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This book
 « Develops analytical skills through the interpretation and analysis of financial statements, leveraging 
exercises and comprehension questions

 « Places accounting in a real-world context, making it more accessible and immediate for students 
interested in its application to management decision making

 « Includes tips for teachers on enthusing and engaging students and a breakdown of how each 
chapter relates to course structures

 « New to this edition: updated examples and case studies from Tesco, Ryanair and Whitbread PLC, 
new content on corporate governance and ratio analysis, and a new chapter on financing decisions

 « Online Resources: bonus chapters containing guidance and teaching tips, additional questions and 
lecture slides for each chapter

Description
Accounting and Finance for Managers is specifically designed for MBA, EMBA, MA and MSc Business 
and Management students who require a grounding in the key concepts of accounting and finance. 
Including real financial statements and worked examples from well-known businesses, as well as full 
exercises and questions at the end of each chapter, this accessible guide provides students with the 
financial tools and analytical skills for managerial advantage.  
 
Taking a uniquely practical approach that focuses on the financial aspects of business decisions, the 
book covers all the core topics of accounting and finance, including basic bookkeeping, financial 
analysis, business planning, cash-flow analysis, and investment decisions. Now in its second edition, 
Accounting and Finance for Managers contains updated examples and case studies from Burberry, 
Ryanair and Whitbread, new content on corporate governance and ratio analysis, reflective activities 
and a new chapter on financing decisions. Bonus online material includes guidance and teaching 
advice, additional questions and lecture slides for each chapter.

Author Information
Matt Bamber is an assistant professor in 
accounting at the University of Toronto’s 
Rotman School of Management. He is a 
chartered accountant with several years’ 
experience of teaching on a range of 
programmes, including MBA, professional and 
master’s courses.  
 
Simon Parry is a research fellow at Newcastle 
University who has taught professional, MBA 
and other postgraduate courses for 15 years. 
He is also a chartered accountant with over 25 
years’ experience.

Accounting 
and Finance for 
Managers
A Decision-Making Approach

Edition: 2
Date: 03/12/2017
Price: £34.99
ISBN Print: 9780749481148
ISBN Ebook: 9780749481155
Pages: 488
Format (mm): 240x170
Product Category: Textbook/Professional
Subject: Accounting & Finance
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11 Budgeting
12 Working Capital Management
13 Capital Investment Appraisal
14 An Introduction to Limited 
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15 Published Accounts of the 
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16 Current Issues in Accounting
17 Statement of Cash Flows
18 Accounting Ratios
19 The Economic Environment

This book
 « Presents the basics of accounting in an easy to follow format

 « Uses examples to embed learning through detailing the current issues in accounting and recent 
economic issues

 « New to this edition: fully updated with new content including reworked chapters on the current 
issues in accounting and economic issues that have an effect on accounting

 « Brings the reader up to date on UK GAAP accounting standards, International Financial Reporting 
Standards (IFRS) and International Accounting Standards (IAS)

 « Online resources: review questions for each chapter, multiple choice question section and a 
glossary

Description
Accounting for Non-Accountants guides non-specialists through the fundamental principles of 
accounting and finance. This book presents key, and often complex, concepts in a simple and 
understandable way designed to be accessible to those with little or no background in accounting. 
 
Now in its 12th edition, Accounting for Non-Accountants addresses the current issues in accounting 
and finance, including recent, important economic issues, and provides a range of examples to 
understand and recognize these concepts in practice. This book has been fully updated to the latest 
regulatory requirements including UK GAAP accounting standards, International Financial Reporting 
Standards (IFRS) and International Accounting Standards (IAS). Updates also include introductions 
to areas including tax, transfer pricing and creative accounting. A clear and intuitive structure helps 
readers navigate these topics while online resources further support readers with their learning 
throughout. This is the guide for non-specialists to understanding how to interpret financial data and 
make informed decisions.

Author Information
David Horner has taught Accounting and 
related courses for over 25 years in the UK. He 
currently teaches at Birkdale school, Sheffield. 
He has written numerous textbooks aimed 
at students both for schools and university 
level. He has worked with AQA, a major 
examination board in the UK, for over 20 
years.

Accounting for Non-
Accountants
Edition: 12
Date: 03/05/2020
Price: £19.99
ISBN Print: 9781789664300
ISBN Ebook: 9781789664317
Pages: 344
Format (mm): 234x156
Product Category: Textbook/Professional
Subject: Accounting & Finance
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1 The International Financial 
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1.1 The Rise of the Multinational 
and the International 
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Global Financial System
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This book
 « Includes a highly accessible, engaging introduction to what can sometimes be a difficult, technical 
subject

 « Draws on examples from practice from around the world to offer a truly global approach

 « Offers an up-to-date approach to the subject post global financial crisis

 « Provides a glossary to accompany the text, offering instant access to key terminology

 « Online Resources: PowerPoint lecture slides

Description
International Finance offers a clear and accessible introduction to the fundamental principles and 
practice of international finance in today’s world, from the international financial environment and 
exchange rates, to financing multinational companies and international investment. The theory and 
techniques are presented with the non-financial manager in mind, and the theoretical material is 
supplemented by case studies and a discussion of the appropriateness of the various techniques and 
principles to solve practical problems. This book draws from examples and practice around the world, 
helping students of international corporate finance, particularly non-specialist finance students, 
understand the complexities of modern Europe and comparative systems of finance globally. 
 
International Finance is essential reading for anyone studying international finance or needing an 
up-to-date, engaging resource to help them navigate the complicated and ever-changing global 
financial world. Key theories and terms are explained and defined, avoiding unnecessary jargon and 
acknowledging that many readers are coming to the subject with little or no prior knowledge of 
corporate finance at all. Online supporting resources include PowerPoint lecture slides.

Author Information
Dora Hancock has over 30 years’ teaching 
experience at universities in the UK including 
Birmingham City University and Leeds Beckett 
University. Recently, her teaching has focused 
solely on finance, including international, 
corporate and investment finance on 
undergraduate, postgraduate and professional 
courses. She has taught UK and international 
students. The author is passionate about 
teaching and writing materials for students 
and lecturers to use.

International 
Finance
For Non-Financial Managers

Edition: 1
Date: 03/01/2018
Price: £34.99
ISBN Print: 9780749480011
ISBN Ebook: 9780749480028
Pages: 248
Format (mm): 234x156
Product Category: Textbook/Professional
Subject: Accounting & Finance
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Table of Contents

1 Trade risks and risk 
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2 Methods of payment
3 Bonds, guarantees and 

standby letters of credit
4 Currency risk management
5 Export credit insurance
6 Trade finance
7 Structured trade finance
8 Terms of payment
9 The export quotation

Author Information
Anders Grath has over 25 years’ experience 
in international trade and finance within 
major European financial institutions, as 
head of both international departments and 
corporate units. He is the author of a series of 
similar titles on individual country markets.

The Handbook of 
International Trade 
and Finance
The Complete Guide for International 
Sales, Finance, Shipping and 
Administration

Edition: 4
Date: 03/08/2016
Price: £39.99
ISBN Print: 9780749475987
ISBN Ebook: 9780749475994
Pages: 264
Format (mm): 234x156
Product Category: Textbook/Professional
Subject: Accounting & Finance
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This book
 « Introduces what can sometimes be a difficult, technical subject in a highly accessible, engaging way

 « Is rooted in Europe rather than adapted from a US text, but draws on examples and practice from 
around the world

 « Adopts a practical approach, drawing on the authors’ many years of experience working in the 
financial sector to illustrate concepts with real-world examples and practice, making it the perfect 
choice for those preparing for a career in finance and investment

 « Offers a concise introduction, supported with links to further reading and self-directional study

 « Online resources: Lecture slides and figures from the book

Description
For students of finance at both undergraduate and postgraduate level, or those preparing for 
professional examinations, Investment and Portfolio Management develops knowledge and 
understanding of the key financial products, investment strategies and risks in financial markets in the 
UK and internationally.  
 
With an emphasis on practice, Investment and Portfolio Management presents the theory and its 
relevance and application in the financial workplace. The authors draw on their experience working in 
the financial sector to illustrate concepts with case studies, examples and problems, including material 
relevant to candidates studying for professional examinations offered by the major professional 
bodies in the subject area (Charted Institute of Investment, CII & Chartered Institute of Securities and 
Investment, CISI). Each chapter is written in an easy-to-follow style, allowing readers to navigate their 
way through different topics without issue, avoiding complicated technical jargon, in favour of simpler 
terms and writing style. To meet the criteria for those studying for academic and professional courses, 
links are provided to more in-depth material and in-chapter features to encourage self-directional 
learning. 
 
Online supporting resources for this book include lecture slides and figures from the book.

Author Information
Ian Pagdin is Course Leader for Banking & 
Finance Masters and a variety of finance and 
international finance courses at Sheffield 
Hallam University. His background is finance, 
having worked in the finance industry for 22 
years, including 19 years as an independent 
financial adviser. 
 
Michelle Hardy is a senior lecturer and 
module leader for several key modules on a 
variety of finance and international finance 
courses at Sheffield Hallam University. 
Her background is corporate banking and 
international wealth management for 14 
years. She is a fellow of the Institute of 
Chartered Accountants in England and Wales

Investment 
and Portfolio 
Management
A Practical Introduction

Edition: 1
Date: 03/11/2017
Price: £44.99
ISBN Print: 9780749480059
ISBN Ebook: 9780749480066
Pages: 616
Format (mm): 234x156
Product Category: Textbook
Subject: Accounting & Finance
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This book
 « Concentrates on what is important in financial terms for technology-based and innovation-focused 
entrepreneurial businesses

 « Features the simple, yet effective Tech start-up tracker, making this book a complete must-have 
financial toolkit for managing technology-based start ups

 « Uses straight forward language and extensive practical illustrations and case studies to demonstrate 
how technology and innovation-based start ups can adopt and use a financial understanding that is 
effective and focused on their needs

 « Covers accounting statements, financial ratio analysis, tech start-up metrics and funding valuation 
essentials, focusing entirely on tech-entrepreneurs’ needs

Description
All start-up businesses must be founded on product expertise, a grasp of digitisation, and being 
aware of market forces. Tech start-ups also need a unique understanding of accounting to succeed, 
knowledge which is required to power their more innovative business models, and the ways of 
working that drive technology-based businesses. Unlike traditional accounting manuals or those 
aimed more generally at small business operators, Financial Management for Technology Start-Ups 
concentrates on what is important in financial terms for technology-based and innovation focused 
entrepreneurial businesses. 
 
Featuring a simple yet effective ’Start-Up Financial Control Loop’ and ’Tech Start-Up Tracker,’ Financial 
Management for Technology Start-Ups offers a complete and must-have financial toolkit for launching 
and managing a tech start-up. The book covers all relevant facets of accounting and finance not 
covered by any other publication by using straight-forward language, extensive practical illustrations 
and case studies to demonstrate the financial understanding that has become essential to technology 
and innovation-based start-ups.

Author Information
Alnoor Bhimani is Founding Director of 
LSE Entrepreneurship and Professor of 
Management Accounting at the London 
School of Economics. He is widely published 
and an established speaker to managers and 
business entrepreneurs, as well as scholars 
and accounting practitioners across the globe. 
He currently carries out research on the 
interface between business growth and digital 
technologies, including the Internet of Things, 
blockchain, AI and 3-D printing.
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This book
 « Each chapter is written by a high-profile specialist, in association with the Network of Independent 
Forensic Accountants, bringing the latest industry insights to the topics covered

 « Considers the Forensic Accountant in practice, using case studies throughout from a number of 
different regions and sectors to demonstrate the link between theory and forensic accountancy in 
the professional world

 « Offers comprehensive coverage of all key forensic accounting topics, such as taxation, financial 
analysis and modelling and auditing and reporting while also covering areas of current interest to 
the sector, including financial crime, fraud and cyber crime while sharing expertise on civil disputes 
and litigation and expert witnessing and dispute resolution

 « Online Resources: PowerPoint lecture slides and links to regional updates

Description
A complete guide to Forensic Accounting and Finance, this book is ideal for advanced-level students 
and new or mid-level forensic accounting professionals looking to boost their specialist knowledge as 
part of their CPD, for accountants who wish to build more knowledge in this skills area or advanced 
undergraduates who feel ready to stretch themselves.  
 
Demand for expertise in this field is growing, and Forensic Accounting and Finance offers a 
complete, accessible and affordable guide, combining coverage of principle theory with the real and 
practical needs of the professional. Written by a strong academic and practitioner author team and 
in association with the Network for Independent Forensic Accountants, this book covers all forensic 
accounting topics from forensics as an extension of auditing and the basic principles of forensic 
accounting, to financial analysis and modelling, financial reporting, financial crime, and IT systems.  
 
Forensic Accounting and Finance shares current examples and case studies, highlighting cultural 
differences for key topics with updated regional legislation information available online for those 
looking for a truly global approach which is always up to date. Online supporting resources include 
PowerPoint lecture slides and links to regional updates.

Author Information
Bee-Lean Chew is an experienced member 
of the forensic accounting team at Wilder Coe 
Ltd., a director of the Network of Independent 
Forensic Accountants and a provider of CPD 
training to solicitors and fellow business 
professionals. The author trained with 
Wilder Coe Ltd., becoming partner in 2005. 
A Chartered Accountant, Ms Chew has a 
Law degree from Kent University, a Master’s 
degree in Finance from the University of 
Strathclyde and is an ICAEW-accredited 
Forensic Accountant.
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This book
 « Considers Islamic banking and finance as a multi-level service system, an approach which will 
enable students and professionals of Islamic finance to gain a more in-depth, holistic understanding 
of how the system functions

 « Offers four cutting edge, in depth case studies that clearly demonstrate how the system operates in 
different types of financial systems

 « Is written by Karim Ullah, a key player in Islamic finance in Pakistan, having played a major role in 
setting up the Centre for Excellence in Islamic Finance there

 « Presents a much needed up to date resource for a growing global industry thirsty for new sources 
of knowledge.

Description
WINNER: The HEC Outstanding Research Award 2019 
 
Understanding Islamic Financial Services offers fresh insights on the Islamic financial system. The 
importance of this system cannot be underestimated. Experts expect that it is likely to sustain double 
digit growth globally over the next few years, and demand for professionals in the area has never been 
higher, both in the UK and around the world. 
 
While other texts on the subject look at the basic concepts, principles, contracts and financial products 
used in Islamic banking and finance, Understanding Islamic Financial Services goes one step further 
and provides a new context, identifying four levels on which the Islamic Financial system operates: 
product level, institution level, market level and inter-market level. It considers Islamic banking and 
finance as a multi-level service system, an approach which will enable students and professionals of 
Islamic finance to gain a more in-depth, holistic understanding of how the system functions.  
 
Understanding Islamic Financial Services covers contemporary developments in service science (e.g. 
service theories, service visualization tools and service co-creation concepts) and implications for the 
development and sustainability of Islamic financial services. Examples from practice enliven the text 
and allow the reader to relate the theories and principles discussed to current practice.

Author Information
Karim Ullah is Assistant Professor and Islamic 
Financial Services Co-ordinator, Centre for 
Excellence in Islamic Finance at the Institute 
of Management Sciences. He has taught 
extensively in the areas of Islamic banking 
and finance, business finance and managerial 
finance, amongst others. 
 
Wafi Al-Karaghouli is Senior Lecturer in 
Operations and Project Management, Brunel 
University. He has extensive experience 
within multinational companies and Higher 
Education.
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This book
 « Addresses the needs of the non-specialist compliance professional from a range of industries, 
backgrounds and experience

 « Outlines the different elements of anti-money laundering (AML) practice to support compliance 
professionals at any stage of their career to put effective controls in place in their own organisations

 « Presents readers with the global oversight needed to align activity to a cohesive plan, sharing case 
studies and examples of good and bad practice from around the world

 « Includes the EU 4th Directive, due to come into practice in July 2017; stays up-to-date with current 
regulations

Description
It is estimated that between 2 and 5 per cent of global GDP (over $3 trillion) is laundered by criminals 
around the world every year. Once thought to be a problem which only affected banks and the financial 
services sector, high profile cases, such as the recent leak of the Panama Papers in 2016, have thrust 
the issue into the public arena, and governments around the world are being forced to put robust 
systems and controls in place. Anti-Money Laundering offers a cost-effective self-development tool for 
the busy compliance professional eager to progress their career and in need of an accessible, practical 
and jargon-free introduction to anti-money laundering (AML). 
 
Anti-Money Laundering offers a practical guide to navigate the maze of requirements needed to 
counter money laundering in an organization. This book separates the different elements of AML 
practice, featuring a range of case studies and scenarios highlighting issues and best practices around 
the world. The text demonstrates that it is by foresight and methodology that AML can be mitigated, 
and provides clarity on complex points to better enable readers to gain the expertise they need to 
achieve success in practice.

Author Information
Rose Chapman is the Global Head of 
Compliance for a leading travel commerce 
platform and solutions provider. With over 20 
years of experience working in compliance 
and ethics in global organizations, she is 
accustomed to the demands and challenges 
faced by business professionals and 
compliance teams working in fast-moving, 
culturally diverse and dynamic environments. 
She is a lecturer and training manual writer/
reviewer for the ICA in Post Graduate 
Diplomas and Certificates in Compliance, a 
member of the Institute of Money Laundering 
Prevention Officers Committee, UK, and a 
recognised speaker and expert voice on anti-
money laundering.
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This book
 « Explains how green and sustainable finance principles can be applied in banking, investment and 
insurance

 « Covers risk and regulation in green finance, international market frameworks and standards, and 
the role of a range of financial institutions and markets

 « Explores the range of green finance products and services, including those offered by fintech 
organizations

 « Considers ethics and professionalism, and how the finance sector can mainstream green finance

 « Supports the Chartered Banker Institute’s Green Finance Certificate

Description
Green finance has been growing increasingly mainstream since the Paris Agreement was signed in 
2016 and as the finance sector aims to meet the challenges of climate change and the transition 
to a low-carbon world. Principles and Practice of Green Finance is a comprehensive guide to the 
application of common green and sustainable practices in banking, investment and insurance. 
Focusing on the necessity and development of the global green finance sector, it also includes clear 
explanations of the science underpinning climate change.  
 
This book covers the range of green finance products and services, including green bonds and asset-
backed securities, in retail, commercial and corporate banking, insurance and the fintech industry.  
 
It explains the importance of risk, regulation, international market frameworks and standards, and 
the role of different financial institutions and markets. Consideration is also given to the ethical 
dimensions of green finance and how professionals can promote market integrity. Endorsed by the 
Chartered Banker Institute as the core text for their Green Finance Certificate, Principles and Practice 
of Green Finance is essential reading for finance professionals, students and those working in climate 
science.

Author Information
Simon Thompson is the Chief Executive of 
the Chartered Banker Institute and leads their 
work to shape and implement professional 
standards and professional development 
for bankers. He previously worked for 
the Association of Chartered Certified 
Accountants (ACCA), the International 
Accounting Education Standards Board 
(IAESB) and is a former Vice President of the 
European Bank Training Network. He holds 
an MBA from the University of Edinburgh 
and chairs the Global Education Standards 
Committee recently established by a group of 
leading international banking institutes.
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This book
 « Supports the Chartered Banker Institute’s Personal and Private Banking module requirements and 
helps to prepare for assessment

 « Is written by a banking sector expert with cutting-edge industry perspective, ideal to support 
students of banking in professional training or at undergraduate and postgraduate level

 « Aids work-based learning and professional development with a highly practical and applied 
approach, bringing learning to life with activities to carry out in the workplace as well as case 
studies, further reading recommendations and definitions of key terms throughout

 « Offers thought leadership on retail and digital banking from an expert author with over 39 years of 
experience in the sector, endorsed by the Chartered Banker Institute

 « Online resources: includes a glossary and updates to regulation

Description
Endorsed by the Chartered Banker Institute as core reading for the Personal and Private Banking 
module, Retail and Digital Banking looks at the changes that have occurred, including developments 
in onshore and offshore operations, call centres and the impact of technology and other critical factors 
in retail and digital banking. This book considers the evolution of retail banking services and the 
major role that technology has played in providing quality, cost-effective services to consumers. This 
fascinating text then goes on to offer expert thought leadership on the future of retail banking and 
what this could mean for existing established banks and disruptive new entrants. 
 
Retail and Digital Banking offers readers the opportunity to take a step back and consider the 
evolution of the sector in which they work and the tremendous level of change that has occurred over 
time for all operational activity. Retail and Digital Banking provides support for the Personal and 
Private Banking module assessment and features practical case studies from the banking sector. This 
essential text brings the journey of modern banking to life and considers what the future holds. Online 
supporting resources include a glossary and updates to regulation.

Author Information
John Henderson has over 30 years’ 
experience in the banking sector, having held 
a number of roles for the Bank of Scotland, 
Sainsbury’s Bank, the Royal Bank of Scotland 
(RBS) and NatWest. He began his career 
working in retail branches but has also been 
Regional Training Manager, headed up the 
Treasury Department and other operational 
risk services, managed quality for an 
operational call centre business and also led 
branch design and distribution. His current 
role is with the RBS Group, where he manages 
the offshoring portfolio. The author is a Fellow 
of the Chartered Banker Institute.
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This book
 « Supports the Chartered Banker Institute’s Personal & Private Banking and Commercial Lending 
modules requirements and helps to prepare for assessment

 « Is written by banking sector experts with cutting-edge industry perspective, ideal to support 
students studying banking at undergraduate and postgraduate level

 « Aids work-based learning and professional development with a highly practical and applied 
approach, bringing learning to life with activities to carry out in the workplace as well as case 
studies, further reading recommendations and definitions of key terms throughout

 « Offers thought leadership on relationship management from expert authors with over 50 years of 
combined experience in the sector, endorsed by the Chartered Banker Institute

 « Online resources: includes a glossary and updates to regulation

Description
Endorsed by the Chartered Banker Institute as core reading for the Personal & Private Banking 
and Commercial Lending modules, Relationship Management in Banking supports and develops 
the need to be able to manage key customer relationships. The text considers the nature of 
commercial relationships and help the reader synthesise complex factors in order to develop a robust 
relationship management methodology. It will draw from bona fide case studies and examples that 
can demonstrate key relationship management concepts as well as bring learning to life and share 
examples of customers, good and bad, from a range of different sectors. 
 
Through case studies and providing online updates to regulations, Relationship Management in 
Banking considers how to critically analyze approaches to relationship management used for a 
variety of banking customer types and examine the impact of legislation, regulation, governance and 
technology on banking relationship management and customer acquisition and retention. Online 
supporting resources include a glossary and updates to regulation.

Author Information
Steve Goulding worked for a UK Bank for 
35 years, the majority of which were spent in 
Commercial and Corporate, as a Relationship 
Director. He is now an author, coach and 
mentor for a number of financial services 
personnel, and provides management 
consultancy services for a number of 
businesses. 
 
Richard Abley has operated within the 
banking industry since 1978, fulfilling a 
number of customer-facing and leadership 
roles in business and corporate banking. 
Simultaneously, he has lectured to many 
hundreds of bankers seeking to obtain their 
professional qualifications, and has co-
authored several books on banking.
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This book
 « Supports the Chartered Banker Institute’s Commercial Lending module requirements and helps to 
prepare for assessment

 « Is written by a banking sector expert with cutting-edge industry perspective, ideal to support 
students of banking at undergraduate and postgraduate level

 « Aids work-based learning and professional development with a highly practical and applied 
approach, bringing learning to life with activities to carry out in the workplace as well as case 
studies, further reading recommendations and definitions of key terms throughout

 « Offers additional numeracy support to help readers with practical lending work, such as assessing 
balance sheets and understanding financial reports and documents

 « Offers thought leadership on commercial lending from an expert author with over 30 years of 
experience in the sector, endorsed by the Chartered Banker Institute

 « Online resources: includes a glossary and updates to regulation

Description
Endorsed by the Chartered Banker Institute as core reading for one of the modules leading to the 
Institute’s professional qualifications and chartered status, Commercial Lending supports readers that 
wish to develop their ability to analyze the creditworthiness of a customer and their business in the 
context of the current economic climate, future market and sector expectations. 
 
Commercial Lending uses a series of practical exercises and case studies, and provides the tools 
needed for the reader to understand and appraise a customer’s business strategy. This will then enable 
the reader to provide appropriate funding solutions to meet the commercial needs of customers 
while reflecting the bank’s risk appetite. These tools include: how to assess the performance and 
creditworthiness of a business; how to critically evaluate the robustness of cash flow; and how to 
undertake sensitivity analysis to quantify sustainable debt repayment capacity. This practical text 
will present a critical analysis of financial and non-financial information to help readers identify key 
risks inherent in the customer’s lending proposition. Readers will go on to propose suitable funding 
solutions that mitigate risk and meet the needs of customer and bank. Online supporting resources 
include a glossary and updates to regulation.

Author Information
Adrian Cudby runs his own financial training 
and consulting business based in Leeds, UK. 
His clients range from international financial 
institutions to individuals who require one-
to-one mentoring and coaching. He is a 
professional banker (ACIB) with over thirty 
years’ experience in the industry. He has a 
Master’s Degree in Business Administration 
and holds a Postgraduate Certificate in Higher 
Education. 
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This book
 « Supports the Chartered Banker Institute’s Professionalism and Ethics module requirements and 
helps prepare for assessment

 « Includes case studies, further reading and viewing recommendations, and definitions of key terms 
throughout

 « Analyzes the evolution of the bank’s role in society and examines the impact of legislation, 
regulation and governance on banking operations

 « Offers a range of ethical theories and their applicability to banking and finance

 « Online resources: includes a glossary and information on further sources

Description
Endorsed by the Chartered Banker Institute as core reading for its professional qualifications, Culture, 
Conduct and Ethics in Banking emphasises the importance of professionalism for banks, and explores 
how all staff play a key role in putting customers at the heart of their business. Taking an applied 
approach, it aims to develop the capability of readers to: recognize and contribute towards balanced 
outcomes for consumers and organizations; understand the impact of reputational deficit; and 
understand the personal impact of an individual in the workplace. 
 
From a discussion of the main branches of ethical thinking to an overview of regulation and legislation 
in the UK and internationally, this book covers the theory and practice of conduct and professionalism 
in banking. Chapters contain activities and industry case studies, and further reading and viewing 
suggestions are included to help develop a deeper understanding of the topics covered. With fully 
referenced discussion of conflicts of interest, decision making models, the role of professional bodies, 
corporate governance, conduct risk management and the Global Financial Crisis 2007-08, Culture, 
Conduct and Ethics in Banking is the essential guide for finance professionals.

Author Information
Fred Bell is an experienced career banker 
with extensive risk management leadership 
experience, particularly in operational risk 
management, change management and 
business continuity. Working over 39 years 
in the Royal Bank of Scotland (RBS), his 
experience also includes project management 
and delivery, including the establishment of 
new businesses and business due diligence 
exercises. His senior leadership roles have 
included Head of Operational Risk in the 
RBS Wealth Division, Head of Risk at Tesco 
Personal Finance and Head of the RBS 
Bank of China Risk Programme. The author 
established and ran RBS’s first dedicated 
business continuity function.  
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This book
 « Provides advice for banking and finance professionals on the drivers and challenges of innovation, 
and the possibilities of collaboration and partnerships

 « Explores the emergence of global FinTech hubs, including London, New York, Tel Aviv, Dubai and 
Shanghai, and how their specialisms distinguish them

 « Contains case studies of companies leading in innovation and interviews with innovators, experts 
and academics to capture multiple perspectives

 « Covers current technology trends in banking and finance such as AI, machine learning, blockchain 
and digital identity

 « Outlines the background and building blocks of innovation in financial services and the key factors 
which have shaped the industry such as mobile, cybersecurity and big data

Description
The finance industry is currently going through a digital revolution, with new and developing 
technology transforming the world of banking and financial services beyond recognition. Banks 
and financial institutions worldwide recognise the pressing need to innovate to avoid disruption or 
displacement by highly agile and often smaller FinTech companies. Innovation in Banking and Finance 
is a practical guide for finance professionals to current trends in FinTech, innovation frameworks, the 
challenges of outsourcing or embedding innovation, and how to effectively collaborate with other 
organizations.  
 
Beginning with the history and background of FinTech in financial services, the book provides a 
thorough overview of the global FinTech ecosystem and the drivers behind innovation in technologies, 
business models and distribution channels. Case studies of best practice examples and interviews 
with innovators, experts and academics shine a light on key financial innovation hubs in UK, US, 
Poland, China, Israel and more, and offer advice for institutions looking to choose the right market 
for their needs. Covering genuine innovations in AI, machine learning, blockchain and digital identity, 
Innovation in Banking and Finance offers practical solutions to navigating the complex and multi-
layered finance industry.

Author Information
Helene Panzarino is a former correspondent 
banker and current Managing Director 
of Rainmaking Colab, a global corporate 
consultancy and accelerator. She has created 
commercial engagement programmes for 
the financial services industry, delivers 
a FinTech module for Masters courses at 
University College London and Imperial and 
is an Associate Professor and Contributor for 
the London Institute of Banking and Finance 
(LIBF). 
 
Alessandro Hatami is the founder of 
specialist advisory firm Pacemakers.io, a 
prolific writer on innovation in finance and 
a frequent public speaker. Previously, he 
delivered transformational digital change 
as a business leader at the Lloyds Banking 
Group, PayPoint, PayPal and GE Capital. He 
is a regulated Non-Exec Director, mentor to 
several FinTech start-ups and an investor in 
several early-stage tech companies.

Innovation in 
Banking and Finance
Frameworks to Navigate the Global 
Fintech Ecosystem

Edition: 1
Date: 03/06/2020
Price: £29.99
ISBN Print: 9781789664096
ISBN Ebook: 9781789664102
Pages: 256
Format (mm): 234x156
Product Category: Professional
Subject: Banking



23

Business & Management Skills

Business & Management Skills
Business, Finance, Risk, 
Information Management

Table of Contents

1 Introduction
2 Myth 1 - There is One Right 

Way to Lead or Manage
3 Myth 2 - It’s Tough at the Top
4 Myth 3 - Long Hours Will Lead 

to Success
5 Myth 4 - It’s Important Not to 

Show Vulnerability or Doubt
6 Myth 5 - It’s Lonely at the Top
7 Myth 6 - You Need to be the 

Smartest Person in the Room
8 Myth 7 - Hierarchy is Finished
9 Myth 8 - Consistency is 

Essential
10 Myth 9 - Only Hire People 

Who Will Fit In
11 Myth 10 - Leadership is More 

Important than Management
12 Myth 11 - You Have to Pay Top 

Dollar to Get the Right Person
13 Myth 12 - Annual Appraisals 

Help You Manage Performance
14 Myth 13 - Information Must be 

Controlled and Limited
15 Myth 14 - … but Women Don’t 

Really Want Top Jobs
16 Myth 15 - Leaders are Born 

Not Made
17 Myth 16 - Your First 100 Days 

in a New Job are Make or 
Break

18 Myth 17 - You Have to Know 
Everything that is Going On

19 Myth 18 - Heroic Leaders Can 
Change Entire Organizations 
on their Own

20 Myth 19 - The Boss with the 
Best Strategy Wins

21 Myth 20 - It is Not Possible to 
Work Flexibly in Senior Roles

22 Myth 21 - Pay Must be Kept 
Confidential

23 Myth 22 - Psychology is 
Psychobabble and there’s No 
Need or Place for it

24 Myth 23 - The Robots are 
Coming to Take Your Job

25 Myth 24 - Leadership Must Be 
Transformational

26 Myth 25 - Conformity Leads to 
Success

27 Myth 26 - Feelings are Soft 
and for Losers

28 Myth 27 - Keep Your Distance 
if You Want Respect

29 Myth 28 - Be Yourself -- It’s All 
About Authenticity

30 Myth 29 - Date of Birth is 
Destiny
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Motivated by Money

32 Myth 31 - Fear Works and 
‘Engagement’ is Unnecessary

33 Myth 32 - The Business Case 
Will Always Prove Persuasive

34 Myth 33 - There’s Nothing 
Wrong with the Business, 
there’s just a Few Rotten 
Apples

35 Myth 34 - We Have Woken Up 
to the Problems Caused by 
Prejudice

36 Myth 35 - All the Power 
Resides at the Top

37 Myth 36 - People Will Learn 
if you Explain Things to them 
Clearly

38 Myth 37 - You Must Keep Up 
with all the New Management 
Ideas and Give Them a Try

39 Myth 38 - You’ve Got to Talk 
Like a Real, Serious, Grown-Up 
Business Person. Learn the 
Jargon

40 Myth 39 - You Can’t Manage 
People if You Can’t See Them
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Employees Anyway? Get With 
the Gig Economy

42 Myth 41 - People Hate Change
43 Myth 42 - Big Data Will Fix 

Everything
44 Myth 43 - A Cool Office 

Will Make Everybody More 
Creative

45 Myth 44 - There are Only 44 
Things to Get Wrong

This book
 « Explores over 40 of the most pervasive myths that all managers and aspiring managers should be 
able to recognize and relate to, from the entertaining to the downright damaging

 « Draws on extensive and compelling research in management, organizational psychology and 
organizational behaviour which includes interviews with the likes of Charles Handy, Eve Poole, 
Henry Mintzberg, Tom Peters, Hermina Ibarra and Laura Empson

 « Includes real-world business examples from a diverse range of global companies to provide 
authentic insights into myths in practice and how to overcome them

 « Is written by Professor Sir Cary Cooper (President of the CIPD and Professor of Organizational 
Psychology and Health at Manchester Business School) and Stefan Stern (prominent journalist at 
The FT, The Guardian, The International Business Times and Director of the High Pay Centre)

 « Tackles fascinating myths about management such as: working long hours will lead to success, only 
hire people who ’fit in’, it’s lonely at the top and hierarchy is finished

Description
Is it really true that working longer hours makes you more successful? Do you really need to hide 
your emotions in order to gain respect as a manager? Does higher pay really always lead to higher 
performance?  
 
The world of management is blighted by fads, fiction and falsehoods. In Myths of Management, 
Cary Cooper and Stefan Stern take you on an entertaining journey through the most famous myths 
surrounding the much-written about topic of management. They debunk false assumptions, inject 
truth into over-simplifications and tackle damaging habits head-on. Fascinating insights from 
psychology, leadership theory and organizational behaviour provide you with a compelling and 
practical guide to avoid falling into the trap of cliché, misinformation and prejudice. This engaging read 
offers you authentic insights into the reality of work, drawn from extensive research and real-world 
business examples, to give you the essential knowledge you need to become a better manager.  
 
Whether cheesy, naïve or even destructive, management myths could be holding you back and 
stifling your team’s potential. Myths of Management is the guide you need to become an enlightened 
manager.

Author Information
Stefan Stern writes for the Guardian and the 
FT, where he was the management columnist 
between 2006 and 2010. He is visiting 
professor in management practice at Cass 
Business School and is Director of the High 
Pay Centre. 
 
Sir Cary Cooper CBE is the 50th Anniversary 
Professor of Organizational Psychology and 
Health at the Alliance Manchester Business 
School, University of Manchester. He is 
President of the CIPD, President of the British 
Academy of Management and Editor-in-
Chief of the Blackwell/Wiley Encyclopedia of 
Management.
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This book
 « Provides a thorough understanding of the key economic concepts and their applications in business

 « Explains the crucial importance of the financial system to individual business and the 
macroeconomy

 « Gives managers and executives the economic understanding they need to make important business 
decisions

 « Includes international content, adding to the reader’s understanding of global financial markets of 
key importance in today’s world

 « Online Resources: bonus chapters on shareholders, trading blocs and skills groupings, a glossary, 
history of economics and an instructor’s manual

Description
Economics for Business enables the reader to develop a clear understanding of the economic 
environment in which business takes place. This comprehensive book covers: the process of 
globalization and its implications for business; the role of the market and supply and demand; 
the impact of demand on branding and brand loyalty; and pricing strategies under various market 
structures. 
 
With specific business content integrated throughout and a global perspective on the current world of 
business, taking into account the financial crisis and its aftermath, Economics for Business is a useful 
introduction to economics for business students, a streamlined and comprehensive alternative to large 
undergraduate economics textbooks, and a valuable resource for managers and executives who need 
to understand the basics of economic concepts to grow their business. 
 
Online supporting resources for this book include bonus chapters on shareholders, trading blocs and 
skills groupings, a glossary, history of economics and an instructor’s manual.

Author Information
Ivan K. Cohen is Associate Professor in 
Finance and Economics at Richmond Business 
School, the American International University 
in London. With many years of teaching 
experience across a wide range of Economics 
and Finance modules, and having taught on 
both sides of the Atlantic, he is able to offer 
a unique global approach to the study of 
economics.

Economics for 
Business
A Guide to Decision Making in a 
Complex Global Macroeconomy

Edition: 1
Date: 03/11/2015
Price: £29.99
ISBN Print: 9780749470197
ISBN Ebook: 9780749470203
Pages: 360
Format (mm): 240x170
Product Category: Textbook
Subject: Business & Management 
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This book
 « Provides detailed guidance through each stage of an HRM business project as well as collecting and 
interpreting both qualitative and quantitative data

 « New to this edition: international case studies, increased discussion of methodological issues, best 
practice sample literature reviews and real-life examples

 « Online resources: instructor’s manual, lecture slides, reflective questions, annotated web links and 
further reading

Description
Research Methods in Human Resource Management is a key resource for anyone undertaking a 
research report or dissertation. It covers the planning and execution of HRM research projects, from 
investigating and researching HR issues to designing and implementing research and then evaluating 
and reviewing the results.  
 
Filled with international examples to provide a global perspective, this fully updated 4th edition of 
Research Methods in Human Resource Management balances theoretical frameworks and practical 
guidance. Fully updated throughout, this edition now includes increased discussion of methodological 
issues, more real-life examples and international case studies and best practice sample literature 
reviews and write-ups. ’Review and Reflect’ sections at the end of each chapter help to consolidate 
learning and explain how it can aid professional development. This book is fully mapped to the CIPD 
Level 7 Advanced module on Investigating a Business Issue from an HR Perspective, and multiple-
choice questions and a glossary of terms help students understand the key concepts and use the 
terminology confidently. Online supporting resources for lecturers include an instructor’s manual and 
lecture slides and there are annotated web links, further reading and new reflective questions for 
students.

Author Information
Dr. Valerie Anderson, Chartered MCIPD, 
is Principal Lecturer in HRM at Portsmouth 
University Business School. She gained 
extensive HRM and HRD management and 
consultancy experience in a range of different 
public and private sector organizations before 
moving to a career in higher education. 
 
Dr. Rita Fontinha is a Lecturer in Strategic 
and International Human Resources 
Management at Henley Business School, 
University of Reading, UK. 
 
Dr. Fiona Robson is Deputy Director of 
Roehampton Business School. Prior to this, 
Robson was a Principal Lecturer in HRM and 
International Champion for Business and 
Management at Newcastle Business School.

Research Methods 
in Human Resource 
Management
Investigating a Business Issue
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Price: £46.99
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This book
 « Provides a clear, step-by-step narrative that links the student’s research to their aims of getting into 
their preferred organizations

 « Makes students comfortable and confident in selecting research methods to learn about 
organizations

 « Helps students to develop strong arguments and convincing stories that will convince examiners of 
their knowledge

Description
Knowledge of business research is necessary for any business student, as all postgraduate business 
programmes and business-related disciplines require it. Business Research is a groundbreaking book 
for student researchers who need to conceive, conduct and complete a new research project for the 
first time. It concentrates on the business organization and gives invaluable practical advice on going 
out into the field and conducting interviews, researching problems and learning about organizations. 
Through its conversational, accessible style and its adoption of a student’s perspective, this book will 
make the process of learning about research enjoyable and the resulting research project outstanding. 
 
Business Research is essential reading for students who are studying for one or more modules in 
research methods for a postgraduate qualification in business and management; students who have 
a methodological component to one of their modules (eg a module in organizational behaviour); and 
students who have to conduct an investigation in a business and management field, for a dissertation 
or project report, and need guidance and assistance on how to approach, conduct and report every 
aspect of their project.

Author Information
Wilson Ng leads and delivers business 
research methods modules for undergraduate 
and postgraduate students at the University 
of Roehampton. He is a Visiting Professor at 
two European universities: UNICA (Università 
degli studi di Cagliari) in Italy and BEM 
(Bordeaux Management School) in France. 
Prior to his academic career, Wilson was a 
senior investment banker with NM Rothschild 
in London and Singapore. 
 
Elayne Coakes has taught business research 
methods at the University of Westminster 
for many years. Her consultancy experience 
in large and small enterprises has provided 
Elayne with extensive applied business 
experience.

Business Research
Enjoy Creating, Developing and 
Writing Your Business Project

Edition: 1
Date: 03/11/2013
Price: £24.99
ISBN Print: 9780749468958
ISBN Ebook: 9780749468965
Pages: 232
Format (mm): 234x156
Product Category: Textbook
Subject: Business Research
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This book
 « Enables readers and students to translate statistical data into comprehensive information

 « Supports readers at all levels of knowledge and experience through a two-level approach with ’The 
essentials’ and ’Tell me more’ sections

 « Encourages active distance and independent learners through case studies and simple explanations

Description
Practical Statistics is an introduction and reference guide for those studying business and 
management at postgraduate level, MBA students and professionals. It gives the reader a solid 
understanding of statistics without being too simple or mind-numbingly complex. It turns statistics, 
often perceived as being difficult and pointless, into something approachable and sensible. 
 
John Buglear emphasizes the importance of working back from results rather than working out results. 
He starts the book with basic concepts that get increasingly more complex, from simple diagrams 
to multivariate methods, as well as using simple metaphors to aid understanding. The book has a 
two-level approach, with sections headed ’The essentials’ and ’Tell me more’ to support learning at all 
levels.  
 
A rare book on business statistics that students and professionals can really understand, Practical 
Statistics supports active learning with use of applications and case studies, invaluable online learning 
materials and fully worked solutions to questions in the review section.

Author Information
John Buglear is Head of the Division of 
Management at Nottingham Business 
School. He teaches quantitative methods 
and basic accounting on undergraduate and 
postgraduate programmes. He has lectured in 
statistics, operational research and research 
methods on postgraduate international 
programmes: Azerbaijan (in collaboration 
with BP Exploration); the Czech Republic (in 
collaboration with PricewaterhouseCoopers) 
and Uzbekistan.
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This book
 « Helps students apply research methods to their own projects

 « Presents complex principles in a user-friendly way

 « Online resources: instructor’s manual with additional activities and supporting handouts, lecture 
slides, figures and tables from the text and web links, templates, quizzes, activities, examples of 
practice and sample questionnaire results for students

Description
Organizations need research, and managers have to be able to commission, judge and use others’ 
research as well as conduct research themselves to inform business decisions. Business Research 
Methods helps you understand the challenges of carrying out worthwhile research into significant 
issues and develop a wide range of research-related professional skills. Guiding you through the 
process of selecting, carrying out and reporting on a successful research project, it breaks down the 
research process, from exploring the literature and crafting a research proposal to practical research 
management and addressing the transferable skills of project management and communication. 
 
Business Research Methods places research firmly in the real world, exploring why research is 
done and how to ensure that projects are meaningful for organizations. Examples and case studies, 
including examples of students’ projects, give learners with little or no work experience a meaningful 
context in which to relate their own projects. Online supporting resources for lecturers include an 
instructor’s manual with additional activities and supporting handouts, lecture slides and figures and 
tables from the text. Resources for students include web links, templates, quizzes, activities, examples 
of practice and sample questionnaire results for students.

Author Information
Sheila Cameron is a senior lecturer at the 
Open University Business School (OUBS), UK. 
 
Deborah Price is a lecturer in Management at 
the Open University Business School (OUBS), 
UK.
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This book
 « Improves managers’ analytical skills and ability to recognise and manage projects

 « Supports independent and distance learners with online resources, activities and exercises similar 
to those on MBA courses

 « Fits into a range of business courses including MBAs and executive education schemes, allowing 
students to apply their practical experience in the workplace to their studies

 « Encourages managers’ understanding of specific contextual challenges that are increasingly 
common in the contemporary world of projects

 « Online resources: lecture slides and instructor’s manual

Description
Understanding Project Management takes an applied approach to the study of project management, 
carefully balancing reflective practice and methodology necessary for successful deployment of tools 
and techniques in the real world. Including plenty of practical examples as well as contemporary real-
world case studies, it takes a unique approach to the study of project management with an emphasis 
on international aspects and dilemmas that are increasingly common in the contemporary world. 
With a host of features to encourage reflection and reinforce learning, it is the ideal complement for 
independent or classroom study on a range of business courses. 
 
Understanding Project Management helps managers understand project management, develop 
perspectives in application, and, through reflection, enables them to develop a project management 
capability, at an individual, organization or project level. The content throughout is guided by practice, 
making this an essential read for anyone wishing to make a success of the project management role. 
Online supporting resources include lecture slides and an instructor’s manual.

Author Information
Gary Straw has delivered project 
management modules on MBA and Master’s 
and management development schemes 
for business schools in the UK and Eastern 
Europe, including Aberystwyth School of 
Management and Business, The Management 
Centre at Bangor University and Kingston 
Business School. He has also delivered ILM 
and CMI project management courses. His 
professional experience and insights into 
project management have developed through 
working within a number of private- and 
public-sector organizations, delivering 
projects in a range of market sectors.
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This book
 « Provides a complete, jargon-free introduction to the principles and practices of project 
management, along with practical tools and checklists to use in real life

 « Is part of the bestselling Creating Success series, which has sold over one million copies and contains 
practical advice on essential and value-adding work skills to help you develop your career

 « Features practical, exercises, templates tools and checklists to use in real life

Description
Are you overwhelmed by project management jargon? Interested in developing a project management 
career, but bewildered by the plethora of costly courses and qualifications? Then this is the book for 
you. How to Manage Projects explains the fundamentals of this essential skill in a clear, practical and 
accessible way, making it the perfect introduction to managing better projects in your current role, or 
even that first step to developing a professional career as a project manager. 
 
Brand new for 2019, the latest addition to Kogan Page’s bestselling Creating Success series features 
practical exercises and top tips, and takes you through successfully and confidently managing a project 
from conception to completion. Essential reading for anyone who wants to manage their own projects 
well without all the unnecessary jargon, How to Manage Projects makes this vital skill easily accessible 
with one handy, easy-to-use book. 
 
The Creating Success series of books... 
 
Unlock vital skills, power up your performance and get ahead with the bestselling Creating Success 
series. Written by experts for new and aspiring managers and leaders, this million-selling collection of 
accessible and empowering guides will get you up to speed in no time. Packed with clever thinking, 
smart advice and the kind of winning techniques that really get results, you’ll make fast progress, 
quickly reach your goals and create lasting success in your career.

Author Information
Paul J Fielding (Ph.D.) is a business 
consultant specializing in developing project 
management systems, business operations, 
and quality systems for his clients. He has 
received international awards and recognition 
(including the Deming Award), and has 
worked across many industries, technologies, 
and cultures, from large institutions to 
startups and nonprofits. He has developed a 
worldwide reputation for developing quality 
project management systems, international 
business operations, creating game-changing 
process innovations, and quality improvement 
processes. He currently operates out of 
Portland, ME; Dallas, TX; and NYC.
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This book
 « Explains how to generate results for the project and client while being recognized in the process

 « Explores how leaders can foster collaboration, gain buy-in from stakeholders, and motivate a team

 « Includes interviews from dozens of leading experts from a variety of organizations, including 
Expedia, British Gas, Standard Bank, Verizon Enterprise Solutions, and the UK Government

 « New to this edition: more interviews with successful project leaders and new coverage of 
topics such as overcoming dysfunctional team behaviour, facilitation and conflict resolution, and 
collaborative planning

Description
Projects and work environments are becoming increasingly complex, with more stakeholders, 
dispersed teams and an unprecedented rate of technological change. In order to adapt to this 
complexity and find new opportunities to innovate and build a high performing team, project 
managers must shift their mindset to one of project leadership. The Power of Project Leadership 
explains how to generate positive results for projects and clients while growing as a leader and 
empowering the team to fully contribute.  
 
Now in its second edition, The Power of Project Leadership contains new interviews with successful 
project leaders and discusses current topics such as the psychology behind high performing teams, 
coaching, facilitation and conflict resolution, collaborative planning and risk management. It outlines 
the capabilities, attitudes and behaviours needed to become a confident, driven and focused project 
leader, including leading with vision, continuously improving, empowering teams, building trust with 
stakeholders, and using powerful techniques. With examples of the most fundamental causes of 
project failure and how to avoid them, The Power of Project Leadership shows how to inspire teams, 
add real value and deliver outstanding projects.

Author Information
Susanne Madsen is an internationally 
recognized project leadership coach, trainer 
and consultant. Prior to setting up her own 
business, she worked for almost 20 years 
in the corporate sector leading high-profile 
programmes for major global corporations. 
She is a fully qualified corporate and executive 
coach accredited by DISC, and a regular 
contributor to the Association for Project 
Management (APM). She is a frequent speaker 
at organizations and leading business schools 
and is also the co-founder of The Project 
Leadership Institute, which is dedicated to 
building authentic project leaders.
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This book
 « Explores common problems which occur when conducting business analysis and how to handle 
them

 « Covers industry standard tools, techniques and methodologies, and explains which situations to use 
them in

 « Includes standard templates of key documents such as the business requirements document, the 
functional requirements document, the options paper and the business solution document

 « Offers advice on how to engage stakeholders, communicate effectively and handle conflict

Description
The business analyst role can cover a wide range of responsibilities, including the elicitation 
and documenting of business requirements, upfront strategic work, design and implementation 
phases. Typical difficulties faced by analysts include stakeholders who disagree or don’t know their 
requirements, handling estimates and project deadlines that conflict, and what to do if all the 
requirements are top priority. The Business Analysis Handbook offers practical solutions to these and 
other common problems which arise when uncovering requirements or conducting business analysis. 
 
Getting requirements right is difficult; this book offers guidance on delivering the right project results, 
avoiding extra cost and work, and increasing the benefits to the organization. The Business Analysis 
Handbook provides an understanding of the analyst role and the soft skills required, and outlines 
industry standard tools and techniques with guidelines on their use to suit the most appropriate 
situations. Covering numerous techniques such as Business Process Model and Notation (BPMN), use 
cases and user stories, this essential guide also includes standard templates to save time and ensure 
nothing important is missed.

Author Information
Helen Winter has over 20 years’ Business 
Analysis experience, having worked as a 
consultant on large-scale transformation 
programmes within the financial services, 
regulation, insurance and utilities sectors. She 
has the BCS International Diploma in Business 
Analysis and is a BCS certified Chartered 
IT Professional. She is an active volunteer 
for IIBA (International Institute of Business 
Analysis) and the founder of Business 
Bullet, an online magazine promoting 
business analysis and providing guidance for 
professionals.
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This book
 « Gives readers the knowledge and confidence to make sound ethical decisions in all business 
activities

 « Provides easily implementable practical guidance in the form of decision-making trees and a model 
organizational ethics code

 « Features detailed analysis of international ethical issues such as the conflict between Sharia law and 
Western principles

 « Supports the student market with case studies and worked examples of dilemma-solving

 « Online Resources: Instructor’s manual, lecture slides and appendices

Description
Corporate social responsibility, sustainability and acting ethically are all accepted business aims, but 
their meaning and implementation in a global context is far less clear-cut. Global Business Ethics cuts 
through the confusion to provide a coherent basis for ethical decision-making within the complications 
of the international business landscape.  
 
Underpinned by theory and including worked-through examples of ethical dilemmas and their 
solutions, this textbook will guide the reader beyond theory to real-world business decisions. Practical 
tools such as decision trees and suggested principles to apply in dilemma situations give readers 
the skills and confidence to tackle the ethical challenges they face. Global Business Ethics offers 
a unique working code of ethics provided as a model with guidance to readers for adaptation and 
implementation. Case studies include: Walmart, Hershey’s, Citibank, Ford, Nike, Johnson & Johnson, 
Harley-Davidson, The Body Shop and Procter and Gamble. 
 
A chapter on the legal aspects of ethics provides guidance on the complex relationship between law 
and ethics in international business. The final part takes an in-depth look at the practical application of 
ethics in business life. Covering all the major theories of ethics, including an examination of the role 
of quantification of ethics, Global Business Ethics demonstrates how their principles can be applied to 
inform better business decisions. 
 
Online supporting resources for this book include instructor’s manual, lecture slides and appendices.

Author Information
Ronald D Francis is Professor Emeritus in 
Ethics and Governance at Victoria University, 
Melbourne. His experiences in ethics extends 
over decades, and includes a period as 
Chairman of a national ethics committee, and 
as a member of a psychologists’ registration 
board, as well as ten years on a research 
ethics committee. As a consultant, he has 
worked with corporations and universities 
to develop ethics codes and deliver practical 
business ethics training.  
 
Guy Murfey is a psychologist and lawyer, 
recently retired as the National Practice 
manager of the Australian Tax Office’s 
(ATO) Legal Services Branch, where he was 
responsible for the day to day running of 
litigation, ensuring that the highest ethical 
standards of practice were adhered to.
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This book
 « Demonstrates the realities of balancing social responsibility with modern business practice

 « Takes a practical approach to a complex topic

 « Includes private and public sector examples

Description
The rise of corporate social responsibility (CSR) is creating a paradigm shift in contemporary corporate 
culture and organizational behaviour with shareholder and stakeholder activism on the rise as 
international banking crises and global corporate scandals dominate the headlines.  
 
Through accountability and transparency, fiduciary capitalism is being challenged to tie sustainability 
and corporate conscience to the bottom line. With the emergence of impact investing, social 
responsibility and ethics in corporate governance is becoming essential to long-term success in the 
new global marketplace. Corporations need to demonstrate that ethical, environmentally conscious 
business practices and profit are no longer mutually exclusive. 
 
Justine Simpson and John R. Taylor’s Corporate Governance Ethics and CSR gives the reader a 
comprehensive guide to today’s requirements for governance and reporting that organizations must 
adopt to successfully strike a balance between financial gain and socially responsible, green business 
practices that enhance the greater good. Employing current examples (Walmart, Goldman Sachs, 
Citigroup) and case studies in both the public and private sectors, Simpson and Taylor have compiled a 
thorough and fascinating roadmap, including historical context, for anyone seeking to understand the 
complex workings of the international corporate economy that affects us all. This book is perfect for 
students of, and those wishing to participate in, this revolutionary wave sweeping our planet.

Author Information
John Taylor is a Senior Lecturer in accounting 
and auditing at Leeds Metropolitan University. 
He has substantial experience of working as 
an accountant in the audit profession and was 
formerly financial director of a company in 
the clothing industry. 
 
Justine Simpson is a Principal Lecturer 
in Accountancy Financial Services at 
Leeds Met. She teaches professional 
accounting qualifications (CIMA, CIPFA, 
ACCA) and management accountancy, 
project management, forensic accounting 
and financial management modules on 
BA Accounting Finance degree and MSc 
Accounting.
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This book
 « Discusses compliance in broader terms than other books in the market, considering social, 
psychological, global and cultural factors in order to better understand how to collaborate, 
communicate and engage others in the organization

 « Provides precision, but also allows non-specialist readers to access the information provided, 
including expertise on the typical traps to be aware of, policy and process and how to develop an 
ethics and compliance strategy

 « Provides an ideal self-development toolkit that readers can access on a day-to-day basis, offering a 
clear, simple route to quickly find and apply expertise

 « Gives professionals clear guidance to key issues, using accessible language and cutting through 
jargon to define ethics and compliance and offer practical advice and ideas

 « Uses storytelling and scenarios to help readers apply theory to real-life situations, bringing issues to 
life in the human, social and political contexts relevant to the workplace

Description
Across the world organizations continue to be damaged and brought down by systemic non-
compliance or the misdeeds of a few, and newspapers abound with examples of corporate and 
NGO scandals and crimes. This despite the increasing ethical demands stakeholders are making of 
business, the exposing power of social media, the proliferating requirements of compliance laws 
and regulations, and the burgeoning numbers of policies, procedures and compliance officers which 
have been put in place in response. So what’s going on? Why isn’t compliance working? The Business 
Guide to Effective Compliance and Ethics examines how rules-based, tick-box, defensible compliance 
continues to fail, and lays out a new approach for organizations seeking to flourish and succeed. 
 
Written for any organization and businesses large and small, it provides clear, thorough and practical 
guidance for practitioners and decision-makers. It explains in layman’s terms the skills, tools and 
mindset needed to develop and deliver a best practice compliance and ethics programme - one that 
meets the requirements made by law, stakeholders and society, and protects your organization from 
risk of fines, penalties and reputational damage. But this is also a book for all those interested in how 
to build employee engagement and motivation. The Business Guide to Effective Compliance and Ethics 
demonstrates the value - including competitive advantage, career satisfaction, employee and customer 
loyalty, and brand enhancement - that a truly effective compliance and ethics programme can bring 
when it is working hand in hand with a values-based culture of shared ownership.

Author Information
Andrew Hayward is a lawyer with more than 
a dozen years’ experience of compliance roles 
in three sectors. Having previously worked 
for AstraZeneca and Balfour Beatty, he is now 
Head of Compliance and Ethics at Subsea 7, 
an engineering, construction and services 
contractor to the offshore energy industry. 
He also worked with the British Standards 
Institute on the development of the first anti-
bribery standard (BS10500) and was part of 
the UK delegation on the development of the 
International Anti-Bribery Standard (BS ISO 
37001: 2016). 
 
Tony Osborn is an award-winning writer, 
creative consultant and content developer. 
He has worked with leading corporations 
around the world to help them find and tell 
their stories and connect with stakeholders, 
and has also worked extensively in broadcast 
media and for major public events. He helped 
to shape and write Serco’s online and printed 
Code of Conduct, and, with Andrew Hayward, 
the award-winning Balfour Beatty Code of 
Conduct.
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This book
 « Highlights the added value to organizations of incorporating triple P (People, Planet and Profits) 
considerations into investment decisions

 « Features case studies from private and public sector, not-for-profit and social enterprise 
organizations who have benefited from this approach including the Ellen MacArthur Foundation

 « Includes access to a ready-made business simulator tool for evaluating investment decisions

Description
Until recently, profit has been the driving force for most business decisions. However, business leaders 
must now look more widely at their actions to assess the impact of these on people both inside and 
outside the organization as well as the environment. Responsible Business provides a seven step 
framework that eliminates internal bias and can be used to make decisions that increase profits, 
benefit staff and protect the environment as a whole. This means that personal values, ethics and 
morals can be aligned with business goals and overall company strategy. 
 
Responsible Business will enable business leaders to answer questions including: What values should 
be attached to financial and non-financial aspects of business decisions? How can these values be 
translated into concrete manageable actions? Which decisions best suit the strategic goals of the 
organization? Readers will have access to the business simulator tool which removes the complexity, 
ambiguity and stress of business decisions to allow leaders to manage the competing priorities in their 
organization and confidently make the best investment decisions for their business. With diverse case 
studies from organizations who have benefited from this approach, this book is essential reading for 
everyone needing to evaluate their investment decisions.

Author Information
Annemieke Roobeek is Professor of Strategy 
and Transformation Management at Nyenrode 
Business Universiteit (Netherlands). She 
was previously Professor of Technology and 
Economics at Nyenrode and Professor of 
Complex Issues in strategy and policy at the 
University of Amsterdam.  
 
Jacques de Swart is Professor of Applied 
Mathematics at Nyenrode Business University 
and partner within PwC, where he is 
responsible for the Data Analytics Group.  
 
Myrthe van der Plas is a GARP certified 
Financial Risk Manager. She works within the 
Data Analytics Group of PwC and also teaches 
courses on Strategic Decision Making at 
several universities.

Responsible Business
Making Strategic Decisions to Benefit 
People, the Planet and Profits

Edition: 1
Date: 03/06/2018
Price: £29.99
ISBN Print: 9780749480608
ISBN Ebook: 9780749480615
Pages: 280
Format (mm): 234x156
Product Category: Professional/Reading List
Subject: Corporate Governance, 

Ethics & CSR



37 Corporate Governance, Ethics & CSR
Business, Finance, Risk, 
Information Management

Table of Contents

1 ’Are We Still the Good Guys?’ - 
Introducing Ethics in Business

2 Normative Ethical Theory
3 Ethical Decision Making
4 Whose Responsibility? The 

Ethical Environment
5 Leadership and Governance
6 Character, Culture, and Code: 

Managing Ethics
7 The Workplace of the 21st 

Century
8 Business, Management and 

Professions
9 Consumers
10 Supply Chain and Competition
11 Social Responsibility
12 Business and Government
13 Global Ethics
14 Environmental Sustainability

This book
 « Provides guidance on ethics relating to consumers, the supply chain, competition and the 
environment as well as workplace ethics

 « Includes examples from small and medium-sized businesses as well as multi-national corporations 
including Barcelona FC, BP, Nestle, Tesco, Nike, The Body Shop, Google and John Lewis

 « Online resources: PowerPoint slides for every chapter, lecturer’s guides including advice on in-
chapter questions and student guide with practical tools for reflective learning

Description
Business Ethics in Practice is essential reading for all undergraduate, postgraduate and MBA students 
looking to ensure they act responsibly and make the right decisions when faced with ethical dilemmas. 
Covering the impact of character and culture on managing ethics, leadership, governance and social 
responsibility, this book goes beyond ethical theory to show ethical considerations and challenges in 
practice. 
 
With examples from both small businesses and large multinational corporates such as Google, BP and 
Nestle, Business Ethics in Practice shows how ethics must be considered by everyone in every sector, 
in a business of any size. With coverage of ethics in relation to staff, consumers, the supply chain, 
competitors and the environment, this book will ensure that students can think ethically and make 
effective ethical decisions. Supported by online resources including powerpoint slides and a guide for 
lecturers as well as practical tips for students, this book will help anyone studying business ethics in 
both their professional and personal development.

Author Information
Simon Robinson is Professor of Applied & 
Professional Ethics at Leeds Metropolitan 
University, UK 
 
Paul Dowson is a Senior Lecturer at the 
School of Applied Global Ethics at Leeds 
Metropolitan University, UK
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This book
 « Is written specifically for business and management courses, focusing on issues such as how 
knowledge management can be integrated with the business decision making process

 « Covers the most advanced IT and information systems technologies and cutting-edge research on 
topics such as boundary spanning

 « Includes real world case studies, role play scenarios, and “think back” and “critique discussion” 
questions to encourage reflective learning and critical thinking

 « Takes an international approach to knowledge management, for example comparing models from 
USA, UK and Japan

 « Online resources: PowerPoint lecture slides and exercise questions for students

Description
As knowledge economies become increasingly important around the world, it is essential that 
organizations are able to transform their knowledge into a competitive advantage. This textbook offers 
an interdisciplinary approach to knowledge management written specifically for postgraduate students 
in business and management schools. Knowledge Management presents classic and advanced 
concepts, models and frameworks using a clear logical structure, which covers building knowledge 
competence, the knowledge lifecycle, and integration of knowledge management with business 
decision making. An overall framework illustrates links between chapters and ensures readers can gain 
a body of actionable knowledge rather than learning isolated, uncontextualized topics. 
 
Based on cutting-edge research findings and covering the most advanced IT and IS technologies, this 
book emphasises the need for knowledge management to span boundaries across organizations, 
supply chains and partnerships, rather than being limited to individual learning and sharing within 
businesses. Knowledge Management is international in scope and includes real world case studies 
and role play scenarios to show how theories are applied in practice, and “think back” and “critique 
discussion” questions to encourage reflective learning and critical thinking. This indispensable text 
provides a dynamic picture of the evolution of knowledge management and demonstrates its full 
potential to enable better business decisions. Accompanying online resources include PowerPoint 
slides for lecturers and exercise questions for students.

Author Information
Shaofeng Liu is Professor of Operations 
Management and Decision Making at 
Plymouth Business School, University of 
Plymouth, UK. She teaches a Knowledge 
Management module every year to 
postgraduate students across several courses 
in the Faculty of Business. She is Senior 
Editor for Cogent Business & Management and 
Associate Editor for the International Journal 
of Decision Support System Technology and 
has published over 150 research papers in 
peer-reviewed books, journals and conference 
proceedings.
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This book
 « Guides the reader through the essential steps of aligning knowledge management with 
organizational priorities to deliver long-term benefits

 « Covers best practice requirements from the first internationally recognised standard for knowledge 
management, ISO 30401: 2018

 « Provides practical checklists, guidelines and process templates to help with implementation

 « Includes case studies from a variety of organizations, such as Mars, Huawei and the Singapore 
Youth Olympics

 « New to this edition: clear guidance on ISO 30401: 2018, new content on the impact of AI and 
data analytics, and updated case studies

Description
The way an organization manages and disseminates its knowledge is key to informed business 
decision-making, effectiveness and competitive edge. The Knowledge Manager’s Handbook takes you 
step by step through the processes needed to define and embed an effective knowledge management 
framework within an organization. 
 
This second edition now includes clear guidance on the best practice requirements from the first 
ever internationally recognised standard for knowledge management, ISO 30401: 2018, as 
well as content on the impact of AI and data analytics. Nick Milton and Patrick Lambe work through 
each stage of creating and implementing a knowledge management framework for an organization’s 
specific needs, based around the four essential aspects of knowledge management: people, processes, 
technologies and governance. With updated international case studies from organizations of all sizes 
and sectors, along with user-friendly templates and checklists to help implement effective knowledge 
management procedures, The Knowledge Manager’s Handbook is the end-to-end guide to making a 
sustainable change in the knowledge management culture.

Author Information
Dr Nick Milton is a director and co-founder 
of Knoco Ltd, an international knowledge 
management consultancy. He previously 
worked at BP, coordinating the BP Knowledge 
Management Community of Practice, and 
was a member of the working group for the 
development of ISO 30401: 2018. 
 
Patrick Lambe is a founding partner of Straits 
Knowledge, a global consulting and research 
firm specializing in knowledge, learning 
and innovation. He is a Visiting Professor 
in knowledge management at Bangkok 
University, President of the International 
Society for Knowledge Development 
Singapore chapter and an editorial board 
member of the Journal of Knowledge 
Management.
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This book
 « Is the first book of its kind written for information managers and data scientists

 « Is written by internationally regarded experts in information governance, data privacy and 
information ethics

 « Provides a detailed framework with practical tools and techniques for implementing an ethical 
information management strategy

 « Includes well-researched, road-tested material that the authors use in their training

Description
Information and how we manage, process and govern it is becoming increasingly important as 
organizations ride the wave of the big data revolution. Ethical Data and Information Management 
offers a practical guide for people in organizations who are tasked with implementing information 
management projects. It sets out, in a clear and structured way, the fundamentals of ethics, and 
provides practical and pragmatic methods for organizations to embed ethical principles and practices 
into their management and governance of information.  
 
Written by global experts in the field, Ethical Data and Information Management is an important 
book addressing a topic high on the information management agenda. Key coverage includes how to 
build ethical checks and balances into data governance decision making; using quality management 
methods to assess and evaluate the ethical nature of processing during design; change methods to 
communicate ethical values; how to avoid common problems that affect ethical action; and how to 
make the business case for ethical behaviours.

Author Information
Katherine O’Keefe is a Data Governance 
and Data Protection Consultant and Trainer 
at Castlebridge Associates, Dublin. She also 
delivers Data Ethics training for the Data 
Protection Certificate Data Round Table for 
the Law Society of Ireland. 
 
Daragh O Brien is a Data Governance, Data 
Quality and Data Privacy Consultant and 
Trainer. He is Managing Director and Lead 
Consultant at Castlebridge Associates. He is 
also an adjunct faculty member at the Law 
Society of Ireland Diploma School.
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This book
 « Advises on the development and implementation of an information security management system 
that will meet the ISO 27001 specification

 « Outlines IT governance best practice for international organizations of all sizes and across sectors

 « New to this edition: changes in global regulation (including GDPR) and updates to standards in 
the ISO/IEC 27000 family, BS 7799-3: 2017 (information security risk management) and the latest 
standards on auditing

 « Covers topics such as risk assessment, asset management, controls, security, supplier relationships 
and compliance

Description
Faced with the compliance requirements of increasingly punitive information- and privacy-related 
regulation, as well as the proliferation of complex threats to information security, there is an urgent 
need for organizations to adopt IT governance best practice. IT Governance is a key international 
resource for managers in organizations of all sizes and across industries, and deals with the strategic 
and operational aspects of information security.  
 
Now in its seventh edition, the bestselling IT Governance provides guidance for companies looking to 
protect and enhance their information security management systems (ISMS) and protect themselves 
against cyber threats. The new edition covers changes in global regulation, particularly GDPR, and 
updates to standards in the ISO/IEC 27000 family, BS 7799-3: 2017 (information security 
risk management) and the latest standards on auditing. It also includes advice on the development 
and implementation of an ISMS that will meet the ISO 27001 specification and how sector-specific 
standards can and should be factored in. With information on risk assessments, compliance, 
equipment and operations security, controls against malware and asset management, IT Governance 
is the definitive guide to implementing an effective information security management and governance 
system.

Author Information
Alan Calder is Group CEO of GRC 
International Group plc, the AIM-listed 
company that owns IT Governance Ltd.. He led 
the world’s first successful implementation 
of BS 7799 (now ISO 27001) and has been 
involved in the development of a wide 
range of information security management 
training courses that have been accredited 
by the International Board for IT Governance 
Qualifications (IBITGQ).  
 
Steve Watkins is an Executive Director at 
GRC International Group plc, chair of the UK 
ISO/IEC 27001 User Group and contracted 
technical assessor for UKAS. He is a member 
of the international technical committee 
responsible for the ISO 27000 family of 
standards, and chairs the UK National 
Standards Body’s technical committee IST/33 
(information security, cyber security and 
privacy protection) that mirrors it.
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This book
 « Evaluates existing frameworks and examines the inter-cultural competencies required by managers

 « New to this edition: updated case examples to provide a topical and engaging insight into the 
subject

 « Online resources: instructor’s manual, lecture slides and seminar activities for tutors and web links 
and self-assessment exercises for students

Description
Formerly rooted firmly in the domain of anthropology, the topic of culture has shifted over the last 
thirty-five years to become an important component of business and management as organisations 
have become global. As companies outsource some of their work to other countries, or as employees 
migrate to new locations, culture can impact upon things such as attitudes to authority, differences in 
communication styles and ethics, which will affect working relationships. Cross-Cultural Management 
in Work Organisations explores the models and meanings of culture and how these play out in the 
work environment.  
 
The essential introduction to cross-cultural social relations in the workplace, Cross-Cultural 
Management in Work Organisations provides an evaluation of existing frameworks for understanding 
cross-cultural differences, examines the inter-cultural competencies such as cultural awareness needed 
by managers and evaluates how both cultural and non-cultural factors influence social processes at 
work. This fully updated 3rd edition includes new examples to provide topical and engaging insight 
into the subject. It is suitable for all postgraduate students studying cross-cultural management or 
cross-cultural awareness. Online supporting resources include an instructor’s manual, lecture slides 
and seminar activities for tutors and web links and self-assessment exercises for students.

Author Information
Ray French is a principal lecturer at 
Portsmouth Business School, UK, where he 
is the subject leader for Organisation Studies 
and Human Resources.

Cross-Cultural 
Management in 
Work Organisations
Edition: 3
Date: 03/02/2015
Price: £46.99
ISBN Print: 9781843983675
ISBN Ebook: 9781843984030
Pages: 296
Format (mm): 246x189
Product Category: Textbook
Subject: International Business



43 International Business
Business, Finance, Risk, 
Information Management

Table of Contents

Introduction: The historical 
background to international 
leadership

1 Exploring cultural 
differences

1.1 Industry: cultural differences 
in industry leadership and the 
effects of mass media reports

1.2 Patterns of employment: the 
roles of women and minorities 
in international business

1.3 Management of public and 
private sector involvement

2 Exploring international 
operations and activities

2.1 International networks 
and alliances, structures 
and controls, strategies for 
sustainable business

2.2 Negotiations and decisions: 
leadership and motivation

3 Exploring technology, 
learning, language and 
culture

3.1 Technology, the internet and 
dealing with change

3.2 Learning: action learning and 
learning organizations

3.3 Language and culture: 
translations, interpretations 
and world EngIishes

4 Exploring management 
ethics

4.1 The ethics of international 
business

4.2 Looking to the future

This book
 « Provides a unique cross-disciplinary approach to international management studies, relating to a 
general theme of international management and cultural diversity

 « Explains and identifies the major management styles that continue to characterize people across 
regions, nations, communities and organisations within groups and as individuals

 « Online Resources: PowerPoint slides and teaching notes to accompany each chapter

Description
Winner of the Management and Leadership Textbook category at the CMI Management Book of the 
Year Awards 2013/14, International Management explores management opportunities in encounters 
across the world between national, organizational, political, professional and social cultures. It is 
soundly based theoretically and supported with real-life international examples from contemporary 
events and situations, exploring contemporary and historical material to provide insights for today’s 
managers who find themselves dealing with diversity and difference. 
 
From a historical perspective and a uniquely cross-disciplinary approach, Elizabeth Christopher 
identifies the major leadership styles that continue to characterise people across regions, nations, 
communities and organisations, within groups and as individuals. International Management is a 
practical and comprehensive textbook for successful negotiation in a world rich not only in cultural 
diversity but also in convergence. It also covers the ethical, moral and environmental ramifications of 
business today and the corporate leaders who are learning to manage their businesses across nations 
and continents, not only profitably but in ways that contribute to societies overall through economic, 
environmental and social action. International Management is an indispensable guide for students 
and practitioners to key issues of cross-cultural management, suitable to accompany online or 
private studies, or a teaching unit within professional and university graduate studies of international 
management. 
 
Online supporting resources for this book include lecture slides and notes for academics.

Author Information
Elizabeth Christopher holds a PhD from 
the University of New South Wales. She is 
both an academic and consultant for cross-
cultural leadership and management teaching 
and training. She is Senior Associate of an 
international leadership training consultancy 
in the USA, Christopher, Smith and Associates; 
an Honorary Associate of Macquarie 
University, Sydney; and a consultant to Open 
Universities Australia for online teaching and 
learning. She presents papers at international 
conferences, is a reviewer for international 
journals and has published widely in her field.

International 
Management
Explorations Across Cultures

Edition: 1
Date: 03/08/2012
Price: £39.99
ISBN Print: 9780749465285
ISBN Ebook: 9780749465292
Pages: 408
Format (mm): 240x170
Product Category: Textbook
Subject: International Business



44 International Business
Business, Finance, Risk, 
Information Management

Table of Contents

1 Introduction
2 Why emerging markets are the 

place to be
3 The time horizon
4 What is the challenge from 

emerging markets?
5 Competing in emerging 

markets
6 Competitive strategies of firms 

in China: MNEs, SOEs and 
private firms

7 Emerging market MNEs 
competing in industrial 
countries and globally

8 Innovation is key
9 Large, small, family-owned 

and state-owned companies 
from emerging markets

10 Conclusions

This book
 « Demonstrates how companies can build their competitiveness by understanding the global value 
chain in which they operate

 « Offers lessons for US, Japanese and European multinational companies as well as emerging market 
multinationals in how to understand the new business environment

 « Explains how to position your company to succeed in emerging markets and in traditional markets, 
and to take advantage of the benefits of both

 « Includes case studies from renowned international companies from both sides of emerging markets

 « Online Resources: Lecture slides of each chapter

Description
The traditional dominance of international markets by companies from the US, Western Europe and 
Japan can no longer be taken for granted. Emerging market economies, from the powerhouse Chinese 
economy (set to pass the US in national income by 2020) to dynamic players such as Mexico, South 
Africa and Indonesia, are rapidly changing the competitive landscape.  
 
Companies that can successfully enter these emerging markets may reap rewards and benefits from 
cost reductions and market opportunities. By understanding their positioning in the global continuum 
of companies and customers - the global value chain - businesses can build their strategies for better 
competition, more effective resource allocation, cost reduction, and a heightened awareness of the 
risks and benefits.  
 
Packed with in-depth case studies of multinationals from both sides of emerging markets, including: 
Accenture, Walmart, Google, Nike, Novartis, PetroChina, Embraer, Tata Group and FEMSA; Emerging 
Markets is essential reading for anyone looking to understand the new competitive landscape and how 
they can maximise the business opportunities available.  
 
Online supporting resources include lecture slides that align with each chapter.

Author Information
Professor Robert E. Grosse is Dean of 
the School of Business Administration 
at American University of Sharjah, and 
was 2012-2014 President of the Academy 
of International Business. He has taught 
international finance in the MBA programmes 
at Thunderbird, the University of Miami, 
the University of Michigan, the Instituto 
de Empresa (Madrid, Spain), and in many 
universities in Latin America, and he lectures 
on executive education programmes around 
the world. He was founding Director of 
Standard Bank Group’s (South Africa) 
executive education programme, the Global 
Leadership Centre, offering leadership 
development training to 11,000 managers 
and executives. He is a leading author on 
international business topics, and his latest 
book, Can Latin American Firms Compete? was 
published by Oxford University Press in 2007.
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Global Value Chain

Edition: 1
Date: 03/11/2015
Price: £34.99
ISBN Print: 9780749474492
ISBN Ebook: 9780749474508
Pages: 272
Format (mm): 240x170
Product Category: Textbook
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This book
 « Contains all the essential and emerging theories and models of leadership to give students and 
practitioners a solid and rigorous academic underpinning to their leadership development

 « Combines this theory with practical guidance based on research in the field and case studies, 
allowing students and practitioners to unite academic background with real-life situations in order 
to strengthen themselves as leaders

 « Self-assessment tools and reflective exercises enable students and practitioners to discover their 
personal leadership style, their strengths and weaknesses, and learn how to become better leaders

 « Online Resources: PowerPoint lecture slides and an instructor’s manual

Description
Essential Leadership is a practical, accessible book that tackles theory and practice in an integrated 
and stimulating way. You are encouraged to engage with a wide range of leadership theories and 
frameworks as well as rate your own leadership skills and qualities, make realistic self-development 
plans and start to experiment with new or different approaches. Rather than offering one best way 
forward or becoming overly theoretical, this book is a pragmatic resource for new and experienced 
leaders looking to navigate the leadership literature and start to fully realize their own leadership 
potential.  
 
Supported by exercises, practical examples, rigorous self-assessments, advice and suggestions, 
Essential Leadership offers an important guide for those currently working, or planning to work, 
in a 21st century business environment with all its complexity and uncertainty. It provides an over-
arching framework of five essential leadership qualities that can be refined and combined as leaders 
grow, allowing them to be particularly responsive to the business context. The book allows readers 
to discover and develop their own leadership qualities, and master them through understanding, 
experimentation, feedback and reflection. Cutting-edge research into Millennial Leadership is also 
included, as are sections on developing your leadership maturity throughout life, and how leadership 
culture forms and changes. Online supporting resources include lecture slides and an instructor’s 
manual.

Author Information
Esther Cameron has been experimenting 
with approaches to leadership and change for 
25 years. She is a founding Director of Integral 
Change Consulting Ltd and was previously a 
lecturer for the University of Bristol. Together 
with Mike Green, she is co-author of Making 
Sense of Change Management (also published 
by Kogan Page). 
 
Mike Green is Director of Transitional Space 
Ltd, and a Visiting Fellow at Henley Business 
School where he tutors and coaches in 
Leadership and Change. Mike also delivers 
bespoke and accredited learning programmes 
in Change Management to managers and 
change agents globally.

Essential Leadership
Develop Your Leadership Qualities 
Through Theory and Practice

Edition: 1
Date: 03/02/2017
Price: £39.99
ISBN Print: 9780749477400
ISBN Ebook: 9780749477417
Pages: 400
Format (mm): 234x156
Product Category: Textbook
Subject: Leadership
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This book
 « Focuses on three core areas for successful professional development and practice: managing 
yourself and others, transferable managerial skills and postgraduate study skills

 « New to this edition: new chapter on reflecting and coaching, updated references to the CIPD’s HR 
Profession Map, IT skills integrated into each chapter, more coverage of stress, health and wellbeing 
and enhanced international dimension throughout the text

 « Online resources: instructor’s manual, lecture slides, additional case studies, and sample 
assignments, checklists and exam guides lecturers can use in their teaching

Description
Mapped to the CIPD Level 7 Advanced module of the same name, Developing Skills for Business 
Leadership focuses on three core areas for successful professional development and practice: 
managing yourself and others, transferable managerial skills and postgraduate study skills. Each 
skill is covered both conceptually and practically by a subject area expert to help all readers analyze 
and critically evaluate, manage more effectively, make sound and justifiable decisions and lead and 
influence others. 
 
Covering key concepts such as developing your professional identity, effective management of 
interpersonal relationships at work, people management and interpreting financial information, this 
fully updated 2nd edition of Developing Skills for Business Leadership is ideal for all postgraduate 
business students taking a module in professional development, career development or management 
skills. Integrating IT skills into each chapter, it includes a new chapter on reflecting and coaching, 
updated references to the CIPD’s HR Profession Map, additional coverage of stress, health and 
wellbeing and an enhanced international dimension throughout the text. Online supporting resources 
include an instructor’s manual and lecture slides as well as additional case studies, and sample 
assignments, checklists and exam guides lecturers can use in their teaching.

Author Information
Gillian Watson is a principal lecturer in 
the Faculty of Business and Law at the 
University of Sunderland, UK, responsible for 
international development and partnerships. 
She has undertaken additional senior roles 
in the faculty such as HRM team leader and 
chair of the Applied Management, FdA and 
HND board.  
 
Stefanie Reissner is a lecturer at 
Newcastle University Business School, 
UK. She is currently degree programme 
director for a dual Masters in conjunction 
with Rijksuniversiteit Groningen in the 
Netherlands. She is a fellow of the Higher 
Education Academy and an associate 
academic member of CIPD.
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Price: £46.99
ISBN Print: 9781843983163
ISBN Ebook: 9781843983651
Pages: 568
Format (mm): 246x189
Product Category: Textbook
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This book
 « Features multiple perspectives alongside analysis and critique to help paint a full picture of the 
subject

 « New to this edition: increased coverage of diversity, ecology, ethics and SMEs along with at least 
two case studies per chapter to support academic and critical context

 « Online resources: instructor’s manual and lecture slides

Description
How do you measure managers and leaders? How do you assess their development needs? Leadership 
and Management Development covers these and other key topics that form the requirements for the 
CIPD Level 7 Advanced module of the same name. Retitled and revised to focus on leadership as well 
as management, the book includes multiple perspectives from those who have either experienced or 
provided leadership and management development alongside analysis and critique to help paint a 
full picture of the subject. Students will learn to analyse the concepts of leadership and management, 
identify leadership and management development needs and formulate and implement strategies and 
interventions. 
 
This fully updated 5th edition of Leadership and Management Development features increased 
coverage of diversity, ecology, ethics and SMEs. At least two case studies per chapter support academic 
and critical context, and the book takes a more international perspective by considering global leaders 
and presenting international examples. It is ideal for students studying leadership and management 
development as part of a CIPD qualification or as part of a general business or HR degree. Online 
supporting resources include an instructor’s manual and lecture slides.

Author Information
Alan Mumford has published numerous 
articles and books and is a leading figure in 
the management development field. 
 
Jeff Gold is a principal lecturer in 
Organisation Learning at Leeds Business 
School, Leeds Metropolitan University, UK. 
 
Richard Thorpe is a professor of 
Management Development and deputy 
director of the Keyworth Institute at Leeds 
University Business School, University of 
Leeds, UK.
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This book
 « Explores over 40 of the most pervasive myths that all leaders and aspiring leaders should be able to 
recognize and relate to, from the entertaining to the potentially career damaging

 « Contains real-life examples from a diverse range of global companies and industries to show the 
reader how to spot myths in action

 « Is written by the bestselling and award winning author Jo Owen (The Mindset of Success and The 
Leadership Skills Handbook)

 « Contains compelling evidence from leadership theory, true business accounts and interviews to 
help the reader separate fact from fiction and become a better informed leader

 « Tackles fascinating myths about leadership such as: leaders are born not made, leaders should be 
the smartest people in the room, leaders should always be in control and the founder should always 
be the leader

Description
WINNER: CMI Management Book of the Year 2019 - Aspiring Leaders Category 
 
The best leaders are born, not made. The best leaders are always in control. The best leaders are those 
with the highest IQs. But are they really? 
 
The thinking surrounding what makes the greatest leaders is increasingly muddled by stereotypes, 
snake oil promises and pseudo-science. The best leaders rely on fact, not fads. Myths of Leadership 
blasts away the fluff and confronts false legends head on. Jo Owen uses the most credible research 
to analyze each myth, using international business case studies, leadership theory and insightful 
interviews, to uncover the truth. 
 
This is a compelling and practical examination of the most pervasive misconceptions about leadership 
that will help you elevate your own leadership abilities, better inspire your team and empower your 
organization by thinking differently. Entertaining but evidence-based, Myths of Leadership throws out 
the management jargon and skewers over-hyped leadership trends to bring you the best practical tips 
you need to become a better leader.

Author Information
Jo Owen is a best-selling and multi-award 
winning leadership author, keynote speaker 
and social entrepreneur. He is a founder of 
eight charities, including the UK’s largest 
graduate recruiter Teach First. His books 
The Mindset of Success, The Leadership Skills 
Handbook and Management Stripped Bare, 
all published by Kogan Page, have been 
translated into eight different languages.

Myths of Leadership
Banish the Misconceptions and 
Become a Great Leader

Edition: 1
Date: 03/10/2017
Price: £14.99
ISBN Print: 9780749480745
ISBN Ebook: 9780749480752
Pages: 288
Format (mm): 234x156
Product Category: General
Subject: Leadership
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This book
 « New to this edition: brand new content on attracting and retaining creative team members, how 
random input can improve lateral thinking and important case studies of lateral thinking in action at 
Uber and AirBnB

 « Contains several practical activities to boost creativity that leaders can try out immediately, 
including lateral thinking puzzles, new brainstorming techniques, self-evaluation checklists, 
questioning exercises and action lists

 « Challenges conventional approaches and describes new ways of thinking to help leaders (and their 
teams) boost their ability to be creative and generate more innovative ideas

 « Is the only book on lateral thinking on the market that is specifically aimed at business leaders

Description
Lateral thinking can help you transform your ability to generate ideas, unlock the creative potential 
of your team and make your organization more innovative. With a lively, energetic and practical 
approach, The Leader’s Guide to Lateral Thinking Skills will teach you dynamic, up-to-date techniques 
to unleash the creative energies of your people and show you how to put the techniques to work 
immediately. Lateral thinking can turn your organization around and make you a better leader.  
 
In The Leader’s Guide to Lateral Thinking Skills, highly acclaimed author, trainer and presenter Paul 
Sloane demonstrates how the lateral leader develops the vision, culture and processes that transform 
a regular business into an innovation hothouse. This book is packed with real-life examples, practical 
methods and lateral thinking exercises that you can put to work today.

Author Information
Paul Sloane is an experienced speaker, course 
leader and facilitator. A recognized authority 
on innovation and creative speaking, he 
speaks and gives workshops to leading 
corporations around the world. He is also the 
best-selling author of How to Be a Brilliant 
Thinker, The Innovative Leader and editor of A 
Guide to Open Innovation and Crowdsourcing, 
all published by Kogan Page.
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This book
 « New to this edition: brand new content on financial skills, political skills and the art of strategy

 « Includes original research from over 1000 leaders across the world, at all levels and in a variety of 
sectors

 « Features practical advice on over 90 leadership skills plus tips, exercises and examples, arranged in 
an easy dip-in-and-out style

 « Allows you to create your own personalized formula for success, based on a combination of what 
works best for both the individual reader’s career and their company

Description
Winner of the CMI Management Book of the Year Awards in the 2012/2013 New Manager category, 
The Leadership Skills Handbook from best-selling author Jo Owen reveals the essential skills you need 
to be an effective leader. It shows you what works in practice, not in theory, in crucial areas such as 
people skills, career skills, mindset skills, organization skills, personal values and behaviours. Each 
skill is presented in a concise, easy to follow format, with an accompanying framework to help you 
deploy it in your own life. The skills are about the real challenges real leaders have to master, and as 
you observe and record real-life examples of skills in action, you will be developing your own unique 
formula for success in the context that matters to you. Based on research from over a thousand leaders 
throughout the world at all levels in the public, private and voluntary sectors, it identifies the practical 
skills to make you even more successful, and offers guidance on all key topics. 
 
This completely revised fourth edition of The Leadership Skills Handbook includes brand new content 
on some of the most challenging skills that successful leaders need to master through three new 
sections on financial skills (including budgeting, costs, pricing and creating an investment case), 
political skills (including influencing, negotiating, networking and partnering) and the art of strategy 
(including strategic models, understanding the customer, marketing, pricing and advertising). This 
indispensable guidance will boost your confidence, technical abilities and give you the edge on your 
peers.

