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Recounts how Napoleon was defeated, exiled to Elba, ruled that tiny island kingdom for a year, and managed to return to the continent and
challenge, once again, the European powers
Digital technology has changed the way we work, socialize, shop, play and learn. This book offers a stimulating exploration of how digitization
has begun transforming the prevailing global logistics system into a self-service and sharing economy, and ultimately provides a vision of the
monumental changes likely to overflow into the business landscape.
From a co-founder of Pixar Animation Studios—the Academy Award–winning studio behind Coco, Inside Out, and Toy Story—comes an
incisive book about creativity in business and leadership for readers of Daniel Pink, Tom Peters, and Chip and Dan Heath. NEW YORK
TIMES BESTSELLER | NAMED ONE OF THE BEST BOOKS OF THE YEAR BY The Huffington Post • Financial Times • Success • Inc. •
Library Journal Creativity, Inc. is a manual for anyone who strives for originality and the first-ever, all-access trip into the nerve center of Pixar
Animation—into the meetings, postmortems, and “Braintrust” sessions where some of the most successful films in history are made. It is, at
heart, a book about creativity—but it is also, as Pixar co-founder and president Ed Catmull writes, “an expression of the ideas that I believe
make the best in us possible.” For nearly twenty years, Pixar has dominated the world of animation, producing such beloved films as the Toy
Story trilogy, Monsters, Inc., Finding Nemo, The Incredibles, Up, WALL-E, and Inside Out, which have gone on to set box-office records and
garner thirty Academy Awards. The joyousness of the storytelling, the inventive plots, the emotional authenticity: In some ways, Pixar movies
are an object lesson in what creativity really is. Here, in this book, Catmull reveals the ideals and techniques that have made Pixar so widely
admired—and so profitable. As a young man, Ed Catmull had a dream: to make the first computer-animated movie. He nurtured that dream as
a Ph.D. student at the University of Utah, where many computer science pioneers got their start, and then forged a partnership with George
Lucas that led, indirectly, to his co-founding Pixar in 1986. Nine years later, Toy Story was released, changing animation forever. The
essential ingredient in that movie’s success—and in the thirteen movies that followed—was the unique environment that Catmull and his
colleagues built at Pixar, based on leadership and management philosophies that protect the creative process and defy convention, such as:
• Give a good idea to a mediocre team, and they will screw it up. But give a mediocre idea to a great team, and they will either fix it or come
up with something better. • If you don’t strive to uncover what is unseen and understand its nature, you will be ill prepared to lead. • It’s not
the manager’s job to prevent risks. It’s the manager’s job to make it safe for others to take them. • The cost of preventing errors is often far
greater than the cost of fixing them. • A company’s communication structure should not mirror its organizational structure. Everybody should
be able to talk to anybody.
Professional English in Use Law is a brand new addition to the Professional English in Use series.
???????????? ??????? ??????????? ??????????????? ??????? ??????????? ????? ?????????? ????????? ??? ??? ? ???? ??????? ??
?????????? ?? ???????? «English for Business Studies» ???????????? ????????????? ???????????? (Cambridge University Press). ????
???????? ??????? – ????????? ???????????? ???? ???????????? ? ????????? ?? ???????, ??????????????? ????????????, ? ?????
?????????? ? ?????????????? ??????????????.??????? ????????????? ??? ?????????????? ????????? ? ???????? ????? «English for
Business Studies» (3-? ???.) ??? ?????????? ?????????-???????????.
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The Routledge Companion to Banking Regulation and Reform provides a prestigious cutting edge international reference work offering
students, researchers and policy makers a comprehensive guide to the paradigm shift in banking studies since the historic financial crisis in
2007. The transformation in banking over the last two decades has not been authoritatively and critically analysed by the mainstream
academic literature. This unique collection brings together a multi-disciplinary group of leading authorities in the field to analyse and
investigate post-crisis regulation and reform. Representing the wide spectrum of non-mainstream economics and finance, topics range widely
from financial innovation to misconduct in banking, varieties of Eurozone banking to reforming dysfunctional global banking as well as topical
issues such as off-shore financial centres, Libor fixing, corporate governance and the Dodd-Frank Act. Bringing together an authoritative
range of international experts and perspectives, this invaluable body of heterodox research work provides a comprehensive compendium for
researchers and academics of banking and finance as well as regulators and policy makers concerned with the global impact of financial
institutions.
