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Abstract 
 

This research seeks to explain the dimensions of intelligent marketing represented by (attraction, communication, sharing, retention , and 

learning) as an independent variable in the research of marketing recovery as the dependent variable, within the framework of the general 

tire industry in Al-Najaf Governorate. The research started from a discussion problem formulated in a group of intellectual and field 

questions, the most important being the extent of ownership of the researched company to the dimensions of the research variables, in 

addition to revealing the nature of the correlation and influence relationships between these variables. We try to answer these questions 

by exploring the theoretical and practical implications of the variables under study, as they are among the modern topics in the working 

environment of the company where the study is conducted. To achieve the objectives of the research, the questionnaire was designed to 

collect data, and it was placed on a sample of the company's employees, with the distribution of 49 questionnaires, out of which 43) valid 

questionnaires for statistical analysis. The response rate reached 88%. The researchers relied on descriptive and analytical statistical 

methods in data analysis using SPSS V.24 software, and the research reached a group of conclusions and proposals. I highlight the con-

clusions of the existence of a spiritual relationship between the dimensions of smart marketing and marketing recovery in the research 

sample, and it also shows that the dimensions of smart marketing have a spiritual effect on marketing recovery at the overall level. In the 

light of these results the theme of presenting a group of suggestions, the most important of which is the need for the company under 

study to adopt effective and sustainable policies to keep up with environmental changes, to contribute to strengthening the image of mar-

keting recovery in the minds of customers and supporting the powers of competition and staying in the market for a long time. 

 
Keywords: Smart Marketing; Marketing Recovery; Attraction; Retention. 

1. Introduction 

Smart marketing is a modern method in the world of marketing, as it relies heavily on modern techniques, technology, and big data to 

analyze customer behavior and direct marketing strategies in a more effective way. Smart marketing also gives companies the ability to 

improve the customer experience and provide customized offers, which ultimately leads to loyalty and sales. And also, Marketing is 

defined as everything that contributes to attracting and receiving the largest number of new customers and maintaining original cus-

tomers through a set of means, including studying consumers’ desires. Marketing has dimensions, one of which is described as the 

marketing situation, which is represented in the orientation towards gaining consumer satisfaction, and this requires a deep understand-

ing of market mechanisms and consumer behavior (Plank, 2022). Therefore,  integrating modern methods with the marketing strategy 

has become an important matter to maintain competitiveness and meet consumer needs. As for smart marketing, it depends on many 

things, including collecting data, then analyzing it and applying it to marketing strategies. Thus, it has become more effective than 

traditional marketing in terms of the ability to customize offers and messages for each customer independently. The study aims to un-

derstand and tailor marketing messages to increase return on investment by improving customer experience, enhancing marketing effi-

ciency, and enabling better market forecasting. Using modern technologies and deeper insights into market needs helps companies 

anticipate trends and gain a competitive advantage (Purwanto, 2021). In the ever-evolving state of business and marketing, it is impera-

tive to stay ahead of the curve to be adaptable and innovative. Emerging technologies and methods have become a stepping stone to 

adaptability because they provide unprecedented opportunities for organizations and businesses to connect with consumers and im-

prove their business (Abdullah et al,2020). 

http://creativecommons.org/licenses/by/3.0/
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He also emphasized the importance of the concept of marketing recovery,  which has become increasingly prominent in marketing liter-

ature, especially in recent years marked by various crises that significantly impacted the service, tourism, and commercial sectors. 

Challenges posed by the COVID-19 pandemic, economic downturns and political instability have drawn both scholars' and practition-

ers' attention to the importance of recovery strategies due to their critical role in restoring customer relationships, maintaining organiza-

tional image, and preserving customer loyalty (Plank, 2022, Uysal&Kılıç,2020, Schwarz,2010, Palmeira et al, 2020, Scott et al, 2008). 

Marketing recovery is not just a reactive response to service failures; it strategically rebuilds customer trust, improves satisfaction, and 

strengthens organizational resilience for future challenges.(Ramadhan & Jathir, 2020). Academic interest in this concept has grown 

significantly due to its profound impact on organizational continuity and reputation. It has become integral to many post-crisis market-

ing activities, particularly in service-oriented industries such as tourism, hospitality, and financial services (Beshay&Morsy, 2024; 

Najar & Saini, 2018; Purwanto,2021). 

