Introduction
The guidelines in this section are designed to introduce authors and prospective authors to the publishing procedures of the University of Massachusetts Press. Although every book is unique, these guidelines should answer most frequently asked questions.
We will do our best to move the publishing process forward expeditiously and to produce an attractive, high-quality book. We ask that you help us to accomplish these goals by taking the time to read the guidelines and prepare your manuscript in accordance with them.
Proposal Submission Guidelines
The University of Massachusetts Press publishes scholarly books and serious nonfiction by both established and new authors. Our editors actively encourage the submission of book proposals and make a point of responding promptly to all inquiries.
Before submitting a proposal, you should determine that we are an appropriate publisher for your work. Please note that we consider fiction and poetry only through our annual Juniper Prize for Fiction andJuniper Prize for Poetry competitions. We do not publish festschriften, conference proceedings, or unrevised doctoral dissertations.
Please send your proposal materials to one of our acquisitions editors, either Clark Dougan or Brian Halley, but not to both. Their addresses are listed below. If one editor thinks a project is better suited to the other, it will be forwarded. You may send an initial inquiry via e-mail, but please make it brief and do not include long attachments.
When submitting a full proposal, be sure to include the following: (1) a cover letter describing the content and focus of the book, (2) a table of contents or chapter outline, (3) the approximate length of the manuscript, measured in words, (4) your sense of the potential audience for the work, including any courses for which the book might be adopted, (5) your timetable for completing the manuscript if it is not already completed, and (6) information about your professional background and qualifications, including previous publications. Also, if available, please provide the Introduction or a sample chapter, and examples or descriptions of any artwork, including the total number of illustrations proposed (there is no need to send originals at this stage). 
If you are submitting this project to more than one publisher, please say so. Do not submit your complete manuscript unless invited to do so by an editor.
Series
If you would like your manuscript to be considered for inclusion in one of our series, please inform the acquisitions editor. Books included in series must be approved by the series editors. No book is included in a series without the author's consent. You can find a list of our series and series editors here.
Edited collections
We occasionally publish edited collections of essays if they are timely, cohesive, and concise. We prefer collections that are original (few if any previously published contributions) and consistently styled and formatted. If submitting a proposal for an essay collection, please include brief bios of all contributors.
The review process
Before a manuscript can be accepted for publication it must be approved by our faculty editorial board, the University Press Committee. Contracts are generally offered following board approval, although sometimes an advance contract will be offered at an earlier stage.
Our acquisitions editors carefully review all proposals and manuscripts submitted to the Press. If the preliminary review indicates that a work is not appropriate for our list, the editor will so inform the author. If the manuscript seems a promising possibility, the editor will send it to one or more outside experts for evaluation. These reviewers typically offer helpful suggestions for improvement and recommend for or against publication. Sometimes they recommend acceptance contingent upon particular revisions, and the author is invited to respond to those suggestions.
The process of obtaining outside reviews can be time-consuming, since the scholars the Press consults have many demands on their time, but we try to move expeditiously. It usually takes three to four months to complete this review process, at which point the project is presented to the University Press Committee for approval. 
Time frame for publication
A well-written manuscript can enter the publication stream in as little as four to five months from the date of initial submission, although much depends on the response of the outside reviewers and the author’s willingness to make any necessary revisions in a timely manner. If extensive revisions are called for, the time frame expands accordingly. The acquisitions editor guides the author through the process of final revision, which may involve cuts and condensation. We encourage our authors to be clear and concise, to avoid jargon, and to make the manuscript no longer than it needs to be. Brevity is almost always a virtue.
Prior to final submission, the managing editor, Carol Betsch, will review a sample chapter in electronic form and may request further changes in accordance with our manuscript and art guidelines.
On average, it takes about a year from the submission of a final manuscript to the publication of a book. We do our best to keep the author informed about the progress of the manuscript as it makes its way through the publication process.
University of Massachusetts Press acquisitions editors
Manuscript and Art Guidelines
For first-time authors especially, the process of turning a manuscript into a book can be a mysterious one. Here is an overview of what lies ahead after your manuscript has been accepted for publication by our editorial board.
As you revise and prepare your final manuscript for submission, your acquisitions editor (either Clark Dougan or Brian Halley) will ask you to send a sample chapter including notes to our managing editor,Carol Betsch, for review. Because budgets are constrained, it is important that manuscripts be prepared as carefully as possible before copyediting, and we ask our authors to make an extra effort to fine-comb them before submission. Before undertaking your final revisions, you will have, of course, fully versed yourself in our manuscript preparation guidelines and, as you proceed, will be hewing to them zealously. Either Carol or her colleague Mary Bellino will check the sample and let you know what more, if anything, needs to be done, or done differently, to make a success of it.
After you submit your manuscript, your acquisitions editor will formally transmit it to our Editing Department, where it will begin its metamorphosis into a book.
If your book includes illustrations, you and your acquisitions editor will have discussed quantity and format (interspersed through the text or gathered in a gallery). At least photocopies of art or printouts of scans to come, together with draft captions, should be submitted with the manuscript. Especially with integrated illustration programs, we cannot begin editing your manuscript without these materials in hand.
Carol Betsch will be your project’s primary shepherd during the editing and production process. Mary Bellino will prepare the electronic files for editing, and Carol will assign the project to one of our freelance manuscript editors. Our editors work onscreen using Word’s Track Changes feature. If there are questions or concerns along the way, either Carol or your manuscript editor will contact you. Likewise, if you have questions or concerns, you should feel free to contact us. We will also let you know when to expect your edited manuscript back for review.
Questions concerning illustrations, digital art specifications, transmittal of scans, and the like should be directed to your acquisitions editor or to our production manager, Jack Harrison. For a short list of digital art mistakes to avoid, see digital art guidelines below.
When the editing is completed, either Carol or your manuscript editor will send you the edited files for review via e-mail attachment, together with instructions for reviewing onscreen.  (If you prefer, you may print out the files and work on paper.) We will also send you our Editing Department Author Questionnaire to be filled out and returned with the reviewed manuscript.
Generally we figure about 5–6 weeks for an author review. After you return the reviewed edited files, we will do a cleanup edit, inputting the changes, checking with you on last-minute queries, and preparing the final files for design.
All original art (either photographic prints, transparencies, or digital scans) and permissions, with final captions including credits, must in hand at this point. The manuscript cannot be sent on to our Design & Production Department until art and permissions are secured and final captions edited.
The project now goes to Design & Production. Either Jack Harrison or Sally Nichols, our associate production manager, will handle it during this stage, designing in-house or assigning the project to one our freelance designers. Your acquisitions editor will send you a PDF file of the designed page layouts as a courtesy (although this is the opportunity for you to say if you find a problem with some element of the design). Either we typeset in-house or send the designed files to the compositor. At this stage, we’ll send you a projected proof schedule.
As author you are by contract responsible for proofreading and making an index (or hiring a professional indexer). You will have about 4 weeks to accomplish those tasks. The subsequent rounds of corrected proofs are checked in-house.
Production from design to finished books generally takes about 7–8 months (illustrated books take longer). Books slated for the Fall/Winter season are scheduled for publication from October through March; Spring/Summer titles are published from April through September. Specific publication months are decided as we weave together schedules for the list as a whole, when the seasonal catalog is made. Your acquisitions editor will be in touch with you when the time arrives to create copy for your catalog page.
The jacket/cover is considered a marketing element, and its design happens on a separate track. Please communicate specific concerns or ideas for jacket art to your acquisitions editor.
Once we are under way, you will be hearing from Karen Fisk, our promotion manager, who will send you a Marketing Questionnaire to fill out. Questions about marketing and promotion should be directed to her. For an overview of our marketing procedures and methods, please see our marketing and publicity guide.
First, however, our manuscript preparation guidelines, your new best friend.
PREPARING YOUR MANUSCRIPT
General information
All text files must be created in Microsoft Word. If you have been working in another program, such as WordPerfect, Pages, or the word processor bundled with MS Works, or if any of the files originated in one of those programs, please let us know in advance so that we can check them for compatibility.
When you submit your manuscript, please let us know what platform (PC or Mac) and version of Word you are using. We cannot use files in Word 2007 or 2010 for Windows or Word 2008 or 2011 for Mac (.docx or .docm). Please save them as Word 97-2003 files. This is an option available in the Save As dialog box (on Macs the option will be Word 97-2004). The resulting file extension should be .doc, not .docx or .docm.
Use the same platform and version for the entire manuscript (or essay, in multicontributor volumes). If you are the volume editor it is your responsibility either to make sure that all your contributors submit their essays in the same version of Word or to take care of having the files converted. Please also make sure that your contributors follow the general instructions for manuscript preparation.
Files can be submitted via e-mail attachment or on a CD labeled with your name, platform, version of Word, and date.
Please send one double-spaced, single-sided, unbound hard copy as well. The hard copy must match the electronic files exactly. In other words, do not make any further changes to the computer files once you’ve printed them out. If you absolutely must make corrections on the hard copy, use bright colored pen or pencil and provide a list of page numbers with changes.
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Permissions
By contract, you as author are responsible for securing all permissions to reprint all material owned by others, textual and visual, including your own previously published work to which you do not hold copyright.
We strongly suggest that you read the Chicago Manual of Style, 16th Edition, Chapter 4, “Rights, Permissions, and Copyright Administration,” particularly Sections 4.68–4.101, “The Author’s Responsibilities,” which gives information on the principles of copyright, the doctrine of “fair use,” and requesting permissions, including a sample letter.
The Association of American University Presses (AAUP) has posted “Permission FAQs (Author Responsibilities and Copyright Guidelines)” on its website, which includes sample letters as well.
 
