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Abstract
The objective of this research is to identify the factors that affect the negotiation process of SMEs in trade shows, which represent one of the most 
important export promotion instruments. Semi-structured interviews were carried out with Peruvians who participated in negotiations. A con-
ceptual model was developed, which integrates the various factors identified in the literature such as (1) background factors, (2) strategic factors, 
(3) cultural factors, (4) negotiator factors, and (5) psychological factors, in order to confirm their impact on the negotiation process. The results
revealed factors that had not been previously considered in the literature, providing a valuable insight for a future study. This research seeks to
maximize the effectiveness of negotiations at trade shows, which impact the performance and export activity of exhibiting firms, allowing better
export promotion policies to be developed.
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Introduction

In emerging economies, small and medium-sized enterprises 
(SMEs) find business opportunities based on Export Promotion 
Organizations (Belloc, 2006), which provide support activities that 
overcome export barriers (Lederman et al., 2010). One of these is 
financing international trade shows (Calderón et al., 2005; Mal-
ca et al., 2019), which are effective export promotion instruments 
that generate knowledge and experience (Armario et al., 2009), 
and strengthen managerial capacities, which impact export perfor-
mance (Leonidou et al., 2002). Trade shows are defined as “market 
events of a specific duration, held at regular intervals, at which a 
large number of companies present the main product range of one 
or more industry sectors” (Kirchgeorg et al., 2010, p. 63). These are 
especially beneficial for SMEs, as they allow reaching foreign bu-
yers, generating business intelligence, promoting products, and ge-
nerating sales (Hansen, 2004; Rinallo et al., 2017).

Trade shows create an ideal environment for the development of 
international business negotiations, which are defined as “exchange 
processes between two (or more) individuals or entities… embedded 
in different national contexts” (Tinsley et al., 1999, p. 6). Its success 
requires managers to be aware of the factors that affect the negotia-
tion process (Khakhar & Rammal, 2013; Saorín-Iborra & Cubillo, 
2016), such as background factors, which influence the context of the 
negotiation; the atmosphere, which is determined by the relations-
hip between the parties; and strategic and cultural factors, which are 
intrinsic to the process (Ghauri, 2003). Additionally, it has also been 
found that the process is strongly affected by negotiator factors (Brett 
& Thompson, 2016; Volkema, 2004), as well as psychological factors 
(Brett et al., 2017; Brett & Thompson, 2016).

Negotiation literature is characterized by a lack of theory consensus, 
highlighting its need to be studied from other perspectives, such as 
industrial marketing (Agndal et al., 2017); to study the context of 
the negotiation (Saorín-Iborra & Cubillo, 2016) and the interaction 
between negotiators (Brett & Thompson, 2016). Because most of the 
studies are experimental, this tends to decontextualize and simplify 
the negotiation (Agndal et al., 2017). Similarly, trade show literature 
has produced mixed results due to the lack of diversified research de-
signs (Tafesse & Skallerud, 2015). To broaden the theoretical scope, 
it is necessary to apply more interpretive methods that provide an 
understanding of complex trade show phenomena. Likewise, most 
studies have focused on developed markets, such as the United Sta-
tes (Khakhar & Rammal, 2013; Rinallo et al., 2017). The literature on 
export activity in emerging economies is scarce (Bianchi et al., 2017), 
and the context of the exporting SME is different (İpek & Bıçakcıoğlu-
Peynirci, 2019) due to its resource limitation (Paul et al., 2017). Thus, 
it is necessary to expand the theoretical scope to emerging econo-
mies, such as Peru.

Given this, it is necessary to improve trade show performance, which 
are effective export promotion instruments for SMEs, by analyzing 
and maximizing the commercial exchanges that take place. An explo-
ratory study was carried out which aims to identify the factors that 
affect the negotiation process of SMEs in trade shows. This study has 
theoretical implications in that it contributes to the literature by del-
ving into complex trade show phenomena, such as the negotiation 
context and its interaction with other dimensions; and contributes to the 
emerging economies literature, examining the context of the exporting 
SME. Likewise, it has practical implications in that it contributes to the 
development of export promotion policies, carried out by governments 
in an effort to stimulate internationalization (Calderón et al., 2005). 
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Literature Review

Various studies have analyzed the factors that affect the negotiation 
process (Ahammad et al., 2015; Brett & Thompson, 2016; Ghauri, 
2003; Phatack & Habib, 1996; Salacuse, 1999; Volkema, 2004). The 
model proposed by Ghauri (2003) has been adapted for the present 
study, since it considers many of the cultural factors identified in 

other studies (Brett & Gelfand, 2005; Hofstede, 1980; Salacuse, 1999), 
considers culture and strategic factors intrinsic to the negotiation 
process, and has been used in emerging economies (Khakhar & Ram-
mal, 2013). Figure 1 shows the conceptual model proposed by this 
study, which states that the negotiation process is affected by (1) back-
ground factors, (2) strategic factors, (3) cultural factors, (4) negotiator 
factors and (5) psychological factors. 

