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Comms Women Initiative Promoting and Celebrating Works by and about Comms 

Women 

*These literature lists are to support researchers in doing research into Comms women by 

providing one place to collect all literature to encourage other scholars to do this 

research and help young scholars conduct literature reviews and/or re-interpreting 

already existing literature research studies. Practitioners who are interested in 

research will be supported via our blog which will also feature research summaries 

and commentaries.  

The literature was selected based on a search on Mendeley and a list of literature provided 

by the Intellect publisher plus some works were added on the basis of knowing about 

them.  

*Please note this initiative is a one-woman show and I am still working on updating the 

literature. If you have published something not listed below, please send a reference 

to martina@commswomen.uk and I will add it to the list. 
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