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The following annotated bibliography compiles essential resources regarding the strategic function of the Marketing Manager within the specific economic and cultural context of Addis Ababa, Ethiopia. As the commercial hub of the Horn of Africa, Addis Ababa presents unique challenges and opportunities for marketing professionals. The selected texts cover market entry strategies, consumer behavior in emerging economies, digital transformation in Ethiopia, and the regulatory environment governing business operations in the capital city. These resources are critical for understanding how a Marketing Manager must adapt global best practices to the local realities of the Ethiopian market.
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