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Abstract
The literature on competitiveness to enter the international market 
has initially focused on the competitive approach of the diamond 
model; however, after reviewing other elements in the process of 
internationalization of companies, new strategies have emerged. 
This work is based on a literature review and proposes a model of 
variables, sub-variables, indicators, and authors, seeking to deter-
mine the competitive strategy of companies to enter international 
markets. The importance of this work lies mainly in basing export 
efficiency on new elements related to competitiveness, innovation, 
productivity, and business structure, which define the strategy of 
companies, and how it is possible to confirm that these elements 
are valuable within competitiveness as an internationalization 
strategy for companies. The model we propose is a step forward for 
new elements required by international strategy.
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Palabras clave

Efectos del uso de la competitividad como 
estrategia en las empresas exportadoras: 
situación actual

Resumen
La literatura sobre competitividad para entrar al mercado internacio-
nal se ha concentrado inicialmente en el enfoque del diamante de 
la competitividad; sin embargo, después de revisar otros elementos 
en el proceso de internacionalización de las empresas, han surgido 
nuevas estrategias. Este trabajo se basó en una revisión de la litera-
tura desde la cual se propone un modelo de variables, subvariables, 
indicadores y autores, para estructurar la estrategia competitiva que 
deben utilizar las empresas para su entrada en los mercados interna-
cionales. La importancia de este trabajo radica principalmente en 
que respalda la eficiencia de las exportaciones en nuevos elementos 
inmersos en la competitividad, la innovación, la productividad y la 
estructura empresarial, que definen la estrategia de las empresas, 
y en cómo es posible comprobar que estos elementos son valiosos 
dentro de la competitividad como estrategia de internacionalización 
para las empresas. El modelo que se propone es un paso adelante 
para los nuevos elementos que requiere la estrategia internacional.

Competitividad, 
estrategia, 
exportaciones, 
internacionalización, 
empresa

Palavras chave

Efeitos do uso da competitividade como 
estratégia nas empresas exportadoras:  
situação atual

Resumo
 A literatura sobre competitividade para entrar ao mercado interna-
cional concentrou-se inicialmente na visão competitiva do diamante; 
contudo, depois de revisar outros elementos no processo de interna-
cionalização das empresas, há novos elementos como estratégia. Este 
trabalho está baseado em uma revisão da literatura a partir da qual 
se propõe um modelo de variáveis, sub variáveis, indicadores e auto-
res, para estruturar a estratégia competitiva que as empresas devem 
utilizar para entrar nos mercados internacionais.  A importância 
deste trabalho radica principalmente em que respalda a eficiência 
das exportações em novos elementos imersos na competitividade, a 
inovação, a produtividade e a estrutura empresarial, que definem a 
estratégia das empresas, e em como é possível comprovar que estes 
elementos são valiosos dentro da competitividade como estratégia 
de internacionalização para as empresas. O modelo que propomos é 
um passo adiante para os novos elementos requeridos pela estratégia 
internacional.

Competitividade, 
estratégia, exportações, 
internacionalização, 
empresa
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Introduction

In any global economy, the internationalization process and the opening of mar-
kets are issues of special importance; for Colombia, this aspect has strengthened 
its importance since 1991, when it entered the international market in a more 
aggressive and less timid manner. From that year, the internationalization process 
has been driven by the disposition of governments towards world markets, which 
has become evident in the development plans in which Colombia has advanced 
since that year and which have favored a growing outward projection of the busi-
ness network.

Nowadays, the number of Colombian companies present in the world markets 
of goods and services has increased progressively. At the same time, the interna-
tional dimension has become a relevant part of the companies’ strategy. However, 
Colombian presence abroad is still below the potential, which means continuing 
with the efforts to expand the incursion of export companies in the global market 
and to consolidate this international perspective. 

Under this structure, we can say that competitiveness as a strategy is an aspect 
that is of great importance in companies. From this perspective, the conditions for 
insertion in the international market are prepared, taking into account fundamen-
tal aspects in the preparation for entry into the global economy, and they contribute 
efficiently to a better behavior of companies and Colombia in this international 
process.