Professional English in Use Marketing offers comprehensive coverage of key marketing vocabulary, it includes 50 units covering everything
from marketing basics and the full marketing mix, through to research, advertising, media and PR.

This book reflects on the future of the English language as used by native speakers, speakers of nativized New
Englishes, and users of English as a lingua franca (ELF). The volume begins by outlining the current position of English
in the world and accounts for the differences among native and nativized varieties and ELF usages. It offers a historical
perspective on the impact of language contact on English and discusses whether the lexicogrammatical features of New
Englishes and ELF are shaped by imperfect learning or deliberate language change. The book also considers the
consequences of writing in a second language and questions the extent to which non-native English-speaking academics
and researchers should be required to conform to ‘Anglo’ patterns of text organization and ‘English Academic
Discourse.’ The book then examines the converse effect of English on other languages through bilingualism and
translation. This volume is essential reading for students and scholars in English language, sociolinguistics, language
acquisition, and language policy.
English for Business Studies is a course for upper-intermediate and advanced level students who need to understand
and discuss business and economic concepts.
An innovative, new multi-level course for the university and in-company sector. Business Advantage is the course for
tomorrow's business leaders. Based on a unique syllabus that combines current business theory, business in practice
and business skills - all presented using authentic, expert input - the course contains specific business-related outcomes
that make the material highly relevant and engaging. The Business Advantage Intermediate level books include input
from leading institutions and organisations, such as: the Cambridge Judge Business School, IKEA, Emirates NBD, Isuzu
and Unilever. The Teacher's Book comes with photocopiable activities, progress tests, and worksheets for the DVD
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which accompanies the Student's Book.
Between Indigenous and Settler Governance addresses the history, current development and future of Indigenous selfgovernance in four settler-colonial nations: Australia, Canada, New Zealand and the United States. Bringing together
emerging scholars and leaders in the field of indigenous law and legal history, this collection offers a long-term view of
the legal, political and administrative relationships between Indigenous collectivities and nation-states. Placing historical
contingency and complexity at the center of analysis, the papers collected here examine in detail the process by which
settler states both dissolved indigenous jurisdictions and left spaces – often unwittingly – for indigenous survival and
corporate recovery. They emphasise the promise and the limits of modern opportunities for indigenous self-governance;
whilst showing how all the players in modern settler colonialism build on a shared and multifaceted past. Indigenous
tradition is not the only source of the principles and practices of indigenous self-determination; the essays in this book
explore some ways that the legal, philosophical and economic structures of settler colonial liberalism have shaped
opportunities for indigenous autonomy. Between Indigenous and Settler Governance will interest all those concerned with
Indigenous peoples in settler-colonial nations.
Customers are treated badly. Not all customers. Not always. But many are and often. Some customers are bad. They
treat firms badly. Firms have to react. Employees and customers endure the consequences. Such bad behaviours, by
firms and customers, have consequences for perceptions of trust and fairness, for endorsements and referrals, for repeat
purchasing and loyalty, and ultimately for a firm’s profitability and RoI. The management of customer relationships is
core to the success and even survival of the firm. As The Dark Side of CRM explores, this is an area fraught with
difficulties, duplicitous practice and undesirable behaviours. These need acknowledging, mitigating and controlling. This
book is the first of its kind to define these dark sides, exploring also how firms and policy-makers might address such
behaviours and manage them successfully. With contributions from many of the leading exponents globally of CRM and
understanding customers, The Dark Side of CRM is essential reading for students, researchers and practitioners
interested in managing customers, relationship marketing and CRM, as well as social media and marketing strategy.
