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Annotated Bibliography: The Role of the Marketing Manager in Dubai, United Arab Emirates
This annotated bibliography compiles essential resources regarding the strategic, cultural, and operational responsibilities of a Marketing Manager operating within the dynamic business environment of Dubai, United Arab Emirates. The selected texts address the unique intersection of global marketing standards and local Emirati cultural nuances, providing a comprehensive overview for professionals seeking to navigate the region's competitive landscape.
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Marketing in Dubai is heavily reliant on strong B2B relationships and networking. This article delves into the cultural nuances of business negotiations in the UAE, emphasizing the importance of trust, personal relationships, and face-to-face interactions. For a Marketing Manager responsible for vendor management, partnership development, or client acquisition, understanding these cultural protocols is essential. The text explains the concept of "wasta" (influence/connections) and how to navigate it ethically, providing a roadmap for building long-term professional relationships that are foundational to success in the United Arab Emirates business ecosystem.
McKinsey & Company. (2023). The Future of Retail in Dubai: Omnichannel Strategies for the Post-Pandemic Era. McKinsey Global Institute.
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