Literature Review 

Competitiveness

As far as the concept of competitiveness is concerned, it is found that it is his-
torically linked to commerce as an economic activity; hence, Table 1 shows the 
temporal evolution of the concept:
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Table 1. The commercial evolution towards competitiveness

Historical evolution Source Contribution

1776 – Classical economists 
identified the four factors: land, 
capital, natural resources, and 
labor

Adam Smith (1776), An Inquiry 
into the Nature and Causes of 
the Wealth of Nations

Absolute advantage

1817 – David Ricardo, with his 
law of comparative advantage, 
emphasizes how countries 
should compete

David Ricardo (1817), On the 
Principles of Political Economy 
and Taxation

Comparative advantage

1942 – Joseph Schumpeter 
emphasized the role of the 
entrepreneur as a factor of 
competitiveness

Joseph Schumpeter (1942), 
Capitalism, Socialism, and 
Democracy

Innovation and technological 
change

1965 – Alfred P. Sloan and Peter 
Drucker further developed the 
concept of management as a 
major factor for competitiveness

Alfred P. Sloan (1963), My years 
in General Motors; and Peter 
Drucker (1969), The Age of 
Discontinuity 

Management and 
administration

1990 – Finally, Michael Porter 
has tried to integrate all these 
ideas into a systematic model 
called the Diamond of National 
Advantage

Michael Porter (1990), The 
Competitive Advantage of 
Nations

Competitive advantage

Source: Garelli (2006).

Competitiveness has its beginnings in the absolute advantage of Adam Smith 
(1776), a classic theory that recognizes the advantages that economies have and that 
are indisputable in the commercial activity. From there, it moves to the comparative 
advantage that reflects different conditions in terms of relativity for the exchange as 
a decisive element, as well as innovation and the company from the administrative 
concept. Finally, we have the competitive advantage, created by Michael Porter 
(2002a, 2000b).

Based on this literature review, competitiveness is one of the fundamental 
aspects when entering the international market. When a company considers in-
ternational insertion via exports, it must be exhaustingly prepared to achieve this 
insertion in aspects such as innovation, productivity, and business structure.

Authors like Ball and McCulloch (1996), Rock (2014), Sosa Rodriguez and 
Reyes (2014), Hill (2001a, 2001b), Daniels (2000), and Czinkota (2002), among 
others, consider the importance of competitiveness in order for companies to truly 
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enter the global market in an optimal manner, stating that international immersion 
is gradually achieved, first in the local market, adjusting the internal conditions 
that favor the supply in the domestic market, and later entering the global market, 
either in terms of exports, imports and/or foreign investment.

In this sense, the present research seeks to identify some of the fundamental 
aspects of competitiveness and its influence on the exports made by companies.

In the book The Competitive Advantage of Nations, Michael Porter (1990) 
considers competitiveness as the value that a company manages to create for its 
customers and to exceed the cost of it. That is, the competitive advantage is given 
in low costs and differentiation (Porter, 2002a, 2000b). The author considers that 
the basic tool with which the competitive advantage is diagnosed is through the 
value chain that divides a company into the activities of designing, producing, 
marketing, and distributing its goods.

It is observed that, over the years, the concept of competitiveness versus trade 
exchanges determines the entry of an economy into the international market. Nowa-
days, there is almost no company (large or small) that does not feel the effects of 
events in global competition, since most companies sell their products, receive sup-
plies from foreign countries, or both, and compete with goods and services from 
abroad (Daniels & Radebaugh, 2000). It is also worth mentioning the views and 
contributions of Paul Krugman (2008) in his book, The Return of the Economy of 
the Depression and the Current Crisis, where competitiveness in the era of globaliza-
tion must take into account fundamental elements and their complex implications.

Competitiveness as strategy

In this sense, competitiveness as a strategy makes it possible to affirm that com-
panies are transformed into exporters, not overnight, but step by step through an 
export development process made up by different reasons for internationaliza-
tion, administrative and corporate elements of the company, the influence of the 
agents of change and the ability of the company to overcome the internationaliza-
tion barriers (Czinkota & Ronkainen, 2002).

Consequently, companies that consider internationalization within their stra-
tegy must decide whether they do it via export, import and/or investment: “When 
operating internationally, a company must consider its mission (what it claims to 
be and do in the long term), its objectives (specific performance purposes for the 



Equidad Desarro. N.º 30 • enero-junio de 2018

178

Gladys Mireya Valero Córdoba  •  Manuel Rodenes  •  Gladys Elena Rueda

fulfillment of its mission) and its strategy (the means by which it will achieve its 
objectives)” (Daniels & Radebaugh, 2000, pp. 8–9). 

