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Inspection Copies
SAGE’s inspection copy service allows lecturers to thoroughly 
review our textbooks before deciding whether to adopt them 
for use on courses. Request and manage your copies quickly 
and easily at sagepub.co.uk/inspectioncopy

SAGE eBooks
The majority of our books are now available as eBooks. 
Visit sagepub.co.uk/ebooks for more information.

Extra Teaching & Study Tools
Many of our textbooks are supported by online resources 
to assist lecturers with planning and delivering engaging 
seminars and lectures, and to help students to explore 
topics further and check their progress.

Wherever you see the online resources or SAGE edge 
icons, you can access further resources.



Welcome to the SAGE 2019 Business & Management catalogue which showcases our latest, as well 
as our bestselling titles to date. 

The publication list this year is the culmination of our endeavours to support your efforts in keeping 
the next generation of students engaged and interested. With theoretical frameworks and industry 
examples featuring throughout our texts, as well as a wealth of multimedia resources aimed at 
creating an environment where many different students feel comfortable interacting, we are con� dent 
that you will � nd something of interest in our latest catalogue. 

We’re delighted to announce new editions of our bestsellers, such as Stewart Clegg et al.’s 
Managing and Organisations, Fifth Edition (p.19) and Nick Wilton’s Introduction to Human 
Resource Management, Fourth Edition (p.4), as well as brand new titles by Dhruv Grewal, 
Retail Marketing Management (p.14) and by Annmarie Hanlon, Digital Marketing (p.12). 

We believe in beautiful books, critical thinking and innovative resources to support your 
teaching and your students’ learning, and to help shape the future of Business & Management 
as an academic discipline. We continue to seek out the best in rigorous research and creative 
pedagogy, so if you are interested in writing or editing a project with us or want to share your 
teaching experience, we’d love to hear from you.

The Business & Management Team

Contact us
Kirsty Smy - Publisher

Matthew Waters - Senior Commissioning Editor
matthew.waters@sagepub.co.uk

Ruth Stitt - Comissioning Editor
ruth.stitt@sagepub.co.uk 

Lucia Sweet - Senior Marketing Manager
lucia.sweet@sagepub.co.uk

@SAGEManagement

Welcome

Visit our new discipline page where we’ll be 
sharing free hints, tips, and resources from our 
authors and editors, providing news on and free 
content from our books, and highlighting the 
latest research from our journals.

Much more on Business 
& Management online

sagepub.co.uk/business-management

MatthewMatthewMatthewMatthew

Ruth

Lucia
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THE COMPLETE 
HANDBOOK OF COACHING
Third Edition

Edited by Elaine Cox, Tatiana Bachkirova
both at Oxford Brookes University and 
David Clutterbuck Clutterbuck Associates

The most comprehensive guide to the 
field of coaching, supporting trainees and 
professionals to identify and develop a 
personal style of coaching. Each chapter 
makes links between theory and practice and includes discussion 
questions, further reading suggestions and case studies.

August 2018 • 616 pages
Cloth (9781473973046) • £95.00
Paper (9781473973053) • £35.99

THE COMPLETE COACHING AND 
MENTORING
Theory and Practice

Third Edition

Bob Garvey The Lio Partnership, a 
coaching and mentoring consultancy in the 
UK, Paul Stokes and David Megginson
both at Sheffield Hallam University

Drawing on extensive research and the 
authors’ own experiences as coaches and mentors, the book offers a 
critical perspective on the theory and practice of coaching and mentoring.

The third edition is split into four parts and has been updated to include 
the contemporary debates, issues and influences in the field. It features 
a collection of new international case studies drawn from the USA, 
Africa, Asia and South America, along with an increased emphasis on 
current topics such as internal coaching schemes, e-technologies and 
social media. In addition to these features, there are four new chapters:

• Perspectives on Coaching and Mentoring from around the Globe 
– Comparing case studies written by practitioners in locations around 
the world

• The Skilled Coachee – An examination of the role of coachee in the 
coaching and mentoring process

• Question of Ethics – A chapter devoted to the ethical issues inherent 
in coaching and mentoring

• Towards a Meta-Theory – A chance for the reader to conceive new 
ways to engage with theory and practice

CONTENTS
PART I: AN INTRODUCTION TO COACHING AND MENTORING / The Meaning of Coaching 
and Mentoring / Researching Coaching and Mentoring / Creating a Coaching and 
Mentoring Culture / Design and Valuation / Models and Perspectives on Coaching and 
Mentoring / Conversational Learning / PART II: INFLUENCES ON COACHING AND 
MENTORING / Power in Coaching and Mentoring / The Skilled Coachee / Multiple Learning 
Relationships / E-Development / The Goal Assumption: A Mindset Issue in Organizations? 
/ PART III: CONTEMPORARY ISSUES IN COACHING AND MENTORING / Supervision / 
Coaching and Mentoring and Diversity / A Question of Ethics in Coaching and Mentoring 
/ Competencies, Standards and Professionalization / PART IV: TOWARDS A THEORY OF 
COACHING AND MENTORING / Perspectives on Coaching and Mentoring from around 
the Globe / Towards a Theory of Coaching and Mentoring

2017 • 368 pages
Cloth (9781473969339) • £89.00
Paper (9781473969346) • £30.99

AN INTRODUCTION TO 
COACHING SKILLS
A Practical Guide

Second Edition

Christian van Nieuwerburgh
ICCE Ltd. (International Centre 
for Coaching in Education)

With evidence-based research, activities and 
suggestions for further reading, this is a clear 
and practical, all-you-need guide to becoming a coach.

2017 • 232 pages
Cloth (9781473975804) • £74.00
Paper (9781473975811) • £24.99

CORPORATE 
COMMUNICATION
A Guide to Theory and Practice

Fifth Edition

Joep Cornelissen Rotterdam School 
of Management, Erasmus University

Used by nearly 25,000 students in over 50 
countries, the book combines theoretical 
foundation with practical guidelines and 
insights, which will assist managers (or soon to be managers) in their 
day-to-day communication decisions.

2017 • 336 pages
Cloth (9781473953697) • £126.00
Paper (9781473953703) • £41.99

UNDERSTANDING PUBLIC 
RELATIONS
Theory, Culture and Society

Lee Edwards London School of 
Economics; University of Leeds

Lee Edwards introduces a socio-cultural 
approach to public relations as a way of 
analysing the growing importance of public 
relations in its social, cultural and political 
contexts. This text brings theory to life with a 
range of case studies, including YouTube vlogging, the global fair trade 
movement and the 2016 EU referendum in the UK.

April 2018 • 288 pages
Cloth (9781473913097) • £75.00
Paper (9781473913103) • £27.99

Coaching & Mentoring / Corporate Communication & PR
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STRATEGIC CORPORATE 
SOCIAL RESPONSIBILITY
Tools and Theories for 
Responsible Management

Debbie Haski-Leventhal Macquarie 
Graduate School of Management

Based on the idea that strategic CSR offers 
the most holistic and effective approach to 
corporate social responsibility, this book 
presents the key concepts, theories and 
philosophical approaches to CSR along with the practical tools needed 
to implement this knowledge in the real world.

The book is split into three parts; the first part provides the theoretical 
background of CSR, the second part examines various CSR approaches 
and how they can be implemented, and the third part discusses 
measuring and communicating CSR.

Each chapter contains questions for reflection and discussion, exercises 
and case studies from globally recognised brands such as Ben & Jerry’s, 
Nestle, Marks & Spencer, TOMS Shoes, LEGO and Coca-Cola. 

CONTENTS
Our Changing World and the Evolution of CSR / From CSR Pyramids to Shared Value 
and Beyond: CSR Models and Frameworks / Moving Beyond Shareholders: Internal 
and External Stakeholder / Business Ethics: How Philosophy Can Help Us Make Ethical 
Decisions in Today’s Business / Environmental Sustainability: The Role of Business 
in Sustainable Development / Responsible Leadership: Inspiring Corporate Social 
Responsibility / All Aboard: Involving Stakeholders in CSR / CSR Impact: Creating, 
Measuring and Communicating the Impact / Benchmarking CSR: Frameworks, Standards, 
Certifications and Indices / CSR Reporting / CSR And Marketing: Three Frontiers / The 
Way Forward: Making the Shift

March 2018 • 408 pages
Cloth (9781473998001) • £120.00
Paper (9781473998018) • £41.99

EXPLORING 
ENTREPRENEURSHIP
Second Edition

Richard Blundel The Open University, 
Nigel Lockett Lancaster University 
Management School and Catherine Wang
Brunel Business School

A detailed and critical analysis of the multiple 
types of entrepreneurship, helping students 
to understand the practical skills and 
theoretical concepts needed to create their very own entrepreneurial 
venture. The book covers the practical activities involved in new 
entrepreneurial ventures in part one, before using the latest research to 
explore entrepreneurship from different perspectives in part two. The 
second edition features: 

• A new author, Catherine Wang, bringing specialist knowledge in 
entrepreneurial learning, ethnic minority entrepreneurship and 
international entrepreneurship 

• New chapters on the Varieties of Entrepreneurship, including social 
entrepreneurship (not-for-profit) and Intrapreneurship (employees 
within organizations) and Entrepreneurial Learning, which explores 
how entrepreneurs hone and develop their thinking 

• New international case studies including Dyson, Facebook, Made.com 
and examples of entrepreneurship in China and Ghana

CONTENTS
Varieties of Entrepreneurship / PART I: ENTREPRENEURSHIP IN PRACTICE / Visions: 
Creating New Ventures / Opportunities: Nurturing Creativity and Innovation / People: 
Leading Teams and Networks / Markets: Understanding Customers and Competitors 
/ Operations: Implementing Technologies, Processes and Controls / Accounts: 
Interpreting Financial Performance / Finances: Raising Capital for New Ventures / PART II: 
PERSPECTIVES ON ENTREPRENEURSHIP / Research Matters: Introduction and Overview 
/ Individual Perspectives: Beyond the 'Heroic' Entrepreneur / Social Perspectives: 
Understanding People and Places / Economic Perspectives: Influences and Impacts / 
Historical Perspectives: The 'Long View' / Political Perspectives: From Policy to Practice 
/ Reflections: Entrepreneurial Learning

2017 • 480 pages
Cloth (9781473948068) • £126.00
Paper (9781473948075) • £29.99STRATEGIC CORPORATE 

SOCIAL RESPONSIBILITY
Sustainable Value Creation

Fifth Edition

David Chandler University of Colorado Denver Business School

Redefining corporate social responsibility as being central to the value-
creating purpose of a company, the fifth edition of this bestselling text 
is based on a theory of empowered stakeholders, exploring why some 
firms are better at CSR and how others can improve their efforts.

October 2019 • 488 pages
Paper (9781544351575) • £69.00

STRATEGIC CORPORATE 

SAGE Business Cases brings business to life, with over 2,500 cases 
– inspiring researchers and entrepreneurs to develop their own best 
practices and prepare for professional success. The first significant, 
discipline wide digital collection tailored to library needs – SAGE 
Business Cases is highly interactive, faculty friendly, and allows 
for instant and lasting IP access, rather than the usual per-case 
purchase model. 

sk.sagepub.com/cases

purchase model. 

ENTREPRENEURSHIP
Christopher P. Neck Arizona State 
University, Heidi M. Neck Babson 
College and Emma L. Murray

This resource catapults students beyond 
the classroom by helping them develop 
an entrepreneurial mindset so they can 
create opportunities and take action in 
uncertain environments.

2017 • 480 pages
Paper & Interactive eBook (9781506376158) • £93.00

Corporate Social Responsibility / Entrepreneurship
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INTRODUCTION TO HUMAN 
RESOURCE MANAGEMENT
Fourth Edition

Nick Wilton University of the West of England

Reflecting the global nature of the workplace with its use of real-world 
examples and case studies, the book goes beyond a prescriptive 
approach in the practice of strategic HRM and offers a concise 
introduction that encourages critical reflection.

The new fourth edition includes:

• Discussions on employee engagement, the role and benefits of social 
media and the impact of culture and global mobility

• The latest surveys, research, recent case studies and examples from 
a cross section of industries and global companies, such as Zurich 
Insurance, Uber, Adobe, Deloitte and Netflix

• A free interactive eBook giving students digital access to all the content 
as well as author videos, case studies, web-links, journal articles and 
quizzes. Lecturers can also access PowerPoint slides, teaching videos, 
a testbank and a comprehensive and fully updated Instructor's manual

CONTENTS
PART I: HRM IN CONTEXT / What is HRM? / HRM and the Individual / HRM, Strategy and 
Performance / The Labour Market Context of HRM / International HRM and the National 
and International Context / PART II: HRM IN PRACTICE / People Resourcing / Managing 
Performance / Managing Reward / Human Resource Development / Employment Relations 
/ PART III: CONTEMPORARY ISSUES IN HRM / HRM, Equality and Diversity / Careers and 
Talent Management / The Management of Workplace Conflict / HRM, Work and Well-being 
/ Current Trends and Future Challenges in HRM

March 2019 • 648 pages
Cloth (9781526460158) • £120.00
Paper & Interactive eBook (9781526487933) • £44.99

INTRODUCTION TO HUMAN 

A VERY SHORT, FAIRLY 
INTERESTING AND 
REASONABLY CHEAP 
BOOK ABOUT 
EMPLOYMENT 
RELATIONS
Tony Dundon Alliance Manchester 
Business School, University of Manchester, 
Niall Cullinane Queen's University 
Management School, Queen's University 
Belfast and Adrian Wilkinson Centre for 
Work, Organisation and Wellbeing, Griffith 
Business School, Griffith University

'An accessible introduction to the interdisciplinary field of employment 
relations that also sheds light on broader social and economic dilemmas 
we face. The authors are provocative - hitting the important tensions 
and contradictions facing working people today - with rich anecdotes 
from popular media and culture that bring the underlying academic 
research to life.'