Several definitions reflect the richness and multidimensionality of the concept. According to Michel (2002), it is a reactive mechanism 

initiated by a firm to reduce the negative consequences of a service failure and to re-establish the broken relationship with the custom-

er. (Ramadhan & Jathir, 2020). Describe it as a combination of psychological, managerial, and compensatory actions that aim to reduce 

customer attrition after a failure event. Meanwhile (Al-Janabi et al, 2024). define it as “an integration of reactive and proactive strate-

gies that companies use to regain customer trust, mitigate negative word of mouth, and recover satisfaction after service-related is-

sues.” Similarly(Najar&Saini,2018). emphasize that marketing recovery consists of systematic, structured steps taken to regain cus-

tomer loyalty after a service failure or crisis. The prevalence of marketing recovery strategies has grown due to the increased visibility 

of customer complaints through digital platforms, especially social media. Companies are compelled to respond rapidly and strategical-

ly to restore brand image and customer confidence (Scott et al,2008). This has led to a broader institutionalization of marketing recov-

ery across both service and non-service domains. Furthermore, recovery strategies now serve not only to address immediate dissatisfac-

tion but also to reinforce brand credibility and emotional connection with customers (Schwarz, 2010). 

It is essential to distinguish marketing recovery from general crisis management or public relations efforts. While the latter aim at pro-

tecting the corporate image at large, marketing recovery focuses more narrowly on rectifying specific customer experiences and re-

building trust at the individual level (Palmeira et al, 2020). According to Purwanto (2021). Marketing recovery has evolved into a stra-

tegic capability that enhances customer retention, promotes long-term loyalty, and supports sustainable competitive advantage. In 

summary, marketing recovery is no longer a reactive afterthought but a core component of modern customer experience management. 

Its effectiveness lies in integrating psychological, operational, and communicative dimensions to repair the customer relationship and 

ensure continuity in a competitive marketplace. 

2. Conceptual Framework 

2.1. The importance of modern technology in smart marketing 

In today’s rapidly evolving business environment, modern technology, smart marketing, and smart work are crucial for companies 

seeking to succeed in a competitive market (Behera et al, 2021). Modern technologies, such as artificial intelligence, big data analysis, 

and social media, enable companies to anticipate market trends and consumer needs. Smart marketing allows businesses to deliver 

personalized and targeted experiences by analyzing customer data (Jain & Yadav, 2017). 

Modern technologies play a transformative role in smart marketing by enhancing customer understanding and improving satisfaction 

through multiple points of contact (Chaffey & Patron, 2012). Tools like machine learning and artificial intelligence enable real  time 

analysis of large datasets, providing insights into consumer behavior, preferences and trends for informed decision making and targeted 

campaigns (Fosso et al,2019; Diaz et al,2022).AI and ML also allow personalized customer experiences by leveraging data from pur-

chases, demographics and browsing history, increasing engagement and relevance (Vanhala et al,2020). Additionally, predictive ana-

lytics helps marketers anticipate future trends, forecast consumer needs, and proactively develop products and strategies (Arumugam et 

al,2024). 

2.2. Dimensions of Smart Marketing 

Digital marketing relies on digital tools to develop digital marketing operations through communications and exchanges to attract new 

customers in addition to existing ones, while strengthening the brand. The dimensions of digital marketing lie in the following points: 

(Attract, Engage, Retain, Learn, and Relate). Our current research will rely on these dimensions. Below is a summary of these dimen-

sions. (Zeisser,1996; Parsons et al,1998; Chan & Guillet, 2011; Ghiselli & Ma,2015) 

1) The Attract: The Attract dimension aims to draw customers to the organization’s website or app voluntarily, initiating their interac-

tion. It focuses on building an audience, maintaining brand recognition, and ensuring marketing efforts capture and hold customer 

attention (Simmons, 2007). 

2) The Engage: The Engage dimension emphasizes immersing customers in interactive digital marketing content, capturing their in-

terest, and encouraging active participation with the services offered (Lui et al,2010). 

3) The Retain: The Retain dimension focuses on maintaining strong customer relationships by encouraging repeat visits and continu-

ous engagement with the organization’s website. This requires improving communication, understanding customer needs, and en-

suring ongoing interaction so customers return consistently (Ali et al, 2012). 

4) The Learn: This dimension aims to identify customer preferences through interactive communication methods to obtain more in-

formation about customers or clients, such as their attitudes, behaviors, and trends. This is done through surveys and question-

naires. Many companies support the chat system in order to obtain more discussions and interactions, in order to know the custom-

ers’ purchasing preferences (Chan &Guillet, 2011).  

5) The Relate: The Relate dimension highlights communication as a key value-creation opportunity in digital marketing. It enables 

continuous interaction, personalized services, and updates on new offers, helping marketers strengthen customer awareness and en-

gagement (Ghiselli & Ma, 2015). 
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2-3. The importance of marketing recovery 

Marketing recovery plays a crucial role in the ability of companies to retain customer loyalty and improve their reputation, particularly 

in the aftermath of service failures, crises, or any events that negatively impact customer satisfaction. The importance of marketing 

recovery can be highlighted in the following key aspects. 