Taking this into account, companies define four concrete objectives in their 
competitive strategy process to enter the international market:

 ■ To increase your sales
 ■ To acquire resources
 ■ To diversify your sources of sales and supplies
 ■ To reduce competitive risk

These four aspects illustrate that the competitive strategy through global mar-
kets involves leaving the local market, due to the advantages of an international 
market that improves the operation of the company in sales, resources, acquisi-
tions, and competitive risk. In addition, they should assess external influences 
focused on physical and social factors related to policies, geographical conditions, 
values, and economic characteristics. Likewise, it is necessary to review the com-
petitive environment that allows companies to enter the international market with 
clear advantages in prices, differences, and capacities. 

With the above considerations, the companies determine the competitive 
strategy through the common pattern of internationalization known as: “General 
pattern concentrating on reducing risk to the lowest level” (Daniels & Radebaugh, 
2000). The interpretation of said pattern is made from the center to the outside, 
and considers, among other things, the passive-to-active search for opportunities, 
the external and internal management of operations (understood as exports, im-
ports and/or foreign investment), and limited or broad operating modalities. A slow 
movement by one of them can allow the release of resources that enable a faster 
expansion in any other way. 

Daniels and Radebaugh (2000) consider that the common pattern of interna-
tionalization implies that companies make internationalization decisions in five 
axes, namely:

 ■ A: The stimulus for international businesses that relates with the incentive (or 
not) for international operations, such as exports, imports or foreign investing.

 ■ B: Internal or external management of operations abroad depending on how 
these operations are handled if done directly by the company, delegated to 
another, or to an intermediary. 
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 ■ C: Modality of operations, or how broad the common pattern of international-
ization is, i.e., in basic operations such as exports-imports, foreign production 
through business as strategic alliances and those related to foreign direct invest-
ment.

 ■ D: Number of foreign countries in which the company conducts business—that 
is, the number of countries depending on the company’s valuation, capacity 
and strategy.

 ■ E: Degree of similarity between foreign countries and origin, including assess-
ment of aspects such as language, culture, geographical proximity, and so on.

The above criteria are constituted in the variables that affect the companies 
with the strategic agreement, towards the international markets via exports.

Exports

Internationalization involves the crossing of borders to carry out commercial ex-
change, i.e., export, import and/or foreign investment. In that vein, the concept of 
export is found in many works, but in this case, we adopt the more general defini-
tion of the term. Export is the sale of goods or services produced in one country to 
residents in another country (Hill, 2001b).

To expand a little more on the concept, let’s take a look at the definition by the 
DIAN, the Colombian Tax and Customs Office:

Export is the exit of goods from the Colombian customs territory to another 

country or an industrial free zone of goods and services, complying with the 

requirements set forth in the standard. The State regulates the exit of the 

country from genetic resources and their use, in accordance with the national 

interest. (DIAN, 2016)

The two definitions illustrate that export is not simply the entry into the interna-
tional market, but also the efficiency in the management of rules and government 
regulations linked to other aspects that favor carrying out the process in a competi-
tive way.

These concepts constitute a platform to revise the concept of exportable supply, 
as it specifies the conditions for the companies and economies to stay in the inter-
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national market; the exportable offer consists in the 
company’s ability to ensure the volumes requested 
by a particular customer or to have products that 
meet the requirements of the target markets. The 
exportable offer has to do with the economic, fi-
nancial and management capacity of the company, 
that is: 

 ■ Product availability: Based on the product you 
want to export, the company must determine the 
volume available for the external market. The vo-
lume must be one that can be offered in a stable or 
continuous way. Likewise, the product must meet 
the needs and requirements of the target market. 

 ■ Economic and financial capacity of the company: 
The company must have the necessary resources to 
pay for an export; it must also be able to have com-
petitive prices. If the company does not have the 
possibility to pay the process with its own resources, 
it must be able to borrow and obtain external fi-
nancing. 

 ■ Capacity of management: “The company must develop an export culture with 
clear objectives and knowledge of its capacities and weaknesses” (Ministerio de 
Cultura y Riego, 2016).

Likewise, as an export promotion fund created after 1992, PROCOLOMBIA 
determines the internationalization process through five phases that allow the 
business owner to analyze and evaluate the internationalization process; it also 
explains the procedures, requirements and guidance instruments to move forward 
in reaching other markets (PROCOLOMBIA, 2016). 