Figure 1: Proposed conceptual model (Ghauri, 2003)

Table 1: Factors that affect the negotiation process

Factor Variables Findings Author(s) / Year Propositions

Background factors

Environment
Political, social and economic factors such as 
legal conditions, currency fluctuations, insta-
bility and change of foreign governments

Ghauri (2003); Phatack & Habib (1996); Tinsley et 
al. (1999); Reynolds et al. (2003); Volkema (2004) P1

Third parties
Governments, agents, consultants, interpre-
ters and stakeholders contribute to negotia-
tion effectiveness

Brouthers & Bamossy (1997); Ghauri (2003); Mar-
tin et al. (1999); Phatak & Habib (1996); Snavely 
(1998)

P2

Location
Favors one of the parties, attracts more buyers 
and develops business relationships that lead 
to further negotiations 

Agndal et al. (2017); Bloch et al. (2017); Brown & 
Baer (2011); Mayfield et al. (1998); Rinallo et al. 
(2010); Tafesse & Skallerud (2016)

P3

Objectives Influences trade show performance and can 
be impacted by cultural factors Bonoma, 1983; Ghauri (2003); Salacuse (1999) P4

Organizational  
conditions

Includes firm’s size, culture, image and type 
of business, which impact bargaining power. 
Small firms are less likely to generate sales be-
cause of resource and management limitations

Ahammad et al. (2015); Gulbro & Herbig (1996); 
Kellezi (2014); Kotler (2003); Luo (1999); Mo-
ney (1998); Seringhaus & Rosson (2004); Snavely 
(1998); Tanner (2002)

P5

Atmosphere
Determined by the relationship between the 
parties and is associated with the degree of 
conflict/cooperation and power/dependence 

Agndal et al. (2017); Brett & Thompson (2016); 
Ghauri (2003); Lewis (2006); Martin et al. (1999); 
Nair & Stafford (1998); Nowak & Dong (1997); Pha-
tack & Habib (1996)

P6
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Strategic factors

Negotiation 
strategies

Includes distributive and integrative strate-
gies; influenced by culture and negotiators’ 
interests and priorities

Brett (2000); Barry & Friedman (1998); Brett et al. 
(2017); Brett & Thompson (2016); Dinkevych et al. 
(2016); Ghauri (2003); Mintu-Wimsatt (2002); Sala-
cuse (1999); Zhang & Shi (2017)

P7

Decision-ma-
king process

How teams are organized reveals the 
negotiator’s power to make decisions

Gelfand et al. (2013); Ghauri (2003); Hurn (2007); 
Martin et al. (1999); Salacuse (1999) P8

Prior training
Improves trade show performance and sa-
les, since it leads negotiators to acquire new 
knowledge and behavior

Ling-Yee (2007); Movious (2008); Nadler et al. 
(2003); Sarmento et al. (2015); Tanner (2002) P9

Cultural factors

Cultural  
differences

Assessed through cultural dimensions propo-
sed by authors such as Hofstede (1980) and 
Brett et al. (2017). 

Balbinot et al. (2012); Brett (2000); Brett et al. 
(2017); Dinkevych et al. (2016); Gelfand et al. 
(2011); Ghauri (2003); Hofstede (1980); Kirkman et 
al. (2006); Mintu-Wimsatt (2002); Volkema (2004)

P10

Communica-
tion

Influenced by low-context and high-context 
cultures

Brett & Gelfand (2005); Brett et al. (2017); Brett 
(2000); Chmielecki & Sukowski (2017); Ghauri 
(2003); Hall (1976); Mintu-Wimsatt (2002); Nisbett 
et al. (2001); Salacuse (1999); Zhang & Shi (2017)

P11

Language
Linguistic ability impacts negotiations and is 
strongly linked to culture

Lario de Oñate & Amador (2013); Rahman et al. 
(2017); Reynolds et al. (2003); Zhang & Shi (2017)