Organizing the files
Create a separate file for each chapter and major element of the book. Do not put the entire manuscript in one enormous file; we cannot work with it.
Name the chapter files by chapter number (e.g., Ch01) not by title. Name the remaining files according to their contents: Front Matter (one file that includes title page, dedication, epigraph, table of contents, list of illustrations, acknowledgments [or preface that includes acknowledgments at the end]); Introduction; Conclusion; Epilogue; Afterword; Appendix; Works Cited; Tables; Captions. Part title pages should each be a separate file.
Chapters should be numbered consecutively using arabic numbers (1, 2, 3, etc.). Introductions and conclusions should not be numbered and should have a descriptive title if possible.
Chapter titles/subtitles and section headers should be typed Headline Style, NOT all caps or with a cap for the first word only. Use a colon to separate subtitles from titles.
Chapter number, title, and epigraph should be typed at the top of the first page of the text, not on a separate page.
Number text pages sequentially throughout the manuscript. If you don’t know how to do this, just number each chapter starting with 1.
 
Formatting
DOUBLE SPACE EVERYTHING. That means epigraphs, extracts, notes, works cited, tables, captions, list of abbreviations. Everything.
Margins should be set at 1.25 inch all around. Set left justification (ragged right margin). Let lines break automatically according to the margin setting.
Use hard returns only at the end of a paragraph, section, subhead, and block extract.
When typing a Works Cited list, DO NOT type a paragraph return at the end of each line; each entry should be one paragraph. DO NOT type a tab (or multiple spaces) to create a hanging indent; we will apply the hanging indent when the file is edited.
Indicate new paragraphs with a single tab indent. DO NOT insert extra line space between paragraphs.
Quotations: DO NOT insert extra line space to set off block extracts. Indent all block extracts one-half inch by resetting the left margin at the beginning of the block. DO NOT use tabs and hard returns to indent each line. Shorter quotations (fewer than about 8 typeset lines or 100 words) are generally run in to the text. Type poetry with line breaks as they occur in the original; if special formatting is required, please provide a photocopy of the original poem with the manuscript.
DO NOT insert Word’s section breaks or manual page breaks in the manuscript. Insert the word “<SPACE>” on a separate line where you want to indicate a section break without a subhead. (Use of ornaments for this purpose is the designer’s prerogative.)
We prefer 12-point Times New Roman throughout, including chapter titles, headings, extracts, and notes.
NO STYLES. Repeat: NO STYLES. Please DO NOT apply Word Styles or use different fonts or ALL CAPS for chapter titles, headings, and subheads. Type Them with Headline-Style Cap and Lowercase. DO NOT apply Word styles, such as Body Text or Body Text Indent (or your own custom Word styles), to text paragraphs; use the Normal style and create indents manually as needed.
Different levels of subheads can be indicated with tags: <A> for a first-level heading, <B> for a second-level head, <C> for a third-level head.
Use either italics or underlining for emphasis, titles, foreign words, any text that will eventually be set in italics.
Use bullets only with the understanding that lists may be designed without them. DO NOT use Word’s automatic bullet or autonumbering feature. If you can’t highlight a bullet or number and delete it in the usual way, it has been applied with the auto bullet/numbering feature. This can be turned off with the Autoformat command on the Options (Windows) or Preferences (Mac) menu.
Turn off the autohyphenation feature; the only hyphens that should appear should be in hyphenated compound words.
If you use accents or special characters that are not available in your software, provide a list of them and let us know how you have marked them on the hard copy and indicated them on disk.
Use only one space after periods and colons. Commas and periods go inside closing quotation marks; semicolons and colons go outside.
Use two hyphens--without space before, between, or after--for a dash (or use Word’s — character).
 
Epigraphs
Epigraphs are separate elements, not tied to the text. DO NOT cite epigraphs with a text note. Brief source citations are given at the end of the quotation. Full bibliographic information is not required.
If you include chapter epigraphs, for design consistency please supply them for all chapters, not just for some. We discourage the use of section epigraphs; they can create difficulties in page makeup. Chapter epigraphs should be kept short; long or multiple epigraphs also create problems with page makeup.
 
Notes and bibliographies
For reasons of economy, we generally prefer that full bibliographic information be given in the notes rather than include a bibliography in the book. (There are exceptions, of course. Please consult with your sponsoring editor if you believe a bibliography is a critical element for your work.) An alternative system is to use a reference list (Works Cited) and parenthetical references in the text. See Chicago Manual of Style, 16th Edition, for complete information on documentation systems. The Chicago Manual of Style Online Chicago-Style Citation Quick Guide is available here. We prefer Chicago to MLA style, although true MLA style is acceptable. To view or download our house style guide, please click here.
Generally we set notes as endnotes at the end of the book (with running heads that give the span of pages covered). In edited volumes, they appear at the end of each essay. (If you have a strong preference for footnotes, please discuss with your sponsoring editor.) In manuscript they should be gathered at the end of each chapter. They should not be printed at the bottom of the text page.
Use Word’s Insert Footnote/Endnote command to insert endnotes. DO NOT type an extra paragraph return at the end of each note or reference list entry. Type each entry as a single paragraph. DO NOT indent the second lines of entries by typing a paragraph return and a tab; these are very time-consuming to remove.
PLEASE NOTE : If you have used a bibliographic software program, such as EndNotes, ProCite, or Reference Manager, you MUST strip out the embedded fields these programs place in your documents. It's not enough simply to expand the citation tags so that the full citations appear; you must also run the command that removes hidden field codes and turns the entries in to plain, unlinked text. For specific directions, consult the user's manual or help file associated with your program.
 
Tables
Tables should be created with Word’s Table feature. If you create a table as a text file, keep the formatting very simple; do not use boxes, shading, or other effects, and avoid snaking columns and nested cells.
Tables are separate elements and carry their own source credits and notes; table notes must not be included within the sequence of text notes.
Number tables sequentially throughout the text, except in edited volumes, where they should be numbered by chapter (e.g., table 1.1). Give the table a title that fully and clearly explains what it’s about.
Tables should carry parenthetical in-text references: “(table 1)” or “(see table 1).” In addition, please insert “callouts” to indicate placement: “<table 1 near here>” and provide a list of manuscript pages where tables fall.
Print out each table on its own page. Gather all tables into a single file rather than integrating them into chapter text.
 
Illustrations
Please consult your sponsoring editor first if you wish to include illustrations in your book.
DO NOT EMBED IMAGES IN YOUR MANUSCRIPT FILE. Submit all graphics on a separate disk. We cannot use graphics created in Word and embedded in the text.
As author, you are responsible for securing all permissions and paying all permissions fees; all permissions must be in hand before we can proceed to production with the manuscript.
Please create a separate, single document of illustration captions, including source credit lines. Make sure that credit lines are given exactly as stipulated by the grantor of permission to reproduce the illustration.
 
Guidelines for submitting art
We can work with visual materials submitted in a variety of formats:
Reflective Art (i.e., photographs, printed pages from magazines/books). NOTE: Laserprinter output or Xeroxes are not considered good reflective art and will produce a poor result when reproduced in a book.
Transparencies (i.e., 35mm slides, 4x5 transparencies, Negative film)
Digital image files (TIFF/JPEG/EPS/PDF). Please see the Digital Art Guidelines immediately following for more details.
[bookmark: Digital_art_guidelines]
Digital art guidelines
If you plan to submit some, or all, of your illustrations in digital format, then PRESCREENING your image files with a few simple rules in mind will avoid unnecessary delays in the editing, design, and typesetting of your book. Here are some MISTAKES TO AVOID when submitting your digital art:
• DON’T submit art created with, or embedded within, MS Word, Wordperfect, Powerpoint, or Excel.
• DON’T submit image files copied from Web pages. See if the website has a special link to download "high resolution" images, or contact info to acquire the same.
• DON’T submit image files whose size is less than 500K. Those are almost certain to be too low in resolution.
• DON’T submit images in the following formats: GIG, PNG, BMP, or PSD
• DON’T edit, or resave JPEG files
[bookmark: Reproduction_quality_digital_art_specifi]• DON’T “resample” substandard resolution files to a higher resolution via an application such as Photoshop.

