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3rd Edition
Creative Arts Marketing

Liz Hill, Catherine O'Sullivan, Coventry University, UK, Terry
O'Sullivan, The Open University, UK and Brian Whitehead,
Arts Professional Magazine, UK
Creative Arts Marketing 3rd edition is a long-awaited update of
a classic and influential text. With an emphasis on global case
studies, practical examples and discussion questions and an
author team that draws from rich and varied experiences in the
arts management sector, the book serves as a text for students
as much as it is a practitioner's guide to industry best practice.

Including a brand new companion website, complete with
materials for tutors and students for the first time, the return of

this important text will be welcomed by students, tutors and professionals in the arts.

Routledge
Market: Marketing
October 2017: 7.44 x 9.69: 322pp
Hb: 978-1-138-21377-7: £160.00
Pb: 978-1-138-21376-0: £38.99
eBook: 978-1-315-44768-1
Prev. Ed Pb: 978-0-750-65737-2
* For full contents and more information, visit: www.routledge.com/9781138213760

Browse and order online:
www.routledge.com
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Digital Analytics for Marketing
Marshall Sponder, Baruch College and Rutgers University,
USA and Gohar F. Khan, University of Waikato, New Zealand
Series: Mastering Business Analytics
This comprehensive book provides students with a "grand tour"
of the tools needed to measure digital activity and implement
best practices for using data to inform marketing strategy. It is
the first text of its kind to introduce students to analytics
platforms from a practical marketing perspective.

Routledge
Market: Marketing
October 2017: 7 x 10: 416pp
Hb: 978-1-138-19067-2: £170.00

Brand Positioning
Connecting Marketing Strategy and Communications

Erik Kostelijk, Amsterdam University of Applied Sciences,
Netherlands and Karel Jan Alsem, Hanze University of
Applied Sciences, Netherlands
Brand Positioning is an English translation of an exceptionally
well-renowned Dutch textbook, which provides a practical
approach to analysing, defining and developing a brand’s
positioning and strategy. This textbook will be core reading for
advanced undergraduate and postgraduate students of
marketing strategy, branding, marketing communications and
consumer behaviour. It will also be of great value to marketing
and communications professionals looking to develop and
maintain their company’s brand. Online resources to aid leaning
include an instructor’s manual, test bank with case material and

multiple-choice questions, and PowerPoint slides.
Pb: 978-1-138-19068-9: £44.99

Routledge
Market: Business & Management/Marketing
February 2020: 6.85 x 9.69: 262pp
Hb: 978-0-367-25011-9: £120.00

eBook: 978-1-315-64091-4
* For full contents and more information, visit: www.routledge.com/9781138190689

Pb: 978-0-367-25019-5: £34.99
eBook: 978-0-429-28582-0

2nd Edition
Digital and Social Media Marketing

* For full contents and more information, visit: www.routledge.com/9780367250119

Creating Value with Big Data Analytics
Making Smarter Marketing Decisions

Edited by Aleksej Heinze, KEDGE Business School, France,
Gordon Fletcher, University of Salford, UK, Tahir Rashid,
University of Salford, UK and Ana Cruz, City College,
University of Sheffield, Greece
This textbook is an up to date, industry-led results-driven guide
to digital marketing. Mixing academic theory with practical
examples from a range of different organisations worldwide, it
provides insight into, and techniques to enable, the creation,
development and maintenance of a successful digital presence.
This accessible textbook provides a hands-on, user-friendly
platform to turn skills and knowledge into strategic advantage.
It is ideal for advanced undergraduate and postgraduate
students of digital marketing and marketing strategy, and for

practitioners aiming to be at the cutting edge of Digital and Social Media Marketing.

Peter C. Verhoef, Edwin Kooge and Natasha Walk, Metriclab
Big Data Analytics, The Netherlands
Series: Mastering Business Analytics
Creating Value with Big Data Analytics provides a nuanced view
of big data development, arguing that big data in itself is not a
revolution but an evolution of the increasing availability of data
that has been observed in recent times. Building on the authors’
extensive academic and practical knowledge, this book aims to
provide strategic directions and practical analytical solutions on
how to create value from existing and new big data.

By tying data and analytics to specific goals and processes for
implementation, this is a much-needed book that will be

essential reading for students and specialists of data analytics, marketing research and
customer relationship management.

Routledge
Market: Business & Management
April 2020: 6.14 x 9.21: 364pp
Hb: 978-0-367-23590-1: £120.00

Routledge
Market: Business & Management
January 2016: 6.14 x 9.21: 338pp
Hb: 978-1-138-83795-9: £160.00

Pb: 978-0-367-23602-1: £36.99Pb: 978-1-138-83797-3: £44.99
eBook: 978-0-429-28068-9eBook: 978-1-315-73475-0
* For full contents and more information, visit: www.routledge.com/9780367236021

5th Edition
Digital Marketing Excellence
Planning, Optimizing and Integrating Online Marketing

* For full contents and more information, visit: www.routledge.com/9781138837973

4th Edition
Customer Relationship Management
Concepts and Technologies

Dave Chaffey, Independent Consultant, UK and PR Smith,
Independent Marketing Consultant, UK
Now in its fifth edition, the hugely successful Digital Marketing
Excellence is fully updated, keeping you in line with the changes
in this dynamic and exciting field and helping you create
effective and up-to-date customer-centric e-marketing plans.
This new edition seamlessly integrates the latest changes in
social media technology, including expanded coverage of mobile
technology.

Offering a highly structured and accessible guide to a critical
and far-reaching subject, Digital Marketing Excellence, fifth edition

Francis Buttle, Francis Buttle Associates, Australia and Stan
Maklan, Cranfield University, UK
Customer Relationship Management, Fourth Edition, is a
much-anticipated update of a bestselling textbook, bringing its
coverage up to date with the very latest in CRM practice. The
book introduces the concept of CRM, explains its benefits, how
and why it can be used, the technologies that are deployed, and
how to implement it, providing you with a guide to every aspect
of CRM in your business or your studies. Ideal as a core textbook
by students on CRM or related courses, the book is also essential
to industry professionals, managers involved in CRM programs
and those pursuing professional qualifications or accreditation
in marketing, sales or service management.

provides a vital reference point for all students and managers involved in marketing strategy
and implementation.

Routledge
Market: Business & Management
May 2019: 7.44 x 9.69: 468pp
Hb: 978-1-138-49826-6: £180.00

Routledge
Market: Marketing
March 2017: 7.44 x 9.69: 690pp
Hb: 978-1-138-19168-6: £160.00

Pb: 978-1-138-49825-9: £68.99 Pb: 978-1-138-19170-9: £42.99
eBook: 978-1-351-01655-1 eBook: 978-1-315-64034-1
Prev. Ed Pb: 978-1-138-78983-8 Prev. Ed Pb: 978-0-415-53337-9
* For full contents and more information, visit: www.routledge.com/9781138498259 * For full contents and more information, visit: www.routledge.com/9781138191709
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2nd Edition
Innovation in Pricing
Contemporary Theories and Best Practices

Essentials of Pricing Analytics
Tools and Implementation with Excel

Edited by Andreas Hinterhuber, Hinterhuber and Partners,
Austria and Stephan M. Liozu, Value Innoruption Advisors,
USA
This new edition of Innovation in Pricing builds on the success
of the first, examining the ways in which pricing innovation can
drive profits through articles and interviews with the world's
leading academics, business practitioners and consultants in
the field.

This book is the only book dedicated to innovation in pricing
and is an essential read for business executives, innovation
managers and pricing managers wishing to treat innovation in
pricing as seriously as they treat product, service or business
model innovation. It is also valuable supplementary reading for

advanced students of marketing and sales.

Erik Haugom, Inland Norway University of Applied Sciences,
Norway
Series: Mastering Business Analytics
This book provides a broad introduction to the field of pricing
as a tactical function in the daily operations of the firm, and a
toolbox for implementing and solving a wide range of pricing
problems. It demonstrates implementation using the highly
accessible Excel software, analytical tools, real life examples and
global case studies. It is a uniquely accessible and practical text
for advanced undergraduate, MBA and postgraduate students
of pricing strategy, entrepreneurship, small business
management, marketing strategy, sales and operations. It is

important reading for practitioners looking for accessible methods to implement pricing
strategy and maximize profits.

Routledge
Market: Pricing
August 2017: 6.14 x 9.21: 424pp
Hb: 978-1-138-73825-6: £160.00

Routledge
Market: Business & Management
November 2020: 6.85 x 9.69: 290pp
Hb: 978-0-367-36322-2: £120.00

Pb: 978-1-138-73827-0: £52.99Pb: 978-0-367-36323-9: £36.99
eBook: 978-1-315-18484-5eBook: 978-0-429-34531-9
Prev. Ed Pb: 978-0-415-52164-2* For full contents and more information, visit: www.routledge.com/9780367363239
* For full contents and more information, visit: www.routledge.com/9781138738270

Dummy text to keep placeholderDummy text to keep placeholder
Pricing Strategy ImplementationExperiential Marketing
Translating Pricing Strategy into ResultsConsumer Behavior, Customer Experience and The 7Es

Andreas Hinterhuber, Hinterhuber and Partners, Austria
and Stephan M. Liozu
Providing the theories and best practices that enable the
effective implementation of pricing strategies, this book offers:
a best practice overview on how to convert a pricing strategy
into superior results; insights from current academic research
on driving profits; examples on how to deal with digital
transformation in the context of pricing; and tools and insights
into how to overcome internal resistance, align the organization,
and forge win-win relationships with customers. Taking a new
approach, this volume is a critical and practical tool for executives
and managers, as well as academics and researchers in pricing,

Wided Batat, B&C Consulting Group
Experiential Marketing is a guide to building experiences
consumers can’t forget. It will be of interest for CEOs, brand
managers, marketing and communication professionals,
students, and anyone eager to learn more about how to design
the ultimate customer experience in a new phygital (physical
place and digital space). In this book, Professor Batat combines
theory and practice and gives readers an overview of: the origins
and the rise of the customer experience logic, the 7Es
(Experience, Exchange, Extension, Emphasis, Empathy, Emotional
touchpoints, Emic/Etic process)of the new experiential marketing
mix, and the challenges for the future.

marketing strategy and strategic management.

Routledge
Market: Business & Management
August 2019: 6.85 x 9.69: 174pp
Hb: 978-1-138-33216-4: £120.00
Pb: 978-1-138-33217-1: £42.99
eBook: 978-0-429-44684-9
* For full contents and more information, visit: www.routledge.com/9781138332171

Sustainable Marketing Planning
Neil Richardson, Leeds Business School, UK
There are two major challenges facing managers and leaders:
first, how to adapt to global changes in markets, competition
and supply, and second, how to grow a business whilst
observing recognisably sustainable practices. Reflecting on
contemporary themes and challenges at the cutting edge of
business research and practice, this book should be core reading
for advanced undergraduate and postgraduate students of
Sustainable Marketing, Marketing Planning and Marketing
Strategy, as well as professionals seeking to improve the
competitive advantage of their organisations.

Routledge
Market: Business & Management
November 2019: 6.85 x 9.69: 286pp
Hb: 978-0-367-02520-5: £120.00

Routledge
Market: Business & Management
January 2019: 6.14 x 9.21: 302pp
Hb: 978-1-138-29315-1: £120.00
Pb: 978-1-138-29316-8: £42.99
eBook: 978-1-315-23220-1
* For full contents and more information, visit: www.routledge.com/9781138293168

Experiential Marketing
Case Studies in Customer Experience

Wided Batat, B&C Consulting Group
Experiential marketing has become an indispensable tool for all
types of businesses across multiple sectors. This book provides
an all-encompassing, practical and conceptual map of
contemporary experiential case studies, which together offer
insights into this exciting approach to customer experience. This
is a must-read for advanced undergraduate and postgraduate
Marketing and Customer Experience students and an excellent
teaching resource. It should also be of great use to and
practitioners – particularly those studying for professional
qualifications – who are interested in learning experiential
marketing strategies.

Routledge
Market: Business & Management/Marketing
December 2020: 6.85 x 9.69: 346pp
Hb: 978-0-367-90091-5: £140.00

Pb: 978-0-367-02521-2: £38.99
eBook: 978-0-429-39911-4
* For full contents and more information, visit: www.routledge.com/9780367025212Pb: 978-0-367-90092-2: £39.99

eBook: 978-1-003-02256-5
* For full contents and more information, visit: www.routledge.com/9780367900922

Browse and order online:
www.routledge.com
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6th Edition
The Strategy and Tactics of Pricing
A Guide to Growing More Profitably

Thomas T. Nagle, Deloitte Consulting, USA and Georg
Müller, Deloitte Consulting, USA
This book offers a guide to pricing analysis and strategy
development. Featuring an expanded discussion of big data
analytics, and new chapter on pricing in special situations, a new
companion website rounds out this classic for all students of
pricing.

Routledge
Market: Pricing
November 2017: 7 x 10: 352pp
Hb: 978-1-138-73750-1: £160.00
eBook: 978-1-315-18530-9
International Edition Paperback: 978-1-138-73751-8: £57.99
Prev. Ed International Edition Paperback: 978-1-292-02323-6
* For full contents and more information, visit: www.routledge.com/9781138737518

Companion WebsiteNew in Paperbacke-InspectionComplimentary Exam Copy

5MARKETING & SALES

http://www.routledge.com/9781138737518
http://http://routledgetextbooks.com/textbooks/9781138737518/
http://www.routledge.com/9781138737518


4th Edition
Strategic Operations Management

Steve Brown, University of Southampton, UK, John Bessant,
University of Exeter, UK and Fu Jia
Strategic Operations Management 4E is a core operations
management textbook that places operations design within the
context of strategic planning, making it ideal for strategic level
courses and courses taking a qualitative approach. This
well-established text is structured around four core themes:
strategy, innovation, services, and supply. Students taking MBA,
MSc and MBM classes on operations management, advanced
operations management, and strategic operations management
will find this textbook fulfills all their requirements whilst

4th Edition 
Project Management
A practical guide to planning and managing projects

Stephen Hartley
With project management acknowledged as a cross-industry
management framework, this revised fourth edition aligns with
PMBOK and reviews PRINCE2, Agile and Lean methodologies.
Including best-practice templates, it guides both the novice and
practitioner in planning and managing their diverse projects.

Routledge
February 2018: 480pp
Hb: 978-0-367-71909-8: £120.00
Pb: 978-1-760-63178-9: £32.99
eBook: 978-1-003-11688-2
* For full contents and more information, visit: www.routledge.com/9781760631789

6th Edition 
Project Management for Engineering, Business and
Technology

advanced undergraduate classes in these areas will also find the book an essential read.

Routledge
Market: Business & Management
July 2018: 7.44 x 9.69: 534pp
Hb: 978-1-138-56612-5: £160.00
Pb: 978-1-138-56613-2: £52.99
eBook: 978-1-315-12337-0
Prev. Ed Pb: 978-0-415-58737-2
* For full contents and more information, visit: www.routledge.com/9781138566132

5th Edition
Total Quality Management and Operational
Excellence
Text with CasesJohn M. Nicholas, Loyola University, USA. and Herman

Steyn, University of Pretoria, South Africa.
This highly regarded textbook addresses project management
across all industries. First covering the essential background, the
bulk of the book is dedicated to concepts and techniques for
practical application. Coverage includes project initiation and
proposals, scope and task definition, scheduling, budgeting, risk
analysis, control, project selection and portfolio management,
program management, project organization, and all-important
"people" aspects. This is an ideal resource and reference for all
advanced undergraduate and graduate students in project

management courses as well as practicing project managers across all industry sectors.

John S. Oakland, Oakland Consulting Plc, Robert J. Oakland,
Oakland Consulting, UK. and Michael A. Turner
The notion of "Quality" in business performance has exploded
since the first edition of this classic text in 1989. Today there is
a plethora of performance improvement frameworks including
Lean, Six Sigma and the latest version of ISO 9001. Incorporating
the frameworks that succeeded it, this revised TQM model
redefines Quality by accelerating change, reducing cost and
protecting reputation. The practical, jargon-free writing style,
along with ten supporting case studies, effortlessly ties the model
to its real-life applications. This exciting update is all the busy

student or professional will need to understand how to manage Quality and achieve
Operational Excellence.

Routledge
Market: Business and Management
July 2020: 7.44 x 9.69: 556pp
Hb: 978-1-138-67340-3: £140.00
Pb: 978-1-138-67341-0: £46.99
eBook: 978-1-315-56197-4
Prev. Ed Pb: 978-0-415-63550-9
* For full contents and more information, visit: www.routledge.com/9781138673410

Routledge
Market: Business & Management
August 2020: 7.44 x 9.69: 754pp
Hb: 978-0-367-27730-7: £150.00
Pb: 978-0-367-27734-5: £64.99
eBook: 978-0-429-29758-8
* For full contents and more information, visit: www.routledge.com/9780367277345

2nd Edition
Purchasing and Supply Chain Management
A Sustainability Perspective

Thomas E. Johnsen, ESC Rennes School of Business, France,
Mickey Howard, University of Exeter, UK and Joe Miemczyk,
Audencia Nantes School of Management, France
For too long business has focused on short-term cost advantages
through low-cost country sourcing with little regard for the
longer-term implications of global sustainability. Purchasing and
Supply Chain Management 2E not only fully addresses the
environmental, social and economic challenges on how
companies manage purchasing and supply chains, but delves
deeper into emerging areas such as modern slavery, digital
technologies and circular supply chains.

Routledge
Market: Business & Management
December 2018: 7.44 x 9.69: 426pp
Hb: 978-1-138-06474-4: £120.00
Pb: 978-1-138-06476-8: £36.99
eBook: 978-1-315-16024-5
Prev. Ed Pb: 978-0-415-69088-1
* For full contents and more information, visit: www.routledge.com/9781138064768

Browse and order online:
www.routledge.com
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5th Edition
Creative Problem Solving for Managers
Developing Skills for Decision Making and Innovation

Tony Proctor, University of Chester, UK
This prestigious textbook provides a complete overview of the
creative problem-solving process and its relevance to modern
managers in the private and public sectors. It introduces ideas,
skills and models to help students understand how creative
thinking can aid problem solving, and how different techniques
may help people who have different thinking and learning styles.
Creative Problem Solving for Managers will continue to be an ideal
resource for undergraduate and postgraduate students studying
problem-solving, strategic management, creativity and
innovation management, as well as managers looking to develop
their decision-making abilities.

Routledge
Market: Business & Management
October 2018: 6.85 x 9.69: 392pp
Hb: 978-1-138-31236-4: £120.00
Pb: 978-1-138-31238-8: £36.99
eBook: 978-0-429-45825-5
Prev. Ed Pb: 978-0-415-71403-7
* For full contents and more information, visit: www.routledge.com/9781138312388

Companion WebsiteNew in Paperbacke-InspectionComplimentary Exam Copy
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4th Edition 
Fundraising Management
Analysis, Planning and Practice

Adrian Sargeant, Institute for Sustainable Philanthropy, USA
and Jayne George, RNLI, UK
This comprehensive how-to guide provides a thorough
grounding in the principles underpinning professional practices
and critically examines the key issues in fundraising policy,
planning and implementation. Combining scholarly analysis
with practical real-life examples, Fundraising Management has
been endorsed by the Chartered Institute of Fundraising, and is
mapped to the Certificate and Diploma in Fundraising, making
it the definitive guide to best practice both in the UK and
globally. This is a clear, problem-solving guide that no fundraising
student or professional should be without.

Routledge
Market: NonProfit Management
September 2021: 6.85 x 9.69: 526pp
Hb: 978-0-367-56370-7: £190.00
Pb: 978-0-367-56371-4: £56.99
eBook: 978-1-003-09743-3
* For full contents and more information, visit: www.routledge.com/9780367563714

Browse and order online:
www.routledge.com
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Dummy text to keep placeholder
Absolute Essentials of Creative Thinking and
Problem Solving

2nd Edition 
Strategic Management
From Theory to Practice

Allen C. Amason, University of Georgia, USA and Andrew
Ward
This book is designed to help students think critically and
understand fully how to strategically manage their future firms.
By conveying enduring and fundamental principles of economic
and human behavior rather than simply reporting on the latest
innovations, this book succeeds in preparing students to excel
in the business environment over time, regardless of how it
evolves.

Routledge

Tony Proctor, University of Chester, UK
Series: Absolute Essentials of Business and Economics
This concise textbook provides a comprehensive overview of
the theory and practice of creative problem solving from a
management perspective. Beginning with theoretical
frameworks, it considers ways of thinking, defining problems
and structuring responses to them, techniques for generating
ideas, evaluating and defining them, and how technology can
be used within the creative problem-solving process. Divided
into 10 short chapters to suit content delivery, it is designed as
either core or recommended reading for advanced
undergraduate, postgraduate, MBA and Executive Education
students studying Creativity and Innovation, Management and Market: Management

August 2020: 7 x 10: 342pp
Hb: 978-0-367-43005-4: £230.00
Pb: 978-0-367-43006-1: £68.99
eBook: 978-1-003-00059-4
Prev. Ed Pb: 978-0-415-87169-3
* For full contents and more information, visit: www.routledge.com/9780367430061

Dummy text to keep placeholder
Strategy Implementation

Leadership and Management Skills.

Routledge
Market: Business & Management
April 2021: 5.5 x 8.5: 136pp
Hb: 978-0-367-64345-4: £44.99
eBook: 978-1-003-12405-4
* For full contents and more information, visit: www.routledge.com/9780367643454

4th Edition
Learning to Think Strategically Kurt Verweire, Vlerick Business School, Belgium

This book presents new conceptual models and tools to
implement different strategies. The author analyses how market
leaders have benefitted from successful strategy implementation
and provides the reader with a comprehensive and systematic
framework to tackle strategy implementation challenges.

Julia Sloan, Sloan Consulting Inc. USA
Strategic thinking has become a core competency for business
leaders globally. Overused and under-defined, the term is often
used interchangeably with other strategic management terms.
This unique and practical text is an original primer of how
successful strategists learn to think strategically. This book is vital
reading for MBA, Strategy, Leadership Development, and
Executive Education students. The practical nature of this book
also makes it valuable for business and policy executives, as well
as managers and emerging leaders looking to develop their
strategic thinking skills.

Routledge
Market: Business & Management
May 2014: 6.14 x 9.21: 304pp
Hb: 978-0-415-73198-0: £150.00
Pb: 978-0-415-73199-7: £52.99
eBook: 978-1-315-84944-7
* For full contents and more information, visit: www.routledge.com/9780415731997

3rd Edition
The Strategic Manager
Understanding Strategy in Practice

Routledge
Market: Business & Management
September 2019: 6.85 x 9.69: 326pp
Hb: 978-0-367-14145-5: £150.00
Pb: 978-0-367-14146-2: £42.99
eBook: 978-0-429-03052-9
* For full contents and more information, visit: www.routledge.com/9780367141462

2nd Edition
Our House
Visual and Active Consulting

Harry Sminia
The Strategic Manager provides a comprehensive, logical and
applied insight in strategic management. Unlike some more
theory-heavy texts, this book focuses on how strategy works in
everyday practice, taking readers’ expectations and
understanding beyond that of strategy as a matter of planning
only. It enables the reader to learn and reflect upon their practical
skills and knowledge, and critically evaluate the strategy process
and their own decision-making. Essential reading for
postgraduate students of Strategic Management, MBA students
and those in executive education, this text will also be a useful
tool for reflective managers trying to develop a better

understanding.

Antony Williams
In this innovative book, Anthony Williams establishes a "House"
as the basic analogy for approaching many business issues, and
its "Rooms" as places to focus specialist consulting interventions.
He details unique visual and active processes for each Room,
and provides sturdy guidelines for conducting interventions
based on vision, movement, space and dialogue.

Routledge
Market: Organisational Development Routledge

Market: Business & Management
July 2021: 6.85 x 9.69: 222pp
Hb: 978-0-367-46808-8: £150.00

September 2021: 6.14 x 9.21: 164pp
Hb: 978-0-367-27767-3: £120.00
Pb: 978-1-032-17714-4: £29.99
eBook: 978-0-429-29777-9 Pb: 978-0-367-46806-4: £42.99
* For full contents and more information, visit: www.routledge.com/9781032177144 eBook: 978-1-003-03126-0

Prev. Ed Pb: 978-0-415-78587-7
* For full contents and more information, visit: www.routledge.com/9780367468064
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Transformative Strategies
Strategic Thinking in the Age of Globalization, Disruption, Collaboration 
and Responsibility

Edited by Brian Tjemkes, VU University, Amsterdam and Oli
Mihalache, VU University, Amsterdam
Transformative Strategies is a practical textbook based around
the idea that strategic thinking is critical for organizational
success in today’s environment. Hugely innovative in its
pedagogical approach to aid discussion and learning, the book
introduces strategic problems, provides examples of how the
tensions underlying these problems may be solved, and how
strategy models and theories may be applied in different ways.
It will be particularly suitable for those studying strategic
management as part of an MBA, MA or MSc in Management, as
well as those in executive education.

Routledge
Market: Business & Management
April 2021: 6.85 x 9.69: 238pp
Hb: 978-0-367-22310-6: £140.00
Pb: 978-0-367-22311-3: £39.99
eBook: 978-0-429-27438-1
* For full contents and more information, visit: www.routledge.com/9780367223113
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2nd Edition
Business Model Innovation
Concepts, Analysis, and Cases

Allan Afuah, University of Michigan, USA
Updated with all-new cases, this second edition of the must-have
for those looking to grasp the fundamentals of business model
innovation, explores the novel ways in which an organization
can generate, deliver, and monetize benefits to customers.

Routledge
Market: Strategic Management
September 2018: 6.85 x 9.69: 306pp
Hb: 978-1-138-33051-1: £160.00
Pb: 978-1-138-33052-8: £69.99
eBook: 978-0-429-44648-1
Prev. Ed Pb: 978-0-415-81740-0
* For full contents and more information, visit: www.routledge.com/9781138330528

Creativity for Innovation Management
Ina Goller and John Bessant
Creativity for Innovation Management is a rigorous yet applied
guide which illustrates what creativity is, why it matters, and
how it can be developed at both individual and group levels.
Unlike many technique-oriented books, this book will combine
theory and practice.

This will be complemented by online resources which will
provide students with access to key tools and techniques plus
activities to help develop their creativity. This textbook is ideal
for students of innovation, management and entrepreneurship,
as well as professionals in those industries that want to excel by
developing and applying their own creativity at work.

Routledge
Market: Business & Management
March 2017: 6.14 x 9.21: 344pp
Hb: 978-1-138-64130-3: £150.00
Pb: 978-1-138-64132-7: £42.99
eBook: 978-1-315-63058-8
* For full contents and more information, visit: www.routledge.com/9781138641327

Managing Digital Transformation
Understanding the Strategic Process

Edited by Andreas Hinterhuber, Università Ca' Foscari
Venezia, Italy, Tiziano Vescovi, Ca' Foscari University Venice,
Italy and Francesca Checchinato, Università Ca' Foscari
Venezia, Italy
This book provides practising executives and academics with
the theories and best practices to plan and implement the digital
transformation successfully. Managing Digital Transformation is
unique in its approach, combining rigorous academic theory
with practical insights and contributions from companies that
are, according to leading academic thinkers, at the forefront of
global best practice in the digital transformation. It is a
recommended reading both for practitioners looking to

implement digital strategies within their own organisations, as well as for academics and
postgraduate students studying digital transformation, strategy and marketing.

Routledge
Market: Business & Management
May 2021: 6.85 x 9.69: 296pp
Hb: 978-0-367-44268-2: £140.00
Pb: 978-0-367-44197-5: £39.99
eBook: 978-1-003-00863-7
* For full contents and more information, visit: www.routledge.com/9780367441975
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2nd Edition
The Case Writing Workbook
A Self-Guided Workshop

Gina Vega, Salem State University, USA
This book offers a modular set of chapters that focus specifically
on the challenges related to case writing. Exercises, worksheets,
and training activities help guide readers sequentially through
the entire process of writing both a case and an instructor’s
manual (teaching note).

Routledge
February 2017: 6 x 9: 272pp
Hb: 978-1-138-21015-8: £160.00
Pb: 978-1-138-21016-5: £52.99
eBook: 978-1-315-45589-1
Prev. Ed Pb: 978-0-765-63549-5
* For full contents and more information, visit: www.routledge.com/9781138210165
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Taylor & Francis  
offers  the  flexibility  
you need

Whether you are interested in eBook platform integration
to provide course texts, or simply purchasing books for your 
students, we can help make it happen. 

The majority of Taylor & Francis Group content is available as both print 
and e-books. At Taylor & Francis we work with some  of the top eBook 
platform providers, such as VitalSource, Kortext, BibliU. We offer our e-
books as PDF and EPUB. 

If you would like to learn more about Inclusive Coursebook Provision, 
please contact the Taylor & Francis sales team to discuss further. Visit our 
website to find out more:

https://www.routledge.com/our-customers/instructors/affordability/
inclusive-coursebook-provision
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