P12

Intercultural 
competence

Leads to higher degree of adaptive sales and 
customer-oriented behavior, which impact 
trade show performance

Bachkirov et al. (2016); Lario de Oñate & Amador 
(2013); Pandey & Charoensukmongkol (2018); Thi 
Hong Lam & Liaw (2017)

P13

Time
Impacted by monochronic and polychronic 
cultures

Ghauri (2003); Hurn (2007); Salacuse (1999); 
Zhang & Shi (2017)

P14

Negotiation 
style

Influenced by negotiators’ culture and varies 
according to the country of origin

Dinkevych et al. (2016); Ma & Jaeger (2010); Or-
heian (2014); Osman-Gani & Tan (2002); Salacuse 
(1999); Shi & Wright (2000)

P15

Emphasis on 
personal rela-
tionships

Cultures place emphasis on developing rela-
tionships or on negotiation aspects

Ghauri (2003); Salacuse (1999) P16

Negotiator factors

Age Older people hold higher ethical standards 
than younger individuals

Kohlberg (1984); Volkema (1999); Volkema (2004); 
Weeks et al. (1999) P17

Gender
Men are more likely to initiate negotiations, 
use more aggressive tactics and maintain 
lower ethical standards

Bear (2011); Brett & Thompson (2016); Kray et al. 
(2001); Small et al. (2007); Smith & Rogers (2000); 
Volkema (2004)

P18

Experience
Affects future relationships, generates better 
strategies, and increases trade show perfor-
mance

Connor et al. (2005); Kass (2008); Luo (1999); 
Moran & Ritov (2007); Reynolds et al. (2003); Se-
ringhaus & Rosson (2001); Shi & Smith (2015); Stei-
nel et al. (2007); Thompson (1990)

P19

Personality Assessed through different dimensions that 
predict negotiator behavior

Barry & Friedman (1998); Blythe (2009); Chow et 
al. (2012); Mintu-Wimsatt (2002); Orheian (2014); 
Shi & Wright (2001)

P20

Psychological factors

Biases
Represent expectations and preconceived 
beliefs, and are perpetuated through cultural 
values

Alavoine (2005); Brett & Thompson (2016); Gelfand 
& Christakopoulou (1999); Liu et al. (2012) P21

Motivation Related to economic and social capital Brett & Gelfand (2005); Brett & Thompson (2016); 
Ghauri (2003); Salacuse (1999) P22

Trust Facilitates information exchange and leads to 
integrative results

Branzei et al. (2007); Brett & Thompson (2016); 
Brett et al. (2017); Gunia et al. (2011); Kong et al. 
(2014); Mintu-Wimsatt (2002)

P23

Emotions Help to establish a positive tone in negotia-
tions and is affected by culture

Agndal et al. (2017); Brett & Gelfand (2005); Brett 
& Thompson (2016); Martin et al. (1999); Salacuse 
(1999)

P24

Note: Results obtained from the literature review
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Methodology

Qualitative methods of research were the most appropriate choice gi-
ven the study’s aim to gain a deeper understanding of the individual’s 
points of view and experiences (Bryman & Bell, 2015). Grounded 
theory was applied, which consists of producing a general theory or 
explanation that is applied to a specific context, from the perspective 
of various participants (Corbin & Strauss, 1990), and is especially use-
ful when the theories available do not explain the problem or when 
they do not cover the participants, context or sample of interest (Her-
nández et al., 2014). 

Data collection
In-depth interviews were applied through semi-structured questions, 
which allows the researcher to cover subjects not part of the initial 
structure and helps facilitate conversation (Bryman & Bell, 2015). The 
interview guide was developed with the help of an academic expert 
and was reviewed with others to ensure its comprehension. The in-
terview started from general questions and delved into specific topics 
only when the interviewee previously mentioned it, in order to avoid 
any biased responses. The interviews were carried out at Universidad 
del Pacífico, but due to pandemic restrictions, they were completed by 
videoconference through Zoom. The first interviews were conducted 
in the second semester of 2017, and the last were conducted in Octo-
ber 2020; these were recorded with the permission of the interviewees 
and lasted approximately 30 to 45 minutes, depending on the partici-
pation level of the interviewee. 

