






Manuals and Workbooks

17,000 manuscript words = 50 published pages
Format: 8.5” x 11”
6-9 chapters

34,000 manuscript words = 100 published pages
Format: 8.5” x 11”
6-11 chapters

51,000 manuscript words = 150 published pages
Format: 8.5” x 11”
9-15 chapters

Your editor will provide you with guidance on the 
specifi cs for your title. To help you in planning your 
book, please consider the following guidelines: 

 What Your Manuscript Should Include

Front Matter (FM) 

“Front matter” is a horrible-sounding term that 
simply means the material that appears in a book 
before the main text. It includes, in the following 
order:

1. Title page: Th is is inserted by the publisher 
in the typesetting phase.

2. Copyright information: Th is is inserted by 
the publisher in the typesetting phase.

3. About the author: 100 to 200 words. Your 
bio should include credentials relevant to 
the topic you are covering, as well as any 
relevant previous writing experience (books, 
magazines, newspapers, professional 
journals or trade publications, etc.).

4. Acknowledgements: A chance for you to thank anyone who has contributed to 
your manuscript. But do it briefl y, as it should be no more than one page (under 200 
words).

5. Table of contents: Your manuscript should contain a working table of contents 
(WTOC). Th e WTOC is not the table of contents (TOC) that will appear in the 
published book, but rather is for the use of the editor in tracking changes in the 
manuscript from version to version. Th e publisher will create the fi nal TOC during 
the typesetting process.

She made you look! With that red 
lipstick on the cover, there is no 
doubt that Joanne Oppelt’s book 
for entry-level grants writers is 
impossible to ignore—and the book 
lives up to the cover, we’re pleased 
to say: Joanne’s book was very well 
received at the CharityChannel/
Grants Professionals Association 
joint conference in Las Vegas 
in 2011, and is enjoying a well-
deserved buzz in the professional 
community.
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From experience, we know that authors often struggle with a decision on pronouns such as “his” 
and “her.” Should the author use he, him and his; she, her and hers; he or she, she, s/he? Because 
this comes up so frequently, consider the advice of the Chicago Manual of Style in this regard:

5.203 Maintaining credibility 

Biased language—language that is either sexist or suggestive of other conscious or 
subconscious prejudices that are not central to the meaning of the work—distracts and may 
even offend readers, and in their eyes it makes the work less credible. Few texts warrant 
the deliberate display of linguistic biases. Nor is it ideal, however, to call attention to the 
supposed absence of linguistic biases, since this will also distract readers and weaken 
credibility. 

5.204 Gender bias 

Consider the issue of gender-neutral language. On the one hand, it is unacceptable to a 
great many reasonable readers to use the generic masculine pronoun (he in reference to no 
one in particular). On the other hand, it is unacceptable to a great many readers either to 
resort to nontraditional gimmicks to avoid the generic masculine (by using he/she or s/he, 
for example) or to use they as a kind of singular pronoun. Either way, credibility is lost with 
some readers. What is wanted, in short, is a kind of invisible gender neutrality. There are 
many ways to achieve such language, but it takes thought and often some hard work.

The Elements of Style, Fourth Edition, has this practical advice:

The use of he as a pronoun for nouns embracing both genders is a simple, practical 
convention rooted in the beginnings of the English language. Currently, however, many 
writers find the use of the generic he or his to rename indefinite antecedents limiting or 
offensive. Substituting he or she in its place is the logical thing to do if it works. But it often 
doesn’t work, if only because repetition makes it sound boring or silly. 

Consider these strategies to avoid awkward overuse of he or she or an unintentional 
emphasis on the masculine:

Use the plural rather than the singular:

The writer must address his readers’ 
concerns.

vs. Writers must address their readers’ 
concerns.

     Eliminate the pronoun altogether:

The writer must address his readers’ 
concerns.

vs. The writer must address readers’ 
concerns.