Loyalty is one of the main assets of a brand. In today’s markets, achieving and maintaining loyal customers has become
an increasingly complex challenge for brands due to the widespread acceptance and adoption of diverse technologies by
which customers communicate with brands. Customers use different channels (physical, web, apps, social media) to
seek information about a brand, communicate with it, chat about the brand and purchase its products. Firms are thus
continuously changing and adapting their processes to provide customers with agile communication channels and
coherent, integrated brand experiences through the different channels in which customers are present. In this context,
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understanding how brand management can improve value co-creation and multichannel experience—among other
issues—and contribute to improving a brand’s portfolio of loyal customers constitutes an area of special interest for
academics and marketing professionals. This Special Issue explores new areas of customer loyalty and brand
management, providing new insights into the field. Both concepts have evolved over the last decade to encompass such
concepts and practices as brand image, experiences, multichannel context, multimedia platforms and value co-creation,
as well as relational variables such as trust, engagement and identification (among others).
Fundamentals of Marketing provides a sound appreciation of the fundamentals of the theory and practice of marketing.
Using case studies drawn from a cross section of sectors, in particular the banking, hospitality, retail and public service
sectors this textbook critically evaluates the effectiveness of different marketing strategies and approaches. Exploring the
principles of marketing this volume engages the reader, not only in theory but also in practice, using a broad range of reallife case studies such as Coca Cola, Apple, FCUK, Virgin, Amazon.com, Barnes and Noble, Dyno Rod and New Zealand
wool. The text analyzes the marketing mix: product development, pricing, promotion (and communications marketing)
and place (channels of distribution). It also emphasizes the role of Marketing Information Systems (MIS) using internal
reporting, marketing intelligence and marketing research including the contribution from marketing research agencies and
reviews the role of technology, e-commerce and the Internet in supporting successful marketing. Featuring a support
website that provides student and lecturer resources, Fundamentals of Marketing conveys the main principles of
marketing in a challenging yet accessible manner and provides the reader with insights into the workings of marketing
today. Visit the Companion website at www.routledge.com/textbooks/9780415370974
"... an important intervention in the conversation around social and ecological sustainability that draws on both micromarketing and
macromarketing scholarship to help the reader understand the challenges with illustrations from insightful cases both from
emerging and developed economies. This compilation should be essential reading for the discerning student of sustainable
consumption and production." -- Professor Pierre McDonagh, Associate Editor, Journal of Macromarketing (USA); Professor of
Critical Marketing & Society, University of Bath, UK Experts in the field of economics, management science, and particularly in the
marketing domain have always been interested in and acknowledged the importance of sustaining profitable businesses while
incorporating societal and environmental concerns; however, the level of existing literature and availability of teaching cases reflect
a dearth of real case studies, especially those focused on marketing for social good. This book of actual case studies will address
that need. In addition, this book is important and timely in providing a case book for instructors (those in both industry and
academia) to help them in teaching and training the next generation of leaders through corporate training and universities.
Currently, marketing for social good is increasingly becoming a part of most curriculums under the umbrella of different titles, such
as social marketing, green marketing, and sustainability marketing. The relevance of these studies is increasing across the globe.
Page 4/11

Read PDF Ian Mackenzie Management And Marketing
This book is composed of long and short real cases with varying complexity in different sectors. This case book will also cover
some review articles for an overview of the recent developments in the study area. With these case studies, collections of
questions, teaching materials, and real-life marketing scenarios, this book offers a unique source of knowledge to marketing
professionals, students, and educators across the world. The main objective of this case book is to understand the applicability of
marketing science (marketing for social good context, such as social marketing and sustainability marketing) in internet marketing
related to e-buying behavior and e-WOM. In addition, it illustrates the various types of existing marketing practices that are
relevant from both theoretical and practical points of view in this electronic era, as well as discussing other non-electronic
marketing practices and focusing on consumer buying behavior. As a result, marketing managers can treat their customers
according to their desired value. This book particularly explores the possibilities and advantages created by social marketing and
sustainability marketing through the presentation of thorough review articles and case studies. This case book helps corporate
training centers and universities with compact teaching reference materials in their relevant courses.
