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Dear Professor,

We are excited to share with you the recent changes we’ve made 

with regard to the representation of SAGE within Canada. To help with 

your textbook decisions, we now have field representatives in Canada: 

Johanna Swenson (covering Western Provinces) and Steve Webb (Eastern 

Provinces) look forward to visiting you on campus soon and helping meet 

your textbook needs.

Inside this booklet, you will find a selection of texts for your Communication 

& Media Studies courses. Please visit www.sagepub.com to request 

exam copies, or to browse our extensive selection of texts.

If you need advice on a book for your course, please contact Johanna or 

Steve as below:

Sales representative in Western Provinces (BC, AB, SK, MB, YT, NT, NU, 

and Ottawa ON)

Johanna Swenson

Phone: 1-866-996-0745 (toll-free) 

Email: Johanna.Swenson@sagepub.com

Sales representative in the Eastern Provinces (ON - except Ottawa, QC, 

NB, NS, PEI, NL)

Steve Webb

Phone: 1-866-996-0746 (toll-free) 

Email: Steve.Webb@sagepub.com 

SAGE continues to use Nelson Education as our stockholding distributor in 

Canada, to ensure speedy delivery of orders to your bookstore.

Yours sincerely,

SAGE Marketing       

www.sagepub.com/ca

60-DAY EXAMINATION COPIES

Books with this symbol are available on a 60-day 
examination basis. Visit www.sagepub.com/policy 
for details on our examination copy policies.

EXPLANATION OF SYMBOL ACCOMPANYING BOOKS IN THIS BOOKLET

All books in this booklet are available for instructors to review on a 

complimentary review basis, unless indicated by the following symbol:

Prices displayed are in Canadian 
dollars and are subject to change.
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COMMUNICATION THEORY

Communication
A Critical/Cultural Introduction

John T. Warren, Southern Illinois 

University Carbondale

Deanna L. Fassett, San José 

State University

“I’ve been looking for a book that 

addresses the nuances of culture 

and takes a critical approach to 

communication, and I believe I’ve found it!”

—Sandy Pensoneau-Conway

Wayne State University

This exciting new text provides an introduction to 

communication theory, interpersonal communication, and 

public communication and culture through the lens of 

contemporary critical theory.

CONTENTS

PART I. FIRST PRINCIPLES

 1. Thinking Critically About Communication in Culture

 2. Communication and Power: A Cultural History

 3. Public Advocacy: Commitments and Responsibility

PART II. COMMUNICATION PROCESSES AND SKILLS

 4. Identity and Perception

 5. Language and Culture

 6. Embodied Knowing and Nonverbal Communication

PART III. COMMUNICATION CONTEXTS

 7. Language and Power in Our Cultural Lives

 8. Cultural Relations: Relationships in Culture

 9. Mediated Culture(s)

 10. Communication as a Means of Social Action

Paperback: CAN $71.95, ISBN: 978-1-4129-5942-

©2011, 232 pages

Instructor and Student Resources, www.sagepub.com/warren

Discourse Studies
A Multidisciplinary Introduction

Second Edition

Teun A. Van Dijk, Pompeu Fabra University, Spain

Discourse Studies is the largest, most complete, most 

diverse and only multidisciplinary introduction to the field. 

Now combined into a single volume, this essential handbook:

• is fully updated from start to finish to cover contemporary 

debates and research literature

• covers everything from grammar, narrative, argumentation, 

cognition and pragmatics to social, political and critical 

approaches

• adds two new chapters on ideology and identity

• puts the student at the center.

CONTENTS
 1. Introduction: The Study of Discourse By Teun A van Dijk

 2. Discourse and Grammar By Tsuyoshi Ono et al

 3. Discourse Semantics By Russell Tomlin et al

 4. Narrative in Everyday Life By Elinor Ochs

 5. Argumentation By Frans van Eemeren, Sally Jackson and Scott 

Jacobs

 6. Discourse Semiotics By Theo van Leeuwen and Gunther Kress

 7. Discourse and Cognition By Arthur Graesser and Keith Millis

 8. Discourse Pragmatics By Shoshana Blum Kulka and Mihal Hamo

 9. Conversation Analysis By Anita Pomerantz and B F Fehr

 10. Institutional Dialogue By Paul Drew and Leena Sorjonen

 11. Gender and Discourse By Cheris Kramarae and Michelle Lazar

 12. Discourse, Ethnicity and Racism By Yasmin Jiwani and John 

Richardson

 13. Discourse and Identity By Anna De Fina

 14. Organizational Discourse By Dennis Mumby and Jennifer Mease

 15. Discourse and Politics By Paul Chilton and Christina Schäffner

 16. Discourse and Culture By Sandro Duranti and Elizabeth Keating

 17. Critical Discourse Analysis By Norman Fairclough, Ruth Wodak 

and Jane Mulderrig

 18. Discourse and Ideology By Teun A van Dijk

Paperback: CAN $54.95, ISBN: 978-1-8486-0649-4

April 2011, 424 pages

INTERCULTURAL 
COMMUNICATION

Introducing 
Intercultural 
Communication
Global Cultures and Contexts

Shuang Liu, Zala Volcic, Cindy 

Gallois, all at University of 

Queensland, Australia

This multinational team of 

authors has put together an introduction to communicating 

across cultures that draws on examples and case studies 

from across the world, using no single culture as its frame of 

reference.

CONTENTS
 1. Challenges of Living in a Global Society

 2. Understanding Communication

 3. Understanding Culture

 4. The Influence of Culture on Perception

 5. Cultural Orientations and Behaviours

 6. Verbal Communication and Culture

 7. Nonverbal Communication and Culture

 8. Categorization, Subgroups and Identities

 9. Developing Relations with Culturally Different Others

 10. Managing Intercultural Conflicts

 11. Mass Media, Technology, and Cultural Change

 12. Immigration and Acculturation

 13. Becoming an Effective Intercultural Communicator

Paperback: CAN $43.95, ISBN: 978-1-8486-0036-2

©2011, 328 pages



SAGE  800.818.7243 OR 805.499.9774 6 A.M. TO 5 P.M. PT  FAX: 805.375.5291

4 INTERCULTURAL COMMUNICATION  |  INTERPERSONAL COMMUNICATION

BESTSELLER!

An Introduction 
to Intercultural 
Communication
Identities in a Global Community

Sixth Edition

Fred E. Jandt, California State 

University, San Bernardino

Packed with thought-provoking 

examples, photos, vignettes, quotes, cases, and stories that 

spark students’ interest and challenge them to reassess 

existing viewpoints, the Sixth Edition of An Introduction to 

Intercultural Communication prepares today’s readers to 

successfully navigate our increasingly global community.

