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RESUMEN

Una ventaja significativa en un entorno de feria comercial en constante evolucion es la mentalidad resolutiva. Esto
es especialmente relevante para empresas que, pese a merecer participar en ferias comerciales, enfrentan desafios
como la competencia intensa, problemas de recursos y la necesidad de adaptabilidad. Esta investigacién analiza
cémo el comportamiento resolutivo y la confianza en la resolucion de problemas afectan el desempeifio de los ex-
positores, aportando informacion valiosa sobre la dindmica de los vendedores en estos entornos y su impacto en
el éxito empresarial. Por lo tanto, el estudio aborda la brecha en la literatura sobre el comportamiento resolutivo
de los vendedores en ferias comerciales, investigando cémo utilizan creativamente los recursos disponibles para
navegar por la complejidad de estos eventos y mejorar su desempeiio. Fundamentado en las teorias de Resolutivo
y Eventos Estresantes, el estudio explora la adaptacion rapida y efectiva requerida en ferias comerciales, ofreciendo
ideas de gestion y direcciones para investigaciones futuras. El estudio adopta un enfoque cuantitativo, examinando
una muestra de 304 empresas portuguesas y kosovares mediante un Modelo de Ecuaciones Estructurales basado
en Covarianza (CB-SEM). Los resultados del estudio confirman la importancia del comportamiento resolutivo y la
confianza en la resolucién de problemas para el desempefio de los expositores en ferias comerciales. Los hallazgos
se alinean con las teorias de apoyo, y el enfoque integrado de estas habilidades culmina en un «pensamiento resolu-
tivo», esencial para navegar en entornos complejos y de alta presiéon como las ferias comerciales, contribuyendo asi
al éxito general de estas plataformas empresariales.

Palabras clave: Resolutivo, Ventas, Ferias comerciales, Desempeiio, Confianza en la resolucion de problemas.
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1. INTRODUCTION

In recent years, the notion of bricoleur has attracted increas-
ing attention in sales literature, particularly considering its po-
tential implications for navigating high-pressure environments
and promoting adaptive behaviours among sales professionals
(Epler & Leach, 2021; Epler et al., 2023). During the competitive
landscape of trade fairs, where companies compete for attention,
leadership and market share (Silva et al., 2021; 2022), the ability
to improvise, innovate and take advantage of available resources
might be the difference between success and obscurity.

In the dynamic settings of trade fairs, marked by interactions
with various stakeholders and relevant levels of competition and
uncertainty (Gerschewski et al., 20205 Silva et al., 2022), brico-
leurs stand out in exploring unexpected opportunities, adapting
to evolving circumstances and designing innovative solutions to
achieve goals (Epler & Leach, 2021; Epler et al., 2023; Wu et al.,
2024). This adaptability can be essential to success at trade fairs,
where companies invest significant resources and efforts to en-
sure sustained engagement and fruitful results over time (Lee
et al., 2021; Nayak, 2019). In this sense, it is also worth highlight-
ing the crucial role of salespeople, particularly in the context of
trade fairs, where their proactive and adaptable approach is crit-
ical (Gerschewski et al., 20205 Silva et al., 2022). Given the com-
petitive nature of trade fairs and the diverse needs of attendees,
salespeople should adopt the mindset of a bricoleur - continu-
ously adapting their strategies, tactics, and approaches to effec-
tively leverage available resources and meet the unique demands
of each customer (Epler & Leach, 2021). This focus on tailored
engagement highlights the crucial role of salespeople’s perfor-
mance at trade fair booths in driving success.

Despite this growing recognition of the relevance of bricoleur
in sales contexts (Epler & Leach, 2021; Epler et al., 2023), empirical
studies exploring its manifestation and impact at trade fairs are
practically non-existent. This study seeks to address this gap by
investigating the role of bricoleur behaviour among salespeople at
trade fairs which seems to be an unexplored territory in the litera-
ture. By examining how salespeople leverage bricoleur to navigate
the complexities of trade fairs, this investigation aims to shed light
on the mechanisms through which bricoleur behaviour influences
problem-solving confidence, and exhibitor performance. The ob-
jectives of this study are holistically supported by three fundamen-
tal theories: the Resource-Based View Theory, Bricolage Theory
and the Stressor Event Theory. The Resource-Based View theory
proposes that rather than relying on external resources or costly
solutions, a company should maximize the potential of its existing
assets (Sivathanu & Pillai, 2020). The Bricolage Theory, initial-
ly developed by Claude Lévi-Strauss in the field of anthropolo-
gy (Lévi-Strauss, 2021), was later adapted to explain phenomena
in organisational and sales contexts by Epler and Leach (2021).
This theory emphasises the ability to solve problems creatively by
using available resources in innovative and unconventional ways
(Lévi-Strauss, 2021). In the sales context, this translates into the
ability of salespeople to improvise and adapt quickly to meet cus-
tomer needs with the resources at hand (Epler & Leach, 2021).
Given the highly dynamic business world today, salespeople must
be trained to use improvisation to respond to unforeseen situa-
tions (Charoensukmongkol & Suthatorn, 2021).

On the other hand, the Stressor Event Theory examines how
certain events can act as stressors for individuals and organisa-
tions, challenging their ability to cope with changes and unex-
pected demands (Lerman et al., 2020). Trade fairs, while power-
ful in attracting customers, are characterised by a constant need
for rapid adaptation, complex interactions, and measurable out-
comes. These characteristics make trade fairs challenging events
that require agile and effective responses from the salespeople
present at the stands, as pointed out in studies by Li (2020),
Gerschewski et al. (2020) and Silva et al. (2022).

The bricolage theory can be seen as an application of the Re-
source-Based View in the sales context, where companies crea-
tively utilise available resources to overcome challenges (Epler
& Leach, 2021; Epler et al., 2023; Sivathanu & Pillai, 2020). This
process is particularly relevant in environments such as trade
fairs and business events, which are characterised by high-pres-
sure contexts, challenging the ability of salespeople to cope with
unexpected changes and demands, as highlighted by the Stressor
Event Theory (Lerman et al., 2020). Trade fairs require salespeo-
ple to quickly adapt to different types of customers, market con-
ditions, and unexpected situations, making bricolage a crucial
skill for integrating resources in a creative and efficient manner.
Thus, the study of salespeople’s bricolage at trade fairs fills ex-
isting gaps in the literature, offering significant contributions to
both the theoretical and practical advancement of bricolage un-
derstanding within business contexts, as emphasised by Mateus
and Sarkar (2024), including the context of small and medi-
um-sized enterprises (SME), as noted by Ger¢ek (2024).

The paper begins by establishing a theoretical framework and
rationale for the proposed hypotheses, followed by a description
of the methodology and presentation of research findings. These
findings are then discussed, providing managerial insights and
guidance. Finally, the paper addresses limitations and suggests
avenues for future research.

2. LITERATURE REVIEW
2.1. The bricoleur mindset of the salesperson

The concept of bricolage, introduced by Claude Lévi-Strauss in
1962 in “The Wild Thought” (Lévi-Strauss, 2021), describes sponta-
neous problem-solving akin to a handyman using available resourc-
es. Kincheloe defines a bricoleur as someone who utilizes available
tools to complete tasks (Kincheloe, 2001). Markham similarly refers
to a bricoleur as a “tinkerer or handyman” (Markham, 2018).