Sample selection
Qualitative research focuses on an in-depth exploration of a small 
sample, which culminates once theoretical saturation is reached, that 
is, when the last samples do not reveal any new or additional infor-
mation (Charmaz, 2006). An ideal sample size is suggested to be 20 to 
30 cases in grounded theory studies (Hernández et al., 2014). Inter-
viewees were recruited via convenience and multiplicity (snowball) 
sampling, where key participants were identified and also provided 
more data (Hernández et al., 2014). In total, 40 interviews were con-
ducted, of which 5% of the interviewees attended a trade fair for bu-
siness intelligence purposes, 45% of them attended a domestic trade 

fair in order to support a foreign buyer, and 50% of them attended an 
international trade fair in order to support an exhibiting firm. The lat-
ter allowed 20 valid interviews to be obtained, which helped to reach 
theoretical saturation. 

The interviewees were international business students, ages 20-23 
years old, during their last academic year at Universidad del Pacífico, 
the most prestigious education institution of business studies in Peru, 
who provided sales support to exhibiting Peruvian firms promoted by 
Promperú, a governmental trade promotion organization; and who 
directly observed and intervened in the negotiation processes during 
the Sial-Paris and Anuga-Germany trade fairs, aimed at the food and 
beverage sector; and the Premiere Vision-Paris fair, aimed at the tex-
tile and clothing sector, during the years 2016-2019. The interviewees 
were chosen based on their knowledge of international business, as 
well as their proficiency in English and other languages. Similarly, the 
study aimed to choose those who participated in the negotiation pro-
cesses rather than those who directly negotiated, because they could 
provide an unbiased perspective given their neutral position.

Data analysis
With the permission of participants, the interviews were transcribed 
and the QSR Nvivo Pro-Version 12 program was used to develop the 
coding process that consists of two stages. The first is an open en-
coding stage, where the data is encoded into categories according to 
their similarities and differences; and a selective coding stage, where 
the categories are compared and grouped into general themes (Cor-
bin & Strauss, 1990). It is recommended to retrieve at least three 
examples of units to justify each category (Hernández et al., 2014). 
Consequently, the findings were conceptualized through a taxonomy, 
developed from the literature review, and the variables identified were 
outlined.  For the data analysis process, a simultaneous comparison 
and refinement was carried out with the data-collection process, a 
strategy quite useful for exploratory research (Charmaz, 2006). Con-
sequently, a review process was initiated in order to strengthen the va-
lidity of the findings, where the results were shared with other experts 
and some of the interviewees. In this confirmation phase, comments 
on the interpretations were solicited and any issues in question were 
discussed. 

Results and Discussion

Table 2: Category results

Category Subcategories Interviews References Coverage

Background factors

Booth space 6 9 30%
Objectives 2 3 10%
Third parties 10 10 50%
Product differentiation 4 4 20%
Previous relationship 3 3 15%
Firm size 3 7 15%

Strategic factors
Prior training 9 12 45%
Support tools 5 6 25%
Time 4 7 20%
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Cultural factors

Intercultural competence 7 12 35%
Communication
Non-verbal communication 3 4 15%
Verbal communication 10 11 50%
Cultural differences 11 21 55%
Emphasis on personal relationships 6 9 30%
Negotiation style 12 19 60%
Language proficiency 19 29 95%

Negotiator factors

International business knowledge 7 9 35%
Experience 6 8 30%
Formality 5 7 25%
Negotiation skills 5 9 25%
Personality 6 9 30%

Psychological factors
Trust 5 6 25%
Biases 6 17 30%

Note: Results obtained from the interviews

Table 3: Proposition results

Nº Propositions                            Results

P1 The environment affects the negotiation process at trade shows. Not confirmed

P2 Third parties affect the negotiation process at trade shows. Confirmed

P3 Location affects the negotiation process at trade shows. Confirmed

P4 Objectives affect the negotiation process at trade shows. Confirmed

P5 Organizational conditions affect the negotiation process at trade shows. Confirmed

P6 The relationship between the parties affects the negotiation process at trade shows. Confirmed

P7 Negotiation strategies affect the negotiation process at trade shows. Partially confirmed

P8 The decision-making process affects the negotiation process at trade shows. Not confirmed

P9 Prior training affects the negotiation process at trade shows. Confirmed

P10 Cultural differences affect the negotiation process at trade shows. Confirmed

P11 Communication affects the negotiation process at trade shows. Confirmed

P12 Language affects the negotiation process at trade shows. Confirmed

P13 Intercultural competence affects the negotiation process at trade shows. Confirmed

