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Abstract. The purpose of this research is to make known the internal factors that stimulate the internationalization of
companies in the jewelery sector. We consider the qualitative approach at the descriptive level through semi-structured
interviews with twelve major exporting companies in the jewelery sector in Peru. The results of the investigation show that
the most relevant internal factors for the internationalization of jewelry companies is the international experience based on
the understanding of markets, foreign clients, competition, knowledge of the documents and certificates necessary for an
export, international commercial relations and risks in the negotiations; Another relevant internal factor is the personalization of the product with characteristics of innovation that generates better export results and, therefore, have a competitive
position, since in the international market customers consider that companies have a product with added value, innovative and competitive. Moderately relevant factors are transaction costs, firm size, and the tacit nature of know-how; while
opportunistic behaviuor is of little relevance. These findings will serve to understand opportunities and limitations that
companies must be aware of to undertake new internationalization projects in the jewelery sector.
Keywords: internationalization, internal factors, exporting companies, jewelery sector, export, international experience,
product customization, Peru.
JEL Classification: M16.

Introduction
Internationalization occurs when a company expands
its research and development (R&D), production, sales,
and other commercial activities in international markets
(Hollensen, 2014). In large companies, it can occur in a
relatively continuous way, undertaking several stages in
several foreign expansion projects simultaneously, over a
period of time.
Companies that want to internationalize are generally
driven by the development of open capacities in the domestic market that can be exploited in the foreign market
(Chacar et al., 2010), since the commercialization of their
product in the domestic market has a great acceptance
by the national client (Olejnik & Swoboda, 2012). That is
why internationalization is a key driver of the company’s
growth and an important strategy for them to diversify
their operational risk and thus obtain benefits (Leonidou,
2004), as well as allowing companies to improve their financial results (Lu & Beamish, 2001).
The internationalization of small and medium-sized
companies is often a relatively discreet process; that is, a

management in stages prior to its expansion (Hollensen,
2014). In order for these companies to successfully internationalize, they must prioritize several factors that influence the internationalization and growth of companies in
their market competition (Nakos & Brouthers, 2002), so
that companies can export goods or services, directly or
through an intermediary (Love & Roper, 2015). According
to Golovko and Valentini (2011), there are different ways
to internationalize, such as export and Foreign Direct
Investment. Small companies will be able, through their
internationalization process, to incorporate new technological advances, integrate, learn about new cultures and
discover new lines of business. Thus, small and mediumsized companies will be able to obtain valuable knowledge
and a series of experiences that will greatly benefit both
product and process innovation (Craig & Douglas, 2000).
Jewelry in Peru is a tradition that has been accepted in
the international market, due to its artisan manufacturing,
great possession, a wide variety of precious stones and the
quality of the silver it offers (Barreto, 2016), therefore Peru
is In 39th place in exports of 925 silver jewelry worldwide,
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surpassed by Thailand, India and Germany, its main importer is the United States of America with a 50.1% share
of purchases in silver jewelry. Peru’s exports in 2017 totaled US $ 6,992 billion; in 2018 it decreased by 23.93%,
while in 2019 it decreased by 23.39% compared to 2018
(TradeMap, 2019).
Peru has 20 active exporting companies in the jewelery
sector, however not all of them are producers, if not, they
are intermediaries for small companies (Sistema Integrado
de Información de Comercio Exterior, 2019), some specialists in the jewelery sector comment that there is a large
number of workshops and production companies nationwide that exceed five thousand, which is mostly made up
of small entrepreneurs (Campos & Valencia, 2019).
The microentrepreneurs in the jewelery sector in Peru
are formal and are found in various regions such as Junín,
Ayacucho, Cusco, Arequipa and among others, who have
years of experience in jewelry making due to family tradition, these microentrepreneurs seek to export, but find
limitations to internationalization. The main problems affecting the direct non-export of its products are: Failing to
offer the market jewelery with added value (ADEX, 2018),
due to the lack of training for the operating personnel to
elaborate designs according to the trends of the destination countries (Gonzales & Sirlupú, 2017), therefore, there
is no improvement in production processes (Mesa & Torres, 2019). Small and medium-sized companies have limited management skills and do not acquire learning skills
for international growth, so they do not have timely information about the export process and compliance with
quality standards (Eulogio & Pinares, 2015). Microentrepreneurs do not have the necessary financial resources and
this limits the possibility of capturing business opportunities abroad (Korsakienė & Tvaronavičienė, 2011); in turn,
they do not have the necessary investment to develop new
technological assets (Navas, 2017); therefore, they do not
manage to expand their resources and capacities in an efficient way (Eulogio & Pinares, 2015), this makes the company not attractive in the international market.
With this study, small, medium and large Peruvian
companies in the jewelery sector will be made aware of
the internal determining factors of internationalization
that drive direct export without intermediaries to achieve
a competitive advantage in an international market.

