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Abstract 
 

The ceramic industry in Portugal is a traditional productive sector strongly marked by internationalization, 
verifying in the last decade an increasing trend in exports compared to the declining number of businesses 
and employees. This study examines the process of internationalization of ceramics firms of the Portuguese 
district of Aveiro and his contribution as a competitiveness factor. With this propose, has developed an 
exploratory analysis of data obtained through a survey and interviews with leaders of the ceramics business 
of the district of Aveiro. The analysis was based on a theoretical framework given by the traditional 
approaches of internationalization, supported in the behaviour theory of the firm and in the resources based 
view, and allowed to draw conclusions about the involvement and motivation on the internationalization of 
the industrial sector, the resources involved, the main strategies used and the explanatory models. 
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1. Introduction  

The globalization of economy offers new opportunities to firms, resulting from access to bigger markets, 

scale economies and exposure to best practice management and technology; but also poses new competitive 

challenges, either by local and international competitors, with new productive processes and innovative 

products and services. In response to these challenges, companies try to conquer new international markets 

and expand its presence in the global market. 

The central problem of a strategy decision of internationalization focuses on the identification of 

products or services to be placed on international markets, of markets to reach and in the choice of the entry 
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modes more appropriate to the target market. The modes of entry into international markets can be such as 

exporting or international agreements, to most advanced forms involving foreign direct investment (FDI) or 

the combination of various forms. The process of internationalization is also influenced by specific factors at 

the firm-level that may depend from industry to industry and with the type of company (Maçães and Dias, 

2000), and are related to the benefits held by firms: specific advantages, location advantages and 

internalization advantages (Feio, 1998). Moreover, internationalization inserts almost in a more general 

process of firms growth (Penrose, 1959), influencing the performance at firm-level, at industrial sector level 

(dependent of the structural elements of the industry sector) and at national level (dependent on specific 

factors of the country of origin); as even as it has consequences at business activities in foreign markets in 

exporting activity, FDI, licensing and transfer of knowledge and technological innovation (Machado, 1993).  

The exporting activity is the most common and affordable choice made by firms that choose a strategy of 

internationalization, because it is the way that requires less of investment and structure control, minimizing 

the risks that leads the transposition of borders (Hansen, Gillespie and Gencturk, 1994). Furthermore, 

exporting is usually synonymous of benefits for the companies, in terms of improving competitiveness, 

productivity and profitability (Maçães and Dias, 2000; Pereira, 2005). This mode of internationalization is 

the most common among the Portuguese firms. 

The interest in study the foreign trade of the Portuguese industry of ceramics, is related with the fact that, 

in  the whole, this traditional productive industry may be considered a net sector, where the exports exceed 

imports, contrarily to what happens with Portuguese trade balance (Pereira, 2005). In recent years, total 

exports of ceramic products have been a growing trend, while imports verified the contrary, which reflects a 

positive aspect for the competitiveness of Portuguese ceramic industry in foreign markets. Concerning to the 

products, the utilitarian porcelain have the largest volume of ceramics exports, and occupy a position of 

prominence among the major Portuguese exports.  

Based on the various modes of internationalization of firms, this paper aims to study the involvement 

and motivation, the resources involved, the main forms and the explanatory models of the 

internationalization of Portuguese ceramic firms in the district of Aveiro. The present paper is organised as 

follows. In a first part was introduced the subject under study, including the context, the problem and study. 

The second part presents the literature review including the traditional approaches of internationalization 

supported in the behaviour theory of the firm and in the resources based view, and in the principal studies on 

the internationalization of Portuguese firms. In a third part is described the methodology, which will be 

developed in the following with the consequent analysis of the data considered, to in a final section be made 

the final findings and conclusion.  

 

2. Theoretical Referential and Previous Empirical Results 

In order to study the forms of internationalization of ceramic firms in the district of Aveiro, the analysis was 

based, as a starting point, in the theoretical framework given by the traditional approaches of 

internationalization: the model of internationalization based on information and knowledge (Knight and 
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Liesch, 2002), the model of stages advocated by the Uppsala School (Johanson and Wiedersheimi-Paul, 

1975, Johanson and Vahlne, 1977, 1990), in models of internationalization based on innovation (Bilkey and 

Tesar, 1977; Cavusgil, 1980 , 1984; Czinkota, 1982; Reid, 1983), the portfolio theory (Knight and Liesch, 

2002), the monopolistic advantage theory (Hymer, 1976) and in the network theory (Hakansson, 1982; 

Johanson and Mattsson, 1988; Johanson and Vahlne, 1990, Anderson et al., 1994).  