Reproduction quality digital art specifications
Providing digital art which meets to following criteria will contribute to a smoother workflow and result in better looking illustrations.
Resolution
Digital files must have a minimum resolution of 300 dpi (dots per inch = pixels per inch) at their dimension of reproduction. For example, a full-page illustration measuring 5x8 inches would need to have a minimum pixel dimension of 1500x2400 pixels. Image files which originate at a low size and resolution and which are subsequently "upsampled" to a higher resolution do not gain one iota in clarity. Keep in mind that these parameters only function for images being reproduced at original dimension or SMALLER. Images which require enlargement of a detail area must have a proportionally greater starting resolution to allow this (usually 600-1200 dpi).
Mode
Grayscale preferred, RGB or CMYK is OK.
Format
TIFF or JPEG (saved at highest quality setting)
Charts/graphs/maps
In order to reproduce cleanly with crisp lines and typography, these items must be provided in one of the following formats: PDF, EPS, or hi-resolution TIFF (1200 dpi or greater). We also recommend such graphics such be created in an object-oriented drawing program such as Adobe Illustrator. Graphics created in Word or Excel usually yield poor, or unusable results.
File delivery
We prefer image files be provided on a CD or USB flash drive. If necessary, the Production Department does have an upload site which can accept large files. Please contact the Production Manager, Jack Harrison, for details on accessing the upload site. However you provide the files, PLEASE PROVIDE LABELED PRINTOUTS OF ALL DIGITAL IMAGES FOR REFERENCE.
Marketing and Publicity
We work hard to make sure that each book is marketed and promoted effectively.  The purpose of this section is to describe our methods and to suggest ways in which authors can help.
Our marketing team is responsible for the promotion and sale of 40 new books each year as well as 1,000 backlist titles. The in-house staff is assisted by a network of national and international sales representatives. For each new title, we prepare an announcement in our seasonal catalog, solicit orders from booksellers, distribute advance proofs and review copies, dispatch an electronic news release, arrange ads and displays at academic meetings, and promote the book at our website.
When a manuscript is ready to go into production, the author receives a marketing questionnaire that solicits specific information and suggestions. We urge our authors to complete the questionnaire thoroughly and are always pleased when they are actively engaged in the marketing of their book, helping us to identify appropriate reviewers and avenues of promotion.
We market books by:
• mailing our seasonal announcement catalogs to booksellers, librarians, and reviewers;
• working with a network of national and international sales representatives, who call on booksellers, wholesalers, and Internet retailers;
• sending advance reading copies (bound page proofs) to targeted media, followed by the distribution of review copies to a wider list on publication;
• dispatching an electronic news release announcing the book’s publication;
• featuring new titles at our website, and linking to social networking media;
• exhibiting copies of frontlist and backlist titles at academic and bookseller conventions and meetings;
• advertising selectively in journals and convention programs;
• distributing examination copies to professors and instructors for potential classroom adoption;
• submitting titles to award competitions;
• assisting authors who wish to arrange readings and signings;
• coordinating our efforts with those of the author’s publicist (if the author has hired one).
Seasonal catalogs and descriptive copy
We prepare two catalogs of new books each year: one for the spring/summer season (with publication dates from April through September) and one for the fall/winter season (with publication dates from October through March). Each season the new titles in these catalogs are presented by our editors to our sales representatives, who in turn present them to booksellers, wholesalers, and Internet retailers.  The catalogs are also mailed to review media and are distributed at trade and academic conferences.
In creating the book descriptions that appear in the catalog, we begin by asking our authors to prepare a preliminary draft of roughly 250-300 words. Then we revise those drafts, often adding prepublication endorsements (“blurbs”) provided by scholars and others who have read the manuscript. While blurbs can be helpful, they are by no means essential. The descriptive copy must fit within strict space constraints, and blurbs are generally limited to 60 words or less. The author is given an opportunity to review and approve the revised draft. Once a final version of the catalog copy has been agreed upon, it serves as the basis for the book’s back cover copy.

Sales representation and order fulfillment
Our sales representatives include the Columbia Consortium organized by Columbia University Press (for bookstores in the continental United States), Scholarly Book Services (Canada), the Eurospan Group (United Kingdom, Europe, Africa, and the Middle East), and East West Export Books (Asia, the Pacific, and Hawaii).
Each season we meet with the sales representatives and provide them with information to support their efforts to secure orders for our books. They then call on the buyers for all of the major booksellers, including both college and general-interest bookstores and the large wholesalers, such as Ingram and Baker & Taylor. Each company requires specific information about new titles, which we provide at the beginning of each season.
Warehousing and order fulfillment functions are handled by Hopkins Fulfillment Services, a subsidiary of Johns Hopkins University Press. Phone orders can be placed at 1-800-537-5487, Monday through Friday, 8:30 a.m.–7:00 p.m. eastern time.

Internet booksellers
We also provide content information, bibliographic data, and cover images for our new books to Amazon.com, barnesandnoble.com, and other Internet book vendors. Each of these vendors decides what information it will include at its website and determines the editorial content (such as customer reviews, trade reviews, and category listings). Internet booksellers also determine whether to discount the price of a book and will sometimes adjust the listing of a book’s publication date or availability to meet their particular requirements.
We strive to provide Internet booksellers with accurate information and to correct the errors that often appear on their sites. Please note that the sales rankings posted by Amazon do not necessarily correlate with the total number of books sold, but only reflect those copies sold by Amazon.

Advance reading copies and review copies
For general-interest titles, we send advance reading copies (“ARCs”) to a select list of review media three months ahead of the publication date. These advance copies are produced from uncorrected page proofs and are perfect-bound, like a paperback book. The number of ARCs sent out depends on the size and nature of the book’s audience.  Typically, copies are mailed to advance review media (Publishers Weekly, Kirkus Reviews, Library Journal, Booklist), to a few newspapers and general-interest publications and radio programs, and to those reviewers who have requested copies on the basis of the catalog description.
On publication, copies of the finished book are mailed to a wider list of reviewers. We compile this list from our extensive database of print and online journals, newspapers, and other national and regional media. We also incorporate the author’s suggestions and respond to any requests from reviewers who have perused our seasonal catalog. Competition for review attention can be stiff—the New York Times Book Review now receives more than 7,000 books per week. But the distribution of review copies remains a key element of every book’s marketing plan.
Due to the high cost of international shipping, we limit the number of review copies sent overseas. In some instances, we will send a PDF (electronic) version of the book for review if time is of the essence or it is impractical to send the physical book. Our distributor in the United Kingdom responds to review copy requests in its territory.
As reviews appear, we forward copies to the author. In addition, we ask authors to send us any reviews they come across that may have escaped our attention. Scholarly journals can be very slow to produce reviews, but that does not deter us from sending out review copies. Excerpts from favorable reviews are posted at our website and are forwarded to Internet vendors such as Amazon. They are also sometimes added to the back cover copy on subsequent printings of a book.

Electronic news release 
Online marketing has become one of the most useful and cost-effective ways of getting the word out about a new book. On publication we dispatch an electronic news release announcing a book’s availability. It is sent to a wide range of media contacts and also to any individual e-mail addresses that the author has provided on the marketing questionnaire. The distribution of this news release often generates additional requests for review copies.
Website promotion
Our website serves as a key marketing vehicle and source of information about University of Massachusetts Press books. For each new title, the website provides bibliographic information, descriptive copy, promotional blurbs, and a cover image, as these elements become available. New content is routinely added to the website, including news notes, reviews, and book awards. On publication, each new title is showcased in the “Featured Books” section of the homepage. The website also offers a secure ordering platform for customers using credit cards.
Some authors are now creating their own individual websites for their books. This can be an effective way to promote and facilitate online sales. In such cases, we ask authors to include a link to the url of the book’s page at the University of Massachusetts Press website. In return, we are happy to include a link from our website to theirs.
Many authors also choose to include a link to the book page in the signature block for all their routine e-mail correspondence. If they participate in any e-mail forums or blogs, we encourage them to announce their book at these sites as well. Free blog platforms for beginners include Blogger (www.blogger.com), WordPress (http://wordpress.org), and LiveJournal (www.livejournal.com).

Facebook and other social networking media
In addition to using personal websites and blogs, a growing number of our authors are now promoting their books via various social networking media, including the following:
Facebook (www.Facebook.com). An author can set up a “fan page” specifically for the book or can post information about it on his or her personal page. Facebook enables people to reach out to a large number of contacts and “friends” in minutes. Authors are sometimes surprised by how many people find them when they open an account. We are happy to share examples to help them get started.
Twitter (www.twitter.com). Twitter is a mini-blogging site that takes only minutes to set up. People then follow you and you follow others on Twitter. It takes some time to build a community on Twitter, but it is a way to reach out to a large number of people quickly. You can post from your computer or via a cell phone.
LinkedIn (www.linkedin.com). LinkedIn is a professional networking site where members can post information and join subject area groups.
Wikipedia (www.wikipedia.org). Wikipedia is a nonprofit online encyclopedia project. Entries can be created and edited by anyone. Authors can post personal biographies and link through to the book page at our website.

