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This annotated bibliography compiles key resources regarding the strategic role of the Marketing Manager within the specific economic and cultural context of Casablanca, Morocco. As the economic capital of Morocco, Casablanca presents a unique marketplace characterized by a blend of traditional commerce and rapid digital transformation. The selected sources address critical themes including digital marketing adoption, consumer behavior in North Africa, the impact of the Moroccan Data Protection Law (CNDP), and the necessity of cultural intelligence in brand management. These references are curated to assist professionals and researchers in understanding how marketing leadership must adapt to the dynamic environment of Morocco's largest city.
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