- Rosemary Batt, Professor of Women and 
Work, ILR School, Cornell University, USA

VERY SHORT, FAIRLY INTERESTING & CHEAP BOOKS
2017 • 168 pages
Cloth (9781446294109) • £49.99
Paper (9781446294116) • £15.99

EMPLOYMENT RELATIONS
Fairness and Trust in 
the Workplace

Cecilie Bingham Westminster University

‘This thought-provoking text provides 
academic, practical and theoretical insights 
into the contested nature of contemporary 
work and employment relations at workplace 
level. It should become essential reading for 
students, scholars, practitioners and policy-
makers in the field.’

 – David Farnham, University of Portsmouth

2016 • 384 pages
Cloth (9781446272589) • £132.00
Paper (9781446272596) • £41.99

Getting in touch

Go to sagepub.co.uk/sales-information to find 
contact details for your local SAGE representative. 

We're here to help with any questions you may 
have and would love to hear from you!

'An accessible introduction to the interdisciplinary field of employment 
relations that also sheds light on broader social and economic dilemmas 
we face. The authors are provocative - hitting the important tensions 
and contradictions facing working people today - with rich anecdotes 
from popular media and culture that bring the underlying academic 

- Rosemary Batt, Professor of Women and 
Work, ILR School, Cornell University, USA

Human Resource Management
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STRATEGIC HUMAN 
RESOURCE 
MANAGEMENT
An international perspective

Second Edition

Edited by Gary Rees Portsmouth 
University and Paul Smith
University of Hertfordshire

'The new edition is as easy to read as its 
predecessor, with even more insights into the complexities of strategic 
human resource management and activities and case studies from 
around the world.’ 

- Chris Brewster, Professor of International 
HRM, Henley Business School

2017 • 616 pages
Cloth (9781473969315) • £126.00
Paper (9781473969322) • £34.99

FUNDAMENTALS OF HUMAN 
RESOURCE MANAGEMENT
Functions, Applications, Skill Development

Second Edition

Robert N. Lussier Springfield College and John R. Hendon
University of Arkansas at Little Rock

This second edition covers basic functions and current trends, providing 
the knowledge and tools that are needed to successfully manage talent 
while maximizing performance and creating a competitive advantage.

October 2019 • 440 pages
Paper (9781544324487) • £78.00

FUNDAMENTALS OF HUMAN 

INTERNATIONAL HUMAN 
RESOURCE 
MANAGEMENT
Fifth Edition

Edited by B. Sebastian Reiche University 
of Navarra; IESE Business School, 
Anne-Wil Harzing Middlesex University 
London and Helene Tenzer
University of Tubingen

Used by over 25,000 students across 130 countries, this bestselling text, 
written by leading international experts in each topic, retains its critical 
edge, academic rigour and breadth of coverage in the new fifth edition. 

The new edition reflects the contemporary debates and emerging issues 
in the field of IHRM, supplementing classic theories and models with 
recent research and international developments. Divided into three parts, 
the first section looks at the ways of thinking about IHRM theory and 
practice; the second section deals with multinational companies and how 
they manage their workforce around the world; the final section looks at 
both traditional and newer approaches to IHRM policies and practices. 
A selection of up-to-date examples from across the globe are used to 
support the text, including Uber’s regulatory challenges across Europe, 
the gig economy, employment rights after Brexit, health insurance for 
part-timers in the US and EU, attracting and retaining ‘millennials’, the 
world’s happiest and unhappiest countries, and CSR in Hong Kong.

CONTENTS
PART I: CULTURAL, COMPARATIVE AND ORGANIZATIONAL PERSPECTIVES ON 
IHRM / Culture and Cross-Cultural Management / Comparative Human Resource 
Management / The Transfer of Employment Practices across Borders in Multinational 
Companies / Approaches to International Human Resource Management / PART II: 
INTERNATIONAL ASSIGNMENTS AND EMPLOYMENT PRACTICES / International 
Assignments / Multinational Companies and the Host Country Environment / MNCs, 
Regulation and the Changing Context of International Human Resource Management / 
Human Resource Management in Cross-Border Mergers and Acquisitions / PART III: IHRM 
POLICIES AND PRACTICES / Managing Knowledge in Multinational Firms / Training and 
Development: Developing Global Leaders and Expatriates / Global and Local Resourcing: 
The Cases of Japan, Taiwan, China and Vietnam / Global Performance Management / Total 
Rewards in the International Context / Equal Opportunity and Diversity Management in 
the Global Context / Corporate Social Responsibility and Sustainability through Ethical 
HRM Practices

October 2018 • 640 pages
Cloth (9781526426963) • £120.00
Paper (9781526426970) • £42.99

INTERNATIONAL HUMAN 

HUMAN RESOURCE 
MANAGEMENT
Strategic and 
International Perspectives

Second Edition

Edited by Jonathan Crawshaw, 
Pawan Budhwar and Ann Davis
all at Aston Business School

‘The authors have provided a fascinating 
examination and exploration of IHRM theories, practices and debates. 
Reflecting on the global landscape of HR, this book offers a wide range of 
current examples, tasks, questions and further reading. It is an invaluable 
resource for both students and lecturers.’ 

- Pia Glen, Module Co-ordinator and Lecturer in Human 
Resource Management, Robert Gordon University

2017 • 496 pages
Cloth (9781473967656) • £126.00
Paper (9781473967663) • £41.99

A VERY SHORT, FAIRLY 
INTERESTING AND 
REASONABLY CHEAP 
BOOK ABOUT HUMAN 
RESOURCE 
MANAGEMENT
Irena Grugulis Leeds University 
Business School

A book about work, the people who do it and the way they are managed; 
raising issues such as work intensification and unemployment, exploring 
the realities of work, workers and the communities that are affected by 
HRM policy and practice.

VERY SHORT, FAIRLY INTERESTING & CHEAP BOOKS
2016 • 144 pages
Cloth (9781446200803) • £49.99
Paper (9781446200810) • £15.99

Human Resource Management
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PERFORMANCE 
APPRAISAL AND 
MANAGEMENT
Kevin R. Murphy University of 
Limerick, Jeanette N. Cleveland
and Madison E. Hanscom both 
at Colorado State University

Written by three of the most prominent 
scholars in the field, this text explores 
common challenges and unpacks why 
performance appraisal often fails in organizations, equipping readers with 
evidence-based tools and strategies for overcoming these obstacles.

April 2018 • 424 pages
Paper (9781506352909) • £65.00

PERFORMANCE MANAGEMENT
An Experiential Approach

Edited by Arup Varma Loyola University Chicago and 
Pawan Budhwar Aston University Business School

An experiential and skills-building approach, exploring the realities 
and complexities of performance management. Cross-cultural cases, 
review questions and exercises provide students with the practical 
skills they need to understand how performance management links to 
business results.

This concise book presents the theoretical underpinnings and the 
practical applications of key topics, with practical concepts or skills 
highlighted in terms of how they fit into the Performance Management 
system. Learning features include: 

• “Developing PMS Skills” boxes - highlighting a particular skill that 
is relevant to the surrounding chapter content; mapped against the 
skills objectives 

• “PMS in Practice” boxes - real-life examples from around the world.
• “Experiential Exercise” - encourage active learning

CONTENTS
Introduction: Performance Management in Context / Performance Management and 
Business Strategy / Goal Setting / Performance Information / Defining and Measuring 
Performance / Evaluating Performance / Motivation and Feedback / Supervisor-
Subordinate Relationships / Performance Management for Expatriates / Implementing a 
Performance Management System

October 2019 • 248 pages
Cloth (9781473975743) • £110.00
Paper (9781473975750) • £35.99

Don't miss the fifth 
edition of Clegg et 
al.'s Managing and 
Organizations on p. 19

we believe that social 
science has a critical 
role to play in shaping 
the future of society 
for the better

ocean.sagepub.com

FIND OUT MORE

Our mission is to support social science by equipping social scientists 
with the skills, tools and resources they need to work with big data 
and new technology.

Human Resource Management



7Available as inspection copy for lecturers 7

THE SAGE HANDBOOK OF 
HUMAN RESOURCE 
MANAGEMENT
Second Edition

Edited by Adrian Wilkinson Griffith 
University, Nicolas Bacon City, 
University of London, David Lepak
University of Massachusetts and 
Scott Snell University of Virginia

The new edition of this SAGE Handbook builds on the success of the 
first by providing a fully updated and expanded overview of the field of 
human resource management.

Bringing together contributions from leading international scholars - 
and with brand new chapters on key emerging topics such as talent 
management, engagement, e-HRM and big data - the Handbook focuses 
on familiarising the reader with the fundamentals of applied human 
resource management, while contextualizing practice within wider 
theoretical considerations. Internationally minded chapters combine a 
critical overview with discussion of key debates and research, as well as 
comprehensively dealing with important emerging interests. The second 
edition of this Handbook remains an indispensable resource for advanced 
students and researchers in the field.

CONTENTS
PART I: CONTEXT OF HUMAN RESOURCE MANAGEMENT / Human Resource 
Management: A Historical Perspective / Models of Strategic Human Resource Management 
/ The Employment Relationship: Key Elements, Alternative Frames of Reference, and 
Implications for HRM / HRM and Regulation / International HRM / Comparative HRM / 
Managing Across Organizational Boundaries: The New Employment Relationship and 
its Human Resource Management Implications / PART II: FUNDAMENTALS OF HUMAN 
RESOURCE MANAGEMENT / Recruitment and Selection / Training, Development and 
Skills / Talent Management: Disentangling Key Ideas / Leadership Development: The 
Shift From "Ready Now" To "Ready Able" / Understanding Performance Appraisal: 
Supervisory and Employee Perspectives / Compensation / HRM, Equality and Diversity 
/ Creating and Sustaining Involvement and Participation in the Workplace / Exploring 
Electronic HRM: Management Fashion or Fad? / Health, Safety and Wellbeing / Industrial 
Relations: Changing Trends Across Theory, Policy and Practice / Discipline and Grievances 
/ Downsizing / Employee Engagement: The Past, Present and the Future / Working Time 
and Work-Life Balance / The Changing Face of Work Design Research: Past, Present, 
and Future Directions / PART III: CONTEMPORARY ISSUES / Strategic Human Resource 
Management: Where Do We Go From Here? / Human Resource Management in Developing 
Countries / HRM and National Economic Performance / Human Resource Management 
and the Resource Based View / Big Data and Human Resource Management / Human 
Resources and Ethics Management: Partners in (Reducing) Crime / HRM in Small Firms: 
Balancing Informality with Formality / HRM in Multinational Companies / Human Resource 
Management in the Public Sector: New Public Management, Responsive Governance and 
the Consequences of the Economic Crisis

April 2019 • 700 pages
Cloth (9781526435026) • £120.00

THE SAGE HANDBOOK OF GLOBAL TALENT 
MANAGEMENT
An Integrated Approach

Sonal Minocha and Dean Hristov
both at Bournemouth University

This textbook provides the theory and 
practice context of global talent management 
within an accessible conceptual framework 
for students, spanning individuals (micro), 
organisations (meso) and policy (macro). 

Including discussions on the development of self as global talent and 
current organisational approaches to the attraction, development and 
retention of global talent, this book encourages critical reflection of how 
global talent management is affected by policy, society and the economy. 
The authors draw on interdisciplinary fields, practical insights from global 
employers and wide-ranging case studies to help students grasp the 
complexities of this evolving field.

CONTENTS
PART I: INDIVIDUALS AS GLOBAL TALENT / Developing Skillsets, Mindsets and Heartsets 
/ Job Seekers and Job Creators / Understanding the Cross-cultural and Multi-generational 
Workforce / Thriving in the 4IR: Workplace Automation and Artificial Intelligence / PART 
II: ORGANISATIONS AS HUBS FOR GLOBAL TALENT / Organisational Foundations for 
Global Talent / Attraction, Development and Retention of Global Talent / Performance, 
Productivity and Analytics in Global Talent Management / PART III: GLOBAL TALENT 
POLICY PERSPECTIVES / Demographic Disruptions (Re)shaping the Global Talent 
Landscape / Global Economic Competitiveness and the Role of Global Talent / The Role 
of Global Talent in Shaping Cities, Regions and Economies / The Global Talent Mismatch 
and the Role of Education

December 2018 • 352 pages
Cloth (9781526424228) • £120.00
Paper (9781526424235) • £44.99

A VERY SHORT, FAIRLY 
INTERESTING AND 
REASONABLY CHEAP 
BOOK ABOUT 
INTERNATIONAL 
BUSINESS
Second Edition

George Cairns QUT Business School
and Martyna Sliwa University of Essex

'This book contains a solid critique of key approaches in the field . . . 
It provides a good read for scholars who are tired of the contents of 
leading international business textbooks that hardly capture the real life 
challenges which international managers and especially employees are 
dealing with in our 'brave new world' of globalized capitalism.'