1) Enabling the Rebuilding of Customer Trust: Marketing recovery enables organizations to rebuild trust and restore brand image 

after service failures, reducing customer dissatisfaction and strengthening company  customer relationships (Schwarz, 2010; Rama-

dhan & Jathir, 2020). 

2) Strategic Tool for Restoring Competitive Advantage: It acts as a strategic tool that helps companies regain competitive advantage 

and re-establish their market position after experiencing a crisis. By effectively managing recovery efforts, companies can outper-

form competitors who fail to respond adequately to similar crises (Michel, 2002; Al-Janabi et al, 2024). 

3) Facilitating Customer Retention: Marketing recovery helps retain customers by resolving dissatisfaction and restoring satisfaction, 

with prompt and thorough issue handling, boosting long-term loyalty (Purwanto, 2021). 

4) Enhancing Organizational Resilience and Long-Term Sustainability: A well-executed recovery strategy helps businesses stay resil-

ient and aligned with crisis management strategies, ensuring long-term sustainability by adapting to market shifts (Beshay & Morsy, 

2024). 

5) Support for Business Continuity and Revenue Recovery: Effective marketing recovery enables companies to maintain operations 

and recover lost revenue by engaging in targeted communication and service improvements, especially during critical times (Pur-

wanto, 2021). 

6) Promoting Organizational Learning: Marketing recovery fosters organizational learning by enabling businesses to integrate feed-

back from recovery efforts into future planning, allowing them to better handle potential crises in the future (Scott et al, 2008). 

7) Internal Alignment Across Departments: Marketing recovery promotes better internal alignment between marketing, operations, 

and crisis management teams, which enables a more coordinated and effective response to customer issues (Najar & Saini, 2018). 

8) Contributing to Brand Loyalty and Emotional Connection: When companies show empathy and responsiveness through effective 

recovery strategies, they foster stronger emotional connections and increase brand loyalty (Ramadhan & Jathir, 2020). This emo-

tional connection can also act as a competitive differentiator, especially in saturated markets. 

9) Increasing Customer Satisfaction: A direct impact of marketing recovery is the enhancement of customer satisfaction. By address-

ing complaints quickly and efficiently, companies are able to ensure that customers feel valued and satisfied, which increases the 

likelihood of repeat business (Schwarz, 2010). 

10) Supporting Continuous Improvement: Marketing recovery also provides insights into areas of improvement within business pro-

cesses or services. By addressing customer issues and feedback, companies can refine their operations and deliver better service in 

the future (Purwanto, 2021). 

11) Adapting to Market Changes: Recovery strategies also enable companies to adapt quickly to sudden market changes or external 

challenges. This flexibility allows businesses to maintain their competitive edge by responding rapidly to evolving market condi-

tions (Beshay & Morsy, 2024). 

12) Boosting Operational Efficiency: Effective marketing recovery mechanisms streamline processes, improving overall operational 

efficiency. This ensures that companies are better equipped to respond to customer complaints and resolve issues swiftly, leading to 

better internal processes and a more efficient response (Michel,2002). 

13) Achieving Competitive Advantage: Finally, Organizations with effective marketing recovery systems can gain a competitive ad-

vantage by responding quickly to crises, addressing customer concerns, and restoring satisfaction. This approach strengthens long-

term customer relationships and enhances overall market performance (Scott et al, 2008). 

2.4. Objectives of marketing recovery 

The objectives of marketing recovery are multifaceted, focusing on several aspects related to improving a company's relationship with 

its customers and restoring their trust following crises or issues. Through the strategies and actions applied in marketing recovery, 

companies aim to achieve specific goals, as outlined below: 

1) Restoring Customer Loyalty: One of the main objectives of marketing recovery Marketing recovery seeks to restore customer loy-

alty by promptly addressing issues, rebuilding trust, and ensuring ongoing relationships with the company (Ramadhan & Jathir, 

2020). 

2) Improving Customer Experience: Marketing recovery also seeks to enhance the overall customer experience. By addressing issues 

quickly and providing tailored solutions, companies can ensure an improvement in the general customer experience, thereby in-

creasing satisfaction (Purwanto, 2021). 

3) Minimizing Negative Impact on Company Reputation: Marketing recovery helps minimize reputational damage from crises by 

implementing effective strategies that protect and strengthen the company’s image (Al-Janabi et al, 2024). 

4) Strengthening Customer Relationships: Marketing recovery strengthens customer relationships by enhancing communication and 

providing opportunities to rebuild trust after a crisis or problem (Beshay & Morsy, 2024). 

