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ABSTRACT

A Study on Factors Affecting Opportunism that Cause Potential

Conflicts in Relationships with Key Accounts

Hae-Soo Pyun

In this study, the factors affecting opportunism in the relationship between suppliers and
key accounts were analyzed from the viewpoint of transaction cost theory, market power
theory, and relationship marketing theory.

As a result of the hypothesis test, Hypothesis 1 stating that demand volatility will
have a positive effect on opportunism and Hypothesis 2 that transaction-specific investment
will have a positive effect on opportunism were also supported. In addition, Hypothesis 3
stating that channel power will have a positive effect on opportunism was also supported.

Lastly, Hypothesis 4 stating that relational commitment will have a negative effect on
opportunism was not supported, along with Hypothesis 5 stating that transaction satisfaction
will have a negative effect on opportunism.

The theoretical and practical implications of this study are as follows. This study has
identified the antecedents of opportunism by comprehensively applying the transaction cost
theory, market power theory, and relationship marketing theory. In addition, this study can
identify what a company should manage specifically to lower opportunism by identifying
the antecedents of opportunism.

The limitations of this study and the directions for future studies are as follows. First,
not all of the antecedents of opportunism of key accounts have been extensively
investigated from the viewpoint of the transaction cost theory, market power theory, and
relationship marketing theory. In the future, it is necessary to identify additional factors.
Second, the study was conducted only in the supplier’s viewpoint. In future studies, it is
expected that more accurate research results can be obtained by simultaneously examining

not only the supplier’s point of view but also the buyer’s point of view.

Key Words : Key account, Demand volatility, Transaction-specific investment, Channel power,
Relational commitment, Transaction satisfaction, Opportunism