The information and knowledge are the heart of traditional explanations and theories of firm 

internationalization (Knight and Liesch, 2002). In this case, the internationalization model can explain the 

firms’ management activity as consequence of knowledge and market commitment (Johanson and Vahlne, 

1977, 1990) and can explore the analysis of the behaviour of firms in theirs political environment (Keillor et 

al, 1997). Is this mode, increasing political knowledge, related with foreign markets, the perceived risk of 

foreign market investment declines and market commitment increases (Hadjikhani and Ghauri, 2001). 

The Uppsala School argues that the internationalization process follows a path in a sequential and 

incremental steps, where, according to the firms’ involvement in the market, is possible to identify four 

stages: i) lack of regular activities of exporting ii) exporting via agents, iii) establishment of commercial 

subsidiaries, and iv) establishment of production subsidiaries. To this approach the time of the transition 

from export to the establishment of subsidiaries is partially determined by the type of competitive advantage 

of the firm, and the process of internationalization, seen as a process of organizational learning and 

incremental changes that take the experience as relevant explanatory factor. This theory still focuses on four 

aspects that firms should faces when going abroad: market knowledge, market commitment, commitment 

decisions, and current activities; which are divided into stage and change aspects that interact with each other 

(Johanson and Vahlne, 1977). 

Although there is no single explanation for the process of internationalization (Reid, 1983), there is 

greater evidence for the explanation on stages, associated with a continuous and incremental development 

(Johanson and Mattsson, 1988; Welch and Loustarien, 1988; Johanson and Vahlne, 1990) and product life 

cycle (Vernon, 1966) and firm life cycle (Fryges, 2004, Sapienza et al., 2005).  

The internationalisation based on entrepreneurial innovation or innovation-related internationalization 

models (Bilkey and Tesar, 1977; Cavusgil, 1984; Czinkota, 1982; Reid, 1981) postulate that 

internationalization process is related with the organizational and management innovations occurring within 

the firm. Andersen (1993:212) considers that, with exception to the initiation mechanism, the Uppsala model 

and the Innovation-Related Internationalization Models, as regards to the internationalization process, are 

very similar approaches. 

The portfolio theory postulates according to Knight and Liesch (2002:985) “that managers of indigenous 

firms possess innate strengths such as knowledge of the local market and its operating environment”. To 

succeed, the invading foreign firm must leverage a compensating advantage (Buckley and Casson, 1985). 

The monopolistic advantage theory, similar to resource-based theory (Knight and Liesch, 2002), implies 

that firms have a particular endowment of organizational resources relevant to determine the strategy and 

theirs performance as of the ability to internationalize (Anderson and Kheam, 1998), holding that MNEs 
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exists because each firm possesses particular advantages over foreign firms in their home markets (Hymer, 

1976). 

The network theory (Johanson and Mattsson, 1988; Johanson and Vahlne, 1990; Oviatt and McDougall, 

1994), with his origins in social network and behavioural theory (Hadjikhani and Ghauri, 2001), focuses on a 

dimension between organizations participating in an exchange relation; with firms investing in both internal 

and external market assets (Knight and Liesch, 2002). All firms in a market are considered as be embedded 

in networks with linkages to their suppliers, costumers and other actors (Johanson and Mattsson, 1988). In 

recent years, network theorists’ challenges Uppsala model with a fundamental argument based on that 

modern high-technology firms do not exhibit an incremental process, rather firms achieve a faster 

internationalization through experience and resources of network partners (Mitgwe, 2006). 

In the actual competitive international business environment that characterizes the internationalizing of 

the firm cannot remains isolating (Lu and Beamish, 2001; Knight and Liesch, 2002). The internationalization 

involves research and knowledge about the host market, and some adaptation of products, services and 

processes; as well as the detention or achieve of comparative and competitive advantages. The 

internationalization reveals some results of the firms to market their products, services and expose their 

culture organization faces to the test of international markets and competitiveness.  

In Portugal were developed, recently, some empirical studies on internationalization of Portuguese firms. 