5) Achieving Better Competitiveness: Marketing recovery also aims to gain a competitive edge in the market by demonstrating the 

company’s ability to respond quickly and effectively to issues. This can help strengthen the company’s position in the market com-

pared to its competitors (Schwarz,2010). 

6) Achieving Long-Term Sustainability: Effective marketing recovery supports long-term sustainability by retaining customers, at-

tracting new ones, and demonstrating the company’s ability to manage challenges (Michel, 2002). 

7) Improving Internal Efficiency: Marketing recovery helps companies to improve internal operational efficiency, as it assists in or-

ganizing processes and increasing the team’s capacity to handle problems quickly and effectively (Scott et al, 2008). 

2.5. Dimensions of marketing recovery 

Marketing recovery encompasses five core dimensions that collectively shape an organization's ability to restore trust, satisfaction, and 

loyalty following service failures or crises. These dimensions, compensation, apology, response speed, assistance, and problem-solving, 

are widely acknowledged in the marketing literature and reflect both operational and psychological mechanisms critical to recovery 

success. 
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1) Compensation: Compensation involves tangible benefits offered to customers to address service failures or negative experiences. It 

serves as a crucial tool by directly mitigating the customer’s perceived loss and demonstrating the company’s commitment to fair-

ness. Examples include monetary refunds, discounts, or added-value services. According to (Ramadhan & Jathir, 2020). Compen-

sation aims to restore customer satisfaction and loyalty (Michel, 2002). emphasizes its role in encouraging customer return after 

service failures. Additionally, Palmeira et al (2020; Beshay & Morsy, 2024) stress that the type and adequacy of compensation 

should correspond to the severity of the failure to ensure effectiveness. 

2) Apology: A sincere and timely apology plays a central role in the emotional component of recovery.It demonstrates empathy, ac-

countability and a willingness to mend the customer relationship. (Purwanto,2021) noted that apologies can calm aggrieved cus-

tomers and reestablish trust. According to (Scott et al, 2008), apologies are more impactful when accompanied by genuine regret 

and clear steps to avoid future problems. (Michel, 2002) and (Schwarz, 2010) also underscore that a well-executed apology can re-

duce negative emotional responses and improve perceptions of fairness. 

3) Response Speed: The promptness of an organization’s reaction to complaints or crises is critical. Fast responses help reduce dissat-

isfaction and show attentiveness, positively influencing customer satisfaction (Palmeira et al, 2020) and signaling care and profes-

sionalism (Al-Janabi et al, 2024). Delays, however, can increase frustration and weaken recovery efforts (Ramadhan & Jathir, 

2020). 

4) Assistance: Active support provided throughout the recovery process, using channels like live chat, phone, or email, and tailored to 

the customer’s needs. Multi-channel support helps build rapport (Al-Janabi et al, 2024) ز while quick and personalized assistance 

restores trust (Beshay & Morsy, 2024) and signals commitment to resolving issues (Scott et al, 2008). 

5) Problem-Solving: Effective recovery requires addressing the root cause, implementing corrective actions,  and preventing recur-

rence. This demonstrates commitment to improvement and accountability (Schwarz,2010) and enhances reputation while convert-

ing dissatisfied customers into loyal advocates (Michel, 2002; Najar & Saini, 2018). Together with other recovery dimensions, 

problem-solving supports a strategic model that combines emotional acknowledgment and operational effectiveness to restore ser-

vice and strengthen long-term customer relationships. 

3. Research Background 

A summary of research relevant to the topic and variables of this study is provided in the table below. 

 
Table 1: Presents A Summary of Selected Prior Studies Related to This Research. 

No. 
Authors & 
Year 

Title & Context (with Summary) Conclusions 

1 
Purwanto, 

2021 

Recovery Marketing Strategy for Custom Bag Producer-Home 

Industry During the Covid-19 Pandemic. 

This study examines how a home-based custom bag producer 

in Mojolaban, Central Java, recovered during the COVID-19 

pandemic. Using a qualitative approach, the research shows 

that recovery efforts focused on segmentation, targeting, posi-
tioning, online promotion, partnerships, strong customer ser-

vice, and providing awards. 

The study found that the custom bag home industry in Mojola-
ban effectively recovered during the COVID-19 pandemic by 

applying a marketing strategy based on segmentation, target-

ing, and positioning. This strategy was strengthened by online 
promotion, partnerships, excellent service, and incentive pro-

grams. These efforts improved product and service quality and 

successfully rebuilt customer trust and loyalty. 