Exhibits
Each year we display our books at many academic and trade meetings. We rent a booth in the exhibit hall at several major academic conferences, including the American Studies Association, the American Historical Association, the Association of Writers and Writing Programs, and the Organization of American Historians. Our editors meet with authors at these meetings and showcase the latest releases. We also display new titles at regional and national bookseller meetings.
In addition to the major academic conventions, our editors attend a number of smaller meetings, such as the American Society for Environmental History, the Society for the History of Technology, and the National Council on Public History. At meetings where one of our editors is not in attendance, we arrange for specific titles to be displayed through various cooperative exhibit services, such as Scholars Choice.
If an author is speaking at a conference and would like a book to be displayed, we ask to be notified well in advance so that we can make the necessary arrangements.

Advertising
We advertise in the programs of the major academic conventions in the fields in which we are most active. We also advertise selectively in journals and trade media. It is common knowledge that advertisements lead to relatively few direct sales, but they are helpful as a promotional tool and as a way of bringing a book to the attention of its intended audience.

Examination copies and desk copies
Teachers who wish to consider our books for course use are invited to request examination copies. Exam copies are provided for a minimal shipping charge. For additional information about our exam copy guidelines, please click here.
We provide desk copies to teachers who have adopted our books for classroom use. Instructors may request a desk copy when ten or more new copies have been ordered. For additional information about our desk copy guidelines, please click here.

Awards
We are happy to submit new titles for awards that seem appropriate for the book in question, provided they don’t involve prohibitive entry fees. Typically, we submit any one book to no more than three different competitions.

Author events and appearances
Book readings and signings can be rewarding, but it is important that they be well planned. We do not actively seek reading opportunities for authors, but can make sure that books are available at an event as long as enough lead time has been allowed. It is best to work with a bookstore that is known for conducting well-promoted, successful author events. Post cards or e-mail messages should be dispatched well in advance to friends, family, and colleagues to bolster attendance. Authors are also encouraged to consider opportunities to speak at universities, libraries, museums, and other places where the audience will have a special interest in the topic of the book.

Radio promotion
Local radio shows and NPR affiliates are excellent vehicles for publicizing new books, and the national programs can be very helpful as well. But there is tremendous competition for the limited time for author interviews on NPR’s Fresh Air, All Things Considered, and Morning Edition. Nevertheless, we send our seasonal catalogs to the producers of these shows and respond promptly to all expressions of interest.

Publicists
For each new title, we seek to capitalize on publicity opportunities as they arise. But with a relatively small staff, there are limits on how much time we can devote to any one book. Realizing this, some authors choose to make the additional investment in a freelance publicist, who can help to promote the book and can target specific pitches to radio, television, and other media. We have worked successfully with a number of freelance publicists and are happy to recommend specific individuals for particular titles. It is important that these arrangements be made well in advance of publication.

Author copies
Beyond the contractual gratis copies, which are sent on publication, all authors who publish with us are entitled to purchase copies of their own book at a 40 percent discount. Prepayment is required on all individual orders, including those from authors. Phone orders can be placed at 1-800-537-5487, Monday through Friday, 8:30 a.m.–7:00 p.m. eastern time.
Publishing Formats
We are committed to the principle that our books should be available in whatever format our readers prefer. Most University of Massachusetts Press titles are offered in paperback editions, and many are now also available in digital editions.
Hardbound editions
If no paperback edition is available, then the hardbound edition is jacketed. But if a paperback edition is published simultaneously, then the hardbound edition is intended strictly for libraries and is unjacketed with the cover design printed on the binding.
Paperback editions
Some titles are released as “paperback originals” with no hardbound edition, some are released in paperback after initial publication in hardback, and some are released simultaneously in paperback and hardback editions. The paperbacks are printed either on traditional offset presses or using new digital technology. In either case, we make sure that high production values are maintained. We also invite our authors to be involved in the process of selecting cover art.
Digital editions (e-books)
Individuals: In partnership with Google, we have made more than 800 titles available for purchase by individuals in digital editions. These e-books are priced at least 20% lower than the paperback and hardcover editions. They can be purchased through the Google eBookstore or through the IndieBound website of independent booksellers: www.indiebound.org. Selected titles are also available in e-book editions from Amazon Kindle, Apple iBookstore, Barnes & Noble Nook, Kobo, and other e-book retailers.
Libraries: UMass Press titles are available to libraries in e-book collections created by the University Press Content Consortium (UPCC). Using the Project MUSE platform developed by Johns Hopkins University Press, and bringing together the content of more than 90 university presses, UPCC’s e-book collections include both frontlist and backlist offerings, with the book content fully integrated for searching and browsing with MUSE’s scholarly journal content. Libraries purchasing the e-book collections have perpetual access rights, with unlimited simultaneous usage, downloading, and printing of chapter-level PDFs.
We also have continuing partnerships with ebrary, EBSCO (formerly netLibrary), and MyiLibrary, all of which supply e-books to libraries.
Contact Update
For authors currently under contract or already published with the University of Massachusetts Press, please send updates to your contact information (e-mail, home or office address, phone number, or position/title change) to your acquiring editor or info@umpress.umass.edu. 
Royalty updates
Home address changes and instructions to redirect royalty payments should be sent to Yvonne Crevier atycrevier@umpress.umass.edu. If your home address or other tax reporting information has changed, please complete one of the tax forms below with your new information. This will allow us to update your vendor file so that you may continue to receive royalties.
If you are a U.S. citizen residing in the U.S., a U.S. citizen residing abroad, or a U.S. resident alien please use this Form W-9. Print out and complete the W-9 form, sign and date at the bottom, and return the completed form via fax, PDF attachment, or postal mail to the address below.
If you are a non-U.S. citizen residing abroad, or if you are residing in the U.S. with foreign status please use this Form W-8BEN. Print out the W-8 form and complete Part I (the U.S. taxpayer number in line 6 is not required), sign and date at the bottom, and return the completed form via postal mail to the address below. Please note that an original signature is required for W-8 forms, and fax or PDF forms will not be accepted. 
Send completed tax forms to:
Juniper Prizes
Juniper Prize for Poetry
In 1975 the University of Massachusetts Press established the Juniper Prize for Poetry, an annual award for a selected manuscript of poems to be published by the Press. The award is named in honor of the poet Robert Francis (1901-1987), who for many years made his home at Fort Juniper in Amherst. The winning poet now receives a prize of $1,500. All submissions are judged anonymously by a panel of distinguished poets. 
Desk Copies
Instructors who have adopted a University of Massachusetts Press book as a classroom text may request a free desk copy when an order for at least 10 new copies of the book has been placed from a college bookstore. A second desk copy may be requested when an additional 20 new copies of the book have been ordered. All desk copies are provided at the discretion of the University of Massachusetts Press.
To request a desk copy, you may use the Desk Copy Request Form, or submit your request on departmental letterhead or from an educational e-mail address. Desk copy requests must include the name of the course, when the course will be taught, expected enrollment, your title, department, and institution, your office mailing address, telephone number, e-mail address, and the name of the bookstore where your course book order has been placed.
E-mail your request to kfisk@umpress.umass.edu. 
Fax your request to 413-545-1226
Mail your request to:
Desk Copies
University of Massachusetts Press
East Experiment Station
671 North Pleasant Street
Amherst, MA 01003
Exam Copies
Instructors may request an exam copy when they wish to examine a University of Massachusetts Press book for possible use as a classroom text. There is an $8.00 shipping and handling fee per exam copy. The exam copy becomes the instructor’s desk copy if the book is adopted for course use. All exam copies are provided at the discretion of the University of Massachusetts Press.
To request an exam copy, you may use the Exam Copy Request Form, or submit your request on departmental letterhead or from an educational e-mail address. Exam copy requests must include the name of the course for which the book is being considered, when the course will be taught, expected enrollment, your title, department, and institution, your office mailing address, telephone number, e-mail address. Please send a check payable to University of Massachusetts Press, or include your daytime phone number so that our customer service representative can call you for your credit card information. For security reasons, please do not e-mail your credit card number.
E-mail your request to kfisk@umpress.umass.edu
Fax your request to 413-545-1226
Mail your request to:
Exam Copies
University of Massachusetts Press
East Experiment Station
671 North Pleasant Street
Amherst, MA 01003
Coursepacks and E-Reserve
Reproducing material for classroom use requires the permission of the copyright holder and may involve fees. Classroom use includes material reproduced in coursepacks, placed in e-reserve, and posted in online course management systems such as Blackboard and Web CT.
To secure permission to reproduce material from a University of Massachusetts Press book for classroom use, please contact Copyright Clearance Center, which handles all of our classroom permissions.
Fair Use
The doctrine of "fair use" allows people to copy brief portions of a published work for certain purposes (e.g., a reviewer quoting from a book being reviewed, or a scholar supporting an argument by quoting the work of another scholar). But it is a mistake to think that any educational use of published material is fair use. For guidance on what constitutes fair use, please visit the websites listed below.
For permission to reprint or reuse material from University of Massachusetts Press books, please visit our Rights & Permissions page.
Resources and information about copyright and fair use
Permission FAQs: Author Responsibilities and Copyright Guidelines courtesy of the Association of American University Presses (AAUP)
Myths About Fair Use article from Inside Higher Ed
Copyright Basics at Copyright Clearance Center
Fair Use at U.S. Copyright Office
Copyright and Fair Use at Stanford University Libraries
Copyright Advisory Office at Columbia University Libraries/Information Services
Ordering Information
The University of Massachusetts Press fulfillment operations are handled by Hopkins Fulfillment Services, a division of Johns Hopkins University Press. Customer service representatives are available Monday through Friday, 8:30 a.m. to 7:00 p.m. eastern time. Send orders, payments, and correspondence to:
University of Massachusetts Press
c/o Hopkins Fulfillment Services
PO Box 50370
Baltimore, MD 21211-4370
800-537-5487 (U.S. and Canadian customers)
410-516-6965 (all other customers)
Fax: 410-516-6998
hfscustserv@press.jhu.edu
Booksellers
Booksellers may order through a wholesaler or directly from Hopkins Fulfillment Services. For direct orders, please contact your sales representative to ensure that you receive the best available discount.
Libraries
Libraries may order through a wholesaler or directly from Hopkins Fulfillment Services. Purchase orders will be billed for three or more copies; otherwise prepayment is required.
Individuals
Individuals may purchase books using our secure online shopping cart by clicking the "Add to Cart" button from any book page on this website. For additional ordering information, please click here.
Publishing Formats
We are committed to the principle that our books should be available in whatever format our readers prefer. For information about our publishing formats, please click here.
Returns Policy
Current editions of clean, resalable books may be returned within 18 months of invoice date. No prior permission is required. 
Returns must adhere to the following guidelines:
· All stickers and sticker residue must be removed.
· A debit memo must be enclosed stating the reason for the return and the original invoice number(s). Credit will be issued at the highest maximum discount if invoice numbers are not supplied.
· All shipping charges must be prepaid.
Send all returns to:
HFS Returns Department
c/o Maple Logistics
Lebanon Distribution Center
704 Legionaire Drive
Fredericksburg, PA 17026
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U.S. SALES REPRESENTATIVES (except Hawaii) through the Columbia University Press Sales Consortium
New York City
Dominic Scarpelli
61 W. 62nd Street
New York, NY 10023
212-459-0600 ext. 7113
Fax: 212-459-3678
ds2476@columbia.edu
Northeast and South
Catherine Hobbs
17 Stonefield Road
Palmyra, VA 22963
804-690-8529
Fax: 434-589-3411
catherinehobbs@earthlink.net
Midwest
Kevin Kurtz
1658 N. Milwaukee Ave., #552
Chicago, IL 60647
773-316-1116
Fax: 773-489-2941
kkurtz5@earthlink.net
West
William Gawronski
1536 W. 25th Street PMB #284
San Pedro, CA 90732
310-488-9059
Fax: 310-832-4717
wgawronski@earthlink.net
FOREIGN SALES REPRESENTATIVES
Canada
Scholarly Book Services
289 Bridgeland Ave, Unit 105
Toronto, ON M6A 1Z6
Canada
800-847-9736
Fax: 800-220-9895
orders@sbookscan.com
U.K., Europe, Africa, and the Middle East
Eurospan
3 Henrietta Street
Covent Garden
London WC2E 8LU
United Kingdom
+44 (0) 1767 604972
Fax: +44 (0) 1767 601640
eurospan@turpin-distribution.com
www.eurospanbookstore.com/massachusetts
Asia, the Pacific, and Hawaii
EWEB (East-West Export Books)
2840 Kolowalu Street
Honolulu, HI 96822
808-956-8830
Fax: 808-988-6052
eweb@hawaii.edu