Feio (1998) studied the internationalization of Portuguese ceramic firms, relating it with competitiveness, 

and based on the dynamics of territories. Maçães and Dias (2000) conducted a study on internationalization 

in wine industry, Teixeira (2001) consider the internationalization of the footwear industry; Lorga (2002) 

examined the mechanisms and the international cooperation network in a specific company, and Viana 

(2006) analysed the process of internationalization of ceramic firms in Portugal oriented in a marketing 

approach. Furthermore, Machado (1993), Buckley and Castro (1998), Simões and Castro (1999), Simões and 

Crespo (2002), Simões and Dominguinhos (2001), Silva, Costa and Fernandes (2002) and Pereira (2007) 

studied the internationalization of Portuguese firms for a more comprehensive way.  

 

2.1. Internationalization Strategies  

The internationalization of firms is a fundamental key for improving the competitiveness of firms and to 

decrease the degree of vulnerability to the changes in demand conditions and to the entry of new 

competitors. Similar to the firm heterogeneity that characterizes the ceramic industry, the internationalization 

strategies are also diverse and depends on several factors such as firm characteristics: firm size, experience in 

the industry (firm age), ownership and multi- plant effects, innovation and technological variables, resources 

and knowledge; management factors: like the qualifications and the age of the entrepreneurs; and business 

environment (Calof, 1994; Pereira, 2005; Higon and Driffield, 2007). 

The strategies of internationalization can take different forms: direct exporting, indirect exporting 

through intermediaries or agents, agreements with foreign companies, establishment of factories or through 

commercial subsidiaries. The most frequent, as it happens in other Portuguese industries, are direct export 



 5 

through alliances and partnerships; or indirectly to agents who then take charge of making the distribution 

and the sales of products.  

The choice of an internationalization strategy, as well as decisions related to the mode of entry in foreign 

markets, are particularly relevant because of the risk and the high resources it involves, in the face of limited 

capacity of firms (Bennett, 1998).  

Given the risk involved and the structure of small and medium-sized businesses, the Portuguese FDI of 

ceramic firms is low (Feio, 1998; Viana and Raposo, 2007), while FDI in Portugal is significant, especially 

in structural and pavements and revetments ceramics1 (Pereira, 2005).  

Feio (1998) diagnosed that the different forms of internationalization in the Portuguese ceramic industry 

are influenced by various factors, among them the main determinants are the size of companies, forms of 

organization and management, the relationships with other companies through the capital, the processes of 

production, the position on the markets and the level of territorial integration. This author noted that the 

firms that have a strong degree of regional integration tends to develop more advanced strategies of 

internationalization, based on specific advantages of territories where the more integrated firms have better 

conditions of competitiveness resulting from a better allocation of resources and proximity, which takes to 

the reduction of transaction costs and to a effective collective learning, leading even the small firms to 

expand in foreign markets.  

For other side, Maçães and Dias (2000) consider as factors influencing the performance of Portuguese 

exporting firms: the characteristics of companies in various stages of international development and the 

causal relationships between the exporting behaviour of managers, like strategic decisions and internal and 

external variables that influences the firms’ process of internationalization, such as, for example, the size or 

the possession of competitive advantages.  

 

2.2. Factors of competitiveness and competitive advantage 

The resource based theory of the firm (Penrose, 1959; Wernerfelt, 1984; Barney, 1991, 2001) suggests that 

the allocation of organizational resources is a key determinant of firms’ strategy, performance and 

maintenance of competitive advantages in the markets. In addition to resources, the organization of domestic 

economic activity and the integration of the firm in the domestic market (Dunning, 2000) is an important 

factor for the definition and success of an international competitive business strategy (Feio, 1998).  

The business and industrial competitiveness is related to the ability of a firm or industry to develop, in a 

sustainable way, a successful relationship with the environment (Pereira, 2005) or, according to Lança 

(2000), as the ability of a firm or industry compete in markets and maintain or gain position on them, 

depending on many factors, such as the characteristics and behaviour of firms, the creation of synergies at 

the industry level, and the environment context. The factors of competitiveness are understood as factors that 

determine or influence business competitiveness (Pereira, Fernandes and Diz, 2005). Are many factors that 
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influence the competitiveness of firms2. These factors, in addition to subject the firm, the industry and the 

location of markets, suffer also the influence of time, in a constant adaptation to change in interaction with 

the environment in constant evolution (Pereira, 2005).  

The competitive advantage of a firm is a multidimensional construct, that according with Pereira, 

Fernandes and Diz (2005) is translated by the way it creates value for its customers, so distinct from 

competitors that can show up in the competition in several dimensions, establishing and maintaining a 

defensible position in the market.   