For almost a hundred years from the 1860s, the City of London's overseas banks financed the global trade that lay at the core of
the British Empire. Foremost among them from the beginning were two start-up ventures: the Standard Bank of South Africa,
which soon developed a powerful domestic franchise at the Cape, and the Chartered Bank of India, Australia and China. This book
traces their stories in the nineteenth century, their glory days before 1914 - and their remarkable survival in the face of global wars
and the collapse of world trade in the first half of the twentieth century. The unravelling of the Empire after 1945 eventually forced
Britain's overseas banks to confront a different future. The Standard and the Chartered, alarmed at the expansion of American
banking, determined in 1969 on a merger as a way of sustaining the best of the City's overseas traditions. But from the start,
Standard Chartered had to grapple with the fading fortunes of its own inherited franchise - badly dented in both Asia and Africa and with radical changes in the nature of banking. Its British managers, steeped in the past, proved ill-suited to the challenge. By
the late 1980s, efforts to expand in Europe and the USA had brought the merged Group to the brink of collapse. Yet it survived and then pulled off a dramatic recovery. Standard Chartered realigned itself, just in time, with the phenomenal growth of Asia's
'emerging markets', many of them in countries where the Chartered had flourished a century earlier. In the process, the Group was
transformed. Trebling its workforce, it brushed aside the global financial crisis of 2008 and by 2012 could look back on a decade of
astonishing growth. Recent times have added an eventful postscript to a long and absorbing history. Crossing Continents recounts
Standard Chartered's story with a wealth of detail from one of the richest archives available to any commercial bank. The book
also affords a rare and compelling perspective on the evolution of international trade and finance, showing how Britain's
commercial influence has actually worked in practice around the world over one hundred and fifty years.
The Fabian Society favoured gradual change rather than revolutionary change in 1884 and laid the groundwork for the Labour
Party in Britain. The first Fabians exhibited missionary zeal and passionate enthusiasm in the cause of social justice and reforming
Britain's imperialist foreign policy. The Fabians lobbied for the introduction of a minimum wage in 1906, for the creation of a
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universal health care system in 1911 and for the abolition of hereditary peerages in 1917.
The environment and contested notions of sustainability are increasingly topics of public interest, political debate, and legislation
across the world. Environmental education journals now publish research from a wide variety of methodological traditions that
show linkages between the environment, health, development, and education. The growth in scholarship makes this an opportune
time to review and synthesize the knowledge base of the environmental education (EE) field. The purpose of this 51-chapter
handbook is not only to illuminate the most important concepts, findings and theories that have been developed by EE research,
but also to critically examine the historical progression of the field, its current debates and controversies, what is still missing from
the EE research agenda, and where that agenda might be headed. Published for the American Educational Research Association
(AERA).
The Farming Game is the agricultural management text for the twenty-first century. The central theme underpinning this text is that
the farm management context is most usefully and reliably managed by the application of economic ways of thinking. In this text,
the practice of farm management is approached in an integrated way, leaving no significant issues about management uncovered.
Finance, investment, decision analysis, management, economic thinking, growth, risk and marketing are critical and exciting
domains of interest that are brought together to give the reader a thorough and comprehensive understanding of how the farming
situation is best analysed and managed. The text is essential reading for those who seek to manage agricultural businesses well
and for those with interest throughout agricultural supply chains who need to understand the character of farms as the core of
agribusiness systems.