The criteria considered entail an obligatory consultation to carefully review the 
aspects that determine the capacity to enter the international market, as well as to 
stay in the market. Figure 1 shows the five basic steps.

"The exportable 
offer consists in 
the company’s 
abilityto ensure the 
volumes requested 
by a particular 
customer or to have 
products that meet 
the requirements of 
the target markets. 
The exportable 
offer has to do 
with the economic, 
financial and 
management 
capacity of the 
company".
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Figure 1. Guide for entrepreneurs interested in exporting

Source: PROCOLOMBIA (1992).

Reviewing other references, the Colombian Tax and Customs Office has pub-
lished a set of guidelines for exports (DIAN, 2016), which define the variables to be 
taken into account in order to identify the exportable capacity of a company and 
which generally conform to those mentioned by PROCOLOMBIA. According to 
PROCOLOMBIA (2016), this is what a company must have in order to export:

 ■ Availability of the product: Based on the product to be exported, the company 
should only offer what it is capable of producing in a stable and continuous way.

 ■ Quality: The quality must be the one required by the market, taking into 
account the customer’s expectations. It also considers international quality cer-
tifications.

 ■ Value added: Characteristics that give the product a differentiating factor and 
in turn a greater commercial potential compared to the competition.

 ■ Optimal value for money: The company must have the necessary conditions to 
face new challenges, such as establishing competitive prices and in turn com-
plying with safety standards in the quality of products.

 ■ Adaptability: Adequacy of the product according to the different needs and 
conditions of each market, taking into account cultural barriers, regulations, 
physical attributes and packaging of the product.

Know the 
promotion toolsSimulate your 

export costs
Know the demand 
for your project

Identify the potentiality 
of your product

Are you ready 
to export?
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Through the Procolombia Information Center, it is also suggested to carry out 
a financial and administrative analysis, which allows companies to identify capaci-
ties through international trade. Furthermore, through the test of the exporter, 
their potential to carry out their export management can be measured.

Determining factors of exports

Table 2 lists the contributions made by recent authors, who define the aspects that 
must be considered to make exports: 

Table 2. Determinants of exports, some appreciations

Issue Author Contribution

Five facts about value-added exports and 
implications for macroeconomics and 
trade research

Robert Johnson 
(2014)

Value-added exports. Trade 
manufacturing is relatively small, and 
service trade is relatively larger, when 
measured in terms of value added

Export performance based on the 
creation of social capital through the use 
of information technology. A study in 
the plastic sector

Peláez Cano 
(2011)

Entry into the international market is 
carried out through innovation, which 
is decisive in the export process and 
which is also a fundamental indicator for 
measuring export performance

The export boom of the Mexican 
Revolution:
characteristics and contributing factors

Sandra Kuntz 
Ficker (2004)

Prices, quantities and structure as 
geographic location: determining factors 
for exports

Export promotion enhances the firm’s 
quality reputation, product and service 
quality, generating sales and profits: a 
structural equation modelling using 
AMOS

Hamad, 
Kinson, and 
Shy (2015)

The latent variables that have highly 
marked the potential of the quality of 
the firms in the international market 
are: to improve the products, providing a 
better quality of service, and gaining in 
reputation

Location factors of export-platform FDI: 
the example of Vietnam

Nguyen and 
Minda (2012)

Labor costs and productivity are decisive 
when it comes to exports

Business Ricky W. 
Griffin and 
Ronald J. Ebert 
(1997)

Determinant issues for exports: 
social-cultural differences, economic 
differences, political and legal 
differences, competitive differences, 
the capacity of the company and the 
business climate in other nations.

Globalization. Strategies for obtaining a 
worldwide competitive advantage

George S. Yip 
(1992)

Determine following aspects: 
globalization potential, degree of 
globalization, organizational capacity 
and necessary changes.

Source: Own elaboration.
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In the previous review, we can say that each one of the activities carried out by 
the company is a fundamental factor that is closely related to their management. 
The levels of productivity related to labor, production factors, the portfolio of prod-
ucts generated by the company, among others, are aspects that prepare the ground 
towards international markets (exports), in addition to the elements immersed in 
the macro-environment—that is to say, those that are outside the organization and 
that undoubtedly affect the international immersion. 