Kincheloe also highlights the bricoleur’s ability to under-
stand interconnected contexts (Kincheloe, 2005), aligning with
Bricolage Theory, which emphasizes creative resource use for
problem-solving. This adaptability has led researchers to explore
the bricoleur mindset in various fields, such as entrepreneurship
(Wu et al., 2024) and in sales context (Epler & Leach, 2021).

Bricolage demonstrates resourcefulness and proficiency, allow-
ing individuals to navigate challenges across different contexts. As a
vital capability, it enhances business resilience, particularly during
crises (Baier-Fuentes ef al., 2023). The ability to improvise and adapt
makes bricolage an essential skill for organizations facing stress and
limitations (Baier-Fuentes et al., 2023; Epler & Leach, 2021; Santos
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et al., 2022). The use of bricolage behaviours by salespeople can be
an effective strategy for overcoming resource constraints (Epler &
Leach, 2021). Furthermore, according to the Resource-Based View
theory, companies can creatively recombine their existing resources
to gain a competitive advantage (Sivathanu & Pillai, 2020). The key
is not merely having more resources but knowing how to use them
efficiently, especially in unexpected and challenging moments.
Stress is a common issue in sales, influenced by various intrinsic
factors. Sales supervisors often face pressure to meet goals, exceed
quotas, and expand market share (Brown ef al, 2022), leading to
work overload and potential burnout (Franck & Dampérat, 2022).
Emotional exhaustion can arise from a mismatch between availa-
ble resources and the demands placed on salespeople (Peasley et al.,
2020). High-stress periods, such as during the pandemic, high-
lighted the importance of a “bricoleur attitude” (Epler & Leach,
2021). This adaptability helps mitigate stress by fostering proac-
tive problem-solving rather than paralysis in the face of challenges
(Baier-Fuentes et al., 2023; Epler & Leach, 2021; Santos et al., 2022).
Thus, the concept of the “salesperson as bricoleur” emphasizes their
ability to creatively and flexibly utilize available resources to address
specific customer needs and sales situations (Epler & Leach, 2021).

2.2. Salesperson as bricoleur in trade fair environment

In the context of trade fairs, which involve interactions with
numerous exhibitors, customers, and competitors amidst high
competitiveness and uncertainty (Silva et al., 2022), bricoleurs
can identify unexpected opportunities, adapt to changing con-
ditions, and devise innovative solutions to meet their goals (Wu
et al., 2024). This aligns with Bricolage Theory (Lévi-Strauss,
2021), emphasizing creative resource use for problem-solving.

The dynamic nature of trade fairs also connects to Stressor
Event Theory (Lerman et al., 2020), which explores how stress-
ors like competition impact performance and adaptation strat-
egies. Hosting a trade fair requires substantial financial invest-
ment and effort, often demanding a commitment spanning at
least three years for sustained success (Nayak, 2019; Lee et al.,
2021). The benefits of participating in trade fairs typically mani-
fest gradually over time (Kim et al., 2020).

These challenges are especially pertinent for resource-limit-
ed companies that frequently attend trade fairs (Display Wizard,
2024; Silva et al., 2022). Furthermore, trade fairs are evolving
into demanding environments requiring omnichannel experi-
ences, both physical and virtual (Silva ef al., 2023). Consequent-
ly, while trade fairs offer significant rewards for exhibitors, they
also present considerable challenges (Silva et al., 2022).

Trade fairs are competitive events where interactions before
and during the event, along with staff motivation, play a key role in
building trust between exhibitors and visitors (Jia & Wan, 2022).
Gerschewski et al. (2020) and Silva et al. (2022) emphasize the
critical role of salespeople, who must be proactive and capable of
initiating relationships with strangers. Given that many participat-
ing companies are SMEs with limited resources (Display Wizard,
2024), it is essential for salespeople to adapt their approaches and
strategies creatively to meet each visitor’s unique needs, embod-
ying the qualities of a bricoleur (Epler & Leach, 2021). Thus, the
selection, supervision, and management of sales personnel before
and during trade fairs are crucial (Jia & Wan, 2022).

2.3. Conceptual model and formulation of hypotheses

2.3.1. BRICOLEUR MINDSET AND PROBLEM-SOLVING CONFIDENCE
IN TRADE FAIR

A salesperson’s bricoleur mentality helps them navigate un-
expected challenges in negotiations, develop innovative solutions
for customer needs, and adapt to various sales situations (Epler
& Leach, 2021). This adaptability enables them to effectively ad-
dress issues during trade fairs by creatively utilizing available re-
sources. Exhibitors face several challenges at trade fairs, including
high costs, extensive preparation, and intense competition, all of
which require them to stand out and manage resources efficiently
(Gerschewski et al., 2020; Silva et al., 2022). Additionally, the com-
plexity of trade fairs is heightened by the need to navigate dynam-
ic environments, seize international networking opportunities
(Gerschewski et al., 2020), adapt to digitalization challenges (Silva
et al., 2023; Vitali et al., 2022), and manage unexpected situations
while engaging with unfamiliar attendees (Jia & Wan, 2022).

Promoting bricoleur behaviour among salespeople is beneficial
and can be developed within a sales team, as it helps address the
challenges of the sales function (Epler et al., 2023). In trade fairs,
innovation and proactive measures enhance communication and
social interaction (Kim et al., 2020). Improvisation skills can lead
to improved performance (Carlson & Ross, 2022) and help sales-
people take risks while boosting their confidence to complete pro-
jects (Ahmed & Lucianetti, 2024). Proactiveness empowers sales-
people to effectively navigate the unique dynamics of trade fairs
(Gerschewski et al., 2020; Silva et al., 2022) by shifting away from
rigid, scripted sales pitches toward more spontaneous and adap-
tive approaches (Carlson & Ross, 2022). It is important to note,
however, that in today’s competitive and globalized environment,
where differentiation and corporate responsibility are crucial, an
ethical approach to sales is key to enhancing customer satisfaction
and building lasting relationships (Roman-Nicolds & Rodriguez-
Herrera, 2018). Thus, in challenging scenarios, bricolage skills en-
able resourceful problem-solving, allowing salespeople to manage
resources creatively and effectively (Baier-Fuentes et al., 2023).
This adaptability is underpinned by key traits such as creativity, a
learning orientation, and grit, which together foster agility and re-
silience (Epler & Leach, 2021). Consequently, bricoleur behaviour
positively influences a salespersons problem-solving confidence,
which encompasses both the belief in one’s problem-solving ability
and the practical skills to tackle challenges (Soliman, 2014; Sturm &
Bohndick, 2021; Heppner et al., 2012). This confidence is crucial for
achieving desired outcomes during trade fairs. Based on this discus-
sion, the following hypothesis is proposed:

HI. In the context of a trade fair, the bricoleur behaviour ex-
hibited by the salesperson exerts a positive influence on their prob-
lem-solving confidence.

