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Introduction: This annotated bibliography compiles essential resources regarding the role, challenges, and strategies of the Sales Executive operating within the specific economic and cultural landscape of Guangzhou, China. As a major manufacturing hub and the gateway to the Pearl River Delta, Guangzhou presents unique opportunities and complexities for sales professionals. The selected works cover cross-cultural communication, digital transformation in sales, relationship building (Guanxi), and the specific regulatory environment affecting business development in this region.
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