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Abstract

This article aims to analyze the driving factors of sustainable success for Thai small and medium enterprises
(SMEs) in the jewelry and gemstone industry, using a systematic and integrative literature review approach.
The Balanced Scorecard framework is employed to evaluate performance across four dimensions: financial,
customer, internal processes, and learning and growth. The analysis and synthesis of the literature reveal that
key factors include product innovation capabilities, entrepreneurial characteristics, customer relationship
management, and service quality. Integrating these factors effectively leads to competitive advantage,
sustainable growth, and enhanced standards for the Thai jewelry and gemstone industry in the global market.
These findings are valuable for policy-making and business development in this sector.
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