1. Literature review
1.1. Internationalization
Internationalization is the expansion of the company’s operations to foreign markets and could result in specific and
independent actions (Korsakienė & Tvaronavičienė, 2011).
It is defined as the process of mobilizing, accumulating
and developing reserves of resources to exploit business
opportunities across national borders (Ruzzier et al., 2006;
Oviatt & McDougall, 2005), as well as being a complex
process that It integrates three stages: analysis of competitiveness factors (country, sector and company resources
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and capacities), formulation of strategies (entry, competitive and functional) and implementation (organizational
design and control mechanisms) (Claver & Quer, 2001).
When a company begins to carry out the internationalization process, it will face administrative, financial and
related barriers regarding its activities in the international
market. These challenges are related to the structural characteristics and strategic decisions made by the company
(Katsikeas & Morgan, 1994; Saeed & Vincent, 2011; Azzi
da Silva & Da Rocha, 2001). Therefore, it will have to
make incremental decisions in order to know and experience the international market (Olejnik & Swoboda, 2012),
in this way companies will increase their knowledge of
foreign trade, as well as establish transactions in other
countries and indirect influences of international transactions in their future (Paul et al., 2017).

1.2. Internal factors of internationalization
They refer to the financial, commercial, personal and administrative aspects (Navarrete & Sensores, 2011), which
positively or negatively generate an internationalization.
Based on Hollensen (2014) the relevant internal factors of
internationalization for companies are:
Know-how tacit nature; is the tacit knowledge that allows companies to order, use resources and develop new
capabilities (Montazemi et al., 2012), can take the form of
managerial skills and experiences (Zaizi, 2018). Marketing knowledge includes various factors to position a valuable brand (Wu, 2013), likewise, when companies expand
nationally, they accumulate information about customer
needs, preferences, prices and promotion (Xie & O‘Neill,
2014).
Likewise, the specific technical knowledge transferred
such as contract writing, investment modes, organizational training, interpersonal, physical and manual skills
must be used in a hierarchical way for adequate knowledge management in the company (Hollensen, 2014).
Opportunistic behavior; is the behavioral manifestation
of opportunism, defined as behaviors by a contractor motivated to deceitfully pursue his own interest to achieve
profit at the owner’s expense (Das & Rahman, 2010; Lu
et al., 2016). The information carrier has more opportunities to behave opportunistically (Zhang & Qinzhen, 2017),
since it is defined as cunning pursuit of self-interest. On
this basis, opportunism combines seeking self-interest
with dishonest behavior, such as the disclosure of distorted or incomplete information and calculated efforts
to deceive, distort, disguise, and otherwise confuse (Williamson, 1985).
To protect yourself from the dangers of opportunism, it is necessary to employ various types of safeguards,
such as the control mechanism, which aims to achieve
the perception of equity among operators, the purpose of
which is to provide, at a minimum cost, control and trust
as they are necessary for the seller and buyer involved in
the exchange. The most prominent safeguard is the legal
contract, which specifies the obligations of each party and
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allows an operator to go to a third party, as well as specified in a contract as clauses (Hollensen, 2014).
Transaction costs; a transaction occurs with the interaction between a supplier and a customer, these are
related to the management, monitoring and control they
have (Makhlouf, 2020). Transactions are not free. To carry
them out, the actors incur transaction costs; To reduce
transaction costs, participants design the way of managing
the transaction, which are: the market, the hierarchy (organization) and strategic alliances (Gorbaneff et al., 2013).
Transaction costs limit the ability to use a contract to
avoid inconvenience, reaching an agreement the transaction costs will depend on many factors, such as the information available, the complexity of the terms, as well as
the ability to follow up (Carlton, 2019).
According to Hollensen (2014), transaction costs are
divided into various forms, which are: ex ante costs that
are made up of search and contracting costs, ex post costs
made up of monitoring and execution costs.
Firm Size; the size of the company is considered according to the number of employees (Mahmoood &
Hamzah, 2018), likewise companies that have less than
125 employees will be considered small companies, those
with 125 to 400 employees are considered medium-sized
companies, of the In the same way, those with between
400 and 1,000 employees are called large companies (Peter
& Burker, 2017).
In the market, the size of the company does not directly affect performance, but it does influence the risk-taking
relationship, proactivity and innovation. If a company is
larger, its risk taking and proactivity would affect performance more significantly, it would also be more prone to
innovation, since it has the capacity to face any failure that
occurs (Mahmoood & Hamzah, 2018).
International experience; is important as companies
allow resources to be exchanged with various host countries, to better understand foreign markets and clients
(Lages et al., 2008). Experiential knowledge is one of the
resources that facilitates the company a faster entry into
international markets (Oviatt & McDougall, 2005), since
it enables a company to rapidly expand beyond national
borders (Autio et al., 2000; Zahra, 2005). The company’s
performance in international markets will allow it to experiment, explore and seek new knowledge through interaction with new cultures, new regulatory frameworks and
new technological environments. This new knowledge will
allow companies to develop new capabilities in the foreign
market (Casillas et al., 2009), thanks to these actions, costs
are reduced, as well as avoiding the uncertainty generated
when wanting to enter the market. International, thereby
committing companies to the responsibility of complying
with the resources established in the countries.
Product Customization; the Customization of the product depends on the characteristics and use, since they are
distinguished by physical variations, brand, advertising
and after-sales (Hollensen, 2014). According to Paul et al.
(2017), companies have the ability to introduce innovative