CONTENTS
 1. The Dispute over Defining Culture

 2. Defining Communication as an Element of Culture

 3. Culture’s Influence on Perception

 4. Barriers to Intercultural Communication

 5. Nonverbal Communication

 6. Language as a Barrier

 7. Dimensions of Culture

 8. Dominant U.S. Cultural Patterns

 9. Comparative Cultural Patterns

 10. Women, Families, and Children

 11. Contact Between Cultures

 12. Immigration and Acculturation

 13. Cultures within Cultures

 14. Identity and Subgroups

Paperback: CAN $82.95, ISBN: 978-1-4129-7010-5

©2010, 440 pages

Instructor and Student Resources, www.sagepub.com/jandt6estudy/

BESTSELLER!

Intercultural 
Communication
A Contextual Approach

Fourth Edition

James W. Neuliep, St. Norbert 

College

In this fully updated Fourth 

Edition of Intercultural 

Communication, author James 

W. Neuliep provides a clear contextual model (visually depicted 

by a series of concentric circles) for examining communication 

within cultural, microcultural, environmental, sociorelational, 

and perceptual contexts. Beginning with the broadest context—

the cultural component of the model—the book progresses 

chapter by chapter through the model, to the most specific 

traits of communication, verbal and nonverbal messages.  

CONTENTS
 1. The Necessity of Intercultural Communication

 2. The Cultural Context

 3. The Microcultural Context

 4. The Environmental Context

 5. The Perceptual Context

 6. The Sociorelational Context

 7. The Verbal Code: Human Language

 8. The Nonverbal Code

 9. Developing Intercultural Relationships

 10. Intercultural Conflict

 11. Intercultural Communication in Organizations

 12. Acculturation, Culture Shock, and Intercultural Competence

Paperback: CAN $88.95, ISBN: 978-1-4129-6770-9

©2009, 432 pages

Student Study Site, www.sagepub.com/neuliep4estudy/

INTERPERSONAL 
COMMUNICATION

Close 
Encounters
Communication in Relationships

Third Edition

Laura K. Guerrero, Arizona State 

University

Peter A. Andersen, San Diego 

State University

Walid A. Afifi, University of 

California, Santa Barbara

Taking a relational approach to the study of interpersonal 

communication, this bestselling text for upper-division 

courses in interpersonal communication focuses on issues 

that are central to understanding close relationships, 

particularly between romantic partners, friends, and family 

members. While it draws on interdisciplinary research, the 

book maintains a focus on communication.

CONTENTS
 1. Conceptualizing Relational Communication: Definitions and 

Principles

 2. Communicating Identity: The Social Self

 3. Drawing People Together: Forces of Social Attraction Defining 

Attraction

 4. Making Sense of Our World: Managing Uncertainty

 5. Getting Closer: Initiating and Intensifying Relationships

 6. Communicating Closeness: Affection, Immediacy, and Social Support

 7. Making a Love Connection Styles of Love and Attachment

 8. Communicating Sexually: The Closest Physical Encounter

 9. Staying Close: Maintaining Relationships

 10. Exchanging Rewards and Costs: Interdependence and Equity in 

Relationships

 11. Influencing Each Other: Power Plays and Dominance Moves

 12. Getting Too Close for Comfort: Privacy and Secrets in Relationships

 13. Hurting the Ones We Love: Relational Transgressions

 14. Coping with Conflict: When Relational Partners Disagree

 15. Ending Relationships: Disengagement and Termination

References

Paperback: CAN $76.95, ISBN: 978-1-4129-7737-1

©2011, 504 pages

Instructor and Student Resources, www.sagepub.com/guerrero3e
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ENVIRONMENTAL 
COMMUNICATION

Environmental 
Communication 
and the Public 
Sphere
Second Edition

Robert Cox, The University of 

North Carolina at Chapel Hill

The Second Edition of Environmental Communication 

and the Public Sphere remains the only comprehensive 

introduction to the growing field of environmental 

communication. This groundbreaking book focuses on the 

role that human communication plays in influencing the ways 

we perceive the environment. It also examines how we define 

what constitutes an environmental problem and how we 

decide what actions to take with regards to the natural world.

CONTENTS
 1. Studying Environmental Communication

 2. Social/Symbolic Constructions of “Environment”

 3. Public Participation in Environmental Decisions

 4. Conflict Resolution and Collaboration in Environmental Disputes

 5. Media and the Environment Online

 6. Risk Communication: Environmental Dangers and the Public

 7. Environmental Advocacy Campaigns

 8. Environmental Justice/Climate Justice: Voices From the 

Grassroots

 9. Science Communication and Environmental Controversies

 10. Green Marketing and Corporate Advocacy

Epilogue: Imagining a Different World

Paperback: CAN $58.95, ISBN: 978-1-4129-7211-6

©2010, 400 pages

ORGANIZATIONAL 
COMMUNICATION

Reframing 
Difference in 
Organizational 
Communication 
Studies
Research, Pedagogy, and 
Practice

Dennis K. Mumby, The University of North Carolina at Chapel Hill

Bringing together prominent scholars in the field of 

organizational communication to examine the relationship 

between difference and organizing, this book explores the 

concept in a comprehensive and systematic way. 

CONTENTS
 1. Knowing Work through the Communication of Difference By 

Karen Lee Ashcraft

 2. Intersecting Difference By Linda Putnam, Jody Jahn, Jane Baker

 3. Theorizing Difference from Transnational Feminisms By Sarah 

Dempsey

 4. Leadership Discourses of Difference By Gail Fairhurst, Marthe L. 

Church, Danielle E. Hagan, and Joseph T. Levi

 5. Critical Communication Pedagogy as a Framework for Teaching 

Difference and Organizing By Brenda J. Allen

 6. But Society is Beyond ___ism” (?) By Erika Kirby

 7. Teaching Difference as Institutional and Making it Personal By 

Jennifer Mease

 8. Difference and Cultural Identities in Aotearoa/New Zealand By 

Shiv Ganesh

 9. Different Ways of Talking about Intervention Goals By John 

McLellan, Stephen Williams, and Stanley Deetz

 10. Intersecting Differences By Patricia S. Parker, Elisa Oceguera, 

and Joaquín Sánchez, Jr.

 11. Problematizing Political Economy Differences and their 

Respective Work-Life Policy Constructions By Patrice M. 

Buzzanell, Rebecca L. Dohrman, and Suzy D’Enbeau

 12. The Worlding of Possibilities in a Collaborative Art Studio By Lynn 

M. Harter and William K. Rawlins

Paperback: CAN $47.95, ISBN: 978-1-4129-7008-2

©2011, 328 pages

Organizational 
Culture in 
Action
A Cultural Analysis Workbook

Second Edition

Gerald W. Driskill, University of 

Arkansas at Little Rock

Angela Laird Brenton, University 

of Arkansas at Little Rock

This book is a practical guide to “reading” the culture 

of organizations and to understanding the implications 

of culture for organizational effectiveness. Sharing their 

experiences from over 25 years of consulting and teaching, 

the authors make the process of cultural analysis practical 

and applicable.