In An Engine, Not a Camera, Donald MacKenzie argues that the emergence of modern economic theories of finance affected
financial markets in fundamental ways. These new, Nobel Prize-winning theories, based on elegant mathematical models of
markets, were not simply external analyses but intrinsic parts of economic processes. Paraphrasing Milton Friedman, MacKenzie
says that economic models are an engine of inquiry rather than a camera to reproduce empirical facts. More than that, the
emergence of an authoritative theory of financial markets altered those markets fundamentally. For example, in 1970, there was
almost no trading in financial derivatives such as "futures." By June of 2004, derivatives contracts totaling $273 trillion were
outstanding worldwide. MacKenzie suggests that this growth could never have happened without the development of theories that
gave derivatives legitimacy and explained their complexities. MacKenzie examines the role played by finance theory in the two
most serious crises to hit the world's financial markets in recent years: the stock market crash of 1987 and the market turmoil that
engulfed the hedge fund Long-Term Capital Management in 1998. He also looks at finance theory that is somewhat beyond the
mainstream—chaos theorist Benoit Mandelbrot's model of "wild" randomness. MacKenzie's pioneering work in the social studies of
finance will interest anyone who wants to understand how America's financial markets have grown into their current form.
How to answer the single most important question in business and life Why should I choose you? That’s the question every
customer asks every single time he buys a car, picks a shampoo, or chooses a distributor, a brokerage house, an animal hospital
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or a hairbrush. Sometimes the question is spoken out loud; other times it’s subliminal. But the fact is that every product, service or
decision is a choice. And often it’s a choice we make within seconds. Ian Chamandy and Ken Aber understand just how essential
that choice is. Their Toronto-based consulting firm, Blueprint, helps businesses define their specific promise--the one thing that
sets them apart from every other organization that does more or less the same thing--in seven words or less. Their blueprinting
process has produced extraordinary results for organizations big and small, in all sorts of industries, in both the for profit and notfor-profit sectors, including construction firms, marketing/communications consultancies, boutique investment banks, and
hospitals. Combining combines practical steps with case examples, Why Should I Choose You (in Seven Words or Less) will: give
you confidence you never had before to lead into a bold new future make your employees more innovative and creative reveal
revenue streams you never knew existed give your employees a newfound sense of purpose that motivates them to contribute at a
higher level and help you sell faster and more easily because you will inspire, rather than try to convince, customers to buy

A concise introduction to the basics of open access, describing what it is (and isn't) and showing that it is easy, fast,
inexpensive, legal, and beneficial. The Internet lets us share perfect copies of our work with a worldwide audience at
virtually no cost. We take advantage of this revolutionary opportunity when we make our work “open access”: digital,
online, free of charge, and free of most copyright and licensing restrictions. Open access is made possible by the Internet
and copyright-holder consent, and many authors, musicians, filmmakers, and other creators who depend on royalties are
understandably unwilling to give their consent. But for 350 years, scholars have written peer-reviewed journal articles for
impact, not for money, and are free to consent to open access without losing revenue. In this concise introduction, Peter
Suber tells us what open access is and isn't, how it benefits authors and readers of research, how we pay for it, how it
avoids copyright problems, how it has moved from the periphery to the mainstream, and what its future may hold.
Distilling a decade of Suber's influential writing and thinking about open access, this is the indispensable book on the
subject for researchers, librarians, administrators, funders, publishers, and policy makers.
Spanish: An Essential Grammar is a concise and user-friendly reference guide to the most important aspects of Spanish.
It presents a fresh and accessible description of the language that combines traditional and function-based grammar. The
book sets out the complexities of Spanish in short, readable sections, and explanations are clear and free from jargon.
The Grammar is the ideal reference source for the learner and user of Spanish. It is suitable for either independent study
or for students in schools, colleges, universities and adult classes of all types. Features include: * clear distinctions
between the essential and basic aspects of Spanish grammar and those that are more complex * full use of authentic
examples * easy to understand explanations of areas that customarily pose problems for English speakers * detailed
contents list and index for easy access to information.
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Based on a series of lectures given at the London School of Economics and Political Science,?author John
Stuart?Mackenzie sketches the foundations of social philosophy. Jean-Jacques Rousseau is featured throughout the
book.?