2 

Ramadhan 

& Jathir, 

2020 

The Role of Marketing Recovery in Improving the Organiza-
tion's Reputation: An Applied Study on a Sample of Private 

Bank Managers in Baghdad 

This research examines how marketing recovery dimensions,  
compensation, apology, response speed, assistance, and prob-

lem-solving contribute to improving organizational reputation 

in private banks in Baghdad. Using a questionnaire of 35 items 
distributed to 110 bank managers, the study employed statisti-

cal analyses to explore these relationships. The results show 
that all marketing recovery dimensions have a positive and 

significant impact on enhancing the organization’s reputation. 

The study shows that modern, sustainable marketing recovery 

practices are increasingly adopted by marketing organizations 

to enhance customer value, improve efficiency, and strengthen 
bank reputation. The surveyed banks are committed to deliver-

ing value quickly and accurately, though they fall short in 

offering apologies when mistakes occur. Managers vary in how 
much they prioritize response speed, but consistently place 

strong emphasis on improving bank reputation and achieving 
service excellence. 

3 

Scott & 

Prideaux, 
2008 

Tourism Crises and Marketing Recovery Strategies. 
This paper highlights the growing research interest in crises 

affecting the tourism industry but identifies a gap in studies 

addressing the post-crisis phase. While existing literature fo-
cuses on the causes and impacts of tourism crises, less attention 

is given to how destinations and tourism services rebuild after 

major disruptions. The paper argues that post-crisis recovery is 
far more complex than simply restoring normality, as organiza-

tions must navigate chaos, learn from the crisis, and adapt their 

strategies for future resilience. 

The study highlights the vital role of post-crisis recovery in 

tourism, stressing that efforts must extend beyond restoring 

normal operations. Because no universal recovery model exists, 
organizations must adopt adaptive and context-specific strate-

gies. Effective recovery involves rebuilding infrastructure, 

using targeted marketing to rebuild visitor confidence, and 
strengthening organizational learning to improve future resili-

ence. 

4 
Rusilowati 

et al,2023 

(Innovation in Smart Marketing: The Role of Technopreneurs 
in Driving Educational Improvement) 

This study examines the impact of marketing strategies, tech-

nological adoption, inclusive education policies, and collabora-
tion with the industrial sector on shaping a positive image of 

educational institutions. The research utilizes the SmartPLS 

approach along with statistical analysis. 

The study shows that adaptive marketing strategies, effective 

use of technology, inclusive educational policies, and collabo-

ration with industry significantly strengthen the image of edu-
cational institutions. Marketing efforts that align with market 

needs are especially influential in shaping a positive public 

perception. Overall, the findings emphasize that adopting flexi-
ble marketing strategies and advanced technologies is essential 

for building and maintaining a strong institutional image. 

5 
Briez et al, 
 2021   

(Smart Marketing Usage in Egyptian Domestic Tourism: Op-
portunities and Challenges) 

1-This study aims to identify smart marketing methods and 

examine the opportunities and challenges associated with their 
application in domestic tourism in Egypt. 

2-It adopted a descriptive methodology and employed a mixed-

method approach, collecting data through both quantitative and 
qualitative techniques. 

1-The main findings of the study revealed that while smart 
marketing methods offer numerous benefits for domestic tour-

ism in Egypt, several obstacles still significantly affect their 

effectiveness. 
2-The study recommends that travel agencies and tourism 

associations in Egypt establish formal platforms to promote 

domestic tourism and enhance their marketing strategies to 
fully leverage the advantages of smart marketing methods in 
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the tourism sector. 

6 

Ma & 

Zhang, 
 2022 

(Construction of Smart Marketing Model of Agricultural Prod-

ucts E-Commerce in the Era of Big Data)  

This paper compares the e-commerce marketing model for 

agricultural fruits with the traditional sales model by examin-
ing turnover, market share, profitability, and popularity. Using 

a fuzzy evaluation method, the study develops an assessment 

model to analyze these differences. 

The internet-based sales model for agricultural fruits signifi-

cantly outperforms the traditional model, showing a 50% in-

crease in sales, a higher market share, and about 15% growth in 

profits. It also helps build a stronger product brand with rising 
popularity. As a result, agricultural products become more 

attractive and competitive in the market. 

 

 

The study highlights the importance of mastering the conceptual framework of intelligent marketing, a contemporary topic closely 

linked to developments in the modern business environment. It also emphasizes presenting the theoretical framework and dimensions 

of the concept through a scientific methodology to explain its role in customer satisfaction research. 

Academically, the study is grounded in two vital topics still central to modern research: intelligent marketing and marketing recovery. 

The aim is to explore the relationship between these concepts and examine how intelligent marketing influences customer satisfaction, 

specifically within the General Company for Tire Industries of Al-Najaf Al-Ashraf. 