     Substitute the second person for the third person:

The writer must address his readers’ 
concerns.

vs. As a writer, you must address your 
readers’ concerns.

important
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6. Foreword: Th e foreword is written by an acknowledged expert in the fi eld who has 
read your manuscript and is pleased to recommend it to others. For example, in one 
book in the In the Trenches series, author Amy M. Eisenstein provided a foreword by 
Roberta Healy, who was, at the time, Chair, Association of Fundraising Professionals.

7. Introduction: Th ree to fi ve pages that introduce the reader to the topic and structure 
of the book.  It should summarize what’s covered in each part and explain each of the 
book’s elements, including the type of content of each type of sidebar.

Sections

For books (but usually not for manuals and 
workbooks), there can be three to four major 
sections, or parts, each with its own head. 

Example:

Section A—Introduction

Section B—Th e Purpose of Asking

Section C—Th e Process of Asking

Section D—Th e People Involved in Asking

Etc.

Chapters 

Chapters should be numbered consecutively, 
with chapter numbers spelled out. Th ere should 
be a corresponding chapter head. Each chapter 
should be presented in narrative format.

Example:

Chapter One
Stage Fright

Chapter Two
Larger Gifts

Chapter Th ree
Gift Terminology

Chapter Four
My ‘Big 3’

Etc.

Each chapter starts with a preview list called “In 
Th is Chapter,” and ends with a bulleted summary 

Although she was already a 
multi-published author, Linda 
Lysakowski was an active member 
of the CharityChannel professional 
community when CharityChannel 
Press launched in 2010. Not only 
did she enthusiastically write the 
fi rst book of the In the Trenches 
series—Fundraising as a Career: 
What, Are You Crazy?—she has 
written additional books in the 
series and even serves as an editor 
for CharityChannel Press.

Launch your career in nonprofit fundraising

Launch your career in fundraising
the right way, and position yourself for

rapid advancement.

Linda Lysakowski is one of fewer than 
100 professionals worldwide to hold the Advanced 
Certified Fund Raising Executive designation. A philanthropic 
consultant since 1993, she has managed capital campaigns, 
helped dozens of nonprofit organizations achieve their 
development goals, and trained more than 16,000 
professionals in all aspects of development throughout 
most of the United States, Mexico, Canada, and Egypt. 
She is the author of several books on fundraising.

You’ll know an In the Trenches book not just by its cover, but by the author’s fun, upbeat writing style. But don’t be fooled by its down-to-earth approach and ample use of sidebars. In the Trenches books are authoritative and cover what a beginner should know to get started and progress rapidly, and what a more experienced nonprofit-sector practitioner needs to move forward in the subject.

Are you wondering if a career in 
nonprofit fundraising is for you? Are 
you already in the fund development 
field but need practical guidance 
on how to advance? Are you 
an employer planning to recruit 
development staff? 

Fundraising as a Career: What, Are 
You Crazy? will:

n Introduce you to the nonprofit world.

n Walk you through your career 
options.

n Help you develop the qualities that 
will make you a great fundraiser.

n Provide hints on how to transition 
into development and how to get 
started on the right foot once you do.

n  Show you how to advance within 
the fund development office or even 
into senior management of the 
organization. 

n Provide nonprofit employers with 
an insider’s view of the traits to look 
for when recruiting or promoting a 
development professional.

$24.95 US
$27.50 CAD
£15.99 UK
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list called “To Recap.” In the sidebar on page 16, we provide an example of  how to type “In 
This Chapter” in your manuscript.

Chapter elements and structure are detailed in Putting Words to Paper, below.

Sidebars

A sidebar is a boxed note that is an aside to the main text. There are eleven standard 
sidebars from which to choose:

u	 Example: An example can be worth a thousand words, and is a 
great way to clarify a point. 

u	 Definitions: You use terms, jargon, slang, or other language 
specific to the subject area, provide a clear and concise definition 
that is fewer than sixty-five words. Defined words should appear 
in the main text in italics the first time used, and in the sidebar in 
bold face followed by the definition in normal text.

u	 Food for Thought: Sometimes there is something that challenges old 
ways of thinking.

u	 Important!: Draws attention to something that is, well, important!

u	 Observation: Sometimes there is a point that you want to make 
that is worth calling attention to.