9999999999999999999999999999999999999999999999999999999999999999999999999999999
A Guide to the Publishing Process
The publishing process can appear convoluted at times, especially if this is your first time thinking about writing a book or working on turning it from manuscript to finished article. At Bloomsbury Academic each and every stage is carefully planned and monitored by the people charged with looking after your books – us. We’re very proud of our commitment to detail and we’re always happy to answer questions on any aspect of the publishing process, from initial conversations about ideas, through to peer review, through to seeing the book in print. 
Points To Consider While Writing Your Book
House Style Guidelines 
A generic version is available for reference on this site, but please consult your Commissioning Editor for guidelines specific to the list or imprint for which you are writing. We recommend that our house style is implemented from the outset, since the task of re-editing your manuscript to comply at the last stage can be very laborious.  

Delivery Date and Length
The agreed delivery date of your manuscript is stated in the contract. We need to know of any delays you encounter as soon as possible so that we can agree a new date. We schedule books for publication up to fifteen months in advance and it is imperative that we work from correct schedules to organize the production and promotion of your book. The contract also states a maximum length for your manuscript. If, while writing your book it becomes clear that the agreed length is unworkable, please let us know as soon as possible. We can generally accommodate minor changes in length (i.e. within 10%) but more significant changes will require serious consideration as they are likely to have an impact on the selling price and, in turn, on the sales potential of the book.

Permissions
Permission from the copyright owner must be obtained for any third-party materials cited that fall outside the remit of ‘fair dealing’ or (in the US) ‘fair use’ conventions. For information on the interpretation of fair dealing in UK law, please consult theSociety of Authors website.

You should note that there is no fair dealing exemption for epigraphs, which always require permission, as do quotations of any length from poems, letters, lyrics and recipes. Artwork and images, including photographs, maps and line drawings also require written permission. Photocopies or scans of permissions granted must be submitted with your manuscript on delivery.

Artwork and Images
The use of images and the number permitted will have been agreed with your Commissioning Editor and stated in the contract. Any changes to these specifications must be approved by your Commissioning Editor in advance of submission of the final manuscript.

Cover Design and Book Titles
The sales cycle for your book may begin before you have completed the manuscript. Our designers will start working on the cover design approximately 15 months before the scheduled publication date. If you have ideas, or specific images in mind please discuss these with your commissioning editor well in advance. You should note that a high proportion of images found on internet searches are unlicensed. We require high-resolution images, licensed for commercial use (as opposed to editorial use), with model releases where appropriate. We would thus prefer that images suggested to us are sourced through reputable agencies such as Corbis, Getty Images or Shutterstock.  

If you are considering a title change for your book, please discuss this with your commissioning editor as early as possible. Once your book has been advertised in a catalogue it will also have entered all the major bibliographic services internationally, with advance sales being generated. At this point it is unadvisable to consider changing the title.  

Delivering Your Manuscript
Please ensure that the final manuscript has been proof-read and is as free from error or omission as you can make it. Corrections made at proofs stage are very expensive and costs will be passed on to the author. If English is not your native language, you should consider having the book read by a colleague or professional editor who is a native speaker before submission.  If you are the editor of a contributed volume, it is your responsibility to check through the entire manuscript, paying particular attention to any chapters by non-native speakers. We ask you to ensure that the chapters are consistent in style throughout the book, especially in terms of their notes and references. 

A checklist for submission is available on our website or through your Commissioning Editor. Please ensure that you include every element to be incorporated in the book, including (but not limited to):

•    Title page
•    Table of contents
•    List of contributors
•    List of illustrations
•    Glossary
•    Foreword or preface
•    Notes
•    Bibliography

The manuscript should be delivered electronically as an email attachment or on a memory stick or CD. Please ensure that each chapter is saved as a separate document. Artwork should be supplied electronically as high resolution scans (minimum 300 dpi). Scans or photocopies of all permissions documents must be supplied at this stage.

On receipt of the manuscript, the Commissioning Editor will check the word count and the number of illustrations to ensure that the book is in line with its contracted length and you will be informed of the next stages. Many books are sent for external peer review at this stage and this process takes approximately 6 -10 weeks. Books appearing in series will be sent to the series editor/s for review. Readers’ reports, series editors’ reports and any queries or suggestions from the Commissioning Editor will be sent to you for a response. Any revisions should be negotiated with your Commissioning Editor and a final submission date agreed. 

Please inform your Commissioning Editor if you will be unavailable at any point during the production process. Any absence we have not been alerted to will have an impact as we work to very tight schedules. We also need to know if you do not plan to supply your own index for the book at proof stage, so that we can commission a freelance indexer. 

Following receipt and approval of the final manuscript, your Commissioning Editor will arrange handover to the Production Editor. 

The Production Process

You will receive a letter of introduction from the Production Editor at Bloomsbury Academic, confirming receipt of the manuscript and outlining the route your book will take to make it ready for print and digital distribution. 

The next stages are:

•    Copy-editing
•    Typesetting
•    Proof-reading
•    Revision
•    Indexing
•    Digital Bundle creation (including, among others, a press-ready file and an ePub file)

Most of our books are taken through this process by specialist, out-of-house Project Managers. Your Project Manager will be in regular contact, sending you information on the production process, what is required of you, and a detailed schedule.
As a rough guide a standard schedule from handover to our production department to publication, for a non-complex, project-managed book is as follows:

•    Copy-editing (4 weeks, with author queries arising in the 3rd week)
•    Typesetting (2 weeks)
•    Proof-reading and collation (3 weeks)
•    Revision (1 week)
•    Revises check and indexing (1 week)
•    Final correction (1 week)
•    Digital bundle creation (1 week)
•    Printing (5 weeks)
•    Delivery of bound copies to warehouse and distribution (4 weeks)

Copy-Editing
An experienced, professional copy-editor will be assigned to your book. The level of editing we request varies according to the needs of the project. It is usual for the copy editor to:
•    Correct grammar, spelling and syntax
•    Check references and bibliographies for omissions and inconsistencies of style
•    Bring any suspected errors, omissions or duplications to your attention.