Practically, the study is significant for the industrial sector, particularly as the company is part of the public sector and a key economic 

pillar. Being a leading company in marketing activities, the study’s results have practical value, potentially contributing to improved 

marketing performance and higher customer satisfaction in this vital sector. 

4. Data Analysis and Discussion of Results 

The study was based on the study of the case of a single company, the General Company for Tire Industry in Al-Najaf Al-Ashraf Gov-

ernorate, Iraq and the total size of the study group was (49) in general, while the sample was (43) in general the subjects were selected 

randomly which is the limit of generalizing the results outside the organizational context of the study. Starting from these methodologi-

cal limitations, the theme of testing the main and sub-hypotheses related to the relationship and influence between the variables of the 

study, analyzing the results using SPSS V. 24. 

4.1. Testing and analyzing hypotheses of correlation between research variables 

The purpose of this topic is to test and analyze the correlation between research variables (intelligent marketing and marketing recov-

ery) based on the correlation matrix shown in Table 2. 

 
Table 2: Kendall's Correlation Matrix 

Sequence Dimensions of intelligent marketing Marketing recovery 

1 Attraction 0.214 

2 Communication 0.599 
3 Sharing 0.057 

4 Learning 0.339 

5 Retention 0.371 
intelligent marketing  0.566 

 

It is clear from Table 2 that there is a positive relationship between smart marketing and marketing recovery, as the correlation value 

between them reached 0.566. The results also show the existence of positive relationships between the dimensions of smart marketing 

and marketing recovery, which indicates that the company's increased attention to smart marketing practices actively contributes to its 

marketing recovery research. However, the strength of these relationships varies between the different dimensions of intelligent mar-

keting, as it was found that the strongest relationship was between the dimension of communication and marketing recovery, followed 

by the dimension of retention, then the dimension of learning, and finally the dimension of attraction. As for the participation dimen-

sion, there is a statistically significant relationship between the marketing recovery and the correlation value (0.057), which is less than 

the table value at the significance level (0.05).  

These results indicate that four of the dimensions of intelligent marketing are positively related to marketing recovery, except that the 

dimension of communication is the most important and the most effective, and should be given priority in the company's efforts to 

achieve marketing recovery, followed by the other dimensions in the order of the strength of the relationship, until the least effective 

and represented by the dimension of attraction. 

4.2. testing and analyzing the hypotheses of the relationship between the main variable and the subject of discus-

sion 

The research assumes the existence of a statistically significant relationship between the independent variable (smart marketing) and 

the dependent variable (marketing recovery). This relationship has been expressed through one main hypothesis supported by five sub-

hypotheses. These relationships will be analyzed and discovered according to the following. 

The main hypothesis: The hypothesis is based on the existence of a spiritual significance effect relationship between intelligent market-

ing (X) and marketing recovery (Y). Based on this hypothesis, the simple regression equation indicates that intelligent marketing is an 

effective factor in marketing recovery, which indicates the existence of a statistically significant relationship between the actual values 

of the independent variable (X) and the dependent variable (Y). Based on that, this relationship is represented by the following simple 

regression equation: βX+ a = Y. So (a) is a relatively constant representation (Constant). 

This relationship indicates that the marketing recovery (Y) is a sign of the actual value of smart marketing (X) as soon as the statistical 

indicators of this relationship are calculated based on the research sample that reached 43 samples. And he will analyze the influence 

relationships between the variables as follows. 
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Table 3: The Relationship between the Main Variables 

Model R R Square Adjusted R Square Std. Error of the Estimate 

1 0.566a 0.321 0.304 0.45089 
a. Predictors: (Constant), smart marketing 

 
Table 4: Analysis of Variance for Study Variables ) Anova  ( 

ANOVAa 

Model Sum of Squares Df Mean Square F Sig. 

1 
Regression 3.935 1 3.935 19.355 0.000b 
Residual 8.335 41 0.203   

Total 12.270 42    

a. Dependent Variable: the marketing recovery 
b. Predictors: (Constant), smart marketing 

 

Table (3) shows that the value of the bilateral correlation coefficient between the two variables reached (0.566), while the coefficient of 

determination (R²) reached (0.321), which indicates that about (32.1%) of the changes in the level of marketing recovery can be ex-

plained by the effectiveness of the company at the place of study in Anjaf Governorate. But in table (4) the value (F) calculated at 

(19.335) appears, which is higher than the tabular value, and the level of statistical significance (Sig) is (0.000), which is less than the 

level of reliable significance (0.05), which confirms the existence of a statistically significant relationship and supports the validity of 

the main hypothesis. 

The simple regression equation for the relationship between smart marketing and marketing recovery showed the following:  

Smart marketing = (2.323) +(0.567) for marketing recovery. The details of this relationship will be presented in Table number (4. 

