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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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Annual sales value of all retailing in Great Britain from 2005 to 2019* (in million
GBP)
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of all retailing in Great Britain from 2005 to 2019* (in million GBP) [Graph].

In Statista. Retrieved April 24, 2020, from
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Value of internet retail sales monthly in the United Kingdom (UK) from January
2016 to February 2020 (in million GBP)
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value/

)mwd\);u)u‘ﬁ\)mmﬂ\)\a.ﬁuw Lu\..a;‘)(\o&cuay
I 2016 sl (e Ged Baaiall ASladll b “\:‘-’JJ-‘SN‘ soladll L (e
2020 ) 8

Mag ol il anin bl 1,32 ) Glanell Cuzaddil Q019 el A
P :\_U;ﬂ\ ol Glena il caly 2019 PrvveER @J «aala ) BTN TN
o il ain jhle 2 1 (Al aie Lty 3 < iyl

ahis o) JS oY) e Loadll e dad Gl le JS5
ain ke 533 Jsa sl dSleall b Ay iSIY) 5ol cilanse s
G S] Gl sasiall ASladll (€ 2015 ale 3 2015 ale 8 ol il
llad) (&4 STy B jlaill



https://www.statista.com/statistics/380070/uk-internet-retail-monthly-sales-value/
https://www.statista.com/statistics/380070/uk-internet-retail-monthly-sales-value/

Jiags pdu (s cum  plas cadalll ue

odle | Clibaay) caidl Gua (H3) 5 (H1b) clbadaill daua cufiy Lo 12
@elall Gygudll Gadd Al Al lad Glase On 4pla) ADe 2 g )
(R las) a5l L8 eliac elal Gauad ) (ol Lae 435 iSIY 3yl

dslaall & Ladl i Jd e (AD) SlbaY) oA Cldls aladia) -3-4
2019 ale (s 1de ) Sastall

03 Jsd
saniall ASlaall L 43 5all Jlad 08 (e el oIS il aladin) s s

Leading ten areas retailers are using Artificial Intelligence (Al) in their business
in the United Kingdom (UK) as of 2019*
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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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Retail technology use distribution among retailers in the United Kingdom (UK) in
2019, by technology
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Source: World Retail Congress, & Retail Week. (June 12, 2019). Retail
technology use distribution among retailers in the United Kingdom (UK) in 2019,
by technology [Graph]. In Statista. Retrieved April 24, 2020, from
https://www.statista.com/statistics/1014970/retail-technology-use-uk-retailers/
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