u	 Practical Tips: Do you have interesting or helpful information that 
doesn’t really belong in the flow of the text? Do you have a helpful 
tip worth calling attention to?

u	 Principle: When there is a principle to impart, it’s a great opportunity 
to focus on it.
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u	 Quotes: Th ese provide advice or an insight from an outside authority. 
However, as noted above, YOU as the author are the authority of the 
book. If you do feel the need to use a quote, please do so sparingly.

u	 Stories from the Real World: Th e use of real-world 
examples are among the most eff ective and entertaining 
ways you can use to reinforce the point you are making.

u	 To-Do Lists: Creating a bulleted to-do list is a great way 
to guide the reader into putting things into action.

u	 Watch Out!: Perhaps the most compelling sidebar, it is the 
literary equivalent of shouting “LOOK OUT!” to someone about 
to walk in front of a train. Warnings should be written to prevent 
someone from having an unexpected and damaging result, such 
as injury, loss of a project, having a fi nancial loss, or some other 
unwanted result. 

u	 Custom Sidebar Types: Sometimes a standard sidebar 
doesn’t quite describe the content. For example, in her 
book Confessions of a Successful Grants Writer, Author 
Joanne Oppelt wanted a sidebar just for her “confessions.” 
So, we created one for her. We can do that for you, too, if 
you confess such a need.

Appendixes

In the back of the book you will include additional reference material for readers. For most 
topics, it will be appropriate to include: 

u	 Appendix A
A glossary

u	 Appendix B
A further-reading list

u	 Appendix C
Important additional resources, organizations, support groups, websites, and so on.
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u	 Appendix D, etc.
Other appendixes of your choice, such as codes of ethics, charts, graphs, etc.

Please limit your appendix material to no more than five percent of the total manuscript.

Index

Most publishers require authors to prepare the Index. This can be an unwelcome, dreaded 
task. Often the author prefers to have the publisher create the Index, but then is charged 
for the Index creation out of the author’s royalties. In the case of CharityChannel Press, 
however, we will create the Index for you, and we do not expect the author to reimburse us 
out of the royalties. You will have an opportunity to review the Index and make any edits 
near the final stage of typesetting. (Indexes are created only once the book is in the final 
stage of typesetting so that changes in pagination can be avoided.) 

Figures

Your manuscript may also contain photographs, black-and-white drawings, diagrams, 
forms, computer screen captures, and/or tables or charts to clarify or embellish the text. 
If you and your editor determine that figures are important to your book, you will be 
responsible for acquiring and submitting the figures with their respective chapters. Your 
editor will provide you with detailed figure submission guidelines.

Putting Words to Paper—Formatting and Writing Your Manuscript

Now that we’ve discussed what to include in your manuscript, we turn to some general 
guidelines for formatting and writing your manuscript. 

Time Frame

When you agree to write a book for us, you undertake to organize and prepare a substantial 
deliverable—your manuscript—on or before the deadline. You will be expected to turn in all 
of the materials in the correct format and style by your agreement deadlines.

Formatting Basics

In order for your manuscript to convert cleanly to our design, we ask that you follow these 
specific formatting rules: 

u	 Use 1” margins all around the page (left, right, top, bottom)

u	 Use Courier 12-point font.

u	 Single-space your manuscript paragraphs.

u	 Insert only one hard return between paragraphs, so that there is one blank line 
between paragraphs. Do not indent paragraphs.

14      Author’s Guidelines    u u u u u u u u u u u u u u u u u u u u u u u u u u u u u u u u u u u u u u u u u u u u u u u u u u u u u u u u u u u u u u u u u u u 



u	 Format your manuscript fl ush left. Do not right-justify any text.

u	 Do not put page headers or page footers in your manuscript.

u	 Include page numbers in the lower right of your manuscript.

u	 Do not use your word processor’s bulleted or numbered list feature. Th e following 
sidebar illustrates the technique to be used for bulleted list formatting.

u	 Do not use bold unless required by the Author’s Guidelines or absolutely necessary.

u	 Do not use all capital letters, or underlining, 
for emphasis, unless absolutely necessary. 
Italics are preferred for emphasis.

u	 Do not center anything. Keep heads, 
sidebars, and all other elements fl ush left.

u	 Avoid all extra fancy touches, graphics, 
or unusual formatting styles. We will 
only delete them when we format your 
manuscript for editing.

