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Abstract:

This research aims to determine the correlation and impact between generative Al marketing and marketing recovery within the
Ministry of Youth and Sports, through an applied study conducted on ministry employees.theThe Commercial and Marketing
Department and the Government Media Department used the descriptive analytical method and used a questionnaire to collect
data, which consisted of (45The questionnaire was distributed across the dimensions of the two variables and was distributed to
all employees present in the two aforementioned departments. The number of questionnaires distributed was (41), of which (3)
were returned.9A questionnaire was valid for statistical analysis, and the data were analyzed using statistical software.SPSS was
used to conduct advanced analyses that included validity and reliability coefficients.Arithmetic means and standard
deviationsLinear regression analysisSimple, The results showed a significant correlation and influence relationship between
generative artificial intelligence and marketing recovery, and that the use of generative artificial intelligence was at a moderate
level, while marketing recovery was at a low level. Recommended Search The fact that generative artificial intelligence
contributes effectively to enhancing the marketing recovery in the ministry and the need to provide suitable infrastructure and
invest in these technologies with continuous training for employees.

Keywords :Generative artificial intelligence, marketing recovery, marketing with generative Al, dimensions of marketing
recovery, Ministry of Youth and Sports
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