Author Information
Jo Owen is a best-selling and multi-award 
winning leadership author, keynote speaker 
and social entrepreneur. He is a founder of 
eight charities, including the UK’s largest 
graduate recruiter Teach First. His books The 
Mindset of Success, Myths of Leadership and 
Management Stripped Bare, all published by 
Kogan Page, have been translated into eight 
different languages.
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This book
 « Provides a full overview of how to grow as a leader and encourages you to find greatness in others

 « Is from the bestselling author and world renowned leadership expert John Adair, with over 500000 
books sold worldwide and translations into 25 languages

 « Is part of the bestselling Creating Success series, which has sold over 1000000 copies and contains 
practical advice on essential and value-adding work skills to help you develop your career

 « Features free download: checklist for developing individuals

 « New to this edition: New and improved practical features to aid learning, including useful 
templates, top tips, and interactive, reflective exercises

Description
Develop Your Leadership Skills is leadership guru John Adair’s most accessible title on leadership. This 
essential pocket guide will boost your confidence levels, inspire you and guide you on your journey 
to becoming a leader of excellence. Acknowledged as a world expert, John Adair offers stimulating 
insights into recognizing and developing individual leadership qualities, acquiring personal authority 
and, most importantly, mastering core leadership functions such as planning, communicating and 
motivating.  
 
Fully updated for 2019, this 4th edition now features even more practical exercises, useful templates, 
and top tips to improve or develop your leadership skills, this guide distils the essence of John Adair’s 
teaching and provides a framework for becoming an effective leader. 
 
The Creating Success series of books... 
 
Unlock vital skills, power up your performance and get ahead with the bestselling Creating Success 
series. Written by experts for new and aspiring managers and leaders, this million-selling collection of 
accessible and empowering guides will get you up to speed in no time. Packed with clever thinking, 
smart advice and the kind of winning techniques that really get results, you’ll make fast progress, 
quickly reach your goals and create lasting success in your career.

Author Information
John Adair is acknowledged internationally 
as an authority on leadership. The world’s 
first Professor of Leadership Studies, he 
advises organizations and has received the 
Lifetime Achievement in Leadership Award. 
He continues to write and teach throughout 
the world, inspiring new audiences with his 
timeless and timely vision of leadership. He 
is also the author of the bestselling classics 
Not Bosses But Leaders, The John Adair Lexicon 
of Leadership and The Inspirational Leader, all 
published by Kogan Page.
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This book
 « Analyzes the current state and future direction of the professional services industry, giving readers 
a road map for change

 « Identifies common pain points that professionals face and gives focused advice to deal with them

 « Includes pricing models, checklists and other practical tools that readers can adapt to use in their 
practice

Description
Professional services firms - from the legal sector to accountancy, consulting and beyond - face 
increased disruption. Service delivery models are under pressure to adapt to changing client 
expectations. Technology offers new ways of working with clients, but changes the skills profile 
required of professionals, and threatens the traditional people-centred business model. The 
Professional Services Leadership Handbook equips leaders, and aspiring leaders, with tools and 
insights both to tackle these long-term disruptive trends and to maximise their firm’s profitability 
today. 
 
Leaders of professional services firms find themselves with a daunting, but exciting, range of 
challenges ahead. Using practical insights drawn from experienced professional services leaders, the 
Professional Services Leadership Handbook explores new models and working practices to address 
four components of strategic leadership: clients, business, people and self leadership. It offers clear-
sighted analysis of common pain points, and provides innovative solutions for dealing with them. This 
practical guide is designed for everyone involved in leadership decisions, whether that be a practice 
area, sector group, business function, or even firm-wide leadership role. It will help readers to focus 
their attention on the activities that will really make a difference to the success of their firm.

Author Information
Nigel Clark is a non-executive director of 
the Professional Services Marketing Group. 
He is also the editor and lead author of the 
Professional Services Marketing Handbook, 
published by Kogan Page. 
 
Ben Kent is the founder-director of insight-
led consultancy Meridian West. Ben advises 
leading professional and financial services 
firms and provides strategic research, 
consultancy and training. 
 
Alastair Beddow is a director at Meridian 
West, working with firms of all sizes to 
develop engaging, differentiated and 
successful client leading strategies. 
 
Adrian Furner is Managing Director of 
Kommercialize, a practitioner-led advisory 
firm focused on commercial excellence.
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This book
 « Gives readers best-practice guidance to managing every stage of the proposals and bidding process

 « Draws on insights from proposals experts and voices from client procurement teams, uncovering 
their expectations and success criteria

 « Leads readers through the process with user-friendly charts and diagrams, concise summaries and 
key actions in every chapter

 « Analyzes the commercial processes and systems that are available to support pitch assembly and 
reporting, enabling readers to make informed choices

 « Supports improvement on an individual and business-wide level, with guidance that is scalable to 
all types and sizes of firm

Description
WINNER: Business Book Awards 2018 - Selling the Dream Category 
 
Competitive bidding for work is a long-established aspect of business within the professional services 
and consulting sector. For many markets, pitching has become a critical element of both attracting 
and retaining business. Combating clients’ demands and intense competition, firms that want to win 
and retain business need business development and marketing teams that are experts in creating 
compelling proposals. Strategic Tendering for Professional Services offers a masterclass in improving 
your pitching skills and processes. 
 
Drawing on insights from current pitch and proposal professionals and client-side procurement teams, 
Strategic Tendering for Professional Services provides end-to-end best practice guidance. From the 
crucial decision of which request-for-proposals (RFPs) to respond to, right through to the all-important 
face-to-face presentation and post-pitch follow-up, this practical handbook leads readers through all 
stages of the process on best practice and strategies for success.  
 
Packed with practical features to help readers put guidance into practice, Strategic Tendering for 
Professional Services also supports business-wide improvement with a clear analysis of the processes 
and systems available to support pitch assembly and reporting. Whether you are a bid and proposal 
professional looking for extra tools, a business development or marketing manager providing support 
and expertise to partners, or a professional wanting to improve pitching skills, this book will be key to 
winning opportunities that will set the firm apart.

Author Information
Matthew Fuller has 25 years’ experience of 
working in the professional services sector. 
He has led global business development and 
marketing teams at Allen & Overy Herbert 
Smith and currently White & Case. He has run 
training programmes throughout the world 
advising partners on proposals best practice.  
 
Tim Nightingale is a founding director of 
Nisus Consulting, providing market research 
and client insight services to the professional 
services sector. He is a Fellow of the Chartered 
Institute of Marketing, a full member of the 
Market Research Society and a member of 
the Professional Services Marketing Group 
(PSMG).
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This book
 « Includes regulatory developments affecting risks to reputation, the business model and strategy, 
along with improvements in risk management documentation and statutory risk reporting for 
assurance and reporting purposes

 « Explains successful risk management with examples including Colgate Palmolive, Tesco and United 
Utilities

 « New to this edition: now completely aligned with the recently updated ISO 31000 standard and 
COSO ERM Framework

 « Online resources: lecture slides with figures, tables and key points from the book

 « Covers developments in enterprise risk management (ERM), loss control and the value of insurance 
as a risk management method

Description
This fifth edition of Fundamentals of Risk Management is a comprehensive introduction to 
commercial and business risk for students and risk professionals. Providing extensive coverage of 
the core frameworks of business continuity planning, enterprise risk management and project risk 
management, this is the definitive guide to dealing with the different types of risk an organization 
faces. With relevant international case examples including Ericsson, Network Rail and Unilever, the 
book provides a full analysis of changes in contemporary risk areas including supply chain, cyber 
risk, risk culture and appetite, improvements in risk management documentation and statutory risk 
reporting. 
 
Now revised to be completely aligned with the recently updated ISO 31000 and COSO ERM 
Framework, this comprehensive text reflects developments in regulations, reputation risk, loss control 
and the value of insurance as a risk management method. Also including a thorough overview of 
international risk management standards and frameworks, strategy and policy, Fundamentals of 
Risk Management is the definitive text for those beginning or considering a career in risk. Online 
supporting resources include lecture slides with figures, tables and key points from the book.

Author Information
Paul Hopkin is an internationally recognized 
risk management professional and was 
previously Technical Director at the Institute 
of Risk Management (IRM) and held the same 
role at Airmic for nine years previously. He 
was previously Director of Risk Management 
for The Rank Group and prior to that Head of 
Risk Management at the BBC. He is a Certified 
Fellow of the IRM. 
 
The IRM is the world’s leading professional 
body for risk management, driving excellence 
in managing risk to ensure organizations are 
ready for opportunities and threats of the 
future.
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This book
 « Shows how risk and crisis managers can create robust and resilient organizational frameworks

 « Provides an overview of emerging threats and their impact on businesses and wider society

 « Includes detailed analysis of a wide selection of case studies, including Space Shuttle Columbia, 
Heathrow Terminal 5, Deepwater Horizon, Hurricane Katrina, the Grenfell Tower fire, and the West 
Africa Ebola outbreak

 « Uses an approach grounded in rigorous research and practitioner experience

 « Covers management systems, creating organization capability, and the importance of 
communication and decision-making under pressure

Description
From natural disasters to cyber attacks to major project failures, the modern risk environment is 
highly complex and crises can affect organizations at any time and come from any direction. All senior 
risk and crisis managers therefore face a similar problem: how to create an integrated management 
framework that maximises an organization’s ability to prepare for a potential high-impact event. 
Strategic Risk and Crisis Management shows how implementing the right frameworks and capabilities 
means businesses will not only survive but respond and recover at a time of maximum chaos and 
confusion.  
 
Beginning with an overview of the nature of emerging threats, this book also covers the integration 
of multiple stakeholders and the importance of information exchange and critical decision making 
under pressure at strategic, tactical and operational levels. Strategic Risk and Crisis Management 
includes a wide selection of case studies - including Space Shuttle Columbia, Heathrow Terminal 5, 
and Deepwater Horizon - with detailed analysis of organizational failures and the lessons which should 
be learned from them. Based on practitioner experience and academic research, this book introduces 
leading experts and models and offers a range of realistic solutions for any operational environment.

Author Information
Dr David Rubens DSyRM, CSyP, FSyI is CEO 
of Deltar Training Solutions Ltd, which runs 
accredited training programmes for strategic 
risk and crisis management around the world, 
and is Founding Director of the Institute 
of Strategic Risk Management. He holds a 
Doctorate in Security and Risk Management 
and has been an Associate Lecturer at the 
University of Portsmouth and Visiting Lecturer 
on the Strategic Leadership programme at 
Cranfield University. He is currently a Visiting 
Lecturer on the MA in International Security 
Management at Berlin School of Economics 
and Law. He is a Chartered Security 
Professional and has served two terms as 
a Main Board Director of the UK Security 
Institute.
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This book
 « Introduces a tool for organizational resilience capability which can be scaled and adapted to any 
business regardless of size or complexity

 « Explains how to conduct detailed assessments, report on resilience capability, benchmark 
performance, and develop strategies for achieving greater resilience

 « Features case studies analysing House of Fraser, Nokia, BP, Transport for London and the WannaCry 
ransomware attack

 « Covers related topics such as knowledge management, security, organizational learning, compliance 
and business transformation

 « Avoids the common pitfalls of focusing solely on unexpected events and crisis management

Description
It is becoming increasingly apparent that for businesses to thrive their approach to resilience must 
include a holistic and market-focused outlook as well as traditional event-orientated continuity 
practices. The Organizational Resilience Handbook shows that OR is as much to do with the 
management of gradual change within a commercial context as it is with organizations having to deal 
with unexpected crisis situations. Using an adaptable tool for the development and assessment of 
organizational resilience in any industry, this book comprehensively covers the full breadth and depth 
of the field as well as related topics from security and safety to e-commerce and customer experience. 
 
Through self-assessment and application of the book’s methodology, practitioners can develop an 
in-depth understanding of resilience within their own organization and effectively engage with senior 
management in developing strategies for achieving greater resilience. A range of high-profile case 
studies, such as House of Fraser, the WannaCry ransomware attack, Nokia and BP, allow reflection 
on management’s responses and emphasise the need for robust assurance and the measurement of 
resilience. The Organizational Resilience Handbook is a practical guide to benchmarking performance 
and implementing resilience frameworks in any organization.

Author Information
Graham Bell is a consultant and trainer with 
over 25 years’ international experience in 
organizational resilience and the assessment 
and mitigation of safety, security and business 
continuity risk. He recently created a new 
Level 5 training course on organizational 
resilience and is on the management 
committee of the newly established Institute 
of Strategic Risk Management (ISRM).
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This book
 « Covers all the main areas of risk management in business, including cyber risk and political risk

 « Includes chapters from leading subject experts, outlining best practice and emerging developments

 « Highlights the key emerging issues in risk management for business, drawing on cutting-edge 
thinking

 « Uses a consistent framework to allow readers to easily compare practice in each area and apply 
insights

Description
Risk management is dynamic, with new risks continually being identified and risk management 
techniques adapting to new challenges. The Risk Management Handbook gives a clear snapshot of 
the current state of play in the risk management landscape, and a look ahead to the key emerging 
issues in the field. Drawing together leading voices from the major risk management application 
areas - from GRC to supply chain risk, operational risk to cyber risk - this edited collection showcases 
best practice in each discipline and provides a succinct and coherent picture of the field as a whole. 
Part One surveys these crucial application areas and provides a broad integrative framework for the 
differing contexts within which risk management is undertaken. Part Two explores emerging issues 
and techniques, from risk-based thinking to communicating uncertainty.  
 
The Risk Management Handbook offers readers knowledge of current best practice and a cutting-
edge insight into new developments within risk management. Whether you are a risk professional 
wanting to stay abreast of your field, a student seeking a broad and up-to-date introduction to risk, or 
a business leader wanting to get to grips with the risks that face your business, this book will provide 
expert guidance.

Author Information
Dr David Hillson is The Risk Doctor. He is an 
international risk management consultant, 
and leads The Risk Doctor Partnership 
(www.risk-doctor.com). He is recognized 
globally as an expert practitioner in risk 
management, and he has made several 
innovative contributions to the field. He 
consults, writes and speaks widely on the 
topic and has received many awards. David 
Hillson is an active Fellow of the Institute of 
Risk Management (IRM) where he was named 
the inaugural “Risk Personality of the Year” 
in 2010-11, and he was elected a Fellow of the 
Royal Society of Arts (RSA) to contribute to its 
Risk Commission.
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This book
 « Provides guidance on managing common threats to confidentiality, integrity and availability 
including malware, data leakage, insider threat and Denial-of-Service

 « Includes examples and use cases including Yahoo, Facebook and TalkTalk, along with 
implementation review checklists at the end of each chapter

 « Explores how to prioritize relevant risks rather than those sensationalized by the media

 « Covers human factors around cyber risk and how they impact employee training and cyber 
awareness

 « Contains interviews with leading security and risk professionals from a variety of industries

Description
Most organizations are undergoing a digital transformation of some sort and are looking to embrace 
innovative technology, but new ways of doing business inevitably lead to new threats which can cause 
irreparable financial, operational and reputational damage. In an increasingly punitive regulatory 
climate, organizations are also under pressure to be more accountable and compliant. Cyber Risk 
Management clearly explains the importance of implementing a cyber security strategy and provides 
practical guidance for those responsible for managing threat events, vulnerabilities and controls, 
including malware, data leakage, insider threat and Denial-of-Service. 
 
Examples and use cases including Yahoo, Facebook and TalkTalk, add context throughout and 
emphasize the importance of communicating security and risk effectively, while implementation 
review checklists bring together key points at the end of each chapter. Cyber Risk Management 
analyzes the innate human factors around risk and how they affect cyber awareness and employee 
training, along with the need to assess the risks posed by third parties. Including an introduction 
to threat modelling, this book presents a data-centric approach to cyber risk management based 
on business impact assessments, data classification, data flow modelling and assessing return on 
investment. It covers pressing developments in artificial intelligence, machine learning, big data and 
cloud mobility, and includes advice on responding to risks which are applicable for the environment 
and not just based on media sensationalism.

Author Information
Christopher J Hodson is Chief Information 
Security Officer (CISO), EMEA at Tanium. He 
has 18 years’ experience across the financial, 
retail, energy and media industry sectors 
and was previously CISO, EMEA and Data 
Protection Officer at Zscaler. He holds an 
MSc in Cyber Security from Royal Holloway 
and retains an active role in the Infosec 
industry through directorship of the Institute 
of Information Security Professionals (IISP) 
and membership of CompTIA’s Cyber Security 
Committee.
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This book
 « Explains the underlying behavioural and organizational risks that can leave organisations vulnerable 
to what can be catastrophic reputational damage

 « Provides a framework and insights that will help risk managers and boards to focus on and deal 
with the fundamental behavioural risks that underlie reputational risks

 « Reveals how and why these risks remain hidden for long periods before emerging unexpectedly, 
giving readers the incentive to troubleshoot for their organizations well before trouble emerges

 « Uses a wide variety of real-life case studies - BP, Barclays, AIG, Volkswagen and the NHS - and 
examples of organizations that have suffered reputation damage to draw out insights

Description
A company’s reputation is one of its most valuable assets, and reputational risk is high on the agenda 
at board level and amongst regulators. Rethinking Reputational Risk explains the hidden factors 
which can both cause crises and tip an otherwise survivable crisis into a reputational disaster. It uses 
case studies such as BP’s Deepwater Horizon oil spill, Volkswagen’s emissions rigging scandal, Tesco, 
AIG, EADS Airbus A380, and Mid-Staffordshire NHS Hospital Trust. 
 
Reputations are lost when the perception of an organization is damaged by its behaviour not meeting 
stakeholder expectations. Rethinking Reputational Risk lays bare the actions, inactions and local 
’states of normality’ that can lead to perception-changing consequences and gives readers the 
insight to recognize and respond to the risks to their reputations. Through case studies and analysis 
of failures, this hard-hitting guide also applies lessons drawn from behavioural economics to the 
behavioural risks that underlie reputation risk. An essential read for risk professionals, business 
leaders and board members who need to understand and deal with business-critical threats to their 
reputation, this book presents a new framework that will be invaluable for all involved in safeguarding 
an organization’s reputation.

Author Information
Anthony Fitzsimmons is Chairman of 
Reputability LLP and an authority and 
leading thinker on reputational risk and the 
propensity of behavioural and organizational 
risks to cause reputational damage.  
 
Derek Atkins BSc PhD MIMMM CEng FCIM 
FCII Chartered Insurer was a visiting Professor 
at Cass Business School, London, teaching 
risk management, reputational risk, and 
insurance, and a partner in Reputability LLP. 
He was the co-author of a dozen books.

Rethinking 
Reputational Risk
How to Manage the Risks that can 
Ruin Your Business, Your Reputation 
and You

Edition: 1
Date: 03/01/2017
Price: £29.99
ISBN Print: 9780749477363
ISBN Ebook: 9780749477370
Pages: 336
Format (mm): 234x156
Product Category: Professional/Reading List
Subject: Risk Management



60

Strategy

Strategy
Business, Finance, Risk, 
Information Management

Table of Contents

1 Introduction - Why Strategic 
Decision Making needs to 
become Discovery-led

2 The World is Changing, but we 
don’t always see it

3 Organizational Inertia - Why 
Enterprises find it Difficult to 
Change

4 Top-down Decisions
5 Middle-Out Decisions
6 Discovery-Led Decision 

Making
7 Mode I - Framing
8 Mode II - Experimenting
9 Mode III - Scaling
10 Implications for Organisations
11 The Force that is You

This book
 « Explores what senior managers can do to make better strategic decisions in a business environment 
of uncertainty, ambiguity and confusion

 « Shows how to test, evaluate and refine strategic interventions before cascading throughout the 
whole organization

 « Provides guidance on how to combat decision-making bias and organizational inertia

 « Features examples from Ryanair, Netflix, HMV, Komatsu, Caterpillar, Ericsonn, Tesco and McDonalds

Description
Making strategic decisions is a fundamental skill for leaders and managers. However, in a business 
environment that is in a constant state of change, making strategic decisions has never been more 
difficult. Strategic Decision Making addresses this challenge by providing a framework that can be 
used to make sound decisions in an uncertain world. Structured around the core concepts of framing, 
experimenting and scaling, this book will ensure that efforts are focused where the need is greatest, 
that interventions are tested, evaluated and revised if necessary and that successful initiatives are 
effectively rolled out across the business. 
 
Packed with real world examples and backed up by academic research, Strategic Decision Making will 
allow today’s leaders and the leaders of tomorrow to make successful and defensible business choices. 
It shows how to: avoid decision-making bias, overcome organizational inertia, manage the difficulties 
of rigid organizational structures and avoid being side tracked by outdated or irrelevant experience. 
Essential reading for business practitioners and management students alike, this comprehensive guide 
provides a robust approach to achieving strategic success.

Author Information
Dr Simon Haslam is a Chartered Director, 
strategy consultant and strategy programme 
lead at the Institute of Directors. He is a 
Visiting Fellow at Durham University Business 
School and co-owns the research and 
consulting firm FMR Research. He consults 
internationally to public,private and third 
sector organisations. 
 
Dr Ben Shenoy helps organizations apply 
behavioural insights to a variety of business 
issues, through executive education, speaking 
engagements and applied research. He is 
a Visiting Professor at The London School 
of Economics and Director of the Business 
Insights Lab at the University of Surrey.
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This book
 « Explains what information qualifies as evidence and how it can drive better organizational decisions

 « Outlines how to improve the quality of organizational decisions by using data from multiple sources 
including organizational data, professional expertise, stakeholder values and scientific literature

 « Shows how to critically analyze and evaluate evidence in order to get the most out of it

 « Online resources: Lecture slides, case studies, exercises and further reading

Description
Decisions in businesses and organizations are too often based on fads, fashions and the success 
stories of famous CEOs. At the same time, traditional models and new cutting-edge solutions often 
fail to deliver on what they promise. This situation leaves managers, business leaders, consultants 
and policymakers with a profound challenge: how can we stay away from trends and quick fixes, and 
instead use valid and reliable evidence to support the organization? 
 
In response to this problem, evidence-based management has evolved with the goal of improving the 
quality of decision-making by using critically evaluated evidence from multiple sources - organizational 
data, professional expertise, stakeholder values and scientific literature. This book sets out and 
explains the specific skills needed to gather, understand and use evidence to make better-informed 
organizational decisions. 
 
Evidence-Based Management is a comprehensive guide that provides current and future managers, 
consultants and organizational leaders with the knowledge and practical skills to improve the quality 
and outcome of their decision-making. Online resources include case studies, exercises, lecture slides 
and further reading.

Author Information
Eric Barends is Managing Director of the 
Center for Evidence-Based Management and 
advises management teams and boards of 
directors on evidence-based management and 
decision-making. He is also a visiting lecturer 
at New York University, Australian National 
University and VU University Amsterdam. 
 
Denise M Rousseau is the H J Heinz II 
University Professor of Organizational 
Behavior and Public Policy at Carnegie Mellon 
University’s Heinz College and Tepper School 
of Business. She was formerly the President 
of the Academy of Management and is an 
adviser to numerous social enterprises, 
professional associations, and governmental 
and for-profit organizations.
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This book
 « Explores how the role of strategist should adapt to face new challenges and drive the corporate 
agenda

 « Is based on original research from the prestigious Institute of Management and Strategy, University 
of St. Gallen

 « Focuses on the day-to-day practice of strategy and the practical implications of current challenges 
rather than the theory

 « Looks at various strategic roles, including managers, strategy consultants and Chief Strategy Officers

 « Allows strategists to reflect on and legitimate their own role

Description
As organizations face an unprecedented rate of change, how should the role of the strategist adapt 
to address new challenges? Based on original research and consulting projects from the Institute 
of Management and Strategy, University of St. Gallen, The New Strategist is a practical guide which 
explains how to execute strategy, not just think about the theory. It examines day-to-day strategy 
work, explores the competences required by strategic leaders, and maps out the strategist’s tools of 
the trade, including processes, initiatives and discourse.  
 
Using a rich and unique data set, this book looks at the roles of different strategists in an organization 
and emphasizes the importance of managers and strategy consultants as well as Chief Strategy Officers 
and other leaders. Crucially, The New Strategist focuses on the practice of strategy rather than the 
theory, answering key questions around how professional strategists should work and which methods 
and techniques they should draw upon. This timely and authoritative text will support and strengthen 
managers in fulfilling their strategic leadership responsibilities, allowing them to contribute to the 
professionalization of the field and ensure their role is suitable for the future of business.

Author Information
Prof. em. Dr. Günter Müller-Stewens 
is Professor Emeritus of Management 
(previously Executive Director) at the 
Institute of Management and Strategy at the 
University of St. Gallen. He is a member of 
multiple boards of international organizations, 
works as a consultant and trainer for a 
variety of companies, and is the recipient of 
several international awards. He researches 
and teaches on matters of strategic 
management and has co-authored nearly 400 
publications, including Radical Business Model 
Transformation and The Management of Luxury 
(both published by Kogan Page).
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This book
 « Addresses business model transformation as a leadership challenge providing actionable tools and 
guidance for companies

 « Provides insights into organizations that have made radical shifts including: SAP, SoftBank, AirBus, 
DBS Bank and Kodak

 « New to this edition: updated case studies with a global focus, new literature to keep up-to-date 
with the academic discourse and new chapters on areas such as Digital Transformation

 « Online resources: a business transformation board template designed to bring the learning from 
the book together. This will enable readers to create their own shareable transformation map 
outlining the steps from start position(s) to target position(s)

Description
Markets have been transformed by an ever-increasing amount of disruptive technologies and disruptor 
companies. Once successful business models designed to function in a different time now struggle as 
the mainstream changes. Radical Business Model Transformation provides the guide for leaders of 
organizations looking to turn downward trends into upward momentum and gain the competitive edge 
on the competition. 
 
Now in its second edition, this book offers practical advice on how to understand the fit of an existing 
business model and reconstruct it with a forward-thinking approach. New illustrative case studies 
with a global emphasis include organizations which have boldly transformed, including SAP, SoftBank, 
AirBus, DBS Bank and Kodak, as examples for change. Business transformation is presented as a 
leadership challenge and methods to realize and implement opportunities for innovation company-
wide are discussed in detail. Radical Business Model Transformation is essential reading for business 
leaders, transformation experts and MBA students interested in ensuring that their business model 
is future-proof and can withstand the new proliferation of innovations set to transform the business 
landscape.

Author Information
Dr Carsten Linz is an entrepreneurial leader 
and business transformation expert with 20 
years’ experience. He has successfully started 
and developed several new businesses and 
is currently Business Development Officer at 
SAP SE. 
 
Prof Dr Günter Müller-Stewens is Professor 
of Strategic Management and Director of the 
Institute of Management at the University 
of St. Gallen. His main research interest is 
corporate strategy. 
 
Prof Dr Alexander Zimmermann is an 
Assistant Professor of Organization and 
Strategic Management and the Project 
Manager for the Center for Organizational 
Excellence (CORE) at the University of St. 
Gallen.
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This book
 « Provides tried and trusted methods to evaluate your own decision-making processes and facilitates 
the implementation of decisions

 « Is written by the leadership guru and best-selling author John Adair, with over 500000 books sold 
and translations into 25 languages

 « Is part of the bestselling Creating Success series, which has sold over 1000000 copies and contains 
practical advice on essential and value-adding work skills to help you develop your career

 « New to this edition: New and improved practical features to aid learning, including useful 
templates, top tips, and interactive, reflective exercises

Description
In Decision Making and Problem Solving, leadership guru John Adair provides the techniques and 
insights you need to find solutions, spark creativity and confidently make the right decisions. Fully 
updated for 2019, this 4th edition now features even more practical exercises, useful templates, and 
top tips to provide a clear framework that can generate ideas and inspire confidence in your team - so 
you can spot the solution in every problem, and create ideas to rival even the best strategists. 
 
The Creating Success series of books... 
 
Unlock vital skills, power up your performance and get ahead with the bestselling Creating Success 
series. Written by experts for new and aspiring managers and leaders, this million-selling collection of 
accessible and empowering guides will get you up to speed in no time. Packed with clever thinking, 
smart advice and the kind of winning techniques that really get results, you’ll make fast progress, 
quickly reach your goals and create lasting success in your career.

Author Information
John Adair is acknowledged internationally 
as an authority on leadership. The world’s 
first Professor of Leadership Studies, he 
advises organizations and has received the 
Lifetime Achievement in Leadership Award. 
He continues to write and teach throughout 
the world, inspiring new audiences with his 
timeless and timely vision of leadership. He 
is the author of the best-selling classics Not 
Bosses But Leaders, The John Adair Lexicon of 
Leadership and The Inspirational Leader, all 
published by Kogan Page.
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This book
 « Presents well-known and respected business models in their purest form, ensuring readers can trust 
them to dependably solve business challenges in any context and avoid the unreliable, re-purposed 
versions so often found online

 « Provides a clear explanation of every model’s history, along with relevant theory, business 
application and real-world case studies

 « Helps readers add structure and clarity to business problems, and gives them templates they can 
apply to overcome their own professional challenges

 « Brings together 50 of the most valuable business models into one reliable resource, including AIDA, 
Branding Pentagram, Disruptive Innovation Model, Gap Analysis, Porter’s Five Forces, SWOT and 
many more

 « Online Resources: lecture slides to support each chapter

Description
Business frameworks sit at the heart of every successful business. They add structure and clarity 
to business problems and can help practitioners overcome the everyday challenges they face. 
The Business Models Handbook brings together the most helpful and widely used templates and 
frameworks into a single, invaluable resource. Each chapter focuses on an individual business 
framework, giving an overview of 50 of the best known frameworks and how it will help an 
organization grow and be profitable. Each supported by a real-world case study, these include ANSOFF 
matrix, Price-Quality-Strategy model, Stage-Gate model, Service Profit Chain and many more. 
 
Authored by a leading global market researcher with a background working on over 3,000 different 
research projects, The Business Models Handbook is an invaluable resource for any student or 
professional. Online resources include lecture slides that align with each chapter.

Author Information
Paul Hague is the Founder of B2B 
International Ltd, a global market research 
company. He is fellow of the Market Research 
Society and the author of ten books, sharing 
30 years of practical experience in market 
research and marketing. He is a visiting fellow 
at Manchester Metropolitan University and a 
guest lecturer at Manchester Business School. 
His books have been translated into Italian, 
Indonesian, Bulgarian, Polish, Portuguese and 
Chinese.
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This book
 « Arms the reader with the tools required to create a successful business plan by taking them step-
by-step through each phase of its development, using 29 actively engaging assignments, which 
comprise case studies from companies such as Hotmail, Amazon, Honest Burgers and BrewDog, 
examples, and questions that can be applied to their own plan

 « New to this edition: Includes fresh case studies and a brand new assignment focusing on 
competing online: covering creating online content, key words, SEO, Social Media, traffic tracking, 
affiliate marketing and online advertising

 « Showcases a vast range of international case studies including Hotmail, Cobra Beer, IKEA and 
Amazon, as well as new and updated studies, including BrewDog, Chilango, Honest Burgers and 
Simply Cook

Description
One of the most important steps in launching or expanding a venture is the creation of a business 
plan. The absence of a written business plan can lead to failure for new businesses, and inhibit growth 
and development. Based on methodology developed at Cranfield School of Management, The Business 
Plan Workbook takes a practical approach to the topic of business planning. Perfect for those growing 
businesses, as well as a range of academic and professional courses, this title takes the reader step-by-
step through each phase of the development of a business plan, from creating a competitive business 
strategy to its writing and presentation. With 29 corresponding assignments that each includes case 
studies such as Hotmail, Cobra Beer, IKEA and Amazon, actively engaging questions and worksheets, 
it will enable you to validate your business idea, brand your business, research your market, and raise 
finance. 
 
This new edition includes an additional assignment covering online content, key words, SEO, Social 
Media, traffic tracking, affiliate marketing and online advertising. With a range of fresh case studies 
including BrewDog, Chilango and Honest Burgers, this fully updated ninth edition of The Business Plan 
Workbook is an invaluable and comprehensive guide to all aspects of business planning.

Author Information
Colin Barrow has lectured in business schools 
in the UK, America, Australia, the Far East and 
throughout Europe and is currently a visiting 
fellow at Cranfield University. He is also the 
author of The 30 Day MBA series, Financial 
Management for the Small Business and Starting 
a Business from Home, all published by Kogan 
Page. 
 
Paul Barrow is a Visiting Fellow at Cranfield, 
and also a consultant advising SMEs on 
growth strategies.  
 
Robert Brown is a Visiting Fellow at Cranfield 
and directed the Graduate Enterprise 
Programme there, where he led a course on 
entrepreneurship.
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This book
 « Is a one-stop guide to producing the most professional and convincing business plans for a new 
venture, including in-depth advice on plans for internal as well as external company use

 « Provides invaluable help with the sales forecast and compiling of all the necessary financial 
information

 « Is part of the bestselling Creating Success series, which has sold over 1000000 copies and contains 
practical advice on essential and value-adding work skills to help you develop your career

 « New to this edition: New and improved practical features to aid learning, including useful 
templates, top tips, and interactive, reflective exercises

Description
Whether you are starting or selling your own business, business plans are an essential part of the 
process. How to Write a Business Plan gives you the expert guidance you need to make an impact 
with your plan, including advice on researching competitors, presenting your management skills 
and successfully communicating your strategic vision. Whether it is to raise finance, sell a business 
or develop a specific project, this is your one-stop guide to producing the most professional and 
convincing business plan for a new venture. 
 
Fully updated for 2019, this 6th edition now features even more practical exercises, useful templates, 
and top tips to help you write a comprehensive and compelling plan, as well as content on digital 
developments such as crowdfunding, online retailing and digital marketing.  
 
The Creating Success series of books... 
 
Unlock vital skills, power up your performance and get ahead with the bestselling Creating Success 
series. Written by experts for new and aspiring managers and leaders, this million-selling collection of 
accessible and empowering guides will get you up to speed in no time. Packed with clever thinking, 
smart advice and the kind of winning techniques that really get results, you’ll make fast progress, 
quickly reach your goals and create lasting success in your career. 

Author Information
Brian Finch is an independent consultant, 
with considerable experience of preparing 
and delivering effective business plans, as 
well as advising others on their preparation of 
winning material. He is the author of Effective 
Financial Management, also published by 
Kogan Page.
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This book
 « Delivers a step-by-step guide to making a business idea happen, learning how to fail fast, pivot your 
ideas and pick yourself up

 « Features case studies from some of the most innovative start-ups including abnormal beauty 
company Deciem, Leon fast-food, Triumph lingerie, New York fashion tech Nineteenth Amendment, 
BrewDog beer, Cambridge Satchels, Allbirds, and the Cornish Seaweed Company

 « Provides details of how to actually run a business including budgeting, planning and managing cash 
flow

 « Shares stories of success and challenges from startup founders

Description
Start-Ups, Pivots and Pop-Ups is a must read for anyone with a business idea and the desire to 
be successful. It gives the reader the skills and knowledge to survive in today’s innovation and 
entrepreneurial-focused world. This book is about starting a business. It’s about putting your toe in the 
entrepreneurial water - perhaps through doing a short term business gig or a pop-up business - and 
then seeing what happens. It shows you how to listen to the customer and work out why failures may 
happen, and when they do, you’ll learn how to deal with them and create a new business that is robust 
and ready to grow.  
 
Start-Ups, Pivots and Pop-Ups shows you the best ways of starting, testing and growing a business. 
It shares the stories, experience and insights of those who’ve done it, and explains how to innovate, 
trial, refine and succeed. Even if your business idea struggles, you’ll find out how to learn so much that 
you’ll pivot your business, try again and then win big time. You’ll learn from a range of organizations 
including abnormal beauty company Deciem, Leon fast-food, Triumph lingerie, New York fashion 
tech Nineteenth Amendment, Brew Dog beer, Cambridge Satchels, Allbirds, and the Cornish Seaweed 
Company.

Author Information
Richard Hall works with senior executives 
across a range of industries to help them 
become better leaders and entrepreneurs. 
He has held senior positions in FMCG 
organizations such as Reckitt, RHM, French 
Gold Abbott and Euro RSG. 
 
Rachel Bell is founder of Shine 
Communications, the award-winning PR 
company. She is now chair of Academy PR.
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This book
 « New to this edition: modern and cutting edge case studies from around the world and updated 
content on digital businesses and environmental sustainability

 « Is part of the Business Success series which offers ambitious entrepreneurs the practical advice they 
need to succeed

 « Covers all the crucial information needed to make a new business stable and profitable, from 
guidance on business planning and marketing, to financials and people management

 « Includes international case studies to ensure that this is a resource grounded in real-life business 
with a diverse range of inspirational examples

Description
The first 18 months of your business is crucial. This is when the majority of new businesses fail and 
where a lack of proper preparation and forward planning can be your downfall. This eighth edition of 
Starting a Successful Business is your definitive guide to setting up a business that will thrive.  
 
Starting a Successful Business contains the crucial, practical information needed to turn your exciting 
new idea into a stable and profitable business. It covers each important step in the start-up process 
in a clear and accessible way. The major problems facing any new business are discussed, potential 
pitfalls are highlighted and practical advice is offered on key topics such as: ideas for new start-ups, 
business planning, marketing, franchising, selling and advertising, finances and financial control, 
taxation, business law and employing staff. 
 
Case studies from around the world provide inspiration and real-world guidance to support you as an 
entrepreneur. Brand new content on cloud computing, digital developments and making your business 
environmentally sustainable makes this Starting a Successful Business a cutting-edge and modern 
resource to show you how to make your business a success.

Author Information
Michael J Morris has tutored on various 
university business school programmes and 
has extensive experience consulting to small 
businesses. He is also the author of The First 
Time Manager, Successful Expansion for 
the Small Business and A Practical Guide 
to Entrepreneurship, all published by Kogan 
Page.
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[Sharon Terry of Genetic 
Alliance]

14 Power to the People: 
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[Tarik Nesh Nash of Govright]

This book
 « Showcases innovative solutions to social problems through case studies from Africa, India, the 
United States and Europe

 « Draws out the lessons learned by each innovator, enabling the reader to learn from their successes 
and mistakes

 « Bridges the gap between business and social entrepreneurship by exploring new business models 
to support social innovation

 « Provides inspiration and practical guidance for social entrepreneurs and those studying social 
entrepreneurship

Description
Social innovation and social entrepreneurship look for creative and affordable solutions to specific 
societal problems. Fuelled by the spread of the internet and the ubiquity of mobile phones, there are 
more people working to solve pressing social and environmental problems in the world today than 
ever before. Social Entrepreneurship and Innovation presents the journeys of pioneering - and often 
accidental - social innovators who, faced with a problem, used their courage, tenacity and creative 
thinking to find a solution. 
 
Using their own words to reflect upon their experiences, these cases do not gloss over the setbacks 
and the dead-ends social entrepreneurs can face. Instead, readers will gain a realistic insight into the 
challenges and an engaging look at the problem-solving mindset needed to overcome them. From a 
life-saving project to bring solar-powered lighting to midwives in Nigeria, to a news dissemination 
service that’s grown from small beginnings to have a global impact, each case study draws out the 
lessons learnt by the innovators, providing guidance and advice for those looking to follow in their 
footsteps. Social Entrepreneurship and Innovation is an invaluable resource for social entrepreneurs 
and innovators looking for new ideas and insight into what really works - and what doesn’t.

Author Information
Ken Banks, founder of global non-profit 
organization kiwanja.net, devotes himself 
to the application of mobile technology for 
positive social and environmental change in 
the developing world. He is a PopTech Fellow, 
a Tech Awards Laureate, an Ashoka Fellow 
and a National Geographic Emerging Explorer. 
He was appointed Entrepreneur in Residence 
at CARE International in 2015, elected a Fellow 
of the Royal Society of Arts in 2012, and in 
2013 he was nominated for the prestigious 
TED Prize.
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This book
 « Highlights the latest ideas, techniques and solutions for maximising growth and controlling risk

 « New to this edition: new case studies and latest fiscal developments

 « Gives a comprehensive insight in to the challenges involved in building a high growth venture in 
2016 and beyond

 « Includes case studies and contributions from well-known companies and associations such as 
Companies House, Yorktel, Forget About it, Proteus Consultancy, Aberdeen Business School and 
many more

Description
The Growing Business Handbook, now in its 17th Edition, provides a comprehensive account of the 
underlying challenges for growing companies, offering insight into techniques and solutions for 
maximising growth and controlling risks during the course of 2016/17. 
 
The Growing Business Handbook will highlight challenges that are likely to be making an impact 
on SMEs, including the implications of the UK government’s Enterprise Bill, the development of 
alternative sources of finance and the recommendation that business schools become more engaged 
in actively supporting SMEs.  
 
High growth and high performing businesses of the year ahead will depend less on their type of 
business and more on their ability to manage the growth process. In markets of all kinds, there will 
be scope to spot an opening, make a plan, create a compelling offer, find a route to market, develop a 
financial strategy, become more professional and inspire everyone within a team.  
 
The Growing Business Handbook will bring readers up to speed on how best to lead and manage the 
growth process. By offering an insight into the techniques and solutions for maximizing growth and 
controlling risks within an enterprise, this must-have offers practical advice and concrete suggestions 
to help an enterprise reach maximum potential. 

Author Information
Adam Jolly is a business writer and editor 
specializing in the management of growth, 
innovation, technology and risk. He is 
Consultant Editor on a number of Kogan Page 
titles including The Handbook of European 
Intellectual Property Management; Clean 
Tech Clean Profits and The Innovation 
Handbook.

Growing Business 
Handbook
Inspiration and Advice from 
Successful Entrepreneurs and Fast 
Growing UK Companies

Edition: 17
Date: 03/07/2016
Price: £39.99
ISBN Print: 9780749477905
ISBN Ebook: 9780749477899
Pages: 272
Format (mm): 240x170
Product Category: General
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This book
 « Written by bestselling author, speaker, trainer, and creativity expert Chris Griffiths, whose books 
have been sold in over 15 countries and translated into five languages

 « Packed with practical tools and useful templates to help the reader unlock their creative problem-
solving potential, generate more ideas and find brilliant solutions for any professional challenge

 « Guides the reader through a step-by-step method of creative problem-solving, empowering them 
to proactively develop the crucial skill of creativity: identified by the IBM 2010 Global CEO Study as 
’the number one leadership trait for the future’

 « Online Resources: Includes online tool the Decision Radar, which allows readers to assess their 
thinking, track their development, and personalize their experience

Description
Some people say that creativity is about thinking outside the box, while others believe it is about 
being creative inside the box; but what if there is no box? More than 82 per cent of companies believe 
creativity directly impacts results, yet few of us understand how it comes about or how to put it into 
practice. If we could identify and remove the ’box’ around our thinking, we could unlock unlimited 
streams of creativity for professional and business success. The Creative Thinking Handbook offers an 
integrated system of personalised insights, along with clear, practical tools and strategies - including 
the tried-and-trusted Solution Finder model. 
 
This book enables you to develop your creative problem-solving skills to make better decisions with an 
individualized step-by-step strategy. Based on long-term research and testing of the creative thinking 
process, The Creative Thinking Handbook helps you generate more ideas and find brilliant solutions 
for any professional challenge.

Author Information
Chris Griffiths is founder and CEO of 
OpenGenius, and world-leading expert on 
the application of innovation and Mind 
Mapping®. He has helped drive business 
growth for thousands worldwide, including 
teams and individuals from Fortune 500 and 
FTSE 100 companies, the United Nations and 
Nobel Laureates. 
 
He is a bestselling author on creativity and 
innovative thinking skills, and promotes 
entrepreneurial thinking through the Inspire 
Genius Foundation. 
 
Melina Costi is a professional business writer 
with a background in marketing management. 
She has co-authored several books.

The Creative 
Thinking Handbook
Your Step-by-Step Guide to Problem 
Solving in Business
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Price: £14.99
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This book
 « Is a one-stop, comprehensive guide for candidates on professional qualifications, mature students, 
distance or part-time learners, adults returning to study, and other non-traditional students, 
providing the full range of mental and practical skills you need to succeed

 « Will help you effectively manage your learning alongside the diverse and often conflicting priorities 
of adult life, including full-time work or family responsibilities

 « Features recommended technology tools, practical exercises, useful templates, and inspirational 
and aspirational case studies from a range of non-traditional, real-life students and graduates

Description
Have you learned how to learn? Written especially for professional or distance learners, part-time or 
mature students, and formal CPD qualification candidates, The Return to Study Handbook will teach 
you how to study effectively, ace your ongoing education, and get the grades you need to advance 
in your career. Whether you need to balance your learning with full or part-time work, or overcome 
the ’mindset gremlins’ stemming from a negative school experience, this book will empower you to 
effectively manage your own learning and provide you with the full range of mental and practical skills 
you need to succeed. 
 
Packed with practical tools, tips, exercises, case studies and strategies, plus the author’s own 
inspirational story, The Return to Study Handbook not only covers the study skills necessary for any 
student to be successful - such as effective note-taking; exam technique; and essay writing - but 
it specifically addresses relevant topics for non-traditional students. With advice on recommended 
technology aids; handling procrastination and distractions; dealing with overwhelm and avoiding 
burnout; managing distance learning; and overcoming the mental and emotional barriers of past 
experiences, this book will guide you through everything you need to achieve the grades and career 
you want.

Author Information
Chloe Burroughs is a Graduate Ambassador 
for the Open University. Study coach, blogger, 
entrepreneur, and contributing writer for We 
Are The City; she specializes in using her own 
experience as a full-time professional and 
part-time distance learner, to help people 
overcome barriers to learning and achieve the 
grades they need to advance in their careers.

The Return to Study 
Handbook
Study Skills for Mature, Distance, and 
Workplace Learners

Edition: 1
Date: 03/09/2019
Price: £14.99
ISBN Print: 9780749496906
ISBN Ebook: 9780749496913
Pages: 240
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This book
 « Fully updated content for 2020, including new careers in the digital space

 « Provides jobseekers with crucial and concise information: what qualifications are required, what 
does the job entail, what are the starting salaries and what are the opportunities in the industry

 « Functions as an easy-to read and non-intimidating guide that is perfect for young people 
considering their career options

 « Covers over 300 different career paths available today

 « Gives careers advisers a one-stop reference guide to a huge range of career options, allowing them 
to easily direct students to the choices that best suit their ambitions and capabilities

Description
From accountant to zoologist, this new edition of The A-Z of Careers and Jobs is your one-stop shop 
for insightful guidance on more than 300 different career areas in the UK. This book is a quick and 
informative way to find out about what jobs and careers are out there, from traditional roles to new 
opportunities in the digital world. For those looking for their first job after school or university, or for 
anyone considering a change of career, this book provides reliable and up-to-date advice on a wide 
range of professions to help you choose the right path for you. 
 
The A-Z of Careers and Jobs covers the practical issues you need to understand, such as the extent of 
job opportunities in each industry, what personal skills are needed, what experience is required, entry 
qualifications, training, as well as typical earnings and starting salaries. In an ever more competitive 
and changing job market, information will help maximize your chances of success. This book is 
designed to help identify what personal strengths fit to what kinds of work, what skills you should 
highlight on a CV and what you need to know about each job. This handy and informative reference 
guide is also a valuable resource for careers advisers working in schools, colleges and universities 
who need to keep track of new developments - such as new roles and routes of entry, professional 
associations and exams - to offer the very best guidance to today’s job hunters.

The A-Z of Careers 
and Jobs
Edition: 26
Date: 03/07/2020
Price: £19.99
ISBN Print: 9781789664584
ISBN Ebook: 9781789664591
Pages: 368
Format (mm): 234x156
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This book
 « Provides quick-reference support for a huge range of essential business skills - including self-
management, process management, and people management - making it a valuable tool be 
referred to again and again throughout your career, from new jobs to senior management

 « Offers quick access to tools and techniques to help you make considered decisions when faced 
with a challenge at work, including self-assessment questions, useful templates, and interactive 
exercises

 « Empowers you to feel confident in any work situation, using tried-and-tested coaching techniques 
to give you the tools you need

Description
As you progress in your career, you will face new challenges. From managing yourself, to managing 
processes, projects, and people, what works for one situation may not work for another and you’ll 
need to be able to develop and apply what you know in a different way. The Successful Career Toolkit 
is a helpful survival guide to keep on hand no matter where your career takes you. With focused, skill-
based topics in three broad areas - managing yourself, managing tools and processes, and managing 
others - this book uses tried-and-trusted coaching techniques to help you face any imaginable 
workplace challenge, from asking for a raise or managing a difficult conversation, to improving your 
presentation skills or giving constructive feedback to an employee. 
 
Written by experienced senior business leader, coach, and mentor Patrick Barr, this book does what 
it says on the tin - providing concise and empowering guidance on a range of essential business skills. 
With practical, interactive exercises throughout, The Successful Career Toolkit is a vital resource you 
will return to again and again as you progress in your chosen career.

Author Information
Patrick Barr has over 20 years international 
leadership experience, having held senior 
roles in Ireland, the UK and the USA in the 
airline, FMCG and IT industry sectors. Owner 
and Managing Partner of Barr Performance 
Coaching, he is passionate about leadership 
development and performance management. 
He is a member of the Enterprise Ireland 
Mentor Panel and The European Mentoring 
and Coaching Council.

The Successful 
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Your Quick Fire Guide to Mastering 
Business Skills
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This book
 « Takes a topic that feels overwhelming and abstract, and breaks it down into clear, practical steps 
that will reassure and help you take control of your career

 « Guides you through the process of understanding the career landscape of the past, present and 
future, and your unique place in it

 « Features inspiring case studies, clear and practical examples, and tools such as decision-making 
techniques to help you apply the theory to your own career path

Description
What’s going on with the world of work? Will my job exist in five years’ time? What’s ’disruption’ all 
about, and what does it mean for me?  
 
Jobs don’t look like they used to. In this age of innovation, staying in control of your work life can feel 
overwhelmingly challenging. So what does it take to have - and be in control of - a successful and 
fulfilling career? Career Fear (and how to beat it) will help you answer this question for yourself. 
 
In this practical and reassuring book, you’ll explore the perspective, mindset and uniquely human skills 
you need for a resilient and thriving career - without the fear. From understanding how the world of 
work is changing, to self-reflection and developing your critical thinking; author Somi Arian will guide 
you through everything you need to be ready for an exciting and varied journey through life and work. 
Packed with clear, useful examples and inspiring case studies, Career Fear (and how to beat it) helps 
you beat that career fear and prepare to succeed - no matter where your career takes you.

Author Information
Somi Arian is a speaker, entrepreneur and 
award-winning filmmaker specialising in the 
impact of technology on the digital native 
generations. She has hosted and spoken at 
events with attendees including the BBC, The 
Economist, Marie Claire, The Guardian, Amazon, 
HSBC, Virgin Atlantic, American Express, 
and many others. Her 2018 documentary The 
Millennial Disruption has been nominated for a 
number of international film festival awards, 
winning the Worldfest Houston Silver Remi 
award and the IIRC Mary Austin Award in 
Excellence In Directing [Documentary], both 
in 2019.

Career Fear (and 
how to beat it)
Get the Perspective, Mindset and 
Skills You Need to Futureproof your 
Work Life

Edition: 1
Date: 03/07/2020
Price: £14.99
ISBN Print: 9781789664621
ISBN Ebook: 9781789664638
Pages: 256
Format (mm): 216x138
Product Category: General
Subject: Careers Information



79

Job Seeking

Job Seeking
Employability, Careers & 
Entrepreneurship

Table of Contents

1 Read This First
2 Cover Letters – The Secret 

Weapon in Your Job Search
3 The Six Types of Job Search 

Letters
4 Know the Job, Know Your 

Customer
5 Develop Your Professional 

Identity
6 Elements of a Great Cover 

Letter
7 Assembling Your Job Search 

Letter
8 How to Polish and Edit Your 

Letters for Maximum Impact
9 The Plan of Attack
10 Sample Letters

This book
 « Includes sample cover letters, from a wide selection of industries, that the reader can adapt for 
their own use

 « Contains an indispensable list of useful key phrases that can help you create a compelling cover 
letter and write fluidly

 « Guides you through the entire cover letter process, from drafting, writing and sending it, to writing 
follow up emails, networking emails and emails following either acceptance or rejection

 « Is written by internationally best-selling author and job seeking expert, Martin John Yate

 « Is part of the successful Ultimate series, containing practical advice on essential job search skills 
and offering the best chance at getting the job you want

Description
Does your cover letter have the X factor? How can you make sure that it communicates what 
employers really want? Ultimate Cover Letters, from best-selling author and careers expert Martin 
John Yate, describes how to write the very best cover letters, helping you to open doors to job 
interviews and offers of employment, and outshine all other candidates. From the very popular 
Ultimate series, the book offers sound advice on assembling letters and how to use key ’power 
phrases’ to get results, as well as over 100 sample letters to cover a variety of situations. These include 
e-mail responses to online applications, speculative letters, letters to answer advertised vacancies, 
follow-up letters, networking letters and even acceptance and resignation letters.  
 
Now including a chapter on how to develop your professional image and integrate it into your job 
search letter, Ultimate Cover Letters 5th edition covers all aspects of this crucial part of the job-
hunting process in an engaging and approachable way, ensuring you put every chance of success by 
your side. Ultimate Cover Letters will help you make the perfect first impression. 
 
About the series: The Ultimate series contains practical advice on essential job search skills to give 
you the best chance of getting the job you want. Taking you all the way from starting your job search 
to completing an interview, it includes guidance on CV or résumé and cover letter writing, practice 
questions for passing aptitude, psychometric and other employment tests, and reliable advice for 
interviewing.

Author Information
Martin John Yate is an internationally best-
selling author. He has held major posts as a 
director of training and personnel for several 
international companies. His best-selling book 
Great Answers to Tough Interview Questions 
is now in its 8th edition and has sold over 5 
million copies. He is also the author of the 
highly successful Ultimate CV, both published 
by Kogan Page.

Ultimate Cover 
Letters
Master the Art of Writing the 
Perfect Cover Letter to Boost Your 
Employability
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Price: £14.99
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This book
 « Is written by renowned careers expert Martin John Yate, author of the companion title Ultimate 
Cover Letters and best-selling careers title Great Answers to Tough Interview Questions 

 « Contains everything you need to know to produce the perfect CV that will differentiate you from the 
competition

 « Includes over 100 samples of winning CVs, tailor-made for different job descriptions and special 
situations, that you can adapt for yourself

 « Is part of the successful Ultimate series, containing practical advice on essential job search skills 
and offering the best chance at getting the job you want

Description
Does your CV have the X factor? Do you want your CV to impress potential employers and show them 
exactly what they want? Ultimate CV, now in its 5th edition and part of the successful Ultimate series, 
provides you with the key guidance you need to create an irresistible CV that will grab any recruiter’s 
attention. This book will help you to stand out from other candidates, open doors to job interviews 
and maximize the potential for job offers. Careers and CV guru Martin John Yate shows you how to 
position plain facts into a powerful sales pitch that will get you the job you want.  
 
Ultimate CV covers every aspect of this crucial part of the job-hunting process. It contains hundreds 
of sample CVs, tailored to specific jobs and industries, that you can use and personalize for your own 
applications. Alongside insightful advice on hunting for jobs, this indispensable book will give you all 
the guidance you need to create a distinctive, professional CV so you can get that dream job. 
 
About the series: The Ultimate series contains practical advice on essential job search skills to give 
you the best chance of getting the job you want. Taking you all the way from starting your job search 
to completing an interview, it includes guidance on CV or résumé and cover letter writing, practice 
questions for passing aptitude, psychometric and other employment tests, and reliable advice for 
interviewing.

Author Information
Martin John Yate is an internationally 
best-selling author and renowned expert on 
career matters. He has held major posts as a 
director of training and personnel for several 
international companies. His top selling title 
Great Answers to Tough Interview Questions, 
published by Kogan Page, is now in its 8th 
edition.
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This book
 « Contains 100s of sample interview questions, as well as sample answers, from a diverse range of 
job types including management, sales and marketing, administration, customer relations, technical 
jobs, creative jobs and practical jobs

 « Helps you to prove yourself as an ideal candidate and covers the soft skills that will help you 
succeed at interview such as rapport building, communication and confidence

 « Gives insightful guidance on how best to impress employers through giving the best answers to 
common, difficult and unusual interview questions

 « Includes guidance on alternative forms of interviewing, including panel interviews, telephone 
interviews and video interviews

 « Is part of the successful Ultimate series, containing practical advice on essential job search skills 
and offering the best chance at getting the job you want

Description
Are you preparing for an upcoming interview? Are you nervous about making a good impression 
or want to practise for difficult questions? From the bestselling Ultimate series, Ultimate Interview 
will give you all the guidance you need when preparing to ace the interview for your dream job. 
Renowned careers expert, Lynn Williams, will give you the edge on: understanding your interviewer 
and what they are looking for, highlighting the evidence that you are the perfect candidate through 
skills and industry knowledge, standing out from the competition, answering questions professionally, 
navigating the beginning of the interview, coping with difficult questions, dealing with off-the-wall 
questions, looking the part and knowing how to behave in telephone, video, panel and assessment 
centre interviews.  
 
Ultimate Interview, now in its 5th edition, is a must-have for all serious job-seekers. It contains 100s 
of sample interview questions, with answer examples, tailored by industry experts to give you a 
personalized resource. It covers jobs in management, sales and marketing, administration, customer 
relations, technical industries, practical industries and creative industries. 
 
About the series: The Ultimate series contains practical advice on essential job search skills to give 
you the best chance of getting the job you want. Taking you all the way from starting your job search 
to completing an interview, it includes guidance on CV or résumé and cover letter writing, practice 
questions for passing aptitude, psychometric and other employment tests, and reliable advice for 
interviewing.

Author Information
Lynn Williams is a career counsellor and 
trainer who runs workshops on CV writing 
and interview techniques. She writes regularly 
for a wide range of publications on job search 
and career issues and is also the author of 
Ultimate Job Search, Readymade CVs and 
Readymade Job Search Letters, all published 
by Kogan Page.

Ultimate Interview
Master the Art of Interview Success 
with 100s of Typical, Unusual and 
Industry-specific Questions and 
Answers

Edition: 5
Date: 03/07/2018
Price: £14.99
ISBN Print: 9780749481384
ISBN Ebook: 9780749481391
Pages: 248
Format (mm): 234x156
Product Category: General
Subject: Job Seeking



82 Job Seeking
Employability, Careers & 
Entrepreneurship

Table of Contents

Introduction
1 The Importance of 

Presentation Skills
1.1 Why Presentation Skills are 

Important
1.2 Giving Presentations at 

Interviews and Assessment 
Centres – The Essentials

1.3 Giving Presentations in 
your Professional Life – The 
Essentials

2 The Presentation
2.1 How to Prepare for a 

Presentation
2.2 How to Structure your 

Presentation
2.3 Time Management
2.4 Presentation Styles and 

Techniques
2.5 Presenting as Part of a Group
2.6 Using Technology and Visual 

Aids
2.7 Openings and Endings
3 You
3.1 Personality and Message
3.2 Overcoming Nerves
3.3 Body Language
3.4 Getting Rid Of Bad Habits
3.5 Verbal Communication
3.6 Coping with the Unexpected
4 The Audience
4.1 Tailoring Your Presentation to 

Your Audience

4.2 Impressing Potential 
Employers in an Interview 
Presentation

4.3 Answering Questions on the 
Spot

4.4 Audience Interaction or 
Participation

4.5 Conclusion

This book
 « Is written by top presentation and business communication expert, Jay Surti, and contains 
insightful, up-to-date and practical guidance

 « Covers the aspects of presentation giving that people find most difficult: coping with unexpected 
interruptions or computer breakdowns, controlling nerves and bad habits and dealing with 
audience questions and interaction

 « Allows you to perfect your presentation through more advanced skills, such as seamless use of 
visual aids, creating powerful beginnings and endings and communicating a strong and consistent 
message

 « Contains practical exercises for you to practice your presentation skills, sample structures 
for presentations for you to adapt to your own purposes and case studies of successful (and 
unsuccessful) presentations

 « Is part of the successful Ultimate series, containing practical advice on essential job search skills 
and offering the best chance at getting the job you want

Description
Does the thought of delivering a presentation fill you with dread? Do you want to learn how to give a 
fantastic presentation and impress an audience? Ultimate Presentations covers every aspect of this 
essential business skill: how to prepare, how to structure a great presentation, using technology and 
visual aids, communicating a strong message, tailoring your presentation to your audience, highlighting 
your personal skills through your presentation, time management and dealing with Q and As.  
 
Business presentation expert Jay Surti guides you through the most common obstructions to giving 
good presentations and how to overcome them, from nerves and uncomfortable body language, 
to voice tone and physical habits. Insightful guidance on coping with the unexpected, such as 
interruptions, technology breakdowns or difficult questions helps you to feel prepared and confident, 
no matter what happens during your presentation. The ability to deliver outstanding presentations 
is a lifelong skill that remains relevant throughout an entire career and can boost employability and 
progression. From the best-selling Ultimate series, Ultimate Presentations is your one-stop guide to 
acing that presentation and wowing an employer. 
 
About the series: The Ultimate series contains practical advice on essential job search skills to give 
you the best chance of getting the job you want. Taking you all the way from starting your job search 
to completing an interview, it includes guidance on CV or résumé and cover letter writing, practice 
questions for passing aptitude, psychometric and other employment tests, and reliable advice for 
interviewing.

Author Information
Jay Surti is a business presentation coach, 
speaker and consultant. She works with 
executives, teams and MBA candidates to 
help them transform their presentations to 
make sure they engage with their audience 
and get their message across. She has been 
a Judge at MassChallenge UK and served 
as an Executive Board Member of Women 
in Banking and Finance. She has recently 
been appointed as a Board Member of the 
Governing Body of the University of Dundee 
and is a Council Member for the Women’s 
Engineering Society.
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This book
 « New to this edition: brand new content on stealthy job seeking whilst already in employment and 
overcoming age discrimination in job interviews

 « Has sold over 5 million copies across previous editions

 « Includes over 200 interview questions with expert tips for tackling them

 « Provides guidance on the trickiest issues facing job-seekers, such as salary negotiations and 
searching for jobs during tough economic times

 « Gives an end-to-end guide to securing a job: searching, applying, preparing, interviewing and 
negotiating

Description
Great Answers to Tough Interview Questions is the essential companion for all job-seekers. One of 
the best-selling job-hunting books of all time, having sold over 5 million copies, it takes you through 
the whole process; from composing your CV and preparing for interviews to interview techniques, 
answering tough questions and even negotiating your new salary. Crammed full of the difficult 
questions that interviewers might throw at you, Martin John Yate gives you expert tips and suggested 
answers to tackle the tricky ones including: 
 
Why should I give you the job? What is your biggest weakness? What are your salary expectations? 
How long would you stay with the company? What is your greatest strength? Why do you want to work 
here?  
 
Great Answers to Tough Interview Questions will help anyone at any stage of their career. It is your 
indispensable guide to blowing away the competition and landing your dream job.

Author Information
Martin John Yate is an internationally 
bestselling author. He has held major posts 
as a director of training and personnel for 
several international companies and is 
widely respected as the expert on all career 
matters. He is also the author of Ultimate CV 
and Ultimate Cover Letters, both published by 
Kogan Page.
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This book
 « Contains one of the highest numbers of practice exercises and questions on the market, developed 
and sourced by an expert Assessment Centre planner

 « Is full of insider tips and tricks from author Tony Weightman, who has run Assessment Centres for 
major clients including GSK, Nestle, Virgin Atlantic and Transport for London

 « Helps job seekers gain confidence by giving them the tools to practice showcasing the kinds of skills 
that top employers are looking for - from leadership and teamwork, to decision making and keeping 
calm under pressure

 « Provides essential practice for all aspects of the Assessment Centre, including individual exercises, 
interviews, group exercises, presentations and psychometric testing

Description
Assessment Centre Success is your road map to mastering the skills, exercises and challenges that 
you’ll be faced with when trying to secure that prized job offer. An Assessment Centre can be daunting: 
you are likely to face a full day of challenging exercises, tests and skilled competitors. However, with 
the right level of practice and preparation, you will be able to confidently tackle whatever employers 
may throw at you. 
 
Written by experienced Assessment Centre planner, Tony Weightman, Assessment Centre Success 
contains a bank of practice exercises and insider tips to help you succeed. Individual exercises are 
covered, including how to deliver good presentations, reports, interviews and analysis under pressure 
as well as group exercises such as problem solving and team presentations. Expert guidance on 
how to demonstrate the key skills employers are looking for helps you understand how to show 
yourself in the best possible light under challenging circumstances: including leadership, team work, 
industry knowledge, keeping calm under pressure, decision making, analytical skills, confidence and 
communication skills.

Author Information
Tony Weightman has over 30 years’ 
experience as an HR consultant for major 
organizations including GSK, Nestle, Virgin 
Atlantic and Transport for London. He has 
developed and run assessment centres for 
some of the UK’s largest organizations across 
several industries including food, engineering, 
hospitality and the charity sector, as well as 
for MBA candidate development.
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Competition and Impress Employers
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This book
 « Pushes the reader to triumph over increasingly disrupted career paths by fully developing 
themselves with the original, practical and hands-on exercises at the end of every chapter

 « Shows the reader how they can become irreplaceable, get an edge on the competition and stay 
valuable in a context of growing automation, AI, and increased outsourcing

 « Covers crucial skills that help the reader be the best they can be at creativity, charisma, relationship 
building, getting ahead, learning, story telling, and making their ideas reality

 « Contains inspiring interviews with cutting-edge experts, including entrepreneurs, podcasters, 
venture capital experts, digital storytellers and human behaviour specialists

Description
The steady career path is a thing of the past: disruption is here to stay. You need to be able to 
keep learning, growing and reinventing yourself to stay valuable in the midst of this change. Those 
who succeed in this new world will be the ones who have skills that are always in demand and 
cannot be replaced. Creativity, charisma, confidence, constant learning, storytelling, adaptability 
and tribe building are the keys to having a thriving professional life and turning ideas into reality. 
Superconductors is your treasure trove of exclusive interviews and hands-on self-development 
exercises to inspire you and push you into action. Derek Loudermilk brings together some of the 
best minds to coach you on every skill, including entrepreneurs, podcasters, venture capitalist experts, 
human behaviour hackers, journalists and digital storytellers. Michael Margolis, Vanessa Van Edwards, 
Derek Muller, Jason Zook, Linda Rottenburg are just some of the people giving you original insights 
and advice to help you form your own path.  
 
If you’re ambitious and you want to carve your place in this chaotic, but exciting, new world of work 
then you need to be a superconductor: you need to have the creative energy, the ability to build great 
networks and the charisma to make big things happen. Whether you want to live as a digital nomad, 
an entrepreneur or be a formidable force in your chosen industry, Superconductors gives you the 
unique insight and hands-on tools to be the best you can be.

Author Information
Derek Loudermilk is a serial US entrepreneur, 
business coach and international speaker. 
A dedicated professional adventurer and 
digital nomad, he is also the host of the Art of 
Adventure Podcast and the Uncharted Family 
Podcast.
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This book
 « Provides everything job hunters need to know in one book on how to maximize their chances of 
securing a new role

 « Includes insightful comments from industry experts giving a real-life view of the job market

 « Contains sample CVs for different types of jobs and sector specific interview questions

 « Prepares candidates to deal with difficult interview questions and tough job market conditions, 
reducing anxiety and boosting confidence

 « Is part of the successful Ultimate series, containing practical advice on essential job search skills 
and offering the best chance at getting the job you want

Description
Do you want to find your ideal job? Do you need to be able to prepare an excellent CV, answer tough 
interview questions and impress prospective employers? A ’one-stop shop’ for all job hunters, this 
5th edition of Ultimate Job Search takes the stress out of job hunting and provides advice on every 
stage of the job hunting process, from preparing a powerful CV that will get you noticed; sample cover 
letters and emails that come across as genuine; making a great impression at interviews; to dealing 
with offers and rejections in a positive manner.  
 
From the best-selling Ultimate series, the guidance in this book will help you shine and will 
demonstrate to future employers that you’re the person for the job. With an exhaustive breadth of 
detail and real-life up-to-date comments from employers and recruitment professionals, Ultimate Job 
Search is invaluable to anyone looking to get their dream job at any stage of their career. 
 
About the series: The Ultimate series contains practical advice on essential job search skills to give 
you the best chance of getting the job you want. Taking you all the way from starting your job search 
to completing an interview, it includes guidance on CV or résumé and cover letter writing, practice 
questions for passing aptitude, psychometric and other employment tests, and reliable advice for 
interviewing.

Author Information
Lynn Williams is a career counsellor and 
trainer who runs workshops on CV writing 
and interview techniques, and writes regularly 
on job search and career issues. She is the 
author of the best-selling Ultimate Interview, 
Readymade CV and Readymade Job Search 
Letters, all published by Kogan Page.
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This book
 « Covers every aspect of starting a new job or internship, tackling the top 15 questions that people 
ask when starting a new position

 « Includes essential advice, such as managing a difficult new boss and managing your image

 « Provides extra material available on The CV Centre’s website, offering interactivity, forums and a 
video blog

Description
How long do you stay in each job? Millions of us change roles on average every three years. A nation of 
job-hoppers, every promotion or change presents the same issues and worries and there’s no getting 
away from those first day nerves. Ultimate New Job will prepare you for the toughest few months of 
your life, when fitting in is everything and first impressions count. Covering every aspect of starting 
a new job or internship, it tackles the top fifteen questions that people ask when starting a new 
position, from handling the offer and resigning from your current post, to researching the organisation, 
networking and finding your place within the team. With realistic, practical advice, Ultimate New Job 
tackles all of your concerns head on, making your first weeks and months as smooth a transition as 
possible - for you and your new employer.

Author Information
James Innes is an accomplished author and 
the Founder and Managing Director of The 
CV Centre - the UK’s leading CV consultancy. 
Following more than a decade of experience 
heading up The CV Centre, James is widely 
considered to be one of the UK’s leading 
careers experts. Visit his website at: http: 
//www.ineedacv.co.uk/.
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This book
 « Features interviews with industry professionals, employers, and graduates, self-development 
exercises, and focused learning outcomes

 « Is a one-stop shop with everything readers need to become job-ready, including developing the 
skills that employers want, doing a successful job search, performing in interviews and assessment 
centres and planning for a dream career

 « Empowers job-seekers to feel in control of their employability and career planning by providing 
practical advice and interactive self-assessment exercises

Description
To get the career you want, you need to be job-ready. This is your all-in-one guide to understanding 
what employers want and how to prepare yourself with a personal career plan. From gaining work 
experience, to mastering essential skills and acing the application process, The Job-Ready Guide is a 
complete resource for standing out from the crowd and getting a job offer. It shows you how to build a 
strong CV, write an impressive cover letter, excel at interviews, and cultivate the professionalism that 
employers want. 
 
Moving from education into the workplace can be a challenge: the world of work demands skills that 
you may never have had to truly use - or think about - before. The Job-Ready Guide will help you to 
boost your employability, covering everything you need to prepare for and start a successful career. 
You’ll be able to conduct a systematic job search, learn how to network and develop a personal brand 
online, as well as hone valuable skills including leadership, teamwork, creativity and problem-solving. 
A highly practical, hands-on guide, this book is packed with useful features, including interactive 
exercises to help you in your real life; insider advice from employers; and tips from professionals at 
different stages in their careers who reveal ’what they wish they’d known’.

Author Information
Anastasia de Waal is Director of the Family 
and Education Unit and Deputy Director at 
think tank Civitas. A regular contributor to 
broadcast media, she has also written for 
The Guardian, the Sunday Times, The Sun, 
the New York Times, the Daily Telegraph and 
the Mail on Sunday. She is the founder of I 
Can Be, a charitable programme that takes 
disadvantaged children to visit professionals 
in their workplaces.
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This book
 « Is the biggest book of IQ practice tests available with 1000 psychometric test questions - 
substantially more than the nearest competitor

 « Is perfect for those facing an IQ test or for puzzle enthusiasts

 « Covers every aspect of IQ testing, including verbal reasoning, diagrammatic reasoning and lateral 
thinking

 « Is written by two of the undisputed masters of IQ testing, Philip Carter and Ken Russell, who have 
created over 60 books on the subject

Description
IQ tests are routinely encountered in recruitment for various industries, including for jobs in the 
government, armed forces, and education as well as industry and commerce. Competition is fierce 
and employers are determined to cut the weak from the strong so it is essential for candidates to be 
prepared. Ultimate IQ Tests is the biggest book of IQ practice tests available. Written and compiled 
by experts in IQ testing and brain puzzles, it contains 1000 practice questions organized into 25 tests, 
with a simple guide to assessing individual performance.  
 
With a brand new test in this edition, designed to be more challenging than the others so you can track 
progress, this is the best one-stop resource to mind puzzles. Working through the questions will help 
you to improve your vocabulary and develop powers of calculation and logical reasoning. From the 
best-selling Ultimate series, Ultimate IQ Tests is an invaluable resource if you have to take an IQ test, 
but it’s also great fun if you like to stretch your mind for your own entertainment - and boost your 
brain power.

Author Information
Ken Russell and Philip Carter are IQ test 
experts who are continually devising new 
IQ tests and puzzles. They have produced 
over 60 books covering all aspects of testing, 
crosswords, puzzles and reasoning. These 
include the best-selling Test your IQ published 
by Kogan Page.  
 
Philip Carter is also the author of IQ & 
Psychometric Tests, The IQ & Psychometric Test 
Workbook, Test and Assess Your IQ, Advanced IQ 
Tests, IQ and Aptitude Tests, IQ and Personality 
Tests, Succeed at IQ Tests, all published by 
Kogan Page.
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This book
 « Contains 1000 questions of essential practice for recruitment tests and aptitude assessment 
procedures

 « Includes detailed explanations of answers to aid learning and test scoring abilities

 « Comes with a free suite of online tests which allow the reader to practise and score themselves 
against others

 « Gives readers the technical skills and practice opportunities so that they can impress prospective 
employers and get hired

 « Is part of the successful Ultimate series, containing practical advice on essential job search skills 
and offering the best chance at getting the job you want

Description
Do you need to prepare for an aptitude test for an interview or selection process? Do you want to 
practise and improve your scores? Ultimate Aptitude Tests, now in its fourth edition and part of the 
best-selling Ultimate series, is the largest and most comprehensive book of its kind, boasting over 
1000 varied practice aptitude questions with accompanying answers and explanations. In such a 
competitive job market, it’s the perfect book to ensure you’re entirely prepared to get those high 
scores and impress potential employers.  
 
Businesses use aptitude tests when recruiting; sometimes even to fast-track potential leaders. 
Providing essential practice, Ultimate Aptitude Tests includes tests like those you are likely to 
encounter, including abstract visual tests, verbal and numerical reasoning tests, practical skills and 
understanding tests, spatial and systems potential tests and logic and intuition tests of different types. 
This new edition also now includes a brand new section on online testing environments as well as 
free access to a separate full online test to evaluate your abilities. Ultimate Aptitude Tests is brilliant 
preparation for candidates wishing to outshine their competition and secure their dream job. 
 
About the series: The Ultimate series contains practical advice on essential job search skills to give 
you the best chance of getting the job you want. Taking you from your job search to completing an 
interview, it includes guidance on CV or résumé and cover letter writing, practice questions for passing 
aptitude, psychometric and other employment tests, and reliable advice for interviewing.

Author Information
Jim Barrett is a chartered psychologist with 
years of experience in advising organizations 
on their selection procedures. He is a best-
selling author and has written many testing 
books, including The Complete Personality 
Assessment, How to Pass Advanced Aptitude 
Tests, The Aptitude Test Workbook and he 
is co-author of Test Your Own Aptitude, all 
published by Kogan Page.  
 
Tom Barrett runs a online software 
development consultancy. He specialises in 
web software architecture, web standards, 
usability and content management. Tom is a 
psychology graduate and has developed the 
software for the online psychometric tests 
available at insight-tests.com.
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This book
 « Is the biggest ever psychometric test book boasting over 1000 practice questions

 « Is designed to be an ideal companion to self study and practice of psychometric tests to help you 
land your dream job

 « Offers sample questions from every major type of test including verbal reasoning, numerical 
reasoning, personality questionnaires, non-verbal and diagrammatic reasoning tests, spatial and 
recognition tests, situational awareness questions, quantities and conversions

 « Is written by best-selling author Mike Bryon, a recruitment consultant and psychometric testing 
guru

 « Is part of the successful Ultimate series, containing practical advice on essential job search skills 
and offering the best chance at getting the job you want

Description
Are you faced with an upcoming psychometric test as part of a job application? Do you want to 
practise your technique and perfect your score? The best-selling Ultimate Psychometric Tests, now 
in its fourth edition, is the biggest book of its kind, containing over 1000 practice test questions of a 
multitude of different types of tests with accompanying answers and explanations. Providing sample 
questions from all the major types of test, including verbal reasoning, numerical reasoning, personality 
questionnaires, non-verbal and diagrammatic reasoning, new tests also now include spatial recognition 
and visual estimation, situational awareness tests as well as quantities and conversion tests. 
 
Ultimate Psychometric Tests also includes an overview of which companies employ which tests, 
including L’Oreal, Sony, HMV, Toyota and IKEA among others and it has plenty of advice on how to get 
test-wise and seriously improve scoring. The use of psychometric tests in job selection procedures is 
more prominent than ever and for unprepared candidates they represent a considerable challenge that 
can get in the way of them successfully landing a new job. This is your definitive guide to acing any 
type of psychometric testing you encounter as well as keeping your mind sharp and active. 
 
About the series: The Ultimate series contains practical advice on essential job search skills to give 
you the best chance of getting the job you want. Taking you all the way from starting your job search 
to completing an interview, it includes guidance on CV or résumé and cover letter writing, practice 
questions for passing aptitude, psychometric and other employment tests, and reliable advice for 
interviewing.

Author Information
Mike Bryon is an expert in psychometrics 
and training solutions. He is the author of 
many testing books, including How to Pass 
Graduate Psychometric Tests, The Graduate 
Psychometric Test Workbook, How to Pass 
Advanced Numeracy Tests, The Advanced 
Numeracy Test Workbook and How to Pass 
the Civil Service Qualifying Tests all published 
by Kogan Page.
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This book
 « Gives both native and non-native English speakers a solid grounding and confidence boost in 
writing for business; including email, CVs and cover letters, social media, common errors and how 
to avoid them, and global business English

 « Features international case studies to illustrate examples in context, including Innocent, Ogilvy and 
Mather, and Virgin

 « New to this edition: New chapter on writing for different generations, clients and colleagues; 
updated content on instant messaging, gender-neutral pronouns, and the enduring power of paper

Description
Do you need a confidence boost in your workplace communication? Whether you speak English as an 
additional language, or you’re a native speaker looking to take your writing to the next level, How to 
Write Effective Business English provides easy to apply guidance on how to express yourself in writing 
clearly, concisely, and confidently. With case studies from companies such as Innocent and Virgin 
which demonstrate how English is used internationally in business, and ideas to help you get your 
communications right first time, this book is ideal for multinational companies where communication 
is a priority. For native English speakers, it may mean un-learning things you were taught at school 
and learning how to save time by getting to the point more quickly in emails; for intermediate English 
speakers, it focuses on the areas that are easy to get wrong. 
 
Author Fiona Talbot uses real international business scenarios to help you develop and apply your 
skills, and provide you with answers that even your boss might not know. You will learn a system 
to help you quickly and easily write emails, letters, social media content, CVs and more. Featuring 
sections on punctuation and grammar, checklists to help you assess your progress, updated content on 
instant messaging and gender-neutral pronouns, and now with a new chapter on writing for different 
colleagues and co-workers, this third edition of How to Write Effective Business English will help you 
get your message across with impact.

Author Information
Fiona Talbot is an internationally acclaimed 
business writing author. She works in the 
UK and internationally, training and advising 
on how to deliver premier written corporate 
communication for both native and non-
native English speakers in today’s digital, 
global economy. She has featured in major 
publications such as The Sunday Times, The 
Irish Times, The Press Association, Accounting 
Technician and Personnel Management, to 
name just a few. She is also the author of 
Improve Your Global Business English, Make an 
Impact with Your Written English, and Executive 
Writing Skills for Managers, all published by 
Kogan Page.
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This book
 « Allows you not only to master the basics, but to customize business English according to your own 
and your company’s values and culture

 « Grows your confidence in expressing yourself clearly and with tact, understanding and finesse

 « Includes quizzes, activities and worksheets for practical self-study and monitoring progress

 « Provides insights and examples from the authors’ international experience and their combined 
understanding of working in different cultures

 « Reflects modern business realities, with chapters dedicated to mastering communication on social 
media

 « Online Resources: supplementary video, self-test questions and answers, templates and a case 
study on going global

Description
In a business world that spans several continents, it is no longer common for everyone to speak 
English as a first language. Whether you speak English as a first, second or even third language, 
intercultural business communication means that getting it right first time has never been more 
important for you and your organization. 
 
English can never be standardized in the global and digital marketplace; instead, we can learn how to 
customize business English according to our own values and culture and communicate successfully 
across borders. Improve Your Global Business English creates an awareness in the reader of what to 
avoid and how to ensure that communications are correctly understood. 
 
Very readable and hugely instructive, Improve Your Global Business English provides practical self-
study with quizzes, activities and worksheets, helping you to fine-tune your written communication. 
By mastering the basics, defining your readers and tailoring your message to them, understanding 
the conventions of different media and understanding cultures, you can enhance your reputation as a 
truly global, modern player in today’s marketplace. If you want your messages to be perceived as you 
intended, to retain customers or to win new ones, Improve Your Global Business English gives you the 
background you need. 
 
Online supporting resources for this book include supplementary video, self-test questions and 
answers, templates and a case study on going global

Author Information
Fiona Talbot runs TQI Word Power Skills, 
a Business Writing Skills consultancy. In 
addition to writing articles for Personnel Today, 
British Airways and CCF magazine, she is the 
author of the Better Business English series, 
published by Kogan Page. 
 
Sudakshina Bhattarcharjee is a lecturer 
at the Institute of Leadership in Kolkata, 
where she teaches journalism and mass 
communications for both undergraduate 
and postgraduate courses. Previous posts 
include Lecturing for Kingston College of 
Further Education and The London College. 
She lives both in India and the UK. www.
sudakshinakina.com
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This book
 « Offers very practical tips that are easy to implement and will overhaul how you run your work and 
home life

 « Includes information on dealing with email overload, organizing digital files, and the latest notable 
software to give an immediate impact on how organized you are

 « Is part of the bestselling Creating Success series, which has sold over 1000000 copies and contains 
practical advice on essential and value-adding work skills to help you develop your career

 « Features free downloadable time tracking tool

 « New to this edition: New and improved practical features to aid learning, including useful 
templates, top tips, and interactive, reflective exercises

Description
How to Organize Yourself will help you to dramatically improve the way you work. With great tips on 
how to determine your goals, prioritize your tasks and manage your time, it also includes practical 
advice on how to: focus on the things that produce results; overcome distractions; build positive work 
habits; avoid information overload and make effective use of technology. 
 
Updated for 2019, this 6th edition now features even more practical exercises, useful templates, and 
top tips to help you get organized, as well as content on how to deal with the ubiquitous presence of 
smartphones and adapt to the ever increasing scope for interruption and procrastination in our 24/7 
lives. How to Organize Yourself will enable you to take control of your workload, reduce stress and 
fatigue, and free up time for the things that really matter. 
 
The Creating Success series of books... 
 
Unlock vital skills, power up your performance and get ahead with the bestselling Creating Success 
series. Written by experts for new and aspiring managers and leaders, this million-selling collection of 
accessible and empowering guides will get you up to speed in no time. Packed with clever thinking, 
smart advice and the kind of winning techniques that really get results, you’ll make fast progress, 
quickly reach your goals and create lasting success in your career.

Author Information
John Caunt is a freelance writer, drawing 
on his many years’ experience as a senior 
manager, trainer and life coach. He is the 
author of Stay Confident, How to Organize 
Yourself, Boost Your Self-Esteem and 30 Minutes 
to Manage Information Overload, all published 
by Kogan Page.

How to Organize 
Yourself
Simple Ways to Take Control, Save 
Time and Work More Efficiently

Edition: 6
Date: 03/07/2019
Price: £9.99
ISBN Print: 9780749484798
ISBN Ebook: 9780749484804
Pages: 176
Format (mm): 216x138
Product Category: General
Subject: Workplace Skills



95 Workplace Skills
Employability, Careers & 
Entrepreneurship

Table of Contents

1 Introduction
2 What’s your motivation?
3 Where do you begin?
4 What on earth are you going 

to say?
5 It’s time to write… now!
6 The power of storytelling
7 Using humour
8 Visual aids and other tools
9 Rehearsal
10 Finding your voice
11 Openings
12 Endings
13 Handling your nerves
14 Handling your audience
15 Question and answer sessions
16 Getting ready – Some practical 

aspects
17 As the moment approaches
18 Stripped bare
19 Advanced interactivity
20 Progress report
21 Confidence under pressure
22 What next?

This book
 « Helps you face your performance demons, improve your skills and enhance your career prospects

 « Provides in-depth advice on how to cultivate successful interaction with an audience, find an 
authentic voice, and judge what’s expected of a presenter

 « Is part of the bestselling Creating Success series, which has sold over a million copies and contains 
practical advice on essential and value-adding work skills to help you develop your career

 « New to this edition: New and improved practical features to aid learning, including useful 
templates, top tips, and interactive, reflective exercises

Description
Develop Your Presentation Skills offers step-by-step advice to prepare effectively and nail that 
presentation. Going beyond just handling nerves and presenting slides, this quick and easy guide 
provides a practical toolkit for developing a winning presentation and improving your confidence along 
the way. From unpicking the original brief and understanding just what the audience wants, to facing 
your performance demons and constructing compelling content, you will keep your audience rapt with 
attention. 
 
Complete with anecdotes and expert input to help you avoid disaster, Develop Your Presentation Skills 
also includes content to help you to deliver a presentation ’stripped bare’ and to use new media to 
engage with your audience. Fully updated for 2019, this 4th edition now features even more practical 
exercises, useful templates, and top tips to help you find your voice and use it with style; to inform, to 
persuade, to impress. 
 
The Creating Success series of books... 
 
Unlock vital skills, power up your performance and get ahead with the bestselling Creating Success 
series. Written by experts for new and aspiring managers and leaders, this million-selling collection of 
accessible and empowering guides will get you up to speed in no time. Packed with clever thinking, 
smart advice and the kind of winning techniques that really get results, you’ll make fast progress, 
quickly reach your goals and create lasting success in your career.

Author Information
Theo Theobald is a seasoned presenter, 
freelance writer and business consultant 
with a track record that includes positions in 
senior sales and marketing positions with the 
BBC and a creative writing career embracing 
major internet and audio production. He is 
the author of On Message, also published by 
Kogan Page.
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This book
 « Features example scripts so you’re never stuck for what to say, as well as quick fire escapes and 
negotiation tools, ensuring you keep your cool at home and at work

 « Is part of the bestselling Creating Success series, which has sold over 1000000 copies and contains 
practical advice on essential and value-adding work skills to help you develop your career

 « Is written by the highly respected speaker and broadcaster Roy Lilley and has sold over 50000 
copies over the past editions

 « Features free download: ’Values & Beliefs’ worksheet

Description
Dealing with Difficult People will help you navigate the bullies, nit-pickers, manipulators and 
complainers who drive you mad at work. With example dialogue, techniques and tips, it will help you 
avoid horrible situations and keep your cool. 
 
By understanding the motives and individual behaviours of difficult people, you can learn to manage 
aggression, reduce awkwardness and remain the better person. Updated for 2019, this 4th edition of 
the best-selling Dealing with Difficult People features practical exercises, useful templates, and top 
tips you need to get the best out of the worst, including how to deal with difficult customers, dealing 
with difficult people in the digital sphere, advice on beating bullies at their own game and how to deal 
with a boss who drives you barmy. 
 
The Creating Success series of books... 
 
Unlock vital skills, power up your performance and get ahead with the bestselling Creating Success 
series. Written by experts for new and aspiring managers and leaders, this million-selling collection of 
accessible and empowering guides will get you up to speed in no time. Packed with clever thinking, 
smart advice and the kind of winning techniques that really get results, you’ll make fast progress, 
quickly reach your goals and create lasting success in your career.

Author Information
Roy Lilley is an established writer, 
broadcaster and commentator on health and 
social issues, speaking at conferences and 
seminars throughout the UK and overseas. 
He regularly contributes to The Today 
Programme, Newsnight, the Midnight Hour, 
BBC News 24, and BBC Radio Five Live. He 
writes for The Guardian, The Sunday Times, 
The Telegraph and other national papers and 
management periodicals.
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This book
 « Offers clear, concise and practical guidance on how to write succinctly and with impact across 
different media, as well as deciding what to include in a report

 « Is part of the bestselling Creating Success series, which has sold over 1000000 copies and contains 
practical advice on essential and value-adding work skills to help you develop your career

 « Free downloadable SWOT (Strengths, Weaknesses, Opportunities and Threats) analysis template

 « New to this edition: New and improved practical features to aid learning, including useful 
templates, top tips, and interactive, reflective exercises

Description
How to Write Reports and Proposals is essential reading for achieving effective writing techniques. 
Getting a message across on paper and presenting a proposal in a clear and persuasive form are vital 
skills for anyone in business, and this book provides practical advice on how to impress, convince and 
persuade your colleagues or clients. 
 
Fully updated for 2019, this 5th edition now features even more practical exercises, useful templates, 
and top tips that will help you to write succinctly and with impact across different media. How to Write 
Reports and Proposals will give you the tools to put over a good case with style. 
 
The Creating Success series of books... 
 
Unlock vital skills, power up your performance and get ahead with the bestselling Creating Success 
series. Written by experts for new and aspiring managers and leaders, this million-selling collection of 
accessible and empowering guides will get you up to speed in no time. Packed with clever thinking, 
smart advice and the kind of winning techniques that really get results, you’ll make fast progress, 
quickly reach your goals and create lasting success in your career.

Author Information
Patrick Forsyth runs Touchstone Training 
& Consultancy and specializes in marketing, 
sales and communications skills. He is the 
author of more than fifty successful business 
books (with translations into 23 languages), 
including Successful Time Management also 
published in the Kogan Page Creating Success 
series. He writes regularly for a number of 
business journals, and for Writing Magazine, 
and devises and writes training materials.
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This book
 « Provides effective ways to manage your schedule so as to maximize productivity at work and at 
home

 « Is part of the bestselling Creating Success series, which has sold over 1000000 copies and contains 
practical advice on essential and value-adding work skills to help you develop your career

 « Is packed with exercises, action sheets, and appendices, including a brief assessment of various 
time management systems such as day, year, and meeting planners

 « Features a free downloadable priority sheet template

 « New to this edition: New and improved practical features to aid learning, including useful 
templates, top tips, and interactive, reflective exercises

Description
Successful Time Management is packed with proven tips, tools and techniques to help you review and 
assess your time management and adopt new work practices to improve it. It includes great time-
saving ideas, practical solutions and checklists, plus advice on: controlling paperwork, organizing your 
emails, delegating and working with others, prioritizing to focus on key issues, getting and staying 
organized. 
 
Fully updated for 2019, this 5th edition now features even more practical exercises, useful templates, 
and top tips to help you minimize time-wasting and interruptions, and focus on the priorities that will 
lead to success in your job and career. Successful Time Management will give you the tools to become 
more efficient and effective. 
 
The Creating Success series of books... 
 
Unlock vital skills, power up your performance and get ahead with the bestselling Creating Success 
series. Written by experts for new and aspiring managers and leaders, this million-selling collection of 
accessible and empowering guides will get you up to speed in no time. Packed with clever thinking, 
smart advice and the kind of winning techniques that really get results, you’ll make fast progress, 
quickly reach your goals and create lasting success in your career.

Author Information
Patrick Forsyth runs Touchstone Training 
& Consultancy and specializes in marketing, 
sales and communications skills. He is the 
author of more than fifty successful business 
books (with translations into 23 languages), 
including How to Write Reports and Proposals 
also published in the Kogan Page Creating 
Success series. He writes regularly for a 
number of business journals, and for Writing 
Magazine, and devises and writes training 
materials.
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This book
 « Provides a complete overview of people management, its most common issues and how to deal 
with them along with practical tools to get the best from teams

 « Written by bestselling author Michael Armstrong, whose books have sold over a million copies and 
been translated into twenty-one languages

 « Is part of the bestselling Creating Success series, which has sold over 1000000 copies and contains 
practical advice on essential and value-adding work skills to help you develop your career

 « Includes free downloadable employee engagement survey template

 « New to this edition: New and improved practical features to aid learning, including useful 
templates, top tips, and interactive, reflective exercises

Description
From bestselling author Michael Armstrong comes a new edition of the business staple, How to 
Manage People. Providing valuable insight into the skills required to be an effective manager, this 
one-stop guide to people management will help you get the best from your staff through motivation, 
reward and leadership.  
 
Fully updated for 2019, this 4th edition now features even more practical exercises, useful templates, 
and top tips, alongside advice on managing virtual teams, enhancing employee engagement and 
managing conflict. Essential reading for anyone who wants to get the best from their teams, How to 
Manage People distils the essence of good management into one handy, easy-to-use book. 
 
The Creating Success series of books... 
 
Unlock vital skills, power up your performance and get ahead with the bestselling Creating Success 
series. Written by experts for new and aspiring managers and leaders, this million-selling collection of 
accessible and empowering guides will get you up to speed in no time. Packed with clever thinking, 
smart advice and the kind of winning techniques that really get results, you’ll make fast progress, 
quickly reach your goals and create lasting success in your career.

Author Information
Michael Armstrong is a bestselling author 
and people management expert. With over 
a million copies sold, his books have been 
translated into twenty-one languages. He is 
managing partner of E-Reward as well as an 
independent management consultant. Prior to 
this, he was a chief examiner of the Chartered 
Institute of Personnel and Development 
(CIPD). He is also the author of the bestselling 
How to Be an Even Better Manager, now in its 
10th edition and also published by Kogan 
Page.
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This book
 « Provides hands-on advice about how to arrange and structure meetings and produce minutes

 « Is part of the bestselling Creating Success series, which has sold over 1000000 copies and contains 
practical advice on essential and value-adding work skills to help you develop your career

 « Features free download: meeting preparation checklist

 « New to this edition: New and improved practical features to aid learning, including useful 
templates, top tips, and interactive, reflective exercises

Description
Taking Minutes of Meetings guides you through the entire process of minute taking: arranging the 
meeting; writing the agenda; creating the optimum environment; structuring the meeting and writing 
notes up accurately. The often misunderstood role of minute-taker is one of the most important and 
powerful in a meeting, and this book will help you excel at this crucial skill, allowing you to build your 
career and credibility.  
 
Taking Minutes of Meetings is an easy to read ’dip-in, dip-out’ guide, providing hands-on advice 
about the sections of a meeting as well as tips on how to create an agenda, personal preparation, best 
practice advice on taking notes and how to improve your accuracy. Fully updated for 2019, this 5th 
edition now features even more practical exercises, useful templates, and top tips, as well as guidance 
on using technology effectively and minutes for different types of meetings. 
 
The Creating Success series of books... 
 
Unlock vital skills, power up your performance and get ahead with the bestselling Creating Success 
series. Written by experts for new and aspiring managers and leaders, this million-selling collection of 
accessible and empowering guides will get you up to speed in no time. Packed with clever thinking, 
smart advice and the kind of winning techniques that really get results, you’ll make fast progress, 
quickly reach your goals and create lasting success in your career.

Author Information
Joanna Gutmann is a freelance 
training consultant specialising in office 
communication. She has a background in 
secretarial work, and is a member of the 
Chartered Institute of Personnel Development 
(CIPD).

Taking Minutes of 
Meetings
How to Take Efficient Notes that 
Make Sense and Support Meetings 
that Matter

Edition: 5
Date: 03/06/2019
Price: £9.99
ISBN Print: 9780749486174
ISBN Ebook: 9780749486181
Pages: 200
Format (mm): 216x138
Product Category: General
Subject: Workplace Skills



101 Workplace Skills
Employability, Careers & 
Entrepreneurship

Table of Contents

Introduction
1 Mental Health and 

Wellbeing
1.1 Safeguarding Mental Health
1.2 Redressing Stress
1.3 Bullying at the Workplace and 

Beyond
1.4 Suicide
2 Physical Health
2.1 Occupational Cancers and 

Hazardous & Dangerous 
Substances

2.2 Musculoskeletal Disorders
2.3 Disability Discrimination and 

Reasonable Adjustments
2.4 Physical Health for an Ageing 

Workforce
2.5 Working Time
2.6 Night and Shift Work
2.7 Physical Wellbeing and Health 

Initiatives
2.8 Access to Occupational Health 

Advice
3 Health and Wellbeing for 

Specific Groups
3.1 New Ways of Working
3.2 Young or Inexperienced 

workers and apprentices
3.3 Accommodating Specific 

Conditions
3.4 Migrant Workers
3.5 Violence and Abuse

3.6 Gender and Transgender 
Issues

4 Legal Rights and 
Expectations

4.1 Realising Your Rights

This book
 « Helps the reader protect themselves from physical harm at work through guidance on chemicals at 
work, aches and strains, manual handling, repetitive strain injury, violence and road risk

 « Supports the reader by giving guidance on mental health in the workplace including depression, 
anxiety, stress and bullying

 « Includes full details on workers’ legal rights to keep well at work and what resources are available to 
support them in the wider world

 « Uses examples of real people’s experiences to illustrate the risks and solutions to wellness in the 
workplace

 « Includes modern wellness hazards such as cyber and social media bullying, the potential negative 
effects of zero hours contracts and being self-employed

 « Contains all the recent regulatory and legal changes to health and safety at work announced by the 
UK government in 2017

Description
Your Health at Work is your fully researched and up-to-date guide to the most common health risks 
at work in the UK and how you can tackle them. The TUC expertly explains your legal rights, how to 
avoid injury and illness and what support is available to you.  
 
Covering the full range of industries, Your Health at Work provides guidance for everyone. Both 
physical health (e.g. aches and strains, hazardous substances, accidents) and mental health (anxiety, 
depression, bullying) are comprehensively discussed to provide you with reliable help and advice on 
the full range of potential health problems at work. The stories of real workers who have encountered 
health issues at work are included to make sure that this book is fully representative of real life and 
gives practical, and sometimes inspirational, insights to support you and your health every day at 
work.

Author Information
The Trades Union Congress (TUC) exists to 
make the working world a better place for 
everyone. They bring together more than 5.5 
million working people who make up their 
48 member unions. The TUC support unions 
to grow and thrive, and they stand up for 
everyone who works for a living.
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4.4 Conclusion

This book
 « Contains practical guidance on how to enhance your career through coding skills

 « Teaches you how to use HTML, CSS, JavaScript and Python; debug and problem-solve; create your 
own websites and apps for Android and iOS

 « Was the Bronze Runner Up at the Axiom Awards 2018 - Business Technology Category (1st edition)

 « New to this edition: new & improved step-by-step examples; a real-life practice app you can 
create; Mac- and Windows-friendly

 « Features online coding exercises and activities, for you to practice and hone your new skills

 « Is part of the popular Confident series, which introduces and explains the key digital skills you need 
to enhance your career

Description
BRONZE RUNNER UP: Axiom Awards 2018 - Business Technology Category (1st edition) 
 
Whether you’re an entrepreneur, a recent graduate, or a professional - you can supercharge your 
career by learning how to code. Coding is one of the most in-demand skills on the job market, so 
grasping the basics can advance your creative potential and make you stand out from the crowd, and 
Confident Coding is here to help. 
 
This new and improved second edition of the award-winning book gives you a step-by-step learning 
guide to HTML, CSS, JavaScript, Python, building iPhone and Android apps, and debugging. For 
entrepreneurs, being able to create your own website or app can grant you valuable freedom and 
revolutionize your business. For aspiring developers, this book will give you the building blocks to 
embark on your career path. For working professionals, coding skills can add a valuable edge to your 
CV. Whatever your professional profile, if you want to master the fundamentals of coding and kick start 
your career, Confident Coding is the book for you. 
 
About the Confident series... 
 
From coding and web design to data, digital content, and cybersecurity, the Confident books are the 
perfect beginner’s resource for enhancing your professional life, whatever your career path.

Author Information
Rob Percival is a web developer, author and 
entrepreneur who has taught over 500,000 
students how to code through his online 
courses on Udemy. His courses have been 
translated into over five different languages 
and have taught people all around the world 
to become proficient and confident web-
developers.  
 
Darren Woods is Managing Director of 
Synapture, a Cambridge-based Web/
Software Development Agency. Alongside his 
development work, he teaches a Pre-Diploma 
Computer Science course.
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This book
 « Covers the most important techniques of working with data, including: visualization, modelling, 
preparation, presentation and communication

 « Contains several inspiring case studies that show you how data skills are applied in real companies 
from around the world, including Netflix, LinkedIn, Goodreads, Deep Blue, AlphaGo and Mike’s 
Hard Lemonade Co.

 « Gives insightful guidance on how your new skills can boost your employability, enhance your career 
and make a difference to your chosen industry

 « New to this edition: New and up to date case studies; content referring to recent data ethics 
scandals; content on the latest developments and opportunities in AI and deep learning

 « Demystifies the seemingly difficult world of data and makes complicated techniques easy to 
understand through clear language and step-by-step instructions

 « Is part of the popular Confident series, which introduces and explains the key digital skills you need 
to enhance your career

Description
Data has dramatically changed how our world works. Understanding and using data is now one of the 
most transferable and desirable skills out there - whether you’re an entrepreneur wanting to boost 
your business, a job-seeker looking for that employable edge, or hoping to make the most of your 
current career. Learning how to work with data may seem intimidating or difficult - but don’t worry, 
Confident Data Skills is here to help.  
 
This updated second edition takes you through the basics of data: from data mining and preparing and 
analysing your data, to visualizing and communicating your insights. Featuring in-depth international 
case studies from companies like Netflix, LinkedIn and Mike’s Hard Lemonade Co., as well as easy-to 
understand language and inspiring advice and guidance, Confident Data Skills will help you use your 
new-found data skills to give your career that cutting-edge boost. 
 
About the Confident series... 
 
From coding and web design to data, digital content, and cybersecurity, the Confident books are the 
perfect beginner’s resource for enhancing your professional life, whatever your career path.

Author Information
Kirill Eremenko is a data science 
entrepreneur, instructor and consultant. 
As Founder and CEO of SuperDataScience, 
he leverages data to drive business 
strategy, revamp customer experience, and 
revolutionize business processes. Eremenko 
runs close to 50 online courses, taken by over 
1,000,000 students worldwide.
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This book
 « Explains the basics of video creation, graphic design, and photography, and digital journalism and 
writing skills specialized to the digital world

 « Can enhance all career paths, with advice on boosting creativity, career prospects, entrepreneurship 
and leadership in the digital world, and exercises to help you put your knowledge into practice

 « New to this edition: Covers the latest trends including fake news and social listening analysis; 
updated and improved case studies; and a new chapter on digital content campaign planning

 « Features interviews with experts from Mumsnet, CNN International, HuffPost UK, Bunster’s Hot 
Sauce and Crocstar Media

 « Is part of the popular Confident series, which introduces and explains the key digital skills you need 
to enhance your career

Description
Are you considering a career in social media? Are you an entrepreneur or freelancer looking to boost 
your online content marketing? Maybe you’re looking for your next career pivot, or you’re simply 
seeking skills to give your CV that competitive edge? 
 
Wherever you are in your career, Confident Digital Content can help. Covering the essentials of online 
content, this book takes you through everything you need to know - from how to write effectively for 
online platforms, to video, audio, graphic design and photography. Featuring inspiring case studies 
from individuals at companies including CNN International, Mumsnet, Bunster’s Hot Sauce, and 
HuffPost UK, this practical beginner’s guide includes guidance on content marketing strategy, metrics, 
and community management.  
 
This updated second edition also features advice on the latest trends, including fake news, the 
importance of stories, and social listening analysis, and a new chapter on campaign planning for 
digital. Though trends, fads and hashtags change, the principles of great online content remain the 
same - let Confident Digital Content give you the grounding you need to ace your social channels and 
supercharge your career.  
 
About the Confident series... 
 
From coding and web design to data, digital content, and cybersecurity, the Confident books are the 
perfect beginner’s resource for enhancing your professional life, whatever your career path.

Author Information
Adam Waters has been producing digital 
content for over ten years at a number of 
production companies and TV channels. 
He currently works for the British Forces 
Broadcasting Service, where he works as 
their Director of Digital Content and Training. 
He has advised Government departments, 
charities, ambassadors and senior military 
personnel.
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This book
 « Covers the essential skills and concepts you need, including coding languages, tools, creating, 
enhancing and publishing the website

 « Provides a step-by-step guide which enables the reader to have built their own basic website by the 
end of the book, in easy-to-understand language

 « Features practical online exercises, to allow you to test out your new skills and consolidate your 
learning

 « Is part of the popular Confident series, which introduces and explains the key digital skills you need 
to enhance your career

Description
Do you need a website to support your freelance business or entrepreneurial venture? Or are you 
considering a career in web design? Maybe you’re looking for your next career pivot, or you’re simply 
seeking skills to give your CV that competitive edge? 
 
Wherever you are in your career, Confident Web Design can help. The ultimate beginner’s guide to 
designing, building and publishing basic websites, this book features exclusive online exercises to 
help you practice your new skills in context. Covering the basics of HTML, CSS and JavaScript, as well 
as giving you a thorough grounding in the real-life application of these principles, this book provides 
helpful examples, explanations of technical terms, and clear, easy-to-understand language - meaning 
your first website is only a few chapters away. 
 
Taking you on a practical journey to publish a basic website from scratch, the book’s structure is 
designed to break down each skill into manageable chunks, aided by helpful examples, technical 
term glossaries, tables and images to support you as you learn. Wherever you are in your career, let 
Confident Web Design give you that cutting edge with vital programming and design skills.  
 
About the Confident series... 
 
From coding and web design to data, digital content, and cyber security, the Confident books are the 
perfect beginner’s resource for enhancing your professional life, whatever your career path.

Author Information
Kenny Wood has over 12 years of experience 
in web design, and is the founder of 
IndigoMelody. He has created websites and 
apps for organizations including SkillPill, 
Globelynx, the University of Warwick, 
Crenshaw Associates, Lennon Wright, Gadfly 
Media and the British Forces Broadcasting 
Service. A regular blogger, he created 
IndigoMelody’s ’How we Made It’ web design 
blog.
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This book
 « Covers the basic principles of cyber security, a vital and in-demand skill area

 « Features real-world case studies to help you apply your knowledge, from companies such as 
Facebook, Google, and the NHS, plus examples from a range of industries including entertainment, 
fashion and property

 « Includes practical exercises to help you hone your skills, as well as dedicated advice on how cyber 
security can enhance your career, wherever you are in your work life

 « Is part of the popular Confident series, which introduces and explains the key digital skills you need 
to enhance your career

Description
Are you a freelancer or entrepreneur needing to keep your business secure? Hoping to kick-start or 
pivot your career with a highly desirable skill? Or simply looking to enhance your CV? Cyber security 
skills are in huge demand - recent estimates suggest there will be as many as 3.5 million unfilled 
industry roles by 2021, meaning vast career opportunities to be taken. 
 
Confident Cyber Security is here to help. Written by expert author and speaker, Dr Jessica Barker, this 
jargon-busting guide will give you a clear overview of the world of cyber security. Exploring everything 
from the human side to the technical and physical implications, this book takes you through the 
basics: how to keep secrets safe, how to stop people being manipulated and how to protect people, 
businesses and countries from those who wish to do harm. 
 
Featuring real-world case studies from companies such as Facebook, Google and the NHS, as well as 
the fashion, entertainment, property and other industries, this book is packed with clear explanations, 
sound advice and practical exercises to help you understand and apply the principles of cyber security. 
With a dedicated section on what it could mean for you, let Confident Cyber Security give you that 
cutting-edge career boost you seek.  
 
About the Confident series... 
 
From coding and web design to data, digital content, and cybersecurity, the Confident books are the 
perfect beginner’s resource for enhancing your professional life, whatever your career path.

Author Information
Dr Jessica Barker has been named one of 
the top 20 most influential women in cyber 
security in the UK and in 2017, was awarded 
one of the UK’s Tech Women 50. Co-Founder 
and co-CEO of Cygenta, she is a popular 
keynote speaker internationally, as well as a 
frequent contributor to print and broadcast 
media. She appears on the BBC, Sky News, 
Channel 4 News, Channel 5 News, Radio 4’s 
Today programme, Radio 2’s Jeremy Vine 
show and more, and has been published in 
the Sunday Times, Grazia and the Guardian, as 
well as industry press.
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This book
 « Offers a comprehensive guide to all types of communication at work, including useful tips, 
checklists and exercises for a direct impact on career development

 « Is part of the bestselling Creating Success series, which has sold over 1000000 copies and contains 
practical advice on essential and value-adding work skills to help you develop your career

 « New to this edition: New and improved practical features to aid learning, including useful 
templates, top tips, and interactive, reflective exercises

Description
Improve Your Communication Skills is your practical guide to effective communication in business. 
This fully updated 5th edition now features a handy self-assessment tool to help you profile your own 
preferred communication style, even more practical exercises, useful checklists and top tips, as well as 
content on influencing others and managing difficult conversations. 
 
Better communication skills will have a direct impact on your career development. This book 
provides vital guidance on improving your conversations, building rapport, developing your skills of 
persuasion, giving effective presentations, writing excellent emails, letters and reports, and networking 
successfully. With the help of Improve Your Communication Skills, you will be able to get your 
message across - every time. 
 
The Creating Success series of books... 
 
Unlock vital skills, power up your performance and get ahead with the bestselling Creating Success 
series. Written by experts for new and aspiring managers and leaders, this million-selling collection of 
accessible and empowering guides will get you up to speed in no time. Packed with clever thinking, 
smart advice and the kind of winning techniques that really get results, you’ll make fast progress, 
quickly reach your goals and create lasting success in your career.

Author Information
Alan Barker is Managing Director of Kairos 
Training, a learning consultancy devoted to 
creativity and communication at work. He is 
the author of How to Manage Meetings, also 
published by Kogan Page.
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This book
 « Understand and develop all the essential areas of the HR function, such as employment law, 
employee relations, learning and development, performance and reward

 « Supports learning with a range of pedagogical features including source review boxes, key learning 
points summaries and case studies from international organizations such as IBM, HSBC and Oxfam

 « Aligns with the Chartered Institute of Personnel and Development (CIPD) profession map and 
standards and is ideal for both professionals and those studying undergraduate degrees and the 
CIPD’s level 5 and 7 qualifications

 « New to this edition: new chapters on the HRM role of line managers, evidence-based HRM, 
E-HRM and the gender pay gap, further case studies and updated wider content with the latest 
developments and thinking

 « Online resources: comprehensive handbooks for lecturers and students, lecture slides, 
questionnaire and checklist toolkits, and a literature review, glossary and bibliography

Description
Armstrong’s Handbook of Human Resource Management Practice is the bestselling and definitive 
resource for HRM students and professionals to understand and implement HR in relation to the needs 
of the business as a whole. It contains in-depth coverage of all the areas essential to the HR function 
such as employment law, employee relations, learning and development, performance and reward, 
as well as the HR skills needed to ensure professional success, including those related to leadership, 
managing conflict, interviewing and using statistics. In full-colour and with a range of pedagogical 
features to consolidate learning including source review boxes, key learning points summaries and 
case studies from international organizations such as IBM, HSBC and Oxfam, this fully updated 
fifteenth edition includes new chapters on the HRM role of line managers, evidence-based HRM, 
E-HRM and the gender pay gap as well as further case studies and updated wider content with the 
latest research and developments. 
 
Armstrong’s Handbook of Human Resource Management Practice is aligned with the Chartered 
Institute of Personnel and Development (CIPD) profession map and standards and is ideally suited to 
both professionals and those studying HR qualifications, including undergraduate degrees and the 
CIPD’s level 5 and 7 qualifications. Online supporting resources include comprehensive handbooks 
for lecturers and students, lecture slides, questionnaire and checklist toolkits, and a literature review, 
glossary and bibliography.

Author Information
Michael Armstrong is the UK’s bestselling 
author of HRM books. With over a million 
copies sold, his books have been translated 
into twenty-one languages. He is managing 
partner of E-Reward and was previously a 
chief examiner of the Chartered Institute of 
Personnel and Development (CIPD). 
 
Stephen Taylor is a senior lecturer in Human 
Resource Management at the University of 
Exeter Business School and a chief examiner 
for the CIPD. Before his academic career he 
worked in a variety of management roles in 
the hotel industry and in the NHS.
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This book
 « Promotes a critical awareness of HRM through case studies, examples and activities

 « New to this edition: coverage of knowledge intensive firms, employee engagement and talent 
management along with additional coverage of international and comparative HRM with new case 
studies and a review of the latest literature

 « Online resources: instructor’s manual and lecture slides

Description
A leading textbook in its field, Human Resource Management at Work provides a clear introduction to 
the multiple meanings of HRM (human resource management) and the relationship between strategy 
and HRM. Covering international and comparative HRM as well as HRM and performance, it is filled 
with case studies and activities to bring the subject to life while summarizing the major forces shaping 
HRM and looking at the principal theoretical frameworks. 
 
Ideal for business and HR students taking a critical look at HRM theory and practice, this fully updated 
6th edition of Human Resource Management at Work combines the latest research with real-world 
examples. Linking theory with practice, it encourages a critical awareness of HRM through case 
studies, real-world examples and activities. Now with a closer analysis of the forces shaping HRM at 
work and the growth of insecure work, it also features new case studies, an updated literature review 
and a stronger emphasis on international and comparative HRM. Knowledge intensive firms, employee 
engagement and talent management are discussed in detail as well, as is the role of bodies such as 
’Engage for Success’ in promoting new methods of working. Online supporting resources include an 
instructor’s manual and lecture slides.

Author Information
Mick Marchington is emeritus professor 
of Human Resource Management at 
University of Manchester, UK and a Chartered 
Companion of the CIPD. 
 
Adrian Wilkinson is a professor and the 
director of the Centre for Work, Organisation 
and Wellbeing at Griffith University, Australia 
and a Chartered Fellow of the CIPD. 
 
Rory Donnelly is a reader in Human Resource 
Management and Organisational Behaviour 
at Birmingham Business School, UK and a 
Chartered Member of the CIPD. 
 
Anastasia Kynighou is a senior lecturer in 
Human Resource Management at Manchester 
Metropolitan University, UK and a Chartered 
Member of the CIPD.
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This book
 « Provides a comprehensive overview using straightforward language and key concept definitions 
to introduce those without industry experience to all the key aspects of HR and the role of the HR 
practitioner

 « Goes beyond theory and encourages further thinking and reflective learning using ’pause for 
thought’ boxes, activities, review questions, practical examples and wider reading to consolidate 
students’ learning and show how to apply this in the workplace

 « Includes case studies from a range of organizations such as PwC, Rolls-Royce, Deliveroo and 
the BBC, as well as small and medium enterprises to show how HRM is applied in different 
organizations and international contexts

 « New to this edition: international case studies, updates to legislation, coverage of zero-hours 
contracts, the gig economy, the continued rise of social media in recruitment and additional 
information on apprenticeships such as the UK apprenticeship levy

 « Online resources: instructor’s manual, lecture slides, additional case studies and reflective 
questions for student self-study

Description
Introduction to Human Resource Management is a comprehensive and accessible guide to the subject 
of HRM. Drawing on the authors’ experiences in both the public and private sectors and underpinned 
by academic theory, this textbook follows the logical sequence of the employment cycle and shows 
how human resource management plays out in practice. It covers organizational culture, the role of 
the HR professional, HR planning, recruitment and selection, talent management, L&D, motivation 
and performance, health and safety, diversity and equality, employment law, change management and 
handling and managing information. 
 
With a range of pedagogical features, including contemporary case studies and review questions, 
Introduction to Human Resource Management maps to the CIPD Level 3 Foundation Certificate in HR 
Practice and is also ideal for foundation and undergraduate students encountering HRM for the first 
time. This fully updated 4th edition has been revised and expanded to include coverage of zero-hours 
contracts and the gig economy, social media and e-recruitment and the UK apprenticeship levy. Online 
supporting resources include an instructor’s manual, lecture slides and students’ resources including 
multiple choice questions, additional case studies and reflective questions for self-study.

Author Information
Charles Leatherbarrow is now retired. 
His career led him into managing the HR 
and Training functions within the oil and 
gas exploration sector in locations around 
the world. His later life was in academia, 
lecturing, researching and writing about 
human resource management. 
 
Janet Fletcher, Chartered FCIPD, is a 
senior lecturer in HRM at the University of 
Wolverhampton, UK.
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This book
 « Offers a solid foundation in both the theory and practice of HRM through a wide variety of 
pedagogical features

 « New to this edition: a greater international and contemporary focus, fresh case studies, coverage 
of the impact of new forms of employment and technology on HR and updated online resources

 « Online resources: an instructor’s manual, videos, multiple-choice questions and additional case 
studies for tutors plus multiple-choice questions and additional case studies for students

Description
Packed with practical information and offering a solid foundation in HRM theory, Human Resource 
Management for MBA and Business Masters covers all the topics MBA students need to know in a 
concise, accessible way. One of the only texts available for HR non-specialist students doing a Masters 
or MBA, it looks at the changing world of the line manager and HR professional with regard to key 
topics such as HRM and strategy, employee resourcing, human resource development, employee 
relations and performance management. Annotated further reading for each chapter and questions for 
each case study help cement knowledge and understanding. 
 
Now aimed at a wider readership of management Masters students, this fully updated 3rd edition of 
Human Resource Management for MBA and Business Masters features a greater international and 
contemporary focus, fresh case studies, coverage of the impact of new forms of employment and 
technology on HR, and updated online supporting resources. With diagrams and models throughout, 
it covers topics such as CSR, organizational culture and change, performance management and talent 
management, the criticisms of HRM levelled by the Critical Management School and different HRM 
challenges as they relate to each chapter. Online supporting resources for tutors include an instructor’s 
manual, videos, multiple-choice questions and additional case studies; additional resources for 
students include multiple-choice questions and additional case studies.

Author Information
Iain Henderson is a senior teaching fellow 
at Edinburgh Business School, Heriot-Watt 
University, UK.
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This book
 « Provides all the practical skills and critical information needed by HR professionals to practise 
successfully

 « New to this edition: explores the application of HR models, including the Ulrich model, and 
provides further information on practical elements of HR including law, recruitment, performance 
management and reward

 « Online resources: instructor’s manual, lecture slides, annotated web links and updates from the 
authors’ blog

Description
Human Resource Practice provides a practical and accessible guide for students and anyone looking 
to gain a thorough understanding of HR, and is the definitive text for the CIPD’s Level 3 Foundation 
Certificate in HR Practice. International case studies, examples and activities enable the reader 
to engage with the key areas of practical HR management, including the legal background to 
employment, learning and development, change in organizations and employee relations.  
 
This fully updated 7th edition of Human Resource Practice explores the application of models within 
the practice of HR, including the Ulrich model, timely discussion on employee engagement and 
well-being in the workplace, and further information on the practical elements of HR, including law, 
recruitment and selection, performance management and reward. From two renowned experts in HR 
practice, this clear and in-depth text will provide you with all the skills and information that you need 
for a successful career in HR. Online resources offered are useful and relevant for both students and 
tutors, including instructor’s guides, lecture slides and annotated web links.

Author Information
Malcolm Martin BSc, Chartered FCIPD has 
been involved in the design and delivery of 
CIPD programmes since 1993. His experience 
covers a range of sectors from care, education 
and manufacturing, to polymers, chemicals 
and steel, and he has held management 
positions in industrial relations, project 
management and human resources.  
 
Fiona Whiting MSc, LLb, Chartered FCIPD 
is a freelance HR consultant with many 
years’ experience working across the public, 
voluntary and private sectors. She has held 
a number of board level HR Director posts 
within the NHS and is co-founder and Director 
of consultancy ThePeopleEffect.
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This book
 « Designed specifically to address the core units of the CIPD intermediate level qualification in HRM

 « New to this edition: new material on the HR function and the job of the HR manager

 « Online resources: videos, podcasts, lecture slides with tutor notes, multiple choice questions, extra 
case studies, annotated web links and a glossary

Description
Written by experts in the field with a wealth of academic and practical experience, Studying Human 
Resource Management is essential reading for all those studying the CIPD Level 5 Intermediate 
qualification in HRM. With its discussion of studying HRM, managing and co-ordinating the HR 
function and business issues in the context of HR, this is also invaluable reading for all students on 
undergraduate HRM and Business and Management degrees.  
 
Studying Human Resource Management also has extensive coverage of developing professional 
practice and using information in HR and now includes additional material on the HR function as well 
as new coverage of the job of the HR manager. Supported by brand new online resources including 
videos, podcasts and interactive multiple-choice questions as well as an instructor’s manual, lecture 
slides and additional case studies, this is a crucial book for all those teaching and studying human 
resource management.

Author Information
Stephen Taylor is a Senior Lecturer in Human 
Resource Management at the University 
of Exeter Business School, UK and also a 
Chief Examiner for the CIPD. He previously 
taught at Manchester Business School and 
Manchester Metropolitan University Business 
School.  
 
Professor Carol Woodhams is an Associate 
Professor of Human Resource Management at 
the University of Exeter Business School, UK. 
She has held various positions within the CIPD 
including National Examiner for Designing 
and Delivering Training and Editor of the 
flexible learning materials at Intermediate and 
Advanced levels.
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This book
 « Is the essential text for all postgraduate and undergraduate students studying the broader business 
context within which HR operates

 « New to this edition: updated to include an even broader range of global case studies with 
extended coverage from China and India and updates to policies and legislation

 « Online resources: additional case studies and activities, lecturer’s guides, PowerPoint slides and 
annotated web links

Description
Highly accessible and student-friendly, Human Resource Management in a Business Context is the 
core text for the CIPD Level 7 Advanced module, Human Resource Management in Context, and is 
also essential reading for other undergraduate and postgraduate HR and business degrees. In clear 
and easy to navigate chapters, which consider government policy, regulation, the world economy and 
demographic and social trends, this book provides the firm theoretical background that you can apply 
in practice. 
 
Human Resource Management in a Business Context is packed with international case studies, 
examples and activities that will actively engage you with the different areas of knowledge and allow 
you to work through the material step-by-step. This edition is fully updated to include an even broader 
range of global case studies with extended coverage from China and India and updates to policies and 
legislation. The online resources available have also been expanded on, and now provide additional 
case studies and activities, alongside lecturer’s guides, PowerPoint slides and annotated web links.

Author Information
John Kew is an educational consultant and 
has written flexible learning material for the 
CIPD’s Professional Development Scheme. 
 
John Stredwick is Senior Lecturer at 
University of Bedfordshire and a well 
renowned author. He is Visiting Professor at 
Webster University (US) based in Regents 
Park.
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This book
 « Designed specifically to address the optional units of the CIPD intermediate qualification in HRM

 « New to this edition: new chapters on Human Resource Development; Improving Organisational 
Performance and Organisational Design and Development

 « Online resources: videos, podcasts, lecturer slides with tutor notes, multiple choice questions, 
glossary and annotated web links

Description
Written by experts in the field, Human Resource Management: People and Organisations is essential 
reading for all those studying the CIPD Level 5 Intermediate qualification in HRM. It contains essential 
coverage of key HR topics including resourcing and talent planning, reward management and 
contemporary developments in employment relations, making it equally valuable to all students on 
undergraduate HRM and Business and Management degrees.  
 
This 2nd edition of Human Resource Management: People and Organisations now includes three 
brand new chapters on Human Resource Development; improving organisational performance and 
organisational design and development as well as additional real-life case studies throughout, ensuring 
the most comprehensive and up-to-date coverage of people and organisations. Fully supported by 
online resources including new videos, podcasts and interactive multiple choice questions as well as a 
lecturer guide and powerpoint slides for instructors, this is an authoritative, informative and engaging 
guide essential for all HR students

Author Information
Stephen Taylor, is a Senior Lecturer in 
Human Resource Management at the 
University of Exeter Business School, UK 
and also a Chief Examiner for the CIPD. He 
previously taught at Manchester Business 
School and Manchester Metropolitan 
University Business School.  
 
Professor Carol Woodhams is an Associate 
Professor of Human Resource Management at 
the University of Exeter Business School, UK. 
She has held various positions within the CIPD 
including National Examiner for Designing 
and Delivering Training and Editor of the 
flexible learning materials at Intermediate and 
Advanced levels.
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This book
 « Helps students understand, analyse and critically evaluate key issues including the managerial and 
business environment, how HR strategies are shaped, globalization and demographic, social and 
technological trends

 « New to this edition: enhanced emphasis on the impact of the external environment on the HR 
profession, a discussion of the impact of technology and social media, increased coverage of ethics 
and CSR and links to the HR Profession Map

 « Online resources: instructor’s manual, lecture slides, annotated web links and answers to/guidance 
for the chapter activities for lecturers

Description
HR functions within both internal and external contexts. The understanding of both contexts is crucial 
for comprehending how and why they drive HR strategies and practices in organizations, as well as the 
rules and structures within which they work. Built around five major themes which impact upon the 
HR function, and mapping to the CIPD Level 7 Advanced module of the same name, Human Resource 
Management in Context enables students to understand the complex and changing organizational 
context in which HR operates today by providing a comprehensive breakdown of the concepts, 
theories and issues from globalization and government policy to demographic, social and technological 
trends. 
 
This fully updated 4th edition of Human Resource Management in Context includes a range of 
pedagogical features, balancing theory with practical analysis to form an engaging insight into the 
strategic side of HR. It includes enhanced emphasis on the impact of the external environment on the 
HR profession, a discussion of the impact of technology and social media, increased coverage of ethics 
and CSR and links to the HR Profession Map. Online supporting resources for lecturers include an 
instructor’s manual, lecture slides, annotated web links and guidance for the chapter activities.

Author Information
David Farnham, Chartered Fellow of 
the CIPD, is an emeritus professor at the 
University of Portsmouth and visiting 
professor at the University of Greenwich, 
UK. He has been a visiting professor at the 
University of East London, a visiting senior 
research fellow at the University of South 
Wales and a visiting senior research fellow at 
the Catholic University Leuven. He is Chief 
Examiner for the CIPD and a member of 
the advisory board of the Personnel Policies 
Study Group of the European Group of Public 
Administration, Brussels.

Human Resource 
Management in 
Context
Insights, Strategy and Solutions

Edition: 4
Date: 03/02/2015
Price: £46.99
ISBN Print: 9781843983583
ISBN Ebook: 9781843984023
Pages: 432
Format (mm): 246x189
Product Category: Textbook
Subject: Introduction to HRM



120

Human Resources Management

Human Resources Management
Human Resources, 
Organizational Development 
and Coaching

Table of Contents

1 Leading, managing 
and developing people 
fundamentals

1.1 Leadership
1.2 Management
1.3 Developing people
2 Human resource 

management and learning 
and development

2.1 The essence of human 
resource management

2.2 The practice of HRM
2.3 The practice of learning and 

development
2.4 The contribution of HRM 

and L&D in different types of 
organizations

2.5 The professional and ethical 
approach to HRM and L&D

3 People management 
processes

4 Motivation
4.1 Commitment
4.2 Employee engagement
4.3 Change management
4.4 Flexible working
4.5 Managing diversity and 

inclusion
5 Leadership, management 

and learning and 
development skills

5.1 Leadership skills
5.2 Management skills

5.3 People management skills
5.4 Learning and development 

skills
5.5 Managing interpersonal 

relationships at work
5.6 Managing oneself
5.7 Problem solving and decision 

making
5.8 Analytical, critical and 

consultancy skills
5.9 Information handling skills
5.10 Business and financial skills
5.11 Postgraduate study skills

This book
 « Fully aligns with the Chartered Institute of Personnel and Development (CIPD) ’Leading, Managing 
and Developing People’ and ’Developing Skills for Business Leadership’ modules

 « Written by the UK’s bestselling HRM author, whose books have sold over a million copies and been 
translated into twenty-one languages

 « Online resources: lecture slides, an instructor’s manual, a student’s manual and a literature review

 « Explores the key concepts of leadership, management and people development as it relates to the 
HR function

Description
To make an effective contribution, HR specialists have to be good at management, leadership and 
developing both themselves and others. They also need to be aware of the management and business 
considerations that affect their work. Armstrong’s Handbook of Management and Leadership for HR 
provides guidance on the processes of management and leadership with particular reference to what 
HR managers and aspiring managers need to know and do to make a difference.  
 
Written by renowned human resources expert and bestselling author Michael Armstrong, Armstrong’s 
Handbook of Management and Leadership for HR covers in one volume the ’Leading, Managing and 
Developing People’ and ’Developing Skills for Business Leadership’ Chartered Institute of Personnel 
and Development (CIPD) modules. It includes numerous practical features such as case studies, 
practitioner interviews, exercises and clear learning objectives to aid learning. This is the essential 
book for HR students and professionals looking to broaden their skills and understanding relating 
to management and leadership. Online supporting resources include lecture slides, an instructor’s 
manual, a student’s manual and a literature review.

Author Information
Michael Armstrong is the UK’s bestselling 
author of Human Resource Management 
books including Armstrong’s Handbook 
of Human Resource Management Practice 
and several other titles published by Kogan 
Page. With over a million copies sold, his 
books have been translated into twenty-
one languages. He is managing partner 
of E-Reward as well as an independent 
management consultant. Prior to this he was 
a chief examiner of the Chartered Institute of 
Personnel and Development (CIPD) and an HR 
director of a publishing company.
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This book
 « Provides comprehensive coverage of key issues including leadership development, professionalism, 
motivation at work, employee engagement and retention

 « New to this edition: insights on cutting-edge issues and debates in the field including lean 
management as well as additional international case studies and increased theoretical links 
between topics

 « Online resources: instructor’s manual, lecture slides, example essay questions as well as annotated 
web links, a glossary and additional case studies for students

Description
Leading, Managing and Developing People is critical reading for all those studying the CIPD 
Level 7 Advanced module in Leading, Managing and Developing People as well as all HR and L&D 
practitioners. It provides extensive coverage of the aims, objectives and contribution of HRM such 
as the scope and nature of human resources, HR’s role when organisations grow and how to ensure 
professionalism and ethical behaviour when managing people. This book also includes discussion 
of major contemporary themes in leading, managing and developing people including leadership 
development, flexibility, agile working and the psychological contract. This ensures that readers are 
fully prepared to lead, manage and develop staff in the new world of work.  
 
With rigorous academic underpinning and clear theoretical exploration, Leading, Managing and 
Developing People also includes practical advice on key activities including recruitment, job design, 
performance management, motivation and reward. Supported by online resources including an 
instructor’s manual, lecture slides, international case studies, example essay questions and annotated 
web links, this is an indispensable guide for both students and practitioners.

Author Information
Gary Rees is Head of the Organization 
Studies and Human Resource Management at 
Portsmouth Business School, UK 
 
Ray French was previously Principal Lecturer 
in Organizational Behaviour at Portsmouth 
Business School, UK
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This book
 « Explores the importance of strategic workforce planning, people analytics, the employer brand 
and employee value proposition, and the benefits of embracing diversity and inclusion and other 
aspects of corporate and social responsibility

 « Provides guidance on how to motivate a multi-generational workforce with competing priorities 
and how to handle the challenges of developing co-located employees in the gig economy

 « Presents a new framework for people management in organisations to create more effective HR

 « Includes case studies from global organizations including Alibaba, Barclays Banking Group, Tata and 
Quantas

Description
In an increasingly volatile, uncertain, complex and ambiguous world, achieving sustainable 
competitive advantage has never been more important, or more difficult. However, the key challenge 
for CEOs, senior executives and HR professionals is how to unlock the potential of their people, 
building a culture that allows employees to perform to the best of their abilities and effectively attract, 
acquire, engage, retain and develop the staff needed for sustainable business success. Building an 
Outstanding Workforce is a must-have guide for all professionals looking to leverage the potential of 
their people and maximise value for all stakeholders. Including evolutionary psychology, neuroscience 
and personality psychology, this book takes an evidence-based approach to people management.  
 
With practical guidance, expert advice and real-life case studies from companies including Alibaba, 
Barclays Banking Group, Tata and Quantas, Building an Outstanding Workforce covers all the key 
issues including how to tailor people management to address the motivations of different generations, 
the impact of emergent technology on the workforce, the shift in the skills employees now need to 
learn and develop and how to handle the new challenges of remote and flexible working and the 
gig economy. There is also essential coverage of strategic workforce planning, people risk, people 
analytics, human capital reporting, the employer brand and employee value proposition and the 
benefits of embracing diversity and inclusion, wellbeing and other aspects of corporate and social 
responsibility. It presents a new people-focused framework for people management that redefines the 
structure, roles and responsibilities of human resource management and addresses the problems of 
role ambiguity and conflict associated with HR to deliver people management that everyone needs and 
deserves.

Author Information
Dr Paul Aldrich has over 25 years’ experience 
in talent management. He has built executive 
search and talent consulting businesses in 
Europe and Asia-Pacific and provides people 
management consulting advice and executive 
coaching through Talent Impacts. He is a 
Visiting Fellow at Durham University Business 
School and a Senior Lecturer in business 
management and HRM at the University of 
Roehampton. 
 
Andrew Pullman is an entrepreneur and HR 
specialist. He founded People Risk Solutions, 
an HR consultancy firm, providing strategic 
and tactical people management advice 
to global clients. Previously, he was Global 
Head of HR for the Capital Markets business 
of Dresdner Kleinwort, and also held senior 
HR roles in various other financial and 
professional services organisations.
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This book
 « Defines artificial intelligence (AI) for the non-expert and explains its impact on the HR function

 « Shows how AI, such as natural language processing and chat bots, will change the key HR functions 
of recruiting, developing and retaining staff

 « Includes case studies from global companies, including IBM and Unilever, which use AI in their HR 
teams to add business value

Description
HR professionals need to get to grips with artificial intelligence and the way it’s changing the world of 
work. From using natural language processing to ensure job adverts are free from bias and gendered 
language to implementing chatbots to enhance the employee experience, AI has created a variety of 
opportunities for the HR function. Artificial Intelligence for HR empowers HR professionals to leverage 
this potential and use AI to improve efficiency and develop a talented and productive workforce. 
Outlining the current technology landscape as well as the latest AI developments, this book ensures 
that HR professionals fully understand what AI is and what it means for HR in practice. 
 
Covering everything from recruitment and retention to employee engagement and learning and 
development, Artificial Intelligence for HR outlines the value AI can add to HR. It also features 
discussions on the challenges that can arise from AI and how to deal with them, including data privacy, 
algorithmic bias and how to develop the skills of a workforce with the rise of automation, robotics 
and machine learning in order to make it more human, not less. Packed with practical advice, research 
and case studies from global organizations including Uber, IBM and Unilever, this book will equip 
HR professionals with the knowledge they need to leverage AI to recruit and develop a successful 
workforce and help their businesses thrive in the future.

Author Information
Ben Eubanks is an HR industry analyst and 
influencer. He is the Principal Analyst at 
Lighthouse Research & Advisory where he 
oversees the development of research, assets 
and insights to support HR, learning and 
talent executives. He is also the founder of HR 
community upstartHR, the co-founder of the 
HRevolution movement and host of the We’re 
Human podcast.
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This book
 « Outlines the business opportunities of simulations, event games, online games and gamification 
design

 « Provides guidance on how to assess each type of business game to identify how it can make the 
biggest impact in an organization

 « Includes case studies from over 20 organizations who have implemented game-based solutions 
including Workz, Relation Technologies and Canmas

Description
Gamification for Business shows how games and game-based design can be used to effectively tackle 
business challenges and improve organizational performance. From siloed working and information 
overload to the clash between ongoing operations and innovation, this book shows how to identify 
what type of game is best suited to each business issue. With guidance on online games, simulations, 
event-based games and gamified training, this book ensures that business leaders and senior decision 
makers feel confident in their ability to assess the opportunities of each type of gamification for their 
business.  
 
Including case studies from more than 20 organizations who have implemented a game-based 
solution, this book outlines the business issue in each company and the aim of the game, the impact 
the game had and key learning points to help readers implement a similar type of game in their own 
business. Based on extensive research into the effectiveness of games and real-world examples from 
companies who have experienced the benefits of serious games and design thinking, Gamification for 
Business is essential reading for all business professionals looking to improve employee motivation, 
boost engagement, create a cohesive team environment and facilitate innovation in their company for 
improved business performance.

Author Information
Sune Gudiksen is associate professor in 
design and innovation management at Design 
School Kolding, Denmark. He has a PhD in 
co-creation through game tools and is the 
co-founder of GameBridges, a company that 
focuses on improving business innovation 
and performance through games. Gudiksen is 
also the founder of the Biz Games community 
platform.  
 
Jake Inlove is the co-founder of GameBridges 
where he is also the game designer and 
illustrator. He is also an innovation consultant.
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This book
 « Provides the HR practitioner with the tools for designing and delivering communications campaigns

 « Includes checklists for each stage and tips from experts on ’dos’ and ’don’ts’ along the way, with 
case studies from leading companies

 « Enables the HR practitioner to demonstrate the value they are adding to the organization by 
effectively communicating the benefits of the projects and programmes they are implementing

Description
In today’s competitive environment where we are doing everything we can to compete for talent, 
effective communication ensures we are showcasing our HR programmes in a way which will help us 
attract, retain and engage talent. Whether introducing new HR programmes or re-launching existing 
ones, communications help us deliver the key messages so that employees understand, appreciate and 
action them to meet our HR and business objectives. Effective HR Communication is a practical guide 
to develop and deliver effective communication campaigns, ensuring that teams have the knowledge, 
skills and tools to achieve the desired objectives.  
 
Effective HR Communication introduces a six-step ’IMPACT’ model to explain and demonstrate the 
critical steps to be followed when developing a communications campaign. This includes steps such as 
understanding the communication needs and requirements of employees, developing the most robust 
objectives, selecting and developing the appropriate medium, planning a campaign in an effective 
manner, leveraging the support of business partners, developing effective communications content, 
and measuring the success of the campaign. Using a combination of theory, examples, tips and tools 
from leading experts, this book provides practical information which can easily be used to create 
effective and impactful communications. Case studies from leading organizations such as BT, LV=, 
Merlin Entertainments and Reward Gateway are included to further illustrate how communication has 
been done effectively.

Author Information
Debra Corey is an experienced HR 
professional, with over 30 years of experience 
as a rewards practitioner. She is currently 
the group reward director at Reward 
Gateway, having held similar roles at global 
organizations such as PageGroup, Merlin 
Entertainments, Quintiles, Honeywell and 
Gap. Debra has developed and led a variety 
of award-winning communication campaigns, 
and currently teaches a communications 
course through WorldatWork.
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1 Introduction
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Engagement and HR

3 Culture Shock – Corporate 
Culture Does Not Exist

4 Communicating Through 
Change, Changing Through 
Communication

5 Dialogue and the Digital World
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Think

7 Zone 2 – Emotion – How 
Organizations and People Feel
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Organizations and People 
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Organizations and People 
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10 The End Zone – Ensuring 
Effective Dialogue – How 
Organizations and People Talk

11 Using the Dialogue Box

This book
 « Helps improve employee engagement and performance by ensuring business goals are effectively 
communicated to staff

 « Combines theory and practice - including case studies from the author’s own experience - for 
confidently designing and implementing a strategic approach to internal communications

 « New to this edition: Specific guidance on how to use the Dialogue Box tool to communicate 
organizational restructures more successfully and avoid misunderstandings among employees

Description
Previously restricted to cascading information and managing day-to-day conversations, internal 
communication is now essential to empowering employees to deliver business strategy. Strategic 
Internal Communication shows how to design and implement a strategy which will lead to engaged 
and motivated staff, increased productivity and consequently improved business performance. The 
book uses the author’s own Dialogue Box tool designed to help companies explore more thoroughly 
what kinds of conversations they need to have with employees to address internal and cultural 
challenges. It helps transform organizations into open and transparent communities to ensure that 
entire workforces are committed to the overall business vision. 
 
This fully updated 2nd edition of Strategic Internal Communication includes new information on 
how to use Dialogue Box during times of transition and organizational change. It also gives advice on 
how to manage difficult conversations and avoid damaging miscommunication and misinterpretation. 
Supported by examples and case studies from the author’s own experience, Strategic Internal 
Communication is an indispensable guide to creating an integrated and collaborative culture which 
will take your organization to the next level of success.

Author Information
Dr David Cowan is a visiting scholar in the 
Communications Department at Boston 
College, USA. He has worked with a variety 
of clients, including SABIC, Honeywell 
Aerospace, SAP, Saudi Aramco, Hewlett-
Packard, and has taught the Dialogue Box 
to over 600 participants in America, Britain, 
China, Netherlands, India, Saudi Arabia, 
Singapore and South Korea. He is former 
Global Head of Internal Communications 
at ArcelorMittal and has worked at the 
World Bank and as a finance and technology 
journalist. He holds degrees from the 
University of Oxford and the University of St 
Andrews, where he earned his PhD.
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1 Governance, human capital 
and culture - the role of 
standards and standardization 
[Edward Houghton]

2 It’s all a matter of standards 
[Heather Bond]

3 Workforce planning [ Julie 
Sloan]

4 Recruitment [Sandy J Miles]
5 Learning and development 

[Valerie Anderson and Alaa 
Garad]

6 Diversity and inclusion [Anne 
McBride and Helge Hoel]

7 Occupational health and 
safety management [Martin 
Cottam]

8 Moving on from the 
organization [Valerie 
Anderson]
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and cross-functional issues 
[Alaa Garad]
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11 The future of standards 
affecting human capital 
management and 
development [Wilson Wong]

This book
 « Provides practical guidance directly from those who created the Human Capital Management 
Standards

 « Shows how the Human Capital Management standards can be applied to organizations of any size

 « Guides organizations through the full standards accreditation process which is essential for winning 
government contracts

 « Includes a foreword written by Dr Scott Steedman, VP (Policy) ISO and Director of Standards, BSI

Description
Human Capital Management Standards is a comprehensive guide to the BSI and ISO frameworks 
for people management. Providing internationally agreed definitions and best practice guidance, it 
offers a foundation for sustainable people management and development practices in organizations. 
Covering everything from organizational governance, workforce planning, diversity and inclusion to 
learning and development, this book explores the key areas of people management throughout the 
employment life cycle, from initial hire to the time people move on from the organization. There is also 
coverage of additional business standards such as those related to occupational health and safety as 
well as the implications of implementing standards in a globalized and interconnected organizational 
context.  
 
Human Capital Management Standards will allow people professionals and managers in organizations 
of all sizes and types to develop and implement effective people policies and processes based on 
robust research to create a supportive organizational environment for a more productive workforce. 
This book also includes essential coverage of the standards assessment process and tips and advice 
on how to achieve successful accreditation. With case studies from organizations that have made HR 
interventions based on these standards and a glossary to explain the language of standards, this is an 
indispensable guide for HR professionals, managers and standards specialists in all organizations.

Author Information
Dr Wilson Wong is Head of Insight and 
Futures at the Chartered Institute for 
Personnel and Development (CIPD) and Chair 
of the Human Capital Standards Committee 
at the British Standards Institution (BSI). Prior 
to this, he worked in technology policy and 
financial/investment research. 
 
Dr Valerie Anderson is Reader in Human 
Resource Development at the University 
of Portsmouth. She has gained extensive 
HRM and HRD management experience in a 
range of different public and private sector 
organizations. 
 
Heather Bond is Standards Adviser at 
CIPD. Her professional expertise in people 
management and standards have been 
integral to the development of many 
standards in this book. Prior to this, she 
was responsible for CIPD qualifications 
development and regulatory compliance.
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1 The Context of International 
HRM

1.1 Introduction and Background 
to International HRM [Daniel 
Wintersberger]

1.2 The Cultural Context of 
International HRM [Daniel 
Wintersberger]

1.3 Leadership Across Cultural 
Contexts [Avis Tam]

1.4 Cross-Cultural Communication 
[ James Baba Abugre]

1.5 The Institutional Context of 
International HRM [Daniel 
Wintersberger]

1.6 Global Labour Governance 
and Core Labour Standards 
[Christina Niforou]

2 Functional Areas of 
International HRM

2.1 International Recruitment, 
Selection and Talent 
Management [Peter Foss]

2.2 International Staffing in 
Multinational Companies 
[ James Baba Abugre]

2.3 International Reward [Daniel 
Wintersberger]

2.4 International Training and 
Workforce Skills [Daniel 
Wintersberger]

2.5 International Employee 
Relations [Geraint Harvey]

2.6 Work Organization 
and Job Design across 
National Contexts [Daniel 
Wintersberger and Jorge 
Muniz Jr]

2.7 Conclusions: Change or 
Continuance in National 
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This book
 « Fully examines the functional elements of International HRM including recruitment and selection, 
rewards and benefits, performance management, training and development, employment relations 
and job design

 « Includes global case studies from a range of organizations such as Telefonica, McDonald’s, Toyota, 
Unilever and Volkswagen

 « Online resources: additional case studies, lecture slides for each chapter and discussion questions 
and self-test multiple-choice questions for students

Description
In the face of globalization, multinational companies have become the norm, rather than the 
exception. HR professionals now need to manage across borders, cultures and time zones, meaning 
that a complete understanding of the theory and practice of International Human Resource 
Management (HRM) is essential. International Human Resource Management is a concise 
introduction for all students studying International HRM at the Masters level. It covers everything from 
the cultural and institutional contexts, international employment law and the role of International 
Framework Agreements to recruitment and selection, training and development, performance 
management, reward and benefits, job design and other functional areas of International HRM. 
 
With numerous industry examples and global case studies from companies such as Telefonica, Unilever 
and Volkswagen, International Human Resource Management goes beyond the theory to fully explore 
how International HRM works in practice. It is an indispensable textbook to prepare students for 
successful careers in human resources. Online supporting resources include additional case studies, 
lecture slides for every chapter, self-test exercises for students, discussion questions and further 
reading.

Author Information
Daniel Wintersberger is a teaching fellow 
at Birmingham Business School in the UK, 
specializing in International Human Resource 
Management. He currently teaches on 
the MBA (HRM), MSc in Human Resource 
Management and the BSc in Business 
Management. Previously, Daniel lectured 
at Cardiff University Business School and 
Swansea School of Management. He has 
conducted research for the International 
Transport Workers’ Federation (ITF) and 
worked with the British Airline Pilots’ 
Association (BALPA). His professional and 
research experience spans Central and Eastern 
Europe, China, India and Brazil.
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This book
 « Explores cross-cultural HRM, comparative HRM and international HRM in detail

 « New to this edition: extended coverage of cross-cultural management, a broader scope of 
countries and key topics such as global talent management, global leadership, global knowledge 
management, and differing national contexts

 « Online resources: instructor’s manual, lecture slides and additional case studies

Description
International Human Resource Management is a critically engaging and student friendly textbook 
for International HRM modules at all levels, including the CIPD Level 7 Advanced International HRM 
module. Providing wide international coverage and incorporating a global strategy perspective, it offers 
a particular focus on cross-cultural, comparative and strategic HRM issues, with a strong emphasis on 
culture and its impact on organizational behaviour and HRM. 
 
This fully updated 4th edition of International Human Resource Management includes extended 
coverage of cross-cultural management, a broader scope of countries and key topics such as global 
talent management, global leadership, global knowledge management, and differing national contexts. 
Filled with geographically diverse examples and case studies, and covering topics from culture and 
reward systems to managing expatriate assignment and diversity in international forms of working, 
it is an ideal textbook for all students of international HRM as well as HRM specialists and practicing 
managers. Online supporting resources include an instructor’s manual, lecture slides and additional 
case studies.

Author Information
Chris Brewster is a professor of International 
HRM at Henley Business School, UK. 
 
Elizabeth Houldsworth is an associate 
professor of HRM at Henley Business School, 
UK. 
 
Paul Sparrow is the director of the Centre 
for Performance-Led HR and professor of 
International HRM at Lancaster University 
Management School, UK. 
 
Guy Vernon is an associate professor 
of Human Resource Management at 
Southampton University, UK.
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1 Introduction and Context
1.1 International HRM, National 

Differences and the Transfer of 
HRM (Paul Iles)

1.2 National Difference, Culture 
and IHRM (Crystal Zhang and 
Paul Iles)

1.3 Globalisation and IHRM 
Policies at the Enterprise Level 
(Paul Iles)

2 HRM and National Culture
2.1 Cross-Cultural Learning 

- Theories and Principles 
(Crystal Zhang and Paul Iles)

2.2 Cross-Cultural and Global 
Leadership, Leadership 
Development and IHRM 
(Crystal Zhang and Paul Iles)

2.3 Ethics, Culture and Corporate 
Social Responsibility (Paul Iles)

2.4 IHRM, Culture and Knowledge 
Flows in International 
Alliances, Joint Ventures, 
Mergers and Acquisitions 
(Paul Iles)

3 HRM in Different Regions
3.1 HRM in North America 

and Western Europe - The 
emergence of a ’Western’ 
HRM model? (Paul Iles)

3.2 HRM in Russia and Central 
and Eastern Europe (Paul Iles)

3.3 HRM in the Middle East and 
North Africa (Paul Iles & Niki 
Kyriakidou)

3.4 HRM in Sub-Saharan Africa 
(Paul Iles)

3.5 HRM in Latin America (Paul 
Iles)

3.6 HRM in India (Crystal Zhang, 
Shakiya Nisa & Paul Iles)

3.7 HRM in China (Paul Iles & 
Xiaoxian Zhu)

4 International HRM Policies 
in IES

4.1 Employee Resourcing - 
Staffing, Recruitment and 
Selection in International 
Contexts (Paul Iles and 
Tingting Jiang)

4.2 Cross-Cultural Training and 
International HRD (Crystal 
Zhang & Paul Iles)

4.3 Global Talent Management 
(Paul Iles, Xiaoxian Zhu)

4.4 Managing the Performance of 
International Staff (Paul Iles)

4.5 Global Reward Management, 
Organisational Benefits and 
Employer Branding (Paul Iles 
and Tingting Jiang)

4.6 Employment Relations and 
Employee Voice in a Global 
Context (Paul Iles)

This book
 « Includes contributions from experts on HR in specific countries and regions

 « Ideal for students studying International Human Resource Management for the first time or those 
studying in their second language

 « Online resources: Lecturer guide, powerpoint slides, case studies and a bonus chapter on new 
directions in International HRM as well as annotated web links and self-test questions for students

Description
International Human Resource Management is an essential book for all students and HR professionals 
looking to really understand international HRM. Covering the context of International HRM, HRM 
and National Culture, HRM in different regions and international HRM policies, this book provides 
thorough discussion and comprehensive consideration of all elements of international HRM,  
 
Full of contributions from experts in specific regions including North America, the Middle East and 
North Africa, India, Russia and China, this book will provide readers with a thorough understanding 
of HRM around the world. With crucial coverage of international HRM issues including cross-cultural 
leadership, business ethics, global talent supply and management as well as performance management 
of international staff, International Human Resource Management is essential reading for all those 
working or looking to work in HR around the world, particularly those looking to work in multinational 
companies. Fully supported by online resources including powerpoint slides, a lecturer guide, 
additional case studies and a bonus chapter on issues and new directions in International Human 
Resource Management as well as annotated web links and self-test questions for students.

Author Information
Paul Iles is Professor of Leadership and HRM 
at Glasgow School for Business and Society, 
Glasgow Caledonian University, UK 
 
Dr. Crystal Ling Zhang is Senior Lecturer 
in Human Resource Management and 
Organisational Behaviour at Leeds Business 
School, Leeds Metropolitan University, UK
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This book
 « Offers a detailed yet accessible guide to understanding and working with people analytics and 
advanced statistical techniques

 « Contains numerous worked examples of analyses of various forms of HR data - such as employee 
engagement, performance and turnover - which are supported by SPSS screenshots and online 
datasets

 « Shows how to use the results of such analyses to enable practitioners to develop effective evidence-
based HR strategies

 « New to this edition: new material on machine learning, biased algorithms, data protection and 
GDPR considerations, a new example using Kaplan Meier Survival analyses for tenure/turnover 
modelling, a new appendix showing main R coding for the focal analyses approaches in the book 
and updated screenshots and examples with SPSS version 25

 « Online resources: SPSS and Excel data sets and R syntax with worked case study examples

Description
HR metrics and organizational people-related data are an invaluable source of information from which 
to identify trends and patterns in order to make effective business decisions. But HR practitioners 
often lack the statistical and analytical know-how to fully harness the potential of this data. Predictive 
HR Analytics provides a clear, accessible framework for understanding and working with people 
analytics and advanced statistical techniques. Using the statistical package SPSS (with R syntax 
included), it takes readers step by step through worked examples, showing them how to carry out 
and interpret analyses of HR data in areas such as employee engagement, performance and turnover. 
Readers are shown how to use the results to enable them to develop effective evidence-based HR 
strategies. 
 
This second edition has been updated to include the latest material on machine learning, biased 
algorithms, data protection and GDPR considerations, a new example using survival analyses, and 
up-to-the-minute screenshots and examples with SPSS version 25. It is supported by a new appendix 
showing main R coding, and online resources consisting of SPSS and Excel data sets and R syntax with 
worked case study examples.

Author Information
Martin R Edwards is Reader in HRM and 
Organizational Psychology at King’s Business 
School, King’s College London. He has taught 
statistics to undergraduate, postgraduate 
and PhD students for over 15 years and also 
teaches HR analytics to MSc students. As a 
consultant, he has delivered HR analytics 
workshops to FTSE-100 companies. 
 
Kirsten Edwards is Head of Analytics at 
Empathix and has over 20 years’ broad 
international experience in analytics, HR and 
management consulting. She is a visiting 
lecturer at Kent Business School and at King’s 
Business School.
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This book
 « Enables HR practitioners with little or no experience of analytics to feel confident in their ability to 
find and handle workforce data and use it to make better business decisions

 « Demonstrates how to make an impact by starting small and building people analytics into business 
processes

 « Shows how people analytics can be used to increase perfomance, improve efficiency and reduce 
costs

 « Includes case studies from Easy Jet, Brompton Bikes, Swarovski, ING Bank and Unilever

Description
An understanding of people analytics is a crucial skill for all HR professionals. No longer limited to 
employees in data teams or those with analyst in their job titles, people analytics is now an integral 
part of every HR job. Introduction to People Analytics allows all HR professionals to get to grips with 
analytics, feel confident in their ability to handle employee and organizational data and use analytics 
to move from opinions to insights. 
 
From where to find data in an organization, how to collect it and analyse it through to how to use 
these findings to add business value, Introduction to People Analytics is essential reading for all HR 
professionals. With case studies from companies who have leveraged people analytics to improve 
employee engagement, increase performance and reduce costs including Easy Jet, Unilever, Brompton 
Bikes and Swarovski, this book shows how and where HR analytics can make a tangible difference to 
organizations. There is also expert guidance and practical advice on how to embed analytics into HR 
processes and adopt a data-driven approach to all workplace activities.

Author Information
Nadeem Khan is Managing Director of 
OptimizHR Ltd, a consultancy specialising in 
people analytics and talent strategy services. 
He is a lead analyst on the EPIC project run by 
EY, and is an analytics contributor for Tucana.  
 
David Millner has over 30 years’ experience 
in HR and is frequently listed as one of the 
most influential HR practitioners to follow 
on social media. He is the Founder and 
Managing Director of HR Curator Ltd and has 
previously held roles at Natwest, Kenexa and 
most recently as Consulting Partner at IBM 
Workforce Science.
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This book
 « Shows how to measure and evaluate learning and development initiatives through analytics in 
order to maximise their impact and identify gaps for improvement

 « Enables L&D professionals to make the business case for their activities and deliver an evidence-
based service to their organizations

 « Features case studies from organizations such as JetBlue Airways, Hilton Worldwide University and 
Seagate Technology who have applied these approaches in practice.

 « New to this edition: updates to the chapters on learning technology tools and moving beyond 
learning analytics to talent management analytics and fresh content on informal learning, instructor 
management, and a portfolio evaluation approach.

Description
Effective evaluation and measurement of learning and development initiatives is critical to maximise 
the impact of training, identify gaps for improvement and ensure that efforts are aligned to the 
business’ needs. Learning Analytics outlines how analytical approaches can respond to these 
challenges, the types and benefits of technological solutions and how to ask the right questions of 
organizational data in order to build a learning organization that boosts performance and competitive 
advantage.  
 
Drawing upon case studies from organizations who have applied such approaches such as JetBlue 
Airways, Hilton Worldwide University and Seagate Technology, Learning Analytics will enable those 
involved in learning and development to make the business case for their activities and deliver an 
evidence-based service to their organizations. This revised and updated second edition features 
updates to the chapters on learning technology tools and moving beyond learning analytics to talent 
management analytics and new content on informal learning, instructor management, and a portfolio 
evaluation approach.

Author Information
John R. Mattox II is a principal consultant 
at Explorance. Prior to this, John was director 
of research at KnowledgeAdvisors and led 
training evaluation teams at KPMG, PwC and 
Arthur Andersen. He is based in Franklin, 
Tennessee. 
 
Peggy Parskey is a part-time managing 
consultant at Explorance. Based in 
Connecticut, she also runs her own consulting 
firm, Parskey Consulting, which provides 
organizational improvement initiatives to 
Fortune 500 firms. 
 
Cristina Hall is vice president of strategy at 
Explorance and is based in Chicago, Illinois. 
Before this, she worked at Gartner for over 10 
years, where she was most recently director 
of product strategy.
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This book
 « Shows how to take a data-driven approach to recruitment, engagement, safety, wellbeing, training 
and performance management

 « Helps HR professionals analyse the vast amount of company data to gain tangible organizational 
insights and drive performance

 « Includes guidance on how to ensure data collection is transparent and that employees understand 
what information is being collected and why

Description
FINALIST: Business Book Awards 2019 - HR and Management Category 
 
Traditionally seen as a purely people function unconcerned with numbers, HR is now uniquely placed 
to use company data to drive performance, both of the people in the organization and the organization 
as a whole. Data-Driven HR is a practical guide which enables HR professionals to leverage the 
value of the vast amount of data available at their fingertips. Covering how to identify the most 
useful sources of data, collect information in a transparent way that is in line with data protection 
requirements and turn this data into tangible insights, this book marks a turning point for the HR 
profession.  
 
Covering all the key elements of HR including recruitment, employee engagement, performance 
management, wellbeing and training, Data-Driven HR examines the ways data can contribute to 
organizational success by, among other things, optimizing processes, driving performance and 
improving HR decision making. Packed with case studies and real-life examples, this is essential 
reading for all HR professionals looking to make a measurable difference in their organizations.

Author Information
Bernard Marr is a big data guru and 
bestselling author. A strategic performance 
consultant, he has and advised many of the 
world’s best-known organizations including 
Accenture, Barclays, BP, DHL, Fujitsu, 
Gartner, HSBC, Mars, Microsoft, Oracle, The 
Home Office, NHS, Orange, Tetley, T-Mobile, 
Toyota, Royal Air Force, SAP and Shell on 
their business and data strategies. A frequent 
keynote speaker, he also writes on the topic 
of data and analytics for various publications 
including Forbes, the Huffington Post and 
LinkedIn Pulse. Bernard Marr is also the 
author of Data Strategy (2017) published by 
Kogan Page.
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This book
 « Shows how to adopt a strategic approach on a day-to-day basis to operate as part of the 
management team and demonstrate how their activities add value

 « Includes a toolkit for conducting a strategic review, which features the use of checklists to analyse 
different aspects of HR strategy, and the basis of workshops and focus groups

 « Written by the UK’s bestselling HRM author, whose books have sold over a million copies and been 
translated into twenty-one languages

 « New to this edition: chapters on developing and delivering HR strategy, implementing individual 
performance strategies, creating and executing a corporate social responsibility strategy as well as a 
new discussion of international HRM strategies

 « Online resources: lecture slides, an instructor’s manual and a student’s manual complete with a 
bibliography and glossary

Description
Strategic human resource management has been taken up by academics, consultants and practitioners 
alike. However, the integration of human resource strategy with overall business strategy is often 
easier in theory than in practice. Armstrong’s Handbook of Strategic Human Resource Management 
provides a bridge between theory and practice, serving as a guide both to formulating human resource 
strategies and to implementing them. 
 
This completely revised sixth edition examines HRM and SHRM as well as organizational and 
functional strategies from a practical standpoint. It includes brand new chapters on developing and 
delivering HR strategy, implementing individual performance strategies, creating and executing a 
corporate social responsibility strategy as well as a new discussion of international HRM strategies. 
Full of case studies, checklists and practical examples, Armstrong’s Handbook of Strategic Human 
Resource Management is an indispensable resource for all those who are involved in putting complex 
strategy into practice to effect positive and productive change. Online supporting resources include 
lecture slides, an instructor’s manual and a student’s manual complete with a bibliography and 
glossary.

Author Information
Michael Armstrong is the UK’s bestselling 
author of Human Resource Management 
books including Armstrong’s Handbook 
of Human Resource Management Practice 
and several other titles published by Kogan 
Page. With over a million copies sold, his 
books have been translated into twenty-
one languages. He is managing partner 
of E-Reward as well as an independent 
management consultant. Prior to this he was 
a chief examiner of the Chartered Institute of 
Personnel and Development (CIPD) and an HR 
director of a publishing company.
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Edition: 6
Date: 03/03/2016
Price: £34.99
ISBN Print: 9780749476823
ISBN Ebook: 9780749476830
Pages: 280
Format (mm): 234x156
Product Category: Textbook
Subject: Strategic HRM



136 Strategic HRM
Human Resources, 
Organizational Development 
and Coaching

Table of Contents

1 Know your self
1.1 Continuous personal 

development
1.2 Drive and passion
1.3 Comfort zone
1.4 Interpersonal skills
1.5 Bravery
1.6 Your personal network
1.7 Inspirational leadership
2 Know your business
2.1 Product
2.2 People
2.3 Productivity
2.4 Annual results
2.5 Commercial focus
2.6 Markets and channels
2.7 Technology
2.8 Culture
2.9 Purpose
3 Know your industry
3.1 Competition
3.2 Business environment
3.3 Rules and regulations
3.4 Trends and forecasting
3.5 Where’s the talent?
3.6 Workforce planning
3.7 Resources
4 Know your profession
4.1 Professional accreditation
4.2 Responsibilities
4.3 Advisory bodies
4.4 Career framework
4.5 Professional development

4.6 The development of the 
industry

4.7 The future of work

This book
 « Provides guidance on how to assess business needs including interpreting financial results and 
understanding markets and channels to ensure organizational objectives are supported by HR 
practices

 « Explores career frameworks and personal and professional development to help enable you to make 
an impact in your organization and beyond

 « Shows how to meet the challenges of a changing business environment when building a talent 
pipeline and implement a workforce planning process

Description
HR’s contribution to the business goes beyond its traditional role of managing hiring, discipline 
and payroll. Strategic Human Resource Management is a practical guide for all those in HR roles 
to support wider organizational goals and objectives whilst developing and engaging individual 
employees through focussing on the concept of ’People Experience’. Drawing upon tools, exercises and 
case studies, this complete resource covers the core areas that are essential to achieving competitive 
advantage through understanding yourself, your business, your industry and your profession. 
 
Strategic Human Resource Management shows how to hone the personal skills needed to excel 
in HR and leadership positions, such as authenticity, network building and managing stakeholder 
relationships, alongside the importance of focussing on self-care and mental wellbeing. It provides 
guidance on building competitor awareness, markets and channels, trends and forecasting and 
interpreting financial results in order to build commercial acumen. Career frameworks, professional 
accreditation and the importance of continued personal and professional development are also 
explored, in addition to technological trends and the future of work in a changing business 
environment. This comprehensive toolkit is an indispensable resource for HR professionals who want 
to implement HR practices that benefit the business and its workforce, and make an impact within 
their organization and profession.

Author Information
Karen Beaven is an executive coach and the 
founder of the HR Entrepreneur’s Network. 
She has operated at HR Director level for a 
number of years at companies including River 
Island and AllSaints, and has been ranked as 
one of the most influential HR practitioners by 
HR Magazine in 2016 and 2017. She was also 
recognised as HR Director of the year in 2015 
and has been listed as a Global HR superstar 
by HRO Today.

Strategic Human 
Resource 
Management
An HR Professional’s Toolkit
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Price: £29.99
ISBN Print: 9780749484040
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Pages: 272
Format (mm): 234x156
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This book
 « Uses clear, accessible and jargon-free language to explain the technologies available to HR 
professionals

 « Explains how technology can improve performance in each of the core areas of HR activity 
including recruitment, reward and L&D

 « Uses a brand-agnostic approach to show how to assess the available technologies and identify 
which are worth investing in

 « Includes discussion of artificial intelligence (AI), machine learning and the Internet of Things (IoT) 
and explores what impact these will have on HR

 « Provides examples of how technology can improve efficiency by streamlining and speeding up 
processes to save both time and money

Description
Technology can have huge benefits for the HR function. Whether it’s saving time by streamlining 
processes, boosting engagement by enabling analysis of people data or improving employee 
development by allowing staff to access the content they need on different platforms, wherever and 
whenever they need it; the opportunities are vast. However, with more apps, software and platforms 
than ever before, the volume and variety of available technologies can be overwhelming. This makes it 
extremely difficult for HR professionals to know where to start when assessing what technologies are 
out there and which are worth investing in. Introduction to HR Technologies addresses these issues in 
clear, accessible and jargon-free language and is an indispensable guide for HR professionals needing 
to get to grips technologies and understand how to use them to add tangible business value.  
 
Covering all the core areas of HR including recruitment, performance management, learning and 
development (L&D) and reward, Introduction to HR Technologies allows practitioners to identify 
areas where technologies can be used to drive performance and what to look for when assessing 
technological solutions. There is also discussion of artificial intelligence (AI), machine learning and 
the Internet of Things (IoT) and what they mean for HR. This book is essential reading for all HR 
professionals looking to use technology confidently to increase performance, improve processes and 
add value to both employees and the business as a whole.

Author Information
Stacey Harris is Vice President of Research 
and Analytics at Sierra-Cedar in North 
Carolina. Prior to this, she was the VP of 
Research and Advisory Services at the 
Brandon Hall Group and the Director of 
Strategic HR at Bersin and Associates. Since 
2017, Stacey Harris has been the Director of 
Education for the International Association for 
Human Resource Information Management.

Introduction to HR 
Technologies
Understand how to use Technology to 
Improve Performance and Processes

Edition: 1
Date: 03/07/2020
Price: £29.99
ISBN Print: 9781789665277
ISBN Ebook: 9781789665284
Pages: 288
Format (mm): 234x156
Product Category: Professional
Subject: Strategic HRM
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This book
 « Provides guidance on how to build a strategy that uses digital advancements and new technologies 
to make HR processes more efficient, improve individual performance and increase company profits

 « Explains how to use insights from data and analytics to improve employee engagement and 
wellbeing

 « Demonstrates how to recruit new staff and upskill existing employees so that the business has the 
expertise it needs to succeed in the digital age

 « Includes case studies from companies who have effectively implemented a digital HR strategy and 
are seeing the benefits from it including Deloitte, Starbucks and Santander

 « Shows HR professionals how to adapt to the new elements of their roles created by digital 
transformation and new technologies

Description
There is no doubt that technology is changing the way we work and the variety of digital 
advancements available to HR professionals has never been greater. The sheer volume of these 
technologies can feel overwhelming and the warnings that artificial intelligence and robotics will 
replace employees is unsettling for a profession focused on people. However, with a robust digital 
strategy, HR professionals are in fact uniquely placed to capitalise on the opportunities these new 
technologies create and use them to improve both individual and business performance. Digital 
HR Strategy is crucial reading for all HR practitioners needing to understand and leverage the 
opportunities technology is generating in the new world of work but are unsure where to start.  
 
Digital HR Strategy covers everything from how HR teams can build the company cultures and 
structures needed to realise the benefits of technology, how to use people data to improve employee 
experience, invest in appropriate solutions for wellbeing and talent management challenges and how 
to recruit, upskill and reskill a workforce with the knowledge and expertise they need to succeed in a 
changing business environment. This book also contains specific advice on how HR professionals can 
adopt the attitude and mindset needed for HR strategy to succeed in the digital age. Packed with real 
world examples and case studies from companies who have successfully implemented a digital HR 
strategy including Deloitte, Santander and Starbucks, this book provides practical guidance on how to 
build, develop and execute a digital HR strategy and will ensure that HR don’t get left behind.

Author Information
Soumyasanto Sen is the Founder of 
People Conscience, a consultancy providing 
advice to companies dealing with digital 
transformation. Prior to this he was a 
consultant at IBM and Global HR IT manager 
at PwC. He is a frequent conference speaker 
and commentator on all aspects of HR 
Technology, Digital Transformation, People 
Analytics and the Future of Work.
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This book
 « Is written by the UK’s bestselling HRM author, whose books have sold over a million copies and 
been translated into twenty-one languages

 « New to this edition: case studies from Microsoft, IBM and Expedia which show how the latest 
developments in performance management are being implemented

 « Online resources: instructor’s manual, student’s manual, lecture slides for each chapter, a glossary 
of terms and a literature review

Description
Armstrong’s Handbook of Performance Management addresses all areas of performance 
management, from performance pay and giving feedback to managing underperformers and having 
difficult conversations, so organizations can optimize staff performance. This fully updated and 
restructured 6th edition analyzes traditional as well as the latest developments in performance 
management including the shift from ratings and annual reviews. Veteran HR expert Michael 
Armstrong examines where these new approaches should be embraced and where traditional methods 
of performance management may be preferable. Packed with examples, exercises, checklists and 
new case studies from organizations such as Microsoft, IBM and Expedia, this book remains the most 
authoritative and engaging textbook on performance management.  
 
Supporting online resources for Armstrong’s Handbook of Performance Management include an 
instructor’s manual, a student’s manual, lecture slides, a glossary of terms and a literature review.

Author Information
Michael Armstrong is the UK’s bestselling 
author of Human Resource Management 
books including Armstrong’s Handbook 
of Human Resource Management Practice 
and several other titles published by Kogan 
Page. With over a million copies sold, his 
books have been translated into twenty-
one languages. He is managing partner 
of E-Reward as well as an independent 
management consultant. Prior to this he was 
a chief examiner of the Chartered Institute of 
Personnel and Development (CIPD) and an HR 
director of a publishing company.
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Performance 
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An Evidence-Based Guide to 
Delivering High Performance

Edition: 6
Date: 03/12/2017
Price: £34.99
ISBN Print: 9780749481209
ISBN Ebook: 9780749481216
Pages: 272
Format (mm): 240x170
Product Category: Textbook
Subject: Performance Management



140 Performance Management
Human Resources, 
Organizational Development 
and Coaching

Table of Contents

1 Setting the Scene - HRM and 
Performance

2 Strategic Performance 
Management

3 Motivation at Work
4 The Role of Line Managers in 

Managing Performance
5 Defining and Measuring 

Individual Work Performance
6 Performance Appraisal and 

Feedback
7 Integrating Learning and 

Performance
8 Performance-Related Rewards
9 Managing Under-Performance
10 Absence Management
11 International Performance 

Management
12 Developing Performance 

Management

This book
 « Balances theory with practice to give students a full understanding of the subject

 « Maps to the CIPD advanced-level unit on Performance Management

 « Online resources: instructor’s manual, lecture slides, annotated web links for students

Description
How do you systematically decide and communicate strategic performance aims, objectives, priorities 
and targets? How do you plan effective policies and practices? Which techniques, rewards and 
sanctions should you use to improve performance? How do you critically evaluate the effectiveness of 
performance management? Performance Management combines theory and practice to help students 
master these key concepts and apply their learning. Mapping to the CIPD Level 7 Advanced unit by 
the same name, the book is a core text for any student taking a performance management module at 
undergraduate or postgraduate level.  
 
Featuring examples from a range of sectors and organizations across the globe, Performance 
Management is packed with pedagogical features such as learning outcomes, case studies, activities, 
reflection questions and further reading to fully engage students with the subject. Online supporting 
resources include an instructor’s manual, lecture slides and annotated web links for students.

Author Information
Sue Hutchinson is an associate professor in 
HRM at the University of the West of England, 
where she is also Associate Head of the HRM 
teaching and research group. She teaches 
on a range of HRM postgraduate modules 
including Performance Management, and 
is actively involved in research. Her main 
research interests focus on the link between 
people management and performance, 
the role of line managers in HRM and 
involvement and consultation. Previous work 
experiences include research and teaching at 
Bath University, policy advisor for the CIPD 
and industrial relations advisor in the paper 
industry.
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This book
 « Is part of the CIPD-endorsed HR Fundamentals series of succinct, practical guides for those in the 
early stages of HR

 « Uses practical tools, assessments and more to demonstrate how to build a successful performance 
management strategy

 « New to this edition: considers the major developments in the field and includes new case studies 
from companies such as Deloitte, who have dropped the formal appraisal process

 « Online resources: downloadable templates and tools, including self-assessment questionnaires, to 
be used in practice

Description
Effective performance management is at the heart of organizational success, delivering able and 
motivated employees who are aligned to an organization’s values and goals. Using a combination of 
case studies, interviews, tools and diagnostic questionnaires, Performance Management is a complete 
and practical guide to getting the best out of people and achieving positive organizational outcomes 
through successful performance management. It covers all areas of the subject, from objective-setting, 
giving feedback, measuring performance and managing underperformance and absence, to effectively 
integrating systems and processes into organizational and HR strategies. 
 
This second edition of Performance Management contains new material on the ethical focus of the 
topic, promoting employee wellbeing through performance management, and the future of the annual 
appraisal, as well as new case studies and examples from Deloitte, Jumeirah Hotels, the CIPD and 
Hilton. Supporting online resources consist of additional activities and guidance for further research on 
the topic. 
 
HR Fundamentals is a series of succinct, practical guides for students and those in the early stages 
of their HR careers. They are endorsed by the Chartered Institute of Personnel and Development 
(CIPD), the UK professional body for HR and people development, which has over 145,000 members 
worldwide.

Author Information
Linda Ashdown is an Assessment Manager 
at the Chartered Institute of Personnel and 
Development (CIPD) and an HRM consultant 
through her own company Ashdown-Jones 
HR Ltd. She is also an Associate Lecturer 
at Portsmouth University Business School, 
specialising in performance management and 
employee engagement. She was previously 
on the board of a multinational advertising 
company as HR Director.
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This book
 « Written by the UK’s bestselling HRM author, whose books have sold over a million copies and been 
translated into twenty-one languages

 « Provides insights into innovative approaches organizations such as Deloitte, Expedia and Google are 
taking to build organizational performance

 « Shows how to build a culture of managing performance throughout the year which delivers results 
and reduces bureaucracy

 « Empowers line managers to own the performance management process rather than HR, ensuring 
that the process is effectively cascaded across the business

Description
Armstrong on Reinventing Performance Management presents a holistic approach to performance 
management, drawing on Michael Armstrong’s vast research and experience. Most organizations have 
performance management processes in one form or another, but these are often based on formal 
annual reviews, forced rankings and directly linked to pay decisions. These traditional approaches 
are often at the expense of ongoing, continuous feedback and focus on looking back at what has or 
has not been achieved rather than looking forward. Direct links to pay decisions avert attention from 
people development, and managers often get lost in the bureaucracy of complex forms rather than 
fully engaging with their people.  
 
Armstrong on Reinventing Performance Management details how to build a culture of ongoing 
feedback and coaching and provides case studies of how this approach to building performance has 
been effective in organizations including Deloitte, Gap, Expedia and Google. Filled with practical 
advice, including how to deal with underperformers, it enables organizations to remove overly 
bureaucratic and ineffective systems based on top-down judgments and ratings, and demonstrates 
how to get line managers’ support for the process focusing on actionable feedback and growth.

Author Information
Michael Armstrong is the UK’s bestselling 
author of Human Resource Management 
books including Armstrong’s Handbook 
of Human Resource Management Practice 
and several other titles published by Kogan 
Page. With over a million copies sold, his 
books have been translated into twenty-
one languages. He is managing partner 
of E-Reward as well as an independent 
management consultant. Prior to this he was 
a chief examiner of the Chartered Institute of 
Personnel and Development (CIPD) and an HR 
director of a publishing company.
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This book
 « Explains the science behind motivation to unlock productivity and high performance, and reduce 
staff turnover

 « Provides practical guidance on how to measure motivation, highlight areas for improvement, 
demonstrate which employee motivation programmes are working, and where costs can be reduced

 « Helps transform talent management and succession planning by explaining what motivates an 
employee to want to progress in an organization

Description
Many organizations approach the issue of employee engagement and motivation by tapping into 
age, gender and other stereotypes. Motivation and Performance challenges these notions, bringing 
together evidence that group differences are often exaggerated and that getting to the heart of 
what really motivates individuals is what’s most important. This book is a practical guide to ensuring 
that organizations consider all motivators - job security as well as the need for personal growth - to 
improve employee satisfaction, boost organizational productivity and reduce staff turnover. 
 
Underpinned by original research, Motivation and Performance features case studies from finance, 
retail, the public and other sectors to show how the principles of motivating employees apply at 
all levels of the organization, not just at the leadership level, and how values and motivation can 
be changed and developed. Complete with a framework for conducting effective visits to front-line 
locations, it will help HR professionals ask the right questions, choose whether to implement external 
motivation-building programmes and make a real impact on an employee’s desire to progress in the 
company.

Author Information
Adrian Furnham is professor of psychology 
at UCL, and adjunct professor of management 
at the Norwegian School of Management. He 
has written over 1,000 scientific papers and 
70 books and is among the most well-known 
psychologists in the world. 
 
Ian MacRae is Director of High Potential, 
an organizational consultancy providing 
customised psychological tests and reports for 
improving performance, predicting potential 
and developing people. He is a PhD candidate 
at Maastricht University.
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This book
 « Offers a detailed and comprehensive guide to understanding, developing and implementing 
effective reward systems

 « Connects the theoretical discussion to real-world examples and case studies, including General 
Motors (GM), the UK National Health Service (NHS), Tesco and BT

 « New to this edition: majorly revised and updated chapters on equal pay and the gender pay gap, 
employee benefits and total reward and a new chapter on employee financial wellbeing

 « Online resources: lecture slides for each chapter and handbooks for lecturers and students which 
include learning summaries, discussion questions and exercises, further case studies, literature 
reviews and glossaries

Description
Armstrong’s Handbook of Reward Management Practice is the definitive guide to understanding, 
developing and implementing effective reward strategies. It covers all the essential aspects of 
improving organizational, team and individual performance through reward processes, including 
financial and non-financial rewards, job evaluation, grade and pay structures, rewarding specific 
employee groups and ethical considerations. This revised and updated sixth edition incorporates the 
latest research and developments and contains updated coverage of equal pay and the gender pay 
gap, employee benefits and total reward and a new chapter on employee financial wellbeing. 
 
As with all of Armstrong’s texts, Armstrong’s Handbook of Reward Management Practice bridges 
the gap between academic and practitioner and is ideally suited to both HR professionals and those 
studying for HR qualifications, including master’s degrees and the CIPD’s intermediate and advanced 
level qualifications. Tips and checklists and can be found throughout, alongside case studies from 
organizations including General Motors, the UK National Health Service and Tesco. Online supporting 
resources include lecture slides and comprehensive handbooks for lecturers and students, which 
include learning summaries, discussion questions and exercises, literature reviews and glossaries.

Author Information
Michael Armstrong is the UK’s bestselling 
author of human resource management 
books including Armstrong’s Handbook of 
Human Resource Management Practice, also 
published by Kogan Page. His books have 
sold over a million copies and have been 
translated into 21 languages. He is a former 
Chief Examiner of the Chartered Institute of 
Personnel and Development (CIPD) and an 
independent management consultant. 
 
Duncan Brown is Head of HR Consultancy at 
the Institute for Employment Studies. He has 
more than 25 years’ experience in consulting 
and reward and he was previously the 
Assistant Director General at the CIPD.
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This book
 « Gives a complete theoretical grounding in reward management as well as practical examples and 
case studies so the theory can be applied in the workplace

 « Includes additional discussion of how different cultures impact reward management and why one 
size of reward doesn’t fit all

 « New to this edition: Coverage of the latest developments in reward management including the 
gender pay gap, international reward, the impact of Brexit, executive reward and pay ratio reporting

 « Online resources: lecturer guide, lecture slides and multiple choice questions for students

Description
Reward Management is a comprehensive guide to all elements of reward in the workplace. From the 
theoretical frameworks and legal context of reward through to practical application in the workplace, 
this book provides all the essential information for both students of reward management and 
practitioners involved in reward management in organizations.  
 
Covering all the key areas of reward management including pay structures and pay setting, job 
evaluation and employee benefits, Reward Management is a key book for anyone studying the Level 
7 CIPD reward management module or a postgraduate qualification in HR. This book also includes 
guidance on non-financial reward, and new coverage of the gender pay gap, executive reward and 
pay ratio reporting. There is also extensive discussion of international reward including the impact of 
different cultures on reward, benefits for multi-local talent , rewarding expatriates and and why one 
size of reward doesn’t fit all. Accompanying online resources include lecturer guides, PowerPoint slides 
and multiple choice questions for students.

Author Information
Stephen J. Perkins is Emeritus Professor 
at London Metropolitan University and a 
Professional Research Fellow of the Global 
Policy Institute.  
 
Sarah Jones is Senior Lecturer in Human 
Resource Management and Organizational 
Behaviour at the Faculty of Business and Law, 
University of Northampton.
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This book
 « Is part of the CIPD-endorsed HR Fundamentals series of succinct, practical guides for those in the 
early stages of HR

 « Uses practical tools, reflective questions and real life examples to build knowledge and skills in 
order to implement a successful reward management strategy closely aligned to an organization’s 
wider objectives

 « New to this edition: fresh material on the role of recognition and non-cash awards, and the 
psychological implications relating to financial incentives. New and updated case studies include 
insight from Marks and Spencer, Which?, The Royal Horticultural Society and Tata Consultancy 
Services

 « Online resources: downloadable templates and tools to develop and implement reward 
management strategies

Description
Effectively and fairly rewarding employees is a critical component to help build organizational, team 
and individual performance and success. Reward Management is a practical guide to understanding 
and implementing successful reward strategies which are aligned with broader HR and organizational 
objectives. Drawing on case studies, reflective questions and practical tools, it covers key areas 
including pay and grade structures, job evaluation, pay reviews, bonus plans, non-cash reward, 
benefits, tax issues and provides the knowledge and skills needed to plan, implement and assess an 
effective reward strategy in any type of organization. 
 
This second edition of Reward Management has been updated to include the latest research and 
developments, such as the role of recognition and non-cash awards, and the psychological implications 
relating to financial incentives. New and updated case studies include insight from Marks and Spencer, 
Which?, The Royal Horticultural Society and Tata Consultancy Services, while supporting online 
resources include downloadable templates and further tools to be used in practice. 
 
The HR Fundamentals are a series of succinct, practical guides for students and those in the early 
stages of their HR careers. They are endorsed by the Chartered Institute of Personnel and Development 
(CIPD), the UK professional body for HR and people development, which has over 145,000 members 
worldwide.

Author Information
Michael Rose is an author, speaker and 
independent reward consultant. He was 
formerly the Vice-President of reward at 
the CIPD, and has held a number of senior 
reward management positions, such as the 
Director of Total Reward for Aon Corporation 
and Head of Reward Management for TSB 
Bank plc. A regular international conference 
speaker, he has also appeared on radio and TV 
commenting on reward issues and has written 
a number of books and articles on the topic.
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This book
 « Provides a comprehensive overview of the theories, frameworks and techniques of change 
management to enable organizations to successfully navigate through periods of change

 « Supports learning and understanding with features including checklists, tips, insights from industry 
expert contributors and ’food for thought’, ’stop and think’ and summary boxes

 « New to this edition: a new chapter on becoming a sustainable business, new material on the 
latest developments in technology-led change, further case studies and updated wider content with 
the latest thinking and theories

 « Online resources: international case study question packs and lecture slides with further reflective 
questions

Description
The definitive, bestselling text in the field of change management, Making Sense of Change 
Management provides a thorough yet accessible overview for students and practitioners alike. 
Without relying on assumed knowledge, it comprehensively covers the theories and models of change 
management and connects them to practical approaches and techniques that organizations of all 
types and sizes can use to adapt to tough market conditions and succeed by changing their strategies, 
structures, mindsets, leadership behaviours and expectations of staff and managers. 
 
This completely revised and updated fifth edition of Making Sense of Change Management contains 
a new chapter on becoming a sustainable business, new material on the latest developments in 
technology-led change, further case studies and updated wider content with the latest thinking and 
developments. Supported by ’food for thought’ and ’stop and think’ features to aid critical thinking and 
understanding, as well as checklists, tips and summary boxes, it remains essential reading for anyone 
who is currently part of, or leading, a change initiative. New and updated online resources include 
international case study question packs for lecturers and lecture slides with reflective questions.

Author Information
Esther Cameron is a leadership educator 
and change consultant who supports senior 
leaders and their teams and organizations 
through change. She is a co-founder of the 
change consultancy firm Integral Change, 
where she has worked with international 
clients including Shell, Tata Steel, Cannacord 
Genuity and various Whitehall departments. 
 
Mike Green is the director of Transitional 
Space, a consultancy firm which specialises in 
change management, leadership development 
and individual and team coaching. He is also 
a Visiting Executive Fellow at Henley Business 
School and delivers accredited programmes in 
change management to senior managers and 
change agents.

Making Sense of 
Change Management
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Organizational Change

Edition: 5
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Price: £34.99
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This book
 « Will equip students and practitioners with the practical skills to manage the emotional aspects of 
change, vital in today’s rapidly changing organizations.

 « Outlines the benefits of leading and managing the human dynamics of change which include a 
more committed workforce and more sustainable operational performance.

 « Includes global case studies to help apply the theory to practice, including Kodak, Nissan, Yahoo, 
Aegon Asset Management and BankCo.

 « Provides a framework for diagnosing issues and for formulating interventions using practical tools 
including a ’Change Readiness Assessment Template’ which helps leaders and managers assess how 
ready they are for change.

Description
Tremendous forces for change are radically reshaping the world of work. Disruptive innovations, 
radical thinking, new business models and resource scarcity are impacting every sector. Although 
the scale of expected change is not unprecedented, what is unique is the pervasive nature of the 
change and its accelerating pace which people in organizations have to cope with. Structures, systems, 
processes and strategies are relatively simple to understand and even fix. People, however, are 
more complex. Change can have a different impact on each of them, all of which can cause different 
attitudes and reactions. Managing and Leading People Through Organizational Change is written for 
leaders with the key responsibility of managing people through transitions. 
 
Managing and Leading People through Organizational Change provides a critical analysis of change 
and transformation in organizations from a theoretical and practical perspective. It addresses the 
individual, team and organizational issues of leading and managing people before, during and after 
change, using case studies and interviews with people from organizations in different sectors across 
the globe. This book demonstrates how theory can be applied in practice through practical examples 
and recommendations, focusing on the importance of understanding the impact of the nature of 
change on individuals and engaging them collaboratively throughout the transformation journey.

Author Information
Dr Julie Hodges is an academic, author and 
consultant. She is currently Director of MBA 
programmes at Durham University Business 
School and a lecturer and researcher into 
change in organizations. Julie has a PhD in the 
impact of change on levels of stress among 
middle managers in organizations. Before 
entering the academic world Julie worked as 
a management consultant for over 20 years 
in several profit and non-profit organizations, 
including the British Council, Vertex, PwC 
and RBS. Julie is a founding Director of 
the Leading Well - a social enterprise for 
developing leaders in the public and third 
sectors.
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This book
 « Shows how to plan a consulting intervention, from diagnosing what change is needed and 
identifying risks to ensuring ethical practice and demonstrating value

 « Provides global case studies and perspectives from internal and external consultants across a range 
of consultancies, from the ’Big Four’ to boutique firms

 « Helps build the necessary skills to get work as a consultant, from putting the business case forward 
to establishing credibility

Description
Organizations are increasingly investing in consulting capabilities to understand what changes they 
need to make to keep up the pace with the competition and future-proof their business. Consultancy, 
Organizational Development and Change is a guide for students and internal and external consultants 
needing to develop the necessary skills to consult in organizational settings where there is a great deal 
of complexity. It tackles the issues posing the greatest threat to the success of the change programme, 
including how to adapt to rapidly shifting needs, deal with the emotional and ethical issues that 
arise and ensure that the managers take full ownership for the change so that ’business as usual’ is 
established. 
 
Complete with case studies from the ’Big Four’ consultancy groups as well as boutique firms, 
Consultancy, Organizational Development and Change shows how to identify and execute 
interventions in a variety of organizational settings to deliver value. It provides guidance on how 
to develop a value proposition; define, write and present the business case for the proposed 
interventions; establish credibility and report on the results.

Author Information
Dr Julie Hodges is a leading expert on 
organizational change. She is an Associate 
Professor at Durham University Business 
School and a Senior Fellow of the Foundation 
for Management Education. Before entering 
academia Julie worked as a management 
consultant for over 20 years in organizations 
such as PwC and the British Council. She 
has extensive experience of working on 
transformational change programmes with 
clients across the globe in the private, public 
and third sectors. Julie is the author of several 
books on organizational change, including 
’Managing and Leading People through 
Change’ (published by Kogan Page).

Consultancy, 
Organizational 
Development and 
Change
A Practical Guide to Delivering Value
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This book
 « Is the official guide for the first ever Change Management Body of Knowledge, created by Change 
Management Institute and APMG

 « Provides a strong base level knowledge for continuing professional development across the 
discipline

 « Enables change managers to effectively advise and coach senior colleagues and those sponsoring or 
leading change initiatives

Description
The Effective Change Manager’s Handbook is designed to help practitioners, employers and 
academics define and practise change management successfully and develop change management 
maturity within their organization. A single-volume learning resource covering the range of knowledge 
required, it includes chapters from established thought leaders on topics ranging from benefits 
management, stakeholder strategy, facilitation, change readiness, project management and education 
and learning support. Endorsed by the Change Management Institute and the official guide to the 
CMI Body of Knowledge, The Effective Change Manager’s Handbook covers the whole process from 
planning to implementation, offering practical tools, techniques and models to effectively support any 
change initiative. 
 
The editors of The Effective Change Manager’s Handbook - Richard Smith, David King, Ranjit Sidhu 
and Dan Skelsey - are all experienced international consultants and trainers in change management. 
All four editors worked on behalf of the Change Management Institute to co-author the first global 
change management body of knowledge, The Effective Change Manager, and are members of the APMG 
International examination panel for change management.

Author Information
APMG is a leading global Examination 
Institute and the Official Accreditor of the UK 
Government’s Cabinet Office and the United 
Kingdom Accreditation Service (UKAS). They 
accredit professional training and consulting 
organizations and manage certification 
schemes for knowledge-based workers. 
 
Richard Smith (Editor) is a specialist in 
organizational development-related people 
development issues. He works with clients as 
diverse as Unilever, Nestle, Mars and Harvard 
Business School. He is the Chief Examiner 
for APMG Change Management products 
and lead author of the first global Change 
Management Body of Knowledge (CMBoK) for 
the Change Management Institute. He is also 
a Fellow of the CIPD.
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This book
 « Explains how to replace outdated organizational structures and processes to achieve business 
success in a digitally-empowered world

 « Shows how to create and engage high performing teams to build momentum for change

 « Includes practical guidance on how to tackle the employee mindset challenges that can hinder agile 
transformation

 « Provides guidance on how to embed agile approaches in all areas of an organization including HR, 
Sales, Operations, Finance and Procurement

 « Features case studies from organizations including Amazon, Netflix, Vodafone, ASOS and DBS Bank

Description
Traditional organizational structures and cultures are no longer fit for purpose in a digitally-
empowered world. The number of new and disruptive technologies is increasing, the speed of change 
shows no sign of slowing down and organization development practitioners and business leaders need 
to act urgently to enable their companies to succeed in the digital age. Agile Transformation is the 
much-needed guide on how to achieve this success. Packed full of practical advice, this book covers 
everything from why new operating models are needed, how to apply agile principles at scale, leverage 
digital-native processes and why change managers need to think big but start small. 
 
Agile Transformation also covers how to build and engage high performing teams for change, how to 
tackle the employee mindset that can hinder agile adoption and why developing an agile business is 
not an excuse to fail to plan. There is also guidance on how to develop fast and focused high-velocity 
decision making, build momentum for change and apply an agile approach to different business 
functions including HR, Finance, Sales, Operations and Procurement. This book is crucial reading for all 
businesses wanting to effectively compete in the new world of work.

Author Information
Neil Perkin is the founder of Only Dead 
Fish, a consultancy that specialises in 
applying strategic understanding of emerging 
technologies to help companies optimise 
their processes in the digital-empowered 
business environment. As an expert in 
organization agility, emerging media and 
digital strategy, he is a frequent conference 
speaker and curates the quarterly series of 
Firestarters thought leadership events for 
Google UK. Neil Perkin is also the co-author of 
Building the Agile Business through Digital 
Transformation published by Kogan Page.
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This book
 « Uses real-world examples to show how issues and challenges have been overcome in organizations

 « Covers a wide range of organizational perspectives with examples from GlaxoSmithKline, the NHS 
and other large and small companies

 « Includes reflective questions for critically assessing and learning from the case studies

Description
The best way to learn how to navigate change successfully is to look at practical examples of 
change management programmes. Organizational Change Explained shares stories and insights 
from experienced change practitioners so professionals can reflect on their own work, respond 
critically to what others have done, and take away new tools and techniques to apply to their 
own change management practice. The book includes a range of cases from different sectors and 
countries including GlaxoSmithKline and the NHS to offer insights no matter the scale of the change 
management programme.  
 
Organized around central themes such as shaping and design, change leadership, and communication 
and engagement, Organizational Change Explained presents each case alongside an introduction, 
conclusion, list of key learning points, questions for reflection and sources of further reading. The 
book is invaluable to anyone tasked with leading or managing change within their teams, projects, 
departments or divisions, whether at local level or across geographic locations, countries and cultures.

Author Information
Sarah Coleman is director of Business 
Evolution. Her clients include multinationals 
and established medium-sized enterprises 
across government and industry sectors 
including telecoms, professional and financial 
services, engineering and healthcare. Sarah is 
a Fellow and former Trustee of the Association 
for Project Management (APM) and Visiting 
Fellow at Cranfield and Lincoln universities. 
 
Bob Thomas is a highly experienced 
programme, portfolio, PMO delivery manager 
with a consulting and delivery background 
in airports, retail, government (central and 
local), insurance, logistics, health, financial 
services, transportation and management 
consulting. Bob also established Change 
Practitioner Groups for the APM.
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This book
 « Offers a critical perspective and challenges change management assumptions to facilitate a deeper 
understanding and appreciation of the subject

 « New to this edition: new chapters on perspectives, power and politics, ethics, agents and agency, 
HRM and evaluation; a revised structure to reflect strategic, group and individual change; a revised 
final chapter on evaluating the practice and theory of change management; and an appendix of 
twenty popular change management techniques

 « Online resources: annotated web links for students, an instructor’s manual complete with 
commentary on questions and cases in the book, lecture slides and additional case studies for 
tutors

Description
Managing Change: A Critical Perspective explores how and why change occurs in organizations and 
how the change process can be managed effectively. Complete with an appendix featuring twenty 
popular change management techniques, it is an ideal core textbook for change modules on HR 
and business degree programmes at both undergraduate and postgraduate level. It offers a critical 
perspective, challenging the main assumptions and ensuring that the complexity of the subject is 
understood and appreciated. 
 
This fully updated 2nd edition of Managing Change: A Critical Perspective includes new chapters on 
perspectives, power and politics, ethics, agents and agency, HRM and evaluation. Its revised structure 
reflects strategic, group and individual change, and a revised final chapter evaluates the practice and 
theory of change management. Online supporting resources include annotated weblinks for students, 
an instructor’s manual complete with commentary on questions and cases in the book and lecture 
slides and additional case studies for tutors.

Author Information
Mark Hughes is a senior lecturer in 
organisational behaviour at Brighton Business 
School, UK.
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This book
 « Offers a practical approach underpinned by neuroscience for engaging and supporting employees 
during times of change

 « Contains numerous examples of how these approaches have been applied in organizations 
including as Lloyds Banking Group and Government Communications Headquarters (GCHQ)

 « Includes key reflection points at the end of each chapter to aid planning and implementation of key 
steps and insights

 « New to this edition: new chapters on planning the work day with the brain in mind and 
overcoming the difficulties related to behavioural change, as well as updated wider content and 
further case studies

Description
Organizational change can be unpredictable and stressful. With a better understanding of what our 
brains need to focus and perform at their best, organizations and leaders can increase employee 
engagement, productivity and well-being to successfully manage such periods of uncertainty. Drawing 
on the latest scientific research and verified by an independent neuroscientist, Neuroscience for 
Organizational Change explores the need for social connection at work, how best to manage emotions 
and reduce bias in decision-making, and why we need communication, involvement and storytelling to 
help us through change. Practical tips and suggestions can be found throughout, as well as examples 
of how these insights have been applied at organizations such as Lloyds Banking Group and GCHQ. The 
book also sets out a practical science-based planning model, SPACES, to enhance engagement.  
 
This updated second edition of Neuroscience for Organizational Change contains new chapters 
on planning the working day with the brain in mind and on overcoming the difficulties related to 
behavioural change. It also features up-to-the-minute wider content reflecting the latest insights and 
developments, and updated case studies from the first edition which give a long-term view of the 
benefits of applying neuroscience in organizations.

Author Information
Hilary Scarlett is a writer, international 
speaker and consultant on change 
management and neuroscience. Her work, 
which has spanned Europe, the US and Asia, 
concentrates on the development of people-
focused change management programmes, 
employee engagement and well-being. Hilary 
has been working with neuroscientists at 
University College London and in the US to 
apply cognitive neuroscience to practical 
management tools. She regularly works with 
leadership teams in the private and public 
sectors to help them build resilience and 
successfully introduce change.
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This book
 « Is part of the CIPD-endorsed HR Fundamentals series of succinct, practical guides for those in the 
early stages of HR

 « Uses practical tools, assessments and real-life examples from organizations including AXA PPP 
Healthcare, EDF Energy and Marks and Spencer, to build knowledge and skills to develop and 
measure an effective strategy for engaging employees

 « New to this edition: new material relating to the increasing use of technology in engagement, the 
role and importance of purpose and trust and the relation of employee experience to engagement

 « Online resources: downloadable templates and tools to be used in practice, including self-
assessment questionnaires

Description
An engaged workforce is critical to the high performance and success of any organization. Employee 
Engagement offers a complete, practical resource for understanding and creating an effective 
engagement strategy that is aligned to wider business objectives. Supported by a variety of practical 
tools, features and templates, as well as numerous real-life examples and case studies from 
organizations such as AXA PPP Healthcare, Capital One, Charles Stanley, EDF Energy and Marks & 
Spencer, this handbook provides comprehensive coverage of all stages of the engagement process, 
from planning initiatives to building and measuring their success. 
 
This updated second edition of Employee Engagement considers the increasing use of technology in 
engagement, the role and importance of purpose and trust and the relationship between employee 
experience and engagement. New online supporting resources include diagnostic tools, templates and 
additional best-practice case studies. 
 
HR Fundamentals is a series of succinct, practical guides for students and those in the early stages 
of their HR careers. They are endorsed by the Chartered Institute of Personnel and Development 
(CIPD), the UK professional body for HR and people development, which has over 145,000 members 
worldwide.

Author Information
Emma Bridger is an award-winning employee 
engagement specialist and Director of People 
Lab, an employee engagement consultancy 
that works with high-profile clients worldwide. 
She has designed and developed the CIPD 
range of public and in-house employee 
engagement courses and is a regular 
conference speaker. She contributed to the 
UK Government Review Engaging for Success 
and is a member of the Engage for Success 
movement as part of its “guru group”.
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This book
 « Provides fifty ready-to-use tools which can be put into practice with individuals, teams or 
organizations

 « Includes guidance on when and how to use each tool and how long each one will take to implement

 « Guides readers in measuring the impact of each tool to show which ones are making the most 
difference

Description
Engaged employees are more productive, motivated and resilient, yet gaining financial support to 
develop engagement is harder than ever as budgets are being squeezed and everyone is being asked 
to do more with less. 50 Top Tools for Employee Engagement shows that you don’t need expensive 
interventions or additional resource to achieve employee engagement. It contains practical tools 
which can be used to make an immediate difference to engagement, whether you’re working with 
individuals, teams or the organization as a whole.  
 
Each tool in 50 Top Tools for Employee Engagement includes guidance on when to use it, how long 
it will take and useful hints and tips to help get the most out of it. Most importantly, this book will 
give guidance on how to measure the impact of each tool to show what’s working and where efforts 
are best focused. Addressing all the key areas of engagement throughout the employee life cycle, 
from talent attraction and induction to career progression and development, this book is a complete 
resource to engaging your workforce.

Author Information
Debbie Mitchell is an organizational 
development consultant specializing in 
employee engagement, coaching, talent 
management, change and HR support. 
She works with businesses both locally 
and internationally that include consumer 
electronics, FMCGs, pharmaceuticals as well 
as those in the transportation, insurance, not 
for profit and education sectors. Prior to this, 
Debbie held in-house HR and OD roles for 
British American Tobacco for 10 years, and 
has experience of HR roles in retail, public 
sector and manufacturing.
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This book
 « Provides tools to improve all areas of employee wellbeing including physical, mental and social 
wellbeing

 « Includes guidance on when and how to use each tool and what resources are required

 « Guides readers in measuring the impact of each tool to show which ones are making the most 
difference

Description
In a world of political and economic uncertainty where stress and unhappiness are on the rise, 
improving employee wellbeing has never been more important. But with budgets being squeezed 
and the constant need to do more with less, this can seem like an insurmountable task. 50 Top Tools 
for Employee Wellbeing shows that interventions don’t need to be expensive or time-consuming. It 
contains practical tools for immediately improving staff wellbeing, resulting in happier, more engaged 
and more productive employees.  
 
Each tool in the book includes guidance on when to use it, how to get the most out of it and - most 
importantly - how to measure its impact to show what’s working and where efforts are best focused. 
Addressing all the key areas of the subject, from career development and workplace culture to 
physical, mental and financial wellbeing, this is a complete resource for improving your workforce’s 
wellbeing.

Author Information
Debbie Mitchell is an organizational 
development consultant specializing in 
employee engagement, coaching, talent 
management, change and HR support. 
She has experience of senior HR roles in 
organizations across FMCG manufacturing, 
supply chain, retail, public sector and support 
service sectors. She is the author of 50 
Top Tools for Employee Engagement, also 
published by Kogan Page.
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This book
 « Shows how to design and implement a workplace wellbeing strategy to improve employee 
engagement, decrease staff turnover and avoid presenteeism

 « Highlights the potential problems and pitfalls of implementing a wellbeing strategy and explains 
how to avoid them

 « Includes information on what to measure and how to analyze the data so you can monitor and 
evaluate a wellbeing strategy

Description
Stress at work is rising year on year, long hours are becoming the norm and presenteeism is increasing 
across all industries. This is not only having a detrimental effect on employee health, happiness and 
productivity, but is also impacting the bottom line. HR professionals are uniquely placed to manage 
this modern workplace crisis by implementing a wellbeing strategy. Wellbeing at Work is an essential, 
practical guide to designing and implementing an effective strategy that will reduce employee anxiety, 
increase staff engagement and improve overall performance. 
 
Written by leading experts in the field, Wellbeing at Work takes readers through the entire process, 
from explaining why a wellbeing strategy is necessary in a fast-changing world of work and 
technological transformation to building momentum around it, and monitoring, measuring and 
evaluating its impact. The book also identifies common pitfalls and problems, and how to avoid 
them, explores important legislative considerations and provides example exercises and tools to use 
throughout the process. Full of advice, tips and insights from real-world case studies, this is the only 
book you will need to create a happier, more productive and more profitable organization.

Author Information
Ian Hesketh is the Wellbeing Lead for the 
UK College of Policing and Support for the 
National Forum for Health and Wellbeing 
at Work, University of Manchester. He is an 
Honorary Researcher at Lancaster University 
Management School and a Visiting Fellow at 
the Open University 
 
Professor Sir Cary Cooper is the President 
of the Chartered Institute of Personnel and 
Development (CIPD) and Distinguished 
Professor of Organizational Psychology 
and Health at Lancaster University and the 
University of Manchester. In 2015 and 2016, 
he was voted the most influential HR thinker 
by HR magazine.
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This book
 « Shows how to move beyond traditional employee engagement interventions with short-term, one-
off gains to an employee experience approach that results in long-term, sustainable success

 « Covers how to design employee experience that meets the needs of different generations and 
different types of employees from full time to ad hoc contract workers

 « Includes case studies and insights from Airbnb, Sky, SAP, Maxis and Starbucks

 « Provides guidance on embedding an effective employee experience strategy that it is integrated 
with company processes and culture

Description
For organizations to maintain their competitive advantage, their people need to be performing to the 
best of their abilities. But in a world of increasing stress and pressure, of rapid technological change 
and digital overload, supporting and developing employees has never been more difficult. To develop 
top-performing employees, HR professionals need to move beyond ad hoc engagement initiatives 
and instead to design and embed employee experience throughout an organization’s processes and 
culture - from the moment an employee sees a job advert to the moment they leave the company. 
Employee Experience is a practical guide to achieving this.  
 
Employee Experience is full of tools, tips and advice to help HR professionals and business leaders 
motivate, support and develop their staff to achieve exceptional individual and organizational 
performance. It includes guidance on how to build experience capabilities in an HR team and on 
communicating, sustaining and evolving the employee experience, as well as on using networks, 
nudges and technology. Containing a foreword by Global Industry Analyst Josh Bersin and case studies 
from companies including Airbnb, Starbucks and Sky, the book shows how focusing on the employee 
experience improves performance, productivity and profits and how organizations of any size can 
achieve this success.

Author Information
Ben Whitter is the Founder and Chief 
Experience Officer of the World Employee 
Experience Institute. Known globally as 
Mr Employee Experience, he is one of the 
leading figures in EX and has pioneered 
and popularized the concept worldwide, 
reaching 16 million people through his 
writing, keynotes, strategic advisory services, 
workshops and coaching. His work inspired 
the first EX conferences and has been 
featured in publications including Forbes, the 
Financial Times, The Economist, HR Grapevine 
and HRD magazine.
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This book
 « Provides students with no prior understanding or experience of the UK legal system with a 
thorough grounding in the key employment law concepts and their application in the workplace 
with a dedicated study skills chapter

 « Supports students’ learning with a range of pedagogical features including chapter objectives, 
tasks, ’explore further’ sections, key learning points and examples to work through

 « Covers new and topical subjects such as defining employment status in the gig economy, gender 
pay reporting, the General Data Protection Regulation (GDPR) and Brexit

 « New to this edition: new material exploring employment status in the gig economy, gender 
pay reporting, the General Data Protection Regulation (GDPR) and the legal implications to be 
considered with Britain’s withdrawal from the European Union, alongside new and updated cases 
throughout

 « Online resources: lecture slides, case studies, multiple choice questions, annotated weblinks and 
an instructor’s manual

Description
Written specifically for HR and Business students, Introduction to Employment Law is a clear 
and accessible guide to employment law and how it applies in practice. Covering everything from 
employment tribunals and discrimination to redundancy and termination of employment, this 
textbook doesn’t assume any prior knowledge of the UK legal system and equips students with all the 
knowledge and skills that they need to take forward into the workplace. 
 
Fully revised with all the latest cases and legal developments, this new edition includes coverage of hot 
topics such as defining employment status in the gig economy, gender pay reporting, the General Data 
Protection Regulation (GDPR) and the legal implications to be considered with Britain’s withdrawal 
from the European Union. Packed with pedagogical features to consolidate learning including chapter 
objectives, tasks, ’explore further’ sections, key learning points and examples to work through, as 
well as a dedicated study skills chapter, Introduction to Employment Law is essential reading for 
all students studying the CIPD Level 5 Intermediate module in employment law as well as being a 
useful resource for those studying at level 3 and an accessible introduction for level 7 and those on 
undergraduate and postgraduate courses needing a thorough grounding in employment law. Online 
resources include lecture slides, case studies, multiple choice questions, annotated weblinks and an 
instructor’s manual.

Author Information
Kathy Daniels is Associate Professor and 
Associate Dean: Learning and Teaching at 
Aston University. She teaches employment 
law and employee relations at both 
undergraduate and masters level and is the 
lead tutor for employment law programmes 
at the Chartered Institute of Personnel and 
Development (CIPD). She writes and presents 
extensively for a variety of organisations and 
law firms, specialising in employment law. She 
is a lay member of the Employment Tribunals, 
sitting in Birmingham. Prior to these 
appointments she was a senior personnel 
manager in the manufacturing sector.
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This book
 « Covers how employment law relates to all the key functions of HR including recruitment and 
selection, discrimination, health and safety, parental rights and redundancies

 « New to this edition: Up to date coverage of Brexit and new discussion of zero-hours contracts, 
shared parental leave and migrant workers’ rights

 « Online resources: lecturer guide, powerpoint slides, multiple choice questions and additional case 
studies

 « Is a CIPD Level 7 textbook mapped to the CIPD qualifications and the CIPD Profession Map 2.0

Description
Employment Law is the core textbook for the CIPD Level 7 Employment Law module. It takes the 
reader step-by-step through everything that they need to know, including the formation of the 
Contract of Employment, discrimination, health and safety in the workplace, unfair dismissal and 
redundancy. Easy to read and navigate, and full of case studies and useful examples that encourage 
deeper thinking, this fully updated 15th edition provides a thorough theoretical grounding in 
employment law that can be applied in practice. 
 
This new edition of Employment Law is completely up to date with the latest cases and legislation, 
including zero hours contracts, migrant workers’ rights, shared parental leave and Brexit and 
provides an up-to-date analysis of anti-discrimination law, the national living wage and the ’Transfer 
of Undertakings (Protection of Employment) Regulations 2006’ (TUPE). Online resources include a 
lecturer guide, powerpoint slides, multiple choice questions and extra case studies to support learning 
and enable students to apply the theory in practice.

Author Information
David Lewis is Professor of Employment Law 
in the Law School at Middlesex University, UK. 
 
Malcolm Sargeant is Professor of Labour 
Law in the Business School at Middlesex 
University, UK.
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This book
 « Is part of the CIPD-endorsed HR Fundamentals series of succinct, practical guides for those in the 
early stages of HR

 « Builds knowledge in the core areas, including immigration, contracts, discrimination, equal pay and 
redundancy through practical tools, assessments and real life examples

 « New to this edition: new material on employment statuses, Gender Pay Gap Reporting, Shared 
Parental Leave, the General Data Protection Regulation (GDPR), and disability discrimination, as 
well as updated case studies throughout

 « Online resources: features brand new online resources for each chapter, which include templates, 
forms and checklists that can be downloaded and used in practice (including settlement offers, 
person specifications, appraisal forms, job induction checklists, preparation checklists for 
Employment Tribunals etc.), additional references and links to podcasts

Description
While recognized to be an important system that regulates the relationship between employers and 
employees, to many, the world of employment law can seem complex and confusing. Employment 
Law is a clear and practical guide to understanding and applying the law effectively at work in the UK. 
It offers a complete overview of the fundamentals of employment law, exploring its importance for 
an organization, its employees and the HR function. Using a combination of practical tools, checklists, 
case studies and real-life examples, it builds legal knowledge in key areas including recruitment, 
contracts, discrimination, equal pay, health and safety and managing the end of the employment 
relationship. 
 
This fully revised second edition of Employment Law is updated to include the latest developments 
and changes in law and HR perspectives. It contains new material on employment statuses, Gender 
Pay Gap Reporting, Shared Parental Leave, the General Data Protection Regulation (GDPR), and 
disability discrimination, which is supported by updated case studies and a suite of new online 
resources.  
 
HR Fundamentals is a series of succinct, practical guides for students and those in the early stages 
of their HR careers. They are endorsed by the Chartered Institute of Personnel and Development 
(CIPD), the UK professional body for HR and people development, which has over 145,000 members 
worldwide.

Author Information
Elizabeth Aylott is an experienced HR 
specialist and lecturer in the areas of 
employee relations and employment law. 
After a career in HR, both in industry and 
the charitable sector, she taught on CIPD 
programmes at all levels and lectured on HRM 
and business degree courses, including at 
BPP University Business School, where she 
now works in a wider capacity. She is also the 
author of Employee Relations, published by 
Kogan Page.
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This book
 « Provides a thorough and up to date grounding in the concepts and processes of employment 
relations as well as coverage of the legal context

 « Covers managing conflict, workplace grievances, employee discipline and how to use mediation to 
resolve conflict

 « New to this edition: brand new content on workers in the gig economy, the need for greater 
transparency in the employer-employee relationship and how to support and encourage diversity in 
the workplace

 « Online resources: lecturer guides, lecture slides, sample essay questions and additional case 
studies for students and lecturers and annotated web links

Description
Employment relations is concerned with the relationship between employees and their employers 
and is one of the most important aspects of an HR role. Managing Employment Relations will give 
students a thorough grounding in the processes, context and practical application of employment 
relations and give them the knowledge and skills they need for a successful career in HR.  
 
Covering everything from the legal aspects of employment relations, essential policies, strategies and 
the changing social context to conflict resolution, mediation, employee engagement and workplace 
discipline, Managing Employment Relations is an indispensable guide. With brand new content on gig 
economy workers, supporting diversity in the workplace, individual and group policies and the need 
for greater transparency in the employer-employee relationship, this book is a comprehensive guide to 
the theory and practice of employment relations. Mapped to the CIPD Level 7 module in employment 
relations and full of case studies and exercises to help students understand the practical application 
of the core topics, this is an essential textbook for postgraduate HR students and practitioners in an 
employment relations role. Online resources include a lecturer guide, lecture slides, sample essay 
questions and additional case studies for students and lecturers as well as annotated weblinks.

Author Information
Richard Saundry is a Professor of HRM and 
Employment Relations at the University of 
Plymouth 
 
Virginia Fisher is an Associate Profession in 
Human Resource Studies at the University of 
Plymouth 
 
Tony Bennett is Visiting Fellow and lecturer 
at Sheffield Hallam University, UK and is also 
a freelance researcher, workplace mediator 
and trainer.
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This book
 « Is part of the CIPD-endorsed HR Fundamentals series of succinct, practical guides for those in the 
early stages of HR

 « Uses practical tools, assessments and real-life examples to build knowledge and skills to plan, 
implement and manage employee relations and align strategy to the company’s broader objectives

 « New to this edition: fresh material on the gig economy, the virtual workplace, and recent 
legislation change, and new and updated case studies on trade unions and the future of 
employment relationships in the UK

 « Online resources: templates, questionnaires and further tools to help evaluate and support the 
development of an effective employee relations strategy

Description
Fostering positive relationships between employers and employees is crucial to ensure employee 
commitment and engagement, as well as overall business performance. Employee Relations is a 
practical guide to the principles and practice of employee relations in the workplace. Covering the key 
areas such as conflict and dispute resolution, dismissal and redundancies, rights and ethics, it equips 
you with the skills and knowledge you need to plan, implement and assess employee relations in any 
type of organization. Practical diagnostic tools and a variety of real-life examples from organizations 
including Amazon, HSBC and the UK Police Force are found throughout.  
 
This fully revised second edition of Employee Relations features new material on the gig economy, the 
virtual workplace, and recent legislation changes, and is more closely linked to the CIPD professions 
map. New online supporting resources include a series of templates, questionnaires and further tools 
to help evaluate and support the development of an effective employee relations strategy. 
 
HR Fundamentals is a series of succinct, practical guides for students and those in the early stages 
of their HR careers. They are endorsed by the Chartered Institute of Personnel and Development 
(CIPD), the UK professional body for HR and people development, which has over 145,000 members 
worldwide.

Author Information
Elizabeth Aylott is an experienced HR 
specialist and lecturer in the areas of 
employee relations and employment law. 
After a career in HR, both in industry and 
the charitable sector, she taught on CIPD 
programmes at all levels and lectured on HRM 
and business degree courses, including at 
BPP University Business School, where she 
now works in a wider capacity. She is also 
the author of Employment Law, published by 
Kogan Page.
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This book
 « Covers both the conceptual debates and functional areas of employment relations

 « Considers the local, national and global effects on the practice of employment relations

 « Online resources: lecturer guides, PowerPoint slides and additional cases as well as annotated web 
links and further reading for students

Description
Drawing on the latest research, Employment Relations is a key text for anyone studying the CIPD 
Level 7 Advanced module Managing Employment Relations as well as all those looking to expand 
their knowledge and understanding in this area. Covering both the conceptual debates and contextual 
factors relating to employment relations as well as key management interventions, this is invaluable 
reading for anyone looking to understand both the theory and practice of employment relations.  
 
With coverage of the main players in employment relations - Trade Unions, Employers and the State - 
and critical discussion of the local, national and global effects on employment relations, Employment 
Relations provides a thorough grounding in the international context of employment relations. With 
comprehensive consideration of key workplace issues including employee engagement, discrimination, 
conflict, downsizing and redundancies, this is ideal reading for students and practitioners alike. Packed 
with exercises, examples and case studies, this book allows readers to take a critical approach to this 
crucial topic. Online supporting resources include an instructor’s manual, lecture slides, additional 
cases, annotated web links and further reading.

Author Information
Pauline Dibben is Senior Lecturer in 
Employment Relations at the University of 
Sheffield, UK. 
 
Gilton Klerck is Professor of Sociology at 
Rhodes University, South Africa. 
 
Geoffrey Wood is Professor in Human 
Resource Management at the University of 
Sheffield, UK.
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This book
 « New to this edition: a new chapter on the role of an L&D practitioner, critical examination of 
apprenticeships and greater international coverage and case studies

 « Includes a ’what next’ section in every chapter to extend learning in the subject area

 « Provides additional questions in every chapter which can be used by individuals to reflect on their 
learning or for further discussion with a group

 « Online resources: instructor’s manual, lecture slides, annotated web links and self-test questions.

 « Is a core CIPD Level 3 textbook mapped to the CIPD qualifications and CIPD Profession Map 2.0

Description
Learning and Development Practice in the Workplace is the definitive textbook for anyone studying 
the CIPD Level 3 Foundation Learning and Development (L&D) qualification. Part One provides 
practical guidance for L&D practitioners and Part Two provides essential coverage of all the underlying 
theories and models giving readers access to everything they need to excel as an L&D professional.  
 
Learning and Development Practice in the Workplace covers all aspects of L&D practice in an 
organization including how to identify L&D needs, how to design, deliver and evaluate learning and 
development activities as well as how to organise L&D events. There is also practical guidance on using 
technology to facilitate learning, how to enhance learner engagement and how to support collective 
and social learning. With a broader international perspective, extended coverage of apprenticeships 
and a new chapter on the role of an L&D practitioner, this new edition is an indispensable guide for 
students and new practitioners alike. Online supporting resources include an instructor’s manual, 
lecture slides, annotated web links and self-test questions.

Author Information
Kathy Beevers, Chartered FCIPD, is a 
qualified trainer, coach and verifier based in 
the UK. She runs a training and qualifications 
consultancy called Lightbulb Learning Ltd.  
 
Andrew Rea, Affiliate MCIPD, is a trainer, 
coach and facilitator based in the UK with a 
background in management. 
 
David Hayden is an L&D consultant at 
the Chartered Institute of Personnel and 
Development (CIPD).
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Pages: 336
Format (mm): 246x189
Product Category: Textbook/Professional
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This book
 « Provides the most up-to-date thinking on the issues and opportunities facing the L&D profession, 
including social, blended and digital learning

 « Discusses the latest approaches to traditional and online blended delivery, based on cutting edge 
research and case studies

 « Covers the knowledge and understanding required for the Chartered Institute of Personnel and 
Development (CIPD)’s intermediate level courses in learning and development

 « Online resources: multiple-choice questions and answers for each chapter

Description
Professional Practice in Learning and Development guides learning and development professionals 
and students in designing and delivering effective people development in the modern organization. 
It is a core text for those studying for learning and development qualifications such as the Chartered 
Institute of Personnel and Development Intermediate level, and a useful handbook for those in 
learning and development roles looking to develop their understanding of the latest developments 
facing the profession. With a particular focus on digital, blended and social learning it will help you 
deliver more for less. Starting with an introduction to learning and development, it shows how to 
make the business case for activities, use metrics to demonstrate the value add, and engage the right 
stakeholders. 
 
Drawing on the latest research, Professional Practice in Learning and Development highlights the 
new opportunities made available to the learning and development practitioner by technology, new 
media and the networked world in which we live. It looks at approaches to helping people learn and 
how to develop tailored solutions. Case studies and reflective questions develop skills in facilitating 
collaborative learning, working in teams, and communicating effectively with all stakeholders. This 
book also equips you to measure and communicate the value of the programmes and, drawing on 
insights from neuroscience, demonstrates some practical new tools for engaging learners to improve 
the effectiveness of their work. Online supporting resources include multiple-choice questions and 
answers for each chapter.

Author Information
Dr. Mark Loon is a faculty member at Bath 
Business School, Bath Spa University. He has 
published in various academic journals such 
as the Journal of Managerial Psychology, as 
well as practitioner reports and books. He is 
currently the Chair of the British Standards 
Institute’s Human Capital Standard Sub-
Committee on developing International HRM 
Standards and the Deputy Vice Chair of the 
Programmes and Qualifications committee 
within the University Forum on Human 
Resource Development. Prior to academia, he 
was in management consulting, working for 
firms such as Cap Gemini, Ernst & Young and 
KPMG.

Professional Practice 
in Learning and 
Development
How to Design and Deliver Plans for 
the Workplace

Edition: 1
Date: 03/11/2016
Price: £34.99
ISBN Print: 9780749477424
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This book
 « Provides up-to-date thinking on the issues and opportunities facing learning and development 
(L&D), including the role of L&D in talent attraction and retention

 « Includes case studies and reflective questions alongside the knowledge and understanding required 
for the Chartered Institute of Personnel and Development (CIPD)’s intermediate level courses in 
learning and development

 « Arms the professional with the evidence for L&D’s transformational impact, showing how to link 
L&D to individual performance and organizational success

Description
Learning for Organizational Development presents how to design, deliver and evaluate effective 
learning and development (L&D) programmes. This definitive guide to L&D’s function in enhancing 
individual performance and organizational success is a core text for those studying for L&D 
qualifications such as the Chartered Institute of Personnel and Development (CIPD) Intermediate level 
as well as a useful handbook for L&D professionals looking to further their understanding of the latest 
developments. 
 
Complete with case studies and reflective questions to aid comprehension, Learning for 
Organizational Development considers the strategic business function of L&D for communicating the 
vital contribution that it makes to both individual performance and organizational success. It explores 
the role of L&D in talent development, showing how to support line managers in developing their 
people to drive retention and attraction. It also addresses the importance of developing the leadership 
capability within the organization, and provides practical guidance and examples of what works.

Author Information
Eileen Arney is Teaching Director of Masters 
Programmes at The Open University Business 
School, UK. She is a Chartered Fellow of CIPD, 
has taught on level 7 CIPD programmes and 
has trained and practised as an executive 
coach. She has held senior civil servant posts 
including Assistant Director of National Police 
Training and has designed and delivered 
leadership programmes for senior managers 
in the UK and overseas.
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This book
 « Is part of the CIPD-endorsed HR Fundamentals series of succinct, practical guides for those in the 
early stages of HR

 « Uses practical tools, assessments and real-life examples to build knowledge and skills to implement 
a successful L&D strategy

 « New to this edition: new material on the latest trends and developments in the field, such as 
e-learning, gamification and Massive Open Online Courses (MOOCs), as well as new content on 
learning measurement and additional international case studies

 « Online resources: video clips from L&D specialists, an annotated bibliography including links to 
additional materials, extended case studies and self-evaluation materials to support understanding 
and capability building

Description
In today’s complex, uncertain and ambiguous business environment, it is essential to develop 
a workforce’s capabilities, skills and competencies to ensure continued organizational success. 
Learning and Development is a practical guide to the fundamental principles of designing and 
delivering training and L&D programmes effectively in any size of organization. It demonstrates 
how to link learning to strategic business goals and explores both the benefits and complexities 
associated with L&D. Using a combination of practical diagnostic tools, scenarios and case studies, this 
essential introduction builds knowledge in areas including identifying L&D needs, selecting the most 
appropriate types of intervention and the processes of measurement and evaluation.  
 
This updated second edition of Learning and Development covers the latest trends and developments 
in the field, such as e-learning, gamification and Massive Open Online Courses (MOOCs), as well as 
new material on learning measurement and additional international case studies. Online resources 
include extended case studies, an annotated literature review and self-evaluation tools to support 
readers in understanding where they are and how to develop their capabilities.  
 
The HR Fundamentals are a series of succinct, practical guides for students and those in the early 
stages of their HR careers. They are endorsed by the Chartered Institute of Personnel and Development 
(CIPD), the UK professional body for HR and people development, which has over 145,000 members 
worldwide.

Author Information
Rebecca Page-Tickell is a senior lecturer 
in Work Based Learning at the University of 
East London. A Principal Practitioner with the 
Association for Business Psychology, she has a 
particular expertise in self-managed learning, 
70-20-10 delivery of L&D and providing 
coaching to senior managers and directors. 
She previously held a number of senior 
L&D and HR management positions across 
a variety of industries and in multinational 
corporations. She also authors educational 
materials for delivery face-to-face, on-line and 
in blended learning.
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Pages: 264
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This book
 « Is written and edited by experts with a wealth of experience in teaching, writing and examining in 
the field of Learning and Development

 « Has an easy to navigate structure that takes students step-by-step through developing the 
knowledge and skills required for professional practice, the context of learning and development 
and fully utilising data in order to build a business case for its value within an organisation

 « Online resources: multiple-choice questions for self-assessment, web links, extra case studies and 
a glossary of key terms, as well as lecturer slides, guides and test banks

Description
Studying Learning and Development is the essential textbook for anyone studying the field in order to 
further their professional development, and HR practitioners wishing to extend their understanding of 
its background and practical application. With a clear layout that is easy to navigate, it takes you step 
by step through developing the knowledge and skills required for professional practice, understanding 
the broader context of learning and development - including the influential factors on achieving 
strategic objectives and developing policies that suit your organisational needs - and fully utilising 
learning and development data in order to build a business case for its value within your organisation. 
 
Written and edited by experts in the field with a wealth of experience in teaching, writing and 
examining, Studying Learning and Development is the first and only text to map the unit learning 
outcomes of the three core modules for the CIPD Level 5 Intermediate level qualification. Its broad 
coverage means that it is also ideal for any students studying Learning and Development as part 
of a wider HR or business degree and wanting to gain a deeper appreciation for the knowledge, 
skills and planning required for the success of its policies and activities in practice. The additional 
resources available online, including multiple choice questions for self-assessment, web links to 
further resources, extra case studies and a glossary of key terms, as well as lecturer slides, guides and 
text banks, will enhance learning of the text and ensure thorough grounding in the theory. There are 
also six ebooks available to support the CIPD Level 5 Studying Learning and Development optional 
modules.

Author Information
Jim Stewart is Professor of HRD at Liverpool 
Business School, UK. He is also Chief 
Examiner of Learning and Development for 
the CIPD as well as Visiting Panel Chair and 
External Moderator. 
 
Patricia Rogers is part of the Postgraduate 
Taught Strategy and Development Group 
responsible for the development of 
postgraduate taught strategies across 
Coventry University, UK.
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Price: £46.99
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ISBN Ebook: 9781843984603
Pages: 248
Format (mm): 246x189
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This book
 « Provides practical tips, tools and models to improve performance both immediately and for mid and 
long-term success

 « Shows how to embed digital and social learning into an organization’s L&D offering

 « Includes guidance on engaging stakeholders in learning and aligning L&D strategy with overall 
business strategy

 « Explains how to use neuroscience to deliver brain-friendly learning content for improved learning 
retention

 « Demonstrates how to measure and evaluate the effectiveness of learning and build these insights 
into future L&D decisions

Description
The skills needed in today’s business world are not the same as they were in the past. Therefore, 
upskilling, reskilling and developing staff has never been more important. However, classroom 
training isn’t the best way to achieve this with employees forgetting more than 70% of what they’ve 
been taught within just one day. Learning outside the workplace is social, digital and immediate and 
companies need to embrace this to achieve the productivity, performance and revenue benefits that 
come from effective learning. The Learning and Development Handbook is a practical guide for L&D 
professionals wanting to move away from traditional classroom teaching but not sure where to start. 
Full of practical tips and advice, this is urgent reading for anyone in the learning profession. 
 
The Learning and Development Handbook includes advice on how to embed social and digital 
learning, make the most of blended learning, adopt brain-friendly learning and design more 
effective learning content for improved employee engagement and performance. This book also 
provides guidance on how to identify learning needs in an organization, gather evidence to engage 
stakeholders and align L&D strategy with overall business strategy. There is also expert guidance on 
how to evaluate and measure the effectiveness of learning, where to find the data needed to support 
learning activity. Written by an L&D practitioner, for L&D practitioners, this book is packed full of tips, 
hints, tools and models that can be used to improve both employee and overall business performance 
in the immediate, middle-term and long-term future.

Author Information
Michelle Parry-Slater is an award-winning 
L&D professional with more than 15 years’ 
experience in the industry. She is the Founder 
and Director of Kairos Modern Learning, an 
L&D consultancy specialising in driving a shift 
from traditional courses to the best of digital, 
social and face-to-face workplace learning. 
Michelle Parry-Slater is also an L&D consultant 
for the Chartered Institute of Personnel and 
Development (CIPD), the Lead Volunteer for 
L&D for Girlguiding UK and was listed as one 
of the Top 20 Corporate eLearning Movers 
and Shakers of 2018 by eLearning Industry.
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This book
 « Mixes theory, case application and exercises to provide a comprehensive exploration of the topic

 « Includes a range of case studies from different countries to illustrate how key ideas and theories are 
operating in practice around the globe, and are accompanied by questions or activities for students

 « Online resources: instructor’s manual, lecture slides and web links

Description
As the global economy has changed and thus organizations with it, more learning is delivered at and 
through work and individuals are encouraged to utilise the opportunities that advances in technology 
have brought to take charge of their own learning. Essential reading for the CIPD Level 7 Advanced 
postgraduate unit Designing, Delivering and Evaluating Learning and Development Provision, 
Designing, Delivering and Evaluating L&D critically examines the contextual factors impacting upon 
these activities in organizations. With case studies from the public, private and voluntary sectors as 
well as examples of international practice, the book helps to identify some of the challenges L&D 
professionals face in a range of environments.  
 
Designing, Delivering and Evaluating L&D is suitable not just for students working towards a CIPD 
Level 7 qualification, but also for those studying more general business and management degrees, 
as well as anyone who may have studied the subject previously and wishes to engage in continuous 
professional development with regard to this key HR practice. Online supporting resources include an 
instructor’s manual, lecture slides and web links.

Author Information
Peter Cureton is a former associate examiner 
for designing and delivering training with the 
CIPD.  
 
Jim Stewart is Professor of HRD at Liverpool 
Business School, UK. He is also Chief 
Examiner of Learning and Development for 
the CIPD as well as Visiting Panel Chair and 
External Moderator.
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This book
 « Explains the distinction between leadership and management

 « Includes different approaches to developing leaders and managers and the role of the learning and 
development function in this

 « Provides guidance on how to ensure the ownership and success of leadership and management 
development programmes

Description
Developing Leadership and Management Skills is essential reading for anyone studying the Level 5 
CIPD L&D module of the same name as well as all learning and development professionals looking 
to develop the skills of leaders and managers in their organisation. With a thorough grounding in 
scientific management, leadership theories and the similarities and differences between leaders 
and managers, reader will fully understand the distinction between the two roles. There is also 
comprehensive coverage of the role of L&D in developing leaders and managers including designing 
learning interventions, using e-learning and blending learning, talent development, succession 
planning and employee engagement.  
 
Developing Leadership and Management Skills also includes guidance on how L&D professionals 
can ensure ownership and success of leadership and management development programmes. This 
includes indicators of success, individualised interventions and how to demonstrate and communicate 
achievement of success ensuring that L&D professionals have all the tools they need to effectively 
develop leaders and managers in their organisation.

Author Information
Jeff Gold is a principal lecturer in 
Organisation Learning at Leeds Business 
School, Leeds Metropolitan University, UK. 
 
Lisa Anderson is Associate Head 
(Postgraduate Programmes) at the University 
of Liverpool Management School.
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This book
 « Explains current and emerging learning technologies and their uses in L&D

 « Shows how to structure a blended learning solution to meet the needs of the organisation

 « Provides guidance on how to implement digital and blended learning technologies including the 
roles, tools and processes needed for success

Description
Designing and Developing Digital and Blended Learning Solutions is essential reading for anyone 
studying the Level 5 CIPD L&D module of the same name as well as all learning and development 
professionals looking to understand the growing role of technology in L&D. Covering both current and 
emerging learning technologies, this book will help readers assess which technologies are right for 
their needs. It also covers how to design blended learning solutions, how to develop digital learning 
content as well as how to evaluate the effectiveness of this digital content.  
 
Most importantly, Designing and Developing Digital and Blended Learning Solutions provides 
guidance on how to implement digital and blended learning solutions including identifying the 
appropriate platforms and the roles, tools and processes needed to support effective implementation. 
Full of practical examples and advice, this is an invaluable guide for students and practitioners alike.

Author Information
Dr Mark Loon is a faculty member at Bath 
Spa University, UK. He holds a PhD and a 
DBA as well as an MBA. His expertise is in 
organizational behaviour and his primary 
research area is in the use of technology in 
learning and teaching in higher education, 
learning in the workplace, higher-order 
thinking dispositions, and leadership 
development. His secondary research area 
is within the organizational context that 
includes organizational learning and change, 
dynamic capabilities, and business model 
innovation.
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This book
 « Is the core supporting text for the CIPD Level 5 Unit 5PEL and essential reading for students and 
professionals studying L&D as part of wider undergraduate and postgraduate HR degrees, or other 
professional courses

 « Takes the reader through everything they need to know about participant engagement in the 
learning process to enable them to reap the benefits of a successful L&D programme within their 
own organisation

 « Offers a broad range of valuable content and pedagogical feature such as tasks, which encourage 
active learning

Description
Enhancing Participant Engagement in the Learning Process is an accessible guide for students 
studying Learning and Development (L&D), and is the supporting text for the CIPD Level 5 Unit 5PEL. It 
takes the reader through everything they need to know about participant engagement in the learning 
process: what we mean by ’learning’ in L&D, the key stakeholders and their varying expectations and 
interests, motivation theory and learning engagement, how different contexts affect staff engagement 
in learning, and the psychology behind the learning process. 
 
Packed full of examples and engaging tasks, Enhancing Participant Engagement in the Learning 
Process will develop your ability to plan, manage and deliver learning that meets the needs of learners 
and stakeholders, underpinned by relevant psychological theories and research. Essential reading 
for anyone studying L&D with the CIPD, on an undergraduate or postgraduate course, or those with 
a broader business interest in participation in the learning process, this is a practical text that will 
ground you in the theory and enable you to reap the benefits of a successful L&D programme in your 
organisation.

Author Information
Dr Claire Valentin is Deputy Director of the 
Graduate School of Education and Sport and 
Senior Lecturer at Moray House School of 
Education,The University of Edinburgh.
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This book
 « Explains the meaning of consultancy and the common stages of the consulting process in an L&D 
context

 « Shows how to work with a client to agree a learning and development solution

 « Provides guidance on how to support a client whilst implementing an L&D solution

Description
Developing and Using Consultancy Skills supports students and practitioners in their understanding 
of the meaning of consultancy and the skills required in consulting in a learning and development 
context. It covers all the stages in the consulting process and provides guidance on engaging with the 
client, clarifying the nature of the issues, agreeing the research areas and analysing feedback.  
 
Developing and Using Consultancy Skills also includes essential coverage of common problems 
with client-consultation relationships and how to overcome these as well as discussion of ethics and 
consultant behaviour. Essential reading for anyone studying the intermediate CIPD L&D qualification, 
this guide will not only equip students for their studies, but also for their role as L&D professionals in 
the workplace.

Author Information
Peter Cureton is a former associate examiner 
for designing and delivering training with the 
CIPD.
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This book
 « Is the essential text for any students studying Learning & Development (L&D) as part of 
undergraduate or postgraduate courses, and is the supporting text for the CIPD level 5 Unit 5CSL

 « Will develop a solid understanding of how collective and social learning can support the reader’s 
organisation in achieving its L&D objectives

 « Explores the key current social media and e-learning tools, technologies and their applications for 
L&D, and how social media and e-learning tools can be employed to meet organisational learning 
objectives

Description
Facilitating Collective and Social Learning is the essential text for any students studying Learning 
& Development (L&D) as part of undergraduate or postgraduate courses, and is the supporting text 
for the CIPD level 5 Unit 5CSL. It will develop your understanding of collective and social learning 
within the workplace by identifying and exploring what we mean by the terms ’collective’ and ’social’, 
explaining the use of collective over group, collaborative and co-operative learning, and consider 
the implications of this for L&D and HRD practitioners and their practice. The authors describe the 
emergent manifestations of collective and social learning within the workplace, and introduce and 
assess different theoretical models. You will explore the key current social media and e-learning 
tools, technologies and their applications for L&D, and how social media and e-learning tools can be 
employed to meet organisational learning objectives. 
 
Ideal for professionals looking to further their understanding of the field, you will learn how collective 
and social learning can support your organisation in achieving its L&D goals and wider business 
objectives. Easy to navigate and clearly written, Facilitating Collective and Social Learning will provide 
you with the solid grounding in the theory so that you can apply and benefit from it in practice.

Author Information
Clair Doloriert is a lecturer in Organisational 
Learning at the University Of Wales Bangor. 
 
William Boulton is the HE Business 
Management and Enterprise External 
Examiner at Sheffield Hallam University. 
 
Sally Anne Sambrook is Professor of Human 
Resource Development at Bangor Business 
School.
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Date: 03/07/2017
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ISBN Ebook: 9781843984542
Pages: 64
Format (mm): EPUB
Product Category: Textbook
Subject: Learning & Development
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This book
 « Is essential reading for students studying Organisation Development (OD) as part of a wider HR 
degree or professional qualification, is the core textbook for the CIPD level 5 Unit 5UOD, and is ideal 
for professionals looking for a solid theoretical grounding they can apply in practice

 « Will provide the reader with a thorough understanding of the concept, development and varying 
models of Organisation Development

 « Is written in a clear and easy to navigate style

Description
Understanding Organisation Development is essential reading for students studying Organisation 
Development (OD) as part of a wider HR degree or professional qualification, is the core textbook for 
the CIPD level 5 Unit 5UOD, and is ideal for professionals looking for a solid theoretical grounding that 
they can apply in practice. With a clear and accessible format, it will enable readers to understand 
and analyse the concept of Organisation Development (OD) and its relationship with learning and 
development (L&D), and develop their understanding of the evolution of OD in contemporary 
organisations and its role in contributing to major organisational change. 
 
Working step-by-step through the broad framework of OD, Understanding Organisation Development 
takes the reader through its concept and purposes, historical development, the relationship between 
OD and HRM, the different models of OD and the common processes involved. This essential text 
will give you a thorough understanding of the knowledge, skills and behaviours required to function 
effectively in an OD practitioner role.

Author Information
Dr Paul Tosey is an independent consultant. 
Formerly a Senior Lecturer in Management 
in the Surrey Business School, University of 
Surrey, his career experience includes internal 
and external consultancy and coaching. He 
has taught Organisation Development on 
MSc and MBA programmes and served as 
external examiner to several of the UK’s 
leading Masters programmes in this field. 
His research interests include organisational 
learning, human resource development and 
Clean Language, an innovative coaching 
practice that is based on metaphor, on which 
he has published widely. He is co-editor of 
the Handbook of Research Methods on HRD 
(Edward Elgar 2015).
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and Beatriz Coningham
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Pattison
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learning – Jacqueline Pattison, 
John Kirkham and Mariana 
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Stephanie T Sturges

8 Evaluation
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development – Ronan Carbery 
and Thomas N Garavan

9.2 Managing human resource 
development functions and 
services – Barney Erasmus and 
Pieter Loedolff

9.3 HRD practice and research: 
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through applied social science 
research – K Peter Kuchinke
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Trehan and Clare Rigg
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Colin Beard and Ilfryn Price

9.6 HRD and business ethics 
– Alexandre Ardichvili and 
Douglas Jondle

This book
 « Substantiates the value of learning and development and shows you how to get the most out of 
investing in your workforce

 « Helps you identify learning needs and evaluate whether your training programmes have been 
effective

 « Demonstrates the relationship between HRD and HRM and why this is important in increasing the 
performance of your organization as a whole

 « Substantiates its arguments with case studies from experts in the field of human resource 
development worldwide

 « Supports you in encouraging constructive and positive learning and training

Description
International Human Resource Development provides thought-provoking questions and 
stimulating answers to key issues in human resource development today, putting HRD in its strategic 
organizational context and examining in depth the process of learning from different perspectives.  
 
This third edition provides a thorough exploration of international human resource development, 
and has been completely updated and revised with a variety of case studies and contributions from a 
range of HR development experts, making it the most topical book in this field. It also addresses the 
increasingly important area of knowledge management, incorporating learning and development.  
 
Clearly structured and mapped against the current Chartered Institute of Personnel and Development 
(CIPD) standards, this comprehensive handbook covers each aspect of the training cycle, including 
the role and identification of learning, training and development needs in organizations, working 
in multicultural and multilingual settings, learning and competitive strategy, planning and design, 
delivering effective training programmes, assessment and evaluation, international development and 
managing the human resource function.

Author Information
John P Wilson is a researcher and consultant 
with 40 years’ experience in education and 
training, working with a range of international 
organizations. He currently teaches at the 
University of Oxford and the University 
of Sheffield. He is also Director of the EU 
Commission project Call Centre Training 
and Knowledge Transfer. He is the author 
of The Call Centre Training Handbook and 
Experiential Learning (both also published by 
Kogan Page).
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ISBN Print: 9780749461065
ISBN Ebook: 9780749461072
Pages: 536
Format (mm): 240x170
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This book
 « Combines an in-depth theoretical analysis of experience-based learning with practical international 
case studies, examples and tools that address the main factors to consider when developing and 
delivering learning experiences

 « New to this edition: fresh material on the mechanisms underpinning learning, mindfulness and 
wellbeing, experience and language and digital games in the design of multi-sensory experiences 
along with new international case studies and examples

 « Online resources: ’Introduction to Sensory Intelligence’ audio files

Description
In a fast-paced and innovative world, traditional training methods can no longer be relied on to 
improve performance, engagement or promote behavioural change. Experience-based learning, in 
which the experience is central to the learning process, is more affordable, appealing and effective 
than ever before. Experiential Learning combines in-depth theory with international case studies 
from companies including KidZania, Shell and the UK National Health Service (NHS) and numerous 
practical tools for developing and delivering learning experiences in both for-profit and not-for-profit 
organizations. It presents a simple model, the Learning Combination Lock, which enables trainers, 
coaches, facilitators and educators to select the best strategies for their circumstances to maximize 
comprehension, knowledge retention and application. Essential reading for anyone designing and 
delivering learning experiences, it covers areas such as experiential learning activities, indoor and 
outdoor learning environments, creative learning, working with the senses and emotions to help 
promote learning, and reviewing and evaluating initiatives. 
 
In addition to featuring new international case studies and examples, this updated fourth edition of 
Experiential Learning contains new material on the mechanisms underpinning learning, mindfulness 
and wellbeing, experience and language and digital games and the design of multi-sensory 
experiences. Online supporting resources consist of audio files exploring sensory intelligence.

Author Information
Colin Beard is a professor and National 
Teaching Fellow at Sheffield Business School. 
He works with leading global public and 
private organizations to design and facilitate 
experiential learning strategies. He is the 
author of The Experiential Learning Toolkit, also 
published by Kogan Page.  
 
John P. Wilson holds positions at Sheffield 
and Oxford Universities. His experience 
in education and consultancy spans a 
variety of countries and sectors, including 
aerospace engineering, banking, law and 
pharmaceuticals. He has written and edited 
a number of books and articles, and has 
blogged for the CIPD.
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This book
 « Provides practical tips and ideas underpinned by neuroscience on how to design and deliver 
effective L&D and training

 « Presents a scientific evidence base to help build a stronger business case to budget holders for L&D 
and training interventions

 « Contains examples from a range of international L&D practitioners who have applied such 
approaches in practice

 « New to this edition: new chapters on digital learning and the importance of rest and sleep to 
learning

Description
In order to design and deliver effective learning and development initiatives, it is essential to 
understand how our brains process and retain information. Neuroscience for Learning and 
Development introduces the latest research and concepts, equipping L&D and training professionals 
with an understanding of the inner workings of the mind. Covering areas such as how to create 
effective learning environments, promoting motivation and how to make learning ’stickier’ through 
the use of stories, the book offers practical tools and ideas that can be applied in a variety of 
contexts, from digital learning and in-person training sessions, to coaching conversations, to lectures 
and presentations. Neuroscience for Learning and Development also features insights from L&D 
practitioners who have applied these approaches. Readers will not only find new techniques they can 
implement straight away, but will also discover research that backs up what they are already doing 
well, enabling them to put convincing cases to budget holders. 
 
This updated second edition contains new chapters on digital learning and on the importance of sleep, 
as well as updated wider content and new material on mindfulness, learning through your senses and 
the neuroscience of habits.

Author Information
Stella Collins is the Creative Director 
of Stellar Learning, which specializes in 
applying neuroscience and psychology to 
design practical learning solutions. She 
is also the Founder of the Brain Friendly 
Learning Group, a development network 
for learning professionals. With more than 
20 years’ experience in L&D, she regularly 
speaks at international conferences, has 
written several books and has contributed to 
training publications. She has been a judge 
for the Operational Programme category in 
the Training Journal Awards and is one of the 
Brain Ladies, an international collaboration 
between people with a passion for the brain 
and learning.
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This book
 « Examines the importance of continuing professional development (CPD) and the methods that can 
be used to create and implement a CPD plan

 « New to this edition: increased coverage of the critical debate about issues in CPD, an outline of 
how to organize and encourage CPD and guidance on how senior members of the profession can 
benefit from CPD

 « Online resources: instructor’s manual and lecture slides

Description
To maximise enjoyment of work and life requires a continual response to the changing world in 
which we live. Are you living to work or working to live? What would you like to be doing? We need 
to look within at our latent skills and abilities and explore ways of building on our current talents and 
developing new aspects of ourselves. Continuing Professional Development explores the importance 
of continuing professional development (CPD) and the different methods that can be used to analyse 
development needs and create and implement a CPD plan. It provides practical guidance and a 
theoretical overview of CPD, including examples and case studies. 
 
This fully updated 2nd edition of Continuing Professional Development includes increased coverage 
of the critical debate about issues in CPD, outlines how to organize and encourage CPD and provides 
guidance on how senior members of the profession can use and benefit from CPD. Activities and self-
diagnostic tools, critical debates about issues and coverage of how to organize and encourage CPD all 
bring the topic to life for CIPD students undertaking the Professional Development Scheme as well as 
general readers seeking to encourage CPD in the workplace. Online supporting resources include an 
instructor’s manual and lecture slides.

Author Information
David Megginson is a professor of HRD at 
Sheffield Hallam University, UK. He is on both 
the membership and education committees of 
the CIPD and the CPD Working Group. 
 
Vivien Whitaker is a lecturer, researcher and 
consultant at Sheffield Hallam University, UK.

Continuing 
Professional 
Development
Edition: 2
Date: 03/01/2007
Price: £35.99
ISBN Print: 9781843981664
ISBN Ebook: 9780749482503
Pages: 176
Format (mm): 234x156
Product Category: Textbook
Subject: Learning & Development



183

Organizations

Organizations
Human Resources, 
Organizational Development 
and Coaching

Table of Contents

1 Introduction
1.1 Introduction – Stephen 

Perkins and Raisa Arvinen-
Muondo

2 Individuals at work under an 
employment relationship

2.1 Managing diverse identities 
at work – Janice Johnson and 
Christina Schwabenland

2.2 Perception, making decisions 
and people management – 
Raisa Arvinen-Muondo

2.3 Motivation at work: 
engagement and facilitation – 
Nahid Rozalin

3 Employing human resources 
to work together for a 
purpose

3.1 Managing performance – 
Caroline Bolam and Sarah 
Jones

3.2 Leadership, communication 
and organizational 
effectiveness – Linda 
Holbeche

3.3 Talent management – Raisa 
Arvinen-Muondo and Qi Wei

4 Shifting contexts for 
organizational behaviour

4.1 Conflict, power and politics – 
Philip Davies and Rod Smith

4.2 Organizational culture – Eliot 
Lloyd

4.3 Managing organizational 
change – Faten Baddar 
Al-Husan and Konstantinos 
Kakavelakis

4.4 Creativity, innovation and the 
management of knowledge – 
Pauline Loewenberger

5 Summation and reflection
5.1 Coda: HRM and OB – 

accenting the social – Stephen 
Perkins and Raisa Arvinen-
Muondo

This book
 « Bridges the gap between OB and HRM and shows you how to put effective people management at 
the heart of your organization

 « Examines the role of corporate governance in shaping the scope of managerial choices in 
organizations and what this means in practice

 « Looks at the ethical dimensions of OB that are increasingly important to understand in the context 
of ’good employers’ and global employment standards

Description
There is a large body of shared knowledge between the study of Organizational Behaviour and Human 
Resource Management but despite the crossover, they are often treated as very distinct disciplines. 
Written by a team of experts across both fields, Organizational Behaviour bridges the gap between 
OB and HRM, with an emphasis on inter-cultural and cross-cultural perspectives of organizational 
development, talent management, and leadership. Through a critical analysis of existing literature and 
case studies, the contributors cover topics such as corporate governance, ethical business practices, 
employee morale and motivation, performance management, corporate politics and conflict resolution, 
workplace diversity, creativity, and change management - all within the framework of current global 
employment standards and best practices.

Author Information
Raisa Arvinen-Muondo works in HR 
management in Luanda, Angola. She has 
undertaken doctoral research at the University 
of Bedfordshire, on the career development 
of Angolan professionals within Western 
multinational organizations, focusing on 
the impact of experiences associated with 
international living. 
 
Stephen J Perkins is Dean of London 
Metropolitan Business School and a Visiting 
Research Fellow at Cass Business School. 
In addition to having served in several 
universities, he has held senior management 
posts in industry at times of transformational 
change and consulted with private and state-
owned organizations internationally.
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This book
 « Explores the organisational behaviour in relation to individuals including personality, motivation, 
satisfaction and learning

 « Includes crucial coverage of organisational structures including design, culture, change 
management and technological innovations

 « Online resources: practitioner interviews, video clips of key employability skills, additional case 
studies, activities, a test bank of multiple choice questions and PowerPoint slides for lecturers as 
well as web links for students

Description
Ideal for anyone studying an introductory module in organisational behaviour, Introduction to 
Organisational Behaviour is a rigorous critique of all essential organisational behaviour topics. A 
comprehensive book with extensive accompanying online resources makes this a must-have package 
for anyone wanting to understand the theory and practice of organisational behaviour. Practitioner 
case studies, supporting video interviews where solutions and approaches are discussed, review 
questions at the end of every chapter make this an essential resource.  
 
Covering organisational behaviour in the context of individuals, groups and teams and managing 
organisations as well as the importance of organisational structures and emerging issues, Introduction 
to Organisational Behaviour gives understanding and guidance on the full spectrum of organisational 
behaviour issues. Supported by extensive online resources including video interviews, clips of key skills 
lecture slides, additional tutorial activities and a test bank of multiple choice questions make this a 
truly integrated print and electronic learning package.

Author Information
Michael Butler is a Senior Lecturer in 
Management in the Work and Organisational 
Psychology Group of Aston Business School, 
Aston University, UK. 
 
Ed Rose teaches Employment Relations and 
Organisational Behaviour in the Faculty of 
Business and Law at Liverpool John Moores 
University, UK
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This book
 « Explores over 27 of the most pervasive myths about the workplace - from the serious to the silly - 
and debunks them through compelling research

 « Overturns stereotypes and misinformation to help you become a better manager in the modern 
workplace

 « Includes fascinating real life examples from organizations and industries around the world

 « Is written by The Sunday Times columnist and performance expert Ian Macrae and best-selling 
author Adrian Furnham, Professor of Psychology at UCL

 « Tackles fascinating myths about workplaces such as: surveillance improves performance, computers 
are going to take all of our jobs, workplace romantic relationships should be banned and fads like 
table tennis tables will make your staff happier

Description
Buying a table tennis table will make your staff happier. Working eight hours a day, five days a week, 
will result in the most productivity. Paying higher salaries will always result in higher motivation. But 
will it really? 
 
There are a staggering number of myths, stereotypes and out-of-date rules that abound in the 
workplace. This can make it feel impossible to truly know how to get the most out of your career, your 
team and your organization. In Myths of Work, Ian MacRae and Adrian Furnham take an entertaining 
and evidence-based look at the most pervasive myths about our working lives, from the serious to the 
ridiculous, to give you the insight you need to become a better manager in the modern workplace. 
Fascinating real life case studies from organizations around the world display the myths (and how to 
overcome them) in practice. 
 
Myths of Work takes the most up-to-date academic research in business and psychology and combines 
it with practical insights, a lively writing style and a handy dip-in-and-out structure to form your 
ultimate guide to becoming a better enlightened manager.

Author Information
Ian MacRae is Director of High Potential, 
an organizational consultancy providing 
customized psychological tests and reports for 
improving performance, predicting potential 
and developing people. 
 
Adrian Furnham is Professor of Psychology 
at UCL and Adjunct Professor of Management 
at the Norwegian School of Management. He 
has written over 1000 scientific papers and 
70 books and is among the most well-known 
psychologists in the world. Adrian is also a 
newspaper columnist at The Sunday Times. He 
has written regularly for The Financial Times, 
The Daily Telegraph and is a contributor to 
stations including the BBC, CNN, and ITV.
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This book
 « Provides a complete guide to implementing effective OD in your business and the tools to drive 
performance and growth

 « Includes theory overviews as well as tools, techniques and international case studies for both 
students and practitioners

 « Is unique among OD books in its practitioner focus and in providing a bridge between OD practice 
and HR context

Description
Written by two of the leading experts in the field, Organization Development is a guide to the basic 
principles of effective organization development. A compendium of theories, practices, diagnostics 
techniques and figures, it provides practical advice for identifying an organization’s needs and 
determining the most appropriate course of action to maximize organizational capability. It provides 
an overview of the history and theory of OD and addresses the various phases, the role of the 
practitioner, aspects of power and politics, and the human resources context. The book also discusses 
organizational design, culture change, managing transformational change, and developing effective 
leadership. 
 
Bridging the gap between theory and practice, this fully updated new edition of Organization 
Development now includes coverage of complexity and chaos theory, new case studies describing 
OD practices and attitudes in countries outside of the US and UK, and new chapters on change 
and culture and on employee engagement and wellbeing. The authors also have added emphasis 
on the collaborations between OD and HR functions. It provides a wealth of helpful advice for OD 
practitioners, HR professionals and those with an interest in helping develop their organization.

Author Information
Dr. Mee-Yan Cheung-Judge is the founder of 
Quality & Equality Ltd. She speaks, writes and 
delivers most of the OD training programmes 
in the UK and was voted one of the 25 most 
influential thinkers in HR by HR Magazine in 
2008, 2012, 2013 and 2014. 
 
Dr. Linda Holbeche is co-director of The 
Centre for Progressive Learning at London 
Metropolitan University, director of The 
Holbeche Partnership, a development 
consulting company, and adjunct professor 
at Imperial College London’s Business School. 
She is the author of The Agile Organization 
(also published by Kogan Page).
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This book
 « Helps students develop effective analytical and problem-solving skills as they understand key OD 
and HRD issues

 « Explains concepts and theoretical approaches clearly and provides activities to help cement 
understanding

 « Online resources: instructor’s manual, additional case studies, multiple-choice questions and 
annotated web links

Description
Developing People and Organisations introduces and explores concepts relevant to the learning 
outcomes for the optional units in CIPD’s Level 5 Intermediate qualifications in human resource 
development (HRD) and organisational design and development. It provides a practical and accessible 
exposition of key theories informing the professional practice of HRD so students can explain and 
analyse the organisational context of HRD practice and describe, compare and critically evaluate a 
range of theories and approaches.  
 
Written and edited by CIPD-accredited experts in the field and mapped to CIPD’s HR Profession Map, 
Developing People and Organisations covers key topics such as organisation design and development, 
developing coaching and mentoring in organisations, meeting OD needs and developments in HRD. 
It includes reflective activities, annotated further reading, a glossary and case studies to encourage 
the application of theory to a practical working environment. Online supporting resources include an 
instructor’s manual, additional case studies, multiple-choice questions and annotated web links.

Author Information
Jim Stewart is Professor of HRD at Liverpool 
Business School, UK. He is also Chief 
Examiner of Learning and Development for 
the CIPD as well as Visiting Panel Chair and 
External Moderator. 
 
Patricia Rogers is part of the Postgraduate 
Taught Strategy and Development Group 
responsible for the development of 
postgraduate taught strategies across 
Coventry University, UK.
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This book
 « Provides examples of emergent theories of OD and HRM and details of how these can be applied in 
the workplace

 « Includes international case studies showing both successful and unsuccessful attempts at change

 « Online resources: additional case studies and practical tools

Description
People and Organisational Development is ideal for both practitioners and students alike. Setting 
out a new agenda for organisational effectiveness, this book not only covers emergent theories of 
organisational development and human resources management, it also gives practical examples for 
how these theories can be applied. Covering everything from how HR can support strategic change 
and how technology can be an agent of transformation to performance management, diversity, talent 
management and emotion at work, this book firmly places HR at the heart of a modern approach to 
OD.  
 
Crucially, People and Organisational Development doesn’t just examine successful change initiatives, 
it also covers the unsuccessful attempts at organisational change and what can be learnt from these. 
There is also invaluable discussion of the OD role of HRD in ethics, corporate social responsibility (CSR) 
and sustainability. Packed with international case studies and examples, this is essential reading for all 
those studying the CIPD Level 7 Advanced Organisation Design and Organisation Development module 
and everyone wanting to make a difference to the development of their people and their organisation. 
Online supporting resources include additional case studies and practical tools.

Author Information
Helen Francis is Director of the Edinburgh 
Institute of Leadership and People 
Management (EILPM) and Reader within 
Edinburgh Napier Business School, UK. 
 
Linda Holbeche is Visiting Professor at both 
the University of Bedfordshire and Cass 
Business School and an Associate at Ashridge 
Business School, UK. 
 
Martin Reddington was formerly Global 
Programme Director, HR Transformation, 
at Cable & Wireless. Since leaving Cable & 
Wireless, he blends academic research with 
consultancy.
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This book
 « Provides complete coverage of Organization Design, from design to delivery and addresses all the 
critical areas such as downsizing, outsourcing, job design, change management and re-structuring

 « Practical approach shows you how to effectively deliver design in a way that is fit for purpose in line 
with the organization’s goals

 « Enables HR and internal project staff to manage organization design independent of external 
consultants who are not embedded in the business, thereby saving costs and ensuring continuity

Description
With the rate of change in organizations at an all-time high, the need for strong organization design 
has never been more pressing. Organization Design provides a complete road map to building 
successful organizations through good organization design. It presents a practical process; a robust, 
broad-based model and a set of tools and techniques that all link together. Part One and Two together 
provide you with the knowledge of how to establish and run an organization design programme. Part 
Three covers how to respond to three perennial challenges in designing organizations.  
 
This thoroughly revised edition of Organization Design includes an increased range of archetypes, 
a wide variety of international examples and coverage of additional ways to gain insight, such as 
through exploring metaphors and positive deviance. It is a practical toolkit to take organization 
designers from start to finish, outlining the basic theory, providing a step-by-step approach to 
implementation, and offering solutions to the recurring challenges that will inevitably be met along the 
way.

Author Information
Patricia Cichocki leads Design to Change. 
She has over 25 years’ experience working in 
and advising international organizations and 
clients on organization design and change. 
She holds degrees from HEC Paris, Oxford 
University and University College London 
and is a member of the Organization Design 
Forum. Patricia was a founding director of the 
Change Leaders. 
 
Christine Irwin retired in 2011 after a 
career that saw her become one of the UK’s 
leading practitioners in organization design 
and implementation. The first edition of 
Organization Design is just part of that legacy. 
She was an elected board member of the US-
based Organization Design Forum from 2001 
to 2010 and holds degrees from Manchester 
Business School and Leeds University.
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This book
 « Shows how to use visualization of data as an aid to design so that the practitioner can actually ’see’ 
what is going on in their organization

 « Advises on what data to collect and how to manage and present it so that meaningful conclusions 
can be drawn

 « Offers real-world insights into mistakes and successes from the author’s own experiences to show 
what really works when implementing a large design

Description
SHORTLISTED: CMI Management Book of the Year 2017 - Management Futures Category 
 
Data is changing the nature of competition. Making sense of it is tough; taking advantage of it is even 
tougher. There is a clear business opportunity for organizations to use data and analytics to transform 
business performance. Data-driven Organization Design provides a practical framework for HR 
and organization design practitioners to build a baseline of data, set objectives, carry out fixed and 
dynamic process design, map competencies, and right-size the organization so everyone performs to 
their potential and organizations have a hope of getting and sustaining a competitive edge. 
 
Data-driven Organization Design shows how to collect the right data on organizations, present it 
meaningfully and ask the right questions of it to help complex, fluid organizations constantly evolve 
and meet moving objectives. Through the use of case studies, practical tips, and sample exercises, 
it explains in detail how to use data and analytics to connect all the elements of the system so you 
can design an environment for people to perform, an organization which has the right people, in 
the right place, doing the right things, at the right time. Whether you are looking to implement a 
long-term transformation, large redesign, or a one-off small scale project, Data-driven Organization 
Design will guide you through making the most of organizational data and analytics to drive business 
performance.

Author Information
Rupert Morrison is the CEO of Concentra, 
a leading analytics company and winner 
of the Technology Innovation Award 2011 
in The Sunday Times Tech Track 100. He led 
the creation of OrgVue, a solution for HR 
analytics, organization design and workforce 
planning. Rupert’s aim is to revolutionize 
the way people see, plan and manage their 
organizations to gain competitive advantage. 
His approach combines his experiences 
of running a tech firm with supply chain 
optimization, capacity planning and 
organization design projects.
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This book
 « Equips readers with the strategies and methods to ensure their organization can respond rapidly 
and retain competitive advantage in the face of change

 « Includes checklists, guidelines and international case studies from organizations including the 
University of California, Berkeley, the UK National Health Service (NHS), SNC-Lavalin’s Atkins 
business and General Electric (GE)

 « New to this edition: a new chapter on agile design and structuring and fresh material on agile 
people processes and customer-centricity, alongside new and updated case studies to illustrate 
each of these themes

Description
In today’s volatile and ambiguous world, organizations need to have the capacity and flexibility to 
respond rapidly to changes in their environment, both internally and externally. The key to retaining 
this competitive advantage is agility, a set of capabilities that help organizations adapt with the full co-
operation of their employees. Packed with helpful checklists, tips and advice, The Agile Organization is 
a practical blueprint to building both agility and resilience at individual, team and organizational levels.  
 
This revised second edition of The Agile Organization contains a new chapter on the latest approaches 
to agile organization design in light of digitization and customer-centricity, as well as new and updated 
case studies from the University of California, Berkeley, the UK National Health Service (NHS), 
SNC-Lavalin’s Atkins business and General Electric (GE). It remains the ’go to’ guide for HR and OD 
specialists, senior leaders and managers who want to help bring about organizational transformation 
and build a sustainably agile business while enhancing employee engagement and resilience.

Author Information
Linda Holbeche is an international consultant, 
researcher and author in the fields of 
HRM, leadership, change management and 
organization design and development. She 
was previously Director of Research and Policy 
at the CIPD, of Leadership and Consultancy 
at the Work Foundation and of Research and 
Strategy at Roffey Park. She is a member of 
several advisory boards, Visiting Professor at 
five UK universities, and a regular speaker at 
national and international conference. She is 
the co-author of Organization Development, 
also published by Kogan Page.
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This book
 « Provides guidance on how to make the argument for inclusion to all business stakeholders and 
build consensus among colleagues

 « Explains how to measure representation but also go beyond this to measure inclusion and identify 
if diversity strategies are really working

 « Includes case studies from global organizations including KPMG, Uber, Salesforce, Harvard 
University and the UK National Health Service (NHS)

 « Covers how to achieve inclusion in any organization with specific guidance for academic 
institutions, professional services firms, large corporates, public sector departments and media 
businesses

Description
A diverse workforce is a business imperative. Without it, companies are made up of employees who 
come from the same background and have the same skills and, therefore, the same blind spots. A 
diverse workforce brings together different strengths, a variety of experiences, a huge breadth of 
knowledge and a wealth ofcreative problem-solving techniques. However, in order to leverage the 
benefits of this diverse workforce, businesses must be inclusive. Inclusion ensures that employees feel 
supported, are treated fairly and are therefore happier, more engaged and more productive. Building 
an Inclusive Organization is a practical guide to creating an environment of real inclusion. It explains 
how to remove unconscious bias from company processes including recruitment and selection, how 
to make the case for diversity and inclusion to all stakeholders and how to embed inclusion into an 
organization’s culture and overall business strategy. 
 
Packed with case studies from organizations including KPMG, Uber, Salesforce, Harvard University and 
the UK National Health Service (NHS), Building an Inclusive Organization shows how to implement 
robust processes and policies to foster diversity and inclusion in organizations of any size, and in 
all sectors, including the creative industry, finance, tech, and academia and foundations. Guidance 
and advice is also provided on how to use ’nudges’ to change behaviours and overcome bias, how to 
achieve transparency and accountability, and how to measure, review and evaluate inclusion.

Author Information
Stephen Frost is the CEO and Founder 
of Frost Included, and works with clients 
worldwide to embed inclusion into their 
decision making. He teaches at various 
business schools and was formerly Head 
of Diversity and Inclusion for the London 
Organizing Committee of the Olympic Games 
and Paralympic Games. He is also the author 
of The Inclusion Imperative and co-author of 
Inclusive Talent Management (both published 
by Kogan Page). 
 
Raafi-Karim Alidina is a consultant at Frost 
Included, where he draws on his background 
and research in behavioural insights to design 
and implement interventions to improve 
equality, diversity, and create inclusive 
cultures in organizations.
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This book
 « Covers essential management theory and key topics from people management to performance 
metrics, as well as emerging specialist topics in management

 « Enables readers to understand the key issues involved in managing organizations and how to take a 
critical approach when planning, leading and executing the efforts of a workforce and its resources

 « Online Resources: summaries, diagrams and case study scenarios to help readers easily 
understand theories and contextualize experiences in the workplace

 « Supplemented by activities, revision questions and recommended reading to deepen learning and 
engagement, and includes online resources to support each chapter

Description
Organizational Management is ideal for readers who need to understand modern organizations. 
This book enables students to understand the key issues of organizational behaviour and how to take 
a critical approach when planning, leading and engaging a workforce and its resources. The book 
provides fresh perspectives on known models and critical theories on leadership, teams, performance 
management, employee engagement and change. The authors also offer the reader innovative 
approaches to leading-edge issues such as trust, internet use, generational trends, the use of the arts 
in organizations and leadership from a systemic perspective.  
 
Organizational Management draws on examples from the authors’ international work across a range 
of business and industrial sectors, both public and private, and is supplemented by activities, revision 
questions, recommend reading and online resources to deepen learning. Rapid technological advances, 
constantly changing global environments and new kinds of workforce cultures mean that organizations 
are constantly being challenged. This book equips the reader with the ability to navigate this turbulent 
environment through both established and novel forms of organizational management. 
 
Online supporting resources for this book include summaries, diagrams and case study scenarios to 
help readers easily understand theories and contextualize experiences in the workplace

Author Information
Peter Stokes is Professor of Business 
Management and Organization at Chester 
Business School. He has been visiting 
lecturer and academic advisor in businesses, 
universities and business schools in a range 
of contexts and countries, including France, 
Holland, Spain, Ireland, Germany, Senegal, 
Vietnam, Morocco, Hong Kong, China, India, 
Dubai and Japan. 
 
Neil Moore is Senior Lecturer and 
Postgraduate Coordinator at Chester Business 
School. 
 
Simon M Smith is Senior Lecturer in 
Leadership and Management at the University 
of Winchester. 
 
Caroline Rowland is Professor of Leadership 
and Management and Associate Dean of 
Chester Business School. 
 
Peter Scott is Senior Lecturer in Marketing 
and Management at Liverpool John Moores 
University.
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This book
 « Takes a comprehensive look at all areas of resourcing and talent management, from recruitment 
and retention to retirement and redundancy

 « New to this edition: international case studies, a new chapter on global resourcing, new 
information on social media and e-recruitment and additional discussion of flexible working

 « Online resources: instructor’s manual, lecture slides, case studies, articles, feedback on exercises 
in the book and web links for each chapter for students

Description
Resourcing and Talent Management provides broad and accessible coverage of key topics such as 
employment markets, flexibility, fairness, diversity, human resource planning, recruitment, employer 
branding, retention and retirement. Including in-depth discussion of dismissals and redundancy, 
this textbook is the essential companion for the CIPD Level 7 Advanced Resourcing and Talent 
Management module. 
 
This fully updated 7th edition of Resourcing and Talent Management includes new information on 
social media and e-recruitment, additional discussion of flexible working and a brand new chapter on 
global resourcing. Including new international examples and case studies throughout this is essential 
reading for all students studying a resourcing, recruitment, selection or talent management module 
on HR or business masters degree. Online supporting resources for lecturers include an instructor’s 
manual, lecture slides and feedback on exercises included in the book. There are also brand new 
student resources including multiple choice questions, reflective questions and further reading.

Author Information
Stephen Taylor, Chartered FCIPD, is a senior 
lecturer in Human Resource Management at 
the University of Exeter Business School. He 
is also a Chief Examiner for the CIPD. Before 
his academic career he worked in a variety 
of management roles in the hotel industry 
and the NHS. He is co-author of Armstrong’s 
Handbook of Human Resource Management 
Practice, published by Kogan Page.

Resourcing and 
Talent Management
Edition: 7
Date: 03/11/2018
Price: £46.99
ISBN Print: 9780749483852
ISBN Ebook: 9780749483869
Pages: 512
Format (mm): 246x189
Product Category: Textbook
Subject: Recruitment & Talent



195 Recruitment & Talent
Human Resources, 
Organizational Development 
and Coaching

Table of Contents

Challenge - The Addiction to 
Likeness in an Age of Diversity 
= Sameness

1 The Fierce Urgency of Now
1.1 Homogenous Talent 

Management
1.2 History – How a Segregated 

Mindset Evolved
1.3 The Future – Diversity is Local, 

Inclusion is Global
1.4 The Case for Inclusive Talent 

Management
2 How to Meet the Challenge
2.1 ITM in Recruitment – Finding 

Diverse Talent
2.2 ITM in Development – 

Growing Diverse Talent
2.3 ITM in Retention – Keeping 

Diverse Talent
2.4 Leadership – How You Can 

Make a Difference
2.5 Resolution: Change the 

System (Unconscious Nudges) 
+ Change Your Behaviour 
(Conscious Leadership) = 
Inclusion

This book
 « Shows how to attract the best candidates and keep them by building cultures in which they feel 
valued

 « Provides evidence for how better diversity and inclusion practices lead to increased creativity, 
openness to change, new ideas and understanding of new markets

 « Includes original research from globally recognised organizations including Goldman Sachs, NHS, 
Telefonica, Unilever, KPMG, Royal Mail, Hitachi, Oxfam, Novartis and the Rio 2016 Olympic Games 
on how diversity and inclusion activities can improve talent attraction, management and retention

Description
SHORTLISTED: CMI Management Book of the Year 2017 - Practical Manager Category 
 
Organizations traditionally have had a clear distinction between their policies on diversity and 
inclusion and their talent management. The main driving force behind diversity and inclusion has been 
being seen to be a good employer, to be able to make claims in the annual report and to feel as though 
a positive contribution is being made to society. On the other hand, talent management activities 
have been driven by a real business need to ensure that the organization has the right people with the 
right skills in the right place to drive operational success. Inclusive Talent Management aligns talent 
management and diversity and inclusion, offering a fresh perspective on why the current distinction 
between them needs to disappear. 
 
Featuring case studies from internationally recognised brands such as Goldman Sachs, Unilever, KPMG, 
Hitachi, Oxfam and the NHS, Inclusive Talent Management shows that to achieve business objectives 
and gain the competitive advantage, it is imperative that organizations take an inclusive approach 
to talent management. It puts forward a compelling and innovative case, raising questions not only 
for the HR community but also to those in senior management positions, providing the practical 
steps, global examples and models for incorporating diversity and inclusion activities into talent 
management strategy.

Author Information
Stephen Frost works with clients worldwide 
to embed inclusion into their decision making. 
He teaches at various business schools and 
was formerly Head of Diversity and Inclusion 
for the London Organizing Committee of the 
Olympic Games and Paralympic Games. 
 
Danny Kalman is a talent management 
consultant, executive coach and regular 
speaker on leadership development. He 
was Director of Global Talent at Panasonic 
Corporation from 2008-2013.

Inclusive Talent 
Management
How Business can Thrive in an Age of 
Diversity

Edition: 1
Date: 03/07/2016
Price: £29.99
ISBN Print: 9780749475871
ISBN Ebook: 9780749475888
Pages: 280
Format (mm): 234x156
Product Category: Professional/Reading List
Subject: Recruitment & Talent
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This book
 « Shows the nature and benefits of a critical understanding of and approach to the professional 
practice of learning and talent development

 « Case studies help students focus on particular concepts and prepare for professional practice

 « Online resources: web links for each chapter, lecture slides and an instructor’s manual complete 
with lecture handouts and additional case studies per chapter

Description
Written for the CIPD Level 7 Advanced module of the same name, Learning and Talent Development 
combines a clear and concise structure and writing style with an academic and critical approach to the 
subject. It analyses and evaluates a range of learning and talent development theories and strategies 
so students can learn how to take the lead and confidently initiate, develop and implement these 
strategies, interventions and activities in the workplace.  
 
Covering key topics such as the national and organizational context of learning and talent 
development, concepts related to individual and organizational learning and the functions associated 
with managing learning and talent development in the context of professional practice, Learning 
and Talent Development equips individuals to meet the expectations placed upon those performing 
specialist roles in developing others and is therefore also ideal for undergraduate and postgraduate 
students of human resource management or business students taking a module in human resource 
development or learning and development. Online supporting resources include web links for each 
chapter, lecture slides and an instructor’s manual complete with lecture handouts and additional case 
studies per chapter.

Author Information
Jim Stewart is Professor of HRD at Liverpool 
Business School, UK. He is also Chief 
Examiner of Learning and Development for 
the CIPD as well as Visiting Panel Chair and 
External Moderator. 
 
Clare Rigg lectures at the Institute of 
Technology, Tralee, Ireland.

Learning and Talent 
Development
Edition: 1
Date: 03/01/2011
Price: £46.99
ISBN Print: 9781843982500
ISBN Ebook: 9781843983422
Pages: 392
Format (mm): 246x189
Product Category: Textbook
Subject: Recruitment & Talent
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This book
 « Is part of the CIPD-endorsed HR Fundamentals series of succinct, practical guides for those in the 
early stages of HR

 « Uses practical tools, assessments and real life examples to build knowledge and skills in order to 
implement an efficient and effective coaching culture that empowers people and delivers business 
results

 « New to this edition: demonstrates how a coaching culture should be closely aligned with broader 
business concerns, including bottom line results, productivity and agility in the VUCA (volatile, 
uncertain, complex, and ambiguous) environment. It shows how to link productivity and growth, 
how to adopt principles that naturally encourage coaching and engagement, how to develop 
autonomous teams, how to develop tools that foster flexibility, how to assess organisational 
readiness for change, and includes new international case studies

Description
Management approaches and workplace culture help determine employee productivity, morale, talent 
acquisition and retention, and organizational adaptability. How to Create a Coaching Culture is a 
practical guide to embedding effective coaching behaviours within an organization to empower and 
engage employees to perform at their best. Using a combination of practical tools, assessments, case 
studies and examples, it provides guidance on how to plan and develop a strategy aligned to your 
organization and its goals, engage the board to secure ’buy-in’, and how to effectively measure and 
evaluate initiatives in every stage of the employee lifecycle. 
 
This fully updated second edition of How to Create a Coaching Culture contains new material on 
promoting employee engagement, reinventing performance reviews, and new and updated case 
studies from HarperCollins, British Airways and Leanintuit. Online resources include a series of 
downloadable templates and tools to use in practice, including a board report, communication 
strategy, development plan, and pre- and post-course training assessment. 
 
HR Fundamentals is a series of succinct, practical guides for students and those in the early stages 
of their HR careers. They are endorsed by the Chartered Institute of Personnel and Development 
(CIPD), the UK professional body for HR and people development, which has over 145,000 members 
worldwide.

Author Information
Gillian Jones is Managing Director of Emerge, 
a development consultancy that specializes in 
leadership, organizational development and 
executive coaching. Working with a number 
of high-profile international organizations, 
she has extensive experience of implementing 
coaching and mentoring strategies and 
facilitating cultural changes.  
 
Ro Gorell is a change strategist and 
business coach. She is co-director of Change 
Optimised, which focuses on developing 
and coaching the workplace of the future. 
She is also author of Group Coaching and the 
co-author with Gillian Jones of 50 Top Tools for 
Coaching, also published by Kogan Page.

How to Create a 
Coaching Culture
A Practical Introduction

Edition: 2
Date: 03/09/2018
Price: £19.99
ISBN Print: 9780749483272
ISBN Ebook: 9780749483289
Pages: 248
Format (mm): 234x156
Product Category: Professional/Reading List
Subject: Coaching
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This book
 « Provides a complete resource for creating a coaching culture in organizations and developing the 
skills needed to coach effectively

 « Explores the key techniques and models in the field, from 360-degree feedback to neuro-linguistic 
programming (NLP), which forms a helpful reference guide for those at all stages of their coaching 
careers

 « Contains case studies from organizations including Virgin, Johnson & Johnson and IKEA showing 
how effective coaching approaches have been applied in practice

 « New to this edition: chapters on distance coach training and peer leadership in the workplace, 
material on neuroscience in coaching, coaching in education, managing difficult conversations and 
stakeholder mapping and updated wider research with new thinking and models

Description
Performance Coaching is a complete resource for improving organizational and employee 
performance through coaching. Full of tips, tools and checklists, it covers all the fundamental 
elements of the coaching process, from developing the skills needed to coach effectively, to coaching 
in leadership, cross-cultural coaching and measuring return on investment. It also explores the key 
techniques and models in the field, from 360-degree feedback to neuro-linguistic programming (NLP), 
to allow readers to identify which approach is most suited to specific situations. Featuring case studies 
from organizations including Virgin, Johnson & Johnson and IKEA showing how effective coaching 
approaches have been applied in practice, this book is for coaches of all levels of experience, as well as 
HR managers and leaders looking to embed a coaching culture in their organizations. 
 
This revised third edition of Performance Coaching has been updated to include the latest insights 
and developments and contains new chapters on distance coach training and peer leadership in the 
workplace and new material on neuroscience in coaching, coaching in education, managing difficult 
conversations and stakeholder mapping.

Author Information
Carol Wilson is an international speaker, 
writer and broadcaster and the founder and 
CEO of Culture at Work and Performance 
Coach Training. She delivers coaching and 
leadership programmes throughout the world 
for a range of organizations including IKEA, 
UK National Health Service (NHS) and NCR. 
She worked at board level with Sir Richard 
Branson at Virgin, where she experienced 
the value of a coaching culture at first hand. 
She is an Honorary Life Fellow and Global 
Advisory Panellist to the Association for 
Coaching.

Performance 
Coaching
A Complete Guide to Best Practice 
Coaching and Training

Edition: 3
Date: 03/07/2020
Price: £29.99
ISBN Print: 9781789664461
ISBN Ebook: 9781789664478
Pages: 384
Format (mm): 234x156
Product Category: Professional
Subject: Coaching
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This book
 « Covers all the fundamental areas in coaching to enable best practice

 « Shows how to use a diverse range of coaching models in the modern workplace to deal with issues 
such as stress and motivation

 « Allows managers and coaches to effectively evaluate coaching programmes and measure their ROI

 « Takes a practical approach on how to apply the theory and models to the client’s needs, such as 
managing stress, working across cultures, and focusing on solutions

 « Features a new chapter on team coaching and contributions from some of the biggest names in the 
profession, including Carol Wilson, Peter Hawkins and Professor Sir Cary Cooper

Description
Published with the Association for Coaching, Excellence in Coaching presents cutting-edge thinking 
in the field of workplace coaching. This comprehensive industry guide enables coaches to achieve 
personal excellence in a rapidly evolving profession through a collection of best-practice material from 
some of the biggest names in the profession including Sir John Whitmore, Philippe Rosinski and Peter 
Hawkins.  
 
Part One covers the business of coaching, telling practitioners everything they need to know about 
setting up a coaching practice, defining the coaching requirements, building a business case and 
embedding best practice in workplace coaching. Part Two covers models and approaches including 
NLP, appreciative coaching, cognitive behavioural coaching and solution-focused coaching. Part Three 
considers issues around coaching including evaluating coaching programmes, ethics, and coaching 
supervision. This latest edition has been updated to reflect recent developments in the industry and 
includes a new chapter on team coaching. 
 
Excellence in Coaching is essential reading for practising coaches as well as for anyone studying 
coaching through the ILM, coaching training, a Master’s course, or more generally as part of a 
psychology or business degree.

Author Information
Jonathan Passmore is a professor of 
psychology with an international reputation, 
and the managing director of a consulting 
company. He speaks at conferences around 
the world and is the editor of Kogan Page’s 
prestigious Association for Coaching book 
series. He is also the co-author of Top 
Business Psychology Models and Appreciative 
Inquiry for Change Management, also 
published by Kogan Page.

Excellence in 
Coaching
The Industry Guide

Edition: 3
Date: 03/12/2015
Price: £29.99
ISBN Print: 9780749474454
ISBN Ebook: 9780749474461
Pages: 360
Format (mm): 234x156
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This book
 « Provides over 50 easy-to-use coaching templates, checklists, hints and tips on applying the tools 
with the best effect for clients

 « New to this edition: new tools for topical issues such as development coaching for women and 
coaching in times of organizational change

 « Online resources: additional tools, interactive templates, reference tables and videos of the tools 
in action demonstrated by the authors

Description
A complete resource for both in-house and external coaches, 50 Top Tools for Coaching presents the 
techniques required for every coaching situation. Full of exercises, models, checklists and templates, 
it covers how to assess the needs of clients, select the right tool for the circumstance and deliver 
effective coaching with confidence. The book focuses on every stage of the coaching process, from 
setting up and managing the coaching relationship, understanding and resolving conflict, developing 
client confidence and performance to enhancing leadership styles and planning for the future. 
Supporting hints and tips are found throughout explaining how these tools help coaches be more 
successful. 
 
This fully revised 4th edition includes new tools for topical issues such as development coaching for 
women and coaching in times of organizational change. Online supporting resources include additional 
tools, interactive templates and videos of the tools in action demonstrated by the authors.

Author Information
Gillian Jones is Managing Director of Emerge, 
a development consultancy that specializes in 
leadership, organizational development and 
executive coaching. She is a champion for 
women’s development, delivering RISE, the 
popular empowering women’s programme, 
both in Europe and the Middle East. 
 
Ro Gorell is an independent talent 
management and change consultant and 
business coach. She has particular expertise 
in group coaching and enhancing company 
culture through coaching. She is the author 
of Group Coaching and the co-author with 
Gillian Jones of How to Create a Coaching 
Culture, also published by Kogan Page. 
 

50 Top Tools for 
Coaching
A Complete Toolkit for Developing 
and Empowering People

Edition: 4
Date: 03/03/2018
Price: £29.99
ISBN Print: 9780749482329
ISBN Ebook: 9780749482336
Pages: 288
Format (mm): 234x156
Product Category: Professional
Subject: Coaching
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This book
 « Includes tools and advice for coaching different types of teams including virtual teams, 
international teams and executive boards

 « Matches key interventions with individual team needs to provide a targeted approach to team 
coaching tailored to the needs of an organization

 « Explores the five disciplines of successful team practice and how to use them to achieve optimum 
organizational performance

 « New to this edition: A chapter on systemic coaching as well as new international case studies

Description
Organizations are most effective when the teams responsible for their success function to the best of 
their ability. When the relationships within the team work well and all members have a clear focus, 
the team is able to achieve goals more easily. Leadership Team Coaching is a roadmap for those who 
have the responsibility of developing a leadership team. It provides a thorough explanation of the 
key elements of team coaching and is filled with practical tools and techniques to facilitate optimum 
performance across virtual teams, international teams, executive boards and other teams.  
 
The fully updated 3rd edition of Leadership Team Coaching brings together the latest research in 
leadership teams and team coaching along with numerous examples to illustrate how to develop 
people from disparate groups into a high-performing team. With new international case studies 
throughout as well as a new chapter on systemic coaching, the book covers the five disciplines of team 
performance, how to select team members, how the relationship of the coach and the team develops 
through stages, how CEOs can foster effective teams with shared leadership, how to choose the best 
team coach and more to facilitate effective leadership teams.

Author Information
Peter Hawkins is Professor of Leadership at 
Henley Business School in the UK, founder 
and emeritus chairman of Bath Consultancy 
Group and chairman of Renewal Associates. 
He is also visiting professor in executive 
coaching at Oxford Brookes University and 
in leadership and change at the University 
of Bath. The author has worked with many 
leading companies internationally, co-
designing and facilitating major change 
projects and coaching boards and leadership 
teams. He is the author of several books 
including Leadership Team Coaching in Practice, 
also published by Kogan Page.
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Price: £29.99
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This book
 « Provides a clear, accessible and unbiased introduction to coaching and mentoring at individual, 
team and organizational levels

 « Shows how to align coaching and mentoring to an organization’s overall business strategy and 
measure its transformational impact

 « New to this edition: chapters on the organizational value of coaching and mentoring with case 
studies from retail, oil and gas and professional services companies

Description
Over the last 15 years, Coaching and Mentoring has become the go-to guide for anyone looking to 
develop their coaching and mentoring skills at individual, team or organizational level. Clear and 
accessible, it uses practical tools and best practice to demonstrate how to relate theoretical models 
to specific situations to gain real benefits. It provides strategies that can be applied to any situation, 
including life coaching, business coaching and community mentoring. 
 
Now in its third edition, Coaching and Mentoring has been fully updated to cover the latest thinking 
and developments in this area including extended coverage of coaching supervision. There is also 
a brand new section on practical applications of coaching and mentoring for organizations, which 
includes advice on how to align coaching and mentoring strategies to overall business goals and how 
to provide evidence for its transformational impact on employee performance. Full of practical advice, 
case studies and examples, this comprehensive guide will be of value to everyone involved in any 
aspect of coaching and mentoring.

Author Information
Eric Parsloe was an experienced international 
executive coach-mentor, one of the founders 
of the European Mentoring and Coaching 
Council and founder of The OCM. 
 
Melville Leedham is an associate lecturer at 
The University of Northampton. He runs his 
own coach-mentoring business specializing 
in improving the performance of individuals, 
teams and organizations and also trains, 
supervises and assesses other coaches. 
 
Diane Newell is the Managing Director 
of Coaching Services at The OCM, and an 
experienced coach-mentor working with 
individuals and teams to catalyse success.
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Learning and Performance

Edition: 3
Date: 03/12/2016
Price: £29.99
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Pages: 352
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Subject: Coaching
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This book
 « Unique breadth and depth of coverage of supply chain strategy and logistics/distribution including 
step-by-step strategic accounts of setting up and operating supply chains for maximum value and 
the tactical elements of logistics and distribution

 « Worked examples using current real-world data (flow charts, tables, maps, equations) from the 
authors’ first-hand experience bring the concepts to life

 « Online Resources: Lecture slides (featuring tables, images and formulae from the text), glossary of 
terms, weblinks, blog articles, video interviews and infographics

 « Figures and flow charts show how the elements of supply chains are interdependent, and a 
dedicated chapter on supply chain integration brings them together

 « New to this edition: Updated with the latest key topics and developments in globalization, 
technology, digital/data and sustainability. Revised and re-ordered chapters, including Logistics 
Costs and Trade-Offs; Inventory Planning and Forecasting; Road Freight Transport: Vehicle Routing 
& Scheduling; Logistics Outsourcing and Humanitarian Logistics. New material on reverse logistics 
and new warehouse equipment (e.g. robots in multi-level grid systems), environmental best 
practice and cool chain as well as a brand new chapter on International Freight Forwarding

Description
The definitive guide to supply chain philosophy, strategy and the practicalities of logistics and 
distribution. The Handbook of Logistics and Distribution Management is a step-by-step guide to 
setting up and managing supply chains to add maximum value to the organizations they serve. 
Benefiting from the author team’s years of practical experience in some of the most challenging 
environments across the world (from developed economies to third-world countries and war zones), 
this book will enthuse students and be an invaluable desk reference throughout their careers. 
 
Packed with worked examples and real-world data, The Handbook of Logistics and Distribution 
Management offers complete coverage on all the key aspects of distribution, logistics and supply chain 
planning and management with clear and straightforward explanations. This is not a compilation of 
work drawn from a disparate collection of research papers and miscellaneous projects, but a logical and 
complete view of how supply chains fit together, including minute details of distribution and logistics. 
 
This fully revised 6th edition of The Handbook of Logistics and Distribution Management provides 
solutions to today’s key challenges. With new material on international freight forwarding, 
environmental best practice, cool chain, intermodal shipping and outsourcing and a new, detailed 
index of contents. New online resources include lecture slides (tables, images and formulae from the 
text), glossary of terms, weblinks, blog articles, video interviews and infographics.

Author Information
Alan Rushton is a Director of Dialog 
Consultants, and was formerly the Director 
of Graduate Programmes at the Centre for 
Logistics and Supply Chain Management at 
Cranfield University. He is also a Chartered 
Fellow of the CILT (UK). 
 
Phil Croucher is an independent supply 
chain consultant and lecturer, has an MSc in 
Logistics and Distribution Management from 
Cranfield University and is a Chartered Fellow 
of CILT (UK). 
 
Dr Peter Baker is an independent consultant 
and lecturer, a Visiting Fellow at Cranfield 
University and a Chartered Fellow of CILT 
(UK).
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This book
 « Learn from in-depth case studies which deliver insights and perspectives on current and emerging 
issues, trends and significant new areas of research

 « Gain insights into a variety of topics including technology-related issues, setting and reviewing 
budgets, managing economic performance and managing costs

 « Learn from first-hand experiences from subject matter experts in industry and academia regarding 
how to reach business objectives and overcome considerable obstacles

 « Understand unique perspectives that demonstrate how leading organisations stay competitive 
across the globe in a variety of geographical contexts

 « New to this edition: Covers hot new topics and vital new areas of research which will guide future 
strategies, as well as being edited by industry expert and highly respected academic, Richard 
Wilding

Description
Volume 2 of Logistics, Supply Chain and Procurement Case Study Collection contains new case 
studies tackling Supply Chain and Procurement issues, aiming to provide solutions affecting a range 
of different businesses. Comprehensive in scope and scrupulous in detail, this collection includes 
actual events experienced by businesses of every size, from SMB’s to some of the most successful 
corporations in manufacturing, transportation, maritime and other industries. Readers will discover 
proven tactics and innovative solutions for handling uncertainties, solving problems and circumventing 
risk, plus a wealth of information to guide strategy and decision making.  
 
Readers involved in logistics and supply chain management will find the Logistics, Supply Chain 
and Procurement Case Study Collection full of: immediate application of strategies and tactics to 
situations and challenges; valuable tools for testing management proficiency in crisis mitigation and 
resolution; independent learning modules and professional training programmes; expanded question-
and-answer sections designed to measure knowledge transfer and lessons learned; engaging, topical 
situations highly relevant to the fields of logistics, supply chain management and operations. Students 
and prospective managers will learn crucial skills to meet current challenges, qualify for professional 
advancement and achieve success.

Author Information
Professor Richard Wilding OBE is recognised 
globally for his thought leadership in Logistics 
& Supply Chain Management. Richard is a 
highly acclaimed presenter and regularly 
speaks at Industrial Conferences and has 
undertaken lecture tours of Europe and 
Asia at the invitation of local Universities; 
Confederations of Industry.  
 
As Chair (Full Professor) in Supply Chain 
Strategy at the Centre for Logistics and 
Supply Chain Management, Cranfield School 
of Management UK, Richard works with 
European and International companies on 
Logistics and Supply Chain projects in all 
sectors including pharmaceutical, retail, 
automotive, high technology, food, drink 
and professional services to name a few. He 
has published widely in the area of Supply 
Chain Management and is Editorial Advisor 
to a number of top journals in this area. He is 
currently Chair of CILT. 
 

Supply Chains in 
Action
A Case Study Collection in Supply 
Chain, Logistics, Procurement and 
Operations Management

Edition: 1
Date: 03/10/2019
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This book
 « In-depth case studies deliver insight and perspective on current and emerging issues, trends and 
significant new areas of research in the fields of logistics, supply chain and operations

 « Cases cover a variety of topics including how to tackle technology-related issues, setting and 
reviewing budgets, managing economic performance and managing costs

 « Shares first-hand experiences and knowledge from subject matter experts in industry and academia 
regarding how to reach business objectives and overcome considerable obstacles

 « Imparts unique perspectives that demonstrate how leading organisations stay competitive across 
the globe in a variety of geographical contexts

 « Covers hot new topics and vital new areas of research which will guide future strategies

 « Foreword by Martin Christopher

Description
The Logistics, Supply Chain and Operations Management Case Study Collection contains real-life 
scenarios from leading companies including Volvo, Vortex, Honda of America, Green Cargo and 
Swedish Transport Administration. It includes a foreword by Martin Christopher. Comprehensive in 
scope and scrupulous in detail, this collection includes actual events experienced by businesses of 
every size, from SMB’s to some of the most successful corporations in manufacturing, transportation, 
hospitality and other industries. Readers will discover proven tactics and innovative solutions for 
handling uncertainties, solving problems and circumventing risk, plus a wealth of information to guide 
strategy and decision making.  
 
Readers involved in logistics and supply chain management will find the Logistics, Supply Chain and 
Operations Management Case Study Collection full of: immediate application of strategies and tactics 
to situations and challenges; valuable tools for testing management proficiency in crisis mitigation and 
resolution; independent learning modules and professional training programmes; expanded question-
and-answer sections designed to measure knowledge transfer and lessons learned; engaging, topical 
situations highly relevant to the fields of logistics, supply chain management and operations. Students 
and prospective managers will learn crucial skills to meet current challenges, qualify for professional 
advancement and achieve success.

Author Information
Professor David B. Grant is Professor of 
Logistics at Hull University Business School. 
He has over 175 publications and is on the 
editorial boards of numerous journals.

Logistics, 
Supply Chain 
and Operations 
Management Case 
Study Collection
Edition: 1
Date: 03/03/2016
Price: £145.00
ISBN Print: 9780749475956
ISBN Ebook: 9780749477493
Pages: 384
Format (mm): 234x156
Product Category: Reference
Subject: Intro Logistics & Supply 

Chain
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for reference
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Management Case 
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This book
 « Presents a step-by-step guide to all aspects of logistics, from the warehouse to delivery, giving 
newcomers to the industry a complete overview of all the logistics processes

 « Provides practical, accessible, up-to-date information on the field of logistics, covering today’s best 
practices

 « Features illustrations, reference charts and tables which provide useful visual explanations for both 
students and professionals

 « Online resources: Lecture slides and bonus Figures

Description
Few people come into logistics management with knowledge and experience of all aspects of the 
profession. Some may have worked their way up from driving a vehicle but know little of warehouses, 
others may find themselves taking responsibility for logistics as part of a wider remit such as 
operations. A Practical Guide to Logistics aims to equip them with the necessary knowledge to move 
on to the next stage, with simple non-technical explanations of the options available, and impartial 
advice on how to choose the right option for their business. It is also an excellent primer for students 
studying logistics for the first time, on BSc or MSc courses, as well as practitioners on professional 
training courses.  
 
A Practical Guide to Logistics is a straightforward guide taking readers through all aspects of this 
fascinating industry, covering packaging, transportation, warehousing and exporting and importing of 
goods. There is a real need for this basic knowledge, both for practitioners starting out in the industry 
or more experienced practitioners who may have gaps in their knowledge. The book examines each 
aspect of logistics in turn and the text is supported by numerous illustrations.

Author Information
Jerry Rudd is a Logistics and Supply Chain 
professional with over 25 years’ experience. 
He has worked with companies such as Ford, 
Peugeot, the Bank of England and Wincanton.
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Logistics
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This book
 « Establish a holistic view of the many complex, real-life scenarios that supply chain managers face, 
in the context of a real company situation

 « Gain a better understanding of the challenges of supply chain management and develop effective 
problem solving skills

 « Discover how to deliver optimal performance by integrating the business, technical and leadership 
dimensions of supply chain management

 « Learn how to tear down silos and create the right cross-functional mindset

 « Online resources: free access to the online business simulation game The Fresh Connection, 
supporting templates, frameworks and PowerPoints

Description
Mastering the Supply Chain is an introduction to supply chain management. The book integrates 
theory with practice and aims to create a cross-functional mindset in students and practitioners. It 
provides a wide overview of relevant supply chain concepts and sets out the challenges that need to be 
overcome in order to find practical ways of implementing these in a real company situation. Readers 
are continuously asked to actively reflect on the choices they make, thus experiencing first-hand the 
many challenges that good and effective supply chain management presents.  
 
Mastering the Supply Chain presents a different way of learning that puts students and practitioners 
at the heart of a life-like situation, so that they experience the impact of every decision they make, 
not just in their own `silo’ but across the business. In this way, they will learn that many supply chain 
concepts are relatively simple to understand, but not so easy to apply in reality. It is a key text for 
students on supply chain management BScs and MScs as well as background reading for students 
using The Fresh Connection Business Simulation game. Online supporting resources include 
templates, frameworks and PowerPoint slides. 
 
Mastering the Supply Chain takes you through the basics of supply chain management, covering all 
you need to know in simple, accessible language. Each chapter links to The Handbook of Logistics 
and Distribution Management, 6th Ed. which provides the theory behind the practice. It is also a 
supporting text for The Fresh Connection Business Simulation game, which gives students a life-
like experience of supply chain management in action. See inside the book for a discount code for 
individual user licences of The Fresh Connection software. To buy access to The Fresh Connection 
Business Simulation game for use on your course contact, kpinfo@koganpage.com. See further details 
on the next two pages.

Author Information
A freelance trainer and consultant, Ed Weenk 
is also a senior lecturer in Supply Chain at 
Maastricht School of Management, EADA 
Business School in Barcelona and the Antwerp 
Management School.
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This book
 « Presents models such as the 8D approach and Decision Matrix Analysis (DMA) as well as examples 
of how they are used in practice

 « Provides over 100 tools that cover every function of warehousing, transport and inventory 
management

 « Online resources: lecture slides and downloadable tools such as supply chain audits and supply 
chain strategy decision charts

 « New to this edition: resource planning and productivity spreadsheets, CSR in supply chain audits 
and supply chain strategy decision charts

Description
The Logistics and Supply Chain Toolkit provides practical tools for warehouse, inventory and transport 
managers and students to help them tackle the challenges of logistics and supply chain management. 
It is full of practical ideas and information to optimise the management of logistics and supply chain 
processes.  
 
The Logistics and Supply Chain Toolkit offers solutions and plans spanning across a variety of sub-
disciplines such as warehousing, logistics, supply chain management, inventory and outsourcing. Each 
toolkit addresses key principles within its area of discipline, providing the reader with a precision 
approach to be used in complex and sensitive circumstances. The toolkit presents a number of major 
management tools such as Fortna’s Product Flow Smart Design, SMART, DMAIC and Gantt charts. 
General management, performance management and problem-solving tools have also been included 
to provide a broader, transferable scope of tools for the reader.

Author Information
Gwynne Richards has over thirty years’ 
experience in warehouse management 
and logistics. As well as running his own 
successful logistics consultancy he provides 
a number of courses on warehouse and 
transport management for practitioners. 
He lectures at Warwick and Hong Kong 
Polytechnic University. He is also the author 
of Warehouse Management. 
 
Susan Grinsted is an independent educator, 
trainer and consultant, who works with 
a number of educational institutions in 
Britain, France and Finland, as well as with 
multinational companies all over the world. 
Her work focuses on transferring knowledge 
and skills to enable companies to improve 
their performance.
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This book
 « Offers a step-by-step guide to global logistics

 « Provides in-depth definitions, descriptions and explorations of the strategic principles and practices 
in transportation modes and supply chain verticals, including: freight forwarding, contract logistics, 
shipping, road freight, air cargo and express

 « Examines important trends and developments that are shaping the industry, including 3D printing, 
megacities, and post-harvest food losses

 « Online resources: Chapter-supporting lecturer slides

Description
Introduction to Global Logistics offers a step-by-step guide to global logistics. Covering the breadth 
of logistics, this highly accessible text is illustrated by engaging case studies of market leaders. In this 
comprehensive second instalment of Global Logistics Strategies, John Manners-Bell provides an in-
depth definition, description and exploration of the strategic principles and practices in transportation 
modes and supply chain verticals, including: freight forwarding, contract logistics, shipping, road 
freight, air cargo and express. The book also examines major sectors, including automotive, chemical, 
pharmaceutical, retail, consumer, and high tech. 
 
Introduction to Global Logistics offers a detailed examination of key topics, including: how the 
logistics industry has developed, how it is influenced by macro-economic factors and demand-side 
trends, what the risks are to the industry, and how it will develop over the coming years. It examines 
important trends and developments that are shaping the industry, including 3D printing, megacities, 
and post-harvest food losses. 
 
Online resources available: Chapter-supporting lecturer slides.

Author Information
John Manners-Bell is the founder and CEO 
of Transport Intelligence, a leading supplier 
of market solutions to the global logistics 
industry. He is Honorary Visiting Professor 
at the London Metropolitan University, 
adviser to the World Economic Forum and a 
former Chairman of the Supply Chain Council 
of the World Economic Forum. Prior to 
establishing Transport Intelligence, he worked 
as an analyst in consultancies specializing in 
international trade, transport and logistics. 
John Manners-Bell is author of Logistics and 
Supply Chains in Emerging Markets and 
Supply Chain Risk.
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This book
 « Examines important trends, key challenges, and latest developments in logistics and supply chain 
management

 « Assesses real-world developments across the globe

 « Shares insights from authoritative figures in the industry

 « Online resources: Student manual with key learning outcomes for each chapter

Description
The field of logistics continues to develop at a remarkable pace. Until recently, logistics was barely 
considered in long-term plans, but its strategic role is now recognised and lies at the heart of long-term 
plans in almost every business. Reasons for this change include: communications and information 
technology offer new opportunities; world trade grows; competition forces operations to adopt new 
practices and become evermore efficient; and the concern for the environment increases. Add to this 
the increased emphasis on consumer satisfaction, flexible operations and time compression, and it’s 
clear that getting logistics right is important.  
 
This 7th edition of Global Logistics, edited by Stephen Rinsler and Donald Waters, has been thoroughly 
revised and updated to reflect the latest trends, best practices, and cutting-edge thinking on global 
logistics. It provides guidance on important topics, including agile supply chains, IT, sustainability and 
performance management, collaboration, outsourcing and humanitarian logistics.  
 
This edition of Global Logistics provides new chapters on supply chain trends and strategies, fulfilling 
customer needs, and supply chain vulnerability. There are also dedicated new chapters on China and 
Central and Eastern Europe to assess developments across the globe.  
 
This edition serves as a forum for acknowledged sector specialists to discuss key logistics issues 
and share their authoritative views. The new edition introduces new contributors, including leading 
thinkers from international universities and businesses. Global Logistics is an invaluable source of 
guidance and practical advice for students, managers and practitioners, who will find it an essential 
text that also includes online resources. 
 
Online resources available include a student manual with key learning outcomes for each chapter.

Author Information
Stephen Rinsler has extensive industrial 
experience covering the entire supply 
chain, including senior positions (SVP) in 
Unilever (UK and European procurement 
and supply chains), Exel (now DHL) Europe 
(Services Director with a brief that included 
procurement, risk, health and safety), Volt 
Europe (SVP Operations), and Procurement 
and Supply Chain Director for Storehouse (Bhs 
and Mothercare). He is currently Director of 
Bisham Consulting. 
 
Donald Waters has over thirty years’ 
experience of teaching and working in 
logistics and operations management. He is 
a visiting professor at various universities, 
including University of Calgary, Warsaw 
School of Economics, Czech Management 
Centre, University of Quebec at Montreal, 
University of Sheffield, Henley Management 
College and Edinburgh Business School. He 
is the author of several well-known logistics 
books.
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This book
 « Overviews global container transport, including shipping networks and inland/multi-modal aspects

 « Focuses on operational models and cost structures, including multimodal

 « Discusses key origins and destinations, main routes and service types, and key players in the sector

 « Written by industry experts and respected academics who have advised the Department of 
Transport and the United Nations

Description
International Freight Transport presents the key changes and issues in the fast-moving industries 
of trade and transport. It includes coverage of regional trade groupings, the emergence of new large 
economies (i.e. BRIC countries), and pivotal regions such as the Middle East and Central America 
where major projects, such as new and widened canals, are underway or planned. These changes could 
redraw the trade map with major implications for transport patterns and solutions.  
 
Blending geography, economics, politics and trade, International Freight Transport provides insight 
into a wide range of topics, including: globalisation; demand versus supply; buyers and sellers; 
transport regulation, geography, modes and methods; transport ownership; alliances; and safety and 
security. The book is the only comprehensive and accessible book on international transport available.

Author Information
Professor Anthony Beresford is Programme 
Director for the MSc International Transport 
at Cardiff University and Director for the suite 
of Masters Programmes within Logistics and 
Operations Management. Professor Beresford 
has travelled widely in an advisory capacity 
within the ports and transport fields in 
Europe, Asia and North America. 
 
Dr Stephen Pettit is a researcher for the 
Transport and Shipping Research Group in 
Cardiff Business School. He has been involved 
in a range of transport related research 
including a ground-breaking project for the 
Department of Transport.
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This book
 « Examines the myriad ways in which companies are configuring themselves to compete in an 
internationalized economy

 « Explains the shared benefits and metrics which are crucial for the long-term sustainability of 
international supply chain business relationships

 « Presents case studies of long-term strategic relationships, which are critical for success, as well as 
short-term alliances designed to address specific tactical goals, projects or initiatives

 « Online resources: audio Q&A clips with Patrick Daly

Description
Multinational corporations have developed networks of production that stretch across the globe. They 
have done this in order to maximize their ability to service their customers in markets worldwide, 
exploit greater opportunities for growth, maximize their profitability and increase their business value. 
It is the strength and quality of the relationships and connections that we build with other players 
that will ultimately determine the effectiveness and the success of our business. International Supply 
Chain Relationships looks at these complex connections, covering long-term inter-organizational 
relationships, situational inter-organizational relationships, multi-disciplinary global engineering 
teams, technologies and innovations, supply chain communication, supply chain coordination, and 
future trends. 
 
International Supply Chain Relationships aims to provide supply chain practitioners in any type of 
business with ideas, tools and strategies that they can readily access, interpret and put into practice 
speedily and pragmatically to create value for their own international business. In many instances, 
supply chain projects bring together people from different disciplines who may come from different 
cultures and ethnic backgrounds. Add in long distances and different time zones and the complexities 
and challenges of sustaining successful working relationships increase even more. This book provides 
case studies which illustrate how to manage these arrangements effectively. 

Author Information
Patrick Daly has been a consultant for almost 
20 years working in international supply 
chain and logistics with some of the world’s 
top international corporations, including 
PepsiCo Worldwide Flavours, Pfizer, Proctor 
& Gamble, GlaxoSmithKline, Merck Millipore 
and many more. He has worked with these 
clients all around the world including China, 
India, Middle East, Europe, North America and 
South America.

International Supply 
Chain Relationships
Creating Competitive Advantage in a 
Globalized Economy

Edition: 1
Date: 03/02/2019
Price: £39.99
ISBN Print: 9780749480035
ISBN Ebook: 9780749480042
Pages: 232
Format (mm): 234x156
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This book
 « Covers the entire CPC 2020 syllabus (as laid out in EC regulation 1071/2009), including all the set 
examination questions and factual notes needed to pass the exams

 « Meets the needs of those wishing to take either of the two most popular routes available to pass 
the CPC: the OCR and CILT examinations

 « Provides summaries of key learning points, spaces for notes and self-test sections throughout the 
book

 « New to this edition: updated sections on operator licencing, drivers’ hours, tachographs, vehicle 
testing, vehicle tax, vehicle registration, civil law, international driving and documentation

Description
A Study Guide for the Operator Certificate of Professional Competence (CPC) in Road Freight 2020 is a vital 
study guide that offers the thorough preparation needed to pass the tough CPC exams in the UK. It 
covers the examination method used by the Oxford, Cambridge and RSA (OCR) and the Chartered 
Institute of Logistics and Transport (CILT). This is the Level 3 standard qualification overseen by The 
Office of Qualifications and Examinations Regulation (OFQUAL) and the Welsh Assembly Government, 
which is required by any person wishing to operate vehicles over 3,500 kg, the maximum authorised 
mass for hire and reward, in the UK and internationally. 
 
A Study Guide for the Operator Certificate of Professional Competence (CPC) in Road Freight 2020 has 
been extensively revised to include all the new legislation. It covers the eight study sections that the 
directive requires: civil law; commercial law; social law; fiscal law; business; financial; management of 
the undertaking access to the market; technical standards and technical aspects of the operation road 
safety. It features many case studies, examples, diagrams and graphics. New to this edition: updated 
sections on operator licencing, drivers’ hours, tachographs, vehicle testing, vehicle tax, vehicle 
registration, civil law, international driving and documentation.

Author Information
Clive Pidgeon served as Chair on the Freight 
Transport Association (FTA) Welsh Freight 
Council for four years whilst with the PO. 
He joined OCR as a CPC examiner as a chief 
examiner. He also worked with HMG when 
the CPC qualification was reviewed in 1996. 
He serves as examination database manager 
for CILT Level 5 qualifications, a CILT Distance 
Learning Advisor, an examiner and verifier for 
CILT and an author of various CILT textbooks 
and training materials.

A Study Guide for the 
Operator Certificate 
of Professional 
Competence (CPC) in 
Road Freight 2020
A Complete Self-Study Course for 
OCR and CILT Examinations

Edition: 2
Date: 03/02/2020
Price: £59.99
ISBN Print: 9781789665031
ISBN Ebook: 9781789665048
Pages: 392
Format (mm): 234x156
Product Category: Professional/Reading List
Subject: Transport
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This book
 « Provides essential information on professional competence, technical standards and goods vehicle 
operations.

 « Offers a definitive one-stop reference source for the haulage industry.

 « New to this edition: revised to reflect changes such as international transport of animals, 
dangerous and perishable goods, international haulage and customs procedures.

 « New to this edition: Brexit policy changes related to operator licensing for international 
operations, insurance and the international transport of animals.

Description
Now in its 50th edition, Lowe’s Transport Manager’s and Operator’s Handbook 2020 is the most 
comprehensive guide available to the operational rules and guidelines governing the UK, Ireland 
and the EU’s road transport operators. This best-selling handbook is an essential reference and 
explores in detail the most pressing issues in today’s road transport industry. It includes details on 
professional competence, insurance, international transport of animals, dangerous and perishable 
goods, international haulage and customs procedures. This manual includes guidance for drivers in the 
Republic of Ireland and mainland Europe, along with the rules and penalties governing these regions. 
 
Lowe’s Transport Manager’s and Operator’s Handbook 2020 is the essential reference source 
for any transport manager, fleet operator, owner-driver haulier or student involved in the transport 
industry. This new edition has been thoroughly updated and revised to reflect the latest developments, 
covering changes to EU drivers’ hours, HM Customs, tachograph rules for AETR rules and intermodal 
freight material.

Author Information
David Lowe has been involved in the road 
haulage industry for many years and is an 
experienced consultant and freelance writer. 
He has written notable books on transport 
including The Professional LGV Driver’s 
Handbook and The Pocket Guide to LGV Drivers’ 
Hours and Tachograph Law. 
 
Clive Pidgeon is Examination Database 
Manager for CILT Level 5 qualifications and 
CILT Distance Learning Advisor. He is also an 
examiner and verifier for CILT and author of 
various CILT textbooks and training materials. 
He is also the author of A Study Guide for the 
Operator Certificate of Professional Competence.

Lowe’s Transport 
Manager’s and 
Operator’s 
Handbook 2020
Edition: 50
Date: 03/02/2020
Price: £59.99
ISBN Print: 9781789663136
ISBN Ebook: 9781789663143
Pages: 760
Format (mm): 234x156
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This book
 « Essential guide to cost-effective, sustainable road passenger transport management

 « Features a complete set of management tools equipping readers for success in the passenger 
transport field

 « Includes essential guidelines on topics such as coordinating staff training, putting together 
performance reports for directors and arranging vehicle maintenance

 « Online resources: sample performance reports and target assessment forms.

Description
Road passenger transport management is an important role, involving the planning and coordinating 
of passenger transport operations, including routes and schedules. Managers ensure that passengers 
reach their destinations safely, on time and in the most cost-effective way. Road Passenger Transport 
Management covers all the essential tasks a transport manager is expected to master. 
 
Road Passenger Transport Management provides tips and tools for working with customers, planning 
routes and scheduling delivery times, as well as managing a team of supervisors, administration 
staff and drivers. The authors include guidelines for coordinating staff training and arranging vehicle 
maintenance, MOTs and tax payments, as well as organising vehicle replacements and managing 
contracts and developing new business. This is a contributed book, with expertise shared from well-
known academics and practitioners who have spent many years in the passenger transport field. The 
tools and case studies in this vital new guide will enable readers to learn new skills or build on existing 
expertise. Online supporting resources include sample performance reports and target assessment 
forms.

Author Information
Anthony Francis is a consultant providing 
guidance on operating and commercial issues 
affecting the road, rail and aviation transport 
industries to passenger transport companies. 
He previously worked in senior strategic roles 
for the Department of Transport, the Strategic 
Rail Authority and Arriva. 
 
David Hurdle is an independent transport 
consultant and a transport and town planner. 
He has written and spoken extensively on 
sustainable transport issues. He has worked 
for local government and the public transport 
industry.

Road Passenger 
Transport 
Management
Planning and Coordinating Passenger 
Transport Operations

Edition: 1
Date: 03/06/2020
Price: £44.99
ISBN Print: 9780749497019
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This book
 « Delivers an in-depth investigation of the full scope of the airline industry

 « Includes industry analysis of competing business models and the impact of airline alliances

 « Provides an assessment of airline performance, examining core competencies, dynamic capabilities 
and key performance indicators

 « Learn from case studies including Monarch, Air Berlin, Niki, Sabena, examining airline capacity 
management, risk models and fuel hedging

 « Online Resources: Powerpoints of lesson plans

Description
The aviation industry is a major driver of world trade. As global markets and economies are constantly 
evolving, practitioners and academics need more quality information and a broader perspective of 
aviation management rather than just silo-based knowledge, particularly if they wish to move up the 
management ladder and progress. Air Transport Management presents the dynamic shifts which have 
influenced structural changes in the aviation industry, such as the emergence of low cost carriers. 
These changes have transformed the market, leading to deregulation and consolidation. The author 
provides a viable road map aimed at giving students and managers in the aviation industry a rigorous 
understanding on how to manage strategically in complex and turbulent market conditions.  
 
Air Transport Management examines the airline industry structure in terms of entry barriers, 
competition dynamics and competing business models. With the inclusion of fascinating case studies, 
this handbook assesses different business models used by international companies and proposes best 
fit management practices which airlines should follow in order to survive. Online supporting resources 
include PowerPoints of lesson plans.

Author Information
Dr Eyden Samunderu is a leading expert 
in the area of air transport with extensive 
global consulting experience. He is Program 
Director for the Masters programmes at 
the International School of Management in 
Dortmund Germany. He is an Advisory Board 
Member of the Hamburg Aviation Board.

Air Transport 
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Strategic Management in the Airline 
Industry

Edition: 1
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This book
 « Explains measurement processes for macrologistics, looking at GDP and freight flow measurements

 « Includes case studies examining the use of freight-flow and logistics cost models

 « Based on vital research for the World Bank through the GAIN Group

 « Online resources: lecture slides

Description
Macrologistics is a global, strategic view of logistics. Instead of logistics just being a functional 
discipline, it becomes a value chain optimiser. Macrologistics involves maximising the effectiveness 
of logistics activities within different countries and achieving the lowest costs. An Introduction to 
Macrologistics presents research from a wide range of global companies, commissioned by the world 
bank, on physical infrastructure and the roles of the providers, operators and the freight owners. It also 
explains the standardised business processes and regulations in different countries. 
 
An Introduction to Macrologistics presents fascinating case studies examining customer service, 
marketing and cost management, industry 4.0 and climate change. The authors explain the 
standardised business processes and regulations in different countries, as well as examining key value 
metrics and measurement processes, with worked examples and downloadable templates.

Author Information
Professor Jan Havenga is a Professor of 
Logistics at the University of Stellenbosch. 
He is part of a global network of researchers 
(GAIN Group), sponsored by the World Bank 
to improve the sustainability and affordability 
of freight logistics worldwide. 
 
Anneke de Bod is a lecturer at the 
Department of Logistics, University of 
Stellenbosch and part of the Transnet and 
GAIN Groups.  
 
Zane Simpson is a researcher at the 
Department of Logistics, University of 
Stellenbosch. He is responsible for GAIN 
Group’s freight flow and logistics costs models 
for South Africa.

An Introduction to 
Macrologistics
A Guide to Global Logistics Strategies 
and Cost Saving Solutions
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This book
 « Focuses on compliance and the avoidance of fines for unsafe practices in logistics and 
transportation

 « Features case studies from a cross-section of companies, provided by a team of expert contributors 
from companies including John Lewis, Wincanton and DHL

 « Looks at vehicles, their maintenance and driving standards as well as the way in which they are 
operated

 « Online resources: downloadable sample risk assessments and audits

Description
Logistics is a complex industry that exposes employees to a whole variety of risks, such as falling from 
a height, poor lifting, unsafe use of forklifts, inadequate fire safety provision. Work related accidents 
within the storage and warehousing industry remain a major issue, with many thousands of reported 
incidents recorded each year. Health and Safety in Logistics examines each aspect of health and safety 
in turn, with a focus on warehousing and transportation.  
 
Health and Safety in Logistics informs managers of the potential hazards found within the logistics 
industry and how they can make the workplace as safe as possible for their staff, giving them an in-
depth knowledge of this vital area. It features case studies of best practice and essential downloadable 
tools of sample risk assessments and audits.

Author Information
Jerry Rudd is a logistics consultant. He was 
formerly Logistics Manager at Gefco and 
Business Unit Director at Wincanton, working 
with Waitrose, Sainsburys and British Airways.

Health and Safety in 
Logistics
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Warehousing and Transportation
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This book
 « Provides a life-cycle approach to logistics outsourcing, with tried and tested processes for decision-
making and implementation

 « Includes informative case studies from large companies such as Asda, British Airways and KFC, as 
well as major 3PLs

 « Looks at the benefits of outsourcing, such as enhancing customer satisfaction and reducing 
liabilities

 « Presents current statistics for logistics outsourcing and analyses why contracts are both awarded 
and terminated

 « Online Resources: Includes examples of decision tables, RFP/metrics/selection criteria as excel and 
word downloadable templates, as well as PowerPoints for students

Description
Logistics services are critical for any business involved in the transportation of goods from one point to 
another. 75% of companies now outsource warehousing and distribution functions of their businesses. 
Many companies outsource their logistics services, such as transportation, warehousing and delivery, 
to logistics service providers, reducing costs significantly. The Logistics and Outsourcing Handbook 
covers all outsourced services. It provides vital advice on how to shortlist companies, produce a 
request for a proposal, choose the optimum supplier, and implement and manage the contract. 
 
The Logistics and Outsourcing Handbook presents current statistics for logistics outsourcing, 
reasons for contracts being both awarded and terminated, and outlines how third-party logistics 
companies charge for their services. The authors look at the outsourcing processes in different 
countries and how to implement these into the overall strategy. Tools within the book include a 
checklist of essential data which needs to be collected, sample decision tables, draft contracts and 
sample implementation plans. The authors include case studies of outsourcing in companies such as 
Asda, KFC and BA.

Author Information
Gwynne Richards is a consultant and 
trainer, providing courses on warehouse and 
transport management for practitioners. 
He is a visiting lecturer at the University of 
Warwick, UK and the University of Aston, UK. 
He is the bestselling author of Warehouse 
Management, published by Kogan Page.  
 
Jo Godsmark is a supply chain professional 
and consultant with over 20 years experience 
in manufacturing and logistics. She is Chair 
of Chartered Institute of Logistics and 
Transport’s Outsourcing and Procurement 
Forum.
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This book
 « Examines the strategic role of e-logistics in managing information and information flows within and 
between organizations in today’s dynamic global environment.

 « Provides a clear and accessible guide to key technological and business developments.

 « Features contributions from leading practitioners and academics in the field.

Description
E-logistics serves as the nerve system for the whole supply chain and enables smooth information flow 
within and between organizations. This contributed book focuses on the strategic role of e-logistics in 
today’s dynamic global environment.  
 
In E-Logistics international experts from both academia and industry examine how competitiveness 
and productivity in transport, logistics and supply chain management can be improved using 
e-logistics systems and technologies. A variety of successful e-logistics business approaches are 
discussed covering a range of commercial sectors and transport modes. Separate chapters consider 
e-logistics developments for air freight; rail freight; road freight; sea transport and port systems. 
Subsequent chapters address in depth support systems for B2C and B2B e-commerce and e-fulfilment, 
warehouse management, RFID, electronic marketplaces, global supply network visibility, and service 
chain automation. Industry case studies are used to support the discussion. The book also investigates 
emerging technologies in e-logistics and considers what the future might hold in this rapidly changing 
and developing field.

Author Information
Dr Yingli Wang is a lecturer in logistics and 
operations management at Cardiff Business 
School. Her research on e-logistics dates 
back to early 2000’s and has attracted 
funding from various funding bodies such as 
Engineering and Physical Sciences Research 
Council, European Regional Development 
Funding, Welsh Government, Highways 
England, and Department for Transport. 
Before embarking on her academic career, she 
worked for about 8.5 years at Nestlé China in 
various senior managerial roles. 
 
Dr Stephen Pettit is a member of the 
Transport and Shipping Research Group within 
the Logistics and Operations Management 
Section at Cardiff Business School. He has 
been involved in a wide range of transport-
related research projects, notably for the UK 
Department of Transport and the European 
Commission. His recent research has focused 
on international logistics, port operations 
and management, and the application of 
information and communication technology 
in the fields of transport, logistics and supply 
chain management.
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This book
 « Explores key characteristics of industrial and consumer packaging in a variety of companies, using 
examples and case studies from practice

 « Examines the different ways that packaging adds value to logistics and supply chain, such as cost-
effectiveness and packaging aesthetics

 « Provides concrete tools, methods and guidelines that help reduce the cost of materials handling, 
and increase safe and efficient storage

 « Looks at environmentally friendly and innovative packaging solutions which help promote 
sustainability and cut costs

 « Examines the track and trace capability of packaging through ICT, the technology included in 
packaging to enable tracking through the supply chain

Description
Packaging has a major impact on supply chain performance, as it affects all logistics activities in supply 
chains. Effective and efficient packaging can significantly improve the performance of companies 
by generating value and reducing costs and the negative environmental impacts in supply chains. 
Packaging Logistics uses a systems approach to examine all the essential roles of packaging in supply 
chains, from the purchasing of raw materials to the production and sale of finished products, as well as 
transport and distribution. It examines the strategic role of packaging and its operational importance, 
explains the theoretical basis, presents useful methodologies, tools and concepts, and provides 
decision support for packaging innovation. It provides several examples of the total environmental 
impacts of packaging: on logistics and transport efficiency, on product waste and from the packaging 
material.  
 
Packaging Logistics covers essential topics such as one-way and reusable packaging, industrial and 
consumer packaging, ICT, end-of-life, environment, innovation, e-commerce, and future trends and 
challenges. This research-based and practical book takes the reader through every stage of packaging 
and relates it to supply chain and logistics, illustrated by many case studies.

Author Information
Henrik Pålsson is Associate Professor at 
Lund University, Sweden. He has conducted 
research and taught master’s students within 
packaging logistics since 2004.
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This book
 « Covers the entire supply chain in a defence context through real-life case studies, examining issues 
such as circular logistics in defence and contracting

 « Provides vital insights from international academics and professionals currently working in defence 
logistics areas such as distributive manufacturing and performance management

 « Includes coverage of recent developments and technologies affecting defence logistics, such as 3D 
printing and issues such as obsolescence, counterfeiting and sustainability

Description
The management of logistics and supply chain operations is of vital importance in the defence sector. 
Defence Logistics looks at established theories and their practical utility, providing insights into current 
thinking for postgraduate and undergraduate students, lecturers, researchers, practitioners and 
professionals through real-life case studies.  
 
Defence Logistics focuses on key areas of logistics and supply chain management in context, 
such as sustainability, inventory management, resilience, procurement, information systems and 
crisis response. This comprehensive and up-to-the-minute collection includes contributions from 
international academics from a range of universities, academies and defence schools, along with 
practitioners who are currently working in the field of defence logistics.

Author Information
Jeremy Smith manages modules on the 
Defence Acquisition Management and the 
Programme and Project Management MScs 
at Cranfield Defence and Security, UK. He 
developed and leads several logistics short 
courses and workshops pitched at strategic 
and practitioner levels. He served for 25 
years in the British Army as a logistician and 
Ammunition Technical Officer.
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This book
 « Provides a holistic view of both fashion retailing and fashion logistics.

 « Studies major forces driving change in the fashion retail industry and how manufacturers can adapt 
their working practices accordingly.

 « New to this edition: content has been restructured to include updated case studies, key 
objectives, summary q&a’s and ’how to put into practice’ textboxes.

 « Online resources: lecture slides to supplement new content covered in each chapter.

Description
Retailers are being advised to review their supply chains in a bid to accelerate their speed to market. 
Fashion Logistics assesses the growth and changes in the industry as well as the drivers of change in 
the market. Supply chain networks and operations play an integral role in distributing their product 
across the retail industry, and significant changes within those networks have altered the way in which 
they function. Manufacturers therefore need to re-think their supply chains so that they are resilient 
enough to withstand shocks, agile enough to respond quickly to sudden change, flexible enough to 
customise products, and efficient enough to protect margins. Fashion Logistics assess these forces and 
changes, and how manufacturers should adapt their working practices accordingly.  
 
The new edition includes updates on CSR, a re-write of the reshoring section, updated case studies 
and new content covering how manufacturers can adapt their working practices accordingly, and new 
content on the further demise of the department store sector. Online supporting resources include 
lecture slides to supplement new content covered in each chapter.

Author Information
John Fernie is Emeritus Professor of Retail 
Marketing at Heriot-Watt University. He 
has written and contributed to numerous 
textbooks and papers on retail management, 
especially in the field of retail logistics. He is 
editor of the International Journal of Retail 
and Distribution Management.  
 
David B. Grant is Professor of Logistics at 
Hull University Business School, UK and 
Distinguished Senior Fellow at Hanken 
School of Economics, Helsinki. He has over 
175 publications in various refereed journals, 
books and conference proceedings, and is 
on the editorial board of many international 
journals.
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This book
 « Explains how the rapidly evolving global logistics industry works in close partnership with the 
aviation operators to achieve fast and efficient facilitation

 « Looks at air freight and how carriers are responding to market demands with new and better 
methods and technologies

 « Reviews changes in manufacturing and production methods

 « Illustrates how different challenges are met in varied markets through insightful case studies

 « Features contributions from a team of experts, including: Oliver Evans, Chief Cargo Officer at Swiss 
International Airlines Ltd and Stan Wraight, who has over 40 years of industry experience gained 
through both senior management and board level positions at KLM Cargo, Atlas Air and AirBridge 
Cargo

 « Online resources: Air Cargo News’ Freighter Directory

Description
Aviation Logistics looks at the function of the air cargo business and its role in global supply chains 
and logistics. As global economies are constantly evolving, the supply chain business with its transport 
partners must be proactive for the future. Technology and its resulting efficiency and transparency are 
therefore a central part of this book. Aviation Logistics examines how carriers are coming up with new 
methods and technologies to improve ground handling and road transport, traceability systems and 
barcoding, security and screening, and safe delivery of perishable items (such as in the pharmaceutical 
and medical sectors).  
 
Endorsed by The International Air Cargo Association (TIACA), Aviation Logistics is supplemented with 
case studies and contributions from a team of experts including Oliver Evans and Stan Wraight, both 
industry experts. 
 
Online resources available: Air Cargo News’ Freighter Directory.

Author Information
Michael Sales specializes in press relations 
and consultancy for the transport industry. 
He has handled a number of prestigious 
clients, including Airports of Paris, Air France 
Express, Athens International Airport, Cologne 
Bonn Airport, ECS, Basque regional industrial 
promotion, Düsseldorf Airport, Budapest 
Airport and many more. He is also a freelance 
journalist.
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This book
 « Looks at how bringing marketing and logistics together is a powerful way of improving customer 
service and increasing competitiveness

 « Demonstrates how to deal with digitalisation and successfully integrate it into marketing and 
logistics strategies

 « Presents a range of examples from a range of sectors such as retail, transport and the service 
industries

 « Includes case studies such as Toyota and Value and Tesco and the club card

 « Examines how to deal with scenarios such as Black Friday and Online Monday, where marketing is 
promising something logistics can’t deliver

Description
Logistics and marketing stand out as two disciplines which are connected, and both are critical to 
the provision of customer value. Marketing and Logistics Led Organizations looks at marketing-led 
logistics and logistics-led marketing. In the current business world, the idea of a single supply chain 
has been replaced by an integrated multi-channel approach. The authors therefore examine how to 
optimise profit and control costs through the coordination of these two functions.  
 
Marketing and Logistics Led Organizations takes an in-depth look at physical supply chains where 
manufacturing of a product occurs from groceries to pharmaceuticals, and from automotive to 
construction. The authors examine omni-channel, how this affects the customer experience and 
the need for a joined-up strategy which is operationalised across all channels. They also look at the 
challenges of digitalisation and the customer interface with the growth of the internet as well as the 
intensification of competition across all sectors.

Author Information
Robert Mason has a business background, 
mainly in a variety of roles with M&S. He is 
now a Reader in Logistics and Operations 
Management (LOM) at Cardiff Business School 
and has led many business research projects 
with Tesco as a partner. 
 
Barry Evans’ early career involved roles in 
Logistics/Distribution with Watney Mann, 
Rank Hovis McDougall and Royal Mail. This 
was followed by roles in Tesco plc, including 
Lean Process Manager in Tesco Supply Chain 
Development. He joined the Lean Enterprise 
Research Centre at Cardiff Business School as 
a Senior Research Associate. Mr Evans is now 
retired.
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This book
 « Provides fascinating cases that identify the key stages in the development of city logistics initiatives 
in London, New York, Paris, Sao-Paulo, Tokyo, Beijing, Delhi and Gothenburg

 « Examines urban supply chains for major cities, with cases looking at urban food supply chains, 
services and the special logistics requirements involved, construction, waste management, 
e-commerce and home delivery

 « Includes toolkits to help policy makers and managers devise and work with new initiatives

 « Presents and is based on original research from the University of Gothenburg and Chalmers in 
Sweden, the Centre for Infrastructure, Transportation and the Environment in New York and the 
University of California

 « Online resources: PowerPoint lecture slides

Description
Approximately 80 per cent of European and American citizens live in an urban environment. Due to 
their large populations and extensive commercial establishments, urban areas require large quantities 
of goods and services for commercial and domestic use. This results in increasing levels of demand for 
freight transport services. Freight transport in towns and cities is a major contributor to environmental 
impacts, particularly to local air pollution and noise. Urban Logistics addresses public policy makers, 
freight transport companies and receivers of supplies, providing them with the information and 
guidance to affect change in the logistics of the city. 
 
Urban Logistics is written by an outstanding team of international editors combining their expertise 
and using their research from leading business schools in Sweden and the US. There are also valuable 
contributions from academics and industry experts from companies and universities from all over the 
world. The book includes clear examples of initiatives that work and business case developments, as 
well as toolkits for policymakers and managers who are devising new initiatives. There is an in-depth 
examination of different aspects of urban logistics, such as retail logistics for cities, urban food supply 
chains, services and the special logistics requirements involved, construction, waste management and 
e-commerce and home delivery. There is also a focus on networks and partnerships and an analysis of 
innovation as a new constant. Online supporting resources include PowerPoint lecture slides.

Author Information
Michael Browne is Professor of Logistics and 
Urban Freight Transport at the University of 
Gothenburg.  
 
Sönke Behrends is a senior researcher at IVL 
Swedish Environmental Research Institute, 
Gothenburg. 
 
Johan Woxenius is Professor of Maritime 
Transport Management and Logistics at the 
University of Gothenburg. 
 
Genevieve Giuliano is Professor and 
Margaret and John Ferraro Chair in Effective 
Local Government at the University of 
Southern California. She is also Director of 
METRANS Transportation Center. 
 
José Holguín-Veras is William H Hart 
Professor and Director of the Center for 
Infrastructure, Transportation and the 
Environment at the Rensselaer Polytechnic 
Institute, Troy, New York. 
 

Urban Logistics
Management, Policy and Innovation 
in a Rapidly Changing Environment

Edition: 1
Date: 03/12/2018
Price: £44.99
ISBN Print: 9780749478711
ISBN Ebook: 9780749478728
Pages: 392
Format (mm): 234x156
Product Category: Professional/Reading List
Subject: Logistics



231

Humanitarian Logistics & Supply Chain

Humanitarian Logistics & Supply Chain
Logistics, Operations and Supply 
Chain Management

Table of Contents

1 Introduction [Peter Tatham 
and Martin Christopher]

2 Process Improvement – A 
Matter of Life or Death 
for Non-Governmental 
Organizations [Paul D. Larson]

3 Impacts of Funding Systems 
on Humanitarian Operations 
[Tina Wakolbinger and 
Fuminori Toyasaki]

4 Introducing Information 
Communication Technologies 
(ICTs) Into Humanitarian 
Programming [Laura Eldon 
and Anna Kondakhchyan]

5 Technology Meets 
Humanitarian Logistics 
– A View on Benefits and 
Challenges [Peter Tatham, 
Graham Heaslip and Karen 
Spens]

6 The Increasing Importance 
of Services in Humanitarian 
Logistics [Graham Heaslip]

7 An Exploration of Horizontal 
Supply Chain Integration for 
Humanitarian and Disaster 
Relief [ Jihee Kim, Stephen 
Pettit, Anthony Beresford and 
Irina Harris]

8 Humanitarian logistics and 
supply chain management 
in Africa [Charles Mbohwa, 
Tatenda Chingono and Paul 
Buatsi]

9 An Inquiry into Public 
Procurement for the Civil 
Preparedness Space – A Case 
Study in Finland [Hlekiwe 
Kachali and Isabell Storsjö]

10 Supply chain and logistics 
competencies for the 
humanitarian logistician 
[Graham Heaslip, Alain 
Vaillancourt, Peter Tatham and 
Gyöngyi Kovács]

11 Application of centre-of-
gravity analysis in network 
design for pre-positioning 
of emergency relief items 
[Gerard de Villiers]

12 Humanitarian logistics – The 
Functional Challenges Facing 
Field Offices [Ira Haavisto, 
Peter Tatham, Hanna-Riitta 
Harilainen, Cécile L’Hermitte, 
Magnus Larsson and Alain 
Vaillancourt]

13 Supply Chain Improvement 
at ShelterBox – A Case Study 
of the Application of Lean 
Principles and Techniques in 
a Disaster Relief Organisation 
[David Taylor and Darren 
Moss]

14 Emergency Management and 
Logistics Responsiveness – A 
Study of the Christchurch 
Earthquakes 2011 [Mark 
Wilson, Shaun Fogarty, Walter 
Glass and Paul Childerhouse]

15 What next for Humanitarian 
Logistics? A Practitioner’s 
Perspective [George Fenton 
and Rebecca Lewin]

16 Where next? A glimpse of 
the future of humanitarian 
logistics [Gyöngyi Kovács]

This book
 « Assesses the principal challenges faced by humanitarian logistics practitioners and offers 
suggestions for best practice when supporting natural disasters and complex emergencies

 « New to this edition: contains new chapters on providing support for complex emergencies, waste 
management and reverse logistics, the application of value stream analysis and the potential of new 
technologies

 « Provides international perspectives through a series of multi-contributed essays written by 
practitioners and academics, including abstracts and references

 « Gives particular focus to pre-disaster preparation, rather than post-disaster assistance

Description
Effective logistics play a critical role in disaster preparation and response, but how can those working 
in this field deliver in environments which are often dangerous and unstable? Humanitarian Logistics 
provides thought-provoking guidance and discussion of the core issues facing practitioners involved 
in managing the logistics of disaster relief. With insights from academics and practitioners who have 
worked in these situations, this multi-contributed book offers suggestions for best practice and 
international perspectives on the nature of the humanitarian logistics challenge.  
 
Now in its third edition, Humanitarian Logistics is fully updated and contains new chapters on 
providing support for complex emergencies, waste management and reverse logistics, the application 
of value stream analysis and the potential of new technologies such as 3D printing, cash transfer 
programmes and drones. With a particular focus on pre-disaster preparation and inter-agency 
cooperation, this book is essential reading for anyone who needs to understand how to respond 
effectively during a disaster or crisis.

Author Information
Professor Peter Tatham is a leading 
international researcher in the field of 
humanitarian logistics, and is the Head of 
the Department of International Business 
and Asian Studies at Griffith Business School, 
Queensland, Australia.  
 
Martin Christopher is Emeritus Professor 
of Marketing and Logistics at Cranfield 
University, UK. His work in the field of 
logistics and supply chain management 
has gained international recognition. He is 
a regular contributor to conferences and 
workshops around the world.
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This book
 « Offers vital insights on supply chain management from key practitioners and academics in the 
humanitarian field.

 « Provides highly practical cases and examples, written by practitioners from international companies 
and associations.

 « Shows how to integrate collaboration and coordination into working practices, one of the current 
biggest challenges in the humanitarian community.

Description
Supply Chain Management for Humanitarians provides an in-depth insight into the management of 
supply chains in the context of humanitarian logistics. This accessible and practical book considers 
humanitarian logistics from a strategic and operational perspective. 
 
The overarching theme is collaboration and coordination, one of the biggest challenges in the 
humanitarian community. Supply Chain Management for Humanitarians takes a problem-based 
learning approach, featuring real cases and examples from leading organizations including Oxfam, 
Unicef, and The Red Cross.  
 
Each chapter is self-standing, relating the content in each chapter to the supply chain as a whole. This 
enables the reader to easily dip into different sections. At the end of each chapter, there is a case study 
written by a leading practitioner currently working in the humanitarian field. 
 
Supply Chain Management for Humanitarians fills a much needed gap in the market and is essential 
reading for humanitarians worldwide.

Author Information
Dr Ira Haavisto is the Director of the 
HUMLOG Institute. She teaches Supply Chain 
Management and Social Responsibility at 
Hanken School of Economics in Finland.  
 
Professor Karen Spens is the Dean of 
Education at Hanken School of Economics, 
and a professor in Supply Chain Management 
and Social Responsibility. She is widely 
published in the logistics and supply chain 
industry. 
 
Dr Gyöngyi Kovács is the Erkko Professor 
in Humanitarian Logistics at the Hanken 
School of Economics, and the Director of the 
HUMLOG Institute. She also lectures in supply 
chain management and corporate geography. 
She is widely published in the logistics and 
supply chain industry.
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This book
 « Develop the ability to understand complex decision making approaches in international maritime 
logistics and transport settings

 « Gain a critical understanding of international maritime transport from a strategic perspective

 « Develop analytical skills to assess the role of logistics service providers and other stakeholders in 
international maritime transport and logistics

 « Learn from insightful case studies covering topics such as: Gothenburg dry land transport; traffic 
between Helsinki and Tallinn; Russian transit traffic; IKEA transport operations; ship strategies: 
Greece vs Norway

 « Online resources: lecture slides

Description
Maritime transport is the transport of people or goods by water. It is the backbone of world trade and 
globalization. Twenty-four hours a day and all year round, ships carry cargoes to all corners of the 
globe. Maritime Transport focuses on the operational side of this important industry, covering many 
topics such as sea traffic currents, passenger transport, short sea shipping and dangerous cargoes.  
 
Parts one and two of Maritime Transport present the concepts, theory and background information, 
then part three presents more complex and deeper issues such as the maritime transportation of the 
future. It covers topics such as intelligent shipping, data exchange at sea and maritime security. In 
addition, the book includes fascinating case studies and examples, such as maritime transport in the 
Baltic sea, ship strategies in Norway and Greece and the benefits of slow steaming. At the end of each 
chapter there are questions that will help the students to gain a deeper understanding of the many 
topics covered.

Author Information
Professor Ulla Tapaninen is a Senior 
Transport and Logistics Specialist for the City 
of Helsinki. She is also in charge of Helsinki 
City maritime cluster programme, focusing 
on the city’s unique arctic and smart marine 
industry with start-up companies. She is 
a professor of maritime logistics and was 
previously at the University of Turku. She 
has worked in key positions in two Finnish 
shipping companies, Finncarries Oy Ab and 
ESL Shipping.
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This book
 « Provides a comprehensive overview of maritime logistics

 « Examines latest logistical developments within the port and shipping industry

 « Shares the vast range of experience of its editors and contributors, who are all international experts 
in the field

Description
Globalisation and the rapid increase in world trade in the past decade have contributed to greater 
demand for international transport and logistics and, consequently, the expansion of the maritime 
industry. The dramatic changes in the mode of world trade and cargo transportation make it more 
important than ever to have a clear understanding of the way in which freight is transported by sea 
and the role of ports in this exchange.  
 
At the cutting edge in its assessment of the industry, Maritime Logistics covers the whole scope of 
maritime logistics and examines latest logistical developments within the port and shipping industry. 
With a range of new international contributors, this new edition has been thoroughly revised and 
updated. There are new chapters on port centric logistics, hinterland logistics and global supply chains, 
maritime transport and logistics as a trade facilitator, and future trends and developments.  
 
Written by a team of international experts with over fifty years’ experience in the field, Maritime 
Logistics provides a truly global perspective. The book covers everything that students of logistics, as 
well as those working within the industry, need to know about maritime logistics, including shipping 
lines, containers, tankers, dry bulk, port-centric logistics, and much more.

Author Information
Dong-Wook Song is Professor of Transport 
and Logistics at the Transport Research 
Institute, Edinburgh Napier University. His 
work is well-recognised in the field and he has 
received a number of The Best Paper Awards 
from academic associations and communities. 
He sits on the editorial board of established 
journals in transport and logistics. Dong 
has worked as a consultant for a number of 
private and public organisations including 
the UN, OECD, ADB and World Bank. He has 
served as an elected council member at IAME 
since 2012.  
 
Photis M Panayides is Professor in Shipping 
Economics, Department of Commerce, 
Finance and Shipping at Cyprus University 
of Technology. He reviews for several major 
journals in the field and has pioneered the 
development of academic and professional 
programmes in shipping and logistics. He sits 
on the editorial board of established journals 
in the field.
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This book
 « Edited by two leading academics who have conducted research for The Department of Transport 
and the United Nations

 « Includes research-based findings from an international team of contributors as well as invaluable 
insights and international case studies

 « Focuses on the big picture, which differentiates it from other available texts which are regional (e.g. 
Europe, Asia) or focus on specific aspects (e.g. privatisation, competitiveness)

 « Online resources: Includes lecture notes, lesson plans and PowerPoints

Description
Port Management looks at the numerous types of business interactions that occur at active ports. 
These include cooperating with other ports, coordinating deliveries with ships, overseeing port 
development, advertising and promotion, and enforcing security and environmental protection 
initiatives. Including research, practical insights and case studies, this book looks at quantitative 
methods and market analysis, maritime logistics, port planning and pricing, and commercial law. 
 
Port Management covers all the main aspects of management, administration and policy, and fills 
existing gaps in the literature in this area. Edited by two leading academics who have conducted 
research for the Department of Transport and the United Nations, this text is international in scope 
and includes research-based findings from a global team of contributors. It provides fascinating 
insights into the geography, economics, politics and trade involved in port management. Online 
supporting resources include lecture notes, lesson plans and PowerPoints.

Author Information
Dr Stephen Pettit is a researcher for the 
Transport and Shipping Research Group in 
Cardiff Business School, UK. He has been 
involved in a range of transport-related 
research including a groundbreaking project 
for the UK Department of Transport. 
 
Professor Anthony Beresford is Programme 
Director for the MSc International Transport 
at Cardiff University, UK and Director for the 
suite of Masters Programmes in Logistics and 
Operations Management. Professor Beresford 
has travelled widely in an advisory capacity 
within the ports and transport fields in 
Europe, Asia and North America.
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This book
 « Essential handbook looking at the terminal and container industry from the perspective of the 
operator

 « Covers the intermodal operational aspects of moving containers around the world, as the container 
is now the dominant intermodal transport unit.

 « Examines the facilitation of intermodal and organizational integration, as well as partnerships 
between ports and users

 « Case studies looking at technology, safety, regional trends in container industry, global groupings 
and investments

 « Online resources: Tools for terminal operation management, sample audits and KPI grids.

Description
This primer for the container terminals sector presents terminal operations as a crucial link in 
the wider logistics chain. Terminal Operations Management examines the water, rail and road 
hinterland connections and logistical services provided in the port, including warehousing and 
customs processing, which make up the logistics chain in which the ports operate. It also considers 
the high quality inland transport links which are a key element in the success of a container terminal. 
Complementing the shippers-based title on containers, Container Logistics, Terminal Operations 
Management is an in-depth text that describes and classifies the main logistics processes and 
operations in container terminals and presents methods for their optimization. It also looks at the 
intermodal aspects of moving containers around the world.  
 
Terminal Operations Management examines business trends, fundamentals and operational aspects. 
It also covers container terminal integration into the supply chain. Topics covered include technology, 
safety, regional trends in container industry, global groupings and investments. Online supporting 
resources feature tools for terminal operation management, sample audits and KPI grids.

Author Information
Rachael White is Chief Executive Officer 
of the International Cargo Handling 
Coordination Association (ICHCA), an 
independent, not-for-profit organisation 
dedicated to improving the safety, security, 
sustainability, productivity and efficiency of 
cargo handling and goods movement. She 
is also Director of Cool Logistics Resources 
which provides business intelligence and 
networking opportunities for supply chain, 
logistics and transport professionals in the 
international perishables markets. She is CEO 
of Next Level Information, a marketing and 
event management company for the global 
maritime logistics and transport industries. 
She is also Content Director of TOC Events 
Worldwide.
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This book
 « Examines container logistics from the shippers perspective, tackling issues that are central to the 
role of organising and overseeing the transportation of goods and commodities, a unique angle 
which is not covered in other maritime transport books

 « Provides insights into ways of managing container logistics as an integrated part of a shipper’s 
global supply chain covering planning, procurement and execution and collaboration of logistics 
activities

 « Provides shared knowledge from a team of international contributors such as the CEO of Hamburg 
Port Authorities, the International Logistics Director of Michelin, the Senior Vice President of Global 
Customer Solutions, Kuehne + Nagel and the Global Procurement Director, Mondi

 « Features research and innovations from the supply chain and the maritime business perspective, 
covering topics such as empty container logistics, terminal & port optimisation and intermodal 
freight

 « Includes vital tools and case studies to help supply chain managers and shippers work more 
effectively in complex areas, such as design thinking and real-time data management

 « Online resources: Powerpoints of key diagrams and tables and chapter summaries

Description
Whilst the maritime container business has been studied in depth, the impact on shippers and how 
shippers deal with the given challenges has not been fully examined. Container Logistics bridges 
this gap and looks at the maritime business from a customer’s perspective. The book examines the 
challenges, solutions and the latest developments in the container industry as well as the interaction 
between the different actors involved, such as freight forwarders, supply chain managers and shippers. 
Current hot topics from the supply chain and the maritime business perspective are included. 
 
From the supply chain perspective, Container Logistics covers areas such as the purchase of 
transportation services from ocean carriers and transport management, to effective and efficient 
logistics execution. From the maritime business perspective, the book covers topics such as 
intermodal freight optimisation and hinterland transportation, and terminal and port optimisation. 
With the inclusion of clear examples of best practice and bona fide case studies, as well as invaluable 
contributions from an international team of experts, Container Logistics is an essential guide for 
supply chain managers and shippers, as well as academics and industry professionals working in the 
maritime business. Online supporting resources include images from the book and chapter summaries.

Author Information
Dr Rolf Neise was the Global Head of 
Logistics Operations at BAT (British American 
Tobacco plc.) responsible for defining 
Logistics Excellence in the End-to-End Supply 
Chain. Prior to BAT, Dr Neise worked in 
several consultancies where he collected 
in-depth experience in reorganization and 
optimisation projects in different industries 
(automotive, telecommunication, chemistry) 
and companies across the world. He currently 
works as a lecturer at the International School 
of Management (ISM) in Germany and as a 
senior consultant supporting multinational 
companies in optimising their supply chain 
management and logistics structures.
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This book
 « Discusses the high commercial value of the seas and oceans and the current areas of technological 
development within the blue economy

 « Explains how to target and capitalise on the potential for maritime innovation within specific areas

 « Provides insights into important innovations such as spatial data infrastructures and hydrography 
for maritime economies; the evolution of eNavigation and GNSS vulnerability; near or real time 
situational awareness

 « Presents case studies from organisations who have successfully integrated new technologies into 
their existing business models

Description
Seventy percent of the planet is covered by water, and ninety percent of global economic trade is 
transported by sea. The oceans are inextricably linked with food security and the global economy. 
Technology and the Blue Economy examines the vital role that technology plays in developing the blue 
economy. It provides a clear, accessible picture of the current and future potential of technology within 
different sectors in the blue economy, such as offshore energy, ports and harbours, shipping, maritime 
surveillance and cyber security. 
 
Technology and the Blue Economy looks at the disruption of established business models through 
case studies of leading innovators, examining development issues, what they have learned and how 
they have transformed their current ways of working within their organizations. Along with actionable 
takeaways at the end of each section, readers will learn from and be inspired by the front-line 
experiences of Blue Economy innovators.

Author Information
Nick Lambert is co-founder and director of 
NLA, a blue economy solutions company, 
which specialises in the blue economy and 
tech innovation in associated domains. He 
advises corporates on a wide range of marine 
and maritime issues, and regularly hosts and 
delivers keynote speeches at high profile 
conferences.  
 
Andy Hamflett is co-founder and director 
of NLA and a journalist, researcher and 
innovation expert on new technologies. 
He leads innovative research projects that 
explore the emerging potential of big data for 
social impact.  
 
Jonathan Turner is co-founder and director 
of NLA and specialises in customer-
focused organisational process design, lean 
methodology and performance measurement 
through analytical skills and practical use of 
data.

Technology and the 
Blue Economy
From Autonomous Shipping to Big 
Data

Edition: 1
Date: 03/09/2019
Price: £44.99
ISBN Print: 9780749483951
ISBN Ebook: 9780749483968
Pages: 288
Format (mm): 234x156
Product Category: Professional/Reading List
Subject: Maritime Logistics



239

Warehouse Management

Warehouse Management
Logistics, Operations and Supply 
Chain Management

Table of Contents

1 Introduction
2 The Role of the Warehouse
3 Role of the Warehouse 

Manager
4 Warehouse Processes: 

Receiving and Put-away
5 Warehouse Processes: Pick 

Preparation
6 Picking Strategies and 

Equipment
7 Order-picking Methods
8 Warehouse Processes from 

Replenishment to Despatch 
and Beyond

9 Warehouse Management 
Systems

10 Warehouse Layout
11 Storage and Handling 

Equipment
12 Resourcing a Warehouse
13 Warehouse Costs
14 Performance Management
15 Outsourcing
16 Health and Safety
17 The Warehouse and the 

Environment
18 The Warehouse of the Future
19 Appendix 1 – Warehouse Audit 

Checklists
20 Appendix 2 – Barcodes
21 Websites of Companies That 

Have Contributed to This Book 
and Other Useful Websites

22 Glossary of Terms and 
Abbreviations

This book
 « Provides essential advice on how to tackle the challenges faced by today’s warehouse managers

 « Equips the reader with practical guidance on how to operate an efficient and cost-effective 
warehouse

 « Delivers new case study initiatives directly relevant for application in the workplace

 « New to this edition: definitive updates on warehouse design, technology and robotics and the 
increasing challenges of e-commerce

 « Online resources: downloadable warehouse tools and audit checklists for analysis and application 
into own operational environment, along with PowerPoint slides as study aids for students

Description
Offering comprehensive advice on all aspects of managing a warehouse, the third edition of 
Warehouse Management is an ideal guide and detailed reference book for anyone looking to gain a 
real insight into warehouse operations. It examines everything from the latest technological advances, 
operations and people management to current environmental issues. 
 
This third edition of Warehouse Management includes definitive updates across the industry, such 
as the vast expansion of warehouse technology and robotics, warehouse design and the increasing 
challenges posed by e-commerce. Gwynne Richards tackles the core challenges for today’s managers, 
offering experienced advice on how to reduce lead times, increase productivity and improve customer 
service. 
 
Revamped with more practical case studies and an array of downloadable warehouse tools, this new 
edition of Warehouse Management includes useful warehouse audit checklists and is firmly supported 
with insightful photographs, video links and projections.

Author Information
Gwynne Richards has over 30 years of 
experience in warehouse management 
and logistics. As well as running his own 
successful logistics consultancy, he provides 
a number of courses on warehouse and 
transport management and logistics 
outsourcing for practitioners. He is also the 
co-author of The Logistics and Supply Chain 
Toolkit with Susan Grinstead, also published 
by Kogan Page. He is a Fellow of the 
Chartered Institute of Logistics and Transport.
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This book
 « Presents the complex detail of warehousing and transportation logistics in a clear and digestible 
way

 « Provides full-colour technical drawings, structural models and tables which clearly illustrate 
technical issues

 « Translated from the original German bestselling book, Transport-und Lagerlogistik, published by 
Springer Nature.

 « Includes valuable tools for planning and making economic efficiency calculations

 « Provides more than 200 examples with worked solutions and gives the reader targeted practice 
with 250 questions and answers

Description
Warehousing and Transportation Logistics offers an overview of transport, warehousing and assembly 
logistics, including order picking, packaging, handling and management. The key focus is on the 
management techniques in transport and warehousing and the logistics-focused perspective runs 
throughout the entire book. The author examines different applications and planning techniques and 
includes examples of supporting economic calculations and questions and answers.  
 
Warehousing and Transportation Logistics looks at unit creation, material flow or goods storage 
as well as systems and management for planning or information to identify objects, control and 
processing of orders. It is a practice-oriented book for students with a multitude of useful information 
and ideas. It is also a workbook for professional practitioners, production, planning and industrial 
engineers, who are specifically concerned with the planning side of this specialist area. The examples 
at the end of each chapter deepen and complement the content and there are comprehensive notes 
with each figure providing additional information on the topic.

Author Information
Professor Heinrich Martin was a lecturer at 
the University of Applied Science in Hamburg 
for over 30 years, and has been a visiting 
lecturer in universities around the world. 
His areas of expertise include transportation 
systems, warehousing systems, order picking 
systems, material flow systems and factory 
planning. Dr Martin has lead multiple projects 
with numerous organisations.
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This book
 « Shows how effective operations can have a huge strategic impact throughout the organization

 « Provides guidance on how to respond to the most important challenges facing the practice of 
operations management

 « Offers direction on how to set the agenda for developing operations capabilities

Description
The study and practice of operations has shifted to reflect the new challenges and uncertainties of how 
to thrive in today’s ever-changing world. The Operations Advantage identifies the most significant 
challenges to the practice of operations management and gives guidance on how businesses can 
respond. Leaders need to link the strategic objectives of the business clearly and logically to its 
operations performance objectives. The book presents a series of ten activities that will help them 
to do this and therefore make operations work better, such as designing and configuring internal 
processes and resourcing the operations appropriately. 
 
Based on the global teaching, training and consultancy conducted by the author, The Operations 
Advantage looks at the application of operations management across a range of sectors, including 
finance, healthcare, professional services, oil and gas industries. Although these diverse sectors require 
operations practitioners to apply knowledge in different ways, they essentially deal with the same set 
of processes. The book is an indispensable and unique guide for anyone with an operational role in any 
organization, as well as operations management students and academics.

Author Information
Nigel Slack is Emeritus Professor of 
Operations Management and Strategy at 
Warwick Business School, Coventry, UK 
and the former head of its Operations 
Management Group. He acts as a consultant 
in many sectors, including Financial Services, 
Utilities, Retail, Professional Services, General 
Services, Aerospace, FMCG, and Engineering 
Manufacturing.
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This book
 « Provides extensive guidelines to the key parameters used when planning inventory at the detailed 
item operational level and tools required to plan inventory at a strategic level.

 « Presents case study examples to provide broader understanding of tools and techniques and to 
demonstrate where each tool is best applied

 « Includes a comprehensive list of tools used in inventory planning, essential for both students and 
practitioners 

 « New to this edition: chapters on balancing and control, inventory stack and flow, future 
developments in inventory management and new tools and case studies.

 « Online resources: supporting excel spreadsheets to aid understanding and implementation of 
inventory planning, with ready-to-use formulae.

Description
Looking beyond the complexity and theory of inventory management, authors Geoff Relph and 
CatherineMilner examine managing inventory and achieving targets. Whilst the first edition mainly 
focused on planning, this new edition of The Inventory Toolkit includes three new chapters that 
go beyond planning to implementation. Amongst other topics, the new chapters cover holding and 
moving inventory, working with suppliers and using stack and flow to identify pinch points and 
facilitate lean and agile operations.  
 
This comprehensive second edition of The Inventory Toolkit includes case studies from diverse 
industries such as retail and aerospace, and worked examples and regular exercises which illustrate 
how the inventory tools can be used in an operational setting. It is an invaluable reference guide 
for students and practitioners focusing on inventory management and operations management in 
manufacturing and retail, as well as operational staff involved in the implementation of the MRP and 
inventory management modules of ERP systems.

Author Information
Geoff Relph has extensive experience in 
inventory and business systems management 
in the operational, consulting and academic 
sectors. He is an associate lecturer at the 
Warwick Manufacturing Group, University of 
Warwick, UK, and delivers modules for the 
MSc Programme in the UK and internationally. 
 
Catherine Milner is a chartered engineer 
and project manager with experience 
working in aerospace, petrochemicals and 
telecommunications. She has managed 
many successful projects on electronic data 
exchange with customers, forecasting, MRP, 
supply chain management, and business 
process re-engineering. She is a managing 
consultant, and a visiting lecturer at the 
University of Warwick.
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This book
 « Provides a step-by-step approach on how to achieve the critical linkage between the business 
budget decisions and the detail level

 « Examines how inventory management should work and how to control and balance it

 « Focuses on KPIs that have been proven to significantly improve performance

 « Looks at the revolutionary k-curve methodology that has transformed business performance

 « Online resources: Appendix of figures, chapter breakdown of figures, and a bonus chapter about 
the supporting materials

Description
Effective inventory management can increase revenue, reduce costs, and improve cash flows. Endorsed 
by Institute of Operations Management and CILT, Inventory Management shows managers how to 
take control of their inventory system and ensure operations run smoothly.  
 
Looking beyond the complexity and theory of inventory management, Geoff Relph and Catherine 
Milner focus on the most important decisions managers need to make when managing inventory. 
They examine how inventory management should work, how to control it, and how to balance it, 
through their use of revolutionary k-curve methodology. They include case studies from various 
industries, looking at inventory management in diverse areas such as supermarkets and aerospace. 
Online resources include an appendix of figures, a chapter breakdown of figures and a bonus chapter 
about the supporting materials.

Author Information
Dr. Geoff Relph has 40 years’ experience in 
inventory and business systems management 
in the operational, consulting and academic 
sectors. With over 20 years’ experience in 
MRP operations and inventory management 
with IBM, since 2002 Geoff has worked as an 
inventory expert in operational, consulting 
and training roles. He’s led many projects to 
improve supply and demand performance. 
Geoff completed his doctorate in Inventory 
Management in Business Systems. He 
is an associate lecturer at the Warwick 
Manufacturing Group, University of Warwick, 
and delivers modules for the MSc Programme 
in the UK and internationally. 
 
Catherine Milner is a chartered engineer 
and has nearly 20 years’ experience 
working in aerospace, petrochemicals 
and telecommunications. She’s managed 
many successful projects on electronic data 
exchange with customers, forecasting, MRP, 
supply chain management, and business 
process re-engineering. She is a visiting 
lecturer at the University of Warwick and 
Chairman of the Institute of Operations 
Management.
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1.1 Conclusions

This book
 « Examines the real secrets of highly effective production processes in winning organisations, such as 
Rolls Royce, Toyota and Land Rover, as well as Tesco and Unilever

 « Explains socio-technical systems and their design through in-depth case studies of best practice

 « Investigates high performing organisations and their use of six sigma and lean manufacturing

 « Presents tools to help managers improve processes and the sustainability of improvement such as 
sand cone models and the supportive model of manufacturing

 « Online resources: powerpoint diagrams of models, as well as surveys and exercises

Description
Many production managers have de-stocked excessively large inventories, gone lean, experimented 
with continuous improvement processes and introduced new working practices. These interventions 
have largely failed. Businesses have also failed to invest in the workforce that undertakes 
improvements. This means that cash flow stops quickly, stocks are depleted to zero and customers lose 
confidence. 
 
Systems for Manufacturing Excellence looks at how people and technology work effectively together 
to generate high performance manufacturing and service operations. Not everyone is a Toyota but 
that does not mean we cannot learn from such businesses. The book will present a logic, variety of 
approaches and methods that underpin the different models of high performance used by ’world class’ 
businesses. The authors use examples from their training with Toyota, work with Tesco, and many 
world class manufacturing businesses that form their research agenda. The book will help teams run 
each part of their production process for effectiveness and efficiency, with a high level of discipline 
that supports excellence in performance.

Author Information
Nick Rich is Professor of Operations 
Management at Swansea School of 
Management. He teaches Socio-Technical 
Systems Design. Nick Rich is a Fellow at 
Toyota Motor Corporation of Japan. 
 
Mohamed Afy Shararah is an industrial 
engineer. He led projects with InnovateUK 
to deliver a step-change in productivity 
through embedding new capabilities in 
innovative manufacturing techniques and 
cutting-edge engineering product design. 
He also collaborated with African, Asian, 
European, and North American businesses 
on improvement projects in the areas of Lean 
Manufacturing and Circular Economy.
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This book
 « Presents the theory behind international standards and their application in industry, with case 
studies from Bosch, BP, M&S, Bodyshop, Toyota, Tesco, McDonalds, Benetton and Royal Mint.

 « Looks at how product and technical standards have evolved to help shape the way in which we 
manage entire businesses and their interactions with customers, suppliers and the consumer

 « Introduces examples of standards working in practice, resulting in safer ways of working, better 
health and safety, better quality, better regulatory compliance, better environmental performance

 « Includes insightful seminar topics and sample exam questions.

 « Online resources: Full lecture slides for seminars as well as links to videos and revision materials 
for students

Description
International standards ensure that organisations operate the right processes to support their 
objectives. International Standards for Design and Manufacturing is an accessible guide for 
manufacturing and production managers and students. It guides readers through the standards 
needed to build operating systems which are robust and integrated.  
 
International Standards for Design and Manufacturing is based on a collaboration between Swansea 
University, BSI and manufacturing and production practitioners from key companies who have 
supplied cases of using standards in practice, such as Bosch, BP, Tesco, M&S and Toyota. Each chapter 
includes an introduction to the standards being discussed, definitions, case studies of using the 
standards in practice, statistics, why these standards are important, conclusions, seminar topics and 
exam questions.

Author Information
Nick Rich is Professor of Socio-Technical 
Systems Design at Swansea School of 
Management. He was trained in Japan by the 
Toyota Motor Corporation and holds one of 
the Elite IIES Toyota Fellowships.
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This book
 « Investigates how to reinvent modern manufacturing processes through following the Tesla business 
strategy

 « Examines some of the features of Tesla’s ground-breaking model, such as their continuous 
improvement indicators and cycles that can drastically reduce and better sort waste, save energy, 
increase renewable energy and enable self-sufficiency

 « Includes case studies from Michelin, Mass and other innovative consumer goods manufacturers 
such as Bosch and Kimberley Clarke

 « Online resources: sample templates for analysing efficiency of processes on the factory floor

Description
Tesla disrupts the automotive industry by creating many innovative pieces that fit together. Its 
marketing, production, sales and technology strategies are all notably different from its competitors. 
The Tesla Way is an elongated case study looking at Tesla’s business model and how this can be 
applied to existing manufacturing and production strategies in other companies. The author also 
includes case studies from Michelin, Mass and other consumer goods manufacturing companies.  
 
The Tesla Way will look at the origins of Tesla, its journey to success, new business models and what 
will come next. The author includes a mixture of the theory behind the Tesla business model and its 
applications, examining the combination between the manufacturing world and the digital world. He 
draws from his expertise gathered from industry and has also interviewed a cross-section of Tesla’s 
current employees in both the USA and France. At the end of each chapter an interview with a CEO or 
top manager of an industrial firm is featured: the reader can read, among others, the stories of Luxor 
Lighting, ThyssenKrupp, Bosch or Kimberley Clarke. There are also insightful questions for managers. 
Online supporting resources include sample templates for analysing efficiency of processes on the 
factory floor.

Author Information
Michael Valentin worked as a manufacturing 
manager at Michelin and then PSA and TESLA. 
He later worked at McKinsey, before co-
founding his own firm, OPEO. His company’s 
goal is to help companies face the challenges 
of the 4th industrial era by transitioning to 
the industry of the future, through operational 
excellence.
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This book
 « Presents a case study of an organisational development programme, which transformed a small 
business into an international success through applying the Toyota methods and values

 « Provides a detailed analysis of Toyota methods and operating models

 « Gives advice on how to grow a business and achieve commercial success through the application of 
learnings from Toyota

 « Presents Toyota’s superior logistics networks as well as its development of an advanced and highly 
successful supply chain

Description
Toyota Methods and Operating Models presents a case study of a small, traditional Italian 
manufacturer in the Toyota Industries Corporation Group, which began an important process of 
transformation until it became a successful, modern and advanced international business: Toyota 
Material Handling. Toyota management made internal changes and developed the commercial 
networks, successfully applying the Toyota Production System (TPS, or Lean Production) as well as the 
values of the Toyota Way.  
 
Author Stefano Cortiglioni led the transformation project, which took four years. Toyota Methods and 
Operating Models presents the continuing success story. The authors analyse the Toyota methods 
and operating models that can be directly applied to your business in order to reach excellence in 
operations and industry 4.0. It provides tangible advice on how to grow a business and achieve 
commercial success, with superior processes and logistics networks, as well as the development of an 
advanced and highly successful supply chain.

Author Information
Stefano Cortiglioni is the Business 
Development Director at the Toyota Academy, 
a senior specialist in T.P.S, Toyota Material 
Handling Europe and an International 
Consultant optimizing business processes, He 
was formerly Operations Director at Toyota 
Material Handling Manufacturing, Italy. 
 
Leonardo Salcerini is the Head of Sales, 
Toyota Material Handling, President of Toyota 
Service Centre, Bologna, President of MBT, 
Toyota Material Handling, Italy, Chairman of 
the Academy and Logistics Solutions, Toyota 
Material Handling Italia, Bologna. 
 
Danilo Verga is an international consultant 
working in business transformation through 
Toyota methods and practices.
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This book
 « Explains how to design and manufacture products that meet the diverse needs and demands of 
customers, covering a number of different industries, such as textiles, automotive, electronics, 
aerospace and retail

 « Describes how to compete in a global market by integrating product design into the supply chain 
and looks at key issues, such as resource footprints and risk

 « Provides valuable insights from leading businesses who are known for their successful product 
design, such as Egil Moller Nielsen, former Group-Vice President for Global Distribution and 
Logistics at LEGO

Description
Product design touches every aspect of modern life, determining the form and function of the products 
and technologies that we use every day. Product design is not just concerned with the appearance and 
functionality of products; it has an important role in determining the cost, pricing, risk and profitability 
profile of those products. Product Design and the Supply Chain shows how decisions taken at the 
design stage of a product’s life cycle go on to affect that product’s subsequent value to a company. 
Eighty percent of a product’s eventual supply chain costs are already present at the early stages of 
product design and development. This book allows companies to make informed design decisions 
that have significant positive through-life implications for risk, complexity and responsiveness, thus 
allowing them to create a ’moat’ that is difficult for competitors to sidestep or surmount. 
 
Product Design and the Supply Chain contains fascinating content applicable to industry. It is full of 
useful and insightful real-life cases and examples. This book sets out to show how design impacts: 
sales revenues, pricing, time to market, manufacturing and supply chain costs, supply chain risks, 
brand loyalty, and competitiveness.

Author Information
Omera Khan is Professor of Supply Chain 
Management at Royal Holloway University of 
London. She’s also a Visiting Professor at the 
University of Agder in Norway and adviser 
in logistics and supply chain management to 
many other universities around the world. 
She is internationally recognized in the fields 
of supply chain risk management, supply 
chain resilience and cyber risk, supply chain 
responsiveness, sustainability and the impact 
of product design. Omera Khan’s work in this 
area has been widely published in practitioner 
articles and academic publications.
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This book
 « Shares wisdom from one of the most respected academics in the field and a team of contributors 
who are both academics and industry experts

 « Covers purchasing concepts, frameworks and best practice from esteemed business school HEC 
Paris

 « Covers strategic and tactical standpoints, including strategic thinking and specific thought processes

 « Shows how to optimise specific aspects of purchasing

Description
Strategic Sourcing Management examines procurement and supply management in detail, covering 
the three dimensions of competitiveness, effectiveness and efficiency. Written by Olivier Bruel, 
Professor Emeritus HEC Paris, and a team of contributing experts from academia, consulting and 
industry, the book is organised into four parts: strategic decisions; operational management of 
procurement and related supply chain; management of human resources and dedicated information 
systems; management of performance and change.  
 
This book has been written with a comprehensive global and coherent approach but the chapters are 
self-standing, enabling the reader to dip into different sections according to need. Strategic Sourcing 
Management considers both tactical and strategic perspectives that link with a corporate strategy 
and it includes dedicated chapters on how to set up a Strategic Sourcing function. The text is enriched 
with clear graphics and solid examples of best practice. Strategic Sourcing Management is a robust 
text based on both research and experience, so an essential reference for practitioners and academics 
working in or studying procurement and supply management. It is suitable for anyone involved in 
procurement and supply management at a senior level but also for general management enabling 
them to understand the mechanisms of value creation through Strategic Sourcing.

Author Information
Olivier Bruel is Professor Emeritus of 
the Information Systems and Operations 
Management Department at HEC Paris. He 
has also been conducting many consulting 
activities and is Founder and and Honorary 
President of the ACA (Association Cesa Achats 
et Supply Chain).
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This book
 « Includes a full collection of the essential tools and templates for practitioners to apply category 
management and deliver value and cost savings when sourcing and purchasing

 « Connects procurement theory and practice through case studies including IKEA, The Body Shop, the 
UK’s National Health Service (NHS), Heinz and GlaxoSmithKline

 « New to this edition: Examples and case studies from businesses who have successfully used the 
tools in practice, as well as an analysis of the effects of international developments, such as Brexit, 
on the procurement function

 « Allows readers to analyze complex sourcing situations quickly and clearly, and develop innovative 
and creative proposals for sourcing

Description
Category Management in Purchasing is a comprehensive guide to strategic category management 
which provides a step-by-step guide to its implementation and use, and enables readers to deliver 
value and cost savings when sourcing and purchasing. Now in its fourth edition, this text has 
cemented its place as the essential reference for category management practitioners.  
 
In this new edition, Jonathan O’Brien shows how a strategic approach needs to integrate with other 
approaches, such as supplier relationship management and how the procurement function negotiates. 
Additionally, this new edition includes some new insights, based upon the experience of senior 
practitioners in industry, on how to make category management a success in the organization. It 
also includes some general updates and contextualizes the future procurement function and an ever 
increasing digitally enabled, de-globalized, post Brexit world. There is also additional material on the 
effect of international developments on procurement, updated tools and templates, and examples 
of how these have been successfully used in industry. Category Management in Purchasing, 4th 
edition connects theory and practice and provides readers with the tools to analyze complex sourcing 
situations quickly and clearly, and so develop innovative and creative proposals for sourcing.

Author Information
Jonathan O’Brien is the CEO of Positive 
Purchasing Ltd, the international procurement 
and negotiation consultancy and training 
provider. With over 27 years of experience 
working in purchasing, he has worked all 
over the world to help global organizations 
increase their purchasing capability through 
training, education and working directly with 
practitioners and executive teams to drive in 
the adoption of category management and 
other strategic purchasing methodologies. 
He is also author of Supplier Relationship 
Management, now in its second edition, The 
Buyer’s Toolkit and his award-winning title 
Negotiation for Procurement Professionals, 
all published by Kogan Page.
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This book
 « Provides a holistic, non-technical view of the strategic sourcing process for complex technologies

 « Presents clear explanations of the end-to-end costing model for digital buying, tied to a service 
lifecycle, project milestones and deliverables, illustrated with case studies

 « Enables procurement managers to gain vital digital and analytical skills, helping them to realize 
business innovation and growth

 « Online resources: sample audit sheets, workflows and checklists

Description
With the rise of cloud services and the digitization of all business units, procurement managers need 
to understand how to buy technology services in order to generate revenue, drive innovation and 
retain customers. The Technology Procurement Handbook provides a structured and logical view 
of the digital buying process. It includes invaluable advice on how to manage digital demand, prepare 
sourcing strategies, analyze the cost and benefits of proposed solutions and negotiate and implement 
comprehensive agreements. 
 
The Technology Procurement Handbook examines the multiple streams of data that feed into the 
technology procurement process, such as ITIL service lifecycle data, PMI project management and 
cloud and software contract provisions. The book includes case studies and extensive practical advice 
based on the authors experience from recent procurement projects. There is also a chapter on modular 
contracting for the US market, explaining the use of agile contracts for IT projects.

Author Information
Sergey Dovgalenko is the Head of 
Procurement for Corporate Services at 
Etihad Airways. He specializes in technology 
procurement and manages the IT and Flight 
Operations category portfolio of Etihad 
Airways. He previously led procurement 
operations in large international companies in 
the telecommunications sector.
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This book
 « Explores the extraordinary global sourcing methods of IKEA, one of the largest and most influential 
companies in the world

 « Presents practical guidelines on how purchasing teams can real create value and tangible results in 
category sourcing

 « Looks at how category sourcing, beyond the initial consolidation of the supplier base, can be 
successfully implemented and managed

 « New to this edition: focus on Ikea as a good example of how to create cost leadership by creating 
value, exploration of new ways of helping practitioners to really understand the fundamental ideas 
in category sourcing, and not just rely on models and processes, with case studies from Maersk, 
Carlsberg, P&G and Aldi

Description
How is it possible to sell a kitchen at 30 per cent below market price? Why are hot dogs cheaper 
in IKEA than in the supermarket? How can IKEA sell the Lack table at half the price it was when it 
was launched 35 years ago and how can it be achieved with a substantial profit? Strategic Sourcing 
and Category Management examines how IKEA - and other cost leading companies - use category 
management to create advantages with direct and indirect sourcing. With 25 years’ experience from 
IKEA, where he had the responsibility to develop and execute the company’s purchasing strategy, 
author Magnus Carlsson shares his insights on important topics: when category management is 
profitable and why; how teams repeatedly create value and results; what the main approaches are 
in different categories; how a company implements category management; the difference between 
success and failure. 
 
In this new edition of Strategic Sourcing and Category Management, Magnus Carlsson has added 
new themes including examples and references from companies such as Maersk, Carlsberg, P&G and 
Aldi, illustrating the application of cost leadership that spans far beyond IKEA. Even there, the cost 
leadership lessons are not limited to home furnishings as the company is sourcing categories such 
as food, components, materials, transports and indirect materials, with a total purchasing spend of 
approximately €7 billion. But maybe even more importantly, the book illustrates how teams create 
value by thinking differently and asking the right questions, allowing an understanding that goes 
beyond mere tools and processes.

Author Information
Magnus Carlsson has 25 years’ experience 
as a strategic sourcing expert at IKEA. He also 
has 10 years’ experience with leadership and 
training within the Swedish defence forces 
and is an advisor in strategic sourcing for 
Kingfisher.
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This book
 « Provides a practical handbook for procurement and supply chain managers who need to review 
their own skills and practices

 « Provides tools to help organizations move towards best practice

 « Equips the reader with accompanying PowerPoint slides that illustrate the tools and skills

 « Presents broad commercial skill-sets which are internationally applicable

Description
Contract management is a key management skill, yet it is underplayed in most organizations, which 
usually default to project management skills as a proxy for contract management skills. Whilst project 
management skills are equally essential, they are not the same thing. Contract Management looks at 
the wider contract management picture from an industrial-commercial perspective, and helps set-out 
typical structures and processes that assist the contract management task. The author uses diagramatic 
representations to depict complex ideas.  
 
Contract Management includes “learning points” in each chapter, looking at handling problems, 
procedural changes and enhancing commercial performance.

Author Information
Peter Sammons is a commercial/
procurement specialist with 35 years in 
field. He is now a consultant who provides 
commercial support and develops/delivers 
training seminars
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This book
 « Delivers a valuable toolkit and process framework for direct application in business

 « New to this edition: stand-alone model on supplier management; an additional section on 
contract management; a useful rating table and methods for a single supplier determination; an 
enhanced section on segmentation

 « Explores links between procurement and supply chain management, and explains how to assemble 
the ’Orchestra Model’ into a supply base and align aspects like contract management to meet all of 
the latest industry standards

Description
Supplier Relationship Management enables organizations to secure vast value from their supply base 
by determining the suppliers that are important or hold potential and, based upon what makes them 
important or even strategic, putting in place interventions unique to each supplier to unlock real 
tangible benefits. 
 
This second edition delivers a framework of resources for anyone who manages or interfaces with 
important suppliers, for contract management, to understand and manage the supply chain or to 
establish joint, collaborative relationships with the critical few strategic suppliers who can help bring 
new competitive advantage. A proven approach for supply base segmentation is included, together 
with tools and approaches for supplier performance measurement and driving improvements. 
 
Written by an award-winning author and leading practitioner in the field, the fully revised second 
edition of Supplier Relationship Management clarifies links between procurement and supply chain 
management, and explains how ’The Orchestra of SRM®’approach helps design a highly effective SRM 
program that will give the greatest return for our efforts. “This book is an ideal companion to Category 
Management in Purchasing and Negotiation for Procurement Professionals, also published by Kogan 
Page. Used together, these books provide a complete and powerful strategic purchasing toolkit.”

Author Information
Jonathan O’Brien is the CEO of Positive 
Purchasing Ltd, the international procurement 
and negotiation consultancy and training 
provider. With over 27 years of experience 
working in purchasing, he has worked all 
over the world to help global organizations 
increase their purchasing capability through 
training, education and working directly with 
practitioners and executive teams to drive in 
the adoption of category management and 
other strategic purchasing methodologies. 
He is also author of Category Management 
in Purchasing, now in its third edition, The 
Buyer’s Toolkit and his award-winning title 
Negotiation for Procurement Professionals, 
all published by Kogan Page.
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This book
 « Offers a ground-breaking new approach to delivering winning negotiations in procurement and 
supply chain management

 « Provides the vital tools and comprehensive tactics for a detailed, planned approach to negotiation

 « Helps purchasers to evaluate a supplier in advance, assess the sales team, and tailor their 
negotiation strategy

 « New to this edition: changing themes in procurement such as near shoring, update of contextual 
global factors to negotiation.

Description
Highly effective negotiation skills are an essential element of a purchasing and supply chain 
professional’s toolkit. Negotiation for Procurement and Supply Chain Professionals provides a step-
by-step approach to delivering winning negotiations and getting game-changing results. It provides 
purchasers and supply chain managers with the necessary tools and tactics for a detailed, planned 
approach to negotiation.  
 
Negotiation for Procurement and Supply Chain Professionals allows the purchasing professional or 
the buying team to evaluate the supplier in advance, assess the sales team, and tailor their negotiation 
strategy depending on concession strategies, cultural influences and game theory. Negotiation for 
Procurement and Supply Chain Professionals provides a strong framework for discussion in advance 
of the meeting, allowing the negotiator to plan their agenda, objectives and tactics. Based upon 
Red Sheet Methodology, this book is a proven and collaborative technique used by many companies 
globally. The new edition will include supply chain planning, updates on multi-party negotiation for 
supply chain negotiations, Brexit as a retrospective example of negotiation and how the negotiation 
capability will need to change in the future.

Author Information
Jonathan O’Brien is a consultant and training 
provider. With over 25 years’ experience 
of working in purchasing, he helps global 
organizations increase their purchasing 
capability through the adoption of category 
management and other strategic purchasing 
methodologies. He is also author of Category 
Management in Purchasing and Supplier 
Relationship Management, both published by 
Kogan Page.
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This book
 « Provides an understanding of core principles from category management, SRM, negotiation, 
contract management and supply chain management

 « Equips the reader with simple toolsets and frameworks, translated from complex models and 
concepts

 « Provides easily understood concepts that can be applied with no prior training or knowledge in this 
area

 « Uses tried and tested methods to transform your business and increase its profit and value gained 
from the supply base

Description
In order to buy well it is important to understand a few basic principles and apply a series of tools and 
approaches in given situations. The Buyer’s Toolkit distills all the best practice tools for professional 
buying and negotiating into a simple, jargon-free framework that can be picked up and applied by 
anyone who buys. The book seeks to transform how individuals view and practise buying so they know 
when to influence a situation and what to do to buy well.  
 
The Buyer’s Toolkit has a simple chapter layout, contains graphics and models, and a simple flow of 
tools through the book with an overarching framework, that glues them together. Covering different 
buying scenarios, understanding and defining the requirements, choosing the right deal and supplier, 
negotiation, managing the contract and the suppliers, fixing problems and sustainable buying, this 
comprehensive guide will help you boost your advantage as a buyer.

Author Information
Jonathan O’Brien is the CEO of the 
international purchasing consultancy and 
training provider, Positive Purchasing Ltd. 
With over 27 years’ experience working 
in purchasing, he has worked all over the 
world to help global organizations increase 
their purchasing capability through training, 
education and working directly with 
practitioners and executive teams to drive in 
the adoption of category management and 
other strategic purchasing methodologies. 
He is also author of Category Management 
in Purchasing, Supplier Relationship 
Management and Negotiation for 
Procurement Professionals, all published by 
Kogan Page.

The Buyer’s Toolkit
An Easy-to-Use Approach for Effective 
Buying

Edition: 1
Date: 03/09/2017
Price: £39.99
ISBN Print: 9780749479817
ISBN Ebook: 9780749479824
Pages: 288
Format (mm): 234x156
Product Category: Professional/Reading List
Subject: Procurement



257 Procurement
Logistics, Operations and Supply 
Chain Management

Table of Contents

1 Procurement strategy
1.1 Introduction: the strategic role 

of procurement
1.2 Procurement and the 

organization: organizing for 
the future

1.3 The strategic procurement 
cycle

2 Procurement and the supply 
network

2.1 Supplier relationship 
management

2.2 Global sourcing
3 Delivering performance in 

procurement
3.1 The impact of procurement on 

financial results
3.2 Strategic cost management
3.3 From cost to value in 

procurement
3.4 Supply chain risk management
3.5 Information technology in 

procurement
4 Sustaining procurement 

performance
4.1 Sustainable procurement
4.2 The future of procurement: 

pitfalls and pathways to 
progress

This book
 « Features real world case studies from leading organizations across the world, including Tesco, BAA, 
Tata, Coca-Cola, P&G and IBM

 « New to this edition: updated cases and examples, and a new chapter on the procurement process

 « Covers key strategic considerations, including: global sourcing; cost and value evaluations and 
cost management; supplier relationship management; information technologies and procurement; 
sustainable procurement and future developments

 « Provides indispensable advice on mitigating risk, driving innovation, maintaining efficiency, leading 
procurement teams, and understanding key trends and changes affecting procurement

 « Offers powerful practical tools for managing procurement and supply, brought to you by the 
authors Martin Christopher, Remko van Hoek and Carlos Mena

Description
Leading Procurement Strategy is a must-read for all senior procurement executives wishing to further 
enhance their skill set, master the latest developments in procurement strategy and really come into 
their own as procurement leaders. The expert author team explains how to effectively manage and 
mitigate risks in the supply chain, appreciate the key issues affecting the procurement function and 
develop best practice excellence in teams.  
 
Providing the latest thinking in procurement and supply management within the broad perspective 
of different industries, this second edition of Leading Procurement Strategy covers: global sourcing; 
supplier relationship management; cost management; information technologies and future 
developments. The book is underpinned by academic theory and supported by an extensive range 
of real world case studies drawn from the authors’ experiences, including Tesco, Tata, Coca-Cola, 
BAA, P&G and IBM. This new edition provides the skills, knowledge and tools needed to articulate 
an effective strategy and embrace a transformational role to lead procurement teams, showing how 
procurement can become an influential function that delivers sustainable competitive advantage.

Author Information
Carlos Mena is the Nike Professor of 
Supply Chain Management at Portland State 
University (PSU). Prior to joining PU he was a 
faculty member at Michigan State University 
and at Cranfield University (UK). The focus 
of his research is the impact of procurement 
and supply chain management practices 
on economic, social and environmental 
performance. He has more than 80 
publications to his name and regularly 
presents at international conferences.  
 
Remko van Hoek is Professor at the Supply 
Chain Management Department of the 
University of Arkansas, Sam M. Walton 
College of Business. He is also an independent 
advisor to several companies on sourcing 
and procurement. Previously he was Chief 
Procurement Officer at the Walt Disney 
Company, with responsibility for $15 billion in 
external spend. He also held procurement and 
supply chain executive roles in both the USA 
and Europe with several companies, including 
Nike, Cofely (GDF SUEZ) and PwC.  
 
Martin Christopher is Emeritus Professor of 
Marketing and Logistics at Cranfield School of 
Management. He is a regular contributor to 
conferences and workshops around the world.
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This book
 « Explains the strategic value of procurement and why procurement is critical to successful business

 « Explores the potential for significant cost savings for senior management, Finance Directors, and 
CEO’s through maximising value from suppliers and third-party spend

 « Includes examples and real-life case studies from the author’s work in procurement for leading 
organisations

 « Explores the ’why’ and ’what’ of good procurement rather than the ’how’

Description
A company’s success is determined by its ability to utilize all its assets. Yet two assets often 
neglected by the boardroom are the amount it spends on goods and services and the expertise of 
the organisation’s key suppliers. This highly accessible book will help you understand how to tap 
into these assets to secure competitive advantage. With application to organisations in all industries 
internationally, Strategic Procurement details why procurement is critical to successful business 
performance. It explores the strategic value of procurement to business and the potential for 
significant cost savings through maximising value from suppliers and third-party spend. 
 
A lot has changed in the world of strategic procurement. While many developments have served to 
reinforce the business value of good procurement practices, there are many risks associated with poor 
procurement. On the upside, procurement’s role has increased in many recent mega-mergers. On 
the downside, there are glaring examples of supply continuity issues triggered by natural disasters; 
reputational issues related to supply chains of companies like BP and Apple; and the inadvertent role 
played by suppliers as the weakest link in cyber-crime. 
 
This second edition of Strategic Procurement has been thoroughly updated to reflect these 
developments. Besides real-life case studies, there is a new chapter on procurement’s role in delivering 
successful mergers and acquisitions as well as three new chapters exploring the mitigants to a 
variety of supplier-related risks. Additionally, there are expanded sections on corporate responsibility, 
procurement proficiency, good procurement across the organisation, and new ways of supplier 
collaboration.

Author Information
Caroline Booth specializes in procurement 
transformation - helping organizations to 
recognize and exploit the real value of third 
party expenditure and suppliers’ expertise. 
She has enjoyed an international career in 
business and consultancy with Shell, Ernst 
& Young, Lloyds Banking Group and more 
recently, as Chief Procurement Officer for TD 
Bank Group.
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This book
 « Provides an overview of contracting logistics and the complexities of procurement and acquisition

 « Gives clear guidelines for successfully planning, negotiating and managing a contract

 « Features interesting examples of successful procurement projects from different industries, such as 
defence, aviation and ship building.

 « Includes case studies from Ministry of Defence, Heathrow Airport and Cross-Rail based on the 
author’s experience of leading the procurement and acquisition projects.

 « Online Resources: contract templates for procurement and acquisition projects

Description
The role of a contracting professional begins well before the award of a contract and doesn’t end 
until the benefits of the acquisition have been realised, long after the deliverables arrive in a box 
on a loading dock. Global Contract Logistics tackles the growing complexity of contracting in a 
technologically accelerating world. The author looks at the common errors and the ten phases of a 
successful acquisition. 
 
Global Contract Logistics examines what it takes to be an intelligent client, one who employs 
contracting or procurement professionals to obtain goods and services on their behalf. It debunks 
many commonly held myths involving contracting, procurement and acquisition and outlines ten vital 
steps towards success for intelligent clients and their supporting acquisition professionals. The text is 
supported by case studies of projects that the author Steve Morgan has led, during his time with the 
Ministry of Defence and BAA. Online supporting resources include contract templates for procurement 
and acquisition projects. 
 

Author Information
Steven Morgan was Director of Commercial 
Operations at the UK’s Ministry of Defence 
(MoD). He was also responsible for the 
training, qualification, mentoring, and 
deployment of Commercial professionals 
throughout the MoD in collaboration with 
the Defence Academy. He was previously 
Capital Programmes Director for BAA, where 
he was responsible for capital projects and 
procurement. He has also previously worked 
at Sellafield as director of commercial and 
contract management.
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This book
 « Focuses on specific logistics and supply chain issues relevant to retail management

 « Includes internationalization, corporate social responsibility and green logistics, and explores 
practical examples from Tesco and Schuh

 « New to this edition: New material on the luxury fashion industry and the logistical challenges of 
e-commerce

 « Features contributions from leading academics in the field and retail logistics practitioners

Description
Logistics and supply chains play a vital role in the overall success of retail management. This fifth 
edition of Logistics and Retail Management covers the major strides made in retail logistics and the 
challenges which remain, providing students and professionals with the current thinking and research 
in this strategic field. Including chapters on internationalization, corporate social responsibility (CSR), 
and green logistics, the book also explores examples from successful organizations such as Schuh and 
Tesco.  
 
Fully updated with the latest international developments and on-going changes in the field, Logistics 
and Retail Management, 5th edition is a multi-contributed collection from leading academics and 
practitioners and an expert editor team. The new edition also includes material on the luxury fashion 
industry and the logistical challenges of e-commerce. Logistics and Retail Management, 5th edition is 
the essential text for students of retail logistics and supply chain management.

Author Information
John Fernie is Emeritus Professor of 
Retail Marketing at Heriot-Watt University, 
Edinburgh. He has written and contributed 
to numerous textbooks and papers on retail 
management, especially in the field of retail 
logistics. 
 
Leigh Sparks is Professor of Retail Studies at 
the Institute for Retail Studies, University of 
Stirling, Scotland. He is on the editorial boards 
of several leading marketing and business 
journals.
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This book
 « Explores retail supply chain and merchandising from the very basics, up to strategic and senior level 
challenges

 « Includes an academic presentation of theories and models used to aid practical understanding

 « Includes tools and case studies to help supply chain managers and merchant planners work more 
effectively

 « Explores the differences between industries in retail (i.e. the supply chain function in a supermarket 
is different to a merchandising function in a fashion retailer)

 « Bridges the gap between research-based texts and those aimed solely at managers

Description
Buying, merchandising and the supply chain are inextricably linked. Product merchandisers play 
a key role within retail, as profits can be affected by how successfully they undertake their work. 
Merchandisers set prices to maximise profits and manage the performance of ranges, planning 
promotions and mark-downs as necessary. They also oversee delivery and distribution of stock and 
deal with suppliers. Their connection with and understanding of the supply chain is vital. Supported by 
theories, explanations and real-life examples, Managing the Retail Supply Chain looks at concepts and 
core themes that run across all sectors. 
 
Many businesses use a one-size-fits-all solution for any issues which arise, leading to big problems. 
Managing the Retail Supply Chain presents numerous examples of different business models 
adopted by a variety of companies. Covering basic principles of retail supply chain, KPIs, merchandise 
planning and demand planning as well as omnichannel, vertical integration, on-shelf availability 
and e-commerce, Managing the Retail Supply Chain is an essential guide for anyone involved in or 
studying retail supply chains and merchandising.

Author Information
James Topps has worked in retail supply 
chain for Kraft (Formerly Cadbury), Ted Baker 
and Morrison’s. He currently heads up the 
merchandise planning (formerly supply chain) 
for Maplin Electronics, Rotherham. 
 
Glenn Taylor is currently Merchandise 
Planning Director at Maplin Electronics. He 
has been Merchandise and Supply Chain 
Director in companies such as Dreams, B&Q 
and BonMarche, developing best practice 
through periods of expansion and growth 
for business on and offline, in the UK and 
overseas.
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This book
 « Looks at the benefits of the supply chain finance (SCF) approach, including reduction of working 
capital and increased profitability through the supply chain

 « Examines the role of innovative technologies to support SCF, such as blockchain and the Internet of 
Things (IoT)

 « Presents solutions and programmes that help mitigate and better manage financial flows within and 
across the supply chain

 « Contains essential theory and practical case studies, making this a vital text for MSc, PhD and MBA 
students

 « Links the field of SCF to that of the overarching problem of sustainability

 « Online resources: self-test multiple-choice and essay questions for each chapter

Description
Supply Chain Finance is a contributed book looking at the two major perspectives of managing finance 
across the supply chain. The first is more short-term, focused on accounts payables and receivables. 
The second is a more overarching perspective, focused on working capital optimization in terms of 
inventory and asset management. It includes chapters from a variety of research perspectives, as 
well as from business and policymakers. The authors look at the benefits of the supply chain finance 
approach including reduction of working capital, access to more funding at lower costs, risk reduction, 
as well as an increase of trust, commitment, and profitability through the chain. 
 
Supply Chain Finance includes theory as well as practical case studies addressing advances in the area 
of supply chain finance. The editors and contributors look at how to design and implement supply 
chain finance in supply chains and examine what the future holds for this important area. Online 
supporting resources include self-test multiple-choice and essay questions for each chapter.

Author Information
Wendy Tate is the William J. Taylor Professor 
of Business and Cheryl Massingale Faculty 
Research Fellow, Department of Supply 
Chain Management at the Haslam College of 
Business, University of Tennessee in Knoxville, 
Tennessee. 
 
Lydia Bals is Professor of Supply Chain & 
Operations Management at Mainz University 
of Applied Sciences, Germany and Visiting 
Professor at the Department of Strategy & 
Innovation, Copenhagen Business School, 
Denmark.  
 
Lisa M. Ellram is the Rees Distinguished 
Professor of Supply Chain Management in the 
Department of Management at the Farmer 
School of Business, Miami University in 
Oxford, Ohio.
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This book
 « Looks at the relationship between supply chain decisions and financial performance, measured by 
financial statements including the income statement, balance sheet and key financial and non-
financial performance indicators

 « Examines the applications of traditional and contemporary costing approaches and how they 
support supply chain management decision making

 « Looks at the development of financially sustainable supply chain operations that have incorporated 
supply chain finance, working capital management and risk management

 « Introduces a capital investment appraisal toolkit to construct the business case for investing in 
supply chain assets or considering an outsourcing or insourcing decision

 « Online resources: invaluable study questions and worked solutions to reinforce the learning as 
well as multiple-choice questions with solutions and PowerPoint activities

Description
The need to contain costs across the business is as strong as ever and the search for cost reduction 
opportunities is intensifying. There still remains one last major opportunity to take out costs - through 
the supply chain. Ultimately all costs will make their way to the final marketplace to be reflected 
in the price paid by the end user. Smart companies instead seek to make the supply chain more 
competitive through the value it creates and the costs it reduces overall. They have realised that the 
real competition is not company against company but rather supply chain against supply chain. 
 
Supply Chain Management Accounting looks at how the evolution of supply chains has been 
dramatic over the last few years, with more and more companies moving to sourcing overseas, 
distributing finished goods to overseas markets, and increasing their international operations. 
The seeking of low-cost country sourcing, optimizing manufacturing, and exporting products and 
services has created new challenges to demand forecasting and supply chain planning. Supply Chain 
Management Accounting presents a wide range of approaches and ground-breaking research 
findings. The book covers profitability, liquidity and asset utilisation, product costing, activity-based 
costing, investment appraisal, customer profitability analysis, budgeting and sales and operations 
planning. Online supporting resources include invaluable study questions and worked solutions to 
reinforce the learning as well as multiple-choice questions with solutions and PowerPoint activities.

Author Information
Simon Templar is a qualified accountant 
with 20 years industry experience as well as 
a lecturer on supply chain and procurement 
MScs in Cranfield and Plymouth. The 
author is a founding member of the Supply 
Chain Finance Community, a not-for-profit 
association which aims to share best practice 
and new research in an open, collaborative 
environment.
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This book
 « Examines the ’inventory’ or ’working capital’ angle, which is overlooked in many of the more 
strategic supply chain management texts

 « Includes a practical road map on how to improve a business and facilitate an improved Return-on-
Capital-Employed

 « Online resources: Includes worksheets covering basic financial concepts such as cash flow and 
working capital, with example data sets and guidelines/exercises to make it interactive

 « Provides insightful case studies examining successful supply chain transformation programmes 
employed in a wide variety of international companies

Description
Supply Chain Strategy and Financial Metrics is a step-by-step guide to balancing the triangle of 
service, cost and cash which is the essence of supply chain management. Supply chains have become 
increasingly strategy-driven, and this Supply Chain Triangle approach puts the supply chain at the 
heart of the strategy discussion instead of seeing it as a result.  
 
Supply Chain Strategy and Financial Metrics fully reflects the ’inventory’ or ’working capital’ angle and 
examines the optimisation of the supply chain and Return on Capital Employed. Including case studies 
of Barco, Casio and a selection of food retail companies, this book covers building a strategy-driven 
KPI dashboard, target setting and financial benchmarking. Regular examples and diagrams illustrate 
how different types of strategies lead to different trade-offs in the Supply Chain Triangle. This ground-
breaking text links supply chain, strategy and finance through financial metrics, therefore creating 
value for the shareholder. Online supporting resources include worksheets covering basic financial 
concepts such as cash flow and working capital, with example data sets and guidelines/exercises to 
make it interactive.

Author Information
Dr Bram DeSmet is the CEO of Solventure 
where he helps global production and 
retail organizations in the domain of 
Strategy, Supply Chain and Operations. He 
is a Professor in Operations & Supply Chain 
Management at Vlerick Business School, 
Belgium.
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This book
 « Provides readers with a comprehensive understanding of the financial synergies across the supply 
chain

 « Combines theory and practice to tackle key issues and adapt supply chain finance to individual 
organizations’ circumstances

 « Presents several initiatives to coordinate and develop cross-border financing from institutions such 
as the World Bank

 « New to this edition: interviews from SCF platform providers, new examples on working capital 
management, additional learning activities and a terminology list

Description
Financing the End-to-End Supply Chain provides readers with a comprehensive understanding 
of the financial synergies across the supply chain. It demonstrates the importance of the strategic 
relationship between the physical supply of goods and services and the associated financial flows. 
The book provides a clear introduction, demonstrating the importance of the strategic relationship 
between supply chain and financial communities within an organization. This book links together 
treasury, banking, supply chain, systems, IT, and key stakeholders.  
 
Financing the End-to-End Supply Chain will help senior supply chain practitioners to build 
collaboration, improve relationships and enhance trust between supply chain partners. With its 
combination of theory and practice it tackles vital issues including physical, information and financial 
flows, and tailoring supply chain finance to individual organisations’ circumstances. Recognising that 
supply chain finance means different things in different countries, the authors also consider various 
initiatives to harmonize and develop cross-border financing as well as including an agenda for national 
and international policy makers. The new edition features interviews from SCF platform providers on 
how ecosystems are involved in supply chain finance, additional learning activities for students and 
new examples on working capital management.

Author Information
Simon Templar is a founding member of the 
Supply Chain Finance Community, a non-for-
profit association. Simon Templar is a qualified 
accountant with 20 years’ industry experience 
as well as a lecturer on supply chain and 
procurement MSc’s at Cranfield University.  
 
Erik Hofmann is Head of Supply Chain 
Finance-Lab at the University of St Gallen in 
Switzerland.  
 
Charles Findlay is an experienced Business 
Strategy, Supply Chain and Procurement 
consultant and Founder at International 
Supply Chain Finance Community.
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This book
 « Offers a theoretical underpinning with supporting supply chain management tools and strategies

 « Provides examples of best practice, including case studies of companies such as Nestlé and 
organisations from the Gartner Supply Chain Top 25

 « Presents essential supply chain technologies, such as RFID, barcodes, logistics technology, 
automated warehouses, omnichannel, as well as future trends, such as big data, the Internet of 
Things (IoT) and autonomous systems

 « Looks at how effective supply chain strategy can boost a company’s competitive advantage and 
examines the importance of talent management and organisational strategy

Description
Supply chains, including logistics, are the functional elements of an organisation’s operations. To 
formulate a strategy for this operation to work seamlessly the organisation needs to align these 
operations with the corporate and business strategy. Strategic Supply Chain Management provides 
examples of best practice and effective supply chain strategic leadership for managerial teams who 
have previously been operating on a tactical or operational level, as well as students who need to learn 
about applying the theories of strategic supply chain management in practice. There are short cases 
within each chapter and long cases at the end of each chapter.  
 
Strategic Supply Chain Management introduces concepts and tools which will enable successful 
buyer-supplier relationships and effective organizational leadership and talent management. Samir 
Dani also includes extensive coverage of the technological side of strategic supply chain management, 
including RFID, barcodes, logistics technology, automated warehouses and omnichannel. He also 
examines future trends, such as big data, the Internet of Things (IoT), autonomous systems and 
artificial intelligence.

Author Information
Samir Dani is Professor of Logistics and 
Supply Chain Management and Head 
of Logistics, Operations and Hospitality 
Management at the University of 
Huddersfield, UK.
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This book
 « The first edition, Supply Chain Risk, won the ACA Bruel Special Mention prize in Paris for its 
contribution to the purchasing and supply chain industry

 « Includes comprehensive resources, for both academics and practitioners, such as business surveys 
and tools for teaching, such as summaries and questions at the end of each chapter

 « Uses case studies to underpin real-world relevance and practical application

 « Provides insights into different supply chain risk strategies used by multinational corporations

Description
WINNER: ACA-Bruel 2014 - Special Mention Prize (1st edition) 
 
With increased outsourcing, globalization, and just-in-time production, the ability to effectively 
identify, assess and manage risks in the supply chain is more important than ever. Supply Chain Risk 
Management is a practical learning resource which explores a wide range of external threats to the 
supply chain such as natural disasters, economic risk, terrorism and piracy. An ideal companion to 
academic and professional training courses, it presents a robust set of strategies which can minimize 
and mitigate supply chain risk. 
 
Supply Chain Risk Management includes numerous best practice case studies, with each case 
documenting the company’s supply chain or production strategy and outlining the catastrophic event 
which occurred. This comprehensive second installment of Supply Chain Risk, which won the 2014 ACA-
Bruel Special Mention prize, analyses the supply chain consequences, material losses, management 
response, and resultant changes to a company’s supply chain strategy. With a new chapter on cyber 
threats to supply chains, Supply Chain Risk Management also includes academic pedagogy such as 
objectives, summaries and a key point checklist in each chapter.

Author Information
John Manners-Bell is founder and CEO of 
Transport Intelligence, a leading supplier 
of market solutions to the global logistics 
industry. He is former Chair of the Logistics 
and Supply Chain Global Agenda Council at 
the World Economic Forum, and adviser to 
the UN and the European Commission. He 
is Visiting Professor at the London Guildhall 
Faculty of Business and Law, London 
Metropolitan University. He is also author 
of Supply Chain Ethics, Introduction to Global 
Logistics and Logistics and Supply Chains in 
Emerging Markets, all published by Kogan 
Page.
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This book
 « Explains the theory behind Supply Chain 4.0 and its application in practice, examining existing and 
emerging technologies, such as IoT, autonomous vehicles and big data

 « Explores the significant value of smart and integrated logistics operations

 « Provides guidelines for designing and implementing innovative methods and techniques in order to 
address logistics problems effectively and systematically

 « Includes case studies of “Logistics 4.0” solutions in action, from companies such as Tesco, DHL and 
Waitrose

 « Online resources: powerpoints of lecture notes and research findings

Description
Supply Chain 4.0 has introduced automation into logistics and supply chain processes, exploiting 
predictive analytics to better match supply with demand, optimising operations and using the latest 
technologies for the last mile delivery such as drones and autonomous robots. Supply Chain 4.0 is 
an edited book which presents new methods, techniques, and information systems that support the 
coordination and optimisation of logistics processes, reduction of operational costs as well as the 
emergence of entirely new services and business processes.  
 
Supply Chain 4.0 includes the state-of-the-art research and key contributions from the emerging 
’Supply Chain 4.0’ domain. Researchers from academia and industry present their latest theoretical 
contributions, and innovative ideas. This edited book considers the latest technologies and operational 
research methods available to support smart, integrated, and sustainable logistics practices focusing 
on automation, big data, Internet of Things, autonomous vehicles, decision support systems for 
transportation and logistics. It also highlights market requirements and includes case studies of 
cutting edge applications from innovators in the logistics industry. Online supporting resources include 
powerpoints of lecture notes and research findings.

Author Information
Professor Michael Bourlakis is the Head of 
the Logistics, Procurement & Supply Chain 
Management Group at Cranfield School 
of Management. He is a member of the 
European Technology Platform (Food for Life, 
European Commission).  
 
Dr Emel Aktas is a Senior Lecturer in 
Cranfield School of Management at Cranfield 
University. She specialises in supply chain 
analytics, using mathematical modelling and 
decision analysis in transport, retail, and 
manufacturing sectors.  
 
Dr. Vasileios Zeimpekis is a lecturer 
at the Hellenic Open University. He is 
a transportation expert in the United 
Nations Economic Commission for Europe 
(UNECE) and in the Hellenic Committee 
for Competitiveness and Development 
for Logistics. He is the Vice President of 
Operations at the board of directors of the 
Hellenic Logistics Association.  
 
Professor Ioannis Minis is a Professor in the 
Department of Financial and Management 
Engineering of the University of Aegean. He is 
also the chairman of the National Council for 
Supply Chain Growth and Competitiveness, an 
advisory body to the Greek government.

Supply Chain 4.0
Improving supply chains with 
analytics and Industry 4.0 
technologies

Edition: 1
Date: 03/03/2020
Price: £49.99
ISBN Print: 9781789660739
ISBN Ebook: 9781789660746
Pages: 400
Format (mm): 234x156
Product Category: Textbook/Professional
Subject: Supply Chain 

Management



269 Supply Chain Management
Logistics, Operations and Supply 
Chain Management

Table of Contents

1 The strategic management 
framework and supply chain 
strategy

1.1 The role of strategy in general 
management

1.2 Strategic requirements and 
needs of today’s economy

1.3 Systems theory and 
cybernetics and the supply 
chain

1.4 A new model to shape supply 
chain strategy

2 Supply chain management 
as a key strategy enabler

2.1 The role of SCM in a 
company’s strategy

2.2 Supply Chain drivers and 
metrics

2.3 Supply Chain performance to 
achieve strategic fit

2.4 The strategy implementation 
and adaptation process of 
SCM

3 Case studies
3.1 BAT
3.2 Daimler
3.3 Mondi
3.4 Unilever

This book
 « Demonstrates how to integrate customer responsiveness and agile supply chains into the overall 
value chain strategy

 « Provides research-based models and frameworks which introduce new ways of driving effective 
strategic decision-making

 « Presents an interdisciplinary approach, highlighting the important field of systems sciences

 « Includes real-life examples of how to increase competitive advantage through effective value chain 
management, from large corporates such as BAT and Maersk

 « Online Resources: powerpoints summarising key theories and applications

Description
A supply chain is the process of all parties involved in fulfilling a customer request, while a value 
chain is a set of interrelated activities a company uses to create value and a competitive advantage. In 
Global Value Chain Management the authors bring together a variety of disciplines, showing how to 
move from traditional supply chain management to value chain management. Research from the (ISM) 
International School of Management, Germany, originating from a network of companies in a range of 
sectors, is integrated with case studies to demonstrate particular concepts. 
 
Global Value Chain Management brings together theory and practice and presents tangible ways of 
creating competitiveness in a changing world through the use of effective models and frameworks. 
Challenging the traditional Porters Five Forces Model, the authors introduce the important academic 
disciplines of cybernetics and systems sciences as essential drivers of strategy within the supply chain, 
supported by case studies illustrating their implementation. Online supporting resources include 
powerpoints summarising key theories and applications.

Author Information
Qeis Kamran is a Professor at ISM 
International School of Management, 
Dortmund. He previously worked in sales, 
management and leadership roles in retail, 
energy, oil and petrochemicals industries. 
 
Dr Rolf Neise was the Global Head of 
Logistics Operations at BAT (British American 
Tobacco plc.) responsible for defining Logistics 
Excellence in the End-to-End Supply Chain. 
He’s currently a lecturer at the International 
School of Management (ISM) in Germany and 
a senior consultant supporting multinational 
companies in optimising their supply chain 
management and logistics structures.
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This book
 « Demystifies blockchain technology and its intrinsic relationship to supply chain management.

 « Provides multiple case studies of how a variety of businesses are using blockchain in the supply 
chain, including companies such as Walmart, Coca-Cola and Microsoft

 « Offers practical tips, frameworks, and tools so readers can assess the business case for using 
blockchain and implement it within their supply chain

 « Includes an invaluable benchmark survey on the state of play of blockchain in supply chain 
management.

 « Online resources: PowerPoints of lesson plans

Description
Blockchain provides a secure ledger of transactions, programmable smart contracts, and real-time 
trustworthy visibility and insight into the supply chain process. For all the promises it offers to supply 
chain professionals, however, there’s very little guidance available on how organizations should begin 
evaluating and using it. Integrating Blockchain into Supply Chain Management provides that much 
needed step by step guidance.  
 
Integrating Blockchain into Supply Chain Management is a very practical book of tools, frameworks 
and case studies. It will help students and supply chain managers to evaluate the value proposition 
blockchain brings. It will then guide them through essential processes for making informed, practical, 
timely, and business-savvy decisions for using blockchain as an effective supply chain tool. It includes 
a valuable benchmark survey of the state of play in blockchain in supply chain management, including 
organisations such as Tyson Foods, IBM and Coca Cola, as well as downloadable frameworks and tools. 
Online supporting resources include PowerPoints of lesson plans.

Author Information
Remko van Hoek, is Professor of Supply 
Chain Management in the Walton College 
of Business at the University of Arkansas. 
Formerly Chief Procurement Officer for the 
Walt Disney Company, he has held senior 
supply chain executive roles in the US and 
Europe at several companies, including Nike 
and PwC. He also is the Chair of the Board 
of Directors of the Council of Supply Chain 
Management Professionals (CSCMP). 
 
Brian Fugate is the Oren Harris Chair in 
Transportation, Chair of the Department of 
Supply Chain Management at the University 
of Arkansas, and MIT Fulbright Senior 
Research Scholar.  
 
Marat Davletshin was formerly an 
Operations Manager with Amazon and is 
currently at the University of Arkansas. 
 
Matthew A. Waller is the Dean of the 
Sam M. Walton College of Business at the 
University of Arkansas, where he also serves 
as the Sam M. Walton Leadership Chair and a 
Professor of Supply Chain Management.
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This book
 « Examines how effective new business models are not about digitization, but automation: machine-
to-machine transactions, without human involvement

 « Includes clear guidelines on how to derive a blockchain strategy from the overall business and 
supply chain strategy, with examples from companies such as Maersk

 « Looks at the strong business case for integrating blockchain into supply chain management and 
provides actionable frameworks

 « Provides case studies of successful implementation of blockchain and supply chain automation, 
such as the self-booking container, based on research by the Fraunhofer Institute, and examples 
from IBM, Maersk-Line, ABN-AMRO

Description
Blockchain can transform companies when successfully integrated into existing supply chain 
ecosystems and practices. The key benefits include dispute resolution, foolproof track and trace, event 
management, operational as well as financial transparency, speed to market, visibility, elimination 
of heavy reliance on intermediary, integration of IoT technology, machine learning, and artificial 
intelligence. Blockchain and the Supply Chain highlights how to use blockchain as an enabler and key 
driver for solutions in the end-to-end supply chain.  
 
Blockchain and the Supply Chain examines the business case for blockchain, including increased 
efficiency of transactions. It also covers the broader set of technologies relevant to supply chains, 
such as IoT, Big Data and Cyber Security basics and the capabilities they offer. The team of authors 
look at the evolution of the network, systems and finance, as well as basics of blockchain such as 
peer-to-peer transactions, consensus-based algorithms and smart contracts. The book includes cases 
which highlight the opportunities within the different nodes of systems, sales and operations planning 
and provide practical examples from specific supply chains, such as the movement of temperature-
controlled goods, dry goods and precious commodities, as well as general cargo flow.

Author Information
Nick Vyas is the Executive Director and 
Co-founder of USC Marshall’s Center for 
Global Supply Chain Management and 
Assistant Professor of Clinical Data Sciences 
& Operations. He teaches GSCM and Lean Six 
Sigma and global supply chain management 
to leaders from various industries at Cal 
Polytechnic University, Pomona. Previously 
Vyas managed global operations for Duty Free 
International, Sears, Federated Stores, and 
Toys R Us, where he integrated technology, 
directed teams, and oversaw strategic 
transformation initiatives that both optimized 
speed-to-market and managed cost and 
quality. 
 
Aljosja Beije is is co-founder of Blocklab and 
a PhD candidate at the Politecnico di Milano, 
where his research focusses on blockchain 
and SCM. 
 
Bhaskar Krishnamachari is Director of USC 
Viterbi Center for Cyber-Physical Systems 
and the Internet of Things and Professor of 
Electrical Engineering and Computer Science 
Professor in the University of Southern 
California, LA.  
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This book
 « Presents disruptive technologies as the enablers or drivers of new business models, products, 
services and overall solutions

 « Maps how to create and implement superior process improvement solutions across the entire 
supply chain

 « Features case studies of organizations that have successfully integrated new technologies into their 
existing business models and supply chains, such as BT, Morrisons and Aramex

 « Features a foreword by world-leading thought leader, John Gattorna

 « Online resources: templates for metric-based process models focusing on the key enablers and 
inhibitors

Description
Disruptive technologies have the power to upend supply chains, adding uncertainty, cost, and 
complexity to any business. These technologies can also create competitive advantage, but only if 
organizations strategically build them into their supply chains. Supply Chain Disruption, with a 
foreword by John Gattorna, provides the vital knowledge that supply chain managers need in order to 
implement disruptive technologies strategically. This essential book avoids a one-size-fits-all approach 
and encourages the reader to consider customer needs first before aligning appropriate technologies 
with each supply chain application. 
 
Supply Chain Disruption focuses on information systems, analysing how companies currently integrate 
and implement potentially disruptive technologies into their supply chain roadmaps. It presents new 
ways of planning more effectively and efficiently through the use of new tools and techniques, creating 
improvements in agility, customer service and cost. Online supporting resources include templates for 
metric-based process models focusing on the key enablers and inhibitors.

Author Information
Steve O’Sullivan is a supply chain and 
logistics specialist with extensive two-
decade international experience in complex 
business-critical environments for firms across 
multiple industries, such as aviation and 
consumer electronics. As an academic scholar-
practitioner, Steve consistently creates and 
implements superior process improvement 
solutions across the entire supply chain 
process, while supporting international 
management teams in meeting and exceeding 
established targets.
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This book
 « Discusses trends, issues and challenges associated with integrating e-business with supply chain 
management

 « Provides an overview of the use of B2B and B2C technologies in supply chains in different 
industries, such as HE institutions, multinational automation corporations and healthcare

 « Uses bona fide case studies from industry and academia which highlight concerns and problems 
such as e-technology security and collaborative system use

 « Looks at how to use e-technologies to increase the efficiency of logistics, production, distribution 
and other related activities

Description
Using e-business technologies to manage supply chains increases the efficiency and performance of 
logistics, production, distribution and other related activities. E-Business and Supply Chain Integration 
explains how a number of tools can be used to produce an e-supply chain and achieve higher 
productivity. 
 
This essential book examines supply chain theories along with real life cases and examples from 
industry to illustrate how e-business can enhance supply chain integration and highlights the negative 
outcomes when it is poorly managed. Dr Ozlem Bak and a team of expert contributors from practice 
and academia assess the impact of e-business on numerous different sectors, such as automotive, 
healthcare, logistics, higher education, and professional services. E-Business and Supply Chain 
Integration explains the strategic implications of new technologies and provides guidance on effective 
supply chains in e-businesses.

Author Information
Dr Ozlem Bak is Senior Lecturer at 
Huddersfield University, UK. She lectures 
on courses in operations management, 
purchasing, and supply chain management 
at undergraduate and postgraduate level. 
Before entering academia she worked in the 
automotive industry for companies such as 
Daimler Chrysler and Hyundai.
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This book
 « Explains Integrated Business Planning frameworks and how they can be applied to supply chain 
management

 « Encourages the application of academic theories to real-world problems, such as how to build an 
honest and open supply chain

 « Discusses change and how to implement it through learning from examples provided by a range of 
supply chain professionals: academics, practitioners, consultants and service providers

 « Includes numerous international case studies illustrating the successful and unsuccessful 
implementation of change

Description
Managing changes to the supply chain comes with its unique challenges. Supply chain planning 
presents an especially complex challenge for the change practitioner as multiple stakeholders and 
functions are involved. Successful Integrated Planning for the Supply Chain evaluates different 
approaches to change interventions and explores how Integrated Business Planning could be 
implemented in any organization to create sustainable improvements.  
 
Using frameworks based on extensive academic research, Richard Lloyd considers the potential 
blocks to an effective supply chain, and advises on how to deal with and identify uncertainties within 
an organization. Numerous international case studies included throughout show that every project has 
its own set of unique problems. Successful Integrated Planning for the Supply Chain is an invaluable 
guide for anyone who needs to implement change in the supply chain.

Author Information
Richard Lloyd is Associate Director of the 
Supply Chain Centre of Excellence at TATA 
Consultancy Services, Mumbai. The author has 
worked for lots of international companies 
designing and managing supply chains 
such as NOKIA, where he was responsible 
for driving their global supply chain. He is 
a visiting lecturer at Cranfield University, 
Bedford, UK.
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This book
 « Explains how to transform your company’s operational performance by implementing demand-
driven supply chain management

 « Provides a very simple, but effective, way to segment your supply chain and achieve your planned 
service levels from up to half the average inventory while using significantly less capacity

 « Understand how to reduce capacity - delivering cost savings of approximately 20%

 « Online resources: Full-colour figures from the book

Description
Many manufacturing and distribution companies are moving from the traditional ’forecast push 
MRP’ to demand-driven supply chain management (SCM). Demand-driven SCM is an ’end-to-end’ 
supply chain planning and replenishment process that enables companies to achieve their planned 
service levels from up to half the average level of inventory and requiring significantly less throughput 
capacity - irrespective of the level of demand volatility or lead-time length.  
 
Demand-Driven Supply Chain Management is the go-to source for industry supply chain/operations 
executives and students. It describes the ’what, how and why’ of the demand-driven SCM process. 
The key themes in the book are: what is demand-driven? why is demand-driven so effective? how 
to operate a demand-driven supply chain? and how to adopt the demand-driven process in your 
company? Readers can quickly grasp the essential concepts from one of numerous self-contained 
sections that present the book’s key concepts from different perspectives. Online resources available 
include full-colour figures.

Author Information
Simon Eagle is a senior supply chain 
planning and strategy consultant with 
over 20 years of international industry 
experience and significant expertise in 
S&OP and demand-driven supply chain 
management. He works with manufacturing 
and distribution companies that wish to make 
a transformational improvement in their E2E 
operations and supply chain performance 
and does so through helping them to adopt 
’demand-driven’ planning and execution.
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This book
 « Provides best practice examples of collaborative working to help streamline working practices and 
drive waste and inefficiency out of supply chains

 « Examines the role that government, industry bodies, regulators and contractor trade associations 
can play in driving collaborative innovation

 « Provides insights into future digital collaborative knowledge-cube based procurement solutions

 « Online resources: Bonus chapter and roadmap

Description
Hyper competition and globalization mean that markets are changing. There is aggressive competition, 
shortening product life cycles, financial pressures and ever more demanding customers and 
consumers. Companies need to adopt new practices and new ways of thinking, so they are looking at 
collaboration across supply chains to become more sustainable, efficient and economical. Collaborative 
Principles for Better Supply Chain Practice looks at behavioural and commercial collaborative business 
principles and their application by means of case studies which showcase collaboration success across 
the private, public and 3rd sectors. 
 
Collaborative Principles for Better Supply Chain Practice covers different perspectives: the client 
looking down the supply chain, the suppliers looking up the supply chain and the inter-dependencies 
of organizations horizontally across the supply chain. The book explores operational and project-
type environments in different industry sectors, which will help you think about your supply chain 
differently and optimize your processes to achieve supply chain excellence. Online supporting 
resources include a bonus chapter and a roadmap on negotiations.

Author Information
Norman McLennan is a cross-industry leader 
in the area of supply chain management 
and business improvement. He is a visiting 
professor with the Robert Gordon University, 
Aberdeen. His professional industry 
experience spans over 30 years split between 
the oil and gas/energy, engineering and 
traditional construction sectors working in the 
UK, Europe and internationally with extensive 
supply chain management and commercial 
project management experience. The author 
is regularly invited to speak at related 
industry and professional bodies’ events and 
conferences.
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This book
 « Offers a detailed overview of all the major trends transforming the supply chain and logistics 
industry, such as automation and blockchain

 « Presents case studies of companies such as Amazon, Alibaba, Maersk, UPS and DHL who have 
successfully integrated new technologies into their business models

 « Investigates how disruptive technologies will transform supply chain dynamics in vertical sectors 
such as automotive and fashion

 « Provides practical guidelines, tools and frameworks to assist the development of new innovative 
business plans for future supply chains and logistics operations

 « Online resources: comprehensive resources including PowerPoints and sample case studies

Description
The Fourth Industrial Revolution is now transforming logistics and supply chain industries. Consumer 
habits are changing fast and supply chains are having to adapt to meet the challenges created by 
this dynamic new environment. Traditional logistics operating models are under threat. Incumbent 
freight operators across the entire transport and warehousing spectrum have been forced to develop 
strategies to effectively compete with new start-ups. The Logistics and Supply Chain Innovation 
Handbook provides a comprehensive overview of all the major new technologies and business models 
currently under development and looks at this process of disruption in detail. 
 
The Logistics and Supply Chain Innovation Handbook covers many important topics, such as crowd 
sourcing and shipping, on-demand delivery, autonomous vehicles, automation in the warehouse, 
electric vehicles and alternative fuels. It provides readers with a straightforward and easy to 
understand assessment of these innovations and their impact on the industry. Online supporting 
resources include PowerPoints and sample case studies.

Author Information
John Manners-Bell is the CEO of Ti (Transport 
Intelligence), a leading supplier of market 
research solutions to the global logistics 
industry. He is also Visiting Professor at the 
Guildhall School of Business and Law, London 
Metropolitan University. 
 
Ken Lyon specializes in the use of advanced 
information systems to manage the 
operations of 3PL, 4PL and lead logistics 
providers and their trading partner networks. 
He is the Chair of an international logistics 
software group and sits on the board of Ti
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This book
 « Reviews how Tesco has tackled all the recent challenges by revitalizing itself under Dave Lewis and 
facing down threats from discounters and Amazon

 « New to this edition: Chapters on rebuilding customer trust and Tesco’s Corporate Social 
Responsibility agenda

 « Uses real examples and academic research to explain the benefits of a Lean supply chain

 « Examines the key principles behind Tesco’s success: customer loyalty, simplicity of operations and 
Lean thinking

 « Winner of the prestigious Prix des Assocation 2016, in Les Plumes des Achats & Supply Chain

Description
WINNER: Les Plumes des Achats 2016 - Prix des Associations (1st edition) 
 
Over the last two decades Tesco has emerged as a dominant player in the UK market and a leading 
global retailer. The Lean Supply Chain explores how Tesco, over the last 20 years or so, has built its 
business around supply chain excellence. As a mega-retailer, Tesco has learnt to create a balanced 
supply chain system, supporting suppliers’ needs as well as customers’ requirements. This perspective, 
and an ambition to act sustainably, has underpinned a rebuilding of trust in the Tesco brand and a 
resurgence in commercial fortunes.  
 
This fully updated edition of The Lean Supply Chain contains new chapters on Tesco’s current strategy, 
rebuilding brand trust and its CSR agenda. It charts the principles of lean thinking, customer loyalty 
and simplicity which were used by Tesco to frame its supply chain strategy and draws upon the 
authors’ deep knowledge of how the retailer has dealt with challenges and market changes to provide 
lessons for other businesses, large or small, who wish to place how they manage their supply chains at 
the heart of their competitive strategy.

Author Information
Barry Evans has held roles at Tesco including 
Lean Process Manager in Supply Chain 
Development. He was part of the Lean 
Enterprise Research Centre at Cardiff Business 
School as a Senior Research Associate until 
his retirement.  
 
Robert Mason is Professor of Logistics and 
Programme Director, MSc Sustainable Supply 
Chain Management, at Cardiff Business 
School. He has led numerous business 
research projects, including working with 
Tesco as a partner.
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This book
 « Gives invaluable advice on how to address the volatility and vulnerability of global inter-connected 
networks and build resilient, reliable and effective supply chains that drive competitive advantage

 « Provides practical examples, strategies and recommendations that you can implement immediately, 
improving short-term performance as you prepare for longer-term issues

 « Features real-life case-studies taken directly from the author’s industry projects and extensive 
experience

 « Presents a multi-dimensional geographic view, including opportunities and challenges in developing 
markets, multi-modal options of the New Silk Route, the diversity within Asia and developments in 
emerging Africa

Description
Twenty-first-century supply chains have evolved into world-wide inter-connected supply-and-demand 
networks comprising vastly more complex operations, with profound inter-dependencies and exposure 
to greater volatility in our uncertain world. 
 
The linear concept of a chain is therefore no longer adequate to describe these complex international 
networks of suppliers, stakeholders, partners, regulators and customers that are involved in ensuring 
the efficient and effective movement of products, services, information and funds around the world - 
we are firmly in the era of Global Supply Chain Ecosystems.  
 
Exploring the latest market trends and industry developments across emerging, developing and 
developed markets, in Global Supply Chain Ecosystems industry leader Mark Millar presents detailed 
and practical insights that will help you capitalise on market opportunities, overcome supply chain 
challenges and make better informed business decisions. 
 
In addition to highlighting key supply chain shifts such as the move beyond globalisation back towards 
regionalisation, this ground-breaking new publication explores several critical aspects of global supply 
chain ecosystems - including visibility, resilience, sustainability and collaboration.

Author Information
Mark Millar is an internationally known 
industry expert who leverages over 30 years 
of global business experience to deliver 
practical knowledge and educated insights 
that help companies navigate the complex 
landscapes in Asia, develop new business 
opportunities, improve the efficiency of their 
supply chain ecosystems and make better 
informed business decisions.  
 
Acknowledged as an engaging and energetic 
presenter, the author has completed over 450 
speaking engagements at corporate events, 
client functions and industry conferences 
across 26 countries. A Visiting Lecturer at 
Hong Kong Polytechnic University, the author 
is recognised in the ’China Supply Chain Top 
20’, as one of ’Asia’s Top 50 Influencers in 
Supply Chain and Logistics’ and in the 2017 
USA listing of ’Top Pros-to-Know in Supply 
Chain’.
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This book
 « Covers the design and governance of the food supply chain

 « Looks at innovations and future trends in food supply chains

 « Assesses various challenges and supporting mechanisms to make sure the food that reaches our 
plates is safe

 « Provides international case studies, with a focus on India, China, South East Asia and Brazil

Description
WINNER: ACA-Bruel 2015 - Prix des Associations 
 
With the growth of the food industry come unique logistics challenges, new supply routes, demand 
dynamics and investment re-shaping the future of the food logistics industry. It is therefore important 
for the food industry to innovate both with regards to demand management and sustainability of 
food sources for a growing population. Food Supply Chain Management and Logistics provides an 
accessible and essential guide to food supply chain management, considering the food supply chain 
from ’farm to fork’. Samir Dani shows the reader how to stay ahead of the game by keeping abreast 
of global best practice, harnessing the very latest technology and squeezing efficiency and profit from 
increasingly complex supply chains.  
 
Food Supply Chain Management and Logistics covers essential topics in food supply chain 
management, including: food supply chain production and manufacturing; food logistics; food 
regulation, safety and quality; food sourcing; food retailing; risk management; food innovation; 
technology trends; food sector and economic regeneration; challenges in International food supply 
chains; triple bottom-line trends in the food sector; food security and future challenges. Winner of 
the 2015 Prix des Associations, this book has been commended for its comprehensive coverage of the 
design, governance, supporting mechanisms and future challenges in the food supply chain.

Author Information
Samir Dani is Professor of Logistics and 
Supply Chain Management and Head 
of Logistics, Operations and Hospitality 
Management at the University of 
Huddersfield. He has experience of leading 
and working on various research projects in 
a diverse range of management and supply 
chain related topics. He has experience of 
working on projects related to food supply 
chain risks, food sustainability and food value 
chains. Professor Dani has published widely 
and has presented to both academic and 
practitioner audiences. He has also worked in 
the manufacturing sector.
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This book
 « Provides real-world insights and guidance from experts in the construction industry, such as Brian 
Moone, Supply Chain Director of Mace, who were responsible for The Shard in London

 « Features topical and up-to-date case studies from leading companies and huge construction 
programmes

 « Examines the supply chain outside of the immediate construction site

 « Gives insight into different perspectives of various actors in the supply chain, including main 
contractors, different suppliers, logistics providers and consultants

Description
The construction logistics manager plays an increasingly central role in the construction process. In 
fact, their decisions can crucially affect the success or failure of a project. Recognition of the critical 
role they play has spurred evermore interest in this budding field amongst both researchers and 
practitioners.  
 
An accessible text on construction logistics, Supply Chain Management and Logistics in Construction 
provides essential guidance and expert advice for construction managers, as well as researchers 
and students in the field. This important new title looks at arrangements with suppliers, the use of 
returnable packaging and off-site manufacture and assembly, IT systems used to manage the supply 
chain and logistics operations, such as delivery management systems, warehouse management 
systems and material planning and forecasting systems. It also considers aspects of the contractual 
relationships between client, developer, main contractor and lower-tier contractors, all of which have 
an impact on how the supply chain is managed. 
 
   
 
In addition to providing a range of fresh ground-breaking case studies, the book features contributions 
from leading experts in the field who have been involved in projects with companies such as TFL, BAA, 
The Red Cross, as well as big construction programmes such as the Olympics and Cross Rail.

Author Information
Greger Lundesjö is the owner of Lundesjo 
Consulting. He has spent over 20 years in 
logistics related businesses and has extensive 
international experience both in operative 
business roles and as a consultant. He has 
supported clients by applying logistics 
principles to construction projects, improving 
resource efficiency and reducing cost and 
environmental impact.
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This book
 « New to this edition: updated content on compliance and auditing, demand and inventory 
planning, plus strategic, operational and public policy perspectives

 « Online resources: Include instructor manuals; compiled lists of tables and figures

 « Provides a comprehensive overview of sustainability science, as well as an understanding of 
sustainability as it affects the supply chain

 « Examines all the key areas in sustainable logistics and supply chain management

 « Provides carefully reviewed research-led applications and topical case studies based on extensive 
research by experts in the field

Description
Sustainable Logistics and Supply Chain Management is the essential guide to the principles and 
practices of sustainable logistics operations. Based on extensive research, this book covers the whole 
scope of sustainable logistics. The case studies, with particular attention for use in a teaching context, 
relate the theoretical concepts to practice and what is happening ’on the ground’.  
 
Sustainable Logistics and Supply Chain Management examines all the key areas in sustainable 
logistics and supply chain management, including: sustainable product design and packaging; 
sustainable purchasing and procurement; environmental impact of freight transport; sustainable 
warehousing and storage; and much more. Sustainable Logistics and Supply Chain Management is 
a highly accessible guide to sustainable supply chain management. It provides an excellent insight 
into the topic that will help managers, students, and scholars grasp the fundamentals of green supply 
and logistics management. A vital teaching resource for courses on sustainable logistics, this revised 
edition includes valuable supporting online materials.

Author Information
Professor David B. Grant is Professor 
of Logistics at Hull University Business 
School, UK and Professor of Supply Chain 
Management and Social Responsibility at 
Hanken School of Economics, Finland. He 
has over 175 publications and participates in 
editorial boards for numerous journals. 
 
Dr Alexander Trautrims is a Lecturer in 
Supply Chain and Operations Management at 
Nottingham University Business School. His 
research focuses on sourcing, compliance and 
supply issues. 
 
Professor Chee Yew Wong is Chair of Supply 
Chain Management at Leeds University 
Business School. He has extensive consultancy 
experience in operations, purchasing, 
production, inventory and distribution 
management.
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This book
 « Examines the most pressing issues and current trends in green logistics

 « Analyses the environmental consequences of logistics and how to deal with them

 « Examines ways of reducing these externalities and achieving a more sustainable balance between 
economic, environmental and social objectives

 « Provides insightful international case studies that illustrate the impact of green logistics in practice

 « Online resources: Graphics, tables, chapter summaries, and guidelines for lecturers

Description
Leading the way in current thinking on environmental logistics, Green Logistics provides a unique 
insight on the environmental impacts of logistics and the actions that companies and governments can 
take to deal with them. It is written by leading researchers in the field and provides a comprehensive 
view of the subject for students, managers and policy-makers.  
 
Fully updated, the 3rd edition of Green Logistics has a more global perspective than previous editions. 
It introduces new contributors and international case studies that illustrate the impact of green 
logistics in practice. There is a new chapter on the links between green logistics and corporate social 
responsibility and a series of postscripts examining the effects of new developments, such as 3D 
printing, distribution by drone, the physical internet and the concept of peak freight. 
 
Other key topics examined include: carbon auditing of supply chains; transferring freight to greener 
transport modes; reducing the environmental impact of warehousing; improving the energy efficiency 
of freight transport; making city logistics more environmentally sustainable; reverse logistics for the 
management of waste; role of government in promoting sustainable logistics. 
 
The 3rd edition of Green Logistics includes indispensable online supporting materials, including 
graphics, tables, chapter summaries, and guidelines for lecturers.

Author Information
Alan McKinnon is Professor and Head 
of Logistics at Kühne Logistics University, 
Hamburg. He has been researching and 
teaching in freight transport and logistics 
for 35 years and has published in journals 
and books. He’s been an adviser to several 
governments and international organisations 
on environmental aspects of logistics.  
 
Michael Browne is Professor of Logistics 
at the University of Westminster, London. 
He has worked on studies for Transport for 
London, the European Commission, the UK 
Department for Transport, Research Councils 
and commercial organizations.  
 
Maja Piecyk is Associate Professor in 
Logistics at Heriot-Watt University, Edinburgh. 
Much of her research focuses on the 
optimisation of supply networks, carbon 
auditing of logistics and long-term trends in 
the energy requirements and environmental 
impacts of logistics.  
 
Anthony Whiteing is Senior Lecturer in 
the Institute for Transport Studies at the 
University of Leeds. An academic with 30 
years’ experience, he’s been involved in 
various UK and European research projects 
primarily in the field of freight transport.
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This book
 « Looks at the international trade of waste between countries, where toxic or hazardous wastes are 
exported from developed to developing countries

 « Features theory and research supported by fascinating case studies looking at trans-boundary waste 
transfer, covering essential topics such as the Chinese ban on waste imports and the huge issue of 
plastic waste in oceans.

 « Includes management models and strategies for dealing with waste transfer, which are currently 
being used by multinationals

 « Presents vital data and statistics on the waste crisis, examines possible causes and introduces 
different discourses and strategies

 « Presents the multiple factors affecting which countries produce waste and at what magnitude, 
including geographic location, degree of industrialization, and level of integration into the global 
economy.

 « Online resources: powerpoints for students, with chapter summaries and key data

Description
Around the world, waste generation rates are rising. With rapid population growth and urbanization, 
annual waste generation is expected to increase to 3.40 billion tonnes in 2050. For example, millions 
of tonnes of old electronic goods are illegally exported to developing countries, as people dump luxury 
items, which results in counterfeit goods and pollution in these countries. These are electronic goods 
made up of hundreds of different materials and containing toxic substances such as lead, mercury, 
cadmium, arsenic and flame retardants. 
 
Global Waste Management examines the international trade of waste between countries for further 
treatment, disposal, or recycling, where toxic or hazardous wastes are often exported from developed 
countries to developing countries. It presents the multiple factors affecting which countries produce 
waste and at what magnitude, including geographic location, degree of industrialization, and level 
of integration into the global economy. Global Waste Management presents data and statistics on 
the waste crisis, examines possible causes, and introduces different discourses and strategies. Author 
Kamila Pope presents current business models that are being used to deal with the waste crisis.

Author Information
Dr. Kamila Pope is an environmental lawyer 
and researcher. She is a member of the board 
of the World Commission on Environmental 
Law (WCEL/IUCN). Kamila Pope has won 
two international awards for researchers on 
sustainability, the last one, Green Talents 2017, 
awarded by the Ministry of Education and 
Research of Germany.
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This book
 « Discusses business models and supply chains that regenerate rather than waste and degrade

 « Explains how to create value instead of waste at every stage in the supply cycle, with real examples 
and case studies across a range of sectors

 « Provides valuable insights from leading businesses and start-ups who are rethinking their supply 
chains

 « Online Resources: PowerPoint slides of figures and tables from every chapter created by the 
author

Description
WINNER: Les Plumes des Achats 2018 - Committee Special Prize 
 
A Circular Economy Handbook for Business and Supply Chains is an easily digestible and 
comprehensive handbook that provides a clear guide to the circular economy, helping the reader 
create future-fit, sustainable strategies. Real examples across a range of market sectors help 
businesses, students and policymakers understand the theory and fast-developing practice of the 
circular economy. To help the reader generate ideas, A Circular Economy Handbook for Business and 
Supply Chains provides a holistic framework for the design and supply chain and supporting business 
models, and includes tools the reader can use to get started. 
 
Whilst growing global consumption presents fantastic business opportunities, our current linear 
systems (take some materials, make a product, use it and then throw it away) are not fit for purpose. 
The circular economy unlocks this problem by decoupling resources from consumption. Engaged 
businesses are re-thinking product design, material choices, business models and supply chains. A 
Circular Economy Handbook for Business and Supply Chains is a must-read for anyone who wants to 
apply the circular economy today. Online resources now available: PowerPoint slides of figures and 
tables from every chapter created by the author.

Author Information
Catherine Weetman helps businesses 
develop ’future proofed’, resilient strategies, 
assessing sustainability risks and value 
opportunities. She is a Visiting Fellow at the 
University of Huddersfield, a Vice-Chair of 
the Environment and Sustainability Forum 
at the Chartered Institute of Logistics and 
Transportation and gained an MSc in Logistics 
from Cranfield University. Ms Weetman’s 
background includes Industrial Engineering in 
manufacturing and retail distribution, logistics 
solution design, project management, 
business intelligence, logistics product 
development and supply chain consulting. 
Her career covers food, fashion and logistics, 
including Tesco Distribution, Kellogg Company 
and DHL Supply Chain.
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This book
 « Examines the ethical, social and economic causes and their negative consequences

 « Clarifies how the sustainability ideal aligns with Economics and Law, and how manufacturers and 
supply chain practices can integrate it into their processes

 « Outlines theoretical frameworks for tackling planned obsolescence

 « Presents real-life case studies which give insights into production, consumption patterns and 
planned obsolescence

 « Online resources: Chapter-by-chapter lecturer slides

Description
Planned obsolescence is a strategy used to make products obsolete, leading to their premature 
replacement. The result is the over-exploitation of natural resources, increased waste and detrimental 
social impacts. It is a known practice in consumer electronics and affects other industries as they put 
profit before consequence. 
 
A ground-breaking new book, Understanding Planned Obsolescence looks at the causes, cost and 
impact of planned obsolescence. It considers the legal and economic frameworks to overcome the 
practice and how to mitigate its effects. It also unearths new patterns of production and consumption 
highlighting more sustainable development models. Including a wide range of case studies from 
Europe, USA and South America, Understanding Planned Obsolescence is a vital step forward for the 
future of business and academia alike. Online resources now available include chapter-by-chapter 
lecturer slides.

Author Information
Kamila Pope is an Environmental Law and 
Bio-law lecturer, researcher and lawyer. She 
has published a plethora of articles, chapters 
and papers covering Environmental Law, 
Sustainability, Planned Obsolescence and 
Waste Management. She holds a Master’s in 
Law, Environment and Political Ecology and is 
studying a PhD in Law, Politics and Society.
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This book
 « Provides original research conducted by the Kühne Logistics University, Hamburg

 « Presents vital insights into how different companies have tackled decarbonisation with a focus on 
transportation

 « Includes a new decarbonisation framework within which external factors can be classified and 
systematically assessed by companies

 « Explains the external factors likely to influence the carbon reduction in logistics, such as freight 
transport demand, truck fuel consumption and related CO2 emissions

Description
Logistics accounts for around 9-10% of global CO2 emissions and will be one of the hardest economic 
sectors to decarbonize. This is partly because the demand for freight transport is expected to rise 
sharply over the next few decades, but also because it relies very heavily on fossil fuel. Decarbonizing 
Logistics outlines the nature and extent of the challenge we face in trying to achieve deep reductions 
in greenhouse gas emissions from logistical activities. It makes a detailed assessment of the available 
options, including restructuring supply chains, shifting freight to lower carbon transport modes and 
transforming energy use in the logistics sector. The options are examined from technological and 
managerial standpoints for all the main freight transport modes. 
 
Based on an up-to-date review of almost 600 publications and containing new analytical frameworks 
and research results, Decarbonizing Logistics is the first to provide a global, multi-disciplinary 
perspective on the subject. It is written by one of the foremost specialists in the field who has spent 
many years researching the links between logistics and climate change and been an adviser to 
governments, international organizations and companies on the topic.

Author Information
Alan McKinnon is Professor of Logistics at 
Kühne Logistics University, Hamburg. He 
has been researching and teaching freight 
transport and logistics for almost forty years 
and has published extensively in journals and 
books. He was a member of the European 
Commission’s High Level Group on Logistics, 
Chairman of the World Economic Forum’s 
Logistics and Supply Chain Industry Council 
and a lead author of the transport chapter 
of the Intergovernmental Panel on Climate 
Change’s fifth assessment report. He has 
spent many years researching the links 
between logistics and climate change and 
been an adviser to governments, international 
organizations and companies on this topic.
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This book
 « Presents unique research from The Centre for Sustainable Road Freight on the sustainability of road 
freight transport

 « Provides insights from key freight operators who are setting the agenda for the research, such as 
John Lewis, Tesco, DHL, Wincanton as well as vehicle industry partners including Volvo, Goodyear 
and Firestone

 « Includes adoptable tactics and strategies needed to meet emissions reduction targets for the road 
freight sector

 « Takes a cross-disciplinary approach to reducing the carbon imprint in logistics

 « Online resources: input frameworks, case study vignettes, powerpoints for lecturers

Description
The Centre for Sustainable Road Freight is a collaborative venture between industry, Cambridge 
University, Heriot Watt University and organizations in the freight and logistics sectors. Sustainable 
Road Freight summarizes the first five years of their vital research, taking a cross-disciplinary approach 
to reducing the carbon imprint in logistics. It is an important reference guide for students, researchers 
and practitioners. 
 
The research presented in Sustainable Road Freight proves that the best way to achieve very deep 
reductions in CO2 emissions from the road freight sector is to combine highly-focused vehicle 
engineering with improvements to freight distribution systems. Key freight operators have set the 
agenda and spearheaded the adoption of the results by the road freight industry. These include 
John Lewis, Tesco, DHL, Wincanton along with vehicle industry partners including Volvo, Goodyear, 
Firestone and others. With an emphasis on technology management and how this will change logistics, 
this essential text with online supporting resources include input frameworks, case study vignettes and 
PowerPoints for lecturers.

Author Information
Dr Phil Greening is an Associate Professor 
at Heriot Watt University and a Director 
of the Centre of Sustainable Road Freight, 
a collaborative venture between industry, 
Heriot Watt University and Cambridge 
University.  
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This book
 « Outlines suitable and safe conditions in which to manufacture products

 « Clarifies issues on waste and what it does to the environment

 « Depicts how to analyse the impact of the transportation of goods in terms of pollution

 « Looks at ways road freight operators, warehouse companies, shipping lines and airlines can 
mitigate their impact on the environment

 « Explores case studies including CEVA, ASOS, Apple, Intel, Exol Lubricants, ProLogis, Sports Direct, 
Unilever, Citylink, Deliveroo/Ubereats and Hewlett Packard

Description
It is increasingly clear that traditional supply chains which focus on sourcing products from the 
lowest possible cost suppliers are failing to exploit their full potential. Supply Chain Ethics, through 
case studies, surveys and unique research, identifies and outlines best practice employed by global 
manufacturers, retailers and logistics companies. It examines the so-called ’triple advantage’ that 
accrues to businesses when strategies that combine bottom line profits, sustainable environmental 
practices and positive societal impact are employed. Narrow supply chain strategies which focus on 
only one of these three factors will inevitably fail. 
 
Supply Chain Ethics covers the following issues which affect senior supply chain, operations and 
manufacturing managers: ’triple advantage’ best practice and how it can create value for global 
businesses; product design; sourcing and warehousing; transportation and recycling; environmental 
practices of logistics companies and suppliers; supply chain technologies. There is also an invaluable 
Ethical Supply Chains survey of top global companies.

Author Information
John Manners-Bell is Founder and CEO of 
Transport Intelligence Ltd, Bath, UK, which 
since 2002 has developed a market-leading 
position in the provision of market research 
to a range of blue chip customers and 
governmental organisations. He is former 
Chair of the Logistics and Supply Chain 
Global Agenda Council of the World Economic 
Forum, attending meetings in the UAE, China 
and South Africa as well as speaking and 
moderating at the annual Davos meeting. He 
is regularly quoted in the trade and national 
press (FT, Bloomberg, Wall Street Journal, 
Economist) and has spoken at conferences 
worldwide.
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This book
 « Takes a cross-disciplinary approach, explores the diverse ways advertising is interpreted by 
psychologists, sociologists, economists, historians, marketers, and media researchers - giving 
students the skills to respond sensitively to any advertising challenge

 « Brings big picture, theoretical concepts down to earth, linking them to everyday practice with 
thought-provoking examples from international companies

 « Builds awareness of the different ways advertising is interpreted across industries, enabling 
students to develop careers aligned with their abilities and interests, both client and agency side

 « Includes in-depth coverage of ethics, encouraging students to think critically about advertising 
in different contexts, and respond appropriately when faced with ethically subjective situations 
throughout their careers

 « Online resources: Lecture slides, self-test questions, group activities, case studies, figures, and 
web-links to industry body research, magazines, relevant research, blogs, podcasts, videos and 
documentaries

Description
As a subject, advertising affects us all - it surrounds us every day. Yet there is a great deal of variety in 
the way advertising is interpreted, and practitioners and academics from different backgrounds and 
disciplines study advertising in vastly different ways. For example, psychologists try to understand 
what happens to our brains when we see adverts, while economists try to understand whether money 
spent on advertising is worth it. Essentials of Advertising is designed to help students navigate their 
way through the field of advertising. It will introduce readers to the key concepts of advertising as they 
have been developed not only by psychologists and economists, but also by sociologists, historians, 
marketers and media researchers - not to mention advertising practitioners themselves.  
 
Meticulously researched, Essentials of Advertising will allow readers to understand not just what 
different research traditions say about advertising, but why they say it. This will help students develop 
key analytic skills to critically evaluate and exploit existing research on advertising, based on a greater 
understanding of where it comes from. This allows them to develop greater perception and awareness 
professionally, and acts as a springboard for students to jump into the wider area of advertising studies 
and to develop their careers according to their interests.  
 
Online resources include lecture slides, self-test questions, group activities, figures, and case studies 
for specific chapters, plus web links to industry body research and relevant further reading.

Author Information
Dr Robert Cluley is assistant professor at 
Nottingham University Business School, 
teaching in the fields of branding, advertising 
and marketing communications. He has 
contributed to a range of texts on branding 
and advertising, along with a plethora of 
research publications and edited collections.
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This book
 « Discusses the shifts due to rapid changes in communication technologies and proposes new 
commercial advertising models

 « Provides tools for working in the new media environment, with handy tips and case studies 
throughout

 « Helps readers generate new ideas and package them using a creativity toolkit in Chapter 8 inspired 
by the author’s own practice

 « Online resources: Additional toolkits with advice, techniques and best practice on brand behaviour, 
new ideas and effective communication

Description
As ever, the onus is on brands to find compelling ways to earn the attention of the consumer. Yet 
content scarcity has given way to overload, fixed channels have dissolved into fluid networks, and 
audiences have become participants in consumer-driven conversations. This shift requires a new 
course of action for brands; it demands new marketing imperatives. Paid Attention is a guide to 
modern advertising ideas: what they are, why they are evolving and how to have them. Spanning 
communication theory, neuroscience, creativity and innovation, media history, branding and emerging 
technologies, it explores the strategic creation process and how to package ideas to attract the most 
attention in the advertising industry. 
 
Packed with real-world examples of advertising campaigns for companies including Sony, Red Bull, 
HP and many more, Paid Attention provides a robust model for influencing human behaviour. 
Referencing a wide body of theory and praxis, from behavioural economics and sociology to 
technology and even science fiction, Faris Yakob maps advertising onto a wider analysis of culture. 
Containing practical advertising and branding templates, including a new advertising planning toolkit, 
it is ideal for students and practitioners looking to get noticed in today’s cluttered marketplace. Online 
resources include additional toolkits with advice, techniques and best practice on brand behaviour, 
new ideas and effective communication.

Author Information
Faris Yakob is the founder of Genius Steals 
LLC, an ideas and innovation consultancy. 
Previously he was Chief Innovation Officer at 
MDC Partners and Executive Vice President, 
Chief Technology Strategist at McCann 
Erickson. He regularly writes about brands, 
media, communications and technology in 
publications such as the Financial Times, 
Forbes, Advertising Age and Media Week. 
He is a frequent speaker at international 
conferences and lectures at MIT and USC. 
He is also a contributor to What is a 21st 
Century Brand?, also published by Kogan 
Page.
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This book
 « Reduce costly trial and error to identify and streamline a measurable digital marketing strategy 
tailored to business objectives

 « Balance essential theory with global business practice using practical templates, case studies and 
expert contributions such as display advertising and SEO

 « Updates to new edition: New chapters on marketing automation, messaging and email and 
expansion on social selling, data protection laws and technology advances like AI, big data, 
consumer behaviour plus online and offline integration

 « Online resources: Lecture slides, activity sheets, testbanks, practical implementation guides and 
templates, which will be updated regularly over the life time of the edition

Description
Effectively select, align and manage digital channels and operations using this second edition of the 
bestselling guide, Digital Marketing Strategy. This accessible, step-by-step framework enables the 
planning, integration and measurement of each digital platform and technique, all tailored to achieve 
overarching business objectives. 
 
Ranging from social media, SEO, content marketing and user experience, to customer loyalty, 
automation and personalization, this edition features cutting edge updates on marketing automation, 
messaging and email, online and offline integration, the power of technologies such as AI, plus new 
data protection and privacy strategies. Accompanied by downloadable templates and resources, 
Digital Marketing Strategy is an ideal road map for any marketer to streamline a digital marketing 
strategy for measurable, optimized results. Online resources include practical implementation guides 
spanning SEO, paid-search, email, lead-generation and more, as well as group activities, which will be 
regularly updated to equip readers as digital marketing continues to evolve.

Author Information
Bestselling author Simon Kingsnorth is a 
recognized digital leader and strategist, and 
is currently Global Head of Digital Marketing 
at Citi Private Bank. Highly experienced at 
leading teams in digital marketing, digital 
transformation and user experience, he is a 
regular keynote speaker and contributor to 
industry publications.
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This book
 « Explains how to choose appropriate online marketing channels

 « Provides tips on how to connect with customers and give them the engagement and interaction 
they require

 « Looks to the future and the trends which are shaping those opportunities, such as media sharing, 
ongoing interactive refinement, and co-creation content marketing

 « Contains new chapters on Native Advertising (such as bespoke Facebook sponsored posts and 
promoted tweets), the Internet of Things, and Video Marketing

 « Online resources: Bonus chapters, contributor views, and additional case studies on Kwik Fit, 
Battersea Dogs Home, and Yves Saint Laurent.

Description
The world of digital media is changing at a phenomenal pace. Constantly evolving technologies are 
transforming not just how we access our information but how we interact and communicate with one 
another on a global scale. Understanding Digital Marketing is a practical, no-nonsense guide to web-
marketing, the rules of new media and researching the new generation of digital consumers. Clear, 
informative and entertaining, it covers key topics such as search marketing, social media, Google, 
mobile marketing, affiliate marketing, email marketing, performance marketing, customer engagement 
and digital marketing strategies.  
 
One of the best-selling books in the industry, this fourth edition of Understanding Digital Marketing 
has been thoroughly revised with more information, fresh examples and case studies, and the latest 
developments in the industry. Complete with in-depth insider accounts of digital marketing successes 
from internationally recognised brands and digital marketing campaigns, it is essential reading for 
both practitioners and students alike. Understanding Digital Marketing is now required reading for 
more than 100 universities and colleges, including Harvard University and the Chartered Institute of 
Marketing.  
 
Online resources include bonus chapters, contributor views, and case studies on Kwik Fit, Battersea 
Dogs Home and Yves Saint Laurent.

Author Information
Damian Ryan is an advisory partner for 
Moore Stephens UK (one of the UK’s largest 
independent accounting and consulting 
networks) and a partner with Mediaventura, 
the UK’s leading corporate finance firm for 
the TIME (Technology, Internet, Media and 
Entertainment) sector.  
 
He is also author of Understanding Social 
Media and The Best Digital Marketing 
Campaigns in the World, both published by 
Kogan Page.
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This book
 « Gives clear, direct explanations of the more advanced aspects of digital B2B marketing, and makes 
these accessible and user-friendly

 « Expertly explains the most up-to-date digital frameworks relevant to the B2B marketing sphere, and 
shows how to implement these to achieve lead generation, customer retention, data management 
and much more

 « Includes a wealth of global case studies, featuring companies such as Danfoss, American Express, 
IBM, Schneider Electric and more

Description
B2B Digital Marketing Strategy is a decisive guide to the most recent developments in the field. It 
gives readers an overview of the latest frameworks and models, and shows how these can be used 
to overcome the everyday challenges associated with account targeting, data utilization, and digital 
campaign management. 
 
Intensely practical, B2B Digital Marketing Strategy helps readers get to grips with some of the more 
advanced and complex elements of B2B marketing. It expertly explains how to incorporate the latest 
digital methodologies into critical processes such as lead generation, customer retention and customer 
experience personalization. Packed with global case studies and examples, B2B Digital Marketing 
Strategy is an invaluable resource for any professional operating in the B2B space.

Author Information
Simon Hall is a marketing innovator with 
over 20 years’ experience in Technology and 
Services Marketing. He has served as UK Chief 
Marketing Officer for Dell as well as senior 
roles at Acer, Microsoft and Toshiba. Hall is a 
Course Director with the Chartered Institute 
of Marketing (CIM), a B2B council member 
with The Institute of Direct and Digital 
Marketing (IDM), the Internal Consulting 
Group’s (ICG) Global Thought Leader for B2B 
Marketing, and a member of the European 
CMO Council. He is the founder of NextGen 
Marketing Solutions and author of Innovative 
B2B Marketing, also published by Kogan Page.
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This book
 « Outlines techniques that will ensure the reader gets the most out of existing digital strategies 
before investing more on the latest ’must have’ technologies

 « Features case studies from global brands including the Financial Times, O2, Regus, L K Bennett and 
The Economist

 « Provides clear strategies for developing a customer-centric approach to implementing processes 
and technologies such as programmatics, AI and automization

 « Includes practical exercises, infographics and visuals that will help the reader apply the principles to 
their organization

Description
Optimizing Digital Strategy explores the choices facing organizations in the rapidly changing world of 
technology-enabled business. From performance marketing through to personalization, on-demand 
retailing and AI, this book maps out commercial and customer-focused challenges and explains how 
leaders can get the most out of their digital strategies. Rather than rushing headlong into adopting 
the latest digital platforms, tools and technologies, the book challenges leaders to step back from the 
demands for constant investment in new technology and drive better returns from existing assets. 
 
Presenting a sustainable model of e-commerce that is appropriate to any individual organization’s 
needs, Optimizing Digital Strategy addresses the repetitive dilemma between even more investment 
in technology and the need to improve margins and grow revenue. Illustrated by the authors’ own 
digital work for global brands such as The Economist, Sky, O2, Regus, the Financial Times, Lidl and 
L.K.Bennett, this book shows how to balance the need to remain competitive, fully deliver customer 
expectations, and put resources behind investments that will deliver the best return. 
 

Author Information
Christopher Bones is co-founder of 
GoodGrowth, He is an established thought 
leader in organizational strategy and change 
management in companies such as Diageo, 
Cadbury, Schweppes and Shell. He is Professor 
of Creativity and Leadership at Alliance 
Manchester Business School. 
 
James Hammersley is a co-founder of 
GoodGrowth whose clients include Bupa, The 
Open University, Barclays Connector and O2. 
 
Nick Shaw is Director of Digital for Good 
Growth. He has over 10 years of experience in 
leading and helping a variety of organizations 
to improve their sales effectiveness and 
innovation performance.
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This book
 « Highlights the most effective changes to undertake, demonstrating how to focus valuable time on 
tangible efficiencies and revenue gains

 « Shows how to gain insights into online customers’ behaviour and identifies free or inexpensive 
tools to help access them

 « Supports the transition to becoming a data-driven organization, helping to adopt a scientific 
approach to implementing an optimized e-commerce website

 « Updates to new edition: New content on test metrics, prioritization and personalization, as well as 
a new chapter on persuasive copywriting, plus updated case studies and recommended tools

Description
Conversion rate optimization (CRO) is a complex field and one that is rapidly evolving. It’s about 
understanding people and their behaviour, not simply website visits. E-commerce Website 
Optimization provides an introduction, explaining the how and why, before focusing on techniques 
and tools to increase the percentage of visitors who buy from the site, and increase the amount 
that these visitors spend when they buy. Grounded in best-practice theory and research, this book 
brings together usability, analytics and persuasion to offer a detailed, step-by-step guide to improve 
conversion rates, increase ROI from online marketing campaigns, generate higher levels of repeat 
business and increase the e-commerce value of websites.  
 
In the fast-moving world of e-commerce, this fully revised second edition includes updates on test 
metrics, prioritization and personalization, as well as a new chapter on persuasive copywriting. 
Alongside updated case studies and newly recommended tools, E-commerce Website Optimization 
is an invaluable guide for those seeking to implement a data-driven ethos for their organization’s 
e-commerce programme, for everyone from chief digital officers and heads of online sales, to 
entrepreneurs and small business owners.

Author Information
Dan Croxen-John is CEO of AWA Digital, a 
global e-commerce conversion optimisation 
agency. He is a certified Web Analyst, a Fellow 
of the Institute of Direct Marketing, and has 
served on advisory boards for numerous 
associations.  
 
Johann van Tonder is COO at AWA Digital, 
working with brands such as Canon, Avis 
and Interflora. He has trained and coached 
big and small e-commerce businesses 
around the world, and is a regular speaker at 
international conferences.
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This book
 « Is a clear-cut guide on how to structure mobile marketing in a planned and coordinated way

 « Demystifies terms, tools and techniques, helping readers connect and coordinate the different 
dynamics across their business

 « Includes high-profile case studies including Heineken, Nike Training Club, Google Play and 
MailChimp

 « Changes since the last edition include two new chapters (Mobile & Email, Location-Based Devices 
and Beacons), plus cutting edge updates on wearable technology, mobile payments, virtual reality 
and understanding the multi-screen journey

 « Checklists chapter and practical frameworks such as how to create a mobile marketing strategy and 
how to develop an app

 « Online resources: digital marketing instructors manual, lecture slides, example exam and self-test 
questions, and a content calendar template

Description
Mobile Marketing is a clear, practical guide to harnessing the mobile consumer and tackling the rising 
challenges of divided user attention across multiple screens at the same time. It demystifies the vast 
spectrum of tools and techniques now available and explains how to optimize these dynamics into 
an innovative and effective mobile marketing strategy. Now that website search rankings take into 
account mobile optimization, no serious marketer can do without a thorough understanding of mobile. 
 
The first edition of Mobile Marketing won the Judge’s Choice Award in Social Media at the Small 
Business Trend’s 2014 Book Awards. This fully revised 2nd edition includes straightforward 
explanations on mobile optimized content, app development, social media and proximity based 
marketing. It has also expanded to include two brand new chapters on mobile and email and on 
location-based devices, plus cutting-edge updates on advances in wearable technology, mobile 
payments, virtual reality and strategies for the changing user journey. Integrated with tactical 
checklists, easy application frameworks and powerful case study insights such as Heineken, WordPress, 
MailChimp, Nike Training Club (NTC), Google Play and Moz, it provides a full overview from service 
provision and technology integration to content strategy, ready to capture fast-moving consumers 
on the go. Online resources include a digital marketing instructors manual, supporting lecture slides, 
example exam and self-test questions, and a content calendar template.

Author Information
Daniel Rowles has worked in digital 
marketing for almost 20 years on both the 
client and agency sides. He is a Course 
Director for the CIM, lecturer at Imperial 
College London and Cranfield School of 
Management and lead judge of the CIM 
Marketing Excellence awards. He is also 
the host of the Digital Marketing Podcast, a 
global top-ten business podcast on iTunes. 
His company TargetInternet.com has helped 
clients of all types to use digital marketing 
more effectively, including the BBC, Vodafone, 
Sony, Oracle and Tesco.
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This book
 « Authored by the Chief Digital Officer of Adyoulike, the foremost native advertising platform

 « Offers practical advice and straightforward explanations on key topics that marketers need to 
consider when embracing native advertising, including content marketing, ad-blocking, social 
media and publisher monetization

 « Features real world examples, interviews and case studies, from big brands like The New York Times 
and The Independent, down to solo enterprises

Description
Native advertising: paid-for media that looks and behaves like the content around it. It affects us 
all. If you own a smartphone, use social media or read content online, you will have been exposed 
to it - often without realizing. Influenced by digital trends such as mobile advertising, programmatic 
advertising, ad-blocking, fake news and artificial intelligence, native advertising is a multibillion-dollar 
industry. It is central to the digital success of many leading brands and companies. 
 
This comprehensive study by one of the industry’s foremost authorities explores the rise of this 
exhilarating new channel - its impact on the digital media space, and what marketers and businesses 
need to know about it. Native Advertising explores the future of digital advertising and explains why 
its growth is inevitable, using real-life examples and interviews from marketing leaders around the 
world and a range of case studies including The New York Times and The Independent. 
 
Native Advertising goes beyond sponsored posts on Facebook, promoted tweets and BuzzFeed 
branded articles. It looks at the heart of the matter: audience, budget, content and success 
measurement. It is full of first-hand advice for any marketer wanting to make the most of digital 
innovation.

Author Information
Dale Lovell’s career at the forefront of 
digital advertising spans editorial, publishing, 
marketing and advertising technology. He 
is Chief Digital Officer at ADYOULIKE and a 
member of the Internet Advertising Bureau 
(IAB) Native and Content Council, UK. In 2015 
Dale Lovell was named one of the British 
Interactive Media Association’s Hot 100.
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This book
 « Reveals the formula for success in video marketing and the psychology behind it, made accessible 
through clearly explained practical tips and frameworks

 « Features interviews with high profile practitioners showing how they have effectively incorporated 
video marketing within their own organizations

 « Contains a wealth of fascinating examples and case studies that showcase the best in video 
marketing around the world, making it extremely international in scope

 « Online resources: Links to relevant videos, practical planning aids and helpful, digital learning tools

 « Shows how to harness the psychology behind video on mobile

Description
Video is the single most effective tool that marketers have to raise brand awareness, increase sales, 
drive website traffic and deliver ROI on marketing budgets. Driven by consumer demand and with the 
backing of the largest social media platforms, our world is becoming ’video first’. Video Marketing 
Strategy allows marketers to harness the power of video and create effective video campaigns. This 
in-depth look at the world’s most powerful medium helps brands to radically magnify their voice by 
tapping into a level of emotional engagement that can’t be achieved any other way. The book explores 
both theory (why are humans so affected by video on mobile devices?) and practice (what’s the key to 
making videos that deliver results?).It looks at how multiple videos form wider campaigns and covers 
content hubs, activation strategies and testing. It is filled with invaluable advice, tips and strategies for 
incorporating video into a wider content marketing plan. 
 
Written by an award-winning video marketer with decades of experience, Video Marketing Strategy 
gives readers the magic formula to create engaging, effective content. Truly global in scope, it features 
case studies from around the world, and shows how marketers from all sectors and industries have 
used video campaigns successfully. Featuring insights from prominent industry practitioners Video 
Marketing Strategy is jam-packed with guidance on how to make videos that cut through the market 
place and deliver measurable results.

Author Information
Jon Mowat is an award winning content 
creator and video strategy expert. Since 
2005 he has been Managing Director at 
Hurricane Media, the UK’s foremost video 
marketing agency, and previously spent 15 
years at the BBC as producer and director on 
documentaries screened internationally on 
BBC 1, BBC2, Channel 4 and Discovery. He has 
won numerous industry awards, including 
three from the Royal Television Society.
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This book
 « Shows companies how to remain competitive when faced with disruptive brands such as Uber, 
AirBnB, Alibaba and Amazon

 « Provides practical examples and frameworks to help businesses become truly customer-centric and 
create lasting value

 « Features highly international case studies from a range of sectors including FMCG, retail, travel, 
food and beverage, financial services and automotive

 « Includes interviews with key thought leaders and business practitioners from brands such as House 
of Fraser, Kurt Geiger and Ted Baker

 « Online resources: Best practice checklist to optimize mobile apps

Description
FINALIST: Business Book Awards 2019 - Sales and Marketing Category  
 
Virtually all consumer-facing businesses talk about putting the customer first, but in reality, few deliver 
on this as effectively as they could. 100 Practical Ways to Improve Customer Experience walks readers 
through a wealth of practical tips, tools, guidelines and frameworks, for implementing customer-
focused marketing strategies at every step of the customer journey. By ensuring that the customer 
remains the key focus, companies can identify areas in need of improvement and implement relevant 
steps throughout the value chain to transform their business. 
 
A unique blend of strategy and best practice, 100 Practical Ways to Improve Customer Experience has 
a particular focus on multi-channel industries such as retail, FMCG, travel, financial services, leisure, 
food and beverage, and automotive. These industries are all facing major disruption from trendsetting 
brands such as Uber, AirBnB and Amazon, and as such, now face more pressure than ever to adopt 
new practices and remain relevant in a continually competitive marketplace. Featuring case studies 
packed full of practical examples, this book is a unique and valuable resource for both senior industry 
professionals looking to transform their business and MBA students. Online resources include a best 
practice checklist to optimize mobile apps.

Author Information
Martin Newman is founder and chairman 
of a global e-commerce and multi-channel 
consultancy, Practicology, and a non-executive 
director for White Stuff. He has headed up 
multichannel operations for brands including 
Burberry, Ted Baker and Harrods. He is a 
global thought leader and advisor to the 
boards of numerous international brands. 
 
Professor Malcolm McDonald is Emeritus 
Professor at Cranfield and Honorary Professor 
at Warwick Business School. As Chairman 
of six companies, McDonald works with the 
operating boards of some of the world’s 
leading multinationals and has written over 
40 books, including the bestseller, Marketing 
Plans.
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This book
 « Demonstrates how to use podcasts effectively for content building, branding and business 
development to spread your organization’s message

 « Reveals why podcasting is a key way to stand out from the noise of social media

 « Explains how people really listen and how to use these insights to build personal engagement with 
listeners

 « Understand how to build the audience of your podcast through blogging and SEO, advertising and 
email marketing

Description
Podcasting is a hugely persuasive yet under-utilized channel accessed by an affluent and influential 
demographic. In a crowded and noisy digital environment, it gives organizations, brand builders and 
marketers the unique opportunity to stand out and drive engagement with target audiences. It offers 
accurate and measurable levels of allegiance that can only be dreamed of on other digital channels. 
 
Podcasting Marketing Strategy is a complete guide to the podcast environment. It describes the 
importance of podcasting for businesses and explains why, uniquely, it has the highest level of 
consumer commitment than any other social media. Written by an award-winning author and his 
co-host of the global top ten iTunes podcast, The Digital Marketing Podcast, this book explains how 
podcasting can drive business results, advises on how to record, edit and advertise your content and 
provides a unique digital marketing toolkit. Supported by case studies from influential organizations 
around the globe, Podcasting Marketing Strategy is the definitive authority to making and publishing 
podcasts that deliver quantifiable results.

Author Information
Daniel Rowles is a CIM Course Director, 
lecturer at Imperial College London, and 
lead judge for the CIM Marketing Excellence 
Awards. He is the host of the Digital Marketing 
Podcast, an iTunes top 10 business global, 
and CEO of TargetInternet.com, where clients 
include the BBC, Mastercard, and Warner 
Brothers. He is the author of Building Digital 
Culture, category winner of the 2018 CMI 
Management Book of the Year. 
 
Ciaran Rogers is the marketing director 
of Target Internet. He has worked for and 
trained a large number of international brands 
including QA, Liz Earle, Elemis, Time to Spa, 
Highlands & Islands Enterprise, UKSA, Jubilee 
Sailing Trust, The Sustainable Food Trust, 
Hershesons Bliss, REN Skincare and FatFace.
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This book
 « Delivers a real-world framework for the confident application and integration of AI for marketing 
strategies and campaigns

 « Outlines time-saving marketing efficiencies such as chatbot customer service, market research 
samples, big data insights and brand safe content creation

 « Clarifies how to manage both the advantages and ethical questions that arise in computer-based 
decision making, in line with individual business objectives

 « Shares fascinating interviews from IBM, Tesco, Ocado and BT, plus case studies from Reiss, PwC and 
Gartner

Description
Artificial intelligence (AI) marketing is paving the way for the future of marketing and business 
transformation, yet many organizations struggle to know exactly how and where to integrate it. With 
AI forecasted to boost global GDP by 14% by 2030, an efficient and sustainable AI marketing strategy 
is now essential to avoid losing the competitive edge. Using Artificial Intelligence in Marketing 
provides the definitive, practical framework needed for marketers to identify, apply and embrace the 
opportunity to maximize the results and business advancement that AI can bring.  
 
Streamlining efficiencies into every business practice, AI automates simpler, repetitive tasks with 
unrivalled accuracy, allowing sales and marketing teams to return their attention to where human 
interaction is most valuable: strategy, creativity and personal connection. Using Artificial Intelligence 
in Marketing outlines key marketing benefits such as accurate market research samples, immediate 
big data insights and brand-safe content creation, right through to the on-demand customer service 
that is now expected 24/7. It also explores the inevitable myths, concerns and ethical questions that 
can arise from the large-scale adoption of AI. This book is an essential read for every 21st century 
marketer.

Author Information
Katie King is a CEO and Business 
Transformation consultant with over 28 
years’ experience. She has advised many 
of the world’s leading brands and business 
leaders, including Richard Branson, o2, 
Orange, Accenture, PA Consulting, Arsenal 
Football Club and Harrods. King has delivered 
numerous TEDx talks and is a frequent 
commentator on BBC TV and radio, and 
is a regular speaker on the international 
conference circuit.
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This book
 « Gives clear, practical advice about all aspects of VR marketing, with strategies on incorporating VR 
as part of a wider marketing plan

 « Features best practice industry case studies, and interviews with clients and agencies from an array 
of VR production backgrounds

 « Explores social VR marketing and discusses the realities of VR marketing through 360 video, via 
platforms such as Facebook, Twitter, Vimeo, YouTube and more

 « Capitalise on market which is set to become bigger than television by 2025

 « Written by a global expert in VR Marketing, who has led VR marketing campaigns for brands 
including Google, the Economist, Mercedes F1 and Doctors Without Borders

Description
If a picture is worth a thousand words, then virtual reality (VR) is priceless. This new medium is 
booming - by 2025, the industry is expected to become bigger than TV. Virtual Reality Marketing is 
a comprehensive exploration of all things VR, providing readers with everything they need to know 
about the current VR landscape, and the unprecedented opportunity it offers brands to create unique 
emotional connections with consumers.  
 
A truly comprehensive guide, Virtual Reality Marketing covers all aspects of the industry, including 
interactive and passive VR, 360 video, social VR marketing, and the role that influencers and bloggers 
are set to play in its development. It also looks to the future - exploring how VR is evolving and the 
changes it will undergo in the future. Virtual Reality Marketing is the only complete guide to VR 
marketing available, written by a recognized industry expert who has facilitated VR coverage for major 
international brands including Facebook, Audi, Google and Mercedes F1. Packed with fascinating case 
studies, tips and strategies, this text is the leading resource for any reader looking to incorporate VR in 
their own marketing campaigns.

Author Information
Henry Stuart is founder and CEO of 
VISUALISE, one of the world’s premier virtual 
reality studios. He has provided VR coverage 
for major events including the Royal Wedding 
and London Olympics, and for brands such as 
Google, the Economist, Audi, Mercedes F1, FT, 
the BBC, O2, The Times, Adidas and Ray-Ban. 
He is a regular speaker at events and has been 
published in the Telegraph, the Independent, 
BBC Online, The Drum, the Guardian, FT and 
Forbes.
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Edition: 1
Date: 03/10/2018
Price: £19.99
ISBN Print: 9780749482862
ISBN Ebook: 9780749482879
Pages: 224
Format (mm): 234x156
Product Category: Professional
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Social MediaMarketing and PR
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This book
 « Create a long term customer engagement strategy rather than short term activity with minimal 
ROI, using interviews with global practitioners, template examples and case studies from National 
Geographic, TUI, Dreams Beds and Tiny Giant

 « Measure and interpret social media activity into actionable data insights for the business

 « Maximize community engagement, integrated content marketing, reputation, audience 
segmentation and channel investment with speed and clarity

 « Online resources: comprehensive social media strategy template, practical spreadsheets and 
example worksheets to build on for real-world business

 « Focuses on big-picture strategy rather than micro-level social media management, so the 
frameworks and methods discussed remain relevant over time

Description
Social Media Strategy provides a simple, structured way to create integrated customer engagement 
and social media campaigns that work. Organizations often talk of digital planning but struggle to 
know which channels to invest in, how to integrate them with content marketing activity, or fail to 
develop measurable outputs that align with business objectives. This book provides a clear road map 
for efficient planning, deliverance and financial accountability of social media’s contribution to the 
business. 
 
Social Media Strategy delivers practical guidance such as identifying and targeting audience segments, 
methods of two-way community engagement, reputation management, being present on the right 
channels, and driving action through influencers. It also identifies the relevant tools and platforms 
to audit, track and measure business impact and customer engagement. With example templates, 
interviews and global case studies including National Geographic, TUI, Dreams Beds and Tiny Giant, 
this professional guide delivers a long-term solution for maximizing social media led business 
development.

Author Information
A business leader, consultant and strategist, 
Julie Atherton takes 30 years of experience 
and applies it to a social media strategy 
approach that is embedded in building a 
successful business or brand. Awarded IDM 
Tutor of the Year (2018) she trains marketing 
professionals and business leaders in digital, 
brand, social media and content marketing. 
Atherton sits on the IDM Qualifications 
Advisory Board, as a trustee on the board of 
Union of Brunel Students, Learn @MAT (a 
special needs multi academy trust in Bristol) 
and Fi’s Enrichment Education Support (FEES). 
She is also an ambassador and panel member 
working with the Institute of Apprenticeships 
(IoF) on the launch of the new T-level 
qualifications.
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This book
 « Covers topics such as how to develop a strategy and programme, budget for activities, set KPIs, 
determine ROI, create a dashboard and build a team

 « Addresses the relationship between search and social, analytics, customer experience and risk 
assessment and management in social media

 « Helps readers gauge their own social media score with crib notes and practical exercises

 « Serves as both a reference guide for professionals and study guide for marketing students

Description
Understanding Social Media is the essential guide to social media for students and professionals 
alike. Drawing on the experience, advice and tips from dozens of digital marketers and social media 
superstars, it is an extensive crowd-sourced guide to social media platforms. 
 
Illustrated throughout with case studies from both successful and failed campaigns, Understanding 
Social Media democratizes knowledge of social media and promotes best practice, answering 
questions such as ’How do you create a compelling social media campaign?’, ’How do you build and 
engage with an audience?’ and ’Where is the line between online PR and social media drawn?’ It is the 
most comprehensive and practical reference guide to social media available.

Author Information
Damian Ryan is founder and chairman of 
The Global Academy of Digital Marketing, 
a collaborative movement comprised of 
digital marketers seeking knowledge, case 
studies, contacts and credible data to help 
them prosper. He is also a partner with 
Mediaventura, the UK’s leading corporate 
finance firm for the TIME (Technology, 
Internet, Media and Entertainment) sector. He 
is also the author of Understanding Digital 
Marketing and The Best Digital Marketing 
Campaigns in the World.
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This book
 « Banishes 40 of the most commonly held myths and fictions about the use of social media as a 
business tool

 « Helps readers understand the very real commercial benefits - and costs - of social media

 « Is packed with instructive and entertaining examples and case studies of what should and shouldn’t 
be done with social media

Description
Everyone knows that social media is free, millennials are all adept social media experts, that 
businesses always have to be available 24/7 and ultimately none of it really matters, as the digital 
space is full of fake news and online messaging is seen as inauthentic. Don’t they? 
 
The use of social media as a business tool is dominated by falsehoods, fictions and fabrications. In 
Myths of Social Media, digital consultant Michelle Carvill and workplace psychologist Ian MacRae 
dismiss many of the most keenly-held misconceptions and instead, present the reality of social media 
best practice. Using helpful and instructive, sometimes entertaining and occasionally eye-watering 
examples of what you should and should not do, Myths of Social Media debunks the most commonly 
held myths and shows you how to use social media effectively for work and at work.

Author Information
Michelle Carvill is Founder of Carvill 
Creative - a social media marketing agency 
whose clients include the BBC, Nuffield Health 
and Norbord. Passionate about the digital 
future she advises clients on online marketing 
communication and social media strategies, 
and leads a team delivering practical social 
media planning and daily management. She is 
the author of Get Social, published by Kogan 
Page. 
 
Ian MacRae is Director of High Potential, 
an organizational consultancy providing 
customised psychological tests and reports for 
improving performance, predicting potential 
and developing people. He is the co-author of 
Motivation and Performance and Myths of 
Work, published by Kogan Page.
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This book
 « Has the strongest focus on online and offline integration of any marketing communications 
textbook, offering a blended approach that is key for the industry

 « Grounds big picture theory in real-world practice with case studies from cutting-edge global 
companies, including Snapchat and Spotify

 « Demonstrates how the latest technologies, including AI, Internet of Things, Big Data, AR/VR, and 
marketing automation, have been used in successful marketing campaigns

 « Covers the key themes of customer engagement, experience and journey, equipping students with 
a truly customer-focused mindset that will be highly sought after by future employers

 « New in this edition: Increased focus on online and offline integration; customer experience; 
the opportunities and risks of social media; navigating ethical and data management challenges; 
cutting edge digital technologies, and updated case studies and examples

 « Online Resources: PPT lecture slides per chapter, multiple choice question bank, video reviews

Description
The integration of online and offline marketing techniques is central to modern marketing practice. 
Companies can no longer compete if their digital and traditional marketing operate in silos, and 
organizations are therefore looking for graduates with the skills to implement genuinely integrated 
marketing campaigns. This new edition of Marketing Communications has had, from its very first 
edition, a strong focus on integration, and will give students the precise skills that employers are 
seeking.  
 
This new, seventh edition is written by both an academic and professional, and therefore provides the 
perfect balance of research and theory combined with real world practicality that teaches students 
the why behind the how. Marketing Communications features a mixture of extended and short case 
studies, giving lecturers the flexibility to choose what best suits their teaching style. With increased 
focus on social media as well as coverage of the latest digital technologies, students will learn more 
than just how to use the current preferred digital marketing tools - they will become truly confident 
working in an environment of ongoing technological transformation. Online resources include chapter 
PowerPoints, multiple choice question bank, and video reviews.

Author Information
PR Smith is a marketing consultant, 
bestselling business author and inspirational 
speaker. He has helped hundreds of 
businesses, from innovative start-ups to 
established blue-chip companies. He is 
founder of SOSTAC® Planning framework, 
voted in the Top 3 Business Models worldwide 
by the Chartered Institute of Marketing’s 
Centenary Poll, and created the Great 
Sportsmanship Programme.  
 
Ze Zook is an integrated marketing author, 
lecturer, producer and consultant specializing 
in helping the creative industries fulfil both 
their missions and business goals. He is a 
visiting academic at Regent’s University 
London and he consults on digital marketing 
for private-sector disruptive start-ups.

Marketing 
Communications
Integrating Online and Offline, 
Customer Engagement and Digital 
Technologies

Edition: 7
Date: 03/12/2019
Price: £39.99
ISBN Print: 9780749498641
ISBN Ebook: 9780749498658
Pages: 600
Format (mm): 246x189
Product Category: Textbook
Subject: Marketing 

Communications



309 Marketing CommunicationsMarketing and PR

Table of Contents

Introduction: mapping the 
Content marketing  territory

1 Content marketing: a new 
and better promise?

1.1 Why Content is seen as the 
solution to current marketing 
challenges

1.2 Experience Economy: brand 
and customer experience as 
Content enablers

1.3 How Content can help build 
sustainable brands with better 
purposes

2 How Content changes the 
way we all do business

2.1 Creative agency perspective: 
how Content impacts 
creativity, process and revenue

2.2 Media agency perspective: 
how Content impacts 
creativity, process and revenue

2.3 how Content impacts 
creativity, process and revenue

2.4 how Content impacts 
creativity, process and revenue

3 Data, new formats and 
the role of Content in the 
consumer journey

3.1 Content distribution and its 
role in the consumer journey

3.2 Content and storytelling in the 
age of user data abundance

3.3 The evolution of Content 
formats: from text to video to 
AR/VR to AI…

4 How to measure and 
evaluate Content marketing

4.1 Key measurement issues 
relating to Content marketing

5 Content marketing: not such 
a new and better promise?

5.1 The rejecter’s manifesto: 
key arguments against the 
Content marketing ‘mirage’

5.2 Content marketing and 
ethics: challenges, threats and 
balancing acts

5.3 Conclusions

This book
 « Features contributions from leading academics, industry experts, thought leaders and influencers 
around the globe

 « Presents a wealth of varying perspectives on content marketing grouped into key subject areas, 
allowing the reader to move through the book according to their interests and absorb the most 
useful aspects of each discussion

 « Includes coverage of core subjects including media publishing, text vs visuals vs gaming, the ethics 
of native advertising, content marketing measurement, content blockers, storytelling through data, 
and much more

 « Brings together numerous, and often opposing, perspectives to present a unified, definitive 
appraisal of content marketing as a whole

 « Online resources: Bonus chapters

Description
Marketers everywhere are talking about content, but not everyone is saying the same thing. Some 
professionals love content and believe it has revolutionized the practice of marketing. To others, 
it’s mere hype: a new name for what marketers have always done. The Definitive Guide to Strategic 
Content Marketing brings together all of these diverse perspectives, structuring them around useful 
key topics that provide insight into the multi-faceted nature of content marketing, featuring interviews 
with leading academics, industry experts, global thought leaders and influencers. 
 
The editors of The Definitive Guide to Strategic Content Marketing weave different voices together to 
present a balanced view of content marketing, grouping the discussion around relevant subjects such 
as content monetization, native advertising, visuals vs video, and the challenge of measuring results. 
This structure allows readers to move through the book according to their interests, and cherry-pick 
the most useful aspects of each discussion to apply to their own marketing initiatives. Containing 
contributions from brands such as GE, General Motors, HSBC, Football Association, Diageo and 
Pernod Ricard, and agencies including Oglivy Group UK, Havas, Zenith, Vizeum, Accenture and 
more, this book is a truly unique resource. Online resources include bonus chapters. 
 
With a foreword written by Tom Goodwin, author of Digital Darwinism and EVP, Head of Innovation 
at Zenith USA, this book contains insight and contributions from a wealth of A-list industry 
professionals and influencers, including: Tim Lindsay, Bob Garfield, Bob Hoffman, Faris Yakob, 
Thomas Kolster, Rebecca Lieb, Tia Castagno, Scott Donaton, Rober Rose, David Berkowitz, 
Professors Mara Einstein, Mark Ritson and Douglas Rushkoff.

Author Information
Lazar Dzamic is the former Google ZOO 
Head of Brand Planning for North and Central 
Europe (NACE), a creative strategist, writer 
and academic. He is an award-winning 
Planning Director in several integrated 
agencies, and lectures at the Faculty for 
Media & Communications at the Singidunum 
University in Belgrade. 
 
Justin Kirby is a consultant, educator and 
thought leader with a 20+ year career in 
industry as a digital strategist, producer 
and entrepreneur. He chairs and speaks at 
conferences around the globe, judges industry 
awards, and advises brands and agencies.
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This book
 « Is written by global industry thought-leader Rebecca Lieb, who has conducted and published more 
content marketing research than anyone else

 « Shares the results of deep quantitative research and hundreds of hours of interviews with senior 
marketers at the world’s most respected brands

 « Reveals the value content can not only bring to owned media initiatives, such as company websites 
or blogs, but the essential role content plays in all other marketing initiatives, from social media to 
advertising to offline channels

 « Empowers readers to make the best organizational, tool and process decisions necessary to get 
content up and running across departments and organizational silos

Description
DISTINGUISHED FAVOURITE: NYC Big Book Award 2017 
 
Content, in all its forms, is the single most critical element of any marketing campaign. Finding a 
successful equilibrium between content marketing and content strategy is difficult, but essential. 
Content - The Atomic Particle of Marketing goes beyond superficial descriptions of how to produce 
engaging social media content to offer the results of many years of deep quantitative research, and 
hours of interviews with senior marketers at some of the world’s leading brands.  
 
Written by a recognized industry thought leader, Content - The Atomic Particle of Marketing 
explores how content functions in the broader framework of all marketing, as well as organizational 
concerns and IT decision making. It demonstrates the value content brings not only to “owned” media 
initiatives, such as a company website or blog, but also the essential role content plays in all other 
marketing initiatives, from social media to advertising to offline channels.  
 
It will enable readers to make the organizational, staffing, tools and process decisions necessary to get 
content up and running across divisions and organizational silos. Deeply researched and insightful, 
Content - The Atomic Particle of Marketing is, quite simply, the definitive research-based guide to 
content marketing.

Author Information
Rebecca Lieb is a strategic advisor, research 
analyst, keynote speaker, author and 
columnist. She works with many of the 
world’s leading brands on digital marketing 
innovation. Clients range from start-ups 
to non-profits to Fortune 100 brands and 
regulated industries, including Facebook, 
Nestlé, Adobe, Fidelity, IBM, Save the 
Children, Pinterest, Cisco and The Federal 
Reserve Bank of New York. Previously, she 
was Altimeter Group’s digital advertising and 
media analyst, and prior to that she was Vice 
President at Econsultancy. Lieb was VP and 
Editor-In-Chief of The ClickZ Network for over 
seven years.
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This book
 « Shows how to create valuable, targeted and discoverable content, thereby turning prospects into 
buyers and buyers into long-term loyal customers

 « Explains exactly what type of content is needed to promote a business

 « Teaches how to produce valuable content in a clear and compelling way

Description
WINNER: Small Business Book Awards 2016 - Community Choice - Social Media Category 
 
WINNER: Small Business Book Awards 2014 - Community Choice - Marketing Category (1st edition) 
 
From websites, white papers and blogs to tweets, newsletters and video, content is king in the digital 
world, now more than ever before. Get it right and you have a huge opportunity to connect with 
clients and customers in ways they appreciate and trust - they’ll be knocking at your door wanting 
to do business with you. Valuable Content Marketing shows you how to create and share the type 
of information that clients, customers and search engines really want - on your website, using social 
media and through more traditional methods. Whether you’re starting a business or aiming to grow, 
this book shows you how to get better results from your marketing efforts. 
 
Marketing with valuable content really works - this book shows you how to grow your business by 
raising awareness of your brand, turning prospects into buyers and buyers into long-term fans.  
 
This fully revised second edition of Valuable Content Marketing is a clear, practical guide that 
helps you make sense of marketing in the digital world and learn to enjoy the journey. It includes 
new ideas and examples, step-by-step action lists, quick tips and goal-driven chapter summaries 
to make understanding the key concepts easier than ever. Perfect for small-business owners and 
sales, marketing and branding professionals as well as practitioners in publicity or corporate 
communications, it provides inspiration from companies of all sizes that have got valuable content 
marketing right, from small companies like software development from Desynit to household names 
like HSBC.

Author Information
Sonja Jefferson shows you what to write. 
A content marketing consultant and trainer 
with a background in professional sales, 
she founded Valuable Content, which helps 
business owners get their message across in 
the right way. She reaches the heart of the 
message, producing and sharing the right 
type of information to help a business grow. 
 
Sharon Tanton shows you how to write. 
Creative Director at Valuable Content, she is 
a copywriter with a background in crafting 
stories. Working in radio, television, magazine 
features and internal communications, she 
helps companies convey their message in a 
way that audiences appreciate.
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This book
 « Explains how to integrate immersive brand experiences into marketing strategies, using targeted 
outreach for a live social media domino effect

 « Provides practical steps to plan, inspire, activate and evaluate tangible results from experiential 
initiatives

 « New to this edition: four new chapters on digital experience and merged realities, the experience 
economy, customer experience and the ’Pop-Up’ phenomenon

 « Online resources: practical checklists, workbooks and sector -focused content on drinks, cosmetics, 
FMCG, automotive, retail, fashion and technology

Description
The immersive brand experience is revolutionizing brand engagement. Experiential Marketing, 
second edition, cuts through the jargon with clear practical guidelines on how to magnify marketing 
strategies to a powerful new level. This book emphasizes that experiential marketing is not just about 
creating a live event. A unique, immersive experience allows businesses to generate a surge of brand 
engagement, which is amplified immediately by a niche target of consumers through live content 
sharing and social media streams.  
 
This comprehensive second edition of Experiential Marketing pinpoints exactly where this innovative 
strategy fits in with the current marketing and events climate, including a step-by-step outline to 
plan, integrate and evaluate its game-changing results. The completely fresh content analyzes the 
latest industry advances and case studies, including four new chapters on the digital experience and 
merged realities, plus the experience economy and creative explosion of the ’Pop-Up’ phenomenon. 
Accompanied with a digital toolkit of downloadable resources, this book is essential reading for 
marketing, business, media and events professionals alike, providing strategic decision makers with a 
unique competitive advantage in a vibrant new era of marketing strategy.

Author Information
Shirra Smilansky is CEO and Executive 
Creative Director of Electrify Worldwide Ltd, 
an international brand engagement agency 
working with clients such as L’Oreal Luxe, 
Carling, Selfridges, Harvey Nichols, Lancome 
and Yves Saint Laurent. She is the Co-founder 
of an MA degree ’Experiential Meets Digital’ 
and former Visiting Professor at London 
Metropolitan University. With over 15 years 
in the industry, Smilansky is an impactful 
thought-leader, entrepreneur and innovator in 
experiential marketing, co-founding her first 
company BlazinStar Experiential back in 2003.
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This book
 « Explains how to amplify engagement by tapping into consumer emotions with practical, 
psychology-driven techniques

 « Inspires the confidence and dexterity to sell and deliver stand out copy in a variety of creative 
contexts

 « Includes exclusive interview insights across the creative industry from high profile copywriters, ad 
agencies and market leaders

 « New to this edition: four new chapters placing copywriting in context: content marketing, 
creativity, storytelling and the impact of mobile and social channels; how to sell, quantify, brief and 
critique copy; plus brand new interview insights directly from the industry

Description
Persuasive Copywriting, second edition, is the ultimate copywriting survival guide for the 21st century. 
With the majority of creative professionals developing their skills on the job, it is notoriously difficult to 
benchmark successful copy. This book provides a step up for those who already know the basics, and 
are seeking more advanced, psychology-driven techniques to gain the competitive edge. With practical 
insight into human decision making and consumer engagement, it inspires the clear-cut confidence 
needed to create, quantify and sell stand out copy in a cluttered marketplace.  
 
This second edition of Persuasive Copywriting complements the “how to” perspective of copywriting, 
with impressive interviews from leading ad agencies and copywriters across the globe, addressing day 
to day issues faced in a multitude of roles. Updates include practical advice to measure and benchmark 
effective copy, guidance on creating and critiquing briefs, plus four new chapters on how to weave 
copywriting skills into the wider industry. These cover particularly useful ground around storytelling, 
content marketing and the impact of evolving channels like mobile and social media. Practical and 
inspiring, it is a vibrant, all-encompassing guide to copywriting; an essential to every marketer’s 
bookshelf.

Author Information
Andy Maslen is Managing Director of 
Sunfish, a writing agency specializing in 
corporate communications, direct marketing 
and digital content, and CEO of the Andy 
Maslen Copywriting Academy. A lifetime 
fellow of the Institute of Direct and Digital 
Marketing, Maslen works globally with clients 
such as the NHS, Prudential, The Economist, 
BBC Worldwide, Hamleys, London Stock 
Exchange, RSPB, The New York Times and 
PricewaterhouseCoopers. He is co-founder of 
the Copy Cabana conference and a bestselling 
author of numerous fiction and non-fiction 
books.
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This book
 « Explains why brand storytelling and journalistic skills are key to developing content tailored 
specifically to B2B clients

 « Demonstrates how to develop trusting and long-standing relationships with customers, connections 
and potential clients

 « Shows how to engage with B2B consumers at multiple stages in the sales funnel and understand 
how customers are responding to specific messages

 « Features case studies such as Adobe, Aviva, Dell DMC, Fujitsu, General Electric, GSK and Sap

Description
Global audiences are sceptical about advertising content, banner ads and promotional messaging that 
pushes content or products at them. In the B2B market, building an authentic brand is even more 
difficult and buying decisions are more complicated, take longer and are more involved. Building trust 
and credibility requires time and effort.  
 
Powerful B2B Content helps readers understand the importance of a brand narrative and explains how 
successful organizations can create brand journalism content that has influence and impact. Using the 
rigor of journalistic practices and constructing content that is developed and crafted with a journalist’s 
sensibility, B2B companies will ensure that stories are engaging and eye-catching, develop trust and 
attract the attention of the right audiences. Building on many years’ experience in award-winning 
newsrooms, Gay Flashman explains what makes a great story, describes what audiences want to hear 
and shows the most effective way to deliver it.  
 
By creating focused content that is tailored to a B2B audience, Powerful B2B Content will help B2B 
organizations listen, observe, understand their customer’s goals and deliver an experience that their 
customers know they can trust.

Author Information
Gay Flashman is a former television and 
news journalist for BBC, ITN and Sky and 
and was Managing Editor of Channel 5 
News and Channel 4 News, where she was 
responsible for all Channel 4 and More 4 
News programme output. She is the founder 
of Formative Content, a corporate digital 
content specialist, where she works with 
clients such as Nestle, Tata, BlackRock and the 
World Economic Forum.
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This book
 « Authored by one of the Chartered Institute of Marketing’s leading professional trainers, who has 
designed and currently directs a multitude of relevant professional courses

 « Demonstrates how the modern B2B marketing landscape has changed, with traditional marketing 
methods (such as funnels and swim lane advertising) being replaced by innovative new models and 
processes (such as lead nurturing and modern events marketing)

 « Cuts through the inundation of noise surrounding B2B marketing to provide clear, comprehensive 
coverage of all of the most recent developments, including social marketing, B2B-specific brand 
building, channel strategy, and much more

 « Online resources: include case studies, web links to insightful videos and articles, and lecture 
slides with practical models and templates

Description
Innovative B2B Marketing is a clear, practical guide that demystifies modern aspects of B2B 
marketing, including marketing models, processes and thought leadership pieces. New customer 
buying habits, the digital era and the new industry landscape (influenced by the application economy) 
have all had a great impact, with marketing professionals consequently facing a shift away from 
traditional practices. The focus of Innovative B2B Marketing is to cut through the noise and make 
sense of the new models, methods and processes that have recently emerged in the B2B marketing 
sphere.  
 
Authored by Simon Hall, an ex-CMO who brings over 20 years’ senior level experience as one of the 
leading voices in the B2B sphere actively working with the CIM, the IDM, and other major associations, 
Innovative B2B Marketing brings together a wealth of insight and information sourced from the 
author’s own first-hand experience. Featuring real-life examples from diverse sectors, plus topical 
discussion points and problems from key B2B marketing forums and associations, marketers will find 
new approaches, models and solutions to help deal with any B2B marketing challenge.

Author Information
Simon Hall is a marketing innovator with 
over 20 years’ experience in Technology and 
Services Marketing. He has served as UK 
Chief Marketing Officer for Dell as well as 
senior roles at Acer, Microsoft and Toshiba. 
In 2016 Simon founded NextGen Marketing 
Solutions. Simon is a Course Director with the 
Chartered Institute of Marketing (CIM), a B2B 
council member with The Institute of Direct 
and Digital Marketing (IDM), the Internal 
Consulting Group’s (ICG) Global Thought 
Leader for B2B Marketing, and a member of 
the European CMO Council.
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This book
 « Refocus on the outcome of marketing, rather than the tactics used in marketing, as the only way to 
win ongoing customer engagement

 « Confronts and refutes widely accepted, but misguided, beliefs that are currently dominating the 
B2B marketing realm, and uses case studies and evidence to prove how they are misleading

 « Features practical advice and real-world case studies including Apple, Volvo & NHS, to identify the 
model’s effectiveness in real-world B2B marketing environments

 « Presents a completely original model - the 3D Marketing Strategy - to shift focus from continually 
changing technologies and channels to lasting customer engagement and measurable results

Description
B2B marketing is functioning in an increasingly fast-paced and complex business landscape, with 
a wealth of new technologies, tools and channels, and where customers are more in control of the 
buying process than ever before. With the imperative to become ’digital’, B2B marketers have become 
consumed by the marketing activity itself - the tactics - instead of the outcomes marketers want and 
need to achieve for customers and businesses. B2B Marketing Strategy provides fresh insight into the 
challenges marketers are facing in such an environment and offers a new framework for developing 
B2B marketing strategy and plans.  
 
Written by an internationally recognised and award winning senior marketing strategist, B2B 
Marketing Strategy is a thought-provoking and comprehensive exploration of the state of B2B 
marketing. Expertly examined, this book will challenge the perspective of B2B marketers by 
confronting and refuting the many fallacies that currently dominate the industry. Filled with real-world 
case studies and practical, actionable insights, B2B Marketing Strategy takes the reader through three 
phases of thinking, doing and being different in order to make B2B marketing memorable in the hearts 
and minds of customers, creating lasting customer engagement.

Author Information
Heidi Taylor is a consultant, speaker and 
prolific blogger with a significant global 
following. Her expertise is in strategy and 
creating powerful multi-channel, multi-
format marketing campaigns. In 2015 
Heidi Taylor was named a top 25 UK B2B 
Marketing Influencer by Onalytica. She has 
won two awards at the Chartered Institute 
of Marketing’s prestigious annual Marketing 
Excellence Awards, including the coveted 
overall Marketer of the Year.
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This book
 « Shows readers how to create an exceptional customer experience and deliver against the six pillars 
of customer experience - commitment, fulfilment, seamlessness, responsiveness, proactivity and 
evolution

 « Is specifically written for B2B companies, with bespoke journey plans and strategies for the B2B 
realm

 « Features case studies and examples from leading companies such as Zappos, Nordstrom and John 
Lewis

Description
B2B Customer Experience shows readers how to deliver the very best customer experience (often 
referred to as CX), within the business-to-business realm. Marketers have long known that emotions 
are important in driving our experiences, and the subject is now high on the agenda of B2B companies 
who want to deliver a ’wow’ to their customers. Achieving this ’wow’ factor helps organizations 
distinguish themselves from their competition, while simultaneously winning new business and 
retaining existing clients. B2B Customer Experience is the essential handbook that guides the reader 
through the process of creating an exceptional customer experience.  
 
Intensely practical in its approach, B2B Customer Experience is divided into five parts to walk readers 
through the journey of planning, mapping, structuring, implementing and controlling an effective 
customer experience, all bespoke for the B2B environment. Clearly argued and supported by real-
world examples, this text will help readers understand critical features including the difference 
between customer experience, loyalty and inertia; how to use journey maps to establish strengths 
and weaknesses in an organization, and how to ensure that sales teams are engaged in the customer 
experience programme. Discussing some of the best known examples of consumer-focused customer 
experiences from companies such as Zappos, Nordstrom and John Lewis, B2B Customer Experience is 
the must-have text for any marketing professional working within a B2B environment.

Author Information
Paul Hague is a founder of B2B International. 
With 35 years of experience running market 
research agencies, his clients include some 
of the largest corporations in Europe and the 
United States. He has written, co-authored 
and contributed to numerous publications on 
market research tools and techniques. 
 
Nick Hague is also a founder of B2B 
International, having joined his father 
(Paul) after graduating from Manchester 
University. Over the last two decades, Hague 
has made his name as an expert in customer 
experience market research. He is chairman 
of B2B International and has co-authored the 
bestselling book on market research - Market 
Research In Practice.
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This book
 « Gives clear, direct explanations of the more advanced aspects of digital B2B marketing, and makes 
these accessible and user-friendly

 « Expertly explains the most up-to-date digital frameworks relevant to the B2B marketing sphere, and 
shows how to implement these to achieve lead generation, customer retention, data management 
and much more

 « Includes a wealth of global case studies, featuring companies such as Danfoss, American Express, 
IBM, Schneider Electric and more

Description
B2B Digital Marketing Strategy is a decisive guide to the most recent developments in the field. It 
gives readers an overview of the latest frameworks and models, and shows how these can be used 
to overcome the everyday challenges associated with account targeting, data utilization, and digital 
campaign management. 
 
Intensely practical, B2B Digital Marketing Strategy helps readers get to grips with some of the more 
advanced and complex elements of B2B marketing. It expertly explains how to incorporate the latest 
digital methodologies into critical processes such as lead generation, customer retention and customer 
experience personalization. Packed with global case studies and examples, B2B Digital Marketing 
Strategy is an invaluable resource for any professional operating in the B2B space.

Author Information
Simon Hall is a marketing innovator with 
over 20 years’ experience in Technology and 
Services Marketing. He has served as UK Chief 
Marketing Officer for Dell as well as senior 
roles at Acer, Microsoft and Toshiba. Hall is a 
Course Director with the Chartered Institute 
of Marketing (CIM), a B2B council member 
with The Institute of Direct and Digital 
Marketing (IDM), the Internal Consulting 
Group’s (ICG) Global Thought Leader for B2B 
Marketing, and a member of the European 
CMO Council. He is the founder of NextGen 
Marketing Solutions and author of Innovative 
B2B Marketing, also published by Kogan Page.
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This book
 « Prepares students to manage an existing global brand, as well as providing the basic considerations 
and strategies for developing and building a new one

 « Features perspectives from world class practitioners to demonstrate the crucial importance of 
global brands effectively adapting to different languages, cultural values and commerce laws

 « Demonstrates the essential role that flex and elasticity play in enabling a brand to maintain a 
distinct and unified identity across global borders

 « Includes detailed case studies from Oreo, McDonalds, Harley Davidson, Tropicana and Xiaomi, and 
guest contributions from a range of international entrepreneurs, strategists and marketers

 « Online Resources: Chapter PowerPoints, chapter summaries, test banks, sample syllabus

Description
In today’s hyper-connected world, any brand with a website or digital presence is ’global’ by its very 
definition; yet in practice it takes an enormous amount of strategic planning and adaptability to 
successfully manage an international brand. Global Brand Management explores the increasingly 
universal scope of brand management. In an era when many brand managers will find themselves 
working for large multinationals operating across varied territories, categories and consumer groups, 
developing an understanding of both the opportunities and risks of multinational brands is truly 
essential.  
 
Meticulously researched, Global Brand Management shows readers how to manage an existing global 
brand, while simultaneously equipping them with the skills to build one from scratch. The text uses 
fascinating case studies including Oreo, Harley Davidson and Xiaomi to demonstrate the challenges of 
maintaining a stable brand identity when operating across territories with different languages, cultural 
values and logistics. With helpful pedagogy throughout and built-in features to enhance classroom 
learning, Global Brand Management is the perfect springboard for students to appreciate, enjoy and 
embrace the nuances and complexities of brand management on an international scale.

Author Information
Laurence Minsky is Associate Professor at 
the School of Media Arts, Columbia College 
Chicago, and author of many books on 
advertising, branding, and marketing. He 
is an award-winning marketing strategist, 
creative director and copywriter, focused on 
creating innovative and effective branding 
and cross-discipline marketing solutions for 
global brands. 
 
Ilan Geva is Adjunct Professor at the 
University of Chicago and DePaul University, 
and was formerly Design Head and Creative 
Director at Ogilvy & Mather, Leo Burnett, 
Frankel & Co., and several internationally 
renowned agencies. He currently runs 
Ilan Geva & Friends, a leading branding 
consultancy based in Chicago.
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This book
 « Reveals and explains the latest branding techniques used by companies worldwide

 « Includes expert advice on best practice for adding culture and content into brands

 « Enables students and practitioners to stay up to date with targeting, adding recent research and 
market knowledge to the discipline

 « Contains a section on brand valuation which illuminates the complex strategies behind how brands 
are ranked in the media

Description
Adopted internationally by business schools and MBA programmes, The New Strategic Brand 
Management is simply the reference source for senior strategists, positioning professionals and 
postgraduate students. Over the years it has not only established a reputation as one of the leading 
works on brand strategy, but also has become synonymous with the topic itself. Using an array of 
international case studies, Jean-Noël Kapferer covers all the leading issues faced by brand strategists 
today. With both gravitas and intelligent insight, the book reveals new thinking on topics such as 
putting culture and content into brands, the impact of private labels and the comeback of local brands. 
 
This updated fifth edition of The New Strategic Brand Management builds on its impressive 
reputation, including new information to enable students and practitioners to stay up to date with 
targeting, adding recent research and market knowledge to the discipline. With dedicated sections for 
specific types of brands (luxury, corporate and retail), international examples and case studies from 
companies such as Audi, Nivea, Toyota and Absolut Vodka; plus models and frameworks such as the 
Brand Identity Prism; it remains at the forefront of strategic brand thinking.

Author Information
Jean-Noël Kapferer is one of the world’s 
foremost thought leaders on luxury brands. 
An active researcher, he is an HEC Paris 
graduate and holds a PhD from Northwestern 
University’s Kellogg Business School. Kapferer 
is author of Kapferer on Luxury and co-author 
of The Luxury Strategy (both published by 
Kogan Page) and has written many seminal 
articles. He is a sought after speaker, leading 
seminars on luxury worldwide at institutions 
including HEC Paris, Tsing Hua University 
Beijing, Seoul Luxury Business Institute 
and LBI Shanghai. He is also advisor to the 
president of Inseec Business School (Paris).
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This book
 « Explores the most pervasive and entertaining myths about the world of branding, including ’a good 
brand can save a bad business’; ’brands don’t matter in every business’; and ’branding is all about 
visual identity’, debunking them with up-to-date research and evidence

 « Includes fascinating examples from the world’s leading brands and foremost branding agencies

 « Features in the topical and successful Myths Of series, debunking the most popular myths and 
misconceptions in the business landscape

Description
A brand is just a logo - everyone knows that, don’t they? After all, it’s not as though a good brand can 
save a bad business, and besides, the digital revolution is making branding irrelevant... 
 
Myths of Branding, written by renowned branding experts Andy Milligan and Simon Bailey, explores 
the huge number of misguided, mistaken and blatantly false myths that abound in the branding arena. 
From the belief that developing brands is nothing more than fiddling with logos, to the perception that 
it’s a ’soft’ area of marketing that doesn’t go beyond visual identity - these myths are all surprisingly 
entrenched, yet could not be further from the truth.  
 
Myths of Branding takes the most up-to-date research and evidence to debunk these popular 
misconceptions, and replaces them with the reality of what it’s really like to work in the world of 
branding. Jam-packed with entertaining anecdotes and useful information that practitioners can 
learn from, it guarantees a deeper, sharper understanding of the realities of branding and brand 
management.

Author Information
Andy Milligan is a leading international 
branding consultant. He has worked for 
almost 20 years advising major organizations 
on strategies for brand building, customer 
experience and internal culture, and 
comments regularly in the media on brand 
issues. He is the co-author of On Purpose and 
Bold. 
 
Simon Bailey is an experienced business 
leader and brand specialist who advises CEOs 
on using their brand to drive business growth. 
He was formerly European CEO of Interbrand 
and UK CEO of WPP agency the Brand Union. 
His agencies have twice been awarded 
’Agency of the Year’ by Marketing Magazine.
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This book
 « Includes frameworks to analyze the most influential youth marketing trends such as digital culture, 
social media, and the subsequent impact, or ’stickiness’, of Gen Z campaigns

 « Outlines innovative strategies for Gen Z consumers using inclusive campaigns, gamification and 
hyper-segmentation

 « Written by recognized thought leaders in the field with more than 20 years of experience in leading 
youth marketing initiatives

Description
Generation Z, ranging from tweens to young adults, has enormous spending power; yet it is one of the 
most challenging generational cohorts for brands to reach. It is projected to be the largest consumer 
demographic in history, driving a forecast from the HRC Retail Advisory of 40% of all US consumer 
spending, and another 40% of all consumers in the US, Europe and BRIC by 2020 (Brazil, Russia, 
India, China), according to other sources. Embodying an unrelenting relationship with information 
and mobile technology from a young age, Generation Z’s ecosystem is infinitely more complex and 
varied than any generation before. Staying tuned-in to this demographic’s impatience, confidence and 
constantly evolving trends can be daunting for any marketer trying to keep up. 
 
The Gen Z Frequency offers a comprehensive guide for any brand or organization trying to reach this 
demographic, covering fundamental truths, content creation, engagement strategies and tactics such 
as social media, experiential, emerging technologies, and much more. It is woven with fascinating case 
studies and real-world stories from the trenches, plus key insights from leading youth brands and Gen 
Z themselves. Whether you are new to marketing or a seasoned expert, The Gen Z Frequency is the 
ultimate resource for tuning in to Generation Z.

Author Information
Gregg L. Witt is a renowned youth marketing 
strategist and generational expert, working 
with brands including Procter & Gamble, 
Qualcomm and The Walt Disney Company, to 
develop innovative strategies that connect 
with Gen Z. He was named a “Top 5 Youth 
Marketer to Follow” by Inc. Magazine in 2016.  
 
Derek E. Baird is a youth digital strategist 
and educational technologist, working with 
leading youth brands and non-profits around 
the world. He has led digital youth initiatives 
for high profile media brands including 
Yahoo!, Facebook, and The Walt Disney 
Company, where he received the Disney 
Inventor Award.  
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This book
 « Includes an entirely new chapter on Generation Z based on detailed new research

 « Reveals what drives Generations Y and Z, and how these groups have been impacted by recent 
events like the recession along with the rise of social media and mobile marketing

 « Features interviews with global marketing executives of successful brands such as Converse, 
Heineken, DIESEL, Coca-Cola, MasterCard, eBay and the BBC

 « Offers tools and guidance for developing brand strategies that effectively target Generations Y and 
Z, as well as a critical comparison of Generation X and Baby Boomers

Description
WINNER: Berry-AMA Book Award 2012 (1st edition) 
 
WINNER: Expert Marketing Magazine’s Marketing Book of the Year Award 2011 (1st edition) 
 
How Cool Brands Stay Hot analyses Generations Y and Z, the most marketing savvy and advertising-
critical generations yet. It reveals how millennials think, feel and behave, offering proven strategies to 
market to these groups more effectively and remain a relevant, appealing brand. Featuring interviews 
with global marketing executives of successful brands such as the BBC, Converse, Coca-Cola, eBay and 
MasterCard along with case studies from companies including H&M, MTV and Diesel, it guides readers 
in developing the right strategies to leave a lasting business impact. 
 
This fully revised 3rd edition of How Cool Brands Stay Hot goes beyond the discussion of Generation Y, 
expanding its reach with an entirely new chapter on Generation Z and a detailed analysis of the impact 
that issues such as recession, social media and mobile marketing have had on these consumers. Based 
on new figures, case studies and interviews, it provides a fresh take on what remain critical issues for 
anyone hoping to market to those who come after Generation X.

Author Information
Joeri Van den Bergh is the co-founder of 
InSites Consulting, a global new generation 
research agency with offices in Belgium, the 
UK, France, Switzerland and the Netherlands. 
His clients include global customers such as 
Lego, Nokia, Sony, MTV Networks, Danone, 
Unilever and Coca-Cola.
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This book
 « Frames a process to plan, analyze, optimize and measure tangible results on brand campaigns

 « Includes a practical checklist for the digital branding process and tools to implement it

 « New to this edition: Advances in mobile marketing, augmented/virtual reality, mobile payments 
and a full overhaul of industry tools, models and case studies

 « Simplifies complex terms and techniques for straightforward understanding and application

 « Written by a highly respected industry expert at the Chartered Institute of Marketing (CIM)

Description
Digital Branding second edition, provides step-by-step, practical guidance on how to build a brand 
online and quantify it through tangible results. It draws together each of the core marketing avenues 
such as content marketing, social media, search engine optimization and web analytics, to deliver a 
robust framework for brand planning, identity, channel selection and measuring the effectiveness of 
campaigns.  
 
The second edition of Digital Branding contains a complete overhaul of tools and techniques for 
straightforward application, plus new high profile case studies including Accenture, Tesco and Imperial 
College London. Important updates are made on social media guidelines and policy, how to tackle 
advancements in mobile marketing and mobile payments, as well as augmented and virtual reality. 
The book features a toolkit of free and paid tools, including a valuable checklist, outlining the digital 
branding process from start to finish, and measurement devices for multiple channels and purposes. 
Written by a respected CIM fellow and course leader, this succinct handbook is ideal for any marketer 
or brand strategist to enhance their online brand identity.

Author Information
Daniel Rowles has more than 20 years 
of digital marketing experience on both 
client and agency sides. A CIM fellow and 
course director, he is lead judge for their 
CIM Marketing Excellence award. Rowles 
also lectures at Imperial College London and 
Cranfield School of Management, and co-
hosts the Digital Marketing Podcast, a global 
top-ten business podcast on iTunes. His digital 
marketing company TargetInternet.com 
supports clients such as the BBC, Vodafone, 
Sony, Oracle and Tesco.
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This book
 « Provides exemplary guidance on building a conscientious brand strategy, underpinned with not just 
stories of success, but also caveats based on real world challenges and failures

 « Allows you to place responsible practice at the heart of your organization with numerous 
inspirational case studies including Adidas, H&M, Tata Steel, Dilmah Tea and the John Lewis 
Partnership

 « Illustrates how to create and sustain a culture that meets the needs of internal and external 
stakeholders

Description
The definitive expert guide to ethical brand practice from the prestigious Medinge Group, Brands with 
a Conscience dissects the philosophies underpinning sustainable brands to arrive at a set of eight clear 
guiding attributes which can be used as the foundation of a strategy for responsible growth. These 
attributes span the public persona of an organization, the actions to take when things go wrong, the 
effort invested in developing relationships, the promotion of core values and balancing measures of 
success across economic, human, social and environmental factors. They are then used as the criteria 
to assess twelve carefully selected case studies, which include Dilmah Tea, H&M, Dr. Hauschka, Merci 
and the John Lewis Partnership, amongst other leading international brands. Because the potential to 
have bad practice unmasked or to have successes amplified online is greater than ever, it pays to adopt 
a strategy that builds customer loyalty and trust. 
 
Brands with a Conscience inspires via examples of brands which not only exhibit a genuine desire 
to operate ethically, but also have seen impressive success in terms of engagement with consumers, 
reputation, and return on investment. The book includes a range of practical tools to bring together 
the main concepts in an easy-to-adopt framework for building a brand strategy based upon real world 
experience. If you are a brand manager or marketing professional seeking a conscientious approach to 
consumer engagement, then Brands with a Conscience will support you every step of the way.

Author Information
Nicholas Ind is an associate professor at 
Oslo School of Management and a partner in 
Equilibrium Consulting. Previously he ran Icon 
Medialab’s brand consultancy arm in Sweden. 
He is former director of the Design Business 
Association (UK), a member of the advisory 
board of Corporate Reputation Review and 
the editorial board of the Journal of Brand 
Management. He was a founder member of 
the Medinge Group, an international branding 
think tank. Nicholas is the author of eleven 
books including Beyond Branding, Living 
the Brand and Brand Together, all published 
by Kogan Page.  
 
Sandra Horlings is a branding and marketing 
consultant specializing in sustainable business 
development in a circular economy. Before 
she founded Wonderwings in 2008, she 
was a member of the BBDO board in the 
Netherlands and responsible for Proximity in 
Amsterdam. Sandra is a guest lecturer and 
corporate trainer. She is a member of Medinge 
and a founder of Wereldmarketeers, a Dutch 
knowledge and inspiration platform for 
marketers and entrepreneurs on sustainable 
innovation, endorsed by NIMA, the Dutch 
Marketing Association.
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This book
 « Transforms the intangible process of loyalty and trust into an accessible, strategic and systematic 
framework

 « Demonstrates how to measure growth and impact by identifying the essential elements for success 
in customer loyalty management

 « Explores practical examples to inspire, build and maintain loyalty from companies leading the 
charge

 « Features examples from international companies including Lexus, Aldi, Dyson, The Ritz-Carlton and 
Virgin Atlantic.

Description
Consumer-facing and business-to-business organizations know that if they get their approach to 
customers right, they will be rewarded with unprecedented customer loyalty. This will lead to increased 
market share, improved sales, an enhanced reputation and higher profitability. Despite this, many of 
today’s companies fail to recognize that the notable improvements in their service delivery are not 
keeping up with increased customer expectations. Creating Customer Loyalty outlines simple, easy to 
understand strategies for creating a sustainable customer loyalty management programme that will 
win loyal customers.  
 
Demonstrating how to focus solely on the things that enable and enhance success, this book shows 
how to make loyalty a habit and structure a business that attracts and retains the best customers. 
Using examples from both UK and international companies such as Lexus, Aldi, Dyson, The Ritz-Carlton 
and Virgin Atlantic, Creating Customer Loyalty explains why customer experience management alone 
does not build lasting loyalty, and why customer expectation and customer memory management are 
essential. It outlines how to make every occasion epic by removing those ’ouch’ moments, replacing 
them with ’wow’ experiences, and developing dazzling recovery techniques to create unforgettable 
stories and positive memories.

Author Information
Chris Daffy is an established author, speaker 
and writer, with over 20 years’ experience 
helping organizations to improve customer 
service, experience management and loyalty 
building. He provides training throughout 
the UK and Northern Europe with clients 
including: Airbus; Air Products; AXA; BAE 
Systems; BBC; Barclaycard; Brenntag; DHL; 
Dorchester Hotel; JCB; Legal & General; Pizza 
Express; Saint Gobain Group; Toyota/Lexus; 
Unilever Group; Watches of Switzerland.

Creating Customer 
Loyalty
Build Lasting Loyalty Using Customer 
Experience Management

Edition: 1
Date: 03/04/2019
Price: £19.99
ISBN Print: 9780749484309
ISBN Ebook: 9780749484316
Pages: 264
Format (mm): 234x156
Product Category: Professional
Subject: Branding



327 BrandingMarketing and PR

Table of Contents

1 What is brand storytelling and 
why is it important?

2 Brand, business, customer? 
Where to begin in building 
your brand story

3 The five essential elements to 
humanize your brand through 
storytelling

4 Assessing and dismantling 
your current brand story 
to redesign a customer-led 
narrative

5 Shifting the role of your 
brand from hero to sidekick in 
your brand story, giving your 
customer the starring role

6 Bring your story to life with 
the sixth storytelling element 
– Passion

7 How to integrate brand 
storytelling into your 
marketing mix

8 Embracing dark social, 
immersive and data-driven 
storytelling

9 Why ‘personal branding’ your 
leaders is a key pillar of brand 
storytelling success

10 The power of advocacy 
– Using employees and 
influencers to celebrate your 
story

11 Inspire your brand story 
– Interviews with leading 
storytellers around the world

12 How to align and integrate 
brand storytelling into every 
department

13 Benchmarking and 
measurement – How do you 
know your brand storytelling 
is working?

14 The future of brand 
storytelling – How machine, AI 
and automation can only tell 
one side of the story

This book
 « Tap into authentic brand loyalty and human connection by aligning brand voice with individual 
customer values, experiences and aspirations

 « Understand how to weave, measure and advocate the brand storytelling mission into the marketing 
mix and throughout every department

 « Leverage the brand as a creative thought leader with a personalized brand narrative for leaders, 
employees and influencers to strengthen customer engagement and differentiate from competitors

 « Build on cutting edge interviews with leading storytellers in different industries and case studies 
such as Expedia, McDonalds, Adobe, Coca Cola and Google

Description
Despite understanding essential storytelling techniques, brands continue to explain how their product 
or service can help the customer, rather than showcasing how the customer’s life has changed as a 
result of them. Brand Storytelling gets back to the heart of brand loyalty, consumer behaviour and 
engagement as a business strategy: using storytelling to trigger the emotions that humans are driven 
by. This book provides a step by step guide to assess, dismantle and rebuild a brand story, shifting 
the brand from a ’hero’ to ’sidekick’ mentality, and positioning the customer as a key influencer to 
motivate the audience.  
 
Written by the award-winning storyteller Miri Rodriguez at Microsoft, Brand Storytelling is a clear, 
actionable guide that goes beyond content strategy, simplifying where to begin, how to benchmark 
success and ensuring a consistent brand voice throughout every department. Inspiring with interviews, 
advice and case studies from leading brands like Expedia, Coca Cola, McDonalds, Adobe and Google, it 
clarifies why machine-learning, AI and automation only tell one side of the story. Aligning an emotive 
connection with the customer’s personal values, experiences and aspirations will enable brand leaders, 
employees and influencers to celebrate and strengthen brand engagement for long-term growth, 
rather than trying to win it.

Author Information
Miri Rodriguez is an award-winning 
storyteller and creative journalist at Microsoft. 
She is a renowned keynote speaker and 
international thought leader on brand 
storytelling, personal branding and youth 
entrepreneurship. Her award-winning work 
has been acknowledged as best practice by 
the annual Microsoft Think Tank Summit, 
and she has previously worked with clients 
including Adobe, Walmart and McKesson.
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This book
 « Features a foreword by Dr Philip Kotler

 « Explains why audio branding (examples of which include the Skype intake of breath, the noise an 
iPod wheel makes as it clicks, and the sound a particular brand of car makes when a key is inserted 
in the ignition) is a crucial element of brand development

 « Explores immediate and upcoming topics such as audio-enabled devices, digital touch points, and 
continuous partial attention

 « Provides practical, step-by-step instructions to enable readers to build an audio language to 
enhance their brand

 « Draws real life relevance with insightful case studies on companies which have developed 
successful audio brands in differing ways, including Peugeot, Atlanta Convention & Tourism Bureau, 
and Michelin

 « Written by authors with unique insider knowledge, having worked at the forefront of the audio 
branding industry and been involved with some of the world’s leading audio branding campaigns

Description
Audio Branding is a concise, practical guide on the influential world of audio branding - what it is, why 
it’s important, and how it can be used to enhance a brand. Consider the familiar tune of a branded 
ringtone, the bubbly sounds of Skype, and even the chosen sound bite for a branded car unlocking 
as the driver presses the key. How do these choices tie into a wider brand identity? Which emotions 
do they spark, and most importantly, how do these choices enhance brand association with the 
consumer? 
 
Audio Branding delivers fascinating insights into this area of marketing, underpinned by practical 
step-by-step guidance and cutting-edge research to enhance brand loyalty through user experience. 
Written by authors who have contributed directly to the development of this field, the book contains 
an enlightening set of case studies, including companies such as Renault (a surprisingly emotional 
audio brand) Atlanta Convention & Visitors Bureau (a warm, energetic audio brand), and Michelin (a 
globally coherent audio brand). Covering issues such as the dominance of audio-enabled devices and 
the phenomenon of continuous partial attention, Audio Branding demonstrates how brands can infuse 
sound into so many different aspects of their identity, building in a subtle longevity of brand presence 
through daily user experience.

Author Information
Laurence Minsky is associate professor 
in Communication & Media Innovation at 
Columbia College Chicago, and author of 
many books on advertising and marketing. He 
is also an award-winning marketing strategist, 
creative director, and copywriter focused on 
creating innovative and effective branding 
and cross-discipline marketing solutions for 
many leading brands.  
 
Colleen Fahey is US Managing Director 
of Sixième Son, the world’s leading audio 
branding and sound design agency. 
Throughout her career, Colleen has worked 
for major marketing organizations on some 
of the leading brands in the US, Europe, Latin 
America and Asia.
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This book
 « Endows practitioners with all the key conceptual and theoretical tools to take control of 
understanding subconscious responses and become neuro-literate

 « Covers behavioural economics, eye-tracking, implicit response measures, facial coding and other 
research tools which can measure and illuminate the irrational drives of consumers

 « Aligns with new understandings in behavioural science and developments in data-processing 
technology to meet the demand for new insights into decision making

 « Online resources: Online guide for students and lecturers with helpful chapter summaries

Description
Decoding the Irrational Consumer is written to help marketing practitioners demystify 
neuromarketing, a relatively new field of marketing research used to understand consumer response 
to marketing stimuli. 
 
Decoding the Irrational Consumer presents in plain terms the key theoretical tools required to 
implement neuromarketing studies and achieve desired research outcomes. Marketers and researchers 
will learn how to effectively and confidently brief data processors, and confer with neuroscientists 
and technicians. They will gain keen understanding of recent developments in behavioural science 
and data-processing technology, as well as sophisticated neuromarketing tools used to understand 
subconscious responses including behavioural economics, eye-tracking, implicit response measures, 
and facial coding. The author discusses when to apply these techniques and others, how to combine 
them effectively and how to correctly interpret resulting data to generate valuable insights that aid in 
decision making. The book is also suppotrted by an online guide for students and lecturers with helpful 
chapter summaries.

Author Information
Darren Bridger works as a consultant to 
marketers, advising on using and analysing 
data that tap into consumers’ non-conscious 
thinking and motivations. He was one 
of the original pioneers of the consumer 
neuroscience industry, co-founding both the 
world’s first full-service agency, Neuroco, 
and the first agency dedicated to serving 
the public relations industry, MindLab 
International, then joining the world’s largest 
agency, Neurofocus, as its second employee 
outside of the US.
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This book
 « Provides a complete overview of the development, key issues and future directions of design 
management, giving students the holistic knowledge they need to practice design management 
across a wide range of industries

 « Gives students the skills to get design management recognised at board level, enabling them to 
effect revolutionary new initiatives and changes in their companies

 « Builds awareness of the changing nuances of design management practice at varying levels, 
including macro, organizational and individual-project level, allowing students to develop their 
studies and careers in accordance with their skills and interests

 « Links theory to practice with in-depth case studies and thought-provoking contributions from 
actively practicing professionals

 « Online Resources: PPT slides, review questions, project questions, activity worksheets, further 
reading

Description
Design Management is the essential handbook to all things design. As a discipline, design 
management is continually in motion; changing, responding and adapting to the dynamics of social 
and business transformation. As a business function, it combines project management, design, 
strategy and supply chain techniques to enable the creation of more effectively designed products, 
services, communications and brands. As such, it is relevant to a very broad range of industries and 
sectors, and Design Management recognizes this by structuring content around four key universal 
perspectives: values, horizons, visions, and futures. These perspectives give an overview of the 
development, key issues and future direction of design management. 
 
Meticulously researched, Design Management goes beyond individual project-level implementation 
to explore design strategy at both organizational and macro levels. By showcasing its impact all the 
way up to industrial and national application, students will gain a deep understanding of the nuances, 
scope and scalability of design. Filled with vibrant case studies and guest perspectives from a spectrum 
of industry leaders and policy makers, this book is an invaluable real-world commentary on design’s 
role as a key asset in organiZational activity. The book’s engaging and accessible style provides 
students and practitioners with everything needed to foster a climate of creative engagement. 
 
Online resources include a valuable toolkit of PowerPoint slides, review questions, project questions, 
activity worksheets and further reading.

Author Information
Dr David Hands is a senior lecturer in 
Design Management at Lancaster University. 
He is also Course Leader for MA Design 
Management at Lancaster Institute for 
Contemporary Arts. He has written and 
published extensively on all aspects and 
themes surrounding strategic design 
management theory and practice.
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This book
 « Provides a structured, practical framework of essential theory and application, specifically the 
logistical planning, promotion and delivery of events

 « Saves time sourcing, understanding and applying complex safety, risk management and legal 
admin, helping to minimize stress on the day and resolve issues as they arise

 « New to this edition: How to manage an event on the day, fresh international case studies and 
exploring live brand experiences for experiential marketing

 « Online resources: Downloadable checklists, step by step processes, planning templates, lecture 
slide pack, and real-world case studies with discussion questions

Description
Event Planning and Management, second edition, is an ideal resource for those seeking a step by 
step formula to plan and deliver a successful event. With the vital balance of professional experience 
behind them, the authors teach the next generation of event planners with unrivalled knowledge, 
ensuring an effective event process from start to finish. This book delivers practical understanding 
of the theory and practice needed to activate each stage of planning, from initial venue selection, 
budgeting and programme content, to managing stakeholders and sponsors, promotion, risk 
assessment, safety and post-event evaluation.  
 
Fully revised, the second edition of Event Planning and Management expands on managing events 
on the day, and explores the PR and experiential marketing boom for live brand experiences. Including 
updated real-world case studies from around the globe, it also features an invaluable toolkit of 
templates, planning checklists and budget sheets. Accompanied by a host of downloadable resources, 
this book is the ideal end to end resource for both event planning modules and certifications, plus busy 
marketing and PR professionals facing the new wave of live brand and customer experiences.

Author Information
Ruth Dowson has more than 30 years 
of experience in strategic development, 
management and delivery of events, 
conferences, seminars and exhibitions, in 
both the public and private sectors. She is a 
senior lecturer in events management at the 
UK Centre for Events Management at Leeds 
Beckett University.  
 
David Bassett is an experienced event 
organizer and educator in events 
management, leisure, sport and tourism. He 
is former senior lecturer at the UK Centre 
for Events Management and now provides 
training to industry professionals. He is also a 
leadership development consultant for Leeds 
Business School, UK.

Event Planning and 
Management
Principles, Planning and Practice

Edition: 2
Date: 03/11/2018
Price: £34.99
ISBN Print: 9780749483319
ISBN Ebook: 9780749483326
Pages: 368
Format (mm): 240x170
Product Category: Textbook
Subject: Event Management
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This book
 « Introduces the subjects of event sponsorship, fundraising, partnerships and relationship 
development, in the context of the Integrated Marketing Communications Mix, allowing readers to 
see the role they play in overall events management

 « Includes discussion questions and recommended reading sections, with each chapter structured 
around specified learning outcomes

 « Reveals fascinating discussion on the future of fundraising and sponsorship, including burgeoning 
developments such as crowdfunding

 « Online resources: Comprehensive set of downloadable teaching aids

Description
Securing sponsorship and other sources of funding for events is becoming increasingly competitive, 
making differentiation and delivery vital. Event Sponsorship and Fundraising explores this complex 
area of event management, drawing on both experiential marketing and consumer behaviour theories, 
and developing critical insights on the dynamics of successful event sponsorship. Its coverage includes 
professional guidance on prospecting for sponsors, brand activation and evaluation, as well as advice 
on relationship management, proposal writing and pitching to potential sponsors. 
 
Event Sponsorship and Fundraising places each of these concepts at the heart of the Integrated 
Marketing Communications Mix, alongside cutting edge literature on the topic. Written by two 
highly experienced industry practitioners, both of which now teach on two of the UK’s leading event 
management degree courses, and supported by a comprehensive set of online resources, this book is 
an invaluable go-to resource for event management students, tutors and professionals alike.

Author Information
Tom Lunt is the Programme Leader for 
International Events Management at the 
University of Surrey. He is former senior 
lecturer at London Metropolitan University 
and spent nine years working in fundraising 
events with organizations such as Christian 
Aid and the Royal Star & Garter Home for 
disabled servicemen and women. 
 
Eva Nicotra is Senior Lecturer at London 
Metropolitan University, teaching event 
planning, events marketing and sponsorship, 
and live music events promotion. She is an 
accomplished events and music industry 
professional and previously ran her own 
events management company for live events, 
charity fundraisers, concerts and festivals.

Event Sponsorship 
and Fundraising
An Advanced Guide

Edition: 1
Date: 03/11/2018
Price: £34.99
ISBN Print: 9780749480929
ISBN Ebook: 9780749480936
Pages: 288
Format (mm): 240x170
Product Category: Textbook
Subject: Event Management
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This book
 « Identifies the rules for marketing luxury products and implementing a luxury strategy

 « Provides the depth insight required to master luxury marketing strategies

 « Includes coverage of human resources and financial management in the luxury space

Description
The Luxury Strategy, written by two world experts on luxury branding, provides the first rigorous 
blueprint for the effective management of luxury brands and companies at the highest level. It 
rationalizes those business models that have achieved profitability and unveils the original methods 
that were used to transform small family businesses such as Ferrari, Louis Vuitton, Cartier, Chanel, 
Armani, Gucci, and Ralph Lauren into profitable global brands. 
 
By defining the differences between premium and luxury brands and products, analysing the nature 
of true luxury brands and turning established marketing ’rules’ upside down, The Luxury Strategy has 
established itself as the definitive work on the essence of a luxury brand strategy. 
 
This fully revised second edition of The Luxury Strategy explores the diversity of meanings of ’luxury’ 
across different markets. It also includes a new section on marketing and selling luxury goods online 
and the impact of social networks and digital developments, cementing its position as the authority on 
luxury strategy.

Author Information
Jean-Noël Kapferer is a worldwide thought 
leader and expert on brand management. 
A Professor of marketing strategy at HEC 
Graduate School of Management in France 
and is also a corporate branding consultant. 
His other popular titles include Kapferer 
on Luxury and The New Strategic Brand 
Management. 
 
Vincent Bastien is one of the most 
experienced senior managers in the luxury 
business. Formerly MD of Louis Vuitton 
Malletier and CEO of Yves Saint Laurent 
Parfums, he has held senior posts at some of 
the world’s most prestigious luxury brands. 
He is now Affiliate Professor at HEC Paris, 
teaching Strategy in Luxury.

The Luxury Strategy
Break the Rules of Marketing to Build 
Luxury Brands

Edition: 2
Date: 03/09/2012
Price: £34.99
ISBN Print: 9780749464912
ISBN Ebook: 9780749464929
Pages: 408
Format (mm): 234x156
Product Category: Textbook/Professional
Subject: Luxury Marketing
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This book
 « Explains how any marketer, in any category, can benefit from knowing about prestige branding

 « Provides actionable checklists and advice on how to apply the power of prestige to their own brand 
and how to build a B2B prestige business

 « Includes answers to key questions such as how to operate a luxury brand on social media

 « Packed with case studies from leading global luxury brands including RIMOWA, LVMH, Kashi, 
Pernot Ricard and Tiffany & Co.

Description
The luxury goods industry, which includes drinks, fashion, cosmetics, fragrances, watches and 
jewellery, luggage and handbags, is on a constant upward growth curve. It’s a truly global market with 
the world’s top 100 luxury brands making sales of over $250 billion each year. Other than price alone, 
what is it about this market that makes it so valuable? 
 
The Power of a Prestige Brand explains the stories of successful prestige brands, from a range of 
categories and backgrounds. Covering start-ups to classic organizations, membership brands to NGOs 
and branded spaces to blue chip companies, the authors interrogate these prestige companies and 
explain how any business, irrespective of its market segment or level, can learn the lessons from 
successful luxury categories and apply them to their own organization.  
 
The Power of a Prestige Brand includes case studies and interviews from companies as diverse as 
Chobani, Coppola, Vanguard, the New York High Line, Tiffany & Co. and Pernot Ricard. Addressing 
business challenges such as taking e-commerce from convenience to experience, building a digital 
presence for a brand, being exclusive to customers throughout the customer journey and moving from 
standardization to personalization, Wolfgang Schaefer and JP Kuehlwein skilfully explain how any 
brand can become a prestige brand.

Author Information
Wolfgang Schaefer is Chief Strategic Officer 
at Select World, one of the world’s leading 
premium brand building networks, based in 
New York and Germany. He has been building 
global brand strategies for over 20 years in 
Europe, the US and Asia Pacific for companies 
such as PepsiCo, P&G, Unilever, Coty and 
Nestle. His expertise lies in prestige brands 
and companies such as LVMH, Davidoff, 
Chopard, Swarovski, Wella. 
 
JP Kuehlwein is a global brand builder, 
recognized strategy expert, author and 
speaker, based in New York. He has a 20+ 
year of hands-on experience in successfully 
creating or re-staging brands. He served 
as Managing Director of Global Strategy & 
Innovation - Premium Consumer at CPG 
multinational Procter & Gamble and was 
Executive Vice President of its Premium Hair 
Care subsidiary Frédéric Fekkai & Co.

The Power of a 
Prestige Brand
How to Elevate Your Brand into an 
Ueber-Brand

Edition: 1
Date: 03/07/2020
Price: £29.99
ISBN Print: 9781789664669
ISBN Ebook: 9781789664676
Pages: 288
Format (mm): 234x156
Product Category: Professional/Reading List
Subject: Luxury Marketing
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This book
 « Hones premium marketing skills by helping readers understand how the prestige marketing model 
seeks to attract the media, analysts and consumers

 « Provides insight into both the practical marketing of prestige brands and how consumers respond 
to them psychologically and emotionally

 « Shows how to upgrade brands facing the ’squeeze in the middle’, a polarization to high-end/lifestyle 
or commoditized retailer brands

Description
What makes someone covet a Kelly bag? Why are Cirque Du Soleil or Grey Goose so successful despite 
breaking all the conventions of their categories? What does Gucci’s approach to marketing have in 
common with Nespresso’s? And why do some people pay a relative fortune for Renova toilet paper or 
Aesop detergent even though they hardly ever ’advertise’ and seem to have none of the ’functional 
performance advantages’ conventional marketers would seek to demonstrate? Prestige brand experts 
JP Kuehlwein and Wolfgang Schaefer have dedicated themselves to studying what drives the success 
of prestige brands. Rethinking Prestige Branding collects their insights. 
 
Uncovering the secrets of why and how some brands are created more equal than others, Rethinking 
Prestige Branding includes over 100 case studies from Apple and Abercrombie & Fitch to Tate 
Modern and Tesla. Rather than re-telling brand success stories or re-hashing long-standing marketing 
principles, it takes readers on a colourful journey behind the scenes of today’s marketing pros. This 
book will fascinate marketing professional just as much as those who are simply curious as to how 
premium brands tick.

Author Information
Wolfgang Schaefer is Chief Strategic Officer 
at SelectNY, one of the world’s leading 
premium brand building networks. He has 
been building global brand strategies for over 
20 years in Europe, the US and Asia Pacific 
for companies as diverse as PepsiCo, P&G, 
Unilever, Coty and Nestle. His main expertise 
lies in prestige brands such as Davidoff, 
Chopard, Swarovski, Lancaster amongst 
others. Holding an MA from the University 
of the Arts Berlin, he is a frequent lecturer at 
universities and conferences in the US and 
Europe. 
 
JP Kuehlwein is Executive Vice President at 
Frédéric Fekkai, a New York-based prestige 
salon operator and hair care brand and an 
Outside Director of Smith & Norbu, a luxury 
optical frame maker in Hong Kong. He draws 
on over twenty years of hands-on experience 
in managing brands at Procter & Gamble 
across markets in Europe, North America 
and Asia. He holds degrees in international 
management and business analysis from the 
universities of Reutlingen (Germany), Reims 
(France) and Lancaster (UK).

Rethinking Prestige 
Branding
Secrets of the Ueber-Brands

Edition: 1
Date: 03/05/2015
Price: £19.99
ISBN Print: 9780749470036
ISBN Ebook: 9780749470043
Pages: 272
Format (mm): 234x156
Product Category: Professional/Reading List
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This book
 « Explains how to streamline marketing and management processes across a luxury business

 « Contributes unique strategies from more than fifty luxury thought leaders across Europe, Asia, 
Australia and the Americas

 « New to this edition: how to manage the changing Asian markets, the digitalization of sales, 
communication and product, new strategies for the evolving market and business of luxury

 « Shares high profile insights to case studies such as Louis Vuitton, Leica and Moët-Hennessy

Description
Examine luxury branding on a global scale, with more than fifty cutting edge contributions from 
the foremost thought leaders in luxury management and marketing. 
 
The Management of Luxury, second edition, presents a unique snapshot of best practice insights into 
the increasing challenges faced in luxury business, with contributions shared by more than fifty global 
leaders on luxury management. The highly renowned editors draw these together into one essential 
handbook, ranging from luxury brand strategy, luxury consumer behaviour and market positioning, 
through to management succession, heritage, counterfeiting and competing effectively as a luxury 
SME.  
 
Fully updated in its second edition, The Management of Luxury explores the newly evolving direction 
of Asian market trends and how to integrate digitalization into sales and product strategies. Both are 
crucial for competitive advantage in the luxury market, featured alongside iconic case studies such as 
Burberry, Louis Vuitton and Leica. The book’s value is not only in streamlining management processes 
and return on investment; but equally for those who marvel at an industry unlike any other, striving to 
trust both in the conventional and innovate new paths towards the extraordinary. Highly influential, 
applicable and enlightening, it is a vital addition to every luxury business manager’s collection.

Author Information
Benjamin Berghaus is Head of the 
Competence Center for Luxury Management 
at the Institute of Marketing of University of 
St.Gallen (HSG), Switzerland. 
 
Günter Müller-Stewens is Professor of 
Management and Organization at the 
University of St.Gallen (HSG), Switzerland, and 
Director of its Institute of Management.  
 
Sven Reinecke is Associate Professor of 
Business Administration, specialized in 
Marketing, and Director of the Institute of 
Marketing at the University of St.Gallen 
(HSG), Switzerland.

The Management of 
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An International Guide

Edition: 2
Date: 03/06/2018
Price: £29.99
ISBN Print: 9780749481827
ISBN Ebook: 9780749481810
Pages: 496
Format (mm): 234x156
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This book
 « Addresses the need to demonstrate growth in the face of the many unique challenges to the luxury 
sector

 « Offers expert strategies that help sustain luxury growth at higher volumes without risking dilution

 « Includes recent and authoritative international research into the basis of the luxury dream and a 
fresh approach to the specific obstacles to perceived exclusivity posed by the Internet

Description
This book addresses the No 1 challenge of all major luxury brands today: How can these brands pursue 
their growth yet remain luxury? How do you reconcile growth and rarity? 
 
Kapferer on Luxury offers a selection of the most recent and insightful articles and original essays on 
the luxury growth challenge from Jean-Noël Kapferer, a world-renowned luxury analyst. Each chapter 
addresses a specific issue relating to the luxury growth challenge such as sustaining the ’luxury dream’, 
adapting the internet to luxury demands, re-widening the gap with premium brands’ competition, 
and the importance of non-delocalization. It also explores in detail facing the demand of the Chinese 
clients, rising sustainable quality and experiential standards, developing real luxury services and 
managing luxury brands within groups without diluting their equity and more. 
 
As such, Kapferer on Luxury is the perfect and timely resource for luxury executives, communication 
managers, luxury observers and advanced students willing to deepen their understanding of this major 
luxury challenge.

Author Information
Jean-Noël Kapferer is one of world’s 
foremost thought leaders on luxury and 
its brands. An active researcher, HEC Paris 
graduate and PhD-holder from Northwestern 
University’s Kellogg Business School (USA), 
Kapferer is co-author of The Luxury Strategy 
and The New Strategic Brand Management 
and has written many seminal articles. He is 
a sought after speaker, leading seminars on 
luxury all around the world at institutions 
such as HEC Paris, Tsing Hua University 
Beijing, Seoul Luxury Business Institute 
and LBI Shanghai. He is also advisor to the 
president of Inseec Business School (Paris).
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This book
 « Explains how to use market research tools and methods to obtain the most reliable results, taking 
examples from companies including Adidas, Marks & Spencer, Grohe and General Motors

 « Helps readers negotiate the intricate bends of conducting effective market research

 « Shows anyone who commissions market research how to manage a project

 « Demonstrates the value of market intelligence in business strategy

 « Online resources: accompanied by a range of tools, templates, surveys and guides.

Description
Market research has never been more important. As organizations become increasingly sophisticated, 
the need to profile customers, deliver customer satisfaction, target certain audiences, develop their 
brands, optimize prices and more has grown. Lively and accessible, Market Research in Practice is 
a practical introduction to market research tools, approaches and issues. Providing a clear, step-by-
step guide to the whole process - from planning and executing a project through to analyzing and 
presenting the findings - it explains how to use tools and methods effectively to obtain reliable results.  
 
This fully updated third edition of Market Research in Practice has been revised to reflect the most 
recent trends in the industry. Ten new chapters cover topical issues such as ethics in market research 
and qualitative and quantitative research, plus key concepts such as international research, how to 
design and scope a survey, how to create a questionnaire, how to choose a sample and how to carry 
out interviews are covered in detail. Tips, and advice from the authors’ own extensive experiences 
are included throughout to ground the concepts in business reality. Accompanied by a range of online 
tools, templates, surveys and guides, this is an invaluable guide for students of research methods, 
researchers, marketers and users of market research. 
 
Online resources include a range of tools, templates, surveys and guides.

Market Research in 
Practice
An Introduction to Gaining Greater 
Market Insight

Edition: 3
Date: 03/03/2016
Price: £29.99
ISBN Print: 9780749475857
ISBN Ebook: 9780749475864
Pages: 400
Format (mm): 240x170
Product Category: Textbook/Professional
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This book
 « Gives truly fascinating insight into what semiotics is, why it matters, and how it enables marketers 
to tap into consumers like never before

 « Walks readers through the end-to-end process of running a commercial semiotics project, from 
commission and design right through to analysis of results

 « Shows how to convert those results into brand strategy to guide business development and increase 
profit margins

 « Packed with fascinating case studies from around the world showing semiotics in action

 « Written by one of the original founders of commercial semiotics

Description
Semiotics is big business. It is most famous for its unique ability to decode visual images, and is the 
only market research method which provides a systematic, reliable and culturally sensitive method for 
interpreting what visual images mean. Semiotics sheds new light on consumers and the world they 
live in, stimulates creativity and innovation, guides brand strategy, and finds solutions to a plethora 
of marketing problems. Using Semiotics in Marketing will help marketers looking to launch new 
brands, reposition existing brands, or rejuvenate established brands. In what can seem a complex and 
abstract field, this book is an invaluably clear, practical resource that shows readers how to seize the 
tremendous opportunity that semiotics offers. 
 
Written by one of the original founders of commercial semiotics, Using Semiotics in Marketing 
outlines precisely what semiotics is and why it matters, before moving on to show readers how to run 
a successful commercial semiotics project. Packed with fascinating case studies proving how visual 
imagery is interpreted differently across cultural, racial and social demographics, it provides essential 
insights into understanding consumers. This results in better ads, websites, packaging and social 
media content - ultimately driving brand growth and profits.

Author Information
Dr Rachel Lawes is recognized as one of the 
original founders of commercial semiotics. 
She has convened the MRS Advanced 
Qualitative Methods Masterclass for over 
ten years, and was previously a Principal 
Lecturer in Marketing at Regent’s University 
London. She has supplied brand strategy and 
consumer insight to major brands globally, 
including Unilever, P&G, Kraft, Tesco, The 
Discovery Channel and many more.
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This book
 « Provides a toolkit to structure, compose and design questionnaires for business application

 « Addresses the rising challenge of mobile devices such as acquiring more data in less time and 
decreasing attention spans, plus the new ways to measure and collect data

 « Examines the various software options available and how to select for different research purposes

 « New to this edition: advances in data privacy, how to increase engagement at planning stages, 
and optimizing new design and measurement tools for mobile devices

Description
Market research in business is changing. Questionnaire Design, fourth edition, delivers a complete 
handbook for the mounting challenge of acquiring more data in less time, generating an entire 
rethink on how data is collected. The growth in mobile devices is limiting the readability of traditional 
measurement tools, new consumer channels are altering access, whilst time spent answering 
questions is decreasing exponentially. This book provides practical guidelines to plan, structure 
and compose questionnaires across all industries and purposes, ensuring valuable data insights are 
captured with accuracy and efficiency. 
 
Fully updated, the fourth edition of Questionnaire Design includes a new chapter on how to navigate 
the multiple software options available, with guidance on how to engage and retain respondents 
earlier on at planning stage, using new mobile design approaches and measurement tools. Updates 
also cover advances in data privacy, maximizing international reach and managing the transition from 
face-to-face surveys towards soft launches online. Whether applying to business positioning, consumer 
insights, employee feedback or product analysis, the ability to gauge a market snapshot on a global 
scale is escalating the demand for online survey and questionnaire data, making this is an essential 
addition to every professional’s shelf.

Author Information
Ian Brace is a fellow of the Market Research 
Society (MRS), running training courses on 
Questionnaire Design and a member of the 
MRS Market Research Standards Board. He 
has previously been director of research 
methods at TNS UK, a visiting professor in 
market research at Bristol Business School 
and has worked for MAS Survey Research, 
NOP, Esso Petroleum, BJM Research and NFO 
WorldGroup. Ian Brace has earned industry 
awards from AMSO (Research Effectiveness 
Awards), the Academy of Marketing and ISBA.
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3.13 Conclusion

This book
 « Clearly explains all the key methods of user research, including face-to-face user testing, card 
sorting, diary studies, ethnography, stakeholder workshops, surveys, A/B testing and many more

 « Enables readers to improve existing products and services, adapt to customers’ changing 
expectations, influence stakeholders’ decisions with evidence, and save money by getting things 
right the first time through user research methodologies

 « Allows readers to identify and engage the most appropriate users for their research, carry out the 
research effectively, and interpret the resulting data to glean evidence-backed business insights

 « Features helpful tools and frameworks that the readers can refer to when conducting their own user 
research

Description
Many businesses are based on creating desirable experiences, products and services for users. 
However in spite of this, companies often fail to consider the end user - the customer - in their 
planning and development processes. As a result, organizations find themselves spending huge sums 
of money creating products and services that, quite simply, don’t work. User experience research, also 
known as UX research, focuses on understanding user behaviours, needs and motivations through a 
range of observational techniques, task analysis and other methodologies.  
 
User Research is a practical guide that shows readers how to use the vast array of user research 
methods available. Covering all the key research methods including face-to-face user testing, 
card sorting, surveys, A/B testing and many more, the book gives expert insight into the nuances, 
advantages and disadvantages of each, while also providing guidance on how to interpret, analyze and 
share the data once it has been obtained. 
 
Ultimately, User Research is about putting natural powers of observation and conversation to use in a 
specific way. The book isn’t bogged down with small, specific, technical detail - rather, it explores the 
fundamentals of user research, which remain true regardless of the context in which they are applied. 
As such, the tools and frameworks given here can be used in any sector or industry, to improve any 
part of the customer journey and experience; whether that means improving software, websites, 
customer services, products, packaging or more.

Author Information
Dr Stephanie Marsh is one of the UK’s 
leading UX research professionals, and is 
currently Head of User Research and Analysis 
at UK Government Digital Service. She was 
previously the Head of Digital Strategy for the 
UK Ministry of Defence and a user research 
consultant for Bunnyfoot (one of the UK’s 
foremost user research consultancy provider, 
with clients including BBC, Arsenal, easyJet, 
Boden and Oxfam).
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This book
 « Shows readers how to create intrinsic engagement through gamification, and use this engagement 
to glean more meaningful consumer insights

 « Provides insight into the contexts in which gamification can be used, and the specifics of designing 
and making games for research purposes

 « Written by one of the UK’s leading designers of Research Games, Betty Adamou, who has been 
named one of seven women shaping the future of market research

Description
Games are the most engaging medium of all time: they harness storytelling and heuristics, drive 
emotion and push the evolution of technology in a way that no other platform has or can. It’s no 
surprise, then, that games and gamification are revolutionizing the market research industry, offering 
opportunities to reinvigorate the notoriously sluggish engagement levels seen in traditional surveying 
methods. This not only improves data quality, but offers untapped insights unattainable through 
traditional methods. Games and Gamification in Market Research shows readers how to design 
ResearchGames and Gamified Surveys that will intrinsically engage participants and how best to use 
these methodologies to become, and stay, commercially competitive. 
 
In a world where brands and organizations are increasingly interested in the feelings and contexts that 
drive consumer choices, Games and Gamification in Market Research gives readers the skills to use 
the components in games to encourage play and observe consumer behaviours via simulations for 
predictive modelling. Written by Betty Adamou, the UK’s leading research game designer and named 
as one of seven women shaping the future of market research, it explains the ways in which these 
methodologies will evolve with technologies such as virtual reality and artificial intelligence, and how 
it will shape research careers. Alongside a companion website, this book provides a fully immersive 
and fascinating overview of game-based research.

Author Information
Betty Adamou is the Founder and Chief 
ResearchGame Designer at Research 
Through Gaming. In addition to developing 
ResearchGames on behalf of Fortune 500 
companies and academic institutions alike, 
Adamou also guest lectures, writes about 
and gives keynote presentations and talks 
on Game-Based Research Methods. Adamou 
has won multiple awards for her work in 
entrepreneurship and innovation in market 
research.
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This book
 « Simplifies intimidating data, segmentation and predictive analytics tools for everyday use in 
business, using real-world marketing problems to apply to a range of practical scenarios

 « Provides accessibility and insightful application of techniques regardless of experience level

 « New to this edition: Three new chapters on panel data regression, insights and how to collect, 
separate and analyze data using big data analytics; added tools such as tobit analysis - a customer 
lifetime value framework

 « Online resources: Downloadable data sets and test bank resources

Description
Who is most likely to buy and what is the best way to target them? How can businesses improve 
strategy without identifying the key influencing factors? The second edition of Marketing Analytics 
enables marketers and business analysts to leverage predictive techniques to measure and improve 
marketing performance. By exploring real-world marketing challenges, it provides clear, jargon-free 
explanations on how to apply different analytical models for each purpose. From targeted list creation 
and data segmentation, to testing campaign effectiveness, pricing structures and forecasting demand, 
this book offers a welcome handbook on how statistics, consumer analytics and modelling can be put 
to optimal use. 
 
The fully revised second edition of Marketing Analytics includes three new chapters on big data 
analytics, insights and panel regression, including how to collect, separate and analyze big data. All of 
the advanced tools and techniques for predictive analytics have been updated, translating models such 
as tobit analysis for customer lifetime value into everyday use. Whether an experienced practitioner or 
having no prior knowledge, methodologies are simplified to ensure the more complex aspects of data 
and analytics are fully accessible for any level of application. Complete with downloadable data sets 
and test bank resources, this book supplies a concrete foundation to optimize marketing analytics for 
day-to-day business advantage.

Author Information
Mike Grigsby is vice president of customer 
insights and advanced analytics at Brierley 
and Partners in Texas, US. With more than 
25 years of experience, he is the former vice 
president of strategic business analysis and 
advanced analytics at Targetbase, director of 
marketing science for Millward Brown and has 
held leadership positions at Hewlett-Packard 
and Gap. 
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This book
 « Provides an impartial overview of the various solution vendors and software providers available, 
enabling readers to select the most appropriate predictive analytic tools for their needs

 « Features international case studies gleaned from the author’s more than 25 years of industry 
experience, and contains supplementary articles from recognised thought-leaders in the field

 « Gives a holistic, balanced overview of predictive analytics, the universal branch of advanced 
analytics used to make predictions about unknown future events

Description
Predictive analytics has revolutionized marketing practice. It involves using many techniques from 
data mining, statistics, modelling, machine learning and artificial intelligence, to analyse current data 
and make predictions about unknown future events. In business terms, this enables companies to 
forecast consumer behaviour and much more. Predictive Analytics for Marketers will guide marketing 
professionals on how to apply predictive analytical tools to streamline business practices. Including 
comprehensive coverage of an array of predictive analytic tools and techniques, this book enables 
readers to harness patterns from past data, to make accurate and useful predictions that can be 
converted to business success. Truly global in its approach, the insights these techniques offer can be 
used to manage resources more effectively across all industries and sectors.  
 
Written in clear, non-technical language, Predictive Analytics for Marketers contains case studies from 
the author’s more than 25 years of experience and articles from guest contributors, demonstrating 
how predictive analytics can be used to successfully achieve a range of business purposes.

Author Information
Dr Barry Leventhal is a leading UK authority 
on geodemographics and a marketing 
analytics expert. He is Emeritus Chair of the 
Census and Geodemographics Group (CGG), 
which is an advisory board of The Market 
Research Society (MRS) and a leading voice in 
the UK information industry. He was recently 
awarded the MRS Gold Medal Award - the 
association’s rarest accolade, presented for 
the first time since 2008 - in recognition of 
his lifetime of exceptional achievement and 
contribution to the research profession.
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This book
 « Introduces a marketing metrics model developed by experts at Cranfield School of Management 
that allows all participants to monitor and measure the effectiveness of any marketing strategy

 « Details key steps in the framework and modelling processes

 « Creates a solid basis of understanding how to go about designing the right metrics for the 
organizational goals

Description
This second edition of Marketing Accountability, now transformed to Marketing Value Metrics, 
introduces and guides readers through a metrics model developed at the renowned Cranfield School of 
Management that not only shows how marketing systematically contributes to shareholder value, but 
also provides a metrics-based framework for developing and implementing marketing strategies that 
are measurable and accountable. Malcolm McDonald, Stan Maklan and Peter Mouncey introduce 
strategic marketing planning and then describe in detail the key steps in the modelling process as well 
as the procedures for applying it in practice.  
 
Updated throughout, this new edition includes the latest digital and social media metrics and 
advice on measuring the effectiveness of multichannel strategies. Marketing Value Metrics will 
enable marketing executives to measure more effectively the impact of marketing activity against 
organizational goals and will empower marketing teams and their managers to justify and defend their 
plans and strategies to their CEOs and CFOs.

Author Information
Professor Malcolm McDonald is Emeritus 
Professor of Marketing at Cranfield School 
of Management, having formerly been the 
Marketing Director of Canada Dry.  
 
Peter Mouncey has over 40 years’ 
experience in the field of marketing, and 
is a Visiting Fellow of Cranfield School of 
Management. He is also the Editor-in-Chief 
of the Market Research Society’s International 
Journal of Market Research. 
 
Stan Maklan is Reader in Strategic Marketing 
at Cranfield University. In addition he is an 
experienced marketer and consultant.
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This book
 « Serves to integrate widely disparate approaches to predicting consumer choice via artificial 
intelligence marketing, showing the strengths, weaknesses and best applications of each method 
and point of view.

 « Covers methods and techniques including Discrete Choice Modelling, Conjoint Analysis and 
Machine Learning Models, placing all of these in the wider context of predictive analytics and 
artificial intelligence marketing.

 « Explores the human side of advanced analytics - using data to predict what people will choose.

 « Includes extensive diagrams and charts, pointers on tools and techniques, definition boxes and 
practical hints and tips.

 « Online resources: bonus chapters on AI, ensembles and neural nets, and finishing experiments, 
and a range of multiple or single product simulators

Description
The ability to predict consumer choice is a fundamental aspect to success for any business. In the 
context of artificial intelligence marketing, there are a wide array of predictive analytic techniques 
available to achieve this purpose, each with its own unique advantages and disadvantages. Artificial 
Intelligence Marketing and Predicting Consumer Choice serves to integrate these widely disparate 
approaches, and show the strengths, weaknesses, and best applications of each. It provides a bridge 
between the person who must apply or learn these problem-solving methods and the community of 
experts who do the actual analysis. It is also a practical and accessible guide to the many remarkable 
advances that have been recently made in this fascinating field.  
 
Online resources: bonus chapters on AI, ensembles and neural nets, and finishing experiments, plus 
single and multiple product simulators.

Author Information
Dr. Steven Struhl PhD, MBA, MA has more 
than 25 years’ experience in consulting and 
research, specializing in practical solutions 
based on statistical models of decision-
making and behavior. In addition to text 
analytics and data mining, his work addresses 
how buying decisions are made, optimizing 
service delivery and product configurations 
and finding the meaningful differences among 
products and services. Steven also has taught 
graduate courses on statistical methods and 
data analysis. He speaks at conferences and 
has given numerous seminars on pricing, 
choice modelling, market segmentation and 
presenting data.
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This book
 « Demonstrates how to implement and improve the use of geodemographics across industries and 
sectors

 « Features case studies from the automotive industry, the telecommunications industry, retail, the 
Scottish Referendum, the 2011 UK Census, Callcredit’s international CAMEO classifications and more 
to bring the field to life Incorporates the newly introduced generation of geographical classifications 
and discusses the key census changes proposed for 2021

 « Online resources: Figures, practical sessions and learning feedback

Description
Geodemographics, the process of analyzing survey data to profile economic and demographic 
characteristics of populations, is a successful data-driven analysis tool for marketers. Geodemographic 
classifications are widely embedded in customer databases and market research datasets.  
 
Written by a leading UK authority on geodemographics, Geodemographics for Marketers provides 
marketers with the know-how to leverage it as an effective research tool to identify location-based 
segments for highly targeted marketing. International in scope and impartial in its approach, this 
book demonstrates how to implement geodemographics techniques for practical application in retail, 
financial services and telecommunications as well as the public sector. 
 
Geodemographics for Marketers includes numerous case studies, from the automotive, retail and 
telecommunications sectors to the public sector, that illustrate core concepts and how they can be 
applied to gain positive results. It is also supported by a range of online resources, including figures, 
practical sessions and learning feedback. The book also incorporates the newly introduced generation 
of classifications, as well as a discussion of the key decisions of the proposed 2021 census.

Author Information
Dr Barry Leventhal is a leading UK authority 
on geodemographics. He chairs the Census 
and Geodemographics Group (CGG), an 
advisory board of The Market Research 
Society (MRS), and is a leading voice in the 
UK information industry.
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This book
 « Provides real-world guidance on the application of text analytics for marketing professionals

 « Bridges the gap between marketers and data analysis experts by cutting through jargon

 « Helps marketers to frame the right questions and apply the results successfully

 « Online resources: Self-test questions, chapter review Q&A and an Instructor’s Manual with text 
sources and instructions

Description
In an age where customer opinion and feedback can have an immediate, major effect upon the 
success of a business or organization, marketers must have the ability to analyze unstructured data 
in everything from social media and internet reviews to customer surveys and phone logs. Practical 
Text Analytics is an essential daily reference resource, providing real-world guidance on the effective 
application of text analytics. The book presents the analysis process so that it is immediately 
understood by the marketing professionals who must use it, so they can apply proven concepts and 
methods correctly and with confidence. 
 
By decoding industry terminology and demonstrating practical application of data models once 
reserved for experts, Practical Text Analytics shows marketers how to frame the right questions, 
identify key themes and find hidden meaning from unstructured data. Readers will learn to develop 
powerful new marketing strategies to elevate customer experience, solidify brand value and elevate 
reputation. Online resources include self-test questions, chapter review Q&A and an Instructor’s 
Manual with text sources and instructions.

Author Information
Steven Struhl PhD, MBA, MA has more 
than 25 years’ experience in consulting and 
research, specializing in practical solutions 
based on statistical models of decision-
making and behaviour. In addition to text 
analytics and data mining, his work addresses 
how buying decisions are made, optimizing 
service delivery and product configurations 
and finding the meaningful differences among 
products and services. Steven also has taught 
graduate courses on statistical methods and 
data analysis. He speaks at conferences and 
has given numerous seminars on pricing, 
choice modelling, market segmentation and 
presenting data.
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This book
 « Explores and debunks the most deeply entrenched myths about marketing, exposing them through 
academic research and examples

 « Helps readers clarify and improve their own understanding of the marketing industry, allowing 
them to become more effective marketers

 « Features fascinating examples and real world case studies from a diverse range of companies and 
sectors

Description
It’s common knowledge that marketing is nothing but advertising, and if your business comes through 
word of mouth then you don’t need marketing anyway. Besides, everyone knows that social media is 
the best form of free marketing there is... don’t they? 
 
The world of marketing is abound with a staggering number of misconceptions, fallacies and 
falsehoods. In Myths of Marketing, recognized industry expert Grant Leboff takes readers on a 
fascinating and entertaining journey through some of the most deeply entrenched stereotypes that 
exist in the industry, from the idea that sales and marketing are basically the same and that getting 
people’s attention costs a lot of money, to the notion that demography is the best way to segment your 
market and ’content is king’.  
 
Using a combination of academic research, amusing examples and industry case studies, Myths of 
Marketing effectively debunks many of the most pervasive myths and assumptions, leaving readers 
with a clearer, more perceptive understanding of marketing as a whole, to improve their own practice 
and marketing strategy.

Author Information
Grant Leboff is one of the UK’s leading sales 
and marketing experts. He serves as a non-
executive director and runs Sticky Marketing 
Club, a sales and marketing strategy 
consultancy. He speaks regularly at global 
conferences and contributes to publications 
including the Daily Telegraph, the Independent, 
and the Financial Times, and is the author of 
Sticky Marketing and Stickier Marketing, 
both published by Kogan Page.
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This book
 « Aids decision making and implementation in the digital marketing and sustainable development 
arenas

 « Helps marketers attract and retain customers by illustrating how new technologies can be 
harnessed to promote growth and customer satisfaction

 « Strengthens the competitive advantage of organizations by suggesting solutions to problems facing 
practitioners

Description
Two of the major parallel challenges facing businesses today are how to adapt to the changes of fast-
paced, fragmenting markets and how to grow a business whilst engaging in recognisably sustainable 
practices. It is not enough to just be sustainable, it is about communicating it and getting the customer 
involved in the message. Customer-Centric Marketing shows readers how sustainable development 
practices and digital marketing techniques work naturally together to add value, leading to improved 
customer satisfaction, better professional relationships and increased effectiveness. 
 
Ideal for senior marketing professionals and students on digital marketing or marketing strategy 
modules who wish to utilise the benefits of sustainable development and forms of digital marketing, 
this accessible and straight to-the-point book uses case studies to show how the marketing theories 
and tools work in actual business scenarios. Customer-Centric Marketing covers contemporary issues 
such as the increasing use of mobile, QR codes and social network sites for consumers interested in 
ethical, environmental and sustainable marketing.

Author Information
Neil Richardson is a Senior Marketing 
Lecturer at Leeds Beckett University and 
a Chartered Institute of Marketing Course 
Leader. He has over 20 years of experience in 
sales management, marketing and customer 
service in the B2B sector. 
 
Neil Kelley is a Senior Examiner for the 
Chartered Institute of Marketing (CAM 
Marketing and Consumer Behaviour) and 
Senior Lecturer for Marketing at Leeds 
Beckett University. He was previously 
Senior Territory Manager for Electronic Arts, 
contributing to the marketing and promotion 
of products such as The Sims and a variety of 
EA Sports titles. 
 
Jon James is a Senior Lecturer in Marketing at 
Leeds Beckett (formerly Leeds Metropolitan) 
University. Jon has provided strategic 
business & marketing consultancy to 
organisations in both the public and private 
sectors. His research interests include 
global & international marketing, marketing 
management and SME development.
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This book
 « Offers a well-rounded approach to the new realities of marketing professions, including discussions 
of multidisciplinary skills, tools, and the updated 4Ps (Product, Price, Promotion & Place)

 « Adapts a variety of cutting-edge business issues from the wider business world into a focused 
marketing context

 « Summarizes a large body of literature and academic research on new developments in marketing 
management, making them accessible and actionable

 « Explores case studies from significant brands and multiple real-world examples in a comprehensive 
way

 « Online resources: Lecture slides and further questions for group discussion

Description
Marketing as a practice is facing unprecedented challenges: a changing media landscape, an 
increasingly complex customer journey, innovative technologies, start-ups which disrupt traditional 
channels and a new generation of tech-savvy clients. How should students and practitioners adapt 
to this shifting landscape and address the skills gap that many of today’s marketers face? Advanced 
Marketing Management prepares students for this new world of marketing. Since traditional 
marketing approaches fail to provide convincing solutions to modern business realities, a new 
approach is urgently needed if marketers are to regain trust within their organizations.  
 
Using contemporary examples, business case studies and supporting pedagogy, Advanced Marketing 
Management will provide a critical exploration into the more advanced aspects of marketing 
management, including the gap that exists between formal marketing literature and real-world 
practice, discussion of multidisciplinary tools, and the crucial evolution of the ’4Ps’. Summarizing a 
large body of literature and academic research on new developments, this book is the go-to guide for 
students, lecturers and practitioners, wanting to succeed as modern marketers.  
 
Online resources include lecture slides and further questions for group discussion.

Author Information
Dr Nikolaos Dimitriadis is an award-winning 
educator and consultant and the CEO of 
Trizma Neuro, a neuromarketing and neuroHR 
company. He is also Regional Director of The 
University of Sheffield International Faculty, 
CITY College, for the Western Balkans.  
 
Dr. Neda Jovanovic Dimitriadis is an 
academic researcher and guest lecturer on 
brand strategy, consumer behaviour and 
marketing communications. She specializes in 
behavioural research in marketing, branding 
and media planning.  
 
Dr Jillian Ney is a consultant and guest 
lecturer on social media intelligence in the UK 
and Europe. Her work has featured at global 
conferences and has been used by Fortune 
500 companies.
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This book
 « Written by the internationally acknowledged authority on marketing planning, Malcolm McDonald.

 « Explains the key concepts and principles of marketing planning in an accessible, engaging fashion.

 « A compact guide for busy professionals, containing all essential info in a user-friendly, 
pedagogically rich format featuring helpful margin notes and key points.

 « Includes adaptable business templates and tools that the reader can use when establishing their 
own marketing plans.

 « Online resources: multiple templates as a practical toolkit for marketing planning.

Description
A primer for marketing professionals and students, the second edition of Malcolm McDonald 
On Marketing Planning provides a clear guide to marketing planning. Focusing on the practical 
application of marketing planning, this book will guide readers through the production of a marketing 
plan that has real world application. Key content includes defining markets and segments, setting 
marketing objectives and strategies, advertising and sales promotion strategies, and price and sales 
strategies. 
 
With an emphasis on practicality, this fully revised second edition has been thoroughly overhauled to 
contain new content on the essentials of marketing planning and the strategic marketing process.  
 
Online resources include multiple templates as a practical toolkit for marketing planning.

Author Information
Professor Malcolm McDonald is a global 
leading authority on marketing. He was 
until recently Professor of Marketing and 
Deputy Director at Cranfield University School 
of Management, and is now an Emeritus 
Professor at the University as well as being 
an Honorary Professor at Warwick Business 
School and Academic Advisor at the Oxford 
College of Marketing. He has consulted many 
major companies in strategic marketing and 
is Chairman of numerous companies for some 
of the world’s leading multinationals. He has 
written more than 40 books including the 
best-selling Marketing Plans: How to prepare 
them, how to use them.

Malcolm McDonald 
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Planning
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Strategy
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Price: £19.99
ISBN Print: 9780749478216
ISBN Ebook: 9780749478223
Pages: 192
Format (mm): 234x156
Product Category: Textbook/Professional
Subject: Marketing Strategy



354 Marketing StrategyMarketing and PR

Table of Contents

1 Introduction
2 Situation analysis – The 

marketing audit
3 Objectives
4 Strategies and action plans
5 The distribution plan
6 The advertising and 

promotions plan
7 Costs and budgets
8 Writing the plan
9 Presenting the plan, follow-up 

and revision
10 Mini-plans and quick plans
11 Appendix – Marketing plan for 

the UK market

This book
 « Provides a step-by-step guide to formulating a workable and successful marketing plan

 « Includes up-to-date information on email shots, web usage and e-marketing and social media

 « Is part of the bestselling Creating Success series, which has sold over 1000000 copies and contains 
practical advice on essential and value-adding work skills to help you develop your career

 « Features a free downloadable marketing plan template

 « New to this edition: New and improved practical features to aid learning, including useful 
templates, top tips, and interactive, reflective exercises

Description
How to Write a Marketing Plan provides a step-by-step guide to creating a successful marketing plan: 
from carrying out a marketing audit, setting objectives and devising budgets to writing, presenting and 
implementing the plan. With content on producing mini-plans and seizing new opportunities quickly, 
it also contains the most current information on email marketing, web usage, mobile commerce and 
social media.  
 
Fully updated for 2019, this 6th edition now features even more practical exercises, useful templates, 
and top tips to help you develop this all-important business skill. Including helpful chapter summaries 
and a detailed sample marketing plan, How to Write a Marketing Plan is essential reading for anyone 
who wants to boost their product or business. 
 
The Creating Success series of books... 
 
Unlock vital skills, power up your performance and get ahead with the bestselling Creating Success 
series. Written by experts for new and aspiring managers and leaders, this million-selling collection of 
accessible and empowering guides will get you up to speed in no time. Packed with clever thinking, 
smart advice and the kind of winning techniques that really get results, you’ll make fast progress, 
quickly reach your goals and create lasting success in your career.

Author Information
John Westwood has held a wide variety 
of senior sales and marketing positions 
and is currently an independent marketing 
consultant. He is the author of The Marketing 
Plan, 30 Minutes to Write a Marketing Plan, The 
Marketing Plan Workbook and Marketing Your 
Business, all published by Kogan Page.
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This book
 « Provides a complete economic framework for analyzing any channel partner (distributor, reseller or 
retailer) and a new series of multi-sector insights

 « Enables a defined go-to-market strategy and forecasting for emerging channels and technology

 « Supports the allocation of scarce resources for the highest returns, and channel negotiation from 
positions of market strength or weakness

 « New to this edition: multi-sector focus, the emergence of the cloud, new consumer channels, the 
switch from products to services, the ’gig economy’ and monetizing intellectual property

 « Online resources: Bonus chapters on how to engage with retailers, franchised systems, and 
managing the people-based business model

Description
Unprecedented upheavals in routes-to-market are challenging businesses of all types. Products are 
becoming services, online and offline channels are integrating, and new distribution channels are 
dictating terms to producers. The third edition of Distribution Channels re-positions itself as Sales 
and Marketing Channels, placing market access at the heart of business and marketing strategy. 
This global bestseller delivers a rational economic framework to analyze, plan and manage profitable 
channels to market. It addresses emerging business models and buying behaviours with practical 
steps, ensuring maximum leverage of channel partners at every stage of the go-to-market process.  
 
Sales and Marketing Channels, a fully-revised third edition, takes a multi-sector approach with an 
entire new series of specialist sections for application to any business. This efficient structure extracts 
tangible commercial value from partner relationships, integrating innovative case studies like AirBNB, 
the largest seller of rooms without ownership of any; Transferwise, the peer-to-peer Forex; plus the 
rise of online retailers like Amazon and ASOS versus the decline of traditional stores like Macy’s or 
BHS. Updates include the impact of cloud technology, advancing consumer channels, monetizing the 
distribution of intellectual property and the evolving ’gig economy’, led by Uber and Deliveroo. Often 
referred to as the “Place” P in the marketing mix, this book and its host of downloadable resources are 
an essential toolkit for strategizing new and existing routes to market. 
 

Author Information
Julian Dent is Chairman of VIA International, 
a specialist routes-to-market consultancy. He 
has more than 35 years of global experience in 
distribution, specializing in channel strategy 
and implementation at global, corporate and 
regional levels. His clients include Barclays, 
Esso, Hewlett-Packard, Hyatt, Microsoft, 
Philips, Subway and Xerox. 
 
Michael White is EMEA General Manager 
of Quadmark, a global channels and sales 
enablement consultancy. He has been a 
worldwide routes-to-market specialist for 
30 years across multiple industries, leading 
commercial consumer channel strategy from 
formulation through to execution. His clients 
include Apple, Caterpillar, Cisco, Electrolux, 
PayPal and Procter & Gamble.
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This book
 « Provides readers with a simple, direct methodology to develop and financially quantify their value 
propositions

 « Includes research that demonstrates the impact that quantified value propositions have on a 
company’s financial performance, and why successfully implementing them will make a company 
more profitable

 « Features a wealth of tools, frameworks and templates for the reader to apply to their own day-to-
day business practices, and additional downloadable templates and resources

Description
A value proposition is an innovation or feature that clarifies a company’s core purpose and identity. In 
the same way profit lies at the heart of every business, so does the value proposition, communicating 
how its service or products fulfil the needs of their customers. While many organizations understand 
the importance of having a clearly defined value proposition to help them become more profitable, 
many businesses struggle to use them effectively. Malcolm McDonald on Value Propositions is a step-
by-step guide to understanding exactly why financially quantified value propositions will help readers 
to increase revenue and deliver tangible results. 
 
Highly practical and filled with useful tools and checklists, this succinct guide explains the process of 
developing a value proposition from start to finish, how to use segmentation appeal to the relevant 
key accounts, and to ensure it is both financially grounded and has resonance with customers. 
From understanding how buying decisions are made, through to financial dashboards and value 
quantification tools, Malcolm McDonald on Value Propositions is perfect for anyone looking to 
integrate financial success into their proposition, and gain understanding of how it can be used to 
deliver and communicate value.

Author Information
Professor Malcolm McDonald is Emeritus 
Professor at Cranfield & Honorary Professor at 
Warwick Business School. He is Chairman of 
six companies, and works with the operating 
boards of some of the world’s leading 
multinationals. He has written over 40 books 
including the best-selling Marketing Plans: 
How to prepare them, how to use them. 
 
Grant Oliver is MD at 90 Day Action Plan, 
and has over 20 years’ experience in software 
and management consultancy. He has been 
interim IT director in the NHS, Finance 
Director of a software company, and Non-
Executive Director of a Housing Association.
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This book
 « Shows charities and non-profits how to use commerce and business strategy to create sustainable 
social outcomes, and identify new ways to develop earned income streams

 « Contains a wealth of interviews from CEOs and commercial directors of successful charities, 
including the National Autistic Society, NSPCC, Nacro, NCVO, World Jewish Relief, British Asian 
Trust, Scouts, and Skills for Care

 « Reveals the marketing strategies and business techniques currently being used by the biggest and 
most successfully charities, and shows how these can be adapted and scaled to suit non-profits of 
any size

 « Is the only book available that goes beyond fundraising and focuses on business development and 
marketing strategies to procure earned income and commercial growth within the charity sector

 « Written by one of the UK’s leading expert on strategy and commerce within the charity sector

Description
Contrary to popular perception, charities and non-profits now generate over half their total income 
by selling goods and professional services. Charities of all shapes and sizes are increasingly targeting 
commercial growth to help fulfil their aims, and commercial income within the sector has doubled 
since the year 2000. Big opportunities exist, and The Commercial Charity will help any professional in 
the sector to take advantage of them and increase the social and financial impact of their organization. 
 
Using a wealth of examples, The Commercial Charity demonstrates the wider societal benefits of 
taking a professional approach to commercial income and harnessing business to bring about change. 
It provides a process for creating a clear, integrated strategy, outlining a methodology for developing 
ideas and scaling innovations, while providing an ethical model for marketing and selling them. 
With interviews from leaders of many of the most successful charities including the National Autistic 
Society, NSPCC and British Asian Trust, this book will show readers how to evolve their organization 
into a professional, commercially-adept non-profit. Ultimately, readers will learn how to successfully 
use business principles and techniques not just to raise money, but to create long lasting and self-
sustaining social impact.

Author Information
Martyn Drake is recognized as one of the 
leading experts on strategy and commerce 
within the non-profit sector. He founded 
Binley Drake Consulting, with clients including 
WeightWatchers, Walgreens Boots Alliance, 
Joules, First Choice, and many more. Since 
2013, he has worked in the non-profit sector 
for clients including the National Autistic 
Society, the National Health Service, Royal 
Mencap Society, Parkinson’s UK, Sense and 
Anthony Nolan.
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This book
 « Describes how to create and manage the ongoing development of a campaign in a structured way

 « Covers all aspects of planning, from research and analysis, to objectives, strategy and tactics, 
timescales, resources, evaluation and review

 « Features case studies such as WRAP’s Love Food, Hate Waste campaign; McArthur River Mining; 
AkzoNobel’s Corporate Revolution; the UK Department of Culture, Media & Sport’s First World War 
Centenary Commemorations; and Lanson’s campaign for unbiased.co.uk

 « Online resources: Best practice case studies

Description
Getting a public relations campaign or programme off the ground can seem overwhelming. Planning 
and Managing Public Relations Campaigns provides a blueprint for all practitioners. Practical and 
easy to read, the book presents a 12-point plan for ensuring success of campaigns of all sizes, covering 
many vital areas including the role of public relations in organizations, the importance of context, 
research and analysis, setting objectives, strategy and tactics, timescales and resources, evaluation and 
review. 
 
Supported by online resources, including best practice case studies, Planning and Managing 
Public Relations Campaigns is widely regarded as one of the best ’how-to’ guides for students 
and practitioners. This fully updated fourth edition features new developments in public relations, 
including social media, along with new case studies including WRAP’s Love Food, Hate Waste 
campaign; The Sleep Pod Hotel Media Tour; McArthur River Mining; AkzoNobel’s Corporate Revolution; 
the UK Department of Culture, Media & Sport’s First World War Centenary Commemorations; and 
Lanson’s campaign for unbiased.co.uk. 
 
About the PR in Practice series: Published in collaboration with the Chartered Institute of Public 
Relations (CIPR), the PR in Practice series consists of accessible, practical introductions to day-to-
day public relations practice and management issues. The series’ action-oriented approach keeps 
practitioners’ knowledge and skills up to date.

Author Information
Dr Anne Gregory is a professor of corporate 
communication and a leading international 
academic. She is based in the School of 
Business and Law at the University of 
Huddersfield. Anne previously spent many 
years in public relations practice, gaining 
experience at senior levels both in-house and 
in consultancy. She remains a consultant and 
is an advisor at board level to a number of 
large organizations. Anne is also series editor 
for the PR in Practice series (published by 
Kogan Page).
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This book
 « Frames a critical look at the world of PR by exploring a number of myths that endure, and offers 
frank discussions of what they reveal about the industry

 « Explores fascinating PR myths, and provides genuine insights into where these have stemmed from 
and what lessons they offer startup owners, brand marketers, communications practitioners and 
students

 « Written in an engaging, anecdotal style while still being underpinned by research and clear, 
evidence-based conclusions

Description
Myths of PR uses popular myths about the theory and practice of public relations as a vehicle for 
helping startup owners, brand marketers, communications practitioners and students to distinguish 
between fads and tried-and-tested PR practice. Its purpose is to shatter widespread misconceptions 
about PR, and grant readers insights into why these myths have endured in spite of clearly 
demonstrable evidence to the contrary. 
 
By exploring topics that readers will relate to (though many might frequently misunderstand), Myths 
of PR will shed new light on essential PR methodology. From the assumption that PR is a never-
ending party, propagated by the way the industry is shown in the media and entertainment, to more 
potentially damaging misconceptions such as the often-repeated ’all publicity is good publicity’, it is an 
engaging, anecdotal read that offers authentic insights into the reality of PR practice from one of the 
brightest and most exciting young communication experts in the UK.

Author Information
Listed in PR Week’s 29 under 29 list and 
named one of ’the brightest young social 
media communicators’, Rich Leigh has a 
rich and varied PR background, having led 
award-winning campaigns and household 
name accounts at digital agency 10 Yetis and 
consumer agency Frank PR. He now runs 
Radioactive PR, working with brands big 
and small, as well as a range of personal PR 
clients. Rich Leigh created PRexamples.com, 
dedicated to the best in up-to-date PR stunts 
and campaigns. He also co-founded blogger 
outreach service bloggabase, used by brands 
including Disney, Ralph Lauren and Tesco.

Myths of PR
All Publicity is Good Publicity and 
Other Popular Misconceptions

Edition: 1
Date: 03/04/2017
Price: £14.99
ISBN Print: 9780749479596
ISBN Ebook: 9780749479602
Pages: 224
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This book
 « Gives a practical framework with easy to follow tips, checklists and guidelines that readers can 
adapt to any industry, and any kind of crisis

 « Takes a long-term approach to crisis management, giving readers the skills to set up policies in 
advance, meaning that when a crisis hits they already have the tools in place to respond effectively

 « Written by a recognized Corporate Communications expert, who has been the Director of Corporate 
Communications for the Greater Manchester Police since 2001

 « Packed with global case studies including the Manchester Arena bombing and Pepsi’s controversial 
Kendall Jenner ad, and interviews with leading corporate communication professionals giving 
unique insider perspectives on crisis management

Description
Crisis communication is high stakes work. For communications managers and PR professionals, it’s 
likely to be the most stressful time of their working life. Effective Crisis Communication is a must-have 
handbook for laying the groundwork before a crisis hits, meaning that when the inevitable day comes, 
the company already has policies and procedures in place to leap into meaningful action without delay.  
 
Effective Crisis Communication is unique in that it equips readers to deal with any kind of crisis - 
whether it’s caused by internal error, customer action, natural disasters, terrorism or political upheaval. 
Moving chronologically, the book opens by looking at the skills, policies and procedures that should 
be set up in advance, during times of normal business operations. It then moves on to look at how 
those procedures can be activated when a crisis occurs and during the immediate response. Finally, it 
delivers strategies for true long-term recovery for both the company itself and, where necessary, the 
wider community.  
 
Packed with actionable tips, checklists and global case studies, Effective Crisis Communication is the 
essential guide to protecting your company and building true, long-term resilience.

Author Information
Amanda Coleman has spent 18 years as 
Head of Corporate Communications for the 
Greater Manchester Police, and is a fellow of 
both the Chartered Institute of PR and the 
PR & Communications Association. She has 
managed many significant crises including 
the Manchester Arena terrorist attack in 2017, 
and has been involved in European studies 
of crisis communication, law enforcement 
and social media crisis usage. She is currently 
Chair of the PRCA Council for 2019.
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Date: 03/05/2020
Price: £19.99
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This book
 « Demonstrates that an individual’s sense of morality has an impact on decision making and ethical 
business behaviour, and helps managers account for this in business practice

 « Helps practitioners understand and react to ethical consequences in the face of fast-moving 
technological advances

 « Explores the concept of personal ethics spilling into the professional realm in relation to topical 
issues such as sexual harassment and social media

 « Relates underlying ethical issues such as utilitarianism and moral relativism to everyday issues

Description
Ethical practice in any professional discipline is guided by age-old philosophical perspectives, but its 
modern parameters are continually evolving. Ongoing developments in technology, social media and 
social contexts mean that public relations and its practices are constantly changing, and so do the 
ethical questions faced by practitioners in the field.  
 
Ethical questions and dilemmas are inherent to public relations, and ensuring that practitioners 
operate ethically is fundamental to the professionalism and credibility of the field. Engaging and 
accessible, Ethics in Public Relations offers a lively exploration of the key ethical concerns present 
in the public relations world today by way of practical tips and guidance to support those in PR and 
corporate communications.  
 
Written by a leading academic in the field, this fully updated third edition of Ethics in Public Relations 
includes an entirely new chapter on the uses of ethics in social media, covering topical issues such as 
blogger engagement and the relationship between employee social media activity and organizational 
reputation.

Author Information
Patricia J Parsons APR, FCPRS spent 26 years 
as a faculty member and former chairman in 
the Department of Communication Studies 
at Mount Saint Vincent University in Halifax, 
Canada retiring recently as a full Professor. 
Her research, writing and teaching focused 
on public relations ethics and strategy, 
and healthcare communication. She is the 
author of a dozen books and numerous 
papers for the professional and lay press. 
She is accredited in public relations and is 
a member of the Canadian Public Relations 
Society’s College of Fellows. Prof. Parsons 
lives in Toronto and can be reached via email 
at ethicsinpr@gmail.com or via Twitter @
ethicsinpr.
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This book
 « Keeps readers informed on current debates in the industry

 « Reflects on and examines the fundamental PR theories and their application to modern practice

 « Identifies and inspires best practice in the industry

Description
Published as part of the 2015 tenth anniversary celebrations of the Chartered Institute of Public 
Relations (CIPR)’s Royal Charter, Chartered Public Relations is an anthology of modern-day public 
relations best practice from Chartered Public Relations practitioners. It makes a valuable contribution 
to the advancement of public relations thinking worldwide by addressing the most current discussions 
on topics such as qualification of results in public relations, internal communications, freedom of 
information, global communication and more. 
 
Chartered Public Relations discusses in detail, among other things, the shift to the open organisation, 
the application of best practice in different markets and the impact of the globalisation of markets in 
public relations. Featuring contributions from public relations experts from a plethora of industries 
and companies including Specsavers, Thomson Reuters, Pielle Consulting and the University of 
Cambridge, it will inspire a new wave of professionals to take up the challenge of achieving Chartered 
PR Practitioner status.

Author Information
Stephen Waddington is President of the 
CIPR, a Chartered PR Practitioner and 
European Digital and Social Media Director 
of Ketchum Public Relations. He has earned 
a reputation as a public relations moderniser 
through senior roles he has held during the 
last twenty years. He is also author of Brand 
Anarchy, #BrandVandals, Share This and Share 
This Too.
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This book
 « Shows readers how to apply the tools, models and practices from communication campaigns that 
have been successful in a range of organizations

 « Advises how to communicate change effectively and bring clarity and stability to difficult situations

 « Outlines an easy-to-follow framework for delivering communication strategies that engage 
employees and managers and executives

 « Features case studies from global companies including Unilever, John Lewis, HSBC, KPMG, Volvo 
Group, BBC, Cisco, Body Shop, and Centrica

Description
Communicating a company’s goals, strategy and tactics, change processes and brand values 
effectively within the workplace, makes a real difference to the success of any business. When 
handled professionally, it has a positive impact on employee engagement, organizational culture and 
performance. Successful Employee Communications shares the stories of leading practitioners and 
focuses on the tools, models and practices that have worked in a variety of situations and range of 
organizations.  
 
Drawing on case studies from well known organizations in the public, private and not for profit sectors, 
this book includes insights from manufacturing, telecoms, pharmaceuticals, professional services, 
FMCG and more. It explains how to make the case for internal communications at all levels, advising 
on how to set objectives, select the right communication channel, suggest the best way to deliver 
tough messages, and evaluate and collect effective data. Successful Employee Communications 
is an essential guide for anyone responsible for managing the communications around employee 
engagement, motivation, retention and change management.

Author Information
Sue Dewhurst spent 15 years working as a 
senior internal communicator in house and 
in consultancy. For the past decade, she has 
focused on learning and development, serving 
as internal communications trainer and coach 
for thousands of leaders and professional 
communicators. Her models and frameworks 
are used in organisations worldwide.  
 
Liam FitzPatrick is experienced in 
change management, PR and internal 
communications. He has worked both in-
house and for major consultancies the last 
three decades running change campaigns, 
developing communications teams and 
advising on metrics and evaluation. Liam 
lectures on developing teams, research and 
planning, and has served as an external 
examiner at UK universities.
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This book
 « Clarifies a coordinated crisis response plan to overwhelming and often misinformed media and 
public reaction on social media

 « Enables organizations to maximize positive customer engagement with a practical, step by step 
understanding of how a crisis spreads, the peaks and troughs of consumer reaction and how to turn 
it into an opportunity

 « Embeds a ’bottom-up’ crisis culture, including how to differentiate a daily problem from a crisis, 
engage in early mitigation and legally sound stakeholder response

 « Features case studies from leading global brands, as well as personal anecdotes from front-line 
industry experience

Description
Communicate in a Crisis is the definitive guide for any PR or marketing professional to recognize, 
plan and respond to a sudden wildfire of consumer-led reaction, ’manipulated outrage’ sparked 
from interaction on news feed algorithms, fuelled by social media and the constant demand for an 
instantaneous response. 
 
This book turns the traditional crisis management approach on its head, starting by understanding 
changing consumer behaviours and the new ’threat’ for brands, then outlining practical steps to 
prepare, synchronize and execute a coordinated brand response across all channels - under pressure. It 
reveals why we love to hate our favourite brands, how to recognize a day to day problem from a crisis, 
and offers valuable advice, such as using influencers and brand advocates to address social media 
trolls, rumours and the impact of fake news. With unique case studies, interviews and anecdotes 
from global leaders, Communicate in a Crisis will embed a bottom-up culture of long-term reputation 
management, always ready to face the unexpected.

Author Information
Kate Hartley is co-founder of Polpeo, a crisis 
simulation training consultancy that works 
with some of the biggest brands in the world. 
Hartley has 25 years’ agency-side experience 
in crisis and reputation management and 
corporate PR. She has spoken and run 
workshops on the impact of social media on 
crisis management at international events 
including SXSW, The Global PR Summit, 
PR Week’s Crisis Comms, and Social Media 
Today’s Social Shake Up. She is a member 
of the CIPR and the PRCA, and sits on the 
PRCA’s digital steering committee which is 
designed to shape digital best practice in the 
PR industry.
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This book
 « Offers a refreshingly practical introduction to internal communications which covers all the core 
concepts and models, skills and processes

 « Helps readers both understand key theories and put them into practice with tools and advice 
throughout

 « Includes ready-to-use templates for communications in a variety of situations, including crises, 
health and safety, branding, redundancy and bad news, mergers and acquisitions, customer service 
and new business strategies

 « Supported by online resources, including slides for lecturers

Description
Get internal communications right in your organization and the benefits are clear: motivated staff, 
better financial performance, a strong external reputation and delighted customers are just a few of 
the reasons why getting your message over to staff effectively matters. Internal Communications 
explores what good practice in internal communications looks like, providing a no-nonsense, step-by-
step approach to devising an internal communications strategy. 
 
Written by experts with extensive experience as consultants and in-house leaders in the private, public 
and not-for-profit sectors, Internal Communications covers how to build an internal communications 
team and plan; devise messages and decide which channels to use; work with line managers and 
senior leaders; research and evaluate internal communications and support change within an 
organization. Supported by easy to follow models, example explanations of the core theory, and case 
studies, it provides students and internal communicators alike with the practical tools and advice they 
need to make a difference in an organization. The book is also supported by online resources, including 
slides for lecturers.

Author Information
Liam FitzPatrick is Joint Managing Partner of 
change communication consultancy Agenda 
Strategies. He has worked both in-house 
and for major consultancies running change 
campaigns, developing communications 
teams and advising on metrics and evaluation. 
Liam co-founded the Black Belt series of 
training for internal communicators and 
lectures and has served as an external 
examiner at UK universities. A Fellow of the 
UK Chartered Institute of Public Relations, he 
has been involved in planning the education 
and training of PR practitioners. He is a also 
member of the Global Certification Council 
of the International Association of Business 
Communicators. 
 
Klavs Valskov is Joint Managing Partner of 
change communication consultancy Agenda 
Strategies. Since 1999 he has worked in 
PR, marketing and communication with 
organisations including L’Oreal, Accenture, 
Nordea Bank and the Danish Government. 
From 2008-2013 Klavs was the award-winning 
Global Director of Communication in Maersk 
Line managing a team around the world 
working on public relations, crises, internal 
communications, social media and customer 
campaigns. Klavs is part of the Advisory Board 
at the Institute of Business Communication 
at Copenhagen Business School. He holds a 
double MA in Communication and Business 
Studies.

Internal 
Communications
A Manual for Practitioners

Edition: 1
Date: 03/08/2014
Price: £24.99
ISBN Print: 9780749469320
ISBN Ebook: 9780749469337
Pages: 272
Format (mm): 234x156
Product Category: Professional/Reading List
Subject: Public Relations



366

Retail Studies

Retail StudiesMarketing and PR

Table of Contents

1 Shopper happiness
1.1 Delivering shopper happiness
2 Shoppers are people
2.1 The myth of impulse 

purchasing
2.2 Tapping into irrational shopper 

behaviour
2.3 Understanding the shopper 

brain through neuro research
3 Channel choices
3.1 Channel preference: the future 

of the hypermarket channel
3.2 What the shopper wants from 

online shopping channels
4 Fact-driven decision making
4.1 Getting your assortment right
4.2 Really making loyalty card 

programmes work
4.3 Making big data digestible
5 In-store execution
5.1 The unstoppable growth 

of private labels and 
opportunities for A-brands

5.2 The unexplainable effect of 
music

5.3 Can scents work wonders?
5.4 Self-scanning is more than 

savings
6 Organizational development
6.1 The birth of category 

management
6.2 True customer understanding

6.3 Shopper marketing: new 
phase of trade marketing

7 Embracing the shopper
7.1 Retailers in action to increase 

shopper happiness

This book
 « Includes current insights derived from neuromarketing research into consumer behaviour

 « Provides practical tools that are robust and easy to use to translate the theory into tangible results

 « Contains new models for retail brand management based on first-hand experience at major global 
retailers and suppliers

Description
Basing shopper marketing strategy on customer insights is what differentiates market leading retail 
brands from weaker competitors. Many retail organizations lack business development and strategic 
departments that collect experiences, set benchmarks and create models and manuals. Retail 
Marketing Strategy makes the information available to drive new ways of thinking and make retail 
practice more agile for everyone.  
 
Outlining the five key capabilities required for retail excellence, namely in-store execution; 
organizational development; fact-driven decision making; multi-channel operations, and 
understanding customers, Retail Marketing Strategy answers some of the most difficult questions 
in retail including how to innovate to develop new ways to interact with customers across multiple 
channels, and how to replicate online success stories from other sectors. Practical steps are put 
forward for collating and interpreting the data generated in shopper activity, helping to make sense 
of trends and build effective strategy. Guidance is based throughout on neuromarketing research, 
providing a clear framework for building in experiential elements such as scent or music into the retail 
environment to really engage with consumers on an emotional level. 
 
If you are a marketing, branding or supply chain professional working in retail seeking straightforward 
and research-driven techniques for building lasting customer loyalty, or you are responsible for driving 
retail strategy in your organization, let Retail Marketing Strategy be your guide.

Author Information
Constant Berkhout is a passionate 
practitioner of retail marketing and 
shopper insights. As Founder and Owner 
of Rijnbrug Advies, a consultancy based in 
the Netherlands, and based on more than 
twenty years’ experience at major companies 
including Ahold, De Boer Winkelbedrijven, 
Kraft Foods, Gillette/P&G and PepsiCo, he 
develops new ways to grow retail categories 
and connect with the shopper for a diverse 
range of food, non-food and supplier clients.

Retail Marketing 
Strategy
Delivering Shopper Delight

Edition: 1
Date: 03/11/2015
Price: £29.99
ISBN Print: 9780749476915
ISBN Ebook: 9780749476922
Pages: 296
Format (mm): 234x156
Product Category: Professional/Reading List
Subject: Retail Studies



367 Retail StudiesMarketing and PR

Table of Contents

Introduction
1 Getting to grips with retail
1.1 The issues facing the UK retail 

trade today
2 Creating your retail 

marketing plan
2.1 Analysing and positioning 

your retail business in the 
existing market

2.2 Generating a powerful 
SWOT analysis for your retail 
business

2.3 Planning your retail marketing 
strategy

2.4 Building your retail marketing 
mix

2.5 Winning in retail – know your 
market, know your customer

2.6 Understanding the basic 
principles of shopping

2.7 Attracting and retaining 
customers online, using 
on-brand content and social 
media

3 Effective finance planning 
and control

3.1 How to kickstart your retail 
business

3.2 Generating a results-driven 
business plan

3.3 A straightforward guide to 
sales, stock and profit

3.4 Selection and management of 
retail systems and controls

4 Buying and visual 
merchandising

4.1 Step one to procurement and 
merchandising – Understand 
your business and the 
marketplace you will be 
entering

4.2 Efficient buying techniques to 
make money

4.3 Controlling and measuring 
product performance and 
establishing KPIs

4.4 Building and maintaining 
relationships in retail for long-
term returns

4.5 Understanding customers’ 
behaviour and information 
overload – The need to make 
the product focused, visually 
clear and correctly price-
positioned

5 Maximizing customer 
feedback and the visual 
experience

5.1 Visual merchandising – 
Managing space performance, 
layout and add-on selling to 
encourage purchase

5.2 Creating your global signpost 
through online merchandising

6 Challenges for bricks-and-
mortar retailers

6.1 Understanding your lease – 
and how local authorities can 
benefit you

7 How good should become 
sensational

7.1 Why good today is not good 
enough in the current retail 
trade

7.2 Conclusion – Your journey

This book
 « Learn how to plan and deliver a successful retail vision, master the best routes to market and 
communicate effectively with new and existing customers

 « Shows how to set KPIs to balance sales against overheads and use data to keep an eye on profits

 « Teaches the science of shopping, how to research customer behaviours and optimize staff for the 
greatest customer satisfaction

 « Online resources: Templates and spreadsheets for cash flow, stock turn, gross profit margin 
calculations and asset depreciation

Description
The retail market in the UK is worth more than £400 billion annually and employs over 3 million 
workers, while in the US 29 million people create over USD $4 trillion of revenue through the industry. 
Despite the challenge to establish stores and big-box retailers, there’s a rapid increase in the number 
of retail start-ups and consistent growth in the independent sector. From beard shops and barbers, 
through cafes and coffee shops, to ’retailment’ concept stores and boutique consumer-focused 
experiences, the specialist retail sector is booming. 
 
The Retail Start-Up Book provides clear guidance and advice on how to develop a winning retail 
strategy that seamlessly merges online and offline tactics. Introducing the science of shopping and 
how to understand customer behaviours and needs, it explores the essential steps of developing a 
business plan, marketing and promoting a business and advising on buying and visual merchandising. 
Building on years of retail experience nationally and internationally, in large groups and with 
independent retailers, The Retail Start-Up Book meticulously provide invaluable practical insights to 
help new retailers hit the floor running, or more established organizations grow their business and 
nurture their profits.

Author Information
Rowland Gee is former Chief Executive of 
Moss Bros Group plc. Under his leadership, 
Moss Bros entered a strategic business 
relationship with Hugo Boss, resulting in 
the UK establishment of the brand. He is co-
founder of Grey4Gold Ltd, a professional skills 
matching service for retail.  
 
Danny Sloan was BAA Director of Planning 
2012, ensuring BAA airports delivered the 
First and Lasting Impression for the UK across 
its airports during the London Olympics. He is 
co-founder of Grey4Gold Ltd.  
 
Graham Symes is an experienced finance 
director in retail and wholesale fashion, with 
clients including Harrods, Harvey Nichols, 
Selfridges, and Christian Lacroix.
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This book
 « Exploit the multi-million revenue concept of ’research online, buy offline’ (ROBO) to build real and 
profitable relationships with your best customers

 « Learn how to use the digitally augmented store to face challenges affecting retailers in all sectors, 
from high street chains, through to out of town stores

 « Understand how to use artificial seasonal peaks, such as ’Black Friday’ to commercial advantage

 « Work out how loyal customers can create a more stable foundation for your retail business

 « Discover how customer data can have an accurate impact on range decisions

Description
According to many reports, the physical retail experience is in crisis as more and more consumers shift 
to internet shopping. Despite this, the majority of global purchases still happen offline, from 90% of 
sales in the US through to 92% of sales in the UK and 94% in China. The big change is that today’s 
shopper seeks content and advice online before buying in store. Omnichannel Retail celebrates all 
the advantages of the physical shopping experience, from its sensory selection through to try-before-
you buy, and its potential for providing an instant and profitable retail solution, while explaining the 
imperative of bringing the power of digital and an omnichannel experience to everyday shopping.  
 
Connecting the digital customer to the physical customer, Omnichannel Retail delivers a wealth of 
opportunities for the bricks and mortar store, including an enhanced customer journey, effortlessly 
tailoring specific products to a particular customer, exploiting surge pricing, upselling lucrative 
products and above all, building real, and profitable, relationships with your best customers. Based on 
over thirty years in loyalty marketing, Tim Mason diligently addresses the challenges facing retailers, 
providing tangible and proven solutions to capitalize on the changing retail landscape.

Author Information
Tim Mason has over 30 years’ experience 
within the grocery and retail industries, with 
a strong background in strategic marketing 
and customer loyalty. He was the Deputy 
CEO of Tesco from January 2010 to December 
2012 and held a number of senior roles in 
the Tesco Group including CMO, where he 
was responsible for the launch of Clubcard 
and Tesco.com. He is currently CEO of Eagle 
Eye, an SaaS technology company, working 
with leading grocery chains, the casual dining 
sector and non-food retailers. 
 
Miya Knights is Head of Eagle Eye Solutions 
with 20 years’ experience as an analyst, 
journalist and editor, specializing in enterprise 
technology use in retail. She owns Retail 
Technology magazine, is ranked one of Vend’s 
top 50 retail influencers and has recently 
appeared on the BBC, ITN and Sky News, as 
well as regularly speaking at or moderating 
industry events.

Omnichannel Retail
How to build winning stores in a 
digital world

Edition: 1
Date: 03/04/2019
Price: £19.99
ISBN Print: 9780749484460
ISBN Ebook: 9780749484477
Pages: 224
Format (mm): 234x156
Product Category: Professional/Reading List
Subject: Retail Studies



369 Retail StudiesMarketing and PR

Table of Contents

How hard discounters are 
disrupting the traditional retail 
model

1 Hard discounter strategies
1.1 Understanding the hard 

discounter business model
1.2 Strategies of key hard 

discounters: Aldi, Lidl, Trader 
Joe’s and DIA

1.3 Hard discounter success 
around the world

1.4 The next frontier – dissecting 
the US grocery retailscape

2 Competitive 
counterstrategies for 
conventional retailers

2.1 How are conventional retailers 
being impacted by discounter 
entry?

2.2 How conventional retailers 
can compete with hard 
discounters

2.3 Strategies to reduce 
procurement costs

3 Brand manufacturer 
strategies versus hard 
discounters

3.1 Competition – creating 
winning brand propositions 
versus private labels

3.2 Cooperation – producing 
private labels for hard 
discounters

3.3 Co-opetition – generating 
successful sales in hard 
discounter stores

3.4 A look into the future of 
disruptive retailing

This book
 « Explains the retail strategies and business models behind the leading hard discounters such as Aldi, 
Lidl and Trader Joe’s

 « Provides traditional retailers with the tips, strategies and techniques needed to remain competitive 
in the face of hard discounting disruption

 « Questions whether or not hard discounters can feasibly replace traditional mega retailers, such as 
Walmart and K-Mart

Description
Hard discounters are stores that sell a limited selection of consumer packaged goods and perishables - 
typically fewer than 2,000 Stock Keeping Units - for prices that are usually 50-60% lower than 
national brands. The best known hard discounters are Aldi and Lidl, but global brands include Trader 
Joe’s, EuroSpin, Biedronka, Netto and Leader Price. Their rise has been monumental; they have 
irrevocably changed the face of retail in Europe and Australia, and are making steady inroads into the 
US. Retail Disruptors explores the very real threat that hard discounters pose to traditional retailers 
and brand manufacturers.  
 
Retail Disruptors is the first book that explores this upheaval, providing expert insight into the 
business models of the leading hard discounters, and what mainstream retailers and brand 
manufacturers can do to remain competitive in the face of disruption. Meticulously researched by 
two of the leading authorities in retail strategy, private labels, branding, and hard discounting, Retail 
Disruptors is essential reading for all brand manufacturers and retailers who want to retain the 
competitive edge.

Author Information
Dr Jan-Benedict Steenkamp is Distinguished 
Professor of Marketing at University of North 
Carolina, USA. He is Honorary Professor at 
the European Institute for Advanced Studies 
in Management, Fellow of the European 
Marketing Academy, and Fellow at the 
Institute for Sustainable Growth at Fudan 
University (Shanghai). His work has received 
over 38,000 citations and been featured in 
the Wall Street Journal, Financial Times and the 
Economist. 
 
Dr Laurens Sloot is Professor of Retail 
Marketing at the University of Groningen. He 
founded the EFMI Business School at Erasmus 
University, which has since developed into a 
leading educational and research institute.
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This book
 « Provides fascinating insight into Amazon’s retail strategy, including the unique challenges it faces in 
making the pivotal leap from online to bricks-and-mortar

 « Explores the impact of, and strategies behind, Amazon’s most disruptive new developments, 
including drone delivery, check-out free supermarkets, and the longevity of Amazon Prime

 « Examines the impact that these revolutionary strategies will have on the wider retail sector, offering 
lessons that can be applied to consumers and businesses globally

 « Contains original research from the authors’ combined 35 years as leading retail analysts, including 
content drawn from the esteemed Future of Retail trends reports

Description
The retail industry is facing unprecedented challenges. Across all sectors and markets, retailers are 
shifting their business models and customer engagement strategies to ensure their survival. The rise 
of online shopping, and its primary player, Amazon, is at the heart of many of these changes and 
opportunities. Amazon explores the e-commerce giant’s strategies, providing original insight at a time 
when the company is on the cusp of revolutionizing itself even further.  
 
Amazon’s relentless dissatisfaction with the status quo is what makes it such an extraordinary retailer. 
This book explores whether Amazon has what it takes to become a credible grocery retailer, and as 
it transitions to bricks and mortar retailing, explores whether Amazon’s stores can be as compelling 
as its online offering and if innovations such as voice technology, checkout-free stores and its Prime 
ecosystem will fundamentally change the way consumers shop. 
 
Written by industry leading retail analysts who have spent decades providing research-based analysis 
and opinion, Amazon analyzes the impact these initiatives will have on the wider retail sector and the 
lessons that can be learned from its unprecedented rise to dominance, as stores of the future become 
less about transactions and more about experiences.

Author Information
Natalie Berg has spent many years helping 
retailers compete, or partner with, retail 
giants like Walmart and Amazon. A prolific 
speaker and retail commentator, she is 
former Global Research Director at Planet 
Retail and runs her own consultancy, NBK 
Retail, specializing in retail strategy, changing 
shopping habits and future trends. She is co-
author of Walmart.  
 
Miya Knights is Head of Eagle Eye Solutions 
with 20 years’ experience as an analyst, 
journalist and editor, specializing in enterprise 
technology use in retail. She owns Retail 
Technology magazine, is ranked one of Vend’s 
top 50 retail influencers and has appeared 
on the BBC, ITN and Sky News, as well as 
regularly speaking at or moderating industry 
events.
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This book
 « Features case studies from diverse sectors including professional services (Ernst & Young), financial 
services (FM), manufacturing (Rolls-Royce), services (EMCOR, FM Global), pharmaceuticals (Pfizer), 
and engineering (AMEY)

 « Combines ground-breaking research with experience from recognized thought leaders of Cranfield 
School of Management

 « Offers an integrative Key Account Management framework that senior executives can use to design 
or further develop strategic customer management programmes

Description
Implementing Key Account Management is a highly practical handbook that guides readers through 
the realities of rolling out a functional key account management programme. The book offers an 
integrated framework for key account management (KAM) that businesses can use to design or further 
develop strategic customer management programmes, enabling them to overcome the obstacles that 
organizations often face when rolling out their strategies.  
 
Bringing together the experiences of leading experts within this field, Implementing Key Account 
Management draws on two decades of research and best practice from Cranfield University School 
of Management, one of the foremost centres for researcher and thought leadership in KAM. Between 
them, the authors have designed and delivered programmes globally for clients such as Rolls-Royce, 
Unilever, Vodafone, The Economist and many more. Rigorously researched, well-grounded and 
practical, this book is - quite simply - the definitive, go-to resource for implementing key account 
management programmes.

Author Information
Javier Marcos has designed and delivered 
programmes globally for clients such as 
Barclays, Cap Gemini, GKN Aerospace, Rolls-
Royce and Unilever.  
 
Mark Davies acts as Visiting Fellow for 
Cranfield School of Management and 
facilitates the Cranfield KAM Best Practice 
Research Club. 
 
Rodrigo Guesalaga is Senior Lecturer at 
Cranfield School of Management, Associate 
Professor at Pontificia Universidad Católica 
de Chile, and Visiting Professor at Vlerick 
Business School. 
 
Sue Holt is Director of the Cranfield School 
of Management’s flagship Open Programme 
on KAM. 
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This book
 « Understand the balance between achieving growth through the development of key accounts and 
serving key accounts, without letting costs become prohibitive

 « Implement best practice in key account management in a confident and successful manner through 
a highly practical, step-by-step approach

 « Benefit from rich learning features, including mini-cases, narratives, examples, diagrams, and 
visually represented models

 « Online resources: include a bonus chapter, case studies, self-test questions, figures and tables, a 
template for creating your own KAM plan and suggested further reading

 « Written by authors with over 20 years experience researching, teaching and consulting on key 
account management

Description
Malcolm McDonald on Key Account Management explores the challenges of winning, retaining and 
developing key accounts. Key accounts are customers who help their suppliers grow, and consequently, 
they wield significant power. Although they are the key to market share and revenue growth, the costs 
of serving key accounts can erode profitability unless they are thoroughly understood and managed. 
 
Malcolm McDonald on Key Account Management takes a step-by-step approach to presenting best 
practice in key account management. Whether your business is starting up or well-established, there 
is always more to discover about improving the way value is created between you and your most 
important customers. Malcolm McDonald and Beth Rogers have spent over twenty years researching, 
teaching and consulting on key account management, and have condensed their knowledge into this 
book, focusing on making it clear, concise and easy to use.

Author Information
Professor Malcolm McDonald was formerly 
a Professor of Marketing and Deputy Director 
at Cranfield University School of Management 
and is now an Emeritus Professor. Based in 
the UK, he is also an Honorary Professor at 
Warwick Business School and the author of 
Malcolm MacDonald on Marketing Planning, 
also published by Kogan Page. 
 
Dr Beth Rogers was formerly a Business 
Development Manager at Portsmouth 
Business School and chaired project board 
developing National Occupational Standards 
for UK professional sales. Based in the UK, she 
is now the Director of two organisations and 
writes articles for business publications.  
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This book
 « Focuses on practical implementation rather than the theory of account management

 « Helps boost account management effectiveness with practical tools including new and updated 
online resources

 « Brings the elements of key account management together to help practitioners form and 
implement their own strategy

 « Online resources: Helpful templates, guides for students and lecturers, and self tests

Description
An organization’s key accounts are its lifeblood. Key account management focuses on the long-term 
investment of resources in customers that can offer an exceptional return on resources. But which are 
the key accounts? Are they the ones growing the fastest? The ones that are most financially secure? Or 
are they the ones that shout the loudest? Key Account Management puts forward a straightforward 
and effective planning methodology.  
 
This fully updated 6th edition of Key Account Management takes a long-term, team-selling strategic 
view of the whole process, from defining the customer, to managing the relationship and achieving key 
supplier status. With coverage of latest best practice including IT’s role in account management, plus 
new case studies, online supporting resources and a new section comparing how different industries/
markets approach key account management, it stands alone as the premier book on managing key 
customers. 
 
Online resources include helpful templates, guides for students and lecturers, and self tests to ensure 
that best practice is being followed.

Author Information
Peter Cheverton is Director of Insight 
Marketing & People, now established as the 
leading international training and consultancy 
firm in KAM implementation, working in more 
than thirty countries including Australia, 
Austria, Belgium, Brazil, Canada, China, 
Denmark, France, Germany, Holland, Hong 
Kong, India, Italy, Korea, Malaysia, Mexico, 
Poland, Singapore, South Africa, Sweden, 
Switzerland, Taiwan, the United Kingdom 
and the United States, with a client list that 
includes some of the world’s major blue 
chip companies. He is also the author of 
Understanding the Professional Buyer and 
Global Account Management (both published 
by Kogan Page).
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This book
 « Helps readers build a solid understanding of senior buyers and the issues they face, in order to 
make the best decisions about building sustainable engagement

 « Provides a step-by-step guide to engaging at each stage of the B2B buying process, using a 
combination of people, messages and communication channels

 « Packed with fascinating case studies from around the world, with key takeaways at the end of every 
chapter to help readers put the ideas into action

Description
When it comes to buying and selling complex, high value products and services, people buy from 
people. Big businesses and public sector organizations rely on solutions to keep their essential 
services running - things like payroll, IT, property maintenance and communications technology. For 
the companies that provide those services, winning the business can mean huge, multi-year, multi-
million contracts. Executive Engagement Strategies is a comprehensive guide to engaging with the 
senior professionals making the buying decisions to win sustainable, long-lasting business. It provides 
a easy-to-follow guide that will help readers interact at each step of the B2B buying process using a 
combination of people, messages and communication channels.  
 
Highly practical, this book provides a clear, step-by-step process that will allow readers to capture 
the attention of busy c-suite executives, and keep them engaged and motivated through the lengthy 
buying process. Filled with global case studies and examples, it will help readers know what to say, and 
when and how to say it, to build trust and win the business. With key takeaways at the end of each 
chapter and clearly actionable guidelines and instructions, Executive Engagement Strategies is the 
only resource you’ll need to build truly customer-centric engagement with core decision makers.

Author Information
Bev Burgess is an industry expert in 
marketing business services, predominantly 
in the technology sector. She is Senior Vice 
President at ITSMA (Information Technology 
Services Marketing Association), leading its 
Global Account-Based Marketing Practice and 
delivering consultancy and training on the 
design, development, and implementation of 
ABM programmes.
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This book
 « Enables companies to increase profits by implementing a sales-focused business development 
culture, which is actively ingrained beyond the sales team

 « Aids long-term business growth and increased revenue through a unique and highly applicable 
methodology

 « Features interviews with senior professionals from well-known companies, giving first hand insight 
into how improving business development culture has led to transformative sales growth

Description
Business Development Culture defines how to facilitate a sales-oriented perspective throughout a 
company culture, enabling it to sell more on an ongoing and consistent basis. Highly practical in its 
approach, this book empowers readers to break away from the frustrations of missed opportunities 
and lost leads, and to escape the repetitive ’feast and famine’ sales patterns. Providing direct guidance 
on the implementation of an immersive business development culture, this book will ensure that the 
wider objective of generating business profit is embraced by the entire organization, not just the sales 
team.  
 
Easily tailored to maximize current processes, Business Development Culture features numerous tools 
and market-tested insights to support leaders in adapting their approach at both team and strategy 
levels. This invaluable guidance to an ever-widening issue is driven through the author’s extensive 
experience as a trainer, and a series of impacting interviews from across the industry. Insightful, 
practical and directly relevant, this book is an essential read to achieve stable, consistent growth, and 
ultimately, long-term profits.

Author Information
Alex Moyle has been in the business 
development and sales arena for over 
20 years, delivering sales and training 
programmes to thousands of sales 
professionals and hundreds of Leaders. He 
comes from a recruitment background and is 
the founder of Elevated Recruiting and Selzig 
Consulting.
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This book
 « Includes case studies from practising professionals who are working in account-based marketing, 
including pioneering companies such as BT, Cisco, Cognizant, Fujitsu, Hewlett-Packard and more

 « Explores the development of account-based marketing as a business practice, including the lessons 
learned by the pioneers of the approach, and the pitfalls that those implementing it should avoid

 « Gives a step-by-step process for those wishing to set up an account-based marketing programme, 
and use it strategically to accelerate growth in strategic accounts

 « Provides an emphasis on practicality and is an accessible and pragmatic tool for those who want a 
holistic guidebook to dip in and out of as they develop careers in ABM

Description
Account-based marketing, also known as client-centric marketing, is in the process of transforming 
modern marketing practice. It involves taking a strategic approach to business to business marketing, 
whereby important individual accounts are treated as markets in their own right. After all, many 
of the world’s leading companies have annual revenues the size of some countries’ GDP, so for 
the businesses that provide services and solutions to these companies, such key accounts truly 
do represent a global market. A Practitioner’s Guide to Account-Based Marketing explores the 
development of account-based marketing (ABM) as a business practice, and outlines a clear, step-by-
step process for readers who wish to set up an ABM programme to accelerate growth.  
 
Rich with fascinating case studies and personal stories, A Practitioner’s Guide to Account-Based 
Marketing offers readers privileged access to lessons learned by pioneering companies in the 
field, including BT, Fujitsu, IBM, Juniper Networks, Microsoft, SAP, and many more. The text is fully 
endorsed by the Information Technology Services Marketing Association (ITSMA), who run the only 
formally recognized qualification in the sector: the Account-Based Marketing Certification Programme. 
Meticulously researched and highly practical, A Practitioner’s Guide to Account-Based Marketing 
will help all marketers strengthen relationships, build reputation, and increase revenues in their most 
important accounts.

Author Information
Bev Burgess is Senior Vice President at 
ITSMA, leading its Global Account-Based 
Marketing Practice and delivering consultancy 
and training on the design, development, 
and implementation of ABM programmes. 
She has personally helped companies around 
the world to accelerate account growth using 
ABM techniques.  
 
Dave Munn has been the President and CEO 
of ITSMA since 2001, having led ITSMA’s 
global expansion to become the leading 
B2B marketing association for technology, 
professional services, and telecom companies. 
Prior to joining ITSMA in 1995, Dave held 
senior field positions with Oracle and Apple.
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