2.3.2. BRICOLEUR CONFIDENCE, PROBLEM-SOLVING AND
EXHIBITOR PERFORMANCE

The adaptability, creativity, resilience, and improvisation
skills of a bricoleur salesperson (Epler & Leach, 2021) enhance
their confidence in solving problems. Self-confidence is essential
for effective communication and collaboration in problem-solv-
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ing (Hendriana et al., 2018) and fosters a learning environment
(Clegg & Diller, 2018). Confident individuals better understand
problems, create solutions, and assess outcomes (Favorina et al.,
2023). Confidence is typically higher when dealing with clear,
specific issues (Scheibe et al., 2022). At trade fairs, bricoleur
salespeople help exhibitors navigate challenges like competition
and communication, leading to improved performance through
agility, innovation, and resilience (Silva et al., 2022).

Regarding performance, Hansen (2004) identifies five key
salesperson activities at trade fairs: sales, information gathering,
relationship building, image building, and motivation. These
align with Rai and Nayak (2020), who suggest trade fairs en-
hance well-being and go beyond sales, also focusing on sharing
knowledge and building brand reputation (Katie et al., 2022).

First, “Sales-related activities” focus on increasing sales from
trade events (Hansen, 2004). Sales are a primary goal for exhib-
itors, and the salesperson’s confidence in problem-solving plays
a key role in performance (Silva et al., 2022). Bricoleur salespeo-
ple, with their adaptability, resourcefulness and self-confidence,
make quick, effective decisions, which boosts business perfor-
mance (Epler & Leach, 2021; Maczulskij & Viinikainen, 2023).
Salespeople must build strong relationships and adapt strategies
to customer needs, which improves sales outcomes (Good &
Schwepker, 2022). Engaging in problem-solving helps salespeo-
ple guide customers through the buying journey, leading to bet-
ter overall performance (Panagopoulos et al., 2017).

Second, “Information-gathering activities” involve collecting
data on the market, competitors, trends, and potential customers
at trade fairs (Hansen, 2004). Trade fairs offer valuable insights
(Silva et al., 2021), and confident salespeople are more effective
in engaging customers and stakeholders, establishing meaningful
connections. Customers often prefer human interaction for solving
complex issues over artificial intelligence (Xu et al., 2020), making
trade fairs ideal for strengthening relationships. Usually, partici-
pants actively seek information and engage with technical staff, who
reciprocate this interest (Haon et al., 2020; Jha et al., 2019). These
events facilitate knowledge exchange and offer exhibitors the chance
to stay updated on industry trends and innovations, enhancing their
innovation capacity (Wu et al., 2022). Thus, salespeople with brico-
lage behaviours are key in this dynamic environment, proactively
gathering critical market intelligence (Epler & Leach, 2021).

The third dimension, “relationship-building activities’, aims
to establish long-term connections with customers and partners
(Hansen, 2004), giving exhibitors a competitive advantage through
value co-creation (Zhang et al., 2023). Effective networking boosts
exhibitors” knowledge (Li ef al., 2022), and bricolage is crucial at
trade fairs, where new contacts are common (Silva et al., 2022).
The unpredictable environment makes adaptability vital (Mormile
et al., 2023), and bricoleurs excel in creatively tackling challenges
(Epler & Leach, 2021). Despite technological advances, face-to-
face interactions remain key for trust and relationship-building
(Zhang et al., 2023; Yu & Benson-Rea, 2024). Salespeople are key
in creating value and building customer trust, which is essential
for the success of trade exhibitions (Arditto et al., 2020).

The fourth dimension, “image-building activities”, focuses on
enhancing a company’s reputation through trade fair participation
(Hansen, 2004). A strong reputation is a key resource for navigating
challenges (Cavazos et al., 2023) and adapting to business changes

(Chaudhary et al., 2021). Salespeople, especially those with a brico-
lage approach, play a crucial role by addressing customer needs and
challenges at trade fairs. Their ability to improvise and solve prob-
lems boosts the company’s image (Epler et al., 2023). Autonomy in
sales can improve customer perceptions, especially when promot-
ing new products (Endres et al., 2022), further strengthening the
company’s reputation and network (Kang et al., 2019).

Lastly, “motivation activities” focus on inspiring both the exhibi-
tion team and potential customers (Hansen, 2004). Bricoleur sales-
people excel at problem-solving and optimizing resources (Epler
& Leach, 2021), helping to filter opportunities at trade fairs. While
focusing too much on sales can overwhelm salespeople (Claro et al.,
2023), a bricoleur’s adaptability helps them choose the best pros-
pects. Handling rejection and staying motivated are key to success
in high-pressure environments (Ewe & Ho, 2023). Salespeople are
crucial in fostering relationships and achieving non-sales goals at
trade fairs, benefiting both exhibitors and visitors (Jha et al., 2019).

Trade fairs present challenges like intense competition, limit-
ed resources, and the need for adaptability. In this dynamic envi-
ronment, salespeople are crucial, not just for transactions but for
navigating complexities. Their roles in gathering information,
building relationships, and representing the company are key.
Bricoleur behaviours —adaptability, creativity, resilience, and
improvisation— boost problem-solving confidence and help
handle unexpected situations (Epler & Leach, 2021). These skills
enable them to devise solutions and evaluate outcomes effective-
ly (Favorina et al., 2023). The following hypotheses explore how
these traits impact exhibitor performance at trade fairs:

H2. In the context of a trade fair, the problem-solving confi-
dence exhibited by the salesperson exerts a positive influence on
exhibitor performance.

H3. In the context of a trade fair, the bricoleur behaviour exhibited
by the salesperson exerts a positive influence on exhibitor performance.

2.3.3. MULTI-DIMENSIONAL EXHIBITOR PERFORMANCE

Hansen (2004) categorizes exhibitor performance into five di-
mensions, which Zhang et al. (2023) recently used to assess ex-
hibitor outcomes, demonstrating their continued relevance. Both
studies treat “exhibitor performance” as a second-order construct,
where multiple first-order factors represent the overall perfor-
mance. This approach is widely supported in the literature (Chen
et al., 2005). These five dimensions —sales, information-gather-
ing, relationship-building, image-building, and motivational ac-
tivities— align with Rai and Nayal’s (2020) view that trade fairs are
not just for business goals but also enhance participants” well-be-
ing. Exhibitors aim to share knowledge, build relationships, and
boost brand reputation (Katie et al., 2022). Effective booth inter-
actions are key to achieving these objectives (Li, 2020).

The adaptability and resourcefulness of a bricolage salesper-
son (Epler & Leach, 2021) enable them to respond to changes,
adjust strategies, and maximize exhibitor performance across all
dimensions. Whether handling sales, gathering information, fos-
tering relationships, or enhancing the company’s image, the bri-
colage salesperson is a vital asset. These subconstructs of Hansen
(2004) highlight how each dimension contributes to exhibitor
success at trade fairs. The following hypotheses are specified:
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H4A: The dimension of sales-related activities contributes pos-
itively to enhance the exhibitor’s performance.

H4B: The dimension of information-gathering activities con-
tributes positively to enhance the exhibitor’s performance.

HAC: The dimension of relationship-building activities con-
tributes positively to enhance the exhibitor’s performance.

H4D: The dimension of image-building activities contributes
positively to enhance the exhibitor’s performance.

HA4E: The dimension of motivational activities contributes pos-
itively to enhance the exhibitor’s performance.