From the methodology used by PROCOLOMBIA as an entity in charge of pro-
moting tourism, foreign investment in Colombia, non-mining energy exports and 
the image of the country, the determinants for entering the international market 
through exports are listed below (PROCOLOMBIA, 1992):

1. Identify the determining factors of the products that will be exported
2. Political and economic panorama
3. Trade relationship with the country 
4. Potential of the product in said market
5. The structure to enter that market
6. The business culture to export to this market
7. The conditions of access established by the customs
8. Entry requirements based on documentation
9. Regulations and rules
10. Labor legislation and structure for SMEs

As a conclusion, it can be said that, once the aspects to be evaluated in order to 
enter the international market have been defined and identified, companies decide 
whether or not to enter the international market, which depends on the strategic 
projection of the company and its capacity to assume the international business as 
a fundamental element within the organization.

Proposal of a Model as a Competitive Strategy 
for the Internationalization of the Company 

Based on this review, we proceed to propose a model that considers the com-
petitive strategy via internationalization based on innovation, productivity, and 
business structure. For this purpose, each of the elements is reviewed in order to 
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illustrate the importance of these elements within any competitive strategy in the 
international insertion (exports) of the companies.

Innovation 

Entering the international market implies doing so in a competitive way, and 
therefore the concept of innovation must be considered. Over time, this concept 
has evolved considerably, as seen by some of the concepts in Table 3 below:

Table 3. Innovation according to several authors

Author Issue Proposal

Shumpeter (1934) The theory of economic development The development of economies 
depends on the level of innovation 
projected in GDP

Friedman (1974) Free competition The integration between technology 
and inventions generates innovation

Drucker (1988) Management of the 21st century The company innovates when it 
allocates resources for it

Porter (1990) Competitive advantage Innovation is the key element that 
explains competitiveness

Fajnzylber (1988) Technological progress Authentic competition is obtained 
when technological progress of goods 
is incorporated from the innovation 
that is obtained from research and 
development (R&D)

Bradley (1997) Determining knowledge of 
competitiveness

Innovation, technological capital 
and intellectual capital transform the 
tangible and intangible into wealth for 
companies

Source: Own elaboration based on several authors. 

As seen in all the previously reviewed approaches, innovation is a fundamental 
platform in the process of internationalization (exports), since it has a positive 
relationship that, together with productivity and investment in research and de-
velopment, contributes to a better gross domestic product (GDP) of the country 
(Gaviria Muñoz, 2016), which is a fundamental aspect in competitive exports that 
can be consolidated.



Equidad Desarro. N.º 30 • enero-junio de 2018

185

Effects of the use of competitiveness as a strategy on exporting companies: Status of the issue

In general terms, and according to the consultation of the CIDEM-Maloka 
Methodology developed by Universidad del Rosario (2009), the following aspects 
are taken into account to define the export capacity in Colombia: 

Intrinsic and production attributes. There is a competitive or innovative ad-
vantage in raw materials; a competitive or innovative advantage in design; a 
competitive or innovative advantage in the production process; a competitive or 
innovative advantage in quality; the company has processed the certificate of ori-
gin at the Ministry of Commerce, Industry and Tourism; the product is subject 
to controls by national authorities; the product is identified by some code or re-
ference; there is sufficient supply of raw materials and inputs that allow timely 
deliveries, compared with others products abroad; the company must adjust to 
international requirements and, based on the life cycle of its product, identify the 
level of competitiveness of the product selected for international markets; the pro-
duct is a unique product on the market; and the product meets the environmental 
standards.

External attributes. It has a competitive or innovative advantage in packaging; 
the labels comply with international requirements; the cartons used as packag-
ing have the identification of the company; the appropriate packaging for the 
international market has been identified; the product requires pictograms for 
manipulation; there is some presentation in visual media; and the packaging is 
adjusted to international needs.

Intangible attributes. The product has a warranty management policy as well as 
a use and storage manual; the product brand is registered before the Superinten-
dencia de Industria y Comercio; there is a manual in both Spanish and English 
language; and it has a technical file.

Other aspects. The company has production capacity for the international mar-
ket (related to the selected product); it has technical, professional and financial 
resources necessary for its commercialization and maintenance of the image of the 
company; the technical file identifies the direct and indirect costs of the produc-
tion process, sales growth, and the established cost of production; it has identified 
its tariff heading; and the product has tariff preferences.