Chapter Number and Title

Th e chapter number and title should appear at the 
opening of the chapter in initial caps (combination 
of upper and lower case, as in the example). Th e 
chapter number is an a-head and the title is a 
b-head. Each has its own line, with one line space 
between. Try to keep chapter titles fairly short, and 
make them simple and clear. 

Example:

(a) Chapter Two

(b) What They Don’t Tell You

“In Th is Chapter” Section

A bulleted list of three to six items listing the main 
points of the chapter. Th is is not a list of the heads 
in the chapter, but phrases summarizing the 
chapter’s content. 

u u u u u u u u u u u u u u u u u u u u u u u u u u u u u u u u u u u u u u u u u u u u u u u u u u u u u u u u u u u u u u u u u u u u    In the Trenches Style    15

Meredith Hancks had previously 
contributed well-received book 
reviews to CharityChannel’s WE 
REVIEW feature, so she was already 
a known and respected writer when 
CharityChannel Press published her 
book, Getting Started in Prospect 
Research: What You Need to Know 
to Find Who You Need to Find. Oh, 
and that cover color matches the 
colors of Western Illinois University, 
where she serves as a prospect 
researcher. Cool, huh?

Help your organization raise more money!

A nuts and bolts guide to setting up your research 
shop and discovering who your donors really are

Meredith Hancks, MBA, uses data daily to uncover  hidden 
gems in the database at Western Illinois University,  where she is 

the Director  of Prospect Research and Management. She is serving 

the wider  nonprofit community as Chair  of the Best Practices in 

Prospect Development subcommittee for  the Association

of Advancement Services Professionals. She is currently a

Doctoral Candidate at the University of Minnesota

completing an Ed.D. in Higher  Education Administration.

Have you recently joined a new 
organization or found yourself with 
a new set of duties that include 
prospect research? Do you believe 
in the power of data to make 
informed decisions to help your 
organization raise more money? 
Do you want to participate as a 
valuable member of the fundraising 
team?

Getting Started in Prospect Research 
will help you:

Set up your own research shop. 

Conduct capacity and interest 
research. 

Uncover hidden gems in your 
database.

Identify great new prospects.

Create a list of your favorite 
sources for various types of data.

Build relationships with 
fundraisers. 

Determine when to go it alone 
and when to bring in the experts.

uses data daily to uncover  hidden 

You’ll know an In the Trenches book not just by its cover, but by the author’s fun, upbeat writing style. But don’t be fooled by its down-to-earth approach and ample use of sidebars. In the Trenches books are authoritative and cover what a beginner should know to get started and progress rapidly, and what a more experienced nonpro� t-sector practitioner needs to move forward in the subject.

$39.95 US
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Meredith Hancks, MBA

For those who want to:

•  Jump-start as a prospect researcher

•  Create an optimal research tool kit

•  Build vital relationships

•  Use data to guide fundraising strategy

Getting Started in Prospect Research: W
hat you need to know...

What you need to  know
 to f ind who you need to  f ind

Getting Started in

Set up your own research shop. n

Prospect Researchn

n

Create a list of your favorite 
sources for various types of data.

n

Identify great new prospects.n

Uncover hidden gems in your 
database.

n

Conduct capacity and interest 
research. 
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Example:

In This Chapter

[lb] Finding foundation mission 
and funding indicators

[lb] Understanding multiple 
corporate markets and how they 
affect funding requests

[lb] Researching and 
understanding complex 
governmental regulations

Opening Paragraph(s)

The next step after the chapter number and 
title is to introduce the reader to the chapter 
in one to three general paragraphs. State 

clearly what the chapter will be about, what tools the chapter will provide, and what readers 
will learn to do. 