- Professor Mike Geppert, Friedrich Schiller University Jena

VERY SHORT, FAIRLY INTERESTING & CHEAP BOOKS
2017 • 176 pages
Cloth (9781473981003) • £49.99
Paper (9781473981010) • £15.99

INTERNATIONAL AND 
CROSS-CULTURAL 
BUSINESS RESEARCH
Jean-Claude Usunier University 
of Lausanne, Hester van Herk Vrije 
Universiteit Amsterdam and 
Julie Anne Lee University of 
Western Australia

By successfully combining cross-cultural 
management and business research 
methods, this team of international authors investigates the various 
cultural influences that should be considered when undertaking business 
research in nations across the world.

2017 • 200 pages
Cloth (9781473975880) • £89.00
Paper (9781473975897) • £30.99

Human Resource Management / International Business & Cross-Cultural Management
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A VERY SHORT, FAIRLY 
INTERESTING AND 
REASONABLY CHEAP 
BOOK ABOUT 
GLOBALIZATION
Leo McCann University of York

An exploration of the various intermingled 
aspects that make up the processes and 
controversies of globalization; with discussions on the history and rise 
of the concept, sceptical and critical ideas about it and the implications 
of globalization for work, business, management and organizations.

VERY SHORT, FAIRLY INTERESTING & CHEAP BOOKS
February 2018 • 160 pages
Cloth (9781473919105) • £49.99
Paper (9781473919112) • £15.99

DOING BUSINESS IN 
EUROPE
Third Edition

Gabriele Suder Melbourne Business 
School, University of Melbourne and 
Johan Lindeque University of 
Applied Sciences; University of 
Amsterdam Business School

The third edition provides readers with the 
fundamental theories and concepts for 
understanding how business is done in Europe, linking it to the current 
European business environment through a range of up-to-date case 
studies and examples. Including recent changes in the economic and 
political climate of Europe, the authors bring into consideration non-EU 
Business in the EU as well as the way Brexit is likely to affect companies.

Also new to this edition:

• Enhanced material on business in EFTA and CEFTA areas
• Analysis of the effects digitalisation, business analytics and artificial 

intelligence have on business in Europe
• Coverage of the challenges and opportunities stemming from migration 

and the refugee crisis
• A specific focus on the gig and shared economy
• An investigation into how sustainability and climate change agreements 

impact on business

CONTENTS
Introduction: The New European Business Environment / PART I: EXPLORING THE 
EUROPEAN BUSINESS ARENA / Landmarks of European Integration: How History and 
Politics Shape the Business Environment / Enlargement and the Theories of Integration / 
Institutional Players: How the Rules and Agendas of the European Business Environment 
Are Set / PART II: BUSINESS EUROPEANIZATION / The Europeanization of a Business 
Environment / The Europeanization of Business Management / PART III: BUSINESS 
ACTIVITY FUNCTIONS IN THE EUROPEAN ENVIRONMENT / European Economics, 
Finance and Funding / Marketing in Europe / European Non-Market Strategy: Lobbying 
the Playing Field / Competing Internationally / PART IV: CORPORATE CASES / The 
Expansion of Alibaba Group into the European Single Market / Airbnb: Disruption in an 
Increasingly Competitive European Marketplace / A Match Made in (Eco)Heaven: How 
Tesla Became Norway's #1 Selling Vehicle / The Irish Corporate Tax Bubble Close to 
Bursting: Apple and Pfizer / Ryanair: European Free Flight Plans? / Managing Emerging 
Market Acquisitions in Europe: Integrating the Acquisition of the German Preh GmbH by 
the Chinese Joyson Group / CSR in Europe: How to Keep the Family-Owned Enterprise 
Humming for a Thriving Economy / Internationalization of Lukoil: A Russian Push and Pull 
Strategy in Europe / Glossary

September 2018 • 544 pages
Cloth (9781526420732) • £120.00
Paper (9781526420749) • £44.99

DOING BUSINESS IN 

A VERY SHORT, FAIRLY 
INTERESTING AND 
REASONABLY CHEAP 
BOOK ABOUT CROSS-
CULTURAL 
MANAGEMENT
Jasmin Mahadevan Pforzheim University

A critical, power-sensitive and culturally aware perspective of cross-
cultural management that moves beyond the paradigms debate, placing 
greater emphasis on the holistic nature of culture, its managerial 
consequences and taking into account diversity and multiple identities.

VERY SHORT, FAIRLY INTERESTING & CHEAP BOOKS
2017 • 168 pages
Cloth (9781473948235) • £49.99
Paper (9781473948242) • £15.99

MANAGEMENT 
FUNDAMENTALS
Concepts, Applications, and 
Skill Development

Eighth Edition 

International Student Edition

Robert N. Lussier Springfield College

Written using a three-prong approach that 
covers concepts, application and skills for all management topics, this 
eighth edition is packed with experiential exercises, self-assessments, 
and group activities to develop management skills students can use in 
their personal and professional lives.

March 2018 • 632 pages
Paper & Interactive eBook (9781544331331) • £100.00

Follow us for the latest info on SAGE Business 
& Management books and journals as well as 
insightful news features

Connect with us...

@SAGEManagement

International Business & Cross-Cultural Management / Management



99

Conceived by Chris Grey and written to get you thinking, the ‘Very Short, Fairly 
Interesting and Reasonably Cheap’ series offers an informal, conversational, accessible 
yet sophisticated and critical overview of what you find in conventional textbooks.

View the full selection of books in the VSFI series at 
sagepub.co.uk/vsfi

View the full selection of books in the VSFI series at View the full selection of books in the VSFI series at 

The VSFI series

View the full selection of books in the VSFI series at View the full selection of books in the VSFI series at View the full selection of books in the VSFI series at 
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LEADERSHIP
Contemporary Critical Perspectives

Second Edition

Edited by Brigid Carroll University of Auckland, Jackie Ford
Durham University and Scott Taylor University of Birmingham

Written from a global and critical perspective with a diverse range of 
cases and examples throughout, this is an inspiring read for developing 
leaders operating within global and multicultural work settings.

‘Power’ is taken as central theme for this book, opening up discussion 
about issues that are often neglected in leadership texts i.e. fairness, 
equity, justice, resistance, conflict, emancipation, oppression, rationality, 
politics, globalization, the natural environment, and knowledge.

New to this edition:

• Two new chapters - Suze Wilson on “An Unconventional History of 
Leadership Studies” and David Knights on “Embodied Leadership, 
Ethics and its Affects”

• A new “summary case” feature - integrative case studies with 
accompanying discussion questions, featuring topics such as the 
#MeToo movement, New Zealand Prime minister Jacinda Ardern and 
Suma Foods

• All chapters revised to incorporate new research published since 2014
The book is complemented by a range of online resources including 
PowerPoint slides, videos of the book’s authors providing chapter 
overviews and discussing why the topic is important, access to journal 
articles discussed in the book and links to additional relevant material.

CONTENTS
Prologue: An Unconventional History of Leadership Studies / PART I: CLASSICAL 
THEORIES OF LEADERSHIP / Leadership, Management and Headship: Power, Emotion 
and Authority in Organizations / Trait Theories of Leaders and Leadership: From Ancient 
Greece to Twenty-first-century Neuroscience / Leading through Contingencies / 
Transformational Leadership: Secularized Theology? / History of Leadership / PART 
II: LEADING IN CONTEXT / Leadership Learning and Development / Leadership, 
Governance and Strategy / Difference and Leadership / Studying Followers / PART III: 
CONTEMPORARY PERSPECTIVES / Leadership and Ethics / Leadership and Process / 
Relational Leadership / Leadership without Leaders: Understanding Anarchist Organizing 
through the Lens of Critical Leadership Studies / Leadership, Post-structuralism and the 
Performative Turn / Seeing Leadership: Becoming Sophisticated Consumers of Leadership 
/ Epilogue: Embodied Leadership, Ethics and its Affects

March 2019 • 520 pages
Cloth (9781526425812) • £120.00
Paper (9781526425829) • £41.99

LEADERSHIP

LEADERSHIP
A Critical Text

Third Edition

Simon Western
Analytic-Network Coaching Ltd

In the new edition of this original text, Simon 
Western deconstructs and reconstructs 
leadership to challenge the popular notion 
of the individual or hero leader, instead using 
his own framework to present leadership as 
a distributed process. New to the third edition:

• A new chapter on leadership symptoms that offers a novel approach 
to researching and conceptualizing leadership

• An expanded chapter on “Leadership and Diversity”
• Updated material on “The Eco-Leadership Discourse”, with the chapter 

now differentiating between ethical eco-leadership and commercial 
eco-leaders (e.g. Facebook, Google, Amazon)

• Analysis of contemporary leadership trends, including leadership in 
the gig economy, algorithmic management and the rise of messiah 
and authoritarian leadership in populist parties

• Updated case studies with references to current politicians 
and organizations

CONTENTS
PART I: DECONSTRUCTING LEADERSHIP / Why a Critical Approach to Leadership? / 
What is Leadership? / The Plurality of Leadership: A Case Study / Against Leadership: 
Autonomist Leadership / Leadership and Diversity / Leadership and Organizational 
Culture / Corporate Fundamentalism / PART II: RECONSTRUCTING LEADERSHIP / The 
Four Discourses of Leadership / The Controller Leadership Discourse / The Therapist 
Leadership Discourse / The Messiah Leadership Discourse / The Eco-Leadership 
Discourse / An Overview of the Leadership Discourses / Leadership Formation: Creating 
Spaces for Leadership to Flourish / Seeking Leadership Symptoms 

March 2019 • 440 pages
Cloth (9781526459510) • £110.00
Paper (9781526459527) • £36.99

LEADERSHIP

HUBRISTIC LEADERSHIP
Eugene Sadler-Smith University of Surrey

‘An elegant, scholarly and absolutely timely 
analysis of the kinds of dangerous people 
who want to be leaders, but never should be 
allowed to be. Read it, weep with despair for 
the state of international politics, and some 
big business – and understand it better.’

- Guy Claxton, Professor of 
Education, King’s College London

The 2008 financial crash, the war in Iraq and the Trump Administration 
are just some of the examples Eugene Sadler-Smith uses to bring 
hubristic leadership and all its pitfalls to life in this groundbreaking new 
text. Using critical analysis and reflective anecdotes, this book explores 
the characteristics and impacts of hubristic leadership and how these 
might be anticipated, mitigated and allayed.

CONTENTS
In Perspective / Mythic and Historical Approaches / Biological and Neuroscientific 
Approaches / The Hubris Syndrome Approach / A Behavioural Approach / An 
Organizational Approach / A Relational Approach / Paradox and Processual Approaches 
/ Avoidance Approaches 

November 2018 • 224 pages
Cloth (9781526431165) • £85.00
Paper (9781526431172) • £28.99

LEADERSHIPLEADERSHIP

Leadership
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LEADERSHIP
Theory and Practice

Eighth Edition 

International Student Edition

Peter G. Northouse Western 
Michigan University

Used at more than 1500 institutions in 89 
countries and translated into 12 different 
languages, this market-leading text 
successfully combines an academically robust account of the major 
theories and models of leadership with an accessible style and practical 
examples that help students apply what they learn.

April 2018 • 528 pages
Paper & Interactive eBook (9781544331942) • £73.00

HUAWEI
Leadership, Culture, 
and Connectivity

Tian Tao Director of Ruihua Innovative 
Research Institute at Zhejiang University, 
David De Cremer Cambridge University
and Wu Chunbo School of Public 
Administration, Renmin University of China

A unique business case study providing the 
behind-the-scenes story and insights into the 
leadership and culture of one of the top three 
telecomms companies in the world.

2016 • 424 pages
Cloth (9789386062055) • £40.00
Paper (9789352806898) • £12.99

GLOBAL LEADERSHIP 
PERSPECTIVES
Insights and Analysis

Simon Western Analytic-Network 
Coaching Ltd and Éric-Jean Garcia
Sciences Po

A critical, global counterpoint to more 
western-centric texts that will appeal to 
critical leadership scholars, those teaching 
leadership from a critical perspective and 
those teaching leadership with an international focus. Split into two parts; 
its first part presents the local and regional variations in leadership from 
across the globe, with each of the twenty individual authors presenting 
the histories, cultures, tensions and social changes that shape the 
practice of everyday leadership in their respective region. Regions 
and countries included are: the Arab Middle East, Argentina, ASEAN, 
Australia, Brazil, China, Democratic Republic of Congo, Ethiopia, France, 
Germany, India, Japan, Mexico, Poland, Russia, Scandinavia, South 
Africa, Turkey, UK and USA. In the second part, the editors then critically 
analyse these chapters and identify the key themes and specific issues, 
enabling the reader to challenge their own leadership perceptions and 
move beyond the normative, uncritical approach to leadership.