As shown, innovation is a fundamental aspect considered in the methodology 
and it allows, according to the approach, an optimal entry to the international 
market. It is clear that these aspects are adjusted depending on the company, the 
sector and the particular aspects when defining the export capacity.
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Productivity

According to the dynamics proposed by Almunia (2005), the concept of producti-
vity refers to “the sustained growth of an economy, which must be based on the 
factors that determine the increase of productivity in the long term, especially 
the accumulation of all kinds of capital, physical, human and knowledge. The 
incorporation of new knowledge into the productive process via research, deve-
lopment and innovation (R&D+i)” (Almunia, 2005) makes it possible to produce 
more with the same resources and, consequently, increases labor productivity and 
accelerates growth.

Productivity also implies considering the training of talent, since “there is a 
positive correlation between the formation of human talent and the producti- 
vity of the companies” (Long, Kowang, Chin, & Hee, 2016, pp. 475–487). This 
indicates that the increase of the training activities improves the company, thus 
achieving a better competitiveness. For his part, Blanco Rivero (1999) believes 
that productivity growth is the most important factor in maintaining a competitive 
advantage in most developed countries. Likewise, productivity has become the 
pillar to increase the competitiveness of the different types of companies. The in-
ternationalization of the economy, the productivity cycle, strategic planning and its 
main management indicators, among others, are some of the issues that contribute 
to the achievement of competitiveness via international markets.

By the same token, according to Pires (2011), the growth of income, labor and 
the increase of physical and human capital in companies favor a good level in 
each of the factors of production. In this sense, there is a relation between income 
growth and institutional changes, economic policies, access to international mar-
kets and technological change.

Due to all of this, productivity is important to reach levels of competitiveness, 
among which is the behavior of each sector. Sectoral competitiveness evaluates 
the performance and evolution of the industrial sectors (Sanchez & Acosta, 2001). 
Colombia, in particular, has focused the sectorial competitiveness on its Produc-
tive Transformation Program (PTP), which is a tool provided by the National 
Government for the implementation of the industrial policy that leads to the pro-
ductive development of the country and with which it is expected to generate more 
competitive environments, as well as stronger and more productive companies.

The PTP is an ally of entrepreneurs because it offers them support to accelerate 
their productivity and competitiveness, guiding their capacities and taking advan-
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Figure 2: Productive transformation program

Source: Programa de Transformación Productiva (2016).

tage of their comparative advantages (PTP, 2016). When reviewing the sectoral 
composition of the PTP, it is important to clarify which sectors are considered as 
world-class sectors, which can be seen in Figure 2 above.

Michael Porter (2002b) considers that the main structural characteristics of 
the industries are those that determine the spirit of the competitive force and for 
the same the profitability of the industry. Combined efforts to evaluate potential 
participants, suppliers, buyers and substitutes define the potential of the company 
to move in those industries or sectors, determining the sectoral competitiveness.

As shown, productivity as an internal element in companies is an important 
axis to achieve levels of competitiveness, and the specific aspects in the companies 
reflected in the managerial style favor the achievement of high levels of producti-
vity, which are undoubtedly aligned with competitiveness.
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Business structure

The company as an economic unit defined from the simplest aspect refers to an 
open system that includes inputs (capital, technology, raw materials, etc.), trans-
forms them through a productive process that includes the strategic areas of the 
company in terms of production, administration, marketing and finance, and ob-
tains outputs represented in goods, services and image. In this sense, the different 
dynamics that are present in the context and allow companies to be competitive.

Business competitiveness. Corporate competitiveness considers that, in the 
framework of organizational studies, there are different approaches that explain 
the origin of its resources and competitive advantages. Decision-making about the 
acquisition of resources for the organization depends not only on rational processes 
guided by administrative principles, limited by the individual’s capacity for learn-
ing and analysis, but it is also guided by the manager’s vision, which is expressed 
through its voluntary, subjective and discretionary action as to how the company 
should be organized and directed (Zapata Rotundo & Hernandez, 2014).

D’Andrea-O’Brien and Buono (2012) point out that organizations from the 21st 
century “must be in the process of significant structural change, the development 
of horizontal networks, around processes rather than tasks, driven by customer 
needs and inputs, depending on team performance” (pp. 735–759).

Among the decisive factors for the growth and development of a company is the 
construction of a solid management team, which allows the maintenance of com-
petitiveness through the centralization of customer needs, the creation of alliances 
that generate business, the improvement of management structures and processes, 
and the management of human resources (Candalino & Knowlton, 2012). 