(c) and (d) Heads

C-heads designate the main points of your chapter. If the material under a particular c-head 
is complex or lengthy, you may wish to break it down into d-head sections. If you break 
down a c-head section, it must contain at least two d-head sections. Remember to make 
c- and d-heads engaging without making them lengthy or unclear. D-heads should run no 
longer than forty characters (including spaces). 

Example:

(c)The Mystery of Art  
(d)Tapping Your Inner Artist 
(d)Ready to Pick Up Your Brush? 

(c)Theory of Relativity Made Simple 
(d)Special Relativity Changes Everything 
(d)Unifying Relativity with Quantum Mechanics

Production Directives

Indicate where you want to place a special element—figure, sidebar, table, chart—by 
inserting production directives in your manuscript. These are notes indicating placement 
and any directions you want us to follow when formatting your manuscript. All production 
directives are written in bold capital letters and set off with three asterisks. (See the example 
on page 18 illustrating a “definition” sidebar.) 
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Here is an example of the beginning-of-
chapter “In This Chapter” list:

 
In This Chapter

4	Finding foundation mission and funding 
indicators 

4	Understanding multiple corporate 
markets and how they affect funding 
requests

4	Researching and understanding 
complex governmental regulations

Example



Tables

Tables are a particular challenge when typesetting books. In almost every case, a table has 
to be recreated by the typesetter. The easiest way for you to create a table is to use the table-
creation feature in Word, and simply place the table in the manuscript in its correct place. 
We will then recreate the table for the book, based on your table.

When providing a table, bear in mind the format of your book, manual or workbook. For 
example, if it’s a 6” x 9” book, keep your table small enough to fit the page, and try to avoid 
a table so deep that it has to wrap to additional pages unless absolutely necessary. If you’re 
writing a manual or workbook, you have a larger page to work with—8.5” x 11”, so you 
should have no difficulty with a table’s size. Note, too, that a table can be rotated ninety 
degrees if it occupies a full page of the book.

Figures and Directives

Where you want a figure to appear in your manuscript, insert the figure into your 
manuscript where it should appear in the book. 

Bulleted and Numbered Lists and Checklists

Bulleted and numbered lists are useful tools for breaking up information into points or steps 
that are easy to remember or follow. 
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In your manuscript, rather than using Word’s bulleting function, type [lb] (for “list bullet”), 
then one space, then the sentence. Example:

[lb] Is your entire board giving? If not, why not?

[lb] Have board members been asked to make a gift? (Not asked as a 
group, but individually asked?)

[lb] Have board members been asked to help fundraise? 

In print, it will look like this:

u Is your entire board giving? If not, why not?  

u Have board members been asked to make a gift? (Not asked as a group, but individually 
asked?)

u Have board members been asked to help fundraise?

Example



u	 Use bulleted and numbered lists to break the text down into specific steps or 
distinctive points. Use a numbered list when describing steps done in sequence, or 
in a “Top 10” context. Use bullets when the number or sequence isn’t important.

u	 Introduce all lists with a sentence or two, and include concluding text after.

u	 Do not use your word processor’s bulleted- or numbered-list feature. Instead, 
identify bullets with the code [lb] before each item in the list (that’s “l” as in list, “b” 
as in bullet). Bullets should be flush left, with a single space after the code. Note the 
use of brackets instead of parentheses.

u	 For a checklist, use [cb] instead of [lb] to indicate a checkbox.

u	 For a numbered list, use the number, then a period, then a space, then the sentence. 
Do not use brackets. Numbered lists should be flush left.

If your bulleted or numbered material goes on for more than one line, do not indent the 
second line.

Sidebars

Sidebars are to be written as you write each chapter, inserted near related subject matter. Do 
not submit them separately or at the end of the chapter. The following example shows how a 
sidebar should appear in your manuscript:

***BEGIN SIDEBAR - Definition*** 

One hundred percent participation 
refers to your board and the number of 
board members who are giving to your 
organization. All board members must 
contribute.