 

3. Methodology  

The methodology applied in this study was essentially exploratory and descriptive. Data were collected 

through a questionnaire and semi-structured interviews carried out to business leaders in period between 

December 2003 and May 2004, as part of the main factors determining the competitiveness of ceramic firms 

in the district of Aveiro, in which one of the factors analysed was internationalization. Semi-structured 

interviews were designed to enhance and complement the knowledge of the firms surveyed and the industrial 

sector itself.  

It was made an exploratory analysis of the characteristics of internationalized firms and a confirmatory 

analysis based on the evidence obtained in the literature review. To examine the variables underlying the 

internationalization and competitiveness as a source of competitive advantage were made multiple regression 

analysis3. A multiple regression analysis is a statistical technique, descriptive and inferential, that allows 

analyzing the relationship between a dependent variable and a set of independent variables (Hair et al, 1995). 

The method used was the Backward, which returns several solutions with the most significant variables4. In 

this method, the model is started including all independent variables, which will then removing the stages 

that do not present a significant contribution to explain the endogenous variable (Hair et al, 1995), 

developing different models until no more variables the model for a interval confidence of 95%.  

 

4. Data Analysis and Results  

Analysis and general characteristics of the sample  

The sample includes data from 72 firms belonging to various subsectors of the ceramic industry, according to 

the Portuguese Classification of Economic Activities (CAE - Rev.2) (INE, 1992:47). This study included 

45% of firms in the subsector of household and ornamental ceramics; 26% of firms in the pavements and 

Revetments ceramics and 29% of the firms in the structural ceramics. The considered firms represent 63% of 

the total of ceramics firms in the district of Aveiro. 

According to the number of employees, most firms of the sample have between 20 and 49 employees, 

except for pavements and revetments, where the most of the firms have between 100 and 249 employees. As 

                                                 
2 See Pereira, Fernandes and Diz (2005). 
3 These groups were considered separately to avoid the occurrence of colinearity between them. 
4 Was also considered in the analysis the sample size, not too high, which according to Hair et al. (1995) must comply 
with minimum values the ratio of five observations for one independent variable. 
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for the firm size5, dominate the small enterprises. In terms of ceramic industrial sub-sectors, in the household 

and ornamental ceramics predominates the small and medium-sized enterprises (SMEs), verifying a decrease 

in recent years of large and small enterprises at the expense of a slight increase in micro and medium-sized 

enterprises. In the pavements and revetments ceramics, exception in the Portuguese ceramics, dominate the 

medium-sized enterprises, although in a downward trend reflecting the technological progress of more 

capital intensive which has replaced the use of labour. The structural ceramics is characterized by small 

enterprises, with a decreasing trend in the number of medium-sized enterprises related with the investment 

made in recent years in this subsector, which contributed to become more capital intensive, but that has not 

been reflected in an increase in turnover, may due to the current recession in the construction industry in 

Portugal.  

About the firms’ age, the oldest companies belonging to the domestic and ornamental ceramics, in which 

6% are over 50 years. However, the structural ceramics includes the greater number of older firms, 13% are 

over 50 years and 57% of companies have between 26 and 50 years. The firms in pavements and revetments 

are also at the stage of maturity, where 31% of the firms have over 25 years and 81% over 10 years.  

 

General Characteristics of Internationalized Firms 

Based on the study of Lema and García (2002), the Table 1 relates the internationalization of firms with 

some of their general characteristics. In this table we observe that firms that reported one or more forms of 

internationalization are characterized by having more than 50 employees, are companies limited by shares 

with a predominantly family capital, are at the stage of maturity with an existence superior to 10 years, 

invested more than € 250 000 in the last three years and their leaders are aged over 40 years with higher 

education. In these firms, compared to non-internationalized firms, employment has declined less and the 

turnover increased more.  