CONTENTS
 1. Introduction: Setting the Stage

 2. The Significance of the Stage

 3. Step One--Understanding the Concept of Culture: Constructing 

the Set

 4. Step Two--Identifying Cultural Elements: Understanding Roles

 5. Method Acting: Textual Analysis

 6. Method Acting: Observation

 7. Method Acting: Interviews and Surveys

 8. Step Four--Synthesizing and Interpreting Cultural Data: Getting 

Inside the Character

 9. Casting Against Type: Diversity

 10. Improvisation: Managing Change

 11. An Honest Portrayal: Ethics

 12. The Director’s Chair: Symbolic Leadership

 13. Reading Reviews: Organizational Effectiveness

 14. Opening Night: Conclusion

Paperback: CAN $49.95, ISBN: 978-1-4129-8108-8

©2011, 256 pages

Student Study Site,www.sagepub.com/driskill2estudy/
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Communication 
and 
Organizational 
Culture
A Key to Understanding Work 
Experiences

Second Edition

 Joann Keyton, North Carolina 

State University

“The book has good group activities and concepts, good 

overview of communication strategies and principles.”

—Mary Ellen Muesing

University of North Carolina at Charlotte

A clear and concise introduction to the different 

approaches to studying organizational culture 

Joann Keyton introduces the basic elements—assumptions, 

values, and artifacts—of organizational culture, draws on 

communication and management research findings, and 

integrates practical applications throughout the text. The book 

helps students to identify and read organizational culture 

through different lenses, create cultural interpretations, and 

ultimately make informed work and employment decisions.

CONTENTS
1. Positioning Organizational Culture

2. Unpacking Organizational Culture

3. Lenses for Understanding Organizational Culture

4.  Developing, Managing, and Changing Organizational Culture

5. The Culture Toolkit: Methods for Exploring Organizational Culture

Paperback: CAN $47.95, ISBN: 978-1-4129-8022-7

©2011, 232 pages

POLITICAL COMMUNICATION 
& PERSUASION

Propaganda and Persuasion
Fifth Edition

Garth S. Jowett, University of Houston

Victoria O’Donnell, Montana State University

Propaganda and Persuasion, Fifth Edition is the only book 

of its kind to cover a comprehensive history of propaganda 

and offer insightful definitions and methods to analyze it. 

Building on the excellence of the four previous editions, 

the Fifth Edition has been revised and updated. Authors 

Garth S. Jowett and Victoria O’Donnell provide a remarkable 

and cogent understanding of persuasion and propaganda, 

including rhetorical background, cultural studies, and 

collective memory. 

CONTENTS
 1. What is Propaganda, and How does it Differ From Persuasion

 2. Propaganda through the Ages

 3. Propaganda Institutionalized

 4. Propaganda and Persuasion Examined

 5. Propaganda and Psychological Warfare

 6. How to Analyze Propaganda

 7. Propaganda in Action

 8. How Propaganda Works in Modern Society

Paperback: CAN $68.95, ISBN: 978-1-4129-7782-1

©2012, 448 pages

Communicating 
Terror
The Rhetorical Dimensions of 
Terrorism

Second Edition

Joseph S. Tuman, San Francisco 

State University

Communicating Terror, Second 

Edition explores multiple rhetorical 

dimensions of terrorism, connects terrorism to communication 

theories, and helps readers understand how this violence 

creates a public discourse for multiple target audiences. 

Author Joseph S. Tuman uses fascinating case studies and 

examples as he explores both dissent terrorism and state terror 

and looks at terrorism from a communicative perspective. 

Presenting terrorism as a process of communication between 

terrorists and multiple audiences, this book examines a range 

of rhetorical components, including definitions and labels, 

symbolism in terrorism, the relationship between terror and the 

media, and public oratory about terrorism—by both victims of 

terrorism and terrorists themselves.

CONTENTS
 1. The Struggle to Define Terrorism

 2. Terrorism as a Communication Process With Rhetorical 

Dimensions

 3. Labeling and Defining Terrorism as Rhetoric

 4. Symbols, Symbolism, and Terrorism: Means and Implements

 5. Symbolism in the Targets of Terrorism

 6. Methods for Studying Public Oratory About Terrorism

 7. Case Studies for Public Oratory About Terrorism

 8. Theories of Mass Media for Terrorism

 9. Mass-Mediated Images and Construction of Terrorism

Paperback: CAN $43.95, ISBN: 978-1-4129-7324-3

©2010, 240 pages
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The Media and 
Political 
Process
Second Edition

Eric Louw, University of 

Queensland, Australia

Richard Stanton, Senior Lecturer, 

The University of Sydney, Australia

How have professional communicators transformed the 

business of politics? How do political bodies use the media 

to sell domestic and foreign policies to the public? This fully 

revised new edition of The Media and Political Process 

assesses the impact of spin doctoring and media activity 

in liberal democracies that are just as concerned with 

impression management and public relations as with policy. 

Political processes never stand still, and this revised Second 

Edition explores the mediatization of the political process in 

light of recent developments, from Vladimir Putin’s growth 

into a political celebrity, to the activities of spin doctors in the 

2008 US Presidential Elections.

Providing a comprehensive overview of the evolution, 

operation, and terminology of political communication, this 

text is an accessible, lively resource for students of political 

communication and media and politics, and will be important 

further reading for students of journalism, public relations, 

and cultural studies.

CONTENTS
 1. Politics: Image Versus Substance

 2. Western Political Development: An Evolving Symbiosis of Media 

and Politics

 3. Political Media Practice: An Outline

 4. Spin-Doctoring: The Art of Political Public Relations

 5. Selling Politicians and Creating Celebrity

 6. Selling Political Policies and Beliefs

 7. Selling War/Selling Peace

 8. The Media and Terrorism

 9. The Media and Foreign Relations

Paperback:  CAN $51.95, ISBN: 978-1-8486-0447-6

©2010, 240 pages

RHETORIC

Rhetoric in 
Popular Culture
Third Edition

Barry Brummett, The University of 

Texas at Austin

Rhetoric in Popular Culture, 

Third Edition provides students 

with a solid background in the 

central issues in interpreting pop 

culture. Author Barry Brummett helps readers use techniques 

of rhetorical criticism to analyze texts from popular culture 

including print ads, music videos, TV advertisements, Internet 

user groups, movies, and television shows. Part I covers 

rhetoric as a concept, the history of rhetoric, and a method 

for doing rhetorical criticism. 