2.3.4. CONCEPTUAL MODEL

The proposed model examines the relationship between bri-
coleur behaviour and salespeople’s problem-solving confidence

at trade fairs, and its impact on exhibitor performance. The
model identifies bricoleur behaviour —characterized by adapt-
ability, creativity, resilience, and proactive improvisation (Epler
& Leach, 2021; Epler et al., 2023)— as the independent variable.
It suggests that this behaviour enhances both problem-solving
confidence and exhibitor performance. Problem-solving confi-
dence, which is driven by creativity, determination, and improv-
isation, serves as both a dependent and independent variable,
playing a crucial role in overcoming challenges (Epler & Leach,
2021). The dependent variables include five dimensions of ex-
hibitor performance: sales, information gathering, relationship
building, image building, and motivation (Hansen, 2004). This
model allows for a detailed analysis of each performance dimen-
sion, offering targeted recommendations for improvement. Fig-
ure 1 illustrates the model.

Figure 1
Conceptual Model

Source: Own elaboration.

2.4. Control variables

To better understand how the profiles of salespeople and
the companies they work for influence exhibitors’ performance,
this study incorporates various control variables. Widely used in
sales research, these variables include gender, age or generation,
education and years of experience (Gao et al., 2020; Liu et al.,
2020). Regarding the characteristics of the companies, categories

such as type of company, company size, export level, and level of
participation in trade fairs were considered, following approach-
es from previous studies (Silva et al., 2022; Silva et al., 2023).

The inclusion of control variables in the analysis adds depth
and reliability to the findings by accounting for factors that may
influence exhibitors’ performance. Additionally, their inclu-
sion provides valuable insights that could guide future research
(Nielsen & Raswant, 2018).
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3. METHODOLOGY
3.1. Data collection

Data was collected via a structured questionnaire based on
the literature review and research objectives. The questionnaire
was sent to companies at trade fairs in Portugal and Kosovo.
Combining these samples aligns with Ghemawat’s (2001) view
that globalization enhances the relevance of cross-country
studies, offering insights for both emerging and mature econ-
omies. Business associations in both countries provided access
to random databases of 1450 Portuguese and 1560 Kosovar
companies, and all 3010 were contacted by email in January
2024. In total, 304 valid responses from salespeople were re-
ceived. All companies listed in the databases had an equal op-
portunity to respond. Table SF1 (supplementary file) presents
the characteristics of the respondents and the companies they
represent.

The sample comprises three hundred and four (304) sales
professionals, with 59.54% from Portuguese companies, 26.97%
from Kosovar companies, and 13.49% from companies of oth-
er nationalities but located in Portugal and Kosovo. In terms of
gender, it is observed a similar distribution between male and fe-
male professionals. Regarding age, more than 90% of the partic-
ipants were born after 1966. The work experience is mostly over
10 years of experience (under 50%), while the other respondents
have less. Over 70% have university education. More than 50%
are salespeople from industrial companies. Over 60% are sales-
people from micro or small companies. 48% of the salespeople
represent companies that export more than 25% of their turno-
ver. More than 50% of the salespeople represent companies that
participate in at least one trade fair per year.

3.2. Research Instrument

The questionnaire consisted of two sections. The first sec-
tion pertained to respondent characterization questions, as de-
picted in Table SF1 (supplementary file). The second section
included questions about latent and observable variables, with
an emphasis on the relationships proposed by the theoretical
model. Most constructs for this study were measured using es-
tablished scales that were modestly adapted to fit the research
context. Specifically, the measures of “bricoleur behaviour of
the salesperson” and “problem-solving confidence” are based on
Epler and Leach (2021) and Soliman (2014), respectively. The
exhibitor performance measurement is based on Hansen (2004)
and integrates various dimensions, namely “sales-related activ-
ities”, “information-gathering activities”, “relationship-building
activities”, “image-building activities”, and “motivational activ-
ities” Hansen (2004) suggests this construct as a second-order
reflective model. In this type of modelling, the first-order latent
variables are manifestations of the second-order construct, re-
flecting its characteristics and maintaining a positive correlation
with each other.

Table SF2 (supplementary file) shows the items used as ob-
served variables to measure the respective constructs, as well as
the sources of these same scales, as mentioned above. All varia-
bles were measured on a five-point Likert scale, ranging from:

one (1) - totally disagree to five (5) - totally agree, except for the
Exhibitor Performance measures which were assessed according
to the level of satisfaction, where: one (1) - totally dissatisfied
and five (5) - totally satisfied. Typically, as noted by McKelvie
(1978), five-point scales exhibit higher reliabilities.

To bolster content validity, a panel comprising six experts
(three from academia and three managers representing compa-
nies participating in trade fairs) was invited to assess the initial
items of the questionnaire. The collaboration of these experts
proved to be beneficial, contributing to the development of
a suitable questionnaire for the study. The research utilized a
t-test to compare the initial 135 responses (from the first half
of January 2024) with the subsequent 169 responses (from the
second half of January 2024). Nevertheless, no statistically sig-
nificant variances were observed between these two groups, in-
dicating the absence of response bias (Armstrong & Overton,
1977).

3.3. Data analysis

The collected data was analysed using covariance-based
Structural Equation Modelling (CB-SEM), following Collier
(2020) and Dash and Paul (2021). SPSS version 26 and IBM°®
SPSS® Amos version 24 were used. CB-SEM, which focuses on
analysing covariances between variables to test hypotheses about
their relationships, is well-suited for studies involving theoretical
models and latent variables (Collier, 2020). An initial explora-
tory data analysis examined the distribution and coherence of
responses (Watkins, 2021). Model parameters were estimat-
ed in AMOS using the Maximum Likelihood method, and a
second-order construct was applied to exhibitor performance
(Chen et al., 2005). Fit indices were assessed to ensure model
suitability, and hypotheses were tested via Path Analysis (Collier,
2020). Finally, potential group differences in exhibitor perfor-
mance dimensions were evaluated using One-Way ANOVA
(George & Mallery, 2021).