P14 Time affects the negotiation process at trade shows. Partially confirmed

P15 Negotiation styles affect the negotiation process at trade shows. Confirmed

P16 Emphasis on personal relationships affects the negotiation process at trade shows. Confirmed

P17 The negotiator’s age affects the negotiation process at trade shows. Partially confirmed

P18 The negotiator’s gender affects the negotiation process at trade shows. Not confirmed

P19 The negotiator’s experience affects the negotiation process at trade shows. Confirmed

P20 The negotiator’s personality affects the negotiation process at trade shows. Confirmed

P21 Negotiator biases affect the trading process at trade shows. Confirmed

P22 Negotiator motivation affects the negotiation process at trade shows. Not confirmed

P23 Negotiator trust affects the negotiation process at trade shows. Confirmed

P24 Negotiator emotions affect the negotiation process at trade shows. Not confirmed

Note: Results obtained from the interviews
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Background factors
Booth space was found to influence the negotiation process, particu-
larly, the stand’s organization and design as well as product presen-
tation. This is consistent with studies that have found that the physi-
cal location of the booth can attract more buyers and lead to further 
negotiations (Bloch et al., 2017). One study found that trade show 
environment is filled with sensorial stimuli, such as sounds or objects, 
which compete to attract the visitors’ attention and can lead to over-
load and physical fatigue (Rinallo et al., 2010; Tafesse & Skallerud, 
2016). As one interviewee mentioned: “There were many people for a 
limited space in the stands… all external distractions hindered the nego-
tiation” (Participant 8, interview, 2017). Objectives were also found to 
affect the negotiation process, revealing that some focused on deve-
loping relationships while others focused directly on product aspects. 
These findings confirm studies in the literature that suggest that ob-
jectives affect negotiations (Ghauri, 2003; Salacuse, 1999) and have a 
direct impact on trade show performance (Bonoma, 1983). 

Third parties were also found to affect the negotiation process since 
many of the exhibiting firms relied on translators or sales support. In 
many cases, they were not aware of the technical aspects of the busi-
ness and did not have the necessary preparation or skills; and the use 
of translators could sometimes hinder the communication process. In 
the literature, it has been found that using external agents improves 
the negotiation process (Ghauri, 2003; Martin et al., 1999; Snavely, 
1998), which highlights the importance of studying negotiations in 
context. Moreover, the interviews revealed that having differentiated 
products increases customer interest, leading to greater negotiations. 
Firms that had a wide portfolio of quality products that were innova-
tive and certified were highly valued by consumers: “Peru was beco-
ming well-known… for having rare products ... what they offered was 
something that caught consumers’ attention” (Participant 3, interview, 
2017).

The results also revealed that the parties’ previous relationship affects 
the negotiation process, since it increases trust and facilitates the pro-
cess; nonetheless, it can jeopardize the development of relationships 
with new clients, since companies prefer to negotiate with those they 
are familiar with. These findings are consistent with studies that su-
ggest that prior collaboration influences negotiators’ behavior (Luo, 
1999; Kass, 2008; Reynolds et al., 2003), where those who previously 
failed to reach an agreement were less likely to negotiate a second 
time (Connor et al., 2005). 

The interviews also revealed that the size of the firm affects the ne-
gotiation process, since larger companies had greater budgets, knew 
how to negotiate in multicultural settings because of their exposure 
to international markets, and were able to distribute responsibility 
evenly. This is consistent with research findings that suggest that small 
firms are less likely to generate sales and attract buyers due to their 
lack of adequate training; limited access to resources (Tanner, 2002; 
Seringhaus & Rosson, 2004), informal marketing practices (Kotler, 
2003) and centralized management structure (Kellezi, 2014). The 
firm’s size was strongly linked to the firm’s years of experience, where 
those with more experience set clear goals and organized themselves 

efficiently, while small companies had inexperienced personnel: “The 
size of the company has a great influence… [they] came with teams and 
divided tasks, optimized their time and knew how to handle relations-
hips well” (Participant 8, interview, 2017).

Strategic factors
The results revealed that prior training affects the negotiation pro-
cess and was usually performed by governmental institutions, such 
as PromPerú, in an effort to promote exports. The training covered 
activities such as identifying potential customers and key resources. 
The research findings are consistent with studies that have found that 
prior training improves trade show performance and sales (Ling-Yee, 
2007; Sarmento et al., 2015; Tanner, 2002); and can lead negotiators 
to acquire new knowledge and behaviors (Movius, 2008). Prior trai-
ning also includes the firm’s preparation before the negotiation itself, 
which was found to generate a greater level of interest and trust; such 
activities include having a speech prepared, selecting topics to dis-
cuss, and formulating potential strategies. The interviews also revea-
led that support tools, such as samples and brochures, can positively 
affect the negotiation process, as was mentioned: “Bringing samples is 
very important in this type of fair… having the product presented to you 
in a picture is not the same as presenting it in a bag, which is what will 
finally reach the company” (Participant 14, interview, 2017).