products or services to the market and thus obtain competitive advantages over their competitors, this helps their
internationalization process. Product life cycles are shorter, this leads entrepreneurs to innovate products and services and thus adopt internationalization strategies despite
being new companies (Castaño et al., 2016).
Based on the described literary review and interviews
with the main foreign trade managers of the Peruvian exporting companies in the jewelery sector, this qualitative
research was carried out that will serve as a benchmark,
support and theoretical background, so that companies
interested in the internationalization of Its products can
identify the internal determining factors that lead to success in the international market and thus boost the export
of the jewelery sector, since it generates a competitive advantage for any company and country.

2. Research method
This research was based on a qualitative descriptive methodological design, in the exporting companies of the jewelery sector in Peru. The study used the semi-structured
in-depth interviews instrument, which have been identified as very useful instruments in descriptive studies, because they will allow the experiences of the study subjects
to be captured (Rivera et al., 2013).
The population consisted of 20 exporting companies,
identified according to the following criteria: (i) be a formal company, (ii) be among the top 20 jewelry exporting
companies and (iii) be registered in the PromPerú database (Commission for the Promotion of Peru for Export
and Tourism) and MINCETUR (Ministry of Foreign
Trade and Tourism). For the determination of the sample
size, the companies that gave their consent to provide information based on their experience (12 companies) were
considered.
For the collection of information, the semi-structured
interview technique was used, aimed at 12 foreign trade
managers of the Peruvian exporting companies in the jewelery sector, considered for their experience in the internationalization process.
The study variables of the internal factors for the internationalization of companies are based on Hollensen
(2014).
For the processing of information and the elaboration
of results, the analysis of qualitative data was used because
the researcher induces in the studied problem from the
interpretation of the individuals (in this study, the Foreign
Trade Managers) who operate in reality. which is examined, in turn seeks to conceptualize reality based on the
behavior, knowledge, values and attitudes of the people
studied (Monje, 2011).

3. Analysis of findings and discussion
This section compiles the main findings acquired from
the execution of the in-depth interviews, where interviews
were conducted with twelve Foreign Trade managers of
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the various Peruvian exporting companies in the jewelery sector, these are in an age range (30–45 years old),
who have more than ten years of experience in foreign
trade, as well as various specializations in International
Business. These informants were chosen for the investigation because they create and implement action plans to
improve the performance of the collaborators, they also
know the processes and internal structures of the company very well, they have the ability to identify and evaluate

the extent of the business, having good Relative general
notions of contracts, in such a way they seek and supervise participation in international fairs, analyzing market
trends to determine where demand is pointing and that is
why they have great sensitivity to negotiate with different
cultures.
In this research, an interpretative analysis was carried
out after the collection of information from the twelve
study subjects, where each one provided what was related

Table 1. Contrasting the information of the Know-how tactical nature
Subcategories

Summary of informants’
expertise

Theories according to Hernández
and Domínguez (2004)

Conclusive summary of the
researchers

Formal
education

Companies carry out training in
the administrative area at least
twice a year, they update their
collaborators with the latest trends
in international markets, sales and
logistics for a better organization.
In the operational area, training is
carried out once a year, which is
in charge of the management area.
On export issues, they participate
in trainings by Promperú and the
Lima Chamber of Commerce.