4. RESULTS
4.1. Exploratory Factor Analysis

Before analysing the CB-SEM model, it is essential to first
assess the data (Collier, 2020; George & Mallery, 2021; Watkins,
2021). Normality was evaluated through skewness and kurtosis
values, with all falling between -1 and +1, indicating a normal
univariate distribution (George & Mallery, 2021). Table 1 pro-
vides the mean, standard deviation, and anti-image correlation
matrix (Table SF3 in the supplementary file), which confirmed
no issues of multicollinearity (Watkins, 2021). The Kaiser-Mey-
er-Olkin (KMO) values (above 0.8) and Bartlett’s test (p < 0.001)
supported the suitability for factor analysis. Principal Compo-
nent Analysis with Varimax rotation revealed factor loadings
above 0.50, except for two items (P_IMAS5 and P_IMAG6), which
were removed. Cronbach’s alpha values exceeded 0.8 for all
constructs, confirming high reliability and internal consisten-
cy (Collier, 2020; George & Mallery, 2021; Watkins, 2021). For
more details, see Table 1.
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Table 1
Exploratory Factor Analysis
Constructs and items code Mean Stand. Dev. Factor loadings Skewness Kurtosis KMO Cronbach’s alpha
Bricoleur behaviour of the salesperson
BRIC1 3.51 0.961 0.564 -0.387 -0.172 0.866 0.890
BRIC2 3.77 0.979 0.705 -0.516 -0.249
BRIC3 3.82 0.933 0.621 -0.656 0.196
BRIC4 3.69 0.993 0.643 -0.508 -0.109
BRIC5 3.45 1.023 0.668 -0.210 -0.580
BRIC6 3.64 1.046 0.571 -0.624 -0.162
BRIC?7 3.70 0.929 0.685 -0.562 0.142
Problem-solving confidence
PSC1 3.76 0.960 0.696 -0.718 0.260 0.880 0.836
PSC2 4.02 0.858 0.751 -0.708 0.148
PSC3 4.12 0.920 0.746 -0.909 0.380
PSC4 3.96 0.971 0.761 -0.858 0.314
PSC5 3.93 0.961 0.666 -0.783 0.147
PSCo6 3.87 0.895 0.664 -0.600 0.110
Exhibitor performance 0.933 0.944
Sales-related activities
P_SAL1 3.62 1.015 0.703 -0.488 -0.233 0.826 0.854
P_SAL2 3.66 0.941 0.647 -0.416 -0.179
P_SAL3 3.49 1.111 0.749 -0.310 -0.713
P_SAL4 3.68 1.072 0.648 -0.719 -0.139
P_SAL5 3.13 1.201 0.708 -0.209 -0.817
Information-gathering activities
P_INF1 3.69 1.030 0.813 -0.604 -0.097 0.815 0.866
P_INF2 3.95 0.925 0.715 -0.676 0.034
P_INF3 3.88 0.949 0.732 -0.747 0.150
P_INF4 3.71 1.037 0.583 -0.458 -0.448
Relationship-building activities
P_REL1 3.84 1.047 0.643 -0.808 0.141 0.825 0.869
P_REL2 391 1.059 0.736 -0.903 0.249
P_REL3 3.75 0.947 0.590 -0.508 0.013
P_REL4 3.99 0.975 0.679 -0.834 0.323
Image-building activities
P_IMA1 3.89 1.085 0.587 -0.788 -0.073 0.899 0.886
P_IMA2 4.10 0.949 0.711 -0.944 0.436
P_IMA3 4.02 0.988 0.664 -0.949 0.546
P_IMA4 4.11 0.912 0.637 -0.801 0.036
P_IMAS5 3.89 1.066 0.473% -0.840 0.103
P_IMAG6 3.89 1.066 0.475* -0.994 0.581
Motivational activities
P_MOT1 3.67 1.043 0.717 -0.690 0.000 0.809 0.872
P_MOT2 3.75 0.941 0.764 -0.612 0.160
P_MOT3 3.83 0.944 0.772 -0.547 -0.120
P_MOT4 3.88 0.935 0.660 -0.670 0.209

Source: Own elaboration.

4.2. Confirmatory factor analysis

These tests aids in understanding how well the overall structure
of the model aligns with the data (Collier, 2020). The results of

A confirmatory factor analysis (CFA) was conducted, incor-  the CFA indicated a good fit, therefore, all indicator values an-
porating all the measurement items in the hypothesised model.  alysed met the requirements for a model well-suited to the data
To do so, various indicators were utilised, including x*/DE, CFI,  (Collier, 2020), as illustrated in Figure 2 and Table SF4 (supple-
NFI, TLI, IFI, GFL, RMR, and RMSEA, to assess the model fit.  mentary file).
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Convergent and discriminant validity were assessed. As evi-
dent from Table 2, the composite reliability (CR) coeftficients of
each construct in all models exceed the recommended guideline
of 0.70 (Collier, 2020; Fornell & Larcker, 1981). Similarly, the
average variance extracted (AVE) of each construct in all mod-
els meets the recommended threshold of >0.50 (Collier 2020;
Fornell & Larcker 1981). Additionally, the Maximum Shared
Variance (MSV) and Average Shared Variance (ASV) indicators
were analysed for all constructs in each model, and the results
demonstrate compliance with the recommended values of MSV
< AVE and ASV < AVE (Fornell & Larcker, 1981). Hence, con-
vergent validity is supported across all models.

Furthermore, to ensure discriminant validity, the square
root of the AVE measures should exceed all correlations be-
tween all constructs (Fornell & Larcker, 1981). As observed
from Table 2, discriminant validity is substantiated by the data
obtained.

In summary, evaluating CR, AVE, MSV, and ASV has helped
ensure that the constructs measure what they are intended to
measure, that the items in each construct are reliable, and that
there is no excessive redundancy or overlap between the con-
structs of the model. These measures are crucial for validating
the model structure and interpreting the results of a CFA analy-
sis (Collier, 2020; Fornell & Larcker, 1981).

Table 2
Convergent and discriminant validity
Constructs CR AVE MSV ASV (1) 2) 3) (4) (5) (6) (7)
Image-building activities (1) 0.875 0.700 0.650 0.462 0.837
Bricoleur behaviour of the salesperson (2) 0.727 0.574 0.398 0.263 0.553 0.758
Problem-solving confidence (3) 0.833 0.555 0.486 0.335 0.697 0.631 0.745
Sales-related activities (4) 0.760 0.613 0460 0.356 0.659 0.460 0.520 0.783
Information-gathering activities (5) 0.794 0.661 049 0337 0.704 0445 0530 0.577 0.813
Relationship-building activities (6) 0.850 0.654 0.650 0.433 0.806 0.575 0.608 0.678 0.659 0.809
Motivational activities (7) 0.876 0.640 0.425 0.299 0.633 0365 0.455 0.652 0.528 0.593 0.800

Note: Diagonal elements (bold and italic) represent the square root of average variance extracted (AVE).

Source: Own elaboration from AMOS.

Figure 2
Structural model

Source: Own elaboration.
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4.3. Hypothesis test-Path analyses

After analysing the measurement model, the focus shifts to
examining the structural model, which aims to investigate the
relationships between constructs, corresponding to the hypothe-
sized relationships in this study (Collier, 2020). Consequently, the
direct effects indicate that H1 (0.63***) is statistically supported.
Additionally, the results demonstrate that H2 (0.55***) is also sta-
tistically supported. In the same sense, the results reveal that H3
(0.25***) is statistically supported. Finally, the findings reveal that
HA4A (0.76***), H4B (0.75***), H4C (0.90***) H4D (0.92***) and
HA4E (0.69***) are statistically supported. Table SF5 (supplemen-
tary file) summarizes the results of the hypothesis test.

Moreover, the R? values, which depict the influence of one
construct over another (Collier 2020), are also displayed in Fig-
ure 2. The results (R>=0.55, R?>=0.58, R?=0.56, R>=0.81, R?>=0.86
R?=0.48) show a strong influence of the antecedents over the sub-
sequent constructs is observed across all models (Collier, 2020).

4.4. Differences in exhibitor performance.

In this section, the analysis will focus on the variables where
significant differences were observed, as these provide relevant

insights for discussion. This analysis may reveal additional infor-
mation by identifying how different characteristics can influence
the relationships we are investigating (Nielsen & Raswant, 2018).

