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Abstract 

 

A client and a vendor are two organizations in a service exchange relationship that is 

under a formal contract. During the course of the service exchange, a specific client behavior 

can create an unfavorable situation for the vendor. Vendor may then perceive the client 

behavior as opportunistic and intended to reap gains for the client at the cost of the vendor’s 

interests. In such a situation, how does the vendor respond? This thesis endeavors to answer 

this question. 

Vendor response to client opportunism guides the future of the relationship, more than 

opportunism itself, which may be for real or simply a perception. Vendor may or may not 

find it desirable, feasible and/or beneficial to opt for separation. Thus, it is important to 

understand what responses the vendor may adopt and how does it decide upon them. 

This thesis investigates responses to client opportunism in the form of constructive 

discussion, passive acceptance, venting and disenga



involvement and project characteristic of project stage in determining response to 

opportunism.  

The studies were conducted in the Indian IT services industry where client 

opportunism is prevalent due to asymmetric client vendor relationships. The sample consisted 

of IT professionals in the middle management who were holding the position of project 

manager at the time of data collection or before. The analysis was based on the responses of 

472 project managers, with a final sample size of 10 for the preliminary study and 280 for the 

first and 182 for the second quantitative study. The preliminary study used coding technique 

for qualitative analysis and the other studies used path analysis, hierarchical regression and 

product of coefficients approach for quantitative analysis. The findings of the analysis are as 

follows: 

• Client opportunism increases negative affect and decreases positive affect, perceived 

distributive justice and perceived inter-personal justice of the vendor.  

• Lower perception of distributive justice reduces positive affect.  Lower perception of 

inter-personal justice reduces positive affect and increases negative affect of the vendor. 

• Higher negative affect increases venting and disengagement. Lower positive affect 

decreases passive acceptance and venting by the vendor.   

• Lower perception of inter-personal justice decreases constructive discussion by the 

vendor.   

• Client opportunism directly leads to venting and disengagement by the vendor, only when 

vendor experiences negative affect. 

• Constructive discussion and passive acceptance by the vendor may or may not occur 

irrespective of client opportunism.  

• Client senior management involvement weakens the effect of negative affect on passive 

acceptance by the vendor.   

• Progress in the project stage strengthens the influence of negative affect on constructive 

discussion and weakens the influence of negative affect on venting. It also increases use 

of both behavioral responses by the vendor.   



• Client senior management involvement and project stage do not influence the effect of 

emotions on behavioral responses when the emotions are influenced by perception of 

distributive and inter-personal justice of the vendor.   


