural consequences, such as 

increasing competitiveness in all aspects, for example, lead the current scenario to another level, where 

innovation strategies will take priority as a matter of survival for the market. 
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