CONTENTS
PART I: INSIGHTS / Arab Middle East: Diwan, Ummah and Wasta: The Pillars of Arab 
Leadership / Argentina: Gaucho's, Rebels and Dictators: Leadership in Argentina / 
Association of Southeast Asian Nations (ASEAN): In Pursuit of ASEAN Pride / Australia: 
Leadership Identity in the Making / Brazil: Tensions, Contradictions and Development / 
China: Paternalism and Paradox of Leadership at the Dawn of a New Era / Democratic 
Republic of Congo (DRC): Ambiguities and Challenges of Leadership / Ethiopia: The 
Faces of Leadership in Ethiopia / France: Exploring the French Paradoxes and Promises of 
Leadership / Germany: German Leadership: A Dialectical Approach / India: Cultural Ethos 
and Leadership Styles: Indian Perspectives / Japan: You're the Leader? The Long-Term 
Relationship Approach to Japanese Leadership / Mexico: The Essence of Leadership in 
Mexico / Poland: Swaying Between Functionalism and Humanistic Management / Russia: 
Leadership in Russia: Between Hero and Victim / Scandinavia: Scandinavian Leadership 
and the (E)quality Imperative / South Africa: A Racialized and Gendered Leadership 
Landscape / Turkey: Thriving on Uncertainty: Leadership in Turkey / The United Kingdom: 
Dis-United Kingdom? Leadership at a Crossroads / United States of America: Mourning in 
America: Leadership in the Divided States of America / PART II: ANALYSIS / Unravelling 
Leadership: Introduction to Analysis and Methodology / The Four Discourses of Leadership 
/ Insider-Leadership: A Discourse Analysis / Outsider-Leadership: In Search of Lack

March 2018 • 328 pages
Cloth (9781473953437) • £85.00
Paper (9781473953444) • £29.99

A VERY SHORT, FAIRLY 
INTERESTING AND 
REASONABLY CHEAP 
BOOK ABOUT STUDYING 
LEADERSHIP
Third Edition

Brad Jackson Griffith University
and Ken Parry Deakin University

The new edition of this popular text includes an expanded discussion of 
hot topics like followership, gender, ethics, authenticity and leadership 
and the arts set against the backdrop of the global financial crisis.

VERY SHORT, FAIRLY INTERESTING & CHEAP BOOKS
May 2018 • 200 pages
Cloth (9781446273777) • £49.99
Paper (9781446273784) • £15.99

STUDYING LEADERSHIP
Traditional and 
Critical Approaches

Second Edition

Doris Schedlitzki and Gareth Edwards
both at University of the West of England

A comprehensive overview of the key 
theories, topics, research debates and 
major developments in the field of leadership 
studies. The new edition features two new 
extended case studies and a new chapter on “Researching Leadership” 
– helping students with dissertations and research projects. 

2017 • 480 pages
Cloth (9781473958609) • £126.00
Paper (9781473958616) • £41.99

Leadership
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MARKETING
An Introduction

Fourth Edition

Rosalind Masterson, Nichola Phillips
both at De Montfort University and 
David Pickton Strategic Partnerships

Recognizing the importance of ongoing 
technological and social developments and 
the increasing connectedness of consumers 
that has profound implications for the way 
marketing operates and students learn, the fourth edition demystifies key 
technologies and terminology, demonstrating where and how emerging 
digital marketing techniques and tools fit in to contemporary marketing 
planning and practice. The new edition welcomes a new third author and 
has been fully updated to include: 

• 31 new case studies featuring a greater number of cases from digital/
social media marketing, Uber and the sharing economy, Google and 
crowdsourcing and Amazon’s drone delivery service

• Even more content on digital marketing integrated throughout, 
including key issues such as social media, mobile marketing, 
co-creation and cutting edge theory

• A fully updated and streamlined interactive eBook led by 
student feedback

CONTENTS
PART I: THIS IS MARKETING / Marketing Today / The Marketing Environment / PART II: 
MAKING SENSE OF MARKETS / Buyer Behaviour / Market Segmentation, Targeting and 
Positioning / Marketing Research / PART III: THE MARKETING MIX / Product / Service 
Products / Promotion (Marketing Communications) / Place / Price / PART IV: MANAGING 
MARKETING / Building Brands: Using the Marketing Mix / Marketing Planning

2017 • 560 pages
Cloth (9781473975842) • £126.00
Paper & Interactive eBook (9781526426321) • £45.99

INTERNATIONAL MARKETING
Second Edition

Daniel W. Baack University of Denver, Barbara Czarnecka London 
South Bank University and Donald Baack Pittsburg State University

Now in its second edition, International Marketing continues to provide 
its trademark integrated approach that explores marketing concepts in 
depth within a truly international context.

The authors discuss five key factors that impact any international 
marketing venture – culture, language, political/legal systems, 
economic systems, and technological differences – in relation to the 
core marketing concepts of markets, products, pricing, distribution 
(place), and promotion.

The book also covers sustainability and bottom-of-the-pyramid issues 
within each chapter, with rich illustrations and examples from both 
multinational companies and smaller local concerns.

New to the second edition:

• More global focus through new examples, case studies and the 
experience brought by new co-author, Barbara Czarnecka

• Brand new chapter on Culture & Cross-Cultural Marketing, including 
political unrest and the recent return to nationalism (e.g. Brexit and 
the Trump presidency) and further coverage of developing countries

• New coverage of digital advances and social media marketing
• Updated theory and methods, including Service Dominant Logic 

(S-DL), Consumer Culture Theory (CCT) and Netnography
• Additional videos supplementing the comprehensive online resource 

package for students and lecturers

CONTENTS
PART I: ESSENTIALS OF INTERNATIONAL MARKETING / Introduction to International 
Marketing / Culture and Cross-Cultural Marketing / Global Trade and Integration /  Country 
Selection and Entry Strategies / International Marketing Planning, Organization and 
Control / PART II: INTERNATIONAL MARKETS AND MARKET RESEARCH / Markets and 
Segmentation in an International Context / International Positioning / Market Research 
in the International Environment / PART III: INTERNATIONAL PRODUCT MARKETING
/ International Product and Brand Marketing / International Product Standardization 
and Adaptation / PART IV: INTERNATIONAL PRICING AND FINANCE / International 
Pricing / International Finance and Pricing Implications / PART V: INTERNATIONAL 
PLACE OR DISTRIBUTION / International Marketing Channel Management / International 
Distribution: Exporting and Retailing / PART VI: INTERNATIONAL PROMOTION AND 
MARKETING COMMUNICATIONS PERSONAL SELLING / Globally Integrated Marketing 
Communications / International Sales Promotions and Public Relations

November 2018 • 672 pages
Cloth (9781506389219) • £120.00
Paper (9781506389226) • £46.99

DIGITAL MARKETING
Strategic Planning & Integration

Annmarie Hanlon University of Derby

A practical and easy-to-follow approach, 
providing a roadmap for the reader’s 
digital marketing journey enabling them to 
understand the essentials of the topic, the 
different tools available, conducting an audit, 
strategy, planning and management as well 
as metrics and transformation. The book is 
packed full of useful features to support the 
reader, including: 

• Case examples – illustrating digital marketing in practice 
• Digital tools and templates - for hands-on application of knowledge 
• Dark marketing – highlighting the risks of digital 
• Exercises – bite-sized activities helping to check understanding and 

reinforce learning

CONTENTS
PART I: DIGITAL MARKETING ESSENTIALS / The Digital Marketing Landscape / The 
Digital Consumer / PART II: DIGITAL MARKETING TOOLS / The Digital Marketing Toolbox 
/ Content Formats / Online Communities / Mobile Marketing / Augmented, Virtual and 
Mixed Reality / PART III: DIGITAL MARKETING AUDIT / Online Research Sources / Audit 
Frameworks / PART IV: DIGITAL MARKETING STRATEGY, PLANNING AND MANAGEMENT
/ Strategy, Objectives and Planning / Building the Digital Marketing Plan / Social Media 
Management / Managing Resources / PART V: DIGITAL MARKETING ANALYSIS /
Marketing Metrics, Analytics and Insights / Improving, Integrating and Transforming Digital 
Marketing / Appendix A - Digital Marketing Plan Template for B2B / Appendix B - Digital 
Marketing Plan Template for B2C

January 2019 • 408 pages
Cloth (9781526426666) • £120.00
Paper (9781526426673) • £37.99

marketing operates and students learn, the fourth edition demystifies key 
technologies and terminology, demonstrating where and how emerging 
digital marketing techniques and tools fit in to contemporary marketing 
planning and practice. The new edition welcomes a new third author and 

31 new case studies featuring a greater number of cases from digital/
social media marketing, Uber and the sharing economy, Google and 

Even more content on digital marketing integrated throughout, 
including key issues such as social media, mobile marketing, 

A fully updated and streamlined interactive eBook led by 

INTERNATIONAL MARKETINGINTERNATIONAL MARKETING

Marketing
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SOCIAL MEDIA 
MARKETING
Third Edition

Tracy L. Tuten Professor of Marketing, 
East Carolina University, Greenville
and Michael R. Solomon Professor 
of Marketing, Saint Joseph’s 
University, Philadelphia

Social Media Marketing melds essential 
theory with practical application and covers 
core skills such as strategic planning for social media applications, 
incorporating these platforms into the brand’s marketing communications, 
and harnessing social media data to yield consumer insights. The authors 
outline the ‘four zones’ of social media that marketers can use to help 
achieve their strategic objectives: Community, Publishing, Entertainment, 
and Commerce.

The new third edition has been extensively updated to include a new 
chapter on tactical planning and execution, coverage of the latest 
research within social media marketing, and expanded and all new case 
studies and examples, including Facebook, Instagram, Twitter, Snapchat 
etc., and discussing these in relation to globally recognized brands such 
as Pokemon Go, Nike, Amazon Kindle and Lady Gaga.

CONTENTS
PART I: FOUNDATIONS OF SOCIAL MEDIA MARKETING / The Social Media Environment 
/ Social Consumers / Network Structure and Group Influences in Social Media / PART 
II: SOCIAL MEDIA MARKETING STRATEGY AND PLANNING / Social Media Marketing 
Strategy / Tactical Planning and Execution / PART III: THE FOUR ZONES OF SOCIAL 
MEDIA / Social Community / Social Publishing / Social Entertainment / Social Commerce 
/ PART IV: SOCIAL MEDIA DATA MANAGEMENT AND MEASUREMENT / Social Media 
Analytics / Social Media Metrics / PART V: SOCIAL MEDIA MARKETING IN PRACTICE / 
Case Zone: 10 Case Studies / Sample Social Media Marketing Plan: GONOW Vacations

2017 • 448 pages
Cloth (9781526423863) • £126.00
Paper (9781526423870) • £49.99

SOCIAL MEDIA 
MARKETING
Theories and Applications

Second Edition

Stephan Dahl James Cook University

The second edition of this popular text 
continues to maintain a scholarly approach 
to social media, making it essential reading 
for students developing skills in social media 
marketing. The book helps to develop students’ theoretical and conceptual 
understanding of social media by focusing on its actors, platforms, content 
and contexts across 12 chapters, making it the perfect length for a typical 
university course. This new edition has been fully updated along with the 
online resources to reflect the latest advances in tools, technologies, 
research, theories and practices in social media marketing, including new 
case studies, examples and coverage of literature.

CONTENTS
PART I: UNDERSTANDING ACTORS IN SOCIAL MEDIA MARKETING / Consumer Tribes 
and Communities / Users and Co-creation of Value / Brand and Anthropomorphic 
Marketing / PART II: UNDERSTANDING PLATFORMS IN SOCIAL MEDIA MARKETING 
/ Traditional Social Media Platforms / Gaming and Hybrid Platforms / Mobile and 
Location-Based Platforms / PART III: UNDERSTANDING CONTENT IN SOCIAL MEDIA 
MARKETING / Persuasiveness / Engagement / Electronic Word of Mouth (eWOM) / PART 
IV: UNDERSTANDING CONTEXT IN SOCIAL MEDIA MARKETING / Measurement, Metrics 
and Analytics / Cross-Cultural Aspects and Implications / Privacy, Ethical and Legal Issues 
/ Afterword: Where Next for Social Media Marketing?

March 2018 • 296 pages
Cloth (9781473982338) • £110.00
Paper (9781473982345) • £36.99

STRATEGIC SOCIAL MARKETING
Second Edition

Jeff French Strategic Social Marketing Ltd and 
Ross Gordon Macquarie University, Sydney

Presenting social marketing principles in a strategic, critical and reflexive 
way, this second edition adopts an international approach and offers 
a broader context, illustrating the value in applying marketing to help 
solve social problems.

New to the second edition: 

• A brand new chapter on evaluation 
• Updated advances in relevant research and theory 
• New vignettes and short case studies to illustrate theories throughout

September 2019
Cloth (9781526446039) • £120.00
Paper (9781526446046) • £42.99

STRATEGIC SOCIAL MARKETING

SOCIAL MARKETING
Behavior Change for Social Good

Sixth Edition

International Student Edition

Nancy R. Lee University of Washington 
and Social Marketing Services, Inc. and 
Philip Kotler Northwestern University

Guiding the reader through designing and 
implementing memorable social marketing 
campaigns, this text presents a proven 
10-step strategic marketing plan.