ANOVA is a statistical technique that allows for comparing
the means of three or more groups to determine if there are sig-
nificant differences between them (George & Mallery, 2021).
Based on various control variables, groups were formed from re-
sponse categories. The first step was to assess if there were signif-
icant differences between groups, for which the test of variance
homogeneity was applied (George & Mallery, 2021). Table SF6
(supplementary file) reveals differences in “information-gather-
ing activities” among groups generated by professional experi-
ence. In “relationship-building activities”, significant differences
were observed between groups generated by gender, generation,
professional experience, company size, export level, level of
participation in trade fairs, and country. In “image-building ac-
tivities”, significant differences were found between groups dis-
played by generation, professional experience, export level, level
of participation in trade fairs, and country. Lastly, in “motiva-
tional activities”, significant differences were identified between
groups generated by export level and country. Based on these
results, multiple comparison tests were conducted for a more de-
tailed analysis (George & Mallery, 2021).

Table 3
Multiple comparison tests

MEAN DIFFERENCE (I-]) and Sig.

Control ) ) Information- Relationship- Image-building  Motivational
Variables gathering activities  building activities activities activities
Gend Male Female — 0.24589** — —
encer Others — 0.31782 — —
Between 1966-1980 Before 1946 — -0.41000 -0.73333 —
G " Between 1946-1965 — 0.16292 0.15556 —
eneration Between 1981-1994 — 0.42553++ 0.32807* —
Between 1995-2012 — 0.63442*** 0.53526*** —
More than 20 years < 3 years 0.27376** 0.68621*** 0.46705%**
Professional - - -
) Between 4 - 10 years 0.38682 0.58182 0.53263
experience
Between 10 - 20 years 0.26673* 0.26563* 0.28152%
Medium Micro 0.36261***
Company size Small 0.14939
Large 0.05238
> 50% 0% 0.43828** 0.56491***
<25% 0.27698** 0.29489**
E tlevel 25% - 50% 0.36416** 0.32109**
POTLIEVEL 259 - 50% 0% 0.42607+
<25% 0.24801**
> 50% 0.07994
Several fairs per year  Sporadically 0.37143*** 0.47611***
Leve.l 9f ) 1 trade fair every 4 years 0.59475*** 0.64739***
participation 1 trade fair every 2 years 0.37131** 0.25260*
in trade fairs ]
1 trade fair per year 0.26385** 0.22585*
Portugal Kosovo 0.64484*** 0.39681*** 0.10607
Country
Other 0.52594*** 0.74031*+** 0.35302**

Note: *.**. and *** represent the usual significance levels of 10%. 5% and 1%. respectively.

Source: Own elaboration from SPSS (one-way ANOVA). Posteriori test - LSD (least significant difference).
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Multiple comparison tests were conducted using the LSD
(Least Significant Difference) method with a 95% confidence
interval (George & Mallery, 2021). The results obtained are pre-
sented in Table 3. In “information-gathering activities”, profes-
sionals with over 20 years of experience tend to be more com-
petent in information-gathering activities than the other groups.
In “relationship-building activities”, male salespeople tend to be
more competent than female salespeople in relationship-build-
ing activities. Professionals born between 1966-1980 tend to be
more competent in the same activities than those born between
1981-2012. Professionals with over 20 years of experience tend
to be more competent in relationship-building activities than
the other groups. Salespeople from medium-sized companies are
statistically more competent in relationship-building activities
than salespeople from micro companies. Salespeople working in
companies that export more than 50% of their turnover are more
competent in these activities than salespeople from companies
that export less than 50%. Salespeople from companies that par-
ticipate in several trade fairs per year are more competent in re-
lationship-building activities than salespeople from companies
that participate sporadically, 1 trade fair every 4 years, 1 trade
fair every 2 years, and 1 trade fair per year. Lastly, still in “rela-
tionship-building activities” salespeople from Portuguese com-
panies are more competent in relationship-building activities
than salespeople from Kosovo companies or other nationalities.

In “image-building activities”, salespeople born between
1966-1980 tend to exhibit greater competence in image-building
activities compared to those born between 1981-2012. Profes-
sionals with over 20 years of experience also demonstrate higher
competency in these activities compared to other groups. Ad-
ditionally, salespeople employed in companies exporting more
than 50% of their turnover display greater competence in im-
age-building activities than those from companies exporting less
than 50%. Furthermore, salespeople from companies participat-
ing in several trade fairs per year exhibit higher competency in
image-building activities compared to those from companies
participating sporadically and/or attending one trade fair every
4 vyears. Moreover, salespeople from Portuguese companies
demonstrate greater competence in image-building activities
compared to salespeople from Kosovo companies or other na-
tionalities.

Finally, in “motivational activities’, salespeople employed in
companies exporting 25%-50% of their turnover demonstrate
greater competence in motivational activities compared to sales-
people from companies exporting less than 25%. Additionally,
salespeople from Portuguese companies exhibit greater compe-
tence in motivational activities compared to salespeople from
other nationalities.

5. DISCUSSION AND INTERPRETATION OF RESULTS
5.1. Alignment with the theoretical model

In summary, the results indicated that all hypotheses (H1,
H2, H3, H4A, H4B, H4C, H4D, and H4E) were statistically sup-

ported. The findings of the study align closely with the theoret-
ical underpinnings and expectations outlined in the literature

review regarding the influence of bricoleur behaviour and prob-
lem-solving confidence on exhibitor performance at trade fairs.

In the literature review, it was argued that sales professionals
embracing the bricoleur mentality exhibit adaptability, creativi-
ty, and resilience, which enable them to effectively navigate the
unforeseen challenges and pressure situations (Epler & Leach,
2021), as often happens in the context of trade fairs (Gerschewski
et al., 20205 Li, 2020 Silva et al., 2022). This adaptive approach
was expected to enhance problem-solving confidence, enabling
salespeople to address issues creatively and efficiently during the
event. Hence, the capacity to improvise, adapt, and devise crea-
tive and innovative solutions using existing resources correlates
with the belief and confidence in effectively resolving challenges.
This common trait among salespeople demonstrates a bricoleur
behaviour (Epler & Leach, 2021) and seems to prove why im-
provisational skills of salespersons can lead to outstanding per-
formance (Carlson & Ross, 2022) and aid in the realization of
projects (Ahmed & Lucianetti, 2024). The results of the study
corroborated this hypothesis, demonstrating that the bricolage
behaviour displayed by salespeople had a positive impact on
their confidence in problem solving (H1). As salespeople engage
in bricolage, they develop a sense of resourcefulness and crea-
tivity (Epler & Leach, 2021; Epler et al., 2023). Also, successfully
finding solutions with limited resources builds their confidence
in their ability to tackle problems. Each successful improvi-
sation reinforces their belief in their capability to handle chal-
lenges, thus boosting their overall problem-solving confidence
(Soliman, 2014; Sturm & Bohndick, 2021).

Furthermore, the literature review highlighted the multidi-
mensional nature of exhibitor performance at trade fairs, en-
compassing activities such as sales-related efforts, information
gathering, relationship building, image building, and motiva-
tional activities (Hansen, 2004). It was proposed that the prob-
lem-solving confidence and bricoleur behaviour of salespersons
would positively impact exhibitor performance (H2 and H3 re-
spectively).