 
Table 5: Transactions of the Relationship Between Smart Marketing and Marketing Recovery 

Model 
Unstandardized Coefficients Standardized Coefficients 

t Sig. 
B Std. Error Beta 

(Constant) 2.243 0.625 
0.566 

2.669 0.103 
smart marketing 0.736 0.167 4.399 0.000 

 

In light of the regression equation, the constant index (a=2.243), this means that there is a marketing recovery amounting to (2.243) 

when the value of smart marketing is equal to zero. As for the value of the limiting tendency at the level of the research sample, it is 

significant (β=0.566), and the accompanying (X) indicates that a change in the amount (1) in smart marketing will lead to a change in 

the amount (0.566) in the marketing recovery, and in light of that, we accept this hypothesis. 

The sub-hypotheses: This hypothesis assumes the existence of a statistically significant effect relationship between the sub-dimensions 

of intelligent marketing, represented by: attraction (X1), communication (X2), participation (X3), learning (X4), retention (X5), and 

marketing recovery (Y). Accordingly, the multiple regression equation shows that these five dimensions of intelligent marketing have a 

combined effect on the level of marketing recovery, which indicates the existence of a spiritual relationship between the real values of 

the dimensions of intelligent marketing and marketing recovery. Therefore, this relationship can be expressed through the following 

regression equation: 

 

Y = a + β1X1+ β2X2+ β3X3+ β4X4+ β5X5 

 

This relationship indicates that marketing recovery (Y) is an indicator of the true value of intelligent marketing variables, which in-

clude: attraction (X1), communication (X2), participation (X3), learning (X4), and retention (X5). The statistical indicators of this rela-

tionship have been calculated based on the research sample that reached the number of individuals (43) jointly. In the following, the 

relationship between these variables will be analyzed through the multiple regression equation that explains the relationship between 

the dimensions of smart marketing and marketing recovery, which is as follows: 

Smart Marketing = (2.141) +(0.239) Attraction + (0.403) Communication + (0.346) Sharing + (0.118) Learning  + (0.265) Retention. 

We show the transactions of this equation and interpretations in detail in Table 6. 

 
Table 6: Transactions of the Relationship Between Intelligent Marketing Variables and Marketing Recovery 

Model 
Unstandardized Coefficients Standardized Coefficients 

t Sig. 
B Std. Error Beta 

smart marketing(X) 

(Constant) 2.141 0.826 
0.248 

2.593 0.014 

attraction (X1) 0.239 0.502 4.381 0.006 
communication (X2) 0.403 0.498 0.554 4.109 0.000 

participation (X3) 0.346 0.665 0.238 3.096 0.043 

learning (X4) 0.118 0.499 0.252 2.192 0.041 
retention (X5) 0.265 0.596 0.391 2.754 0.009 

 

And according to the test (t), the loss reached the value (t) calculated at the level of the research sample. (tx1 = 4.381, tx2 = 4.109, tx3 

= 3.096, tx4 = 2.192, tX5 = 2.754). and from the data in table (6), it is clear that all the dimensions of intelligent marketing have a posi-

tive effect on the research of marketing recovery, but the amount of the effect is different between the dimensions, because attraction 

(X1) came first and communication (X2) came second, while engagement (X3) came third, but retention (X5) came fourth and learning 

(X4) came fifth and last, This shows that the first three dimensions are the most effective in the companies' ability to achieve marketing 

recovery and the amount of change achieved by the whole dimension will be determined as shown below: 

The marginal propensity value associated with the attraction variable (X1), estimated based on the data of the research sample, indi-

cates that it reached (β1= 0.248), which means that any increase by one unit in the attraction dimension leads to a height in the level of 

marketing recovery by (0.248), in view of the stability of the rest of the other variables. 

The marginal propensity value associated with the communication variable (X2), estimated based on the data of the research sample, 

indicates that it reached (β2 = 0.554), which means that any increase by one unit in the communication dimension leads to a height in 

the level of marketing recovery by (0.554), in view of the stability of the rest of the other variables. 
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The marginal propensity value associated with the participation variable (X3), estimated based on the data of the research sample, indi-

cates that it reached (β3= 0.238), which means that any increase by one unit in the participation dimension leads to a height in the level 

of marketing recovery by (0.238), in view of the stability of the rest of the other variables. 

The marginal propensity value associated with the learning variable (X4), estimated based on the data of the research sample, indicates 

that it reached (β4 = 0.252), which means that any increase by one unit in the learning dimension leads to a height in the level of mar-

keting recovery by (0.252), in view of the stability of the rest of the other variables. 