March 2019 • 592 pages
Paper (9781544371863) • £73.00

SOCIAL MARKETING

A VERY SHORT, FAIRLY 
INTERESTING, 
REASONABLY CHEAP 
BOOK ABOUT... 
INTERNATIONAL 
MARKETING
A. J. Earley

Looking beyond the usual colonial narrative of the subject, A. J. Earley 
encourages the reader to think reflectively and critically about overlooked 
aspects of International Marketing such as power relations, history, 
ethics, culture and politics. 

August 2019
Cloth (9781526456861) • £49.99
Paper (9781526456878) • £15.99

Marketing
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BRAND MANAGEMENT
Co-creating Meaningful Brands

Michael Beverland University of Sussex

Presenting the basics of brand management, 
this book provides both a theoretical and 
practical guide to brands, placing emphasis 
on the theory that the consumer is a 
co-creator in a brand's identity.

Taking a contemporary view that branding 
is done collectively in the round by all 
stakeholders, including employees and 
consumers, it gives an overview of the many perspectives and introduces 
the theory of co-creation, engaging with cultural perspectives of branding.

A collection of geographically diverse case studies are included, such 
as Burger King, Lego, Lynx, Maserati, HSBC and Vegemite, as well as 
examples from social media and online brand communities. The book is 
complemented by a range of online resources for lecturers and students, 
including PowerPoint slides, journal articles, web and video links, and 
a selection of exclusive videos with a professional brand consultant.

CONTENTS
PART I: FOUNDATIONS OF CO-CREATING BRAND MEANING / Brands and Branding / 
Understanding Brand Users / Brand Equity / Data, Insights, and Measurement / PART II: 
CO-CREATING BRAND MEANING OVER TIME / The Beginnings - New Brand Co-Creation 
/ Building and Maintaining a Brand's Position / Extending the Brand, Partnering, and 
Managing Brand Portfolios / Brand Innovation: Revitalizing and Refreshing Brands / 
PART III: BRAND MANAGEMENT CHALLENGES / Global Branding / Corporate Branding, 
Services, and Business-to-Business Branding / Ethics and Brands / Managing Brand Crisis

January 2018 • 416 pages
Cloth (9781473951976) • £120.00
Paper (9781473951983) • £43.99

SOCIAL MEDIA
A Critical Introduction

Second Edition

Christian Fuchs University of Westminster

This introduction equips students with the 
critical thinking they need to understand the 
complexities and contradictions of social 
media and make informed judgements. 
The second edition explores social media 
in China and the sharing economy of Uber 
and Airbnb.

2017 • 400 pages
Cloth (9781473966826) • £85.00
Paper (9781473966833) • £27.99

RETAIL MARKETING 
MANAGEMENT
The 5 Es of Retailing

Dhruv Grewal Babson College

In this new text Dhruv Grewal, a leading 
Professor of Marketing and Retailing, explores 
the complexities of the contemporary retail 
environment by drawing on what he refers 
to as the 5 Es of retailing: Entrepreneurial, 
Excitement, Education, Experience and 
Engagement. 

These are illustrated using a wide range of examples such as Tesco, 
Kroger, Zara, Wholefoods, Groupon and Amazon. Together, the 
framework and examples enable readers to navigate today’s challenging 
retail environment made up of social media, retailing analytics and online 
and mobile shopping. Retail Marketing Management is essential 
reading for students of retailing and marketing, as well as practitioners 
working in retail today.

CONTENTS
The Innovative Retailer / The Entrepreneurial, Innovative, and Customer-Centric Mindset / 
Value Creates Excitement / Creating Excitement Using Store Brands / Creating Excitement 
and Enhancing Education Using Social Media / Education: The Service Edge / Experience: 
In-Store, Across Channels / Engaged Customers Are Loyal / Innovative Retail Analytics 
for Engagement / Concluding Thoughts

December 2018 • 200 pages
Cloth (9781526446848) • £85.00
Paper (9781526446855) • £29.99

DIGITAL LUXURY
Transforming Brands and Consumer Experiences

Wided Batat University of Lyon2

The fashion and luxury industries have been well-established for 
centuries, but the new disruptive digital environment is causing these 
industries to rethink their business case and adapt their brand offerings 
for consumers and experiences both online and offline, mixing physical 
place and digital space: phygital. This exciting new text, the first on this 
timely subject and written by an expert author, explores the current 
malaise and offers ways forward through a mixture of research and 
practice-led examples.

CONTENTS
PART I / What Does Digital Luxury Experience Stand for? / A New Digital Marketing 
Strategy for Luxury Experience Design / Connecting With Digital Natives and Sharing 
Luxury Experiences on Social Media / PART II / Immersive Digital Luxury Experiences /  
Connected Digital Luxury Experiences / Playful Digital Luxury Experiences / Humanized 
Digital Luxury Experiences / Prototyped Digital Luxury Experiences / PART III / Switch 
to the Experiential Marketing Mix (7Es) & Design the Ultimate Digital Luxury / From Big 
Data to Immersive Smart Data Insights Into Digital Luxury Experience / Phygital Luxury 
Consumption Experiences: A New Paradigm  

May 2019 • 289 pages
Cloth (9781526458933) • £85.00
Paper (9781526458940) • £29.99

THE SAGE HANDBOOK OF 
CONSUMER CULTURE
Edited by Olga Kravets, Pauline Maclaran
both at Royal Holloway University of 
London, Steven Miles Manchester 
Metropolitan University and 
Alladi Venkatesh University 
of California, Irvine

This is a one-stop resource for scholars 
and students of consumption, providing 
critical discussion of the key dimensions of 
consumer culture from a global and interdisciplinary team of scholars.

January 2018 • 576 pages
Cloth (9781473929517) • £120.00

Marketing
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CONSUMER BEHAVIOUR
Fourth Edition

Zubin Sethna Regent's University London and 
Jim Blythe University of Plymouth

Informal yet academically rigorous in style, this fun textbook focuses on 
examples of international consumer behaviour in action, and provides 
open access online resources to encourage student engagement and 
understanding. The book strikes a balance between sociological and 
psychological aspects of consumer behavior and features coverage of 
social media, digital consumption and up to date marketing practice. All 
content is supported by an array of global international examples and 
cases from a variety of geographic locations such as the United Kingdom, 
Europe, Canada, USA and Japan, including different themes as diverse 
as fashion, education, ethics, travel, age, gender and family roles as well 
as politics, technology and B2B. New to this edition:

• A new chapter on sustainable consumption which encompasses the 
future of consumer behaviour and consumption behaviour 

• Increased focus on branding 
• A new learning feature exploring the experiential role of brands in 

consumers' lives today titled: 'Brand Experiences' 

CONTENTS
PART I: CONSUMER BEHAVIOUR IN CONTEXT / Understanding Consumer Behaviour 
/ Decisions, Behaviours and Interactions / Innovation and Digital Technologies / 
Consumption in B2C vs. B2B / Consumer Journeys Through the World of Technology 
/ PART II: CONSUMERS AS INDIVIDUALS (THE PSYCHOLOGICAL ISSUES) / Drive, 
Motivation and Hedonism / The Self and Personality / Perception / Learning and Knowledge 
/ Attitude Formation and Change / PART III: CONSUMERS AS SOCIAL ACTORS (THE 
SOCIOLOGICAL ISSUES) / Reference Groups / Age, Gender and Familial Roles / Culture 
and Social Mobility / Ethical Consumption / Sustainable Consumption

March 2019 • 544 pages
Cloth (9781526450005) • £120.00
Paper (9781526450012) • £44.99

CONSUMER CULTURE 
THEORY
Edited by Eric J. Arnould Aalto 
University; EMLYON Business 
School and Craig J Thompson
University of Wisconsin-Madison

Outlining the key themes, concepts and 
theoretical areas in the field, this book draws 
on contributions from prominent researchers 
to unravel the complexities of consumer 
culture by looking at how it affects personal 
identity, social interactions and the consuming human being.

The structure of the book is designed to help students map the field in the 
way it is interpreted by researchers, following the conceptual mapping 
in the classic Arnould & Thompson 2005 journal article. Organised into 
three parts - the Consumption Identity, Marketplace Cultures and the 
Socio-Historic Patterning of Consumption - insight is offered into both 
the historical roots of consumer culture and the everyday experiences 
of navigating the contemporary marketplace. The book is supported 
by a collection of international case studies and real world scenarios, 
including: How Fashion Bloggers Rule the Fashion World; the Kendal 
Jenner Pepsi Commercial; Professional Beer Pong, Military Recruiting 
Campaigns, The World Health Organisation and the Corporatization 
of Education.

CONTENTS
Introduction: What is Consumer Culture Theory? / PART I: CONSUMPTION IDENTITY 
/ Consumers Volitional Identity Projects / Family & Collective Identity Projects / Critical 
Reflections on Consumer Identity / PART II: MARKETPLACE CULTURES / Consumption 
Tribes and Collective Performance / Consumer Produced, Emergent & Hybrid Markets / 
Globalization of Marketplace Cultures / PART III: THE SOCIO-HISTORIC PATTERNING 
OF CONSUMPTION / Social Class / Gender / Ethnicity / Global Mobilities / PART IV: 
THE IDEOLOGICAL SHAPING OF CONSUMPTION PRACTICES AND CONSUMERS' 
CO-CREATIVE APPROPRIATIONS / Neoliberalism and Consumption / Social Distinction 
and Practices of Taste / Consumer Resistance & Subaltern Consumption

June 2018 • 368 pages
Cloth (9781526420718) • £100.00
Paper (9781526420725) • £34.99

BUSINESS-TO-BUSINESS 
MARKETING
Fourth Edition

Ross Brennan Hertfordshire Business 
School, University of Hertfordshire, 
Louise Canning Kedge Business School
and Raymond McDowell Bristol Business 
School, University of the West of England

'Offering fresh insights into both the theory 
and practice of industrial marketing. This 
textbook combines highly relevant concepts and models with a wealth 
of very interesting and useful examples, cases and practical exercises 
from a variety of industries and contexts. Students of all levels, including 
doctoral, will find this book an inseparable companion.'

- Professor Enrico Baraldi, Department of 
Engineering Sciences, Uppsala University

2017 • 416 pages
Cloth (9781473973435) • £126.00
Paper (9781473973442) • £46.99

CONSUMER BEHAVIOURCONSUMER BEHAVIOUR

The structure of the book is designed to help students map the field in the 
way it is interpreted by researchers, following the conceptual mapping 
in the classic Arnould & Thompson 2005 journal article. Organised into 
three parts - the Consumption Identity, Marketplace Cultures and the 
Socio-Historic Patterning of Consumption - insight is offered into both 
the historical roots of consumer culture and the everyday experiences 
of navigating the contemporary marketplace. The book is supported 
by a collection of international case studies and real world scenarios, 
including: How Fashion Bloggers Rule the Fashion World; the Kendal 
Jenner Pepsi Commercial; Professional Beer Pong, Military Recruiting 
Campaigns, The World Health Organisation and the Corporatization 

PART I: CONSUMPTION IDENTITY 
/ Consumers Volitional Identity Projects / Family & Collective Identity Projects / Critical 

/ Consumption 
Tribes and Collective Performance / Consumer Produced, Emergent & Hybrid Markets / 

PART III: THE SOCIO-HISTORIC PATTERNING 
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GLOBAL MARKETING AND 
ADVERTISING
Understanding 
Cultural Paradoxes

Fifth Edition

Marieke de Mooij

Now in its fifth edition, this popular textbook 
explores marketing and advertising with a 
refreshing take on the paradoxes international 
markets encounter. It considers the impact globalization, branding and 
culture can have on marketing communications.

This new edition has been updated to include:

• Up-to-date research on new topics including: culture and the media, 
culture and the Internet, and a more profound comparison of the 
different cultural models

• More examples from major regions and countries from around 
the world

• Broader background theory on usage differences of new digital media 
and extensive coverage of consumer behaviour

CONTENTS
The Paradoxes in Global Marketing Communications / Global Branding / Values and 
Culture / Dimensions of Culture / Culture and Consumer Behavior / Researching and 
Applying Cultural Values / Culture and Communication / Culture and Media / Culture and 
Advertising Appeals / Culture and Executional Style / From Value Paradox to Strategy

October 2018 • 512 pages
Cloth (9781544318134) • £120.00
Paper (9781544318141) • £49.99

GLOBAL MARKETING AND 
CONSUMER BEHAVIOR 
AND CULTURE
Consequences for Global 
Marketing and Advertising

Third Edition

Marieke de Mooij

Continuing to explore how cultural influences 
can affect consumer behaviour, the new 
edition uses the author's own model of 
consumer behaviour to answer the fundamental questions about 
consumption - what people buy, why they buy it and how they buy. 