CONTENTS
 1. Rhetoric and Popular Culture

 2. Rhetoric and the Rhetorical Tradition

 3. Rhetorical Methods in Critical Studies

 4. Varieties of Rhetorical Criticism, part one

 5. Varieties of Rhetorical Criticism, part two

 6. Paradoxes of Personalization: Race Relations in Milwaukee

 7. On Gangsta, Written with the Help of the Reader

 8. Simulational Selves, Simulational Culture in Groundhog Day

 9. Media and Representation in Rec.Motorcycles

 10. Two Homological Critiques

Paperback: CAN $55.95, ISBN: 978-1-4129-7568-1

©2011, 328 pages

Student Study Site, www.sagepub.com/rpc3study/

The Rhetorical 
Power of 
Popular Culture
Considering Mediated Texts

Deanna D. Sellnow, University of 

Kentucky

The Rhetorical Power of 

Popular Culture is chock full of 

familiar examples like these to make rhetorical theory and 

criticism accessible, relevant, and meaningful to readers. 

Author Deanna Sellnow offers a step-by-step introduction to 

rhetorical theory and criticism by focusing on the powerful 

roles TV programs, advertisements, music, comics, and movies 

play in persuading us on what to believe and how to behave. 

CONTENTS
 1. What Is Popular Culture and Why Study It?

 2. Expanding the Rhetorical Tradition

 3. A Narrative Perspective

 4. A Dramatistic Perspective

 5. A Marxist Perspective

 6. Feminist Perspectives

 7. A Music Perspective: The Illusion of Life Theory

 8. A Visual Perspective: Visual Pleasure Theory

 9. Media-Centered Perspectives

Paperback: CAN $47.95, ISBN: 978-1-4129-1541-0

©2010, 216 pages

Student Study Site, www.sagepub.com/sellnowstudy/
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MEDIA & SOCIETY

Gender, Race, 
and Class in 
Media
A Critical Reader

Third Edition

Gail Dines, Wheelock College

Jean M. Humez, University of 

Massachusetts, Boston

Sparking students’ interest in contemporary media 

scholarship 

Incisive analyses of mass media – including such forms 

as reality television, dramatic series, sitcoms, advertising, 

children’s media, video games, pornography, and new genres 

like fandom and social media – enable this provocative new 

edition of Gender, Race, and Class in Media to engage 

students in critical media scholarship. Issues of power related 

to gender, race, class, and sexuality are integrated into a 

wide range of articles examining the economic and cultural 

implications of media as institutions, including the political 

economy of media, textual analysis, and media consumption. 

CONTENTS
PART I. A CULTURAL STUDIES APPROACH TO MEDIA THEORY

PART II. GENDER, RACE AND CLASS IN MEDIA

PART III. READING TEXTS CRITICALLY

PART IV. ADVERTISING AND CONSUMER CULTURE

PART V. REPRESENTING SEXUALITIES

PART VI. GROWING UP WITH CONTEMPORARY MEDIA

PART VII. IS TV FOR REAL?

PART VIII. INTERACTIVITY, VIRTUAL COMMUNITY AND FANDOM

Paperback: CAN $73.95, ISBN: 978-1-4129-7441-7

©2011, 688 pages

Student Study Site, www.sagepub.com/dines3estudy

Media, Culture 
and Society
An Introduction

Paul Hodkinson, University of 

Surrey, U.K.

Clearly organized, systematic, 

and combining a critical survey 

of the field with a finely judged 

assessment of cutting edge 

developments, this book provides a ‘must have’ contribution 

to media and communication studies. Ideally pitched for 

students it explores the media saturation of everyday life 

while carefully emphasizing the complex relationships which 

exist between media, culture, and society.

CONTENTS
 1. Introduction

 2. Media Technologies

 3. Media Industry

 4. Media Content

 5. Media Users

 6. Media as Manipulation? Marxism and Ideology

 7. The Construction of News

 8. Public Service or Personal Entertainment? Controlling Media 

Orientation

 9. Decline of the National Public: Commercialization, Fragmentation 

and Globalization

 10. Media, Ethnicity and Diaspora

 11. Media, Gender and Sexuality

 12. Media Communities: Subcultures, Fans and Identity Groups

 13. Saturation, Fluidity and Loss of Meaning

Paperback: CAN $43.95, ISBN: 978-1-4129-2053-7

©2011, 336 pages

Understanding 
Ethnic Media
Producers, Consumers, and 
Societies

Matthew D. Matsaganis, 

University at Albany, State 

University of New York

Vikki S. Katz, Rutgers, The State 

University of New Jersey

Sandra J. Ball-Rokeach, Annenberg School for Communication 

and Journalism, University of Southern California

This is the first book to provide a comprehensive review and 

analysis of how media produced by ethnic communities, 

and for ethnic communities, affect identity and perceived 

lines of division between “us” and “others,” as well as how 

the production and consumption of ethnic media affect 

the character of the larger media and societal landscapes. 

Integrating key ethnic media studies with original research, 

this book makes a unique contribution by covering both 

consumers and producers of ethnic media, as well as the 

history of ethnic media, its role in ethnic communities, the 

effect of globalization, and the professional challenges faced 

by ethnic media journalists. A compelling discussion on the 

future of ethnic media concludes the book and points the way 

toward further research.

CONTENTS
 1. What Are Ethnic Media?

 2. The Ethnic Media in History

 3. Immigrants and Their Media

 4. Ethnic Minorities and Their Media

 5. Ethnic Media Audience Trends and What Lies Behind the 

Numbers

 6. Ethnic Media Organizations and Competition

 7. Globalization and the Ethnic Media Organization

 8. Policy and Ethnic Media Development

 9. Ethnic Media as Local Media

 10. Professional Challenges for Ethnic Media Journalists

Paperback: CAN $45.95, ISBN: 978-1-4129-5913-1

©2011, 336 pages
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BESTSELLER!

Media Literacy
Fifth Edition

W. James Potter, University of 

California, Santa Barbara

The essential guide to 

decoding messages in a 

media-saturated world 

This book offers a detailed 

approach to studying media influences and presents readers 

with a clear vision of what it means to operate at a higher 

level of media literacy. W. James Potter argues that the media 

have a profound influence on the way we perceive the world 

by shaping our beliefs and expectations. By becoming more 

media literate, we can avoid the potentially negative effects 

of those media messages as well as amplify the potentially 

positive effects. With substantial discussion of media content, 

audiences, and the media industries, the book tackles key 

issues related to media ownership, invasion of privacy, 

piracy of media messages, violence, and sports. Readers will 

gain a clearer perspective on the borders between the real 

world and the simulated media world and will become more 

informed and literate media consumers.

CONTENTS
 1. Why Increase Media Literacy?

