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The following annotated bibliography compiles essential literature regarding the strategic role of the Marketing Manager within the specific socio-economic context of Baghdad, Iraq. As the capital city undergoes rapid digital transformation and economic diversification, the traditional marketing landscape is shifting. This collection focuses on the intersection of modern marketing management principles, local cultural nuances, and the unique challenges of the Iraqi market. The selected sources provide a comprehensive framework for understanding consumer behavior, digital adoption, and regulatory environments that a Marketing Manager in Baghdad must navigate to achieve organizational success.
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