This ground-breaking text provides a comprehensive guide to occupational therapy in Australia, from its role in the
healthcare system to the scope and nature of its practice. The authors begin with an overview of the history of
occupational therapy in Australia, the ethical and legal aspects of its practice and its role in population health and health
promotion. The values and philosophy of occupational therapy are considered next, together with the roles and
responsibilities of practitioners and specific practice features, including client-centred practice, evidence-based practice,
research in occupational therapy and clinical reasoning. Key issues, including occupational analysis, the development of
occupations across the lifespan, occupational therapy assessment, Indigenous issues, practice in rural and remote areas
and advocacy, leadership and entrepreneurship, are also examined in detail. The first text specifically written for
Australian entry-to-practice students by Australian authors, this book is destined to become an essential reference for
both students and professionals in the field. 'Truly a valuable resource for all Australian occupational therapy students
and practitioners.' Professor Jenny Ziviani, Children's Allied Health Research, The University of Queensland 'This is a
text that will have many editions and document the evolution of the profession for decades to come.' Professor Carolyn
M. Baum, School of Medicine, Washington University in St. Louis
The small business guru behind Duct Tape Marketing shares his most valuable lesson: how to get your customers to do
your best marketing for you. The power of glitzy advertising and elaborate marketing campaigns is on the wane; word- ofmouth referrals are what drive business today. People trust the recommendation of a friend, family member, colleague, or
even stranger with similar tastes over anything thrust at them by a faceless company. Most business owners believe that
whether customers refer them is entirely out of their hands. But science shows that people can't help recommending
products and services to their friends-it's an instinct wired deep in the brain. And smart businesses can tap into that
hardwired desire. Marketing expert John Jantsch offers practical techniques for harnessing the power of referrals to
ensure a steady flow of new customers. Keep those customers happy, and they will refer your business to even more
customers. Some of Jantsch's strategies include: -Talk with your customers, not at them. Thanks to social networking
sites, companies of any size have the opportunity to engage with their customers on their home turf as never before-but
the key is listening. -The sales team is the most important part of your marketing team. Salespeople are the company's
main link to customers, who are the main source of referrals. Getting them on board with your referral strategy is critical.
-Educate your customers. Referrals are only helpful if they're given to the right people. Educate your customers about
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whom they should be talking to. The secret to generating referrals lies in understanding the "Customer Referral
Cycle"-the way customers refer others to your company who, in turn, generate even more referrals. Businesses can
ensure a healthy referral cycle by moving customers and prospects along the path of Know, Like, Trust, Try, Buy,
Repeat, and Refer. If everyone in an organization keeps this sequence in mind, Jantsch argues, your business will
generate referrals like a well-oiled machine. This practical, smart, and original guide is essential reading for any company
looking to grow without a fat marketing budget.
The Routledge Handbook of Gastronomic Tourism explores the rapid transformations that have affected the interrelated
areas of gastronomy, tourism and society, shaping new forms of destination branding, visitor satisfaction, and induced
purchase decisions. This edited text critically examines current debates, critical reflections of contemporary ideas,
controversies and queries relating to the fast-growing niche market of gastronomic tourism. This comprehensive book is
structured into six parts. Part I offers an introductory understanding of gastronomic tourism; Part II deals with the issues
relating to gastronomic tourist behavior; Part III raises important issues of sustainability in gastronomic tourism; Part IV
reveals how digital developments have influenced the changing expressions of gastronomic tourism; Part V highlights the
contemporary forms of gastronomic tourism; and Part VI elaborates other emerging paradigms of gastronomic tourism.
Combining the knowledge and expertise of over a hundred scholars from thirty-one countries around the world, the book
aims to foster synergetic interaction between academia and industry. Its wealth of case studies and examples make it an
essential resource for students, researchers and industry practitioners of hospitality, tourism, gastronomy, management,
marketing, consumer behavior, business and cultural studies.
A must have for MBA students and professional managers who need to use English at work. A part of the hugely popular
Professional English in Use series, this book offers management vocabulary reference and practice for learners of
intermediate level and above (B1-C1). Key MBA topics, including Leadership, Change Management and Finance are
presented through real business case studies. The course is informed by the Cambridge International Corpus to ensure
that the language taught is up-to-date and frequently used. Primarily designed as a self-study, the book can also be used
for classroom work and one-to-one lessons. This book is a must for both students of MBA or other Business programmes
and professionals who need management English.
