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Abstract:

This paper examines the relationship
between industria marketing and the
performance of distribution channel
members. A conceptual model has been
presented for the study. It contains a set
of variables that show us the strength of
the relationship, which are based on the
statistics that we obtained from the
American Statista Website. A set of
hypotheses have been proposed based on
previous studies, where the results have
proven that there is a positive
relationship, through intermediate
variables, between industrial marketing
and the performance of distribution
channel members.
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Source: Retail Week. (June 1, 2019). Leading ten areas retailers are using
Artificial Intelligence (Al) in their business in the United Kingdom (UK) as of
2019* [Graph]. In Statista. Retrieved April 24, 2020, from
https://www.statista.com/statistics/1026052/artificial-intelligence-retailers-area-
of-use-in-the-united-kingdom-uk/
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by technology [Graph]. In Statista. Retrieved April 24, 2020, from
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