 

 

 

 

 

                                                 
5 The criterion used was based on European Community legislation that sets limits on the size of enterprises considering the 
categories of microenterprise to companies with fewer than 10 employees, small enterprise with fewer than 50 employees, medium-
sized enterprise with fewer than 250 workers and large enterprise for companies with 250 or more employees. In other words, 
according to Commission Recommendation 2003/361/EC of 6 May 2003 to define a enterprise as large is necessary to verify the 
criteria of the cumulative number of employees, turnover, or alternatively, the value of annual balance sheet and the autonomous 
criterion. So, the categories:  
-Micro, small and medium-sized enterprises (SMEs), are enterprises which employ fewer than 250 persons, which have an annual 
turnover not exceeding EUR 50 million, and/or an annual balance sheet total not exceeding EUR 43 million , and that meet the 
criterion of autonomy defined as follows: enterprises are  not owned as to 25% or more of the capital or voting rights of a company, 
or jointly by several enterprises, falling outside the definition of an SME, as is the case  
-Small enterprises are defined as enterprises which employs fewer than 50 persons and whose annual turnover and/or annual balance 
sheet total not exceed EUR 10 million and that meets the criterion of autonomy defined above.  
-Micro enterprises are defined as enterprises which employs fewer than 10 persons and whose annual turnover and/or annual balance 
sheet total not exceed EUR 2 million and that meets the criterion of autonomy.  
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Table 1 - General characteristics of internationalized ceramics firms 
 

Ceramics Industry 
 (%) 

Household and Ornamental 
Ceramics. 

(%) 

Pavement and Revetments 
Ceramics 

(%) 

 

 Estrutural Ceramics 
(%) 

 
 

Total 
(%) 

 
Exporting 

firms 
(%) 

 

Non 
Exporting 

firms  
(%) 

 
Total 
(%) 

 

 
Exporting 

firms 
(%) 

 

Non 
Exporting 

firms  
(%) 

 
Total  
(%) 

 

 
Exporting 

firms 
 (%) 

 

Non 
Exporting 

firms  
(%) 

 
Total  
(%) 

 

 
Exporting 

firms 
 (%) 

 

Non 
Exporting 

firms  
(%) 

 100 69 31 100 91 9 100 95 5 100 18 82 
Firm Size             

<50 employees 60 46 91 64 60 100 29 25 100 77 25 89 
>50 employees 40 54 9 36 40 0 71 75 0 23 75 11 
Legal Form             

Company Limited 63 60 68 73 70 100 41 37 100 64 75 61 
Anonymous Company 35 40 32 27 30 0 59 63 0 36 25 39 

Capital Stock             
Non familiar 60 46 41 51 47 68 53 50 100 32 25 33 

Familiar 40 54 59 49 53 32 47 50 0 68 75 67 
Firm Age             

<10 years  (young) 8 8 9 9 10 0 5 6 0 9 0 11 
>10 years (mature) 92 92 91 91 90 100 95 94 100 91 100 89 

Investiment             
< EUR 250 000  36 32 46 45 40 100 24 25 0 32 0 39 
> EUR 250 000  64 68 54 55 60 0 76 75 100 78 100 61 

Quality certification              
Yes 65 46 9 80 79 100 77 82 0 77 25 89 
No 35 54 91 20 21 0 23 18 100 23 75 11 

Employment 
Variation 6 

            

Increase 24 30 9 18 20 0 47 50 0 14 25 11 
Decrease 61 58 68 64 63 67 47 44 100 68 75 67 
Constant 15 12 23 18 17 23 6 6 0 18 0 22 

Sales Variation             
Increase 36 40 27 33 33 33 59 63 0 37 25 28 
Decrease 50 40 73 52 50 67 29 25 100 63 75 72 
Constant 14 20 0 15 17 0 12 12 0 0 0 0 

Age of leader             
< 40 years 33 34 32 33 33 33 35 38 0 32 25 33 
> 40 years 67 66 68 67 67 67 65 62 100 68 75 67 

Qualifications             
Higher education7 48 76 45 64 70 0 77 81 0 64 100 56 

Non higher education  24 24 55 36 30 100 23 19 100 36 0 44 

 

The Internationalization as a factor in competitiveness  

The research on the determinants of competitiveness factors for the business performance of firms in the 

ceramics industry in the district of Aveiro made by Pereira (2005)8, allows drawing several conclusions 

about the factors of international competitiveness:  

- The internationalization was considered one of the most important factors for the pavement and revetments 

ceramics9; 

- The importance of competitiveness factors, according to firm size, it was found that the internationalization 

has greater importance to large firms and less importance to SMEs;  

- The internationalization is a source of competitive advantage, relevant to the pavements and revetments 

ceramics10 and of household and ornamental ceramics11;  

                                                 
6 Variation calculated on the basis of three years (2000-2002), at current values.    
7 Higher education includes bachelor, graduation, post graduation, masters and doctorates. However, there is no person with PhD in 
companies involved in the study. 
8 This study was based in a questionnaire realized to leader managers, which answers based in a Lickert scale from 1 to 7, which 1 
was nothing important and 7 very important.  
9 With an average of 6.13 and a standard deviation of 0.89. 
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- The firm leaders of ceramic industry interviewed considered the internationalization as a priority for 

increasing industry business competitiveness in the medium term; in pavements and revetments ceramics 

this was the second most important priority; and the third in the household and ornamental ceramics;  

- The internationalization is a significant factor for firms’ performance based either on the turnover or in the 

net results.  