Time was also found to affect negotiations given that trade shows in-
volve different activities, such as building relationships and collecting 
information, that can limit the time spent negotiating. In the literature, 
the perception of time has been strongly linked to cultural differen-
ces (Salacuse, 1999; Ghauri, 2003). The interviews revealed that time 
should be strategically used since it can lead to loss of clients: “When 
there is little time, there is more pressure and… you have less options to 
negotiate… in fact, customers were lost” (Participant 9, interview, 2017).

Cultural factors
Cultural factors were considered highly relevant for the negotiation 
process, where intercultural competence played a key role. The inter-
views revealed that it was important for the negotiator to have the skills 
necessary to negotiate in multicultural settings, such as trade shows, 
and to recognize that each cultural group has different protocols; being 
aware of these differences can generate rapport between the parties. 
This confirms research findings that suggest that higher degrees of cul-
tural intelligence lead to greater sales (Bachkirov et al., 2016), since it 
impacts customer-oriented behavior (Pandey & Charoensukmongkol, 
2018). Related to this were negotiation styles, which were found to affect 
the negotiation process. The interviews revealed that these were con-
siderably different between cultures, confirming results found by Or-
heian (2014), Osman-Gani and Tan (2002) and Salacuse (1999). As one 
interviewee mentioned: “The negotiation style of different cultures was 
obvious. It is very different how an American or a European or an Asian 
talk to you and negotiate” (Participant 10, interview, 2020).

It was also found that communication affects the negotiation process, 
which encompasses verbal and non-verbal communication. Different 
cultures communicate differently, with some being more direct and 
others relying more on body language and gestures. For example, it was 
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found that Latin Americans use their hands a lot when communica-
ting, while other Asian cultures relied heavily on verbal communica-
tion. This confirms various results found in the literature that suggest 
that low-context cultures have clear and concise communication 
while high-context cultures have ‘unwritten’ rules and norms (Hall, 
1976), which impacts the negotiators’ mindset (Brett et al., 2017). 

In line with this, 95% of interviewees mentioned that language profi-
ciency was highly important for the negotiation process, since it es-
tablishes trust with clients. It was also revealed that while English is 
the most commonly used language, being fluent in other languages 
had positive results in the negotiation process and it was important to 
speak the language from a business perspective since many technical 
terms are used: “Speaking another language besides English is impor-
tant because you empathize with the client and understand those cultu-
ral differences” (Participant 6, interview, 2020). This confirms studies 
that propose that linguistic ability is essential for negotiations (Lario 
de Oñate and Amador, 2013), and the inability to use language co-
rrectly can hinder the commercial prospects of negotiations (Rahman 
et al., 2017).

Cultural differences were also mentioned during the interviews. It was 
revealed that cultural dimensions proposed by Hofstede (1980) were 
found to affect the negotiation process. For example, cultures with 
a high-power distance, such as the Arab, preferred negotiating with 
older and more experienced negotiators since they have more rigid 
hierarchies; cultures with a low long-term orientation, such as Peru, 
focused on closing an agreement rather than developing a future re-
lationship with the client; and cultures high on masculinity, such as 
Ecuador, proved to be more competitive and even rejected negotia-
tions with those they deemed threatening. Various studies have found 
that individualism or uncertainty avoidance are explicitly linked to 
the choice of strategies used in negotiations (Brett, 2000; Dinkevych 
et al., 2016); individualistic negotiators are more independent and 
goal driven (Dinkevych et al., 2016); and negotiators in masculine 
societies focus on seeking information rather than developing a rela-
tionship (Volkema, 2004).

Finally, the interviews revealed that certain cultures place more 
emphasis on personal relationships, which affected the negotiation 
process. It was found that some negotiators would prioritize the re-
lationship developed during the process rather than the technical as-
pects of the agreement, confirming findings by Salacuse (1999) and 
Ghauri (2003) which suggest that some cultures are more concerned 
with the issue being discussed and the future relationship between 
organizations, while in others, the negotiator’s personality is more 
important than negotiation aspects. As it was mentioned: “Those from 
European countries… spoke to you directly, they did not seek to interact 
with you in a personal way but purely for work” (Participant 14, inter-
view, 2017).

