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This annotated bibliography compiles key resources relevant to the role of the Marketing Manager within the dynamic economic landscape of Tanzania Dar es Salaam. As the commercial hub of East Africa, Dar es Salaam presents unique challenges and opportunities for marketing professionals. The selected sources cover digital transformation, consumer behavior in emerging markets, mobile commerce, and cultural nuances specific to Tanzanian business environments. These references are essential for understanding how a Marketing Manager can effectively navigate the local market while leveraging global best practices.
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