 2. Media Literacy Approach

 3. Audience: Individual Perspective

 4. Industry Perspective on Audience

 5. Children as a Special Audience

 6. Development of the Mass Media Industries

 7. Economic Perspective

 8. Current Status

 9. Mass Media Content and Reality

 10. News

 11. Entertainment Content

 12. Advertising

 13. Interactive Media

 14. Proactive Perspective on Media Effects

 15. Broadening Our Perspective on Media Effects

 16. Who Controls the Mass Media?

 17. Privacy With the Media

 18. Piracy With the Media

 19. Media Violence

 20. Media Influence on Sports

 21. Personal Strategy for Increasing Media Literacy

 22. Helping Others Increase Media Literacy

Paperback: CAN $74.95, ISBN: 978-1-4129-7945-0

©2011, 488 pages

Instructor and Student Resources, www.sagepub.com/potter5e

Managing 
Media Work
Mark Deuze, Leiden University, 

The Netherlands, Indiana University

Managing Media Work provides 

a comprehensive, cross-national 

overview of the theory and 

practice of working in the media 

in the digital age. Focusing on three key areas—new media 

work, media professions, and media management—this text 

prepares students to effectively manage their own media 

careers and to manage human capital in creative companies. 

Written by leading international scholars, the book addresses 

the increasingly global, networked, and unpredictable nature 

of the media industry as well as the growing complexities of 

media work.

CONTENTS
 1. Managing Media Work By Mark Deuze

 2. Media Management Theory and Practice By Bozena 

Mierzejewska

 3. The Management of the Creative Industries: from Content to 

Context By Chris Bilton

 4. Managing Strategy and Maximizing Innovation in Media 

Organizations By Lucy Küng

 5. New Media Policies By Terry Flew

 6. Global Deregulation and Media Corporations By Philip Napoli

 7. The International Division of Cultural Labor By Toby Miller

 8. Journalism in a Network By Jane Singer

 9. Atypical Newswork, Atypical Media Management By Mark Deuze 

and Leopoldina Fortunati

 10. On the Wisdom of Ignorance: Knowledge and the Management of 

Contemporary News Organizations By Pablo Boczkowski

 11. Understanding Multinational Media Management By Tim 

Marjoribanks

 12. The Organization of Film and Television Production By Keith 

Randle

 13. Producing Filmed Entertainment By Alisa Perren

 14. New Firms in the Screen-based Media Industry: Startups, Self-

employment, and Standing Reserve By Charles Davis

 15. Connecting the Dots: Structure, Strategy and Subjectivity in 

Entertainment Media By Susan Christopherson

 16. Advertising: Structure, Agency or Agencement? By Liz McFall

 17. From Full-Service Agency to 3-D Marketing Consultants: 

‘Creativity’ and Organizational Change in Advertising By Sean 

Nixon

 18. Advertising Management and Professional Identity in the Digital 

Age By Chris Hackley and Amy Rungpaka Tiwsakul

 19. Managing Global Public Relations in the New Media Environment 

By Marina Vujnovic and Dean Kruckeberg

 20. The Culture of Gamework By Aphra Kerr

 21. Same as the Old Boss? Changes, Continuities, and Careers in the 

Digital Music Era By Eric Harvey

 22. “Life is a pitch”: Managing the Self in New Media Work By 

Rosalind Gill

 23. Managing Media Companies through the Digital Transition By 

Annet Aris

 24. Notes on Organized Networks: Urgent Aphorisms for the 

Connected Multitides By Geert Lovink and Ned Rossiter

 25. Artists and Record Labels Without a Music Industry By Eric 

Harvey

 26. Professional Identity and Marketing Practice By Chris Hackley

Paperback: CAN $43.95, ISBN: 978-1-4129-7124-9

©2011, 320 pages
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Media/Society
Industries, Images, and 
Audiences

Fourth Edition

David Croteau, Virginia 

Commonwealth University

William Hoynes, Vassar College

Stefania Milan

Media/Society: Industries, Images, and Audiences 

provides a framework to help students understand the 

relationship between media and society and helps students 

develop skills for critically evaluating both conventional 

wisdom and one’s own assumptions about the social role of 

the media. The Fourth Edition retains its focus on “classic” 

studies, but also includes additional discussions of new 

studies and up-to-date material about a rapidly changing 

media landscape. 

CONTENTS
 1. Media and the Social World

 2. The Economics of the Media Industry

 3. Regulation and Political Influence on Media

 4. Media Organizations and Professionals

 5. Medea and Ideology

 6. Social Inequality and Media Representation

 7. Media Influence and the Political World

 8. Active Audiences and the Construction of Meaning

 9. Media Technology

 10. Media in a Changing Global Culture

Paperback: CAN $65.95, ISBN: 978-1-4129-7420-2

July 2011, 424 pages

BESTSELLER!

MediaMaking
Mass Media in a Popular Culture

Second Edition

Lawrence Grossberg, University 

of North Carolina at Chapel Hill

Ellen Wartella, Northwestern 

University

D. Charles Whitney, Northwestern 

University

J. Macgregor Wise, Arizona State University

Taking a unique approach to the study of mass 

communication and cultural studies, MediaMaking is a 

volume that presents the current knowledge about the 

relationship between media, culture, and society.  What sets 

this volume apart from competing texts is the approach taken 

and the distinguished scholarship.  Rather than examining 

each major medium separately - newspapers, books, 

magazines, radio, television, film - the authors contend that 

mass communication cannot be studied apart from the other 

institutions in society and the other dimensions of social 

life-each is shaping and defining the other.  They hold that 

media can only be understood in relation to their context-

institutional, economic, social, cultural, and historical.  

CONTENTS
 1. Media in Context

 2. Narratives of Media History

 3. Media People and Organizations

 4. Media and Money

 5. Meaning

 6. The Interpretation of Meaning

 7. Ideology

 8. Producing Identities

 9. Consuming the Media

 10. Media and Behavior

 11. Media and Politics

 12. The Media, the Public, and Normative Theories

 13. Media Globalization

Paperback: CAN $68.95, ISBN: 978-0-7619-2544-6

©2006, 520 pages

Media & Crime
Second Edition

Yvonne Jewkes, University of 

Leicester, U.K.

Established as the most 

comprehensive and thought-

provoking title in this field, 

Yvonne Jewkes’s Media and 

Crime explores the complex 

interactions between media and crime from a critical and 

authoritative standpoint. Retaining and updating coverage 

of the core issues in the subject – news reporting of crime; 

media constructions of children and women; moral panics; 

media and the police; ‘reality’ crime shows; surveillance 

and social control - the book now also includes chapters on 

cybercrime and crime film.

CONTENTS
 1. Theorizing Media and Crime

 2. The Construction of Crime News

 3. Media and Moral Panics

 4. Media Constructions of Children: ‘Evil Monsters’ and ‘Tragic 

Victims’

 5. Media Misogyny: Monstrous Women

 6. Police, Offenders and Victims in the Media

 7. Crime Films and Prison Films

 8. Crime and the Surveillance Culture

 9. The Role of the Internet in Crime and Deviance

 10. (Re)Conceptualizing the Relationship between Media and Crime

Paperback: CAN $51.95, ISBN: 978-1-8486-0703-3

©2011, 328 pages
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MEDIA & SPORT

Communication 
and Sport
Surveying the Field

Andrew C. Billings, Clemson 

University

Michael L. Butterworth, Bowling 

Green State University

Paul D. Turman, South Dakota 

Board of Regents

The first complete communication-based sports text for 

undergraduates

Communication and Sport is a comprehensive introduction 

to the study of communication and sport that helps students 

understand sports media, rhetoric, culture, and organizations 

from both micro and macro perspectives.