Negotiator factors
International business knowledge was found to affect the negotiation 
process, since the process involves negotiating costs and quantities. 
Managers must be aware of the technical terminologies used, such 

as incoterms, especially in settings such as trade shows. In many ca-
ses, it was found that the negotiator was not aware of the technical 
or business aspects of the negotiation. In relation to this, negotiation 
skills were found to affect the negotiation process, confirming various 
studies found in the literature (Bachkirov et al., 2016; Lario de Oñate 
& Amador, 2013). The negotiator’s ability to negotiate, sell a product, 
and develop a relationship with the client are important aspects of 
negotiations in trade shows: “It’s important to know how to approach 
people, what to say to them, how to treat them so that they can engage 
and be interested in the product.” (Participant 2, interview, 2017).

The interviews also revealed that negotiators’ experience was an im-
portant factor for the negotiation process, highlighting its positive 
outcome. Experience affects an individual’s negotiation style, opti-
mizes time, increases client knowledge, and even influences client 
selection. This is consistent with various studies that have found ex-
perience to affect trade show performance (Moran & Ritov, 2007; Shi 
& Smith, 2015). For example, Seringhaus and Rosson (2001) found 
that negotiators who participated in a greater number of trade shows 
were able to connect with more potential customers and were able 
to generate greater sales, since experience increases organizational 
knowledge and improves management skills. 

The interviews also confirmed literature findings regarding negotia-
tors’ personality (Barry & Friedman, 1998; Chow et al., 2015; Mintu-
Wimsatt, 2002; Orheian, 2014; Shi & Wright, 2000). The negotiation 
process was affected by the negotiator’s risk aversion, assertiveness 
and extraversion; it even affected the strategies used, with some being 
more distributive than others. As one interviewee mentioned: “They 
were different... one was kinder than the other… it was like, ‘if you are 
interested, ask me’, [but] the other [negotiator] was riskier and more 
aggressive” (Participant 2, interview, 2017).

Moreover, interviewees mentioned negotiators’ formality as a varia-
ble that affects the negotiation process. The results revealed a lack of 
professionalism on the part of some Peruvian exhibitors, which was 
reflected in their ability to interact with the counterpart and resulted 
in lack of trust. This factor can be strongly linked to culture, since 
Latin Americans tend to be more informal, but it can also be related 
to the educational level, which is generally low in Peru. As an inter-
viewee mentioned: “The negotiations were a bit atypical, because at 
times he would intervene and at times… his wife would intervene… and 
even involve his 16-year-old son. And I think that sometimes it seemed 
unprofessional because people from important companies came.” (Par-
ticipant 17, interview, 2020). The lack of research on formality may 
be explained by the literature’s lack of studies regarding SMEs from 
emerging economies.

Psychological factors
Trust was mentioned several times during the interviews, revealing 
that it generated honesty and willingness between the parties, and 
was manifested through the negotiator’s strategies, use of language or 
personality. This confirms previous findings which suggest that trust 
facilitates information exchange (Kong et al., 2014; Mintu-Wimsatt, 
2002); helps to understand each other’s priorities in order to obtain 
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joint gains (Gunia et al., 2011); and is strongly affected by culture 
(Branzei et al., 2007; Brett et al., 2017).

Biases were also found to influence negotiations, revealing that ne-
gotiators will hinder the possibility of developing commercial rela-
tionships with clients they had a negative preconceived notion of. It 
was also revealed that negotiators will prioritize clients based on these 
biases and even reject negotiating with people from certain cultural 
groups; some will prefer negotiating with those they deemed poten-
tial clients based on their past experiences. Biases were also associa-
ted with the negotiator’s age, revealing that some clients will prefer 
negotiating with those they considered more experienced. The results 
confirm literature findings which suggest that biases are affected by 
negotiators’ differences in priorities (Brett & Thompson, 2016) and 
are perpetuated through cultural values (Gelfand & Christakopou-
lou, 1999). As it was mentioned: “Her previous experience had never 
been good. She had already learned that all they wanted was to find 
the cheapest product… she thought they wanted to copy her or take her 
products” (Participant 9, interview, 2017).