Intercultural communication is a daily occurrence for most people, as a result of transnational population flows and globalized media. The
contributions to this volume propose reconceptualizations of orthodox accounts of intercultural communication based on supposed national
cultural characteristics. They approach the subject from a variety of angles, including intercultural communication training, the role of power in
intercultural negotiations, the linguistic situation in Europe, and the conflict between nationalist and transnational discourses in literature. The
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articles consider the need for a revision of the notions of culture and communication given multicultural and multilingual environments such as
universities; the use of English as a lingua franca in Europe; how collaborative discourse can reshape power relations; the importance of
social intelligence in intercultural communication; cultural and linguistic influences on conceptual metaphors and their translation; and the way
Irish and Galician women poets negotiate competing ideologies such as nationalism, feminism, Celticism and Catholicism. This book was
published as a special issue of the European Journal of English Studies.
English as a Lingua Franca: Theorizing and Teaching English examines the English used among non-native speakers around the world today
and its relation to English as a native language, as well as the implications for English language teaching. Challenging and incisive, this book
analyses positive and negative accounts of English as a lingua franca, and its linguistic features, within the context of: native and World
Englishes multilingualism and intercultural communication sociolinguistic issues including accent and identity classroom teaching and
learning English as a Lingua Franca is a useful guide for teachers and trainee teachers, and will be essential reading for advanced students
and linguists concerned with multilingualism, language contact, language learning, language change, and the place of English in the world
today.
The publication of Edward Said’s Orientalism in 1978 marks the inception of orientalism as a discourse. Since then, Orientalism has
remained highly polemical and has become a widely employed epistemological tool. Three decades on, this volume sets out to survey,
analyse and revisit the state of the Orientalist debate, both past and present. The leitmotiv of this book is its emphasis on an intimate
connection between art, land and voyage. Orientalist art of all kinds frequently derives from a consideration of the land which is encountered
on a voyage or pilgrimage, a relationship which, until now, has received little attention. Through adopting a thematic and prosopographical
approach, and attempting to locate the fundamentals of the debate in the historical and cultural contexts in which they arose, this book brings
together a diversity of opinions, analyses and arguments.
"Professional English in Use Finance" contains 50 units covering the most up-to-day financial vocabulary, from accounting to borrowing and
lending, central banking to venture capital and many more areas including financial idioms and metaphors. Suitable for self-study or
classroom use.
'Management and Marketing' is a language practice book for students of English working in these areas or currently studying them before
embarking on a career in business. It is suitable for all students at intermediate level above. While covering basic concepts, the material is
adult and covers all the basic language needed by anyone involved in bussiness management.
This Handbook is the first volume to address the dynamic issues related to sexuality from a social work perspective by providing a
comprehensive, current and international overview of issues related to sexuality. It explains how each issue is important and critically
discusses the leading views in the area, providing diverse and inclusive perspectives from leading scholars in the field. Divided into seven
parts: Structural Context Sexual Identities Sexuality trough the Lifespan Health, Mental Health, and Sexuality Sexual Health and Well-Being:
Pleasure, Desire, and Consent Practice Issues Regulating Sexuality: Historical and Contemporary Legislation It will be of interest to students,
academics, researchers,and practitioners of social work and related health and social care subjects, and is particularly relevant for practice
courses as well as courses on Human Growth and Development and Human Behavior in the Social Environment.
This is a course for upper-intermediate and advanced level students who need to understand and talk about the key contecpts in business
and economics. Covering the most important areas of management, production, marketing, finance and macroeconomics, it helps students to
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understand and talk about a wide range of business topics. Reflecting recent changes in the world's business and economic environment, the
course now covers subjects like wikinomics, viral marketing, hedge funds, the subprime crisis and energy policy. This student book comes
with a teacher's book and two CDs. Suitable for independent study.
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