It is not usual for the copy editor to make stylistic interventions other than to implement our house style, or undertake any rewriting. 

Queries will be sent to you by the copy editor and it is your responsibility to supply answers by the requested deadline. All changes are then incorporated into the electronic text. Please note that you will not see the copy-edited manuscript.

Proof-reading
The edited files are tagged to create the XML from which the digital versions of your book will be produced, and the print version of your book is set in Indesign. You will be sent page proofs, in electronic PDF format. Please check these carefully since this is the last chance to make any amendments before the book goes to press.  Only essential corrections (e.g. typographic errors) will be made at this stage.  Once corrections have been made your Project Manager will supply revised proofs in electronic format for you to check, and to allow you to finalise the index if you are preparing it yourself.

Indexing
If you are preparing your own index, your Project Manager will supply you with detailed guidelines. A list of headwords and subheadings may be drawn up at first proof stage but we recommend that page numbers are not added until revised proof stage, when the pagination of the book is secure. If you have opted for the services of a professional indexer, they will be asked to compile the index at first proof stage, and you will be sent the index to check at revised proof stage. 

Printing 
Once revised proofs have been approved, the Project Manager supplies digital and print-ready files to us, no later than six weeks before bound copy date. Final artwork for the cover is submitted from the Design Manager. The Production Editor checks all files and sends them to the printer. 

Publication 
Advance copies of the book are checked by the Production Editor. On approval, stock is delivered into our warehouse, the gratis copied agreed in the contract are sent to the author and arrangements are made to ship the book to our distributors around the world. As a guide, the UK publication date is approximately four weeks after receipt of bound copies by the publisher, and the US and Australian publication dates are eight weeks later – though this may vary according to where the book has been printed and what the key market requirements are.  

Marketing your book
We will promote your book to the book trade and the academic market, including it in relevant catalogues, listing it on our website and exhibiting it at relevant academic conferences. In advance of submitting the manuscript you will be asked to complete a marketing questionnaire, which forms the basis of the marketing plan for the book and assists us with drawing up a review list. Please do alert us if you plan to attend a conference or other event at which you may be able to promote your book, as we may be able to supply flyers or other promotional materials. We would also be grateful for information on prizes for which your book may be eligible.

Rights
Bloomsbury has an active rights department, who will try to negotiate rights deals for your book wherever possible. We attend all the major book fairs, including Frankfurt and London, which are the major marketplaces for rights sales. 

We are grateful for any contacts you may have with potential foreign language publishers, including any who have published your previous work. If you have already had a title published in translation please let us know the name of the publisher, the language, the publication date and any other relevant details. 
Publishing with Bloomsbury
We want your publishing experience with Bloomsbury to be fun, energizing and productive. We firmly believe that our aims: to publish exciting and innovative academic texts chime with those of shared by the academic community. To help you understand exactly how we go about publishing books, journals and online products, we have prepared some information about our publishing processes. 
History of Bloomsbury Academic
Bloomsbury Academic is an imprint of Bloomsbury Publishing Plc. We are a leading international academic publisher, unconstrained by the conflicting interests of conglomerate ownership or a single academic institution. We are global in outlook, with offices in London, Berlin, New York, Sydney and New Delhi, and in Doha, our partnership with the Qatar Foundation – Bloomsbury Qatar Foundation Publishing. We presently publish around 1,100 titles each year with a particular presence in the Humanities, Social Sciences and Visual Arts and our backlist comprises over 20,000 titles.
Bloomsbury’s commitment to academic publishing began with the purchase of Methuen Drama in 2006. Our experience of developing this prestigious list in drama and performance studies paved the way for the launch of a more extensive academic programme. In 2008 we acquired Berg Publishers and Arden Shakespeare and we launched our own academic imprint, Bloomsbury Academic. Our remit in establishing the academic programme was to match the quality and innovation of the trade division of Bloomsbury with a world-class list of academic and specialist publications and a strong commitment to the exciting  opportunities of digital dissemination.

In recent years we have been fortunate to make further acquisitions, including the humanities and social science lists of Continuum (IPG Independent Publisher of the Year in 2011), the classics and ancient history lists of Bristol Classical Press, and the visual arts lists of Fairchild Publishers and Applied Visual Arts Publishing (AVA).
We enjoy the business of publishing, and thrive on working with authors and publishing partners to devise a successful approach for each title we publish. Academic proposals are peer-reviewed before we commit to publication, to help ensure quality and to support the career progression of our authors. Our expertise and experience allow us to make quick decisions, and, when needed, to bring important ideas rapidly to a global readership. New technology provides many new paths to market, and Bloomsbury is actively engaged in digital distribution, in a way which maximizes dissemination and protects rights holders. Our output includes textbooks, supplementary course books, research monographs, reference works, journals and digital services – including, in 2012, a complete digital data-base of the one million page archive of the papers of Sir Winston Churchill, in collaboration with the Winston Churchill Archive Trust. 

We publish many world-leading writers including Nobel laureates. Our authors include Theodor Adorno, Jean Anouilh, Alain Badiou, Karl Barth, Mary Beard, Bertolt Brecht, Caryl Churchill, Bernard Crick, Ronald Dworkin, Norbert Elias, Dario Fo, Michael Frayn, Paulo Freire, M A K Halliday, Martin Heidegger, Luce Irigaray, Henri LeFebvre, Alasdair Macintyre, Arthur Miller, Joseph Ratzinger, Jonathan Sacks, George Bernard Shaw, Rowan Williams, Tennessee Williams and Slavoj Žižek.
In addition to this roster of renowned figures, we are committed to seeking out the stars of the emerging generation. We look forward to working with you!
Our Commissioning Process

The core of the publishing process is the book proposal.  Ideas from books are as varied as the books themselves and arise in all sorts of different situations but generally a book is set down into a proposal ‘form’.  This form contains a summary of the book, its aims, its goals and main features. The form covers the market that the book is going to be written for, and also the existing books that form the central competition to the proposed one. We have various proposal forms that are adapted for our various divisions.  

The production process is as long as piece of string.  Some books are produced quickly, and some take a lot longer. Each individual book is deal with on its own terms and according to the needs of the market, so the first thing to say is – it is not a race, and do not compare your own turnaround times with others.  Speak to your editor if in any doubt!

We take the book from idea to finished product and then into the wider world. That is what we do: and we also make sure the book is the best it can be. You’ll have your idea and we go from this idea to a filled proposal form. The proposal and sample material (typically a draft Introduction and at least one sample chapter) will then be send out for peer review – to a minimum of 2 but sometimes 4 or 5 of your peers in the field. These reviews are anonymous (except when the reviewer is happy for his/her name to be shared with you). We use these reviews to help you hone the arguments and theories in your proposal and to make sure that the book will withstand the scrutiny of the marketplace. If it’s a monograph, does it advance the field? If it is a textbook, will it suit the courses it is aimed for?

Delivery of the finished manuscript is an important day – celebrate it! Your editor will be immensely pleased to receive it. In some cases, we’ll send the finished manuscript out for a further peer review process to elicit more feedback and to help improve the work still further. (Check with your editor to see if this is planned for your book.) Now we’re very close to the next stage, where we hand the materials over to production who then turn this collection of words and images into a finished book, bound and printed on paper and looking resplendent on eReaders across the world.

After copyediting and proofing, the book eventually goes to the printers. Depending on which printer and which type of book it is, it will be back in a few weeks and look and smell and feel like the real thing! A book is born. Once the cheering and general merriment is over, the next stage begins apace. It is time for Sales and Marketing to take over and do their thing, which is to take this book and enable it to flourish in the wider world. From Amazon listing to dusty bookshops in provincial by-ways, their job is to get the book out there and make people aware of it.
Our Commissioning Process
The commissioning process can appear to be opaque to people not familiar with it. It follows, for the most part, a fairly systematic set of milestones and is not mysterious at all. Every publishing house can have its own terminology but, first and foremost, a good book begins with a good idea.
The genesis of each book can be as varied as the books themselves are. While experienced authors may construct perfectly argued and fully- formed book proposals, more frequently ideas are  raised in discussions – by email, on the phone or in person,  with the commissioning editor, or negotiated between author and editor on the basis of a speculative proposal. When it becomes clear that both parties think the idea has potential, we do require a formal and reasonably detailed written proposal and, according to the project, we may also require sample chapters.
We have a range of blank book proposal forms suiting the requirements of our various divisions. These are available to download below and are extremely helpful for us to have fully completed – each question elicits very important information for a particular facet of the process.
When your book proposal form (and sample chapters if appropriate) is ready to go, the next stage is to engage with peer review and for the editorial department to help you to make the proposal as good as it can be. The sample chapters too will undergo consideration, review and revision at this stage. Like most academic book publishers, we generally operate ‘single-blind’ peer reviewing, that is, the reviewer knows who you are but you do not know who they are. You will be sent copies of the reviews when they are available and invited to respond. 
If the reviews are good, and the editor is confident about the project the next stage is the infamous publishing meeting. Your commissioning editor presents the idea for the book together with supporting documents to people within the organization in the editorial, sales, marketing and production departments. They make an informed decision based on all the documentary evidence and projections on whether the book is good fit for the list, for the company and for the market. Assuming that there are no serious and fundamental objections, your editor has approval to offer you a contract. This will set down all the formal details of the agreement between the Publishing House and yourself – delivery dates, extent of manuscript, and remuneration. 
After this: the process of writing the book, and steering it towards a successful and timely delivery.