The third edition includes: 

• An insight into the different roles of the internet and the growing 
influence of social media

• An exploration of the various psychological and sociological aspects of 
human behaviour, such as concept of self, personality, group influence, 
motivation, emotion, perception and information processing 

• Updated examples throughout, including millennials as consumers and 
how the language of consumption can differ across cultures

CONTENTS
Consumer Behavior Across Cultures / Values and Culture / Convergence and Divergence 
in Consumer Behavior / The Consumer: Attributes / Social Processes / Mental Processes 
/ Culture, Communication, and Media Behavior / Consumer Behavior Domains 

June 2019 
Cloth (9781544318158) • £120.00
Paper (9781544318165) • £49.99

CONSUMER BEHAVIOR 

Online courses 
for social scientists
Social science research is changing and we want to help you 
gain new skills in the age of digital research. SAGE Campus 
online courses have been created by social scientists for 
social scientists, and address key subjects such as:

• Introductory R and Python
• Text analysis  
• How to manage data in R
• Presenting data in effective and impactful ways.

campus.sagepub.com
Explore the courses at

learn new ways 
to examine the social world

What our 
learners say

“Helpful for beginners 
and novices alike.”

“I wish I had taken this course 
years ago when I started learning R.”

“An excellent course”

“Helpful for beginners 
and novices alike.”

“I wish I had taken this course 
years ago when I started learning R.”

Marketing
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MARKETING COMMUNICATIONS
Third Edition

John Egan Regent's University London

John Egan draws on both his industry and academic background to 
explain the why as well as the how of marketing communications. 
The book takes an industry-driven approach which provides all the 
theories with application and from a real world perspective. It also uses 
accessible, straight-forward language and all content is supported by a 
collection of learning features. 

New to this edition: 

• New chapters on Digital Marketing and Analytics and Social 
Media Marketing

• Update of examples, case studies and references

CONTENTS
PART I: ESSENTIALS OF MARKETING COMMUNICATIONS / Introduction to Marketing 
Communications / Marketing Communications Theory / Buying Behaviour / Brand 
Communications / PART II: MANAGING CAMPAIGNS, MEDIA PLANNING AND RESEARCH 
/ Marketing Communications Strategy and Planning / Understanding Marketing Research 
/ Campaign Tactics and Management / Campaign Media and Media Planning / PART III: 
THE MARKETING COMMUNICATIONS MIX AND OMNI-CHANNELS / Advertising / Digital 
Marketing / Social Media Marketing / Sales Promotion / Corporate Communications & PR / 
Sponsorship & Product Placement / Personal Selling and Point of Sale / Employee Branding 
& Communications / Marketing Channels and Business-to-Business Communications / 
Industry and Ethics in a Global Context / Global Marketing Communications / Marketing 
Ethics and Regulation / The Communications Industry

August 2019 
Cloth (9781526446886) • £120.00
Paper (9781526446893) • £44.99

CONSUMER BEHAVIOUR
Applications in Marketing

Third Edition

Robert East Kingston University, 
Jaywant Singh Kingston University 
Business School, Malcolm Wright
Massey University and Marc Vanhuele
HEC School of Management

This third edition maintains a strong focus 
on the use of research, helping students to 
develop analytical and evidence-based thinking in marketing and to 
take into consideration not just the individual but also the marketing 
environment. New examples and research findings have been included 
with special attention paid to the digital environment, including online 
consumer behaviour and research.

2016 • 368 pages
Cloth (9781473919495) • £126.00
Paper (9781473919501) • £44.99

MARKETING 
COMMUNICATIONS
Objectives, Strategy, Tactics

John R Rossiter University of 
Wollongong, Larry Percy Copenhagen 
Business School and Lars Bergkvist
Zayed University, Abu Dhabi

Uniting industry experience with academic 
expertise, the authors combine marketing 
communications and advertising with the 
branding perspective, providing students with a practical planning 
system and a seven-step approach to creating a comprehensive 
marketing plan. The new Marketing Communications textbook is a 
contemporary evolution of the well-known Rossiter and Percy Advertising 
and Promotion Management textbook. Key features include:

• An author analytical approach with checklist frameworks in chapters
• A managerial perspective, helping students to become a marketing 

manager and study as though they are in the role
• Coverage of key new marketing communications topics such as 

branding and social media
In each of the end-of-chapter questions there are mini-cases that involve 
real brands, and the numerous examples throughout the text refer to 
globally known brands such as Gillette, Mercedes, Revlon and Toyota.

CONTENTS
PART I: MARCOMS AND BRANDING / Marketing Communications and Campaign Planning 
/ Branding and Brand Positioning / PART II: MARCOMS CAMPAIGN OBJECTIVES / 
Campaign Target Audience Selection and Action Objectives / Campaign Communication 
Objectives / PART III: CREATIVE STRATEGY / Key Benefit Claim and the Creative Idea 
/ Brand Awareness and Brand Attitude (Grid) Tactics / Attention Tactics and Pretesting 
/ PART IV: SALES PROMOTION STRATEGY / Manufacturer and Retailer Promotions / 
PART V: MEDIA STRATEGY / Media-Type Selection and the Reach Pattern / Effective 
Frequency and Strategic Scheduling Rules / PART VI: CAMPAIGN MANAGEMENT / Setting 
the Campaign Budget / Campaign Tracking / PART VII: OTHER MARCOMS / Corporate 
Image Advertising, Sponsorships, and PR / Personal Selling and Customer Database 
Marketing / Social Marketing and Ethics

August 2018 • 584 pages
Cloth (9781526438645) • £120.00
Paper (9781526438652) • £45.99
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UNDERSTANDING SOCIAL 
ENTERPRISE
Theory and Practice

Third Edition

Rory Ridley-Duff Sheffield Hallam 
University and Mike Bull Manchester 
Metropolitan University

Packed with a wealth of learning features 
to help students understand the theory and 
practice within the ever expanding field 
of social enterprise, the new edition includes new case studies and 
examples throughout. The authors focus on the pathways that social 
enterprise follow and consider new developments in policy, the economy 
and the legal implications of social enterprise. 

CONTENTS
PART I: THEORETICAL PERSPECTIVES ON SOCIAL ENTERPRISE / Introduction / The 
Social Solidarity of Economy: Coming of Age? / Defining Social Enterprise / The Politics 
of Social Enterprise / PART II: SUSTAINABLE ENTERPRISES AND COMMUNITIES / 
Introduction / Social Accounting: Values, Outcomes and Impacts / Income Streams and 
Capital / Social Investment and Crowd Financing / Social and Ethical Capital / PART III: 
THE PRACTICE OF SOCIAL ENTERPRISE / Introduction / Strategic Management and 
Planning / Management Ideologies / Leadership: Social Entrepreneurship, Ecopreneurship 
and Socio-entrepreneurship / Identities and Legalities / Governance and Human Relations

June 2019 • 465 pages
Cloth (9781526457721) • £120.00
Paper (9781526457738) • £39.99

UNDERSTANDING SOCIAL MARKETING RESEARCH
Planning, Process, Practice

Riccardo Benzo Birbeck College, 
University of London, Marwa G. Mohsen
Prince Mohammad Bin Salman College 
of Business and Entrepreneurship 
(MBSC), KAEC and Chahid Fourali
London Metropolitan University

This textbook equips students with the tools 
they need to conquer the common pitfalls 
of designing research projects, confidently 
structure their own marketing research projects, and identify the key 
principles and skills required at each step of the research process.

November 2017 • 432 pages
Cloth (9781446294352) • £126.00
Paper (9781446294369) • £46.99

MARKETING RESEARCH
A Concise Introduction

Second Edition

Bonita Kolb Lycoming College

Clearly explaining the essentials of marketing 
research for students embarking on the 
research process, this second edition 
includes new coverage of ethics, social 
media and the online environment in relation 
to marketing and research.

2017 • 328 pages
Cloth (9781526419262) • £126.00
Paper (9781526419279) • £39.99

ADVERTISING AND 
PROMOTION
Fourth Edition

Chris Hackley Royal Holloway University 
of London and Rungpaka Amy Hackley
School of Business and Management, 
Queen Mary University of London

'It is really good to see a new edition of this 
excellent research-driven, theoretically 
informed yet clear and engaging text; it 
offers many insights into the contemporary practice of advertising and 
promotion, illustrated by a wealth of international examples.'

- Stephanie O'Donohoe, Professor of Advertising and Consumer 
Culture, The University of Edinburgh Business School

2017 • 384 pages
Cloth (9781473997981) • £126.00
Paper (9781473997998) • £43.99

THE SAGE HANDBOOK OF 
SERVICE-DOMINANT 
LOGIC
Edited by Robert F. Lusch University 
of Arizona and Stephen L. Vargo
University of Hawai'i at Manoa

Edited by Robert Lusch and Stephen Vargo, 
this text is an authoritative guide to scholars 
across disciplines who are conducting or 
wish to conduct research on S-D logic.

October 2018 • 800 pages
Cloth (9781526402837) • £120.00

Go online to see 
all our marketing 
titles at 
saagepublishing.com 
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MANAGING AND ORGANIZATIONS
An Introduction to Theory and Practice

Fifth Edition

Stewart R. Clegg University of Technology Sydney, 
Martin Kornberger EMLYON Business School, Tyrone S. Pitsis
Durham University; The University of Technology, Sydney; 
Newcastle University and Matt Mount Deakin University

A realist's guide to management, the authors capture the complex 
life of organizations, providing not only an account of theories, but 
also an introduction to their practice with examples from everyday life 
and culture discussing the key themes and debates along the way. 
Used by nearly 50,000 students and tutors worldwide, Managing and 
Organizations has been praised for its breadth, innovative content and 
application to real life. Along with its full coverage of all the essential 
topics of organizational behavior, the book offers a critical perspective 
that gives the reader the tools to question dominant assumptions about 
organizations. New to this edition: 

• A new chapter structure to create a clearer, elegant chapter navigation 
for students. Chapters have now been streamlined to no more than 
15,000 words each 

• New and up to date global cases and examples to engage students 
(Including Netflix, the Crown, Trump and North Korea) 

• Updated and fully integrated Interactive eBook – offers a dynamic 
learning experience for students 

• Definitions in margins to support learners who do not speak English 
as a first language 

• Updated online resources and new author videos

CONTENTS
PART I: MANAGING PEOPLE IN ORGANIZATIONS / Managing and Organizations / 
Managing Individuals / Managing Teams and Groups / Managing Leading, Coaching, 
and Motivating / Managing Human Resources / PART II: MANAGING ORGANIZATIONAL 
PRACTICES / Managing Cultures / Managing Conflict / Managing Power, Politics, and 
Decision-making in Organizations / Managing Communications / Managing Knowledge 
and Learning / Managing Innovation and Change / Managing Social Responsibility Ethically 
/ PART III: MANAGING ORGANIZATIONAL STRUCTURES AND PROCESSES / Managing 
Principles / Managing Organizational Design / Managing Globalization

February 2019 • 608 pages
Cloth (9781526460097) • £120.00
Paper & Interactive eBook (9781526487964) • £49.99

MANAGING AND ORGANIZATIONS

ORGANIZATIONAL 
BEHAVIOR
A Skill-Building Approach

Second Edition

Christopher P. Neck Arizona State 
University, Jeffery D. Houghton West 
Virginia University and Emma L. Murray

Providing insight into organizational 
behaviour concepts and processes through 
an interactive skill-building approach, the second edition helps students 
understand why this topic is important and how it applies to them. 

March 2019 • 568 pages
Paper (9781544317540) • £104.00

ORGANIZATIONAL 

MANAGING CHANGE, 
CREATIVITY AND 
INNOVATION
Third Edition

Patrick Dawson The University 
of Adelaide and Constantine 
Andriopoulos Cass Business 
School, City University London

'This is a benchmark text . . . Change 
management is often presented as a reaction to business problems, 
but change can also be proactive, driven by entrepreneurship, leadership, 
creativity and innovation. Combining these perspectives in a processual 
framework, this text offers fresh explanations, beyond oversimplified 
guidelines and complex theories, with new case studies and updated 
material.'

- David A. Buchanan, Emeritus Professor of Organizational 
Behaviour, Cranfield University School of Management

2017 • 664 pages
Cloth (9781473964273) • £126.00
Paper (9781473964280) • £45.99

A VERY SHORT, FAIRLY 
INTERESTING AND 
REASONABLY CHEAP 
BOOK ABOUT STUDYING 
ORGANIZATIONS
Fourth Edition

Chris Grey Royal Holloway 
University London

This fourth edition explains the consequences of the global financial 
and economic crisis for organizations. It features examples from the 
biggest recent news events, incorporating the latest research studies 
and up-to-date statistics.

VERY SHORT, FAIRLY INTERESTING & CHEAP BOOKS
2016 • 192 pages
Cloth (9781473953451) • £49.99
Paper (9781473953468) • £15.99

an interactive skill-building approach, the second edition helps students 

Organizational Behaviour & Organization Studies



20            +44 (0)20 7324 8703                  +44 (0)20 7324 8700               sagepublishing.comORDER TODAY

A STEP-BY-STEP INTRODUCTION TO STATISTICS 
FOR BUSINESS
Second Edition

Richard N. Landers University of Minnesota

A clear and concise introduction to statistics for business and management students, 
demonstrating how important statistics are in the business decision-making process 
and covering everything from conducting a survey and collecting data, to summarizing 
statistical data, and presenting findings.