Conclusions and Recomendations

The present study developed an integrative and holistic model that 
highlights the main findings of the literature. Although other stu-
dies have identified various factors that affect the negotiation process 
(Ahammad et al., 2015; Brett & Thompson, 2016; Ghauri, 2003; Pha-
tak & Habib, 1996; Volkema, 2004; Salacuse, 1999), these have been 
done under different perspectives, generating fragmented results. 
Through the proposed model, this study integrates those factors pre-
viously identified in order to confirm their relevance in the context of 
trade shows. From the literature review, five main factors were identi-
fied: (1) background factors, (2) strategic factors, (3) cultural factors, 
(4) negotiator factors and (5) psychological factors. 

The literature review also made it possible to identify those variables 
shown to impact negotiations, which were later grouped according 
to the factors mentioned above. These variables generated a series of 
propositions in order to confirm their findings through the present 
qualitative study. However, there is not enough evidence for those 
partially confirmed or unconfirmed variables, given that grounded 
theory seeks to produce an explanation or theory about a specific 
context by delving into a small sample (Charmaz, 2006). The variables 
identified in this study will serve as valuable insight for a future study 
that seeks to analyze the relationship between the factors and their 
negotiation performance.

Finally, the results of the interviews made it possible to discover varia-
bles, associated with the different factors identified, that had not been 
previously considered in the literature. The present study revealed that 
differentiated products, support tools, international business knowled-
ge and formality are variables inherent to the negotiation context, 
which are an integral part of the background factors, the strategic fac-
tors, and the negotiator factors, respectively. These new findings are an 
essential part of this study’s contribution and highlight the importance 
of studying negotiations in context, such as trade shows.

Theoretical and practical implications

In general, the results confirm many of the theoretical contributions 
found in the literature and generates a holistic view of negotiations and its 
process by integrating the various factors found. From a broader theoreti-
cal point of view, this study overcomes the limitations of previous studies 
that have analyzed international business negotiations from two main 
perspectives: the macro-strategic view, based on the interactions between 
organizations; and the micro-behavioral view, based on individual nego-
tiators and their behavior (Tinsley et al., 1999; Weiss, 2006). Similarly, this 
study provides a valuable perspective by analyzing negotiations from a 
scarcely studied context such as trade shows and from the perspective of 
SMEs in emerging economies. Since trade shows are an effective export 
promotion tool, this study contributes to the literature on export activi-
ty in emerging economies and delves into one of the main sales-related 
activities that impact trade show performance.

Regarding the practical implications, exhibiting firms interested in 
improving the use of trade shows as export promotion instruments, 
must take into account the factors identified in the present study, both 
those that were extracted from the literature and those that were dis-
covered in the results. Exhibiting managers must have an adequate 
prior preparation, know how to overcome cultural barriers and have 
knowledge on international business in order to propose strategies 
that help establish an effective relationship with the client. The factors 
presented in this study are a valuable input for export promotion po-
licies, which are developed by governments in an effort to overcome 
export barriers and promote the internationalization of firms. Based 
on the results, public institutions should develop export promotion 
policies aimed at strengthening the negotiation capacities of exhi-
biting managers through training or workshops that maximize the 
commercial encounters at trade shows.

Limitations

The present findings must be viewed with the usual drawbacks of 
qualitative research studies, which aim to conceptualize and not ge-
neralize. Therefore, the results are not representative of the popula-
tion, since grounded theory seeks to build a general theory or expla-
nation from the data analyzed (Charmaz, 2006). On the other hand, 
the study is limited in terms of the selected sample. While efforts were 
made to ensure that the selected participants could provide a valuable 
perspective on the negotiation process, the sample is confined to stu-
dents with minimum experience in trade shows and does not include 
negotiation experts. Given that the focus of the study was to explore 
the factors that affect the negotiation process, the use of the limited 
sample is justified. Finally, the online interviews may represent a limi-
tation for the study since they could generate an impersonal environ-
ment for the interviewee; however, the method was chosen given the 
current context of the pandemic.

Future recommendations

As future lines of research, further studies should take a confirmatory 
approach to validate the factors and variables presented in this study. 
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Exploring perceptions from participants in other emerging econo-
mies and contrasting them with those from developed economies, 
as well as interviewing participants with more experience in trade 
shows, would be an interesting avenue for future research. Finally, this 
study did not contemplate the current context created by the spread 
of covid-19. It would be interesting to investigate how the pandemic 
has changed the trade fair industry, which are currently carried out 
on digital platforms, and how it has affected its main activities, such 
as international business negotiations.
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