Good communication between author and publishing house is the best way of producing effective marketing for the forthcoming book. So, whether your path to the publishing house has been relatively straightforward, has been punctured by specific and cruel instances of maltreatment by the house you are now required to work with, or you have been turned down by hundreds of publishing houses and are absurdly grateful to now be offered a contract by this one, put the past behind you. The best results will be achieved by working methodically with this publisher, not re-fighting old battles.
Given that:
· No other industry produces as many new products a year, or offers its employees so little time (or money) with which to market them, and
· All books receive basic attention (catalogue entry and advance notice, information on the database),
Your aim is to ensure that you get the maximum possible in-house attention and consequently the best possible resulting sales.
Why do you want to be published?
Spend a few minutes thinking about this rather obvious question. It will help you establish priorities. For example, do you want this book to be published:
· Because you have a burning desire to write, and your career as a writer depends on being published?
· To support other activities such as lecturing or training or your general professional development; a book gives credibility to your wider profile?
According to the rationale provided above, you may be looking for a variety of different kinds of support from your publisher. For example, as a new fiction author you might want the publishers to help with:
· Listing in their promotional materials and linking you with appropriate other (and better known) authors, for example ‘the new Joanna Trollope’
· Finding a suitable endorsement for your title from someone well-known, which will encourage the possibly interested to pick up your book
· Leaflets to hand out if you undertake speaking engagements
· A cover blurb and cover that really appeal to the market
· Inclusion in relevant trade promotions, for example Christmas catalogues
· Enthusiastic presentation to the reps with anecdotes, to ensure that they remember your title and pass on the right information to get it stocked in shops.
If your book supports a training course, you might want the publishers to help with:
· Flyers to hand out when training
· An attractive bulk purchase deal to allow you to sell your title as part of training packages
· Very efficient delivery of the same so you can rely on them to get the books where and when they are needed
· Relevant advertising in professional magazines
· Inclusion in direct marketing promotions aimed at the right market
· Liaison with book retailers active in this market
· A cover and blurb that reinforce the image you are trying to create, and appeal to the market.
Marketing
Marketing is much more important to publishers today than used to be the case.
Until about 15 years ago, the industry was editorially dominated; most of the early decisions about the manuscript were taken on the basis of content, with discussion of how to make the product sell starting much later.
Today, the vast majority of publishing houses are led by people from a marketing background. With books being sold through a much greater variety of locations (for example, supermarkets, garage forecourts, leisure centres and restaurants, as well as via the internet), the marketing of books has had to become more professional.
This is having a substantial impact on the kind of titles commissioned.
Rather than remaining a product-driven industry – where products are created before the search for markets begins – the industry is now increasingly market-driven. Publishers try to identify market segments with specific needs, and then to produce the products to match.
What happens and when?
Most publishing houses divide responsibility for different parts of the publishing process between different departments (editorial for content, marketing for spreading information and persuading people to buy, sales for achieving the orders, production for format, distribution for the mechanics of getting the books where they are needed).
It is usual for senior staff from each of these departments (or perhaps just the appropriate director) to get together at regular intervals to discuss, and then hopefully approve, the plan to publish new titles.
It is at these meetings that the idea for each potential new title will be discussed and the Marketing Director will present an outline plan for both the estimated size of the market, and how best to reach it; the Sales Director will be required to say how many they estimate are likely to be sold.
Sometimes there is a single Marketing and Sales Director handling both plan and sales estimate; sometimes there are two individuals with separate teams. Whatever the case it is essential that they cooperate to establish the planned title’s potential print run, and then see that plans are carried out and the sales estimate fulfilled.
Once a forthcoming title has been approved at this meeting, and money can be spent on it, the title’s marketing and selling will be broken down into a series of stages that will be carried out by more junior members of the department
The author's publicity form
At about the same time as your contract is sent out, you will usually be sent an author’s publicity form (it may get overlooked, so do be sure to ask for one).
An advance notice (or advance information sheet/forthcoming title sheet)
The name of this document varies from house to house, but it is a constant throughout the industry.
An advance notice is routinely produced for each new book and will be sent to all who need to know about it (bookshops, reps and wholesalers, international offices, and so on).
This is the first public information on the forthcoming title; it usually appears six to nine months pre-publication, and will be heavily used in persuading bookshops to support your book.
The usual format is a single sheet, with the subject matter broken down under a series of headings (author, title, short piece of information on the title, publication details such as format and price). It will be available as both hard copy and an electronic document.
The basic differences between this document and the house database information are that this is for external, not internal use; it will also include a sales prediction. The advance notice should feature any information that gives an idea of how many copies are likely to be sold, thus encouraging the retailer to stock the book.
This could include:
• The sales of the author’s last title
• Any key trends in the media/in society that highlight the subject matter with relevant audience/population figures
• Publicity/promotion already arranged to support demand
• Brief details of the location of story or author which may help persuade local stockists to take more.
If you are asked to help
As the advance notice gets heavily used in the process of persuading booksellers to stock your title, ensure that your publisher has the most up-to-date information on you, your previous titles, and how they have sold (particularly important if you have changed publisher since your previous book).
EPOS (or electronic point of sale – a till-point recording of what has been sold) will give them a strong idea, but any additional information you have should be passed on. For example:
‘At a recent book signing in the USA, at the Romance Writers of America national conference, I sold 50 books, even though my titles hadn’t been released or publicised in the USA, purely through contacts I had made through my blog. That’s only a very small slice of the people who read the website, and I imagine the impact is much greater than I can see.’ Julie Cohen, author
In particular, be sure to pass on any information if the book has now changed its title. If there has been any change since the contract was issued, it’s important to pass on the information formally (by email or letter), rather than relying on a conversation/discussion.
A title that changes its name between initial announcement to the trade and appearance of the book can cause endless confusion, and result in lower stock
Rights and legal advice
Do you worry about how to protect your literary efforts?
Many writers are concerned that submitting their book to publishers or agents runs a risk – a risk that their work might be stolen (gasp!).
Isn’t there a chance that an agent would pick up their idea and pass it onto to an already established author? Or perhaps ‘sell’ it to a publisher who in turn might go and commission a book on that very subject?
I always tell writers not to waste their time fretting about this. Firstly, reputable publishers and agents are not in the business of ‘stealing’ work. They are inundated with plenty of writers with plenty of ideas and if yours has potential then rest assured the agent or publisher will be interested in you and your work.
Likewise, if they reject your manuscript, it’ll be because your book isn’t suitable for their list of titles, not because they’ve passed the idea on to someone else.
But should you happen across a book similar to yours, could this mean your idea has been stolen? Well let’s be realistic, bearing in mind the number of writers in the world, there is every chance more than one might arrive at very similar themes. It might then be a case of who writes it in a more marketable way or even who gets there first.
What you are able to copyright is ‘the expression of an idea’. This means your actual written sentences, your characters, plot, argument and conclusion. All you need to do to safeguard these (and to gain ownership of the copyright of your work) is to get them down on paper.
A book idea floating around your head or hatched out with your best mate in the pub will not be covered.
Just be sensible and keep all your initial workings and preliminary plans, whether saved on your computer or as scribbles in your diary. Some writers post themselves a dated copy of their finished manuscript to ensure they have concrete proof that the work belongs to them.
So, worrying about your work being stolen is really just giving yourself one more thing to worry about (easy if you’re a natural worrier – I am). Your ultimate aim is to express your idea in book form, as a sellable product to a publisher, and fortunately this is exactly what your copyright protects.
Want to know more? The Writers’ & Artists’ Yearbook has an entire section devoted to the tricky subject of copyright and libel
Copyright law is an issue that I get lots of questions about, and rightly so, because it can be a complicated business.
The most recent enquiry was from a gentleman who wanted advice about using an extract from another author's work in his manuscript. This is what I told him:
If you want to include someone else's work in your own, whether a poem, song lyric, reference, photograph, map and so on, you must seek and obtain permission from the copyright owner.
The good news is that there is an exception: if you want to quote only a dozen or so words, such as a short phrase or a quotation, you can usually do so without permission, providing you reference it correctly. Top tip:Never guesstimate the amount of words you want to use. Always check and be sure your word count is allowable.
How to seek permission? In the case of literary works, the publisher of the work is the first port of call. Many publishing houses have permissions departments which handle just this sort of thing. If they aren't able to grant permission directly, they will know who to contact. Should you run into a brick wall, the British Copyright Council and the Copyright Licensing Agency are there to advise and point you in the right direction. Obtaining permission can take time, so it's advisable to seek it as soon as you know (or think) you'll need it. If you don't bother or hope for the best and are found guilty of plagiarism, you could find yourself facing legal action. Even though it's unlikely you'll do porridge as a result, you will be landed with a hefty fine, legal costs and a bad reputation. No one likes a copycat.
Jo has 13 years’ experience of the publishing industry. She has worked for three mainstream publishers in various editorial roles, most recently at A&C Black for seven years as Editor of the Writers’ & Artists’ Yearbook and the Children’s Writers’ & Artists’ Yearbook. She has written articles for Publishing News and runs writers’ workshops at UK literary festivals on the subject of getting published. She lives in London but is originally from Wales
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Using third party material in your publication
Protecting the intellectual property of our authors is an important element of our responsibilities as a publisher, and in turn we try to set a high standard when using the Intellectual Property of others in the work that we publish and sell.

