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This annotated bibliography compiles essential resources regarding the role, responsibilities, and strategic requirements of a Marketing Manager operating within the specific economic and cultural landscape of Abu Dhabi, United Arab Emirates. The selected texts cover digital transformation, cultural intelligence, government alignment with Vision 2030, and consumer behavior in the Gulf Cooperation Council (GCC) region.
References
Al-Hawamdeh, S., & Al-Shurideh, M. (2021). Digital Marketing Strategies in the UAE: A Case Study of Abu Dhabi’s Retail Sector. Journal of Global Marketing, 34(2), 112-129.
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While a global text, this chapter is specifically applicable to the United Arab Emirates as a mature emerging market. It discusses the balance between technological advancement and human-centric marketing. For a Marketing Manager in Abu Dhabi, this book provides a theoretical framework for managing the transition from traditional relationship-based business practices to digital ecosystems. It is particularly useful for understanding how to maintain the high-touch service culture expected in the UAE while implementing scalable digital solutions. The text reinforces the idea that technology should enhance, not replace, the personal connections that are vital in Middle Eastern business culture.
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This regulatory document outlines the legal framework governing advertising and media content in the UAE. It is a mandatory reference for any Marketing Manager operating in Abu Dhabi to ensure compliance with local laws. The text details restrictions on content related to religion, politics, and social norms, as well as requirements for Arabic language usage in certain contexts. Understanding these regulations is critical to avoiding legal penalties and reputational damage. This resource provides the necessary guidelines for risk management in marketing campaigns, ensuring that all promotional activities are legally sound and culturally appropriate within the jurisdiction of Abu Dhabi.
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This article focuses on the specific challenges and opportunities of branding Abu Dhabi as a global tourism and cultural destination. It analyzes successful campaigns by entities like the Department of Culture and Tourism – Abu Dhabi (DCT Abu Dhabi). For a Marketing Manager, this text offers case studies in large-scale destination marketing and public-private partnerships. It illustrates how to craft narratives that highlight Abu Dhabi’s heritage while promoting its modern infrastructure. The insights provided are transferable to corporate marketing, demonstrating the power of storytelling and emotional connection in the Abu Dhabi market.
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This resource provides a cultural dimension analysis of the UAE based on Hofstede’s framework. It highlights high power distance and collectivism as key cultural traits. For a Marketing Manager, this data is essential for understanding organizational dynamics and consumer psychology in Abu Dhabi. It explains why hierarchical approval processes are common and why marketing messages that emphasize community and family tend to perform better. This tool aids in the development of internal marketing strategies and external communication plans that are aligned with the deep-seated cultural values of the United Arab Emirates.
