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This annotated bibliography compiles essential resources regarding the strategic role of the Marketing Manager within the dynamic economic landscape of Abidjan, Ivory Coast. As the economic capital of West Africa, Abidjan presents unique challenges and opportunities for marketing professionals. The selected sources address digital transformation, consumer behavior in Francophone Africa, regulatory compliance, and the integration of traditional and modern marketing techniques. These references are curated to assist professionals, academics, and business leaders in understanding how to effectively position brands and drive growth in this specific regional context.
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Despite the rise of digital platforms, N’Guessan’s research argues that traditional media, including radio and television, remain highly influential in Abidjan. The article highlights the widespread reach of radio, particularly in suburban and peri-urban areas, and the prestige associated with television advertising. For a Marketing Manager, this source underscores the importance of an integrated marketing communications (IMC) strategy that combines digital and traditional channels. It suggests that radio can be cost-effective for mass awareness campaigns, while television can enhance brand credibility. The study advises against abandoning traditional media in favor of digital alone, advocating for a balanced approach that maximizes reach across different demographic segments in Abidjan. This is crucial for ensuring comprehensive market coverage.
