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This edited book is devoted to an issue of increasing importance in
management theory and practice-organizational identity. The concept



of organizational identity has received attention in many disciplines
such as strategic management, marketing, communication and public
relations and organization theory. In practice a number of consultancy
firms have specialized in identity management, while a number of
academic conferences with a special focus on identity has developed.
As globalisation of business and of organizations of all kinds become
the norm rather than the exception, issues of collect