Formal education is made up
of administrative training to
plan, organize, control and
exercise its functions based
on the management of its
human resources and technical
training related to the specific
skills involved with the correct
performance of a specific area.

There is agreement between the ex
pertise of the informants and the
author, since companies must carry
out administrative and operational
technical training based on their
human resources, which must be
carried out at least twice a year in
order to perform correctly in each
specific area for internationalization.

Professional
knowledge

In order for companies to have a
good internationalization process,
each specific area necessarily
manages documents, written
manuals on manufacturing and
marketing processes. The use of
these materials is important to
avoid making future mistakes.

Professional knowledge is a neces
sary skill to function successfully
in a particular profession, it is de
termined by work analysis proce
dures and to be recognized as a
professional in a specific field.

It is necessary to have professionals
with experience in specific areas rela
ted to internationalization, as well as
knowledge of the use of documents,
written manuals referring to the manu
facturing and marketing process.

Cognitive skills The main cognitive skills expe
rienced by employees in companies
are: communication and problem
solving; But the ability that has the
most impact for the growth of the
company is internal and external
communication.

Cognitive skills are those that
relate to the information process,
involve the use of memory,
creativity, perception, prediction,
intuition, and problem solving.

The most relevant cognitive skills that
company employees must have are
communication, creativity, memory
and problem solving.

Physical skills

Employees of companies have
certain skills such as manual and
visual dexterity for a good result
in products. Therefore, in the ope
rational area for a worker to enter
the company, he must have a mini
mum experience of three years in
jewelry making.

Physical skills are qualities of
manual and visual dexterity that
are connected to a person’s body,
rather than their mind.

Company employees must have exten
sive experience and physical skills of
manual and visual skills for jewelry
making.

Individual
interpersonal
skills

The collaborators of the companies
interviewed possess interpersonal
skills and the most important are:
empathy, assertive communication,
self-confidence, ease in words and
creativity to achieve the company’s
goals.

Individual interpersonal skills are
behaviors and habits necessary for
proper interaction, to improve per
sonal relationships, and to achieve
communication goals.

There is agreement between the exper
tise of the informants and the author.
Company employees must possess
interpersonal skills such as empathy,
assertive communication, selfconfidence and easy words.

Interpersonal
skills at
company level

The collaborators of the companies
have a good relationship with their
importers because they carry out
the skills such as leadership, shared
vision and teamwork. Companies
are part of the Fair Trade program
and this builds trust for importers.

Interpersonal skills at the company
level are about the behaviors neces
sary to maintain an adequate inter
action with the outside world.

Company employees must have inter
personal skills at the company level
such as shared vision, leadership,
teamwork and fair negotiation.
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to the questions asked by the researchers. This ensured
that the study categories could be extracted and could be
defined for subsequent triangulation and contrast.
Next, the expertise of foreign trade managers is contrasted with reference theories.

3.1. Tacit nature of Know-How
From the contrast of the informants’ expertise and the
author’s identified theory in Table 1, it is determined
that these characteristics are necessary for an adequate
management of the tactical nature of Know-how in the
internationalization of its products, since thanks to the
development of knowledge and skills that collaborators
possess; the company is successful in the international
market, which is why it is a key factor in the organization. This finding is confirmed by Knight and Cavusgil
(2004), which shows that the development of knowledge
and organizational capacities support internationalization,
performance and positioning in international markets, in
this way companies find international success. Likewise,
Lewin and Massini (2003) report that companies that develop the recombination of existing abilities and skills of
collaborators, the creation of new knowledge based on
their experience and updating routines promote successful growth in internationalization.
From the contrast of the informants’ expertise and the
author’s identified theory, it is determined that these characteristics are necessary for an adequate management of
the tactical nature of Know-how in the internationalization of its products, since thanks to the development of
knowledge and skills that collaborators possess; the company is successful in the international market, which is
why it is a key factor in the organization. This finding is
confirmed by Knight and Cavusgil (2004), which shows

that the development of knowledge and organizational
capacities support internationalization, performance and
positioning in international markets, in this way companies find international success. Likewise, Lewin and
Massini (2003) report that companies that develop the
recombination of existing abilities and skills of collaborators, the creation of new knowledge based on their experience and updating routines promote successful growth in
internationalization.