If you intend to use 3rd Party Material in your manuscript, please review the information provided in the sections below for guidance. We are not able to give you legal advice (you should always seek your own independent legal advice if you require it). Please note that Palgrave Macmillan does not take any responsibility for the content found on external websites which we have linked to.
In this section:
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Assessing Whether Permission is Required
Your Own Previously Published Work
Pre-Existing Licenses
Applying for Permission
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Epigraphs
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Useful Websites
[bookmark: summary]Summary
If you would like to include material sourced from a third party in your work, please discuss this with us at the earliest possible stage.
Remember:
· You may only include 3rd Party material in your manuscript with the prior consent of your editor, this includes epigraphs.
· You will need to seek permission to reproduce any 3rd party material included, unless you are using items that are:
o not subject to copyright (e.g. where the term of copyright has expired)
o covered by a copyright exception
o covered by a pre-existing license
· Applying for re-use permission is time consuming and can also be expensive (in most cases you will be responsible for payment of any fees).
· It can be hard to negotiate the range of rights required in order to make publication of your work viable.
· Other legal issues may arise from the way in which you use material in your manuscript. These other issues might include, but are not limited to, libel and privacy.
The best advice we can give you is to avoid including any 3rd party material for which permission would need to be sought.
[bookmark: Note_for_Editors_of_Collections]Note for Editors of Collections
If you are editing a collection of essays, you must ensure that a license agreement has been reached with each contributor. It is usual for the contributor either to assign copyright or license all publishing rights to you or to Palgrave Macmillan to enable the volume to be treated thereafter as a whole. Your editorial contact will give you the necessary forms for signature. A completed, signed form for each contributor should be delivered with your final manuscript. You should additionally ensure that each contributor is aware of the requirements outlined here regarding use of third party content, including their own previously published items.
[bookmark: Assessing_Whether_Permission_is_Required]Assessing Whether Permission is Required
Compile a list of the third party material you intend to use, using the permissions checklist.

Is the material:
· Out of copyright?
· Available under a pre-existing licence which gives acceptable terms?
· Able to be used under a copyright exception?
If the answer to these questions is ‘yes’, you won’t need to clear permission. However you should still complete the Permissions Checklist detailing the terms under which you are using these items, including acknowledgements, when you submit your draft manuscript (please provide dated print outs/screen prints for pre-existing license terms).

If the answer to these questions is ’no’ for any item, consider whether it could be dropped from your work altogether or replaced with an alternative (it may be possible to modify the use so that a copyright exception would apply).
If, at the end of this process, there are still items for which you need to seek permission, please advise your editor before proceeding.
[bookmark: Your_Own_Previously_Published_Work]Your Own Previously Published Work
If you wish to reproduce material that you have previously published, unless you have specifically retained the right to do so in any publication agreement that you signed at the time, it is highly likely that you will need to obtain the consent of the work’s original publisher to reproduce the work elsewhere. The terms and conditions that publishers apply to such re-use varies considerably. Some publishers, particularly of journals, have ‘retained rights’ policies that set out what authors can do with their work following its original publication, without a formal permissions request needing to be made. We are only able to include an author’s previously published work if the terms and conditions of re-use are in line with our Required Rights. Do discuss use of such material with your editor at the earliest possible stage, and certainly well in advance of submitting your manuscript. Please itemise such material on your Permissions Checklist and supply a copy of the permissions grant obtained or a dated printout of the original publisher’s ‘Retained Rights’ policy.
[bookmark: Pre_Existing_Licenses]Pre Existing Licenses
This term is used to refer to content which has been made available with licensing terms that allow re-use without needing to make a specific application. This would include content made available under a Creative Commons License, the UK Government’s Open Government License and many other businesses where terms and conditions available on-line state what can and can’t be done with their content. If you intend to use material which is covered by a pre-existing license then you must ensure that the terms and conditions of such a license are sufficiently broad and in line with our Required Rights. Be aware that it may not be possible to accept some pre-existing license terms, for example in the case of Creative Commons, we couldn’t publish anything under with an NC (non-commercial) or SA (share alike) suffix. If you intend to adapt any material, do ensure that the license permits adaptations or derivatives (Creative Commons licenses use ND to indicate ‘no derivatives’). If you are unsure whether the terms and conditions are acceptable, do speak to your editorial contact who will be able to advise.

Please itemise any material used under a pre-existing license on your Permissions Checklist ensuring that you supply a copy or screen print of the license terms that apply (remember to date them).

Do ensure that you comply with any requirements for re-use of the material under the license, for example how the material should be acknowledged. It may be possible to accommodate requirements for link backs but do raise this with your editorial contact for confirmation.
[bookmark: Applying_for_permission]Applying for permission
· Start the application process at least 3 months in advance of the final delivery date for your work.
· Identifying the rights holder for a piece of work you wish to re-use can be tricky. In general you should start with the original publisher of the piece. Do bear in mind that multiple publishers may need to be approached to get all the rights you need e.g. one publisher may hold US rights and another European etc. (See Useful Websites for links to major publishers and other useful sources of information for tracking down rights holders).
· Use the Global Permissions Request Letter to request permission from the rights holder. Do use our template letter rather than your own alternative to ensure that all of the relevant rights are requested.
· Chase up the rights holder if you haven’t heard from them within 3-4 weeks, by phone if you can.
· When you receive permission from the rights holder, ensure you have been granted all of the rights requested. The Required Rights table details the minimum, acceptable license terms. If the rights granted are insufficient, and cannot be negotiated, we will be unable to include the content in your work since it will restrict the sales opportunities, on which acceptance of your work was based. In such circumstances we will discuss the available options with you.
· Rights holders may charge a fee for re-use of their material and/or you may be asked for a complimentary copy of the book. Please note that authors are responsible for fulfilling all such contractual obligations. Do not make any payment until you have confirmed with your editorial contact that the material is able to be included in the final work. If you feel fees charged by rights holders are unreasonable, do try to negotiate, emphasising the scholarly nature of your work. Your editorial contact may be able to provide further advice on this if required.
· Submit all letters of request and letters granting permission, along with your completed Permissions Checklist when you send us your draft manuscript.
List any acknowledgement wording required by the rights holder (or a standard form of acknowledgement if one isn’t provided) on your Permissions Checklist for compilation into the acknowledgements page of your manuscript in addition to providing a full reference in the text or notes.
[bookmark: Using_material_under_a_copyright_excepti]Using material under a copyright exception
In copyright law there are ‘exceptions’ that permit certain types of limited re-use of copyright material without the need to seek permission of the rights holder (you might hear these referred to as Fair Use or Fair Dealing).
It is a policy requirement that authors of Palgrave Macmillan publications may only include items in their manuscript under a copyright exception (regardless of the place of publication) if:
· The item has been previously published
· It has been properly acknowledged
· It is used within the context of criticism and review (not simply illustrative)
Use of the 3rd party material is restricted to the minimum amount necessary to demonstrate the point being made and does not take the ‘heart of’ or ‘essence’ of the original creator’s work.
The use does not infringe the original creator’s moral rights
Please note any items used under copyright exception on your Permissions Checklist.
Epigraphs
Do note that since epigraphs will rarely meet the criteria above for use under a copyright exception, and are rarely essential to the manuscript, we strongly discourage use of epigraphs in all our publications, unless they are taken from sources which are either out of copyright or available under an appropriate pre-existing license. If you feel that it is essential to include epigraphs in your work, please discuss this with your editorial contact.
[bookmark: Required_Rights_Table]Required Rights Table
The table below outlines the Rights that we seek to acquire in third party content. Our Global Permissions Letter requests the rights outlined in the Expected column. If the rights holder does not grant the expected rights it may be possible to accept some limited restrictions, these are outlined in the ‘acceptable’ column.