Each chapter features a real-world business situation and accompanying dataset, the 
reader is then encouraged to identify the correct statistical concept in the chapter and 
solve the problem outlined. Offering students a chance to use the newly learned theory 
in a practical way.

New to the second edition:

• A new "Review of Essential Maths" section with practice tests, ideal for students who 
are keen to refresh their knowledge of key on core mathematical concepts before they 
get started

• A new "Statistics in the Real World" feature directs students to useful resources that 
demonstrate how statistics from each chapter are applied in real-world business 
settings and research, accompanied by reflective questions to extend understanding

• New cases, examples and diagrams throughout to illustrate key points and reinforce 
students' learning

The book also comes with access to a comprehensive range of free online resources including 
step-by-step video tutorials on how to use Excel and IBM SPSS, an unlimited dataset and worked 
solutions generator, and a full Instructor's manual with in-class activities and PowerPoint slides for lecturers to use in class.

CONTENTS
Prologue: Review of Essential Mathematics / PART I: DESCRIPTIVE STATISTICS / The Language of Statistics / Working with Numbers and Data Display / Central Tendency and Variability / 
Probability Distributions / Sampling Distributions / PART II: INFERENTIAL STATISTICS / Estimation and Confidence Intervals / Hypothesis Testing / z-Tests and One-Sample t-Tests / Paired- and 
Independent-Samples t-Test / Analysis of Variance (ANOVA) / Chi-Squared (x2) Tests of Fit / Correlation and Regression / PART III: WRAP-UP / Matching Statistical Tests to Business Problems 

December 2018 • 496 pages
Cloth (9781473948105) • £120.00
Paper (9781473948112) • £43.99

A STEP-BY-STEP INTRODUCTION TO STATISTICS A STEP-BY-STEP INTRODUCTION TO STATISTICS 

A clear and concise introduction to statistics for business and management students, 
demonstrating how important statistics are in the business decision-making process 
and covering everything from conducting a survey and collecting data, to summarizing 

Each chapter features a real-world business situation and accompanying dataset, the 
reader is then encouraged to identify the correct statistical concept in the chapter and 
solve the problem outlined. Offering students a chance to use the newly learned theory 

A new "Review of Essential Maths" section with practice tests, ideal for students who 
are keen to refresh their knowledge of key on core mathematical concepts before they 

A new "Statistics in the Real World" feature directs students to useful resources that 
demonstrate how statistics from each chapter are applied in real-world business 
settings and research, accompanied by reflective questions to extend understanding
New cases, examples and diagrams throughout to illustrate key points and reinforce 

The book also comes with access to a comprehensive range of free online resources including 
step-by-step video tutorials on how to use Excel and IBM SPSS, an unlimited dataset and worked 
solutions generator, and a full Instructor's manual with in-class activities and PowerPoint slides for lecturers to use in class.

ISBN: 9781526467744 ISBN: 9781526458841ISBN: 9781526458841 ISBN: 9781526464712ISBN: ISBN: 9781526466785ISBN: ISBN: 9781526456885ISBN: 9781526456885

Find out more at www.sagepub.co.uk/lqf

Visual, direct and reinforcing learning throughout, each title in the Little Quick Fix series 
provides quick but authoritative answers to the problems and assessment points 
students face in their research course, project or design. 

The Little Quick Fix Series

Research Methods & Statistics
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MANAGEMENT AND 
BUSINESS RESEARCH
Sixth Edition

Mark Easterby-Smith University 
of Lancaster, Richard Thorpe
University of Leeds, Paul R. Jackson
University of Manchester and Lena 
J. Jaspersen University of Leeds

The sixth edition continues to give students 
a comprehensive overview of what is needed 
to carry out successful and effective research, with practical hands-
on guidance on how to conduct a dissertation project or research 
thesis in business and management. With a strong philosophical 
underpinning, it combines academic depth with practical hands on 
experience, encouraging an informed, critical and reflexive stance 
towards management and business research.

New to this edition:

• Complementary fully integrated interactive eBook version
• Coverage of online data collection, netnography, big data and 

data visualization
• Research philosophy in chapter 3 is further supported by an online 

author video overview and a pull out at the back of the book that gives 
a visual representation of each key component of the research process

• "Research in Action” textboxes, which consist of engaging accounts 
of real-world research experiences from academics, practitioners 
and students

CONTENTS
Finding Your Feet in Management and Business Research / Reviewing the Literature 
/ The Philosophy of Management and Business Research / Designing Management 
and Business Research / The Research Experience / Crafting Qualitative Data through 
Language and Text / Crafting Qualitative Data through Observation and Participatory 
Research / Framing and Interpreting Qualitative Data / Crafting Quantitative Data / 
Summarizing and Making Inferences from Quantitative Data / Multivariate Analysis / 
Writing Management and Business Research

April 2018 • 464 pages
Cloth (9781526424792) • £120.00
Paper & Interactive eBook (9781526446954) • £39.99

DOING RESEARCH IN THE 
BUSINESS WORLD
David E Gray University of Greenwich

'The approach and methodologies used 
to present this book are very refined 
with expanded sections and detailed 
consideration of concepts, techniques and 
applications of the research process. This 
book will give both tutors and students 
the opportunity to think clearly about their 
research from start to finish!'

- Alfred Akakpo, Faculty of Business, Coventry University

2016 • 840 pages
Cloth (9781473915671) • £126.00
Paper & Interactive eBook(9781473938434) • £48.99

BUSINESS RESEARCH
A Guide to Planning, Conducting, 
and Reporting Your Study

Donald R. Cooper

Covering both the theory and practical 
application of research methodology, this 
text uses a roadmap framework to guide 
students through the whole research process 
- exploring, planning, creating, conducting, 
collecting, analysing and repor ting. 
Addressing key principles, emerging ideas, 
contemporary examples and modern tools, the text builds the readers 
confidence, with each chapter including a design matrix and three sets of 
questions to help students identify the designs that are most appropriate 
for a project and why.

CONTENTS
From the Research Jitters to Employers’ Most-Wanted Skills / Self-Defense Tools for 
Research: Preparation, Reasoning, and Terminology / The Process Road Map: Exploring 
and Planning / The Process Road Map: Creating and Conducting / The Process Road Map: 
Collecting, Analyzing, and Writing / Nonexperimental Quantitative Designs / Qualitative 
Designs and Mixed Designs / Experimental Designs / Writing the Report

November 2018 • 432 pages
Paper (9781544307824) • £73.00

RESEARCH METHODS IN 
ACCOUNTING
Fourth Edition

Malcolm Smith

'A thoughtful and thorough one-stop 
reference source, this book is overflowing 
with practical ideas on how to evaluate 
and apply research methods in creating or 
reviewing a high-quality research manuscript. 
I strongly recommend the book to any 
research-active Accounting scholar.' 

– Shane Dikolli, Associate Dean, Duke University: 
The Fuqua School of Business

2017 • 296 pages
Cloth (9781526401069) • £126.00
Paper (9781526401076) • £39.99

THE SAGE HANDBOOK OF 
QUALITATIVE BUSINESS 
AND MANAGEMENT 
RESEARCH METHODS
Edited by Catherine Cassell University of 
Birmingham, Ann L Cunliffe FGV-EAESP
and Gina Grandy University of Regina

Leading researchers from across the globe 
provide a comprehensive overview of the 
history and traditions that underpin qualitative research in business 
and management. They cover how methods are used today as well as 
future challenges.

Volume One: History and Traditions 
Cloth (9781526429261) • £120.00

Volume Two: Methods and Challenges 
Cloth (9781526429278) • £120.00

2017 • 1056 pages
Cloth (9781473926622) • £240.00

A STEP-BY-STEP INTRODUCTION TO STATISTICS 
FOR BUSINESS
Second Edition

Richard N. Landers University of Minnesota

A clear and concise introduction to statistics for business and management students, 
demonstrating how important statistics are in the business decision-making process 
and covering everything from conducting a survey and collecting data, to summarizing 
statistical data, and presenting findings.

Each chapter features a real-world business situation and accompanying dataset, the 
reader is then encouraged to identify the correct statistical concept in the chapter and 
solve the problem outlined. Offering students a chance to use the newly learned theory 
in a practical way.

New to the second edition:

• A new "Review of Essential Maths" section with practice tests, ideal for students who 
are keen to refresh their knowledge of key on core mathematical concepts before they 
get started

• A new "Statistics in the Real World" feature directs students to useful resources that 
demonstrate how statistics from each chapter are applied in real-world business 
settings and research, accompanied by reflective questions to extend understanding

• New cases, examples and diagrams throughout to illustrate key points and reinforce 
students' learning

The book also comes with access to a comprehensive range of free online resources including 
step-by-step video tutorials on how to use Excel and IBM SPSS, an unlimited dataset and worked 
solutions generator, and a full Instructor's manual with in-class activities and PowerPoint slides for lecturers to use in class.

CONTENTS
Prologue: Review of Essential Mathematics / PART I: DESCRIPTIVE STATISTICS / The Language of Statistics / Working with Numbers and Data Display / Central Tendency and Variability / 
Probability Distributions / Sampling Distributions / PART II: INFERENTIAL STATISTICS / Estimation and Confidence Intervals / Hypothesis Testing / z-Tests and One-Sample t-Tests / Paired- and 
Independent-Samples t-Test / Analysis of Variance (ANOVA) / Chi-Squared (x2) Tests of Fit / Correlation and Regression / PART III: WRAP-UP / Matching Statistical Tests to Business Problems 

December 2018 • 496 pages
Cloth (9781473948105) • £120.00
Paper (9781473948112) • £43.99

MANAGEMENT AND 
BUSINESS RESEARCH
Sixth Edition

Mark Easterby-Smith
of Lancaster
University of Leeds
University of Manchester
J. Jaspersen

The sixth edition continues to give students 
a comprehensive overview of what is needed 
to carry out successful and effective research, with practical hands-
on guidance on how to conduct a dissertation project or research 
thesis in business and management. With a strong philosophical 
underpinning, it combines academic depth with practical hands on 
experience, encouraging an informed, critical and reflexive stance 
towards management and business research.

New to this edition:

• Complementary fully integrated interactive eBook version
• Coverage of online data collection, netnography, big data and 

data visualization
• Research philosophy in chapter 3 is further supported by an online 

author video overview and a pull out at the back of the book that gives 
a visual representation of each key component of the research process

• 
of real-world research experiences from academics, practitioners 
and students

CONTENTS
Finding Your Feet in Management and Business Research / Reviewing the Literature 
/ The Philosophy of Management and Business Research / Designing Management 
and Business Research / The Research Experience / Crafting Qualitative Data through 
Language and Text / Crafting Qualitative Data through Observation and Participatory 

Research Methods & Statistics
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Conceived and edited by Bill Lee, Mark N. K. Saunders and Vadake K. Narayanan and designed 
to support researchers by providing in-depth and practical guidance on using a chosen method 
of data collection or analysis.

Let us know what you think of the series and join in the conversation using #MBRMS    
@SAGEManagement

See all nine titles in the series at
sagepub.co.uk/businessresearch

of data collection or analysis.

Mastering business 
research methods

FIND OUT MORE

November 2017  •  128 pages
Cloth (9781473948259)  £65.00
Paper (9781473948266) £21.99

July 2018  •  144 pages 
Cloth (9781526404770)  •  £65.00 
Paper (9781526404787)  •  £21.99
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UNDERSTANDING 
RESEARCH IN THE 
DIGITAL AGE
Sarah Quinton Oxford Brookes 
University and Nina Reynolds
University of Wollongong

A guide to understanding digital research 
from both a conceptual and practical 
perspective, helping the reader to make sense 
of the issues, challenges and opportunities of 
social science research in the digital age.

The book will help the reader to understand how the digital context 
impacts on social science research and is divided into three main sections:

• A Justification & Reconceptualization of Digital Research: The 
authors explore how far the digital environment is transforming social 
science research

• Accessing Digital Data: An outline of the characteristics of digital 
data, temporality issues in digital research and different data sources

• Moving Forward with Digital Research: Examining the practicalities 
of how to conduct digital research, with examples and suggestions to 
strengthen the implementation of digital research

CONTENTS
PART I: A JUSTIFICATION & RECONCEPTUALIZATION OF DIGITAL RESEARCH / Digital 
Research as a Phenomenon and a Method / The Changing Research Landscape / PART 
II: ACCESSING DIGITAL DATA / Characteristics of Digital Data / Temporality in Digital 
Research / Data Sources for Digital Research / Research Processes and the Human /
Technology Interface / PART III: MOVING FORWARD WITH DIGITAL RESEARCH / The 
Practicalities of Doing Digital Research / Conclusion, The Bigger Picture

February 2018 • 256 pages
Cloth (9781473978812) • £85.00
Paper (9781473978829) • £29.99

EMBODIED RESEARCH METHODS
Torkild Thanem Stockholm University
and David Knights Lancaster University

Erecting false dichotomies between flesh and reason, embodiment and 
justice, and the corporeal and the social, disembodied research fails to 
understand the ugly desires and actions that feed these developments 
or the joyful ones that make us unite against them. This text discusses 
the methods, practices and personal experiences which involve bodies 
in the research process. The authors engage with research approaches 
that exploit the body’s capacity to generate knowledge, craft lively 
accounts and create fleshy concepts which enrich our understanding of 
how people live, work and interact with their bodies in the social world.