***END SIDEBAR*** 

As you write, try to follow these sidebar guidelines: 

u	 Some sidebars may be paraphrased or 
summarized from the text; however, sidebars should never be merely redundant.

u	 Your manuscript should include at least one sidebar every two manuscript pages; 
however, don’t force a sidebar when it doesn’t make sense.

“To Recap” Section

Each chapter ends with “To Recap,” a bulleted list of the top four to six pieces of information 
the reader should take away from the chapter. 
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One hundred percent 
participation refers to your 
board and the number of 
board members who are giving 
to your organization. All board 
members must contribute.

Your sidebar will look like this:

important



Present each topic in one full, punctuated sentence, as a directive. 

Each bullet should be one to two lines long at most. Longer is not better! 

Example:

(d)To Recap 
[lb] Read and review 990’s. 
[lb] Match your mission to that 
of the funder. 
[lb] Align your corporate 
requests with the needs of 
their markets. 
[lb] Be aware of regulatory and 
political environments. 
[lb] Read through all parts 
of a NOFA and its applicable 
guidelines. 
[lb] Research and understand 
all applicable legislation.

Submitting Your Manuscript

It is essential that you send files in a format 
we can accept. Please read the following 
guidelines carefully. 

u	 All materials must be submitted as 
attachments to e-mail unless other 
arrangements are worked out with 
your editor. 

u	 Microsoft Word files (6.0 or above) on PC are preferred, though Word for Mac is also 
acceptable.

u	 The manuscript should be in one Word file. The file name should follow this 
convention: 

CCPRESS-MANU-[Author Last Name]-[Author First Initial]-[version].doc 
 
Example: 
CCPRESS-MANU-Nill-S-01.doc 
CCPRESS-MANU-Nill-S-02.doc 
CCPRESS-MANU-Nill-S-03.doc 
Etc.

u	 Each chart, table, and illustration (“graphic”) should be embedded in the manuscript 
in its appropriate place. 

Here is an example of the end-of-chapter To 
Recap list:

To Recap

u Read and review 990’s.

u Match your mission to that of the 
funder.

u Align your corporate requests with the 
needs of their markets.

u Be aware of regulatory and political 
environments.

u Read through all parts of a NOFA and 
its applicable guidelines.

u Research and understand all applicable 
legislation.

Example

The chapter “To Recap” will look like this in print:
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If for any reason you are unable to embed the graphic in the manuscript itself, make 
a notation of the graphic at the place where it should appear, using the following 
convention:

GRAPHIC-[Chapter number]-[fi le name]

Example: 
GRAPHIC-3-staircase.jpg

Submit the graphic as a separate fi le using the same fi le name; in this example, the 
fi le name would be staircase.jpg. By matching the reference to the graphic in the 
manuscript to the fi le name of the graphic, you enable your editor to easily see the 
graphic and the typesetter to easily add it to the galley in its proper place.

u	 Please make sure that you have and use anti-
virus software.

u	 Back up all material to eliminate fallout from 
drive crashes or other computer problems.

Permissions and Trademarks

We are sensitive to protecting our authors’ rights. 
Th erefore, we make every eff ort to include a 
disclaimer on the copyright page of every work 
(occasionally adapted to suit the subject). Please 
prepare a list of trademarks (yours or someone 
else’s) used in your text. Provide the full and 
correct name of the company that produces each 
trademarked product. Indicate whether the product 
is registered ® or common-law trademarked ™. 

If you have special needs regarding a disclaimer, 
please discuss them with your editor at the contract 
stage.

While merely referring to another work does 
not require permission, you are responsible 
for securing permission to quote or reprint any 
material under copyright or other ownership.  Th is 
includes written works as well as fi gures or photos. 

u	 Please utilize the CharityChannel Press 
“Request for Permission to Reprint” form. 
Th e form may be obtained from your editor.

u	 You must send all written permissions—with 
identifi cation of the illustration, text or other 
material to which they pertain—with the 
fi nal manuscript.

Take the “Pain” Out of Your Capital Campaign!

Learn the three essential ingredients to conduct 
YOUR successful capital campaign.

Do you work for or serve on the 
board of a nonprofit that is thinking 
about or ready to launch a capital 
campaign?