Regarding H2, which suggests significant positive effects
of problem-solving confidence on exhibitor performance, the
study’s findings indicate that individuals with high problem-solv-
ing confidence tend to approach challenges proactively and find
effective solutions without hesitation. This confidence can lead
to quicker resolution of issues, better customer interactions, and
improved decision-making (Soliman, 2014), all of which con-
tribute to better exhibitor performance. When salespersons feel
capable of solving problems, they are more likely to engage posi-
tively with customers and handle complex sales situations effec-
tively. Consequently, interactions at a trade fair are crucial for
professionals to establish connections, exchange knowledge, and
significantly enhance their business activities. (Li, 2020; Li ef al.,
2022). Across contexts, self-confidence emerges as a paramount
factor, facilitating effective communication and collaboration in
problem-solving efforts (Favorina et al., 2023; Hendriana et al.,
2018). Moreover, confidence creates a secure space for experi-
mentation and learning, fostering a proactive approach to prob-
lem-solving (Maczulskij & Viinikainen, 2023).

Observing H3, which suggests that bricoleur behaviour ex-
erts a positive influence on exhibitor performance, salesper-
sons who exhibit this behaviour can quickly adapt to changing
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conditions and make the most of the available resources at the
exhibition. They can handle unexpected issues, such as chang-
es in customer demand or logistical problems, in a flexible and
innovative manner (Epler & Leach, 2021). This adaptability can
lead to smoother operations and better customer experiences,
ultimately enhancing exhibitor performance. Additionally, bri-
coleur salespeople can establish and strengthening lasting rela-
tionships with customers and partners (Arditoo et al., 2020). The
ability of these salespersons to adapt to individual needs and cre-
ate innovative solutions contributes to the building of genuine
connections and mutual trust (Jia & Wan, 2022). This, in turn,
reinforces the public perception of the company as a reliable, cre-
ative, and customer-oriented, because autonomy (Endres et al.
2022) and proactivity of salespeople (Gerschewski et al., 2020;
Silva et al., 2022) are fundamental ingredients for a positive con-
nection between the exhibitor and the visitor. Finally, these sales-
people also contribute to an energised and productive working
environment during the trade fair, creating a positive atmos-
phere that benefits both employees and customers (Jung ef al.,
2023). Therefore, exhibitors benefit greatly from the presence
of bricoleur salespeople, who adeptly tackle challenges such as
intense competition, resource management, effective communi-
cation, and adaptability to unforeseen circumstances commonly
encountered at trade fairs (Silva et al., 2022).

It is also worth mentioning that the results suggest that bri-
coleur behaviour, combined with confidence in problem-solving,
enhances the salesperson’s influence on exhibitor performance
more than bricoleur behaviour alone. This combination of skills
can be translated into a new competency, labelled “bricolage
thinking”. In practice, this is an integrative approach that com-
bines the creative use of available resources (Epler & Leach, 2021)
with self-confidence in problem-solving (Soliman 2014), allow-
ing for quick and innovative responses to complex challenges.
At a trade fair, a salesperson who combines bricoleur behaviour
with confidence in problem-solving can improvise solutions to
overcome logistical challenges, adapt to changes in customer de-
mand, and make the most of the available resources. This ensures
a positive experience for visitors and significantly improves the
exhibitor’s performance. These salespeople possess the expertise
for spotting sales opportunities even in adverse circumstances
and are experts at gathering pertinent market information, com-
petitor insights, and emerging trends. Their capacity to improvise
and swiftly adapt to customer demands often translates into suc-
cessful sales. Moreover, their proactive view and intrinsic curi-
osity frequently yield valuable insights (Gerschewski et al., 20205
Silva et al., 2022). Bricoleur salespeople who display confidence
and determination in problem-solving at trade fairs boost the ex-
hibitor’s image, motivate the team, and build trust with customers
(Kang et al., 2019). These findings highlight that investing in the
development of bricoleur salespeople can significantly improve
exhibitor performance. By fostering a culture of confidence, ad-
aptability, and proactive problem-solving, exhibitors can maxi-
mize their success at trade fairs, benefiting from opportunities for
innovation, collaboration, and business growth.

Concerning the findings that corroborate H4A, H4B, H4C,
H4D and H4E various implications arise. The results align with
the theoretical understanding of exhibitor performance and are
confirmed by the analysis of the dimensions that constitute exhib-

itor performance, as discussed by Hansen (2004) and Zhang et al.
(2023). Indeed, performance at trade fairs is unequivocally multi-
dimensional, encompassing a wide range of activities and objec-
tives that extend beyond mere business transactions. They provide
an environment conducive to developing and enhancing various
aspects of a company’s performance, from product sales to the
strengthening of relationships and the building of a solid brand
image (Hansen, 2004; Rai & Nayak, 2020; Zhang et al., 2023).

Considering the specific context of this study, this combined
approach of the bricoleur salesperson (Epler & Leach, 2021) and
confidence in problem-solving (Soliman, 2014) enhances their
ability to maximise exhibitor performance across multiple di-
mensions, from generating sales and gathering information to
building strong relationships and promoting a positive brand
image (Hansen, 2004). A creative, confident, and adaptable
salesperson can highlight the exhibitor and attract customers’
attention with unique sales approaches. Confidence allows for
effective handling of objections, turning potential problems into
sales opportunities, while bricoleur behaviour enables efficient
use of resources to gather valuable information. This combina-
tion facilitates interaction with a wide range of customers and the
collection of diverse insights, as well as building and maintaining
strong relationships. Confidence in problem-solving helps to ad-
dress conflicts and maintain a positive image for the exhibitor.
The ability to resolve issues and adapt promotes a motivating en-
vironment, encouraging the team to achieve their goals.

Finally, the study’s results significantly expand the theories
of the Resource-Based View (Sivathanu & Pillai, 2020), Brico-
lage Theory (Lévi-Strauss, 2021), and Stressor Events Theory
(Lerman et al., 2020). All theories considered they explain how
sellers’ behaviours and resource utilisation contribute to sus-
tainable business performance in challenging and stressful en-
vironments, such as trade fairs. Firstly, the findings corroborate
the idea that creativity and the effective utilisation of available
resources are fundamental to attain success in complex and chal-
lenging environments such as trade fairs. The results demonstrate
that bricoleur behaviour not only enhances confidence in prob-
lem-solving but also optimises exhibitor performance. Secondly,
the study provides a detailed insight into how demanding events,
such as trade fairs, require specific skills to manage pressure and
complexity. These theories justify the necessity for bricoleur be-
haviour (Epler & Leach, 2021) and confidence in problem-solv-
ing (Soliman, 2014) to tackle the unique challenges presented by
these events, showing how these skills can mitigate the impact
of stress on exhibitor performance. Collectively, these theories
support the idea that the ability to use resources creatively and
solve problems confidently is crucial for success in complex and
high-pressure environments. Thus, they form an essential theo-
retical framework for understanding and defining the concept of
“bricolage thinking” This concept represents an integrated set of
competencies involving the creative use of resources and confi-
dence in problem-solving, indispensable for effectively navigat-
ing complex and high-pressure environments such as trade fairs.

5.2. Insights from Trade Fair Performance

ANOVA analysis identified significant differences between
groups across multiple control variables affecting the various di-
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mensions of exhibitor performance. In “information-gathering
activities”, professionals with over 20 years of experience were
more competent in these activities. In “relationship-building ac-
tivities”, male salespeople, those born between 1966-1980, and
those from medium-sized companies exhibited greater com-
petence in relationship-building activities. Similar trends were
observed in “image-building activities”, with additional signifi-
cance found for salespeople from companies exporting over 50%
of their turnover and those participating in multiple trade fairs
annually. “Motivational activities” dimension indicated greater
competence in these activities for salespeople from companies
exporting 25% - 50% of their turnover and those from Portu-
guese companies.