CONTENTS
 1. Introduction to Communication & Sport

 2. Community in Sport

 3. Sports Fan Cultures

 4. Sports and Mythology

 5. Gender and Sports

 6. Race/Ethnicity and Sports

 7. Politics and Nationalism in Sport

 8. Performing Identity in Sports

 9. Communication and Sport in Parent/Child Interactions

 10. Player Coach Relationships in Sports

 11. Small Group/Teams in Sport

 12. Crisis Communication in Sports Organizations

 13. The Commodification of Sport

 14. Fantasy Sports

 15. Sports & the Future

Paperback:  CAN $63.95, ISBN: 978-1-4129-7293-2

©2012, 344 pages

Examining 
Identity in 
Sports Media
Heather L. Hundley, California 

State University, San Bernardino

Andrew C. Billings, Clemson 

University

Including the work of top sports communication researchers, 

Examining Identity in Sports Media explores identity 

issues, including gender, ethnicity, nationality, sexual 

orientation, and (dis)ability, as well as the intersections within 

these various identity issues.

CONTENTS
 1. Examining Identity in Sports Media By Andrew C. Billings, 

Heather L. Hundley

 2. The Rene Portland Case: New Homophobia and Heterosexism in 

Women’s Sports Coverage By Marie Hardin, Erin Whiteside

 3. Exploring the Influence of Mediated Beauty: Competitive Female 

Athletes’ Perceptions of Ideal Beauty in Athletes and Other 

Women By Kim L. Bissell

 4. Making Masculinity and Framing Femininity: FIFA, Soccer, and 

World Cup Web Sites By Lindsay Mean

 5. Gendered Sports Dirt: Interrogating Sex and the Single Beer 

Commercial By Lawrence A. Wenner

 6. Hegemonic Masculinity and the Rogue Warrior: Lance Armstrong 

as (Symbolic) American By Bryan E. Denham, Andrea Duke

 7. Do You Believe in Nationalism? American Patriotism in Miracle 

By Michael L. Butterworth

 8. The Whiteness of Sport Media/Scholarship By Mary G. McDonald

 9. A Content Analysis of Racial Representations of NBA Athletes on 

Sports Illustrated Magazine Covers, 1970-2003 By Benjamin D. 

Goss, Andrew L. Tyler, Andrew C. Billings

 10. Sporting Images of Disability: Murderball and the Rehabilitation 

of Masculine Identity By James L. Cherney, Kurt Lindemann

 11. The Effects of Outcome of Mediated and Live Sporting Events on 

Sports Fans’ Self- and Social Identities By Jennings Bryant, R. 

Glenn Cummins

 12. The Institutional(ized) Nature of Identity in and Around Sport(s) 

By Kelby K. Halone

Paperback: CAN $47.95, ISBN: 978-1-4129-5460-0

©2010, 288 pages

MASS COMMUNICATION 
THEORY

McQuail’s 
Mass 
Communication 
Theory
Sixth Edition

Denis McQuail, University of 

Amsterdam, The Netherlands

McQuail’s Mass Communication Theory has been the most 

authoritative and comprehensive introduction to the field for 

more than 25 years and still offers unmatched coverage of the 

research and debates. The Sixth Edition covers everything a 

student needs to know of mass communication.

CONTENTS
 1. Introduction to the Book

 2. The Rise of Mass Media

 3. Concepts and Models for Mass Communication

 4. Theory of Media and Society

 5. Mass Communication and Culture

 6. New Media - New Theory?

 7. Normative Theory of Media and Society

 8. Media Structure and Performance: Principles and Accountability

 9. Media Economics and Governance

 10. Global Mass Communication

 11. The Media Organization: Pressures and Demands

 12. The Production of Media Culture

 13. Media Content: Issues, Concepts and Methods of Analysis

 14. Media Genres and Texts

 15. Audience Theory and Research Traditions

 16. Audience Formation and Experience

 17. Processes and Models of Media Effects

 18. Social-Cultural Effects

 19. News, Public Opinion and Political Communication

 20. The Future of Mass Communication

Paperback: CAN $71.95, ISBN: 978-1-8492-0292-3

©2011, 632 pages



SAGE  800.818.7243 OR 805.499.9774 6 A.M. TO 5 P.M. PT  FAX: 805.375.5291

12 JOURNALISM  |  CULTURAL STUDIES

JOURNALISM

Cultural 
Meanings of 
News
A Text-Reader

Daniel A. Berkowitz, University 

of Iowa

Consider news—as the 

product of a culture 

What is news? What does news tell us about the culture 

and the society that produces and consumes it? This book 

provides a fresh examination of news production from a 

cultural perspective, moving beyond what was once called 

“sociology of news” and toward the globally-broader, 

culturally-based concept of “journalism studies.”

CONTENTS
 1. Understanding the Global Journalist: A Hierarchy of Influences 

Approach By Stephen D. Reese

 2. What Is Journalism? Preofessional Identity and Ideology of 

Journalists Reconsidered By Mark Deuze

 3. Deconstructing Journalism Culture: Toward a Universal Theory 

By Thomas Hanitzsch

 4. The Socially Responsible Existentialist: A Normative Emphasis for 

Journalists in a New Media Environment By Jane B. Singer

 5. Blasphemy as Sacred Rite/Right: ‘The Mohammed Cartoons 

Affair’ and Maintenance of Journalistic Ideology By Dan 

Berkowitz and Lyombe Eko

 6. The Journalistic Gut Feeling: Journalistic Doxa, News Habitus 

and Orthodox News Values By Ida Schultz

 7. Media Ritual in Catastrophic Time: The Populist Turn in Television 

Coverage of Hurricane Katrina By Frank Durham

Paperback: CAN $54.95, ISBN: 978-1-4129-6765-5

©2011, 432 pages

Excellence in 
Online 
Journalism
Exploring Current Practices in an 
Evolving Environment

David A. Craig, University of 

Oklahoma

Like the technologies that 

support it, the craft of online journalism is evolving quickly. 

This timely book helps students develop standards of 

excellence, through interviews with more than 30 writers, 

editors and producers, and dozens of examples of strong 

work. The author provides a framework of concepts to show 

how the field is evolving and challenged by competition, 

staffing limitations, and other pressures. Discussion is 

organized around four key elements: speed and accuracy 

with depth in breaking news; comprehensiveness in 

multimedia content; open-endedness in story development, 

including public contributions; and conversation with users. 