The marginal propensity value associated with the retention variable (X5), estimated based on the data of the research sample, indicates 

that it reached (β5 = 0.391), which means that any increase by one unit in the retention dimension leads to a height in the level of mar-

keting recovery by (0.391), in view of the stability of the rest of the other variables. Based on the presented results, it is impossible to 

reject any of the hypotheses at the research level. 

5. Research Limitations and Future Directions 

Despite the theoretical and practical importance of the results of this study, they are subject to a number of limitations that should be 

observed when interpreting the results. The scope of the research was limited to a sample of employees in one company and within a 

specific geographic context, which limits the possibility of generalizing the results to other sectors or regulatory environments. Addi-

tionally, the study employed a cross-sectional design and relied on self-reports from the population using the questionnaire tool, which 

limits the ability to infer precise causal relationships between the study's variables. 

Considering this, the study recommends conducting future research based on wider and diverse samples, including different organiza-

tions and sectors, adopting longitudinal or experimental discussion designs to examine the dynamics of the relationship between smart 

marketing and marketing recovery over time. It is also suggested to combine objective indicators of marketing performance with sur-

vey data, in addition to expanding analytical models by introducing intermediate or modified variables, to contribute to deepening sci-

entific understanding and strengthening the ability to generalize the results. 

6. Conclusion 

The digital transformation in marketing activity requires the provision of appropriate organizational structures and advanced marketing 

and technical skills. He promises the success of this transformation based on the development of the content management and special-

ized technical capabilities in the field (Miller,2015; Royle & Laing,2014). Starting from the basic assumption that the value of re-

sources does not lie in the volumes as much as in how they are exploited and transformed into concrete results. This study aims to ex-

plore the smart marketing cycle in promoting marketing recovery through a case study of the General Tire Manufacturing Company in 

Al-Najaf Al-Ashraf Governorate. The basis of this study is based on the theory of resources (Resource-Based View),  where the focus 

is on the utilization of marketing capabilities to achieve customer satisfaction, taking into account the theoretical and methodological 

gap existing in the intelligent marketing literature. And based on the approach of intelligent marketing practices, the theme of develop-

ing a group of phrases directed at a representative sample of the company's employees, to gather data to enable me to infer the results 

of the study. To present a new set of smart marketing practices that still require further research and implementation, it has been point-

ed out, for example, that the company's marketing capabilities have not been sufficiently studied in this context. These capabilities 

include the areas of attraction, communication, interaction, customer retention, as well as rounds in marketing recovery (Moorman 

&Day, 2016). 

In view of the rapid developments in the field of marketing and the multitude of channels and smart means available, it is important to 

focus on the areas of marketing recovery as a decisive factor in enhancing the ability of companies to respond to current marketing 

challenges. Smart marketing is one of the main focuses that companies should adopt, because it is a key factor in expanding the cus-

tomer base and attracting them in an effective and targeted manner. From this point of view it becomes necessary for the companies to 

choose strategies in intelligent marketing with high precision, with the trust of flexible and adaptable tactical plans, which will contrib-

ute to the formulation of clear and attainable goals in line with the nature of the market and the changing dynamics And the study sheds 

light on the importance of the content of communication with customers, as a central tool in the research of customer satisfaction which 

requires the adoption of innovative communication methods and the ability to attract various segments of the public through various 

international media. The study also emphasizes the need to focus on customer retention, which requires providing reliable content and 

credible services, as well as guaranteeing the protection of customer data privacy and activating effective loyalty programs to strength-

en and sustain the relationship with them. The study also calls for the importance of continuous learning within the organization during 

the implementation of periodic research and surveys targeting customers through digital channels, to reveal their dream preferences and 

purchase behaviors with the benefit of data-based marketing decisions. The study also points out the importance of the company's 

adoption of creative communication methods that are aimed at emotional interaction, in order to contribute to making the shopping 

experience a pleasant and stimulating experience. I appreciate customer interaction with marketing offers. It is recommended to pro-

vide effective mechanisms to receive customer complaints through the company's website and to work on the solutions flexibly and 

quickly. In the framework of the development of smart marketing capabilities, it is recommended to study with the help of specialized 

academic expertise to analyze and develop the smart marketing methods used to contribute to the improvement of the company's ability 

to recover from marketing and achieve a sustainable competitive advantage And the study suggests that the company's management 

should adopt a philosophy of action focusing on customer satisfaction research as a strategic goal, during the activation of customer 

attraction programs while maintaining their satisfaction level. It is also recommended to establish a specific performance indicator to 

measure the effectiveness of intelligent marketing, not based only on the achieved revenue, but on the level of customer satisfaction, as 

a long-term strategic indicator that reflects the sustainability of the company's success. 
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