Annotated Bibliography: Marketing Manager Roles in Abuja, Nigeria
Annotated Bibliography: The Marketing Manager in Abuja, Nigeria
Introduction: This annotated bibliography compiles essential resources regarding the role, responsibilities, and strategic importance of the Marketing Manager within the specific economic and cultural context of Abuja, Nigeria. As the Federal Capital Territory (FCT), Abuja presents a unique market landscape characterized by a high concentration of government institutions, multinational corporations, and a rapidly growing middle class. The selected sources below analyze how marketing managers in this region must navigate regulatory frameworks, cultural diversity, and digital transformation to drive business success.
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