Michael Porter (2002a, 2000b) considers this aspect under the dynamic of ge-
neric value chain, which are structures through which a useful product is created 
for buyers. This value chain is divided into two major primary and support groups, 
and when the interconnection of each other is achieved, these value activities are 
constituted in the discrete structures of competitive advantage (Figure 3). 

It is recently found that, according to the Competitiveness Map of the Inter-
American Development Bank, these value chains include factors such as: strategic 
planning, production and operations, quality, marketing, accounting and finance, 
human resources, environmental management and information systems, and com-
plemented by external indicators based on the systemic competitiveness approach 
(Saavedra Garcia, 2012). The aforementioned authors show how the business struc-
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Figure 3. Generic value chain

Source: Own elaboration.

ture is constituted as a fundamental platform, because the competitive conditions 
are generated through this structure, taking into account the infrastructure, the 
human resources, and finances.

Model

Reviewing the three fundamental axes of competitiveness, the following are the 
aspects that characterize the model to be proposed (Table 4). The approach of the 
model allows the evaluation of competitiveness from the innovation, productivity 
and business structure with the values and indicators, based on the investigations 
carried out (Porter, 2002a, 2000b; Sistema Nacional de Competitividad, Ciencia, 
Tecnologia e Innovación, 2016; Lugones, s.f.; OCDE-EUROSTAT, 2005; Zapata 
Rotundo & Hernandez, 2014; Miranda & Toirac, 2010; Fajinzylber, 2006; and 
Jaramillo, Lugones, & Salazar, 2001). 
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Table 4. Determination of variables and subvariables for the competitive model

Variable Sub-variables Indicators Author

Competitiveness Innovation Number of products in 
catalog

Banco Mundial (2016); 
Jaramillo, Lugones, and 
Salazar (2001)

Number of innovations OCDE-EUROSTAT 
(2005); Fajinzylber (2006); 
Lugones (s.f.) 

Brands and patents Consejo Nacional de 
Política Económica y 
Social (2006); Consejo 
Privado de Competitividad 
(2015)

Productivity Units produced Consejo Nacional de 
Política Económica y 
Social (2006); Arge, Dajer 
Plata, and Alvarez (s.f.)

Supplies units used Miranda and Toirac (2010)

Sold units Arge, Dajer Plata, and 
Alvarez (s.f.)

Business structure Square meters 
infrastructure

Arge, Dajer Plata, and 
Alvarez (s.f.)

Number of employees Comisión Regional de 
Competitividad (2016); 
Zapata Rotundo and 
Hernandez (2014)

Financial capability
Comisión Regional de 
Competitividad (2016); 
Sánchez and Acosta (2001)

Source: Own elaboration.

As shown, the variables that allow competitiveness to be achieved via exports 
are supported through innovation, which is measured by indicators that identify 
the new products and the trademarks or patents processed by the company. Pro-
ductivity is also fundamental in competitiveness, reflecting the efficient use of 
the factors of production. Finally, the business structure, which is reflected in the 
infrastructure, the number of employees and their financial capacity to attend and 
prepare for the international market, is also important.
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Conclusions

Competitiveness is a requirement for the international insertion of companies.
Being competitive involves, among other things, price, technology, packaging, 

logistics, and marketing efficiency.
Productivity, structure and innovation are essential for achieving competitive-

ness and projecting companies in terms of international operations.
The economic doctrines have generated and made contributions to the concept 

of competitiveness used today. There are many authors who study the subject, and 
in different perspectives their contributions allow the extension of the conceptual 
dimension.

Technology allows companies to create new products and services according to 
the need they satisfy, and based on their presentation to the market, packaging is 
essential, since it is through it that it achieves an entry to the international market 
in a differentiated way, thus favoring competitiveness into the global market.

Innovation is ultimately a prime variable; nowadays, exports are an elementary 
factor of internationalization, and they constitute a fundamental variable because 
they make it possible to enter the international market in a competitive and suc-
cessful way.

Structural capacity must be reviewed from both micro and macro economic 
points of view, in such a way that it allows the organizations to improve the inter-
national insertion.

The field of research remains relevant since it reveals the approach of experts, 
entities and knowledge on the subject, in such a way that raises aspects that favor 
a competitive strategy that truly positions the company or the economy in the 
international market in a permanent and continuous way. 
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