Capital Campaigns: Everything 
You NEED to Know will:

Equip you to determine your 
organization’s readiness for a 
campaign. 

Help you decide if and when you 
need a planning study. 

Show you how to allocate your 
human and financial resources 
effectively.

Guide you in creating a 
compelling case statement.

Provide you with the tools to 
evaluate your chances for 
success.

Give you how-to advice to plan 
every aspect of your campaign. 

Put at your fingertips ample 
examples of sample forms and 
charts.

You’ll know an In the Trenches book not just by its cover, but by the author’s fun, upbeat writing style. But don’t be fooled by their down-to-earth approach and ample use of sidebars. In the Trenches books are authoritative and cover what a beginner should know to get started and progress rapidly, and what a more experienced nonpro� t-sector practitioner needs to move forward in the subject.

$39.95 US

Linda Lysakowski, ACFRE 

Discover how to:

•  Conduct your capital campaign from start to fi nish

•  Build a strong infrastructure for your campaign

•  Develop a compelling campaign case statement

•  Recruit volunteers for your campaign

C
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Capital
Campaigns

Linda Lysakowski, a philanthropic
consultant since 1993,  is one of fewer  than 100 

professionals worldwide to hold the Advanced Certified 

Fund Raising Executive designation. She has managed 

capital campaigns,  helped dozens of nonprofit organizations 

achieve their  development goals, and trained more than 

20,000 professionals in all aspects of development 

throughout most of the United States, Mexico, Canada, and 

Egypt. She is the author  of several books on fundraising.

Everything You NEED to Know

Equip you to determine your 
organization’s readiness for a 

n
Put at your fingertips ample 
examples of sample forms and 
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Give you how-to advice to plan 
every aspect of your campaign. 
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Provide you with the tools to 
evaluate your chances for 
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Guide you in creating a 
compelling case statement.
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Show you how to allocate your 
human and financial resources 
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Help you decide if and when you 
need a planning study. 
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Even in tough economic times—
perhaps especially—nonprofi ts 
need to raise capital. Having 
taught numerous CharityUniversity 
online classes on the topic of 
capital campaigns over the years, 
Author Linda Lysakowski drew on 
her teaching experience in writing 
her fun, upbeat book Capital 
Campaigns: Everything You NEED 
to Know, for CharityChannel Press. 
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u	 Request rights for the first and all subsequent editions, as well as worldwide rights in 
all languages.

u	 Two useful sources of information about rights and permissions are Johnston’s 
Copyright Handbook and The Chicago Manual of Style Online.

u	 Please note that song lyrics and poetry—even as few as three words—can be 
copyrighted. If in doubt, do not use such material, as determining the copyright 
holder and then obtaining permission can be a laborious (and expensive) process.

u	 As you are aware, plagiarism—no matter how unintentional—is a serious matter 
and could lead to legal entanglements for you, your book, and us. Please be careful 
to avoid inadvertently taking language and/or full concepts from other printed or 
online sources, whether they are journals, books, or web pages, without permission. 
If uncertain of a copyright or trademark issue, please discuss it with your editor and, 
when appropriate, consider consulting an intellectual property attorney prior to 
delivering the manuscript.

A Note on Fair Use

“Fair use” is the assumption under which one uses copyrighted material without obtaining 
permission. There is no hard and fast rule or formula that can be applied to determine 
what or how much “use” is “fair.” Section 107 of the Copyright Law provides the following 
considerations in determining fair use: 

1.	 The purpose and character of the use, including whether such use is for commercial 
or for nonprofit educational purposes;

2.	 The nature of the copyrighted work;

3.	 The amount and substantiality of the portion used in relation to the whole; and

4.	 The effect of the use upon the potential market for or value of the copyrighted work.

You, the author, are responsible for putting researched information into your own words. 
Reading an article and then writing what you learned in your own words is paraphrasing. 
Paraphrasing does not require permission, but if you merely rearrange words or retain 
similar phrasing, organization, and sequencing of material, you may be guilty of 
plagiarizing. You are responