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“Big history is the most innovative and intellectually daring kind of historical scholarship on
offer. It is the historical genre that can be used to appraise the biggest challenges that we
face as a species, such as our burgeoning numbers, our relationships with other species,
and the way we have so far engaged with the natural environment. This volume showcases
the remarkable potential of the field. It is especially useful because it brings together big
history’s leading figures, as well as important fellow travellers in the social and natural
sciences. And all of them bring to this volume their ‘best game’.”

Nick Doumanis, University of New South Wales, Sydney, Australia
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The Routledge Companion to Alternative and Community Media provides an authoritative
and comprehensive examination of the diverse forms, practices and philosophies of
alternative and community media across the world.

The volume offers a multiplicity of perspectives to examine the reasons why alternative and
community media arise, how they develop in particular ways and in particular places, and
how they can enrich our understanding of the broader media landscape and its place in
society.
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The 50 chapters present a range of theoretical and methodological positions, and arguments
to demonstrate the dynamic, challenging and innovative thinking around the subject,
locating media theory and practice within the broader concerns of democracy, citizenship,
social exclusion, race, class and gender.

sm in the 21st century - Contributors: Laura Ahva, Stuart Allan, Heather Anderson, Chris Atton, Olga Guedes
Bailey, Mary Angela Bock, Megan Boler, Axel Bruns, Jean Burgess, Bart Cammaerts, Nico
Carpentier, William K. Carroll, Yiannis Christidis, Nick Couldry, Vaia Doudaki, Tony Dowmunt,
John D. H. Downing, Victoria Esteves, Susan Forde, Kerrie Foxwell-Norton, Christian Fuchs,
Janey Gordon, Pinar Gurleyen, Robert A. Hackett, Adnan Hadzi, James F. Hamilton, Tony
Harcup, Heikki Heikkild, Arne Hintz, Per Jauert, Richard Lance Keeble, Linda Jean Kenix,
Dorothy Kidd, Eun-Gyoo Kim, Risto Kunelius, Peter M. Lewis, Leah A. Lievrouw, Hayes
Mawindi Mabweazara, Kirsten MacLeod.
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n & dozen books ing = | ) 1 3 Chris Atton is Professor of Media and Cuiture in the School of Arts and Creative Industries
WEB. Du Boi e e \ at Edinburgh Napier University, UK. His books include Alternative Media, An Alternative
" = Internet and Alternative Journalism. He has made special studies of fanzines, the media of
new social movements and audiences for avant-garde and other ‘difficult’ forms of popular

Fl%outlredge Handobo

MEDIA STUDIES

BOOKSHOP CATEGORY

aweu Joyiny
Aq peyp3

overimage: toc by edior

Cover image: © Getty Images

£Y Routledge e

routledge.com

é Routledge

& Francis Group.

www.routledge.com

39031LN0Y

Routledge tites are availa Book editons in a range of digtalformats.

ROUTLEDGE INTERNATIONAL HANDBOOK ROUTLEDGE BUSINESS COMPANION
N

ROUTLEDGE 2§ ROUTLEDGE = : ROUTLEDGE ROUTLEDGE
INTERNATIONAL E INTERNATIONAL 1\ COMPANIONS COMPANIONS

il

Slume that Dramatic changes in technology, regulations and consumer behavior are transforming

the financial services industry around the world. This book provides an excellent and
comprehensive perspective from several experts on how marketing practices need to change in
this dynamic industry.

Sunil Gupta, Professor, Harvard University, USA
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While most financial institutions focus their energy on adhering to the new regulatory
environment, this book brings the attention of practitioners and academics back to its origins,
namely how to create outstanding customer value in a fast changing environment by providing
services for financial security, stability and flexibility. It offers a comprehensive perspective on
how to regain trustful relationships with customers and stay competitive against the upcoming
new players in the market.

Peter Maas, Professor, University of St. Gallen, Switzerland
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Interest in financial services marketing has grown hugely over the last few decades, particularly
since the financial crisis, which scarred the industry and its relationship with customers. It
reflects the importance of the financial services industry to the economies of every nation and
the realization that the consumption and marketing of financial services differs from that of
tangible goods and indeed many other intangible services.
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This book is therefore a timely and much-needed comprehensive compendium that reflects the
development and maturation of the research domain, and pulls together, in a single volume,

the current state of thinking and debate. The events associated with the financial crisis have
highlighted the need for banks and other financial institutions to understand how to rebuild trust
and confidence, improve relationships and derive value from the marketing process.

Edited by an international team of experts, this book provides the latest thinking on how to
manage such challenges and is vital reading for students and researchers in financial services
marketing, policy-makers and practitioners.

is Senior Lecturer at the University of Edinburgh, UK and editor of the Journal of
A0 Financial Services Marketing
oS is Professor of Marketing at Fordham University, USA and editor of the
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