3.2. Opportunistic behavior
Table 2 identified that the management of opportunistic
behavior should be aimed at generating trust, that is why
companies make contracts with the approval and consent
of both parties, as well as the implementation of control
mechanisms for the shipment of goods; In the same way,
You et al. (2018) refer that in order to mitigate opportunistic behaviors, complex clauses must be drafted to adequately control what is established. Likewise, Xue et al. (2016)
consider that trust and cooperative relationships between
partners are crucial to maintain a good relationship since
it works as effective defenses against opportunism.

3.3. Transaction cost
Table 3 shows the transaction costs that benefit the negotiation, search and pricing process for the internationalization
of your products by means of search costs for experts and
intermediaries, to avoid future errors and losses; contracting
costs by digital and face-to-face means, using negotiation
tactics for the agreement of both parties; monitoring costs to
disclose customs documents that guarantee compliance with
the obligations between both parties and thus avoid mistrust of the importer. The findings are corroborated with the

Table 2. Contrasting opportunistic behavioural information
Summary of informants’
expertise

Theory according to Hollensen
(2014)

Conclusive summary
of the researchers

Economic
opportunistic
behaviour

It is important that values are
practiced within the company
that generally highlight ethics,
honesty, trust and punctuality. The
Managers of the Foreign Trade
area make specific purchase and
sale contracts with their importers
detailing rights and obligations
of both parties in order to avoid
economic opportunismo.

Economic opportunism explains
problems in transactions, to avoid
this, safeguards must be used, for
the necessary control and trust. The
most prominent safeguard is the
legal contract, which specifies the
obligations of each party and allows an
operator to go to a third party (that is,
a court) to sanction an opportunistic
business partner.

The managers of the Foreign Trade
area must make legal international
purchase and sale contracts
detailing rights and obligations
between both parties.

Political
opportunistic
behaviour

In order not to have problems
when the merchandise is
sent to the international
market, companies verify the
corresponding documents through
a customs agent and export
specialists, in the event that a
document does not comply with
the specifications, it is rectified
with a customs agent.

To protect yourself from political
opportunism that is capable of giving
up the fundamental principles to
achieve a particular benefit by harming
others, a variety of control mechanisms
or governance structure should be
employed, with the goal of achieving
equity among organizations.

Companies must implement
control mechanisms for shipping
goods, such as document
verification through a customs
agent and export specialists to
protect themselves from political
opportunism.

Subcategories
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study by Nikolaeva and Pletnev (2016) who consider that
the companies that use these transaction costs increase their
profits and the possibility of being successful, however those
that do not implement these costs run the risk of being unproductive, Likewise, Brouthers and Nakos (2004) conclude
that the transaction cost used by companies is a useful tool
for making business decisions that facilitates entry and success in the international market.

3.4. Firm size
The findings of availability of resources, production and
technology are evidenced in Table 4; is needed the adequate number of collaborators in the administrative and
operational area to supply the required demand of the
destination countries. Likewise, it is necessary to have
several suppliers to avoid problems in the volume of production destined for export; regarding infrastructure, it is
necessary to have adequate spaces to house technological
machines and equipment based on international standards. The findings contradict the study by Aguilera et al.
(2011) since they show that the size and the sector of the
company do not influence internationalization because it
is a strategic option, likewise Knight and Cavusgil (2004)
refers that the lack of experience, the scarcity of financial,

human and tangible resources, are no longer important
impediments to large-scale internationalization and the
international success of the company.

3.5. International experience
It was identified in Table 5 that the management of the
international experience is based on the participation of
international fairs, execution of a business plan one year
in advance of the export, knowledge of the documents and
certificates necessary for an export, international trade relations; Likewise, it is necessary to avoid the uncertainty
of payment specifying 50% in advance and the other 50%
before the shipment of the merchandise, in this way the
companies obtain greater benefits and competitive advantages in the market. This finding is confirmed by Aguilera
et al. (2011) who demonstrated that the international expansion experienced by companies is based on generating
organizational capacities, acquiring valuable knowledge
and having a competitive advantage through their internationalization, likewise Autio et al. (2000) evidenced that
the process of international expansion is valued through
its degree of diversification and its international experience, this makes companies have the benefit of acquiring
international knowledge.

