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Experimental analysis on starting business relationships in marketing channels

Kubo, Tomokazu
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All firms are faced with the question of with whom to initiate business
relationships. Starting a business relationship whose future success or failure is uncertain is a
risk in the sense that future events are probabilistic. This study asks why some firms are highly
motivated and willing to engage in a proposed business relationship that offers the same economic
benefits, while others are less motivated and reject the proposal. This study formulated a
conceptual framework that incorporates regulatory focus factors that indicates the motivation of
decision makers into the framework of the transaction cost model in the distribution channel and
conducted an empirical study.
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