In the latter case, as present in Table 1, the internationalized firms verified a smaller decrease on its sales, 

taking into account that in the analysed period, for the business ceramics in the district of Aveiro the sales 

averages in the domestic market decreased by approximately 0.5% and the sales average for EU and Rest of 

the World markets increased about 3.5%. The pavements and revetments ceramics verified the bigger 

increase in international markets. 

 

Processes of internationalization of enterprises  

The internationalization of firms in the sample occurs mainly through exports and direct sales to 

intermediaries and agents (Table 2).  

 
Table 2 - Internationalization processes of ceramics firms in the district of Aveiro  

 

 
Household and 

Ornamental ceramics 
(%) 

Pav. and Rev. 
ceramics (%) 

Structural 
ceramics 

(%) 

Ceramics 
Industry 

(%) 
 Direct exporting 40 46 33 40 

Indirect exporting: sales to a intermediary 27 27 50 28 

Establishment of commercial subsidiaries 11 18 0 13 

Agreements with foreign companies 9 6 17 9 

Other forms 11 3 0 8 

 

Establishment of factories 2 0 0 2 
 Total 100 100 100 100 

 

 In interviews conducted with managers, they said that had started the process of internationalization 

though sales to a broker and by the participation in fairs, followed in a posterior stage direct exports, 

followed by the execution of agreements with foreign companies and the realization of foreigner direct 

investments, involving a greater risk by establishing commercial subsidiaries, and in a final stage, through 

the establishment of factories. So, the process of internationalization occurred in stages, by an incremental 

way, in many cases associated with the lifecycle of the company.  

The process of internationalization of the Portuguese ceramic industry is currently in a transitional phase 

from a pure exporting to the establishment of commercial subsidiaries in its main markets, and the 

establishment of factories in foreign markets with advantages of costs.  

 There is a high percentage of internationalization in the household and ornamental and in the pavements 

and revetments ceramics. Most of ceramic firms export, with the exception of the structural ceramic firms, 

                                                                                                                                                                  
10 With mean 5.25 and standard deviation of 1.183. 
11 With mean 5.09 and standard deviation of 1.748. 
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that sells to foreign markets a very low percentage (Table 3) resulting from the characteristics of final 

products, which determine the weight and the transport 

 
Table 3 – Exporting Firms 

 

 

 

Household and 
Orna. ceramics 

(%) 

 

Pav. and Rev. 
ceramics  

(%) 

 

Structural 
ceramics 

(%) 

Ceramics 
Industry 

(%) 

Exporting firms 91 95 18 69 
 

Non Exporting firms 9 5 82 31 

 Total 100 100 100 100 

 

In terms of characterization of the exportations of ceramic industry, the firms, in the whole, export about 

40%, largely for the European and American markets. The more exporting subsector within ceramics 

industry is the household and ornamental ceramics (Table 4).  

 

Table 4 - Average percentage of sales of a company in each market  

markets 

 

Household and 
Orna. ceramics 

(%) 

 

Pav. and Rev. 
ceramics  

(%) 

 

Structural 
ceramics 

(%) 

Ceramics 
Industry 

(%) 

 Domestic 50,66 61,12 97,39 60,63 

 União Europeia 36,71 27,70 1,63 29,06 

 Resto do Mundo 12,64 11,19 0,98 10,31 

 

 

Internationalization as Competitiveness Factor  

Table 5 presents the explaining results of internationalization as a competitiveness factor of ceramic industry 

in models 1 and 2, and for firms in the household and ornamental ceramics in model 3. The model 1 has as 

dependent variable the percentage of sales exported and the models 2 and 3 the internationalization as 

competitiveness factor. 