Chapter-length treatments of these topics bring home 

the realities of online work to students, who also come to 

appreciate how excellence and ethics online go hand in hand.

CONTENTS
 1. Excellence Online: A Work in Progress

 2. An Ethical Lens for Looking at Excellence

 3. Speed and Accuracy With Depth in Breaking News

 4. Comprehensiveness in Content

 5. Open-endedness in Story Development

 6. The Centrality of Conversation

 7. Beyond the Big Guys: Independent and Community Journalism 

Online

 8. The Future of Excellence in Online Journalism: Living in the 

World of Both-And

Paperback: CAN $43.95, ISBN: 978-1-4129-7009-9

©2011, 192 pages

Student Study Site, www.sagepub.com/craigstudy

CULTURAL STUDIES

Finding Out
An Introduction to LGBT Studies

Deborah T. Meem, University of 

Cincinnati

Michelle A. Gibson, University of 

Cincinnati

Jonathan F. Alexander, University 

of California, Irvine

Finding Out introduces readers to lesbian-gay-bisexual-

transgender (LGBT) studies. Unlike most books on LGBT, this 

textbook combines original material with esteemed journal 

articles.  

CONTENTS
 1. Before Identity: The Ancient World through the Nineteenth Century

 2. Sexology: Constructing the Modern Homosexual

 3. Toward Liberation

 4. Stonewall and Beyond

 5. Nature, Nurture, and Identity

 6. Inclusion and Equality

 7. Queer Diversities

 8. Intersectionalities

 9. Homosexed Art and Literature 

 10. Lesbian Pulp Novels and Gay Physique Pictorials

 11. Queer Transgressive Aesthetics

 12. Censorship and Moral Panic 

 13. Film and Television

 14. Queers and the Internet

 15. The Politics of Location: Alternative Media and the Search for 

Queer Space

Paperback: CAN $57.95, ISBN: 978-1-4129-3865-5

©2010, 480 pages

Instructor Teaching Site, www.sagepub.com/meeminstr/
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The Cultural 
Industries
Second Edition

David Hesmondhalgh, Leeds 

University, U.K.

The Cultural Industries, Second 

Edition combines a political 

economy approach with the 

best aspects of cultural studies, 

sociology, communication studies, and social theory to provide 

an overview of the key debates surrounding cultural production. 

CONTENTS
 1. Approaches to Culture

 2. Assessing the Cultural Industries

 3. Explaining the Cultural Industries

 4. Marketisation in Telecommunications and Broadcasting

 5. Cultural Policy and Copyright Law

 6. Ownership, Structure and Size

 7. Organisation and Cultural Work

 8. Internationalisation, Globalisation and Cultural Imperialism

 9. New Media, Digitalization and Convergence

Paperback: CAN $58.95, ISBN: 978-1-4129-0808-5

©2011, 360 pages

Analysing 
Popular Music
Image, Sound and Text

David Machin, University of 

Cardiff, U.K.

Popular music is far more than just 

songs we listen to; its meanings 

are also in album covers, lyrics, 

subcultures, voices and video 

soundscapes. Like language these elements can be used to 

communicate complex cultural ideas, values, concepts and 

identities. Analysing Popular Music is a lively look at the 

semiotic resources found in the sounds, visuals and words 

that comprise the ‘code book’ of popular music. It explains 

exactly how popular music comes to mean so much. Packed 

with examples, exercises and a glossary, this book provides the 

reader with the knowledge and skills they need to carry out their 

own analyses of songs, soundtracks, lyrics and album covers. 

CONTENTS
 1. Introduction

 2. Discourses of Popular Music

 3. Album Iconography: Postures, Objects, Settings

 4. Visual Composition: Typeface and Colour

 5. Analyzing Lyrics: Values, Participants, Agency

 6. Semiotic Resources in Sound: Pitch, Melody and Phrasing

 7. Sound Qualities: Arrangement and Rhythm

 8. Analyzing Genre: The Sounds of Britpop

 9. Analyzing Music in Film

 10. Analyzing Music in Video and Television

Paperback: CAN $45.95, ISBN: 978-1-8486-0023-2

©2011, 240 pages

Why Voice 
Matters
Culture and Politics After 
Neoliberalism

Nick Couldry, Goldsmiths, 

University of London, U.K.

For more than thirty years 

neoliberalism has declared that 

market functioning trumps all 

other social, political, and economic values. In this book, 

Nick Couldry passionately argues for voice, the effective 

opportunity for people to speak and be heard on what 

affects their lives, as the only value that can truly challenge 

neoliberal politics. But having voice is not enough: we need to 

know our voice matters. Insisting that the answer goes much 

deeper than simply calling for ‘more voices’, whether on the 

streets or in the media, Couldry presents a dazzling range of 

analysis from the real world of Blair and Obama to the social 

theory of Judith Butler and Amartya Sen. Why Voice Matters 

breaks open the contradictions in neoliberal thought and 

shows how the mainstream media not only fails to provide 

the means for people to give an account of themselves, but 

also reinforces neoliberal values. Moving beyond the despair 

common to much of today’s analysis, Couldry shows us a 

vision of a democracy based on social cooperation and offers 

the resources we need to build a new post-neoliberal politics.

CONTENTS
 1. Voice as Value

 2. The Crisis of Neo-Liberal Economics

 3. Neo-Liberal Democracy: An Oxymoron

 4. Media and the Amplification of Neo-Liberal Values

 5. Philosophies of Voice

 6. Sociologies of Voice

 7. Towards a Post-Neo-Liberal Politics

Paperback: CAN $41.95, ISBN: 978-1-8486-0662-3

©2011, 184 pages
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The Political 
Economy of 
Communication
Second Edition

Vincent Mosco, Queen’s 

University, Canada

This text provides a thorough 

coverage of an important area 

of communication studies: the political economy approach 

to media. This highly successful text has been thoroughly 

updated, restructured and rewritten in this new edition, 

clearly demonstrating how power operates across all media.

CONTENTS
 1. Overview of the Political Economy of Communication

 2. What is Political Economy? Definitions and Characteristics

 3. What is Political Economy? Schools of Thought

 4. The Development of a Political Economy of Communication

 5. The Political Economy of Communication: Building a Foundation

 6. The Political Economy of Communication Today

 7. Commodification: Content, Audiences, Labour

 8. Spatialization: Space, Time, and Communication

 9. Structuration: Class, Gender, Race, Social Movements, 

Hegemony

 10. Challenges on the Borders … and Beyond

Paperback: CAN $51.95, ISBN: 978-1-4129-4701-5

©2011, 280 pages

COMMUNICATION  
RESEARCH METHODS

Media Analysis Techniques
Fourth Edition

Arthur Asa Berger, San Francisco State University

In the Fourth Edition of Media Analysis Techniques 

provides students with a clearly written, user-friendly, hands-

on guide to media research techniques. The book empowers 

readers to make their own analyses of the media rather than 

just accept how others interpret the media.

