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Commitment: H
Conflict: H
Flexibility: M
Satisfaction: L
Dependence: H
Innovation: H

Loyalty: H
Cooperation: H

Type 3

Business risk: H
Relationship
performance: VH
Governance cost: L
Competitiveness: H
Communication: VH
Trust: VH
Commitment: VH
Conflict: L
Flexibility: H
Satisfaction: H
Dependence: VH
Innovation: VH
Loyalty: H
Cooperation: VH

Type 4

Business risk: VH
Relationship
performance: VL
Governance cost: VH
Competitiveness: L
Communication: M
Trust: L
Commitment: M
Conflict: VH
Flexibility: L
Satisfaction: VL
Dependence: H
Innovation: H
Loyalty: M
Cooperation: M

Type 5

Business risk: VL

Relationship
performance: H

Governance cost: VL
Competitiveness: L
Communication: L
Trust: M
Commitment: M
Conflict: VL
Flexibility: M
Satisfaction: M
Dependence: M
Innovation: L
Loyalty: M
Cooperation: M

Type 6

Business risk: L

Relationship
performance: L

Governance cost: M
Competitiveness: L
Communication: VL
Trust: L
Commitment: VL
Conflict: M
Flexibility: L
Satisfaction: VL
Dependence: VL
Innovation: VL
Loyalty: VL
Cooperation: L

Type 7

Business risk: VL

Relationship
performance: H

Governance cost: L
Competitiveness: L
Communication: L
Trust: L
Commitment: L
Conflict: L
Flexibility: M
Satisfaction: M
Dependence: L
Innovation: L
Loyalty: L
Cooperation: M

Type 8

Business risk: M

Relationship
performance: VL

Governance cost: H
Competitiveness: VL
Communication: VL
Trust: VL
Commitment: VL
Conflict: M
Flexibility: VL
Satisfaction: VL
Dependence: VL
Innovation: VL
Loyalty: VL
Cooperation: VL

Low ¢—— Weak form of partner opportunism ——p High

Low «¢—— Strong form of partner opportunism —p High
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