 

Table 5 - Results of Regression Analysis (Internationalization as competitive factor) 

               
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

* p < 0,05; ** p < 0,01 
         
 

Variables 
Model 1  

(Ceramic Industry) 

Model 2 

 (Ceramic Industry) 

Model 3 

(Household and Orn. Ceramics) 
 Design 0,628** 0,616** 0,285** 

Flexibility 0,338**   

Image and firm reputation   0,221**  

Strategic planning of the firm  0,275**  

New products   0,357** 

Organizational learning and experience   0,424** 

Supply of products (large and diverse)    0,355** 

Location   -0,274** 

Incentives and supports (Public Policies)   0,255** 

Merges and acquisitions (intra industry)   0,192* 

    

Teste F 59,885 (p  = 0,000) 47,409 (p  = 0,000) 20,037 (p  = 0,000) 
R  0,797 0,823   0,924 
R2  0,634 0,677   0,854 
R2 ajustado  0,624 0,662   0,811 
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Thus, in Table 5, presents that the internationalization of the ceramic industry, as competitiveness factor, 

depends on the significant variables: design, flexibility of the production process with rapid response to the 

client, the image and reputation of firm and strategic planning of the firm. While the internationalization of 

the household and ornamental ceramics depends, significantly, of design, introduction of new products on 

the market, organizational learning and experience, provision of diversified products, incentives for 

community support, location and mergers and acquisitions in the same industry. Some of the factors 

identified in the case of household and ornamental ceramics are in agreement with the factors of the Uppsala 

model.  

 

Internationalization and competitive advantage  

In Table 6, presents the results of the explanatory regression analysis about internationalization as a source of 

competitive advantage in the industry for model 1 and model 2; and for the case of household and 

ornamental ceramics, that have a higher degree of internationalization. The internationalization as 

competitive advantage for the ceramic industry depends on marketing, efficiency of the organizational 

structure and management skills (EOSMS), and on a large and diverse supply of products. As part of 

household and ornamental ceramics, the most significant variables are the marketing, supply and wide 

variety of products, organizational learning and experience, social and environmental concerning and 

relations with customers.  

Over again, the factors of organizational learning and experience of firms are significant, supporting the 

Uppsala model. So, we can infer that the experience and organizational learning, backed by a broad and 

diverse supply, are in the basis for consolidation of internationalization as a competitive advantage in the 

domestic and ornamental ceramics. Moreover, if we consider that Portuguese ceramics firms evidence a lack 

of guidance for the marketing (Viana and Raposo, 2007), then firms that are characterized by this 

competence ensure a significant competitive advantage in its process of internationalization to compete in 

competitive foreigner markets which is reflected in a sustained business performance. 

 

Table 6 - Results of Regression Analysis (Internationalization as competitive advantage)  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
                      * p < 0,05; ** p < 0,01 

 

 

Variables Model 1 
(Ceramic Industry) 

 

Model 2 
(Household and Orn. Ceramics) 

 
Marketing 0,346** 0,425** 
EOSMS 0,259**  
Supply of products (large and diverse) 0,336** 0,516** 
Organizational learning and experience  0,795** 
Social and environmental concerning  -0,567** 
Relations with clients  0,453* 
   
Teste F 23,456 (p = 0,000) 16,597 (p  = 0,000) 
R  0,713 0,873 
R2  0,509 0,761 
R2 ajustado 0,487 0,715 



 12 

5. Conclusion  

Internationalization is an important factor of competitiveness for firms of the ceramic industry, reflecting on 

the performance, determined by own business, industry and environment factors. The industry of ceramics in 

the Portuguese district of Aveiro has high levels of internationalization, except for the structural ceramics. 

Internationalized firms are characterized by having more than 50 employees, are companies limited by shares 

with a predominantly family capital, are at the stage of maturity with an existence superior to 10 years, 

realized investments over 250 000 Euros in the last three years, and their leaders are aged over 40 years with 

higher education. In these companies, compared with non-internationalized firms, employment has declined 

less and the volume of sales has increased more. The principal market destinations are the European and 

American markets, revealing a choice based on geographical and cultural proximity. The internationalization 

of firms occurs essentially through direct and indirect exports.  

The process of internationalization of firms studied, in many of these, followed an evolution in several 

stages, according to the Uppsala model, in an incremental and continuous mode, related to the enterprise life 

cycle, and where the explanatory variables of organizational learning and experience are significant for the 

higher level of internationalization of the household and ornamental ceramics. Actually, most of the ceramic 

firms are in a stage of maturity, there is a transition from a state of almost pure export to the installation of 

commercial subsidiaries in principal foreigner markets and the installation factories in markets with cost 

advantages. 
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