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Introduction: This annotated bibliography compiles essential literature regarding the role of the Sales Executive within the specific cultural and economic context of Kyoto, Japan. Kyoto presents a unique marketplace that blends deep-rooted traditional business etiquette with modern technological adoption. The selected resources examine cross-cultural communication, the significance of relationship-building (Kizuna), and the nuances of conducting business in Japan's historic capital. These sources are critical for any Sales Executive aiming to navigate the complexities of the Kyoto market effectively.
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