These results suggest that salesperson experience can pro-
vide an advantage in identifying and obtaining relevant data
about the market, competitors and trends during trade fairs.
Typically, more experienced salespeople are more insightful
when asking questions, have a more comprehensive knowledge
of the market and have a larger network of contacts, which helps
in collecting information. The results also indicate that certain
demographic characteristics, such as gender and age, may play a
role in salespeople’s ability to establish and strengthen connec-
tions with customers and partners. Therefore, certain gender
stereotypes can influence salespeople’s behavioural expectations
and customer perceptions. Additionally, age can be associated
with different levels of experience, maturity, and interpersonal
skills, all of which can influence how salespeople build relation-
ships. The study also suggests that the organizational context,
such as the focus on internationalization and participation in
trade fairs, can influence the ability of salespeople to deal with
challenges and take advantage of the opportunities presented
at trade fairs. These companies are late exporters and usually
participate in various fairs and are more exposed to diversified
markets, cultures and business practices. This can provide sell-
ers with a broader experience, offering networking, reputation
and motivation.

Finally, the findings suggest that sales representatives orig-
inating from Portuguese firms exhibit greater proficiency in
cultivating networks and enhancing the corporate image and
reputation, surpassing their counterparts from Kosovo. This
outcome likely stems from Portugal’s status as a member of the
European Union, affording it a lengthier legacy of engagement
in sales and entrepreneurial endeavours in contrast to Kosovo.
Consequently, Portuguese companies may benefit from a solid
base of experience and established practices for developing net-
working and managing corporate image.

6. PRACTICAL IMPLICATIONS

This study offers some practical implications for salespeople
and managers of companies participating in trade fairs. Regard-
ing company managers, the study highlights the importance of
nurturing a culture of trust, adaptability and proactive problem
solving among sales teams. By investing in the development and
training of bricoleur salespeople, exhibitors can significantly im-
prove their performance. This could prove especially beneficial
during high-pressure situations like trade fairs, where business-

es frequently encounter severe competition and must positively
distinguish themselves within this environment. Furthermore,
apart from its applicability to resource-limited companies,
adopting a bricoleur approach can serve as a potent strategy for
maximizing impact and making the most of available resourc-
es. Exhibitors can thus capitalize on the numerous opportuni-
ties presented by trade fairs, taking advantage of the presence of
bricoleur salespeople confident in their problem-solving skills.
These salespeople positively influence several dimensions of ex-
hibitor performance, including sales-related activities, informa-
tion gathering, relationship building, image building, and moti-
vational activities.

Regarding the organizational context, late exporters and
companies that participate less in trade fairs will have to adjust
their strategies. For example, if possible, increasing frequency
and participation in trade fairs can provide more exposure to
the company, its products and services. They can also invest in
strengthening relationships with existing customers and busi-
ness partners. These companies can seek support from trade
fair organizations, chambers of commerce, and development
agencies in order to get guidance and resources. It is also im-
portant for companies to recognize the differences between
producers and service providers. For example, understanding
the different needs and preferences of service customers ver-
sus product customers can inform the development of more
effective sales approaches, such as emphasizing personalized
solutions for service customers and product demonstrations for
product customers.

Therefore, the interaction highlighted in this study between
the Resource-Based View theory, Bricolage theory, and Stress-
ful Events theory has direct implications for management, par-
ticularly in the context of trade fairs. The findings suggest that
managers must consider the efficient allocation of resources, the
encouragement of creativity and improvisation, and the imple-
mentation of effective stress management and resilience strat-
egies to optimise exhibitor and sales team performance. In this
regard, it is essential for managers to adopt a leadership style that
fosters experimentation with innovative solutions without fear
of failure, creating an environment that promotes the strategic
use of available resources while providing emotional and strate-
gic support to cope with the demanding pressures of trade fairs.
By implementing this approach, salespeople develop greater au-
tonomy, confidence, and improvisational ability, enhancing their
capacity to solve problems quickly and effectively. Consequently,
the overall performance of both the team and the exhibitor is sig-
nificantly improved, ensuring greater success in the competitive
trade fair environment.

Regarding salespeople, this study suggests that they should
adopt the bricoleur mentality, which involves adaptability, cre-
ativity and resilience. This mindset allows them to effectively
navigate unforeseen challenges and pressure situations typically
found at trade fairs. Salespeople should also focus on increasing
their confidence in problem solving. Therefore, this study en-
courages salespeople to develop an integrated competency in us-
ing resources creatively and solving problems confidently. This
capability, referred to as “bricolage thinking’, empowers them
to respond innovatively to complex challenges encountered at
trade fairs. By combining the bricoleur approach with problem-
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solving confidence, salespeople can improvise solutions, adapt to
dynamic customer demands, and optimize resource utilization.
This improves exhibitor performance and promotes a proactive
and innovative culture within the team, driving continuous im-
provement and success at trade fairs.

Finally, experienced salesperson can leverage their insights
and should recognize the role of demographic characteristics,
such as gender and age, in shaping customer perceptions and
behavioural expectations. Thus, tailoring sales approaches based
on these factors can lead to more effective relationship building
and sales interactions. Salespeople must also adapt to the organ-
izational context, including factors such as the focus on interna-
tionalization, type of company and participation in trade fairs.
Understanding the unique dynamics of the company context
where they work can help them deal with challenges and capital-
ize on opportunities more effectively.

7. CONCLUSIONS, LIMITATIONS, AND SUGGESTIONS
FOR FUTURE STUDIES

The study findings support the hypotheses regarding the
influence of bricoleur behaviour and problem-solving confi-
dence on exhibitor performance at trade fairs. For salespeople
and managers, the study highlights the importance of nurtur-
ing a culture of trust, adaptability, and proactive problem-solv-
ing. Investing in the development of bricoleur salespeople can
significantly improve exhibitor performance at trade fairs.
Salespeople should adopt the bricoleur mentality and focus
on increasing their confidence in problem-solving, while also
recognizing the role of demographic characteristics and organ-
izational context in shaping sales approaches and interactions.
The concept of “ bricolage thinking” has emerged as an inte-
grated and crucial competency for exhibitor performance at
trade fairs, combining the bricoleur mindset with confidence
in problem-solving.

Although the study offers valuable insights, it is essential to
recognize its limitations. Firstly, the findings are derived from
a particular context and sample, potentially restricting their
applicability to other settings or demographics. Additional-
ly, the study overlooks the industry context of the exhibitors.
Hence, it would be prudent for future research to address this
aspect since diverse sectors can stimulate distinct competition
dynamics at the trade fair. Comparative studies spanning var-
ious industries or regions could yield profounder insights into
the details of trade fair involvement. Future studies could also
explore additional factors influencing exhibitor performance at
trade fairs, such as organizational culture and leadership style.
Longitudinal studies could also investigate the long-term im-
pact of bricoleur behaviour and problem-solving confidence
on exhibitor success. Finally, this study introduces the theo-
retical framework of “bricolage thinking’, albeit in its nascent
stage. Future research endeavours could delve deeper into this
concept, offering practical insights that could be important
for companies and professionals seeking to boost their perfor-
mance at trade fairs through innovation and proficient prob-
lem-solving skills.
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