Table 3. Contrasting transaction cost information
Subcategories

Summary of informants’
expertise

Theory according to Hollensen
(2014)

Conclusive summary
of the researchers

Search costs

Search costs are used to identify
Generally, companies in their first
and evaluate potential export
years of export process do not have
intermediaries.
the necessary experience to know new
international markets, for this reason,
they hired international business experts
to avoid mistakes and losses to the
company. In order for them to attract
clients, participation in international
fairs is necessary.

Companies must use search costs of
experts and intermediaries, to avoid
future mistakes and losses.

Recruitment
costs

The representatives of the companies
make contracts by digital means such
as emails or social networks, in case the
purchase and sale is of large quantities,
contracts are made in person.
Negotiations are conducted through ne
gotiation tactics and similarly uniquely
designed parts are offered at affordable
prices for equal parts compliance.

Contracting costs refer to those
that are associated with the
negotiation and drafting of an
agreement between seller and
buyer.

Company representatives must
employ digital contracting costs,
face-to-face contracting costs, using
negotiation tactics for the agreement
of both parties.

Monitoring
costs

To avoid distrust of the importer, the
companies give part of the customs
documents that are being carried out
in the export process, in this way they
assure the importer that he sent the
merchandise and thus also generate
confidence.

Monitoring costs are associated
with the agreement to guarantee
both the seller and the buyer
compliance with predetermined
obligations.

The representatives of the compa
nies must use monitoring costs to
disclose customs documents that are
carried out in the export process to
guarantee compliance with the ob
ligations between both parties and
thus avoid mistrust of the importer.

Application
costs

In case one of the parties, either the
exporter or the importer, does not
comply with one of the clauses specified
in the international purchase and sale
contract, they hire an international
arbitrator if in case a mutual agreement
is not reached.

The application costs are
accompanied by the sanction of
a commercial partner who does
not comply with the agreement
agreed in a contract.

Companies must use the costs of
applying a sanction to a partner
who fails to comply with one of the
clauses specified in the contract;
contract application costs to an
international arbitrator not to reach
an agreement on both sides.
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Table 4. Contrasting firm size information

Subcategories

Summary of informants’
expertise

Theories

Conclusive summary
of the researchers

Number of
workers

The number of collaborators in a
company is important since thanks to
this a greater production is generated,
as well as streamlines the export
process.

According to Martínez (2019),
the favors and benefits received
by workers form the basis of
symbolic capital that predominates
over economic capital within the
reproduction of social relations in
the system of an organization.

Companies must have an adequate
number of collaborators in the
administrative and operational area
depending on the required demand
of the destination countries.

National
market share

The companies have been positioned
in the national market for more
than fifteen years, thanks to online
advertising and participation in
national fairs.

According to Ailawadi et al.
(2001), discount offers and
coupons increase market
penetration, but still do not retain
customers. Advertising increases
market share.

Companies must invest in
advertising and participation in
national fairs to achieve a good
participation in the national
market.

Technology

The informants consider that in
the company it is essential to have
machines and that they have a
maintenance of at least once a year and
be in constant renovation, however,
the machines should be a maximum of
five years old since it is necessary for a
Good job in the production area and
in the administrative area.

According to Cobo (2009),
technology is electronic computing
devices that allow the processing
and accumulation of enormous
amounts of information and a
rapid distribution of information
through communication networks
using qualitative data that analyzes
the behavior of information
systems and its influence on the
success of organizations.

Companies must have
administrative information systems
that allow them to process and
accumulate information, hightransfer communication networks,
machines and equipment with
operating technology for a better
production process.

Resources

The companies export at least ten
kilos of silver annually and it varies
according to the importers’ orders.
Being jewelry companies, they need
to have several suppliers so that they
do not have problems at the time of
production.

According to Navarro et al. (2017),
resources are conceived as the
cornerstone of business results,
likewise the resources of the
exporting company are drivers,
the main ones of the exporting
enterprise.

The companies have a high annual
production of silver jewelry, so
they must have several suppliers to
avoid problems in the production
volume.

Production
capacity

The companies have 15 suppliers that
supply them with a minimum of 13
kilos of silver and reach the maximum
capacity of 60 kilos annually for
export. The quantity of units that a kilo
of silver supplies varies according to
its design, but generally a kilo of silver
supplies for 30 necklaces, another kilo
for 100 pairs of earrings and finally 50
rings per kilo of silver.

According to Flórez (2006), the
production capacity of an active
company, it is enough to assess
the available resources, that is, to
measure the quantity and quality
of human resources, machines and
equipment, physical facilities, plant
distribution, system of production
and available working capital.