CONTENTS
 1. Semiotic Analysis

 2. Marxist Analysis

 4. Sociological Analysis

 5. Murderers on the Orient Express

 6. Seven Points on the Game of Football

 7. The Maiden With the Snake: Interpretations of a Print 

Advertisement

 8. All-News Radio and the American Bourgeoisi

 9. Video Games: A New Art Form

 10. Cell Phones, Social Media and the Problem of Identity

Paperback: CAN $65.95, ISBN: 978-1-4129-8776-9

June 2011, 304 pages

Media and 
Communication 
Research 
Methods
An Introduction to Qualitative and 
Quantitative Approaches

Second Edition

Arthur Asa Berger, San Francisco 

State University

In this new edition, Arthur Asa Berger employs his signature 

style—a practical focus, the use of numerous examples, a 

step-by-step approach, and humor—to update and enhance 

this bestselling introductory text. Combining discussions of 

qualitative and quantitative research methods with a clear and 

engaging writing style, the book is ideal for beginning research 

students at both the graduate and undergraduate level. 

CONTENTS

 1. What Is Research?

 2. Library Searches

 3. Semiotic Analysis

 4. Rhetorical Analysis

 5. Ideological Criticism

 6. Psychoanalytic Criticism

 7. Interviews

 8. Historical Analysis

 9. Ethnomethodological 

Research

 10. Participant Observation

 11. Content Analysis

 12. Surveys

 13. Experiments

 14. A Primer on Descriptive 

Statistics with Felianka 

Kaftandjieva

 15. Nineteen Common Thinking 

Errors to Avoid

 16. Writing Research Reports

Paperback: CAN $68.95, ISBN: 978-1-4129-8777-6

©2011, 360 pages

Qualitative 
Communication 
Research 
Methods
Third Edition

Thomas R. Lindlof, University of 

Kentucky

Bryan C. Taylor, University of 

Colorado-Boulder

This book is the only guide dedicated to qualitative research 

methods in communication. It introduces readers to every 

step of the qualitative research process, from developing 

research topics and questions, through writing a final report. 

In addition to covering the theories and methods currently 

used in qualitative communication research.

CONTENTS
 1. Introduction to Qualitative Communication Research

 2. Theoretical Traditions and Qualitative Communication Research

 3. Design I: Planning Research Projects

 4. Design II: Implementing Research Projects

 5. Producing Data I: Participating, Observing, and Recording Social 

Action

 6. Producing Data II: Qualitative Interviewing

 7. Producing Data III: Analyzing Material Culture and Documents

 8. Sensemaking: Qualitative Data Analysis and Interpretation

 9. Writing, Authoring, and Publishing

Paperback: CAN $69.95, ISBN: 978-1-4129-7473-8

©2011, 400 pages
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Doing Visual 
Research
Claudia Mitchell, McGill University

Doing Visual Research offers 

an innovative introduction 

to the use of photography, 

collaborative video, drawing, 

objects, multi-media production 

and installation in research. Claudia Mitchell explains how 

visual methods can be used as modes of inquiry as well 

as modes of representation for social research.The book 

looks at a range of conceptual and practical approaches to 

a range of tools and methods, while also highlighting the 

interpretive and ethical issues that arise when engaging in 

visual research. She draws on her own work in the field of 

visual research throughout to offer extensive examples from 

a variety of settings and with a variety of populations. 

CONTENTS
 1. Introduction: Why Visual Studies for Social Change?

 2. Ethical Issues in Visual Research

 3. Photographs and Memory Work Studies

 4. Seeing for Ourselves through Photo-Voice

 5. Participatory Video

 6. Drawing as a Participatory Visual Methodology

 7. Objects-in-Inquiry: Things, Artefacts, Objects, Documents and 

Texts

 8. Working with Images/Writing about Images

 9. The Politics of Display: Aesthetics and Technicalities

 10. Can Visual Methods Make a Difference? From Practice to Policy

Paperback: CAN $47.95, ISBN: 978-1-4129-4583-7

©2011, 256 pages

Internet Inquiry
Conversations About Method

Annette N. Markham, University 

of Wisconsin-Milwaukee

Nancy K. Baym, University of 

Kansas

This collection of dialogues is 

the only textbook of its kind. 

Internet Inquiry: Conversations 

About Method takes students into the minds of top 

internet researchers as they discuss how they have worked 

through critical challenges as they research online social 

environments. Editors Annette N. Markham and Nancy K. 

Baym illustrate that good research choices are not random 

but are deliberate, studied, and internally consistent. Rather 

than providing single “how to” answers, this book presents 

distinctive and divergent viewpoints on how to think about 

and conduct qualitative internet studies. 

CONTENTS
 1. How Can Qualitative Internet Researchers Define the Boundaries 

of their Projects? By Christine Hine, Lori Kendall, Danah Boyd

 2. How Can Researchers Make Sense of the Issues Involved In 

Collecting and Interpreting Online And Offline Data? By Shani 

Orgad, Maria Bakardjieva, Radhika Gajjala

 3. How do Various Notions of Privacy Influence Decisions in 

Qualitative Internet Research? By Malin Sveningsson Elm, 

Elizabeth A. Buchanan, Susannah R. Stern

 4. How do Issues of Gender and Sexuality Influence the Structures 

and Processes of Qualitative Internet Research? By Lori Kendall, 

Jenny Sunden, John Edward Campbell

 5. How Can Qualitative Researchers Produce Work that is 

Meaningful across Time, Space, and Culture? By Annette 

Markham, Elaine Lally, Ramesh Srinivasan

 6. What Constitutes Quality in Qualitative Internet Research? By 

Nancy Baym, Annette Markham

Paperback: CAN $43.95, ISBN: 978-1-4129-1001-9

©2009, 264 pages

Netnography
Doing Ethnographic Research 
Online

Robert V. Kozinets, York University, 

Toronto, Canada

With as many as 1 billion people 

now using online communities 

such as newsgroups, blogs, 

forums, social networking sites, 

podcasting, videocasting, photosharing communities, and 

virtual worlds, the internet is now an important site for 

research. This exciting new text is the first to explore the 

discipline of ‘Netnography’ – the conduct of ethnography 

over the internet – a method specifically designed to study 

cultures and communities online.

CONTENTS
 1. Cultures and Communities Online

 2. Understanding Culture Online

 3. Researching Online: Methods

 4. The Method of Netnography

 5. Planning and Entrée

 6. Data Collection

 7. Data Analysis

 8. Conducting Ethical Netnography

 9. Representation and Evaluation

10. Advancing Netnography: The Changing Landscape

Paperback: CAN $52.95, ISBN: 978-1-8486-0645-6

©2011, 232 pages
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