CONTENTS
Introduction: The Embodied Turn in Social Science Research / Disembodied Methodology / 
Embodied Methodology / Initiating an Embodied Research Process / Embodied Immersion 
and Ethnographic Fieldwork / Embodying Interviews and Conversations / Recording and 
Documenting Embodied Lives / Embodied Analysis and Interpretation / Embodied Writing 
and Dissemination / Truth and Politics in Embodied Research / Conclusion: Embodied 
Imagination in Future Research 

April 2019 • 192 pages
Cloth (9781473904408) • £85.00
Paper (9781473904415) • £29.99

DATA VISUALISATION
A Handbook for Data 
Driven Design

Second Edition

Andy Kirk Freelance data 
visualisation specialist and trainer

With over 200 images and extensive how-to 
and how-not-to examples, the new edition 
of the book The Financial Times voted 
one of the ‘six best books for data geeks’ 
has everything students and scholars need to understand and create 
effective data visualisations.

June 2019 • 346 pages
Cloth (9781526468932) • £100.00
Paper (9781526468925) • £34.99

DATA VISUALISATION

SOCIAL RESEARCH 
METHODS
Qualitative, Quantitative and 
Mixed Methods Approaches

Third Edition

Sigmund Grønmo University of Bergen

With extensive visualizations, overviews, 
examples, exercises, and other learning 
features, this book begins with how to 
understand the role of good questions in underpinning good research 
designs and how social research can be framed as asking and 
answering questions.

October 2019 • 650 pages
Cloth (9781526441232) • £100.00
Paper (9781526441249) • £34.99

A PRACTICAL 
INTRODUCTION TO MIXED 
METHODS FOR BUSINESS 
AND MANAGEMENT
Patricia Bazeley Western 
Sydney University

Guiding students and researchers through 
how to use mixed methods successfully in 
a research-based dissertation or project, 
this book introduces the concepts and debates associated with this 
methodology, illustrating the many benefits and hazards of undertaking 
a mixed methods study. Example studies from across business and 
management disciplines bring the text to life throughout. The reader is 
taken step-by-step through the mixed methods process from developing 
a mixed methods study, through designing and conducting it, and finally, 
reporting on the results.

CONTENTS
Foundations / Developing a Mixed Methods Study / Designing and Conducting a Mixed 
Methods Study / Analysing Mixed Methods Data / Bringing It All Together / Glossary

November 2018 • 136 pages
Cloth (9781526462480) • £65.00
Paper (9781526462497) • £21.99
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SOCIAL MEDIA FOR ACADEMICS
Second Edition

Mark Carrigan Digital Engagement Fellow

A practical book which provides clear guidance on effectively and 
intelligently using social media for academic purposes across disciplines, 
from publicising your work and building networks to engaging the public 
with your research.

September 2019 • 256 pages
Cloth (9781526459114) • £70.00
Paper (9781526459121) • £23.99

SOCIAL MEDIA FOR ACADEMICS

CRITICAL THINKING
Your Guide to Effective 
Argument, Successful Analysis 
and Independent Study

Tom Chatfield

Your secret weapon to teaching critical 
thinking! This engaging toolkit walks students 
through what critical thinking is: how good 
arguments work, what 'evidence' is, and 
what thinking and writing skills they need to 
demonstrate in their essays and coursework 
- and beyond.

2017 • 328 pages
Cloth (9781473947139) • £60.00
Paper (9781473947146) • £16.99

This six-unit course teaches students how to manage 
their time and attention, build reasoning, argument 
and analysis skills, improve their planning, research 
and writing, and boost their information literacy.

Saves time: VLE compatible, the hard work 
has been done – simply embed and assign.

Flexible format: you choose how to deliver, 
as full modules or individual topics.

Embeds learning by doing: interactive quizzes 
and exercises put skills straight into practice.

Designed to engage: striking visuals capture 
students’ attention and enable learning.

BUILD THE SKILLS AND HABITS 
FOR CRITICAL THINKING

sagepub.com/critical-thinking-course
Find out more at

This six-unit course teaches students how to manage 
their time and attention, build reasoning, argument 
and analysis skills, improve their planning, research 
and writing, and boost their information literacy.

interactive quizzes 
and exercises put skills straight into practice.

striking visuals capture 

BUILD THE SKILLS AND HABITS 
FOR CRITICAL THINKING

sagepub.com/critical-thinking-course

NEW ONLINE COURSE

STRATEGY
Theory and Practice

Second Edition

Stewart R Clegg, Jochen Schweitzer
both at University of Technology Sydney, 
Andrea Whittle Newcastle University 
Business School and Christos Pitelis
Brunel Business School

Updated to bring the material in line with the 
topical and contemporary ideas and debates 
on or about strategy, the second edition is an easy-to-use tool allowing 
students to switch from web resources to the print text and back again, 
opening windows on the world of strategy through cases that are vibrant 
and engaged, digital links that allow them to explore topics in more 
detail, and video and other media that encourage relating theory to 
practice. The new edition is complemented by a free Interactive eBook 
featuring videos, cases and other relevant links, allowing access on 
the go and encouraging learning and retention whatever the reading or 
learning preference.

CONTENTS
Strategy: Theory & Practice – An Introduction / Strategy, Competitive Forces and 
Positioning / Strategy, Resources and Capabilities / Strategy and Innovation / Strategy: 
Make or Buy? / Strategy and Alliances / Strategy: Going Global / Strategy and Corporate 
Governance / Strategy as Process / Strategy as Practice / Strategy and Organizational 
Politics / Strategy and Strategic Change / The Futures of Strategic Management

2016 • 616 pages
Cloth (9781446298282) • £126.00
Paper & Interactive eBook (9781473938458) • £47.99

Strategy / Study Skills
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HOW TO WRITE 
SUCCESSFUL BUSINESS 
AND MANAGEMENT 
ESSAYS
Second Edition

Patrick Tissington University 
of Warwick and Markus Hasel
Management Consultant, Paris

'This book is a must for students in higher education, it demystifies 
essay-writing by providing a practical and accessible yet rigorous guide 
to writing excellent essays and offers students a route to develop their 
own informed voice, a critical skill both in higher education and in the 
wider world of work.'

 - Ann Davis, Aston Business School

SAGE STUDY SKILLS SERIES
2017 • 184 pages
Cloth (9781473960503) • £65.00
Paper (9781473960510) • £20.99

BUSINESS RESEARCH 
METHODS FOR CHINESE 
STUDENTS
A Practical Guide to Your 
Research Project

Huiping Xian Sheffield University 
Management School, University of 
Sheffield and Yue Meng-Lewis Coventry 
Business School, Coventry University

The only book on the market designed to help Chinese students with 
the specific challenges they face in understanding research methods 
and how to do a research project on their business programme at 
a Western university. Written by Chinese authors who, having both 
successfully completed Masters degrees and PhDs and become 
lecturers at UK universities, are equipped to provide Chinese students 
with straightforward guidance to help overcome the cultural and 
language difficulties they are confronted with, and to support them in 
their undertaking of the research methods section of their dissertations. 
The book comprehensively covers both the theory and practice and 
includes a number of features to support learning including:

• Chinese translations of key concepts and definitions
• Tips about how to use different methods in the Chinese context
• Clear definitions of key terms
• Short illustrative examples
• A list of useful resources about Chinese research
The book also features examples of Chinese research from the authors’ 
own work and from top journals to illustrate how the methods can be 
applied in the Chinese context.

CONTENTS
Developing a Research Topic / Research Philosophy and Approaches / Research Design 
/ Sampling / Data Collection / Analysing Qualitative Data / Analysing Quantitative Data / 
Culture, Language and Translation / Writing Up

March 2018 • 264 pages
Cloth (9781473926653) • £75.00
Paper (9781473926660) • £26.99

THE BUSINESS STUDENT'S 
GUIDE TO STUDY AND 
EMPLOYABILITY
Peter Morgan The University of 
Nottingham Ningbo, China

This book contains the employability skills 
students need to succeed as business 
graduates - from essential study, presentation 
and leadership skills to practical advice on 
getting that all-important job after university.

2016 • 472 pages
Cloth (9781446274125) • £95.00
Paper (9781446274132) • £34.99

THE BUSINESS STUDENT'S 

EVENTS MANAGEMENT
Principles and Practice

Third Edition

Razaq Raj Leeds Beckett University, 
Paul Walters Backstage Academy and 
Tahir Rashid University of Salford

An introductory overview of both the 
theoretical and operational aspects of 
managing events, helping to prepare 
students for a career in events management 
and hospitality. The third edition includes new chapters on expos, 
conferences and conventions, crowd control and social media for events.

2017 • 448 pages
Cloth (9781473948273) • £126.00
Paper (9781473948280) • £39.99

RESEARCH METHODS IN 
TOURISM, HOSPITALITY 
AND EVENTS 
MANAGEMENT
Paul Brunt, Susan Horner and 
Natalie Semley all at Plymouth University

By employing a step-by-step approach, 
the authors guide tourism, hospitality or 
event-based students through the whole 
research process, including the research proposal, using quantitative 
and qualitative data, and writing up and presenting the research findings.

2017 • 360 pages
Cloth (9781473919143) • £126.00
Paper (9781473919150) • £41.99

Study Skills / Tourism, Hospitality & Events
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Supporting research at all levels, SAGE Research 
Methods provides material to guide users through 
every step of the research process. Find out more 
at sageresearchmethods.com THE SAGE ENCYCLOPEDIA 

OF THE INTERNET
Three-Volume Set

Edited by Barney Warf
University of Kansas

The encyclopedia addresses the many 
related topics pertaining to cyberspace, 
email, the World Wide Web, and social media. 
Entries range from popular topics such as 
Alibaba and YouTube to important current 
controversies such as Net neutrality and cyberterrorism.

May 2018 • 1120 pages
Cloth (9781473926615) • £315.00

THE SAGE HANDBOOK OF 
TOURISM MANAGEMENT
Edited by Chris Cooper Leeds Beckett 
University, Serena Volo Libera Università di 
Bolzano, William C. Gartner University 
of Minnesota and Noel Scott
Griffith University

This is a critical, state of the art review of 
tourism management written by leading 
international thinkers and academics in the 
field. 

Volume One: Theories, Concepts and Disciplinary Approaches 
to Tourism
Cloth (9781526461124) • £120.00

Volume Two: Applications of Theories and Concepts to Tourism
Cloth (9781526461131) • £120.00

August 2018 • 1232 pages
Cloth (9781473974241) • £240.00

THE SAGE ENCYCLOPEDIA 
OF BUSINESS ETHICS 
AND SOCIETY
Three-Volume Set

Second Edition

Edited by Robert W. Kolb
Loyola University Chicago

Thoroughly revised, updated and expanded, 
this handbook explores current topics, such as mass social media, 
cookies and cyber-attacks, as well as traditional issues including 
accounting, discrimination, environmental concerns and management.

June 2018 • 4072 pages
Cloth (9781483381527) • £960.00    

TOURISM MANAGEMENT
An Introduction

Second Edition

Clare Inkson University of Westminster
and Lynn Minnaert New York University

An introductory text that gives its reader 
a strong understanding of the dimensions 
of tourism, the industries of which it is 
comprised, the issues that affect its 
success, and the management of its impact 
on destination economies, environments and communities. Now in a 
full colour design, the new edition features a clear focus on the issues 
affecting 21st century tourism, providing students with extensive 
coverage on the effects of globalisation and global conflict; sustainability 
and climate change; developments in digital technology and the rise of 
the sharing economy. International case-studies and snapshots (mini-
case studies) are used throughout and have been taken from around 
the globe, including the US, China, Russia, Gambia, Bhutan, Cuba, 
Singapore, New Zealand, Australia, Caribbean, Canada and the UK, and 
from companies including TUI, Airbnb and Marriot.

CONTENTS
PART I: TOURISM OVERVIEW / Introduction / Understanding Tourism / PART II: TOURISM 
SUPPLY AND DEMAND / Tourist Generating Regions / Tourism Demand / Tourism 
Suppliers / Intermediaries in the Tourism System / PART III: TOURISM IMPACTS / 
The Economic Impacts of Tourism / The Social and Cultural Impacts of Tourism / The 
Environmental Impacts of Tourism / PART IV: TOURISM MANAGEMENT AND MARKETING 
/ Destination Development and Management / Tourism Marketing / The Management of 
Visitors / Public Sector Involvement in Tourism / PART V: TOURISM AHEAD / Tourism 
and the Future

March 2018 • 464 pages
Cloth (9781526423887) • £120.00
Paper (9781526423894) • £39.99

MARKETING FOR 
TOURISM, HOSPITALITY 
& EVENTS
A Global & Digital Approach

Simon Hudson University of South 
Carolina and Louise Hudson
Independent Researcher

A comprehensive overview of the marketing 
principles specific to the fields of tourism, 
hospitality and events. The book highlights the global shift in tourism 
demographics today, placing a particular emphasis on the role of digital 
technology and its impact on travel products and services.

2017 • 384 pages
Cloth (9781473926639) • £126.00
Paper (9781473926646) • £43.99
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