Companies must have adequate
management of human resources,
materials, machines, infrastructure,
plant distribution and working
capital to have optimal production
capacity.

Sales

Companies use sales strategies such
as offering personalized pieces to the
international market and maintaining
a history in each one of them and also
that they are made by hand.
Every year, jewelry companies export
a minimum of 30,000 units, which are
earrings, necklaces and rings

According to Franke and Park
(2006), companies trying to
improve sales performance often
encourage their adaptation and
strategies to achieve sales growth
goals.

Companies must encourage
adaptation and develop marketing
strategies to achieve their sales
objectives, such as offering
customers personalized pieces that
promote the Peruvian culture to
have sales growth.

Infrastructure

The companies consider the work area
important so that the collaborators feel
comfortable, so that they have good
results, so they see the way to improve
the work environment, in this case the
companies mention that it is necessary
to improve the logistics area For a
good storage of merchandise, they also
have web pages.

According to Ortiz et al. (2019),
the impact of infrastructure on
long-term national economic
growth is significantly greater than
the impact of business capital.

Companies must have an
infrastructure with adequate space
to meet demand, specific areas
established separately highlighting
the area of logistics, comfortable
work environments.
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Table 5. Contrasting international experience information
Subcategories

Summary of informants’
expertise

Theories

Conclusive summary
of the researchers

International
market share

The companies began to export more than
17 years ago, which is why they have the
necessary experience in the export process,
which is why they have acceptance in
the international market, especially in
the United States and some European
countries. Jewelry exports depend on the
festive seasons of the destination countries

According to Ruble and Versaevel
(2014), when market share
is promoted through R&D
cooperation, companies achieve
greater benefits.

Companies must participate
in international fairs and
carry out direct exports to
gain greater international
experience and thus be able to
increase their R&D.

Identifying
barriers

The companies have the 925 silver law to
be able to export and consider that there
are no regulations that limit the export
of silver jewelry, except for the necessary
specifications that the certificate of origin
must have and thus avoid any error in the
aforementioned document.
Foreign markets value silver quality more
than designs.

According to Botello (2016), the
possession of a quality certificate
by a company is a good measure
to be able to enter international
markets, likewise the possession of
a quality standard is not everything
to internationalize.

The expertise of the
informants and the author
consider that companies that
want to start the process of
internationalization of silver
jewelry must have certificates
of origin that specify the
quality of silver (the 925 silver
law) for export.

Market
research

In order for companies to know which
market to target, they participated in
international fairs and also received
guidance from the Internationalization
Support Program (PAI), thus attracting
new customers and constantly innovating
product designs according to tastes and
preferences the client’s.

According to Chiciudean et al.
(2015) The orientation of
consumer tastes and preferences
implies the use of marketing
research methodologies.

Companies to initiate market
research must participate in
international fairs, consider the
results of international market
research from PAI, PromPerú
and others.

Compe
titiveness

Companies keep their skills updated
according to platforms that show export
results annually. In order for the product
to be shipped to the destination country,
the company focuses on studying the
tastes and preferences of that market so
that it has a good acceptance.

According to Falciola et al. (2020)
Competitiveness refers to the
fact that companies must have
the capacity to satisfy consumer
demand in quantity, quality, and
price to their target segment of
the product and be adjusting to
changes in the market.

To be competitive in the
international market, it is
important to consider the
exportable supply capacity,
quality, price to its segment,
permanent updating of product
design.

Business plan

Before the company enters a foreign
market, it first carries out a business plan
at least one year before its export to see
if its product will be accepted or not, by
doing this process it prevents the company
from causing losses.

According to Honig and
Samuelsson (2020), They define
a business plan as a written
document that establishes the
idea of a business, which has
the objectives of identifying its
opportunity and using tools to
attract resources for financing.

Companies must carry out a
business plan at least one year
before export.

Uncertainty

In order for companies to avoid payment
uncertainty, they enter into contracts
specifying the method, which is why they
work with the
50% advance and the other 50% before
shipment.
For the company to have constant
growth, it is necessary to be present
at international fairs so that they can
innovate their products.

According to Yarba and Guner
(2020), Uncertainty is considered
as something negative, so
companies must foresee in the
markets and in this way minimize
risks and increase possibilities of
making profits.

Companies must avoid
payment uncertainty specifying
50% in advance and the other
50% before the shipment of the
merchandise.

3.6. Product customization
It was identified in Table 6 that the management of the nature of the product for internationalization is focused on
the quality, differentiation and variety of artisan products,

through jewelry designs according to the tastes and preferences of the client. This finding supports the previous
study by Franke et al. (2010) that demonstrated that the
product with differentiation advantage is the potential impact of product customization, thus allowing the client to
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Table 6. Contrasting product personalization information
Theories according to Porter
(2009)

Conclusive summary
of the researchers

Product quality To avoid product errors, companies have a
quality control area so that they can verify
possible errors in the parts.
One of the advantages that companies
have over international competitors is that
the products they offer are handcrafted.
Foreign markets require that companies
have the certification of origin and the
most important that silver pieces have the
stamp of the 925 law.

The quality of a product refers
to the size, shape, technology,
reliability, consistency, durability,
and pre-sale and after-sales service.

Companies must produce
artisan silver jewelery with
different sizes and shapes, with
the “925” seal for export and
offer a quality product with
durability.

Product price

Companies set the price of the product
according to the weight, design and
customization of the piece according to the
destination country.

According to Sánchez et al. (2015),
when setting the price, variables
such as defining the target segment
and market, determining the cost
of the product, establishing the
positioning of the product and
knowing the market share of the
product in the industry should be
considered.

Companies must set the price
of the product according
to the weight, design and
customization of the piece
according to the destination
country.

Variety of the
product

The products that export the most are
earrings and necklaces, the countries that
acquire these products in greater quantity
are the United States and the United
Kingdom.

According to Ramos et al. (2010),
the variety in products is the
diversification that a company
provides to the market.

Companies must focus on
the needs and tastes of the
international customer, as
well as accept the opinions of
customers for modifications
and product customization.

Subcategories

Summary of informants’
expertise

participate in the design process so that the experience be
different and also create economic value for customers.
Likewise, Azar and Ciabuschi (2017) refers that adopting
innovations to the product for the development of a foreign market are beneficial for export performance.

Conclusions
Based on the research findings, the theory of internal factors for the internationalization process of exporting companies in the jewelery sector becomes important (Hollensen, 2014). The companies interviewed consider as the
most relevant factor the international experience that the
leaders of the companies must have, because it is essential to understand markets, foreign clients, competition,
knowledge of the documents and certificates necessary
for an export, international trade relations and risks in
negotiations, in this way companies benefit from their international expansion process and increase their international knowledge. Also the personalization of the product
is a very relevant factor because it allows to obtain better
results in the export and, therefore, to have a competitive position, since in the international market the clients
consider decisive that the companies have a product with
added value, innovative and competitive.
Regarding the tactical nature of Know-How, it is a
moderately relevant factor in the success of the internationalization of companies in the jewelery sector, since
the transmission of knowledge between collaborators
must be considered so that they stand out in the market

according to their functions, from In this way, achieve a
competitive advantage, differentiating yourself from the
competition and reaching leadership positions in the international market. Additionally, the transaction of costs
is a moderately relevant factor because it is necessary for
a good operation in the market through, costs of searching for experts and intermediaries, costs of contracting by
digital and face-to-face means; monitoring costs of releasing customs documents and costs of applying sanction to
a partner. Those that lead to being competitive and thus
companies benefit their international growth. Likewise,
the size of the company is a moderately relevant factor
because it is necessary to meet the demands of the international market through a good infrastructure, availability
of human and material resources, technology that helps
the production process to supply demand and generate
higher sales.
Opportunistic behavior is a little relevant factor, because companies should not have an opportunistic behavior practice, on the contrary, they should ethically manage
the economic and political opportunistic behavior of their
environment through legal formalization and permanent
control of their relationships, because When generating
it, companies take care of their prestige and positioning
in the market.
The findings of this research work contribute to a better understanding of the reality of exporting companies in
the jewelery sector, based on the Peruvian experience, and
also show that the companies studied had to go through
a comprehensive process of studies, research and constant
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participation in institutions that encourage exports so that
they can enter the international market and meet their
target audience.

Limitations and future work
The articles we examine address specific aspects of the
research that reinforce informants’ opinions, as we also
find articles that refute them. This research is a qualitative descriptive study in twelve exporting companies in
the Peruvian jewelery sector, the findings of which cannot
be generalized to other companies that do not belong to
the sector.
Despite the studies and findings, the subject of the internationalization of companies remains attractive, which
is why further exploration and quantitative research based
on the criteria of international competitiveness is recommended.
This research advises future studies to examine what
are the external factors that companies should know before going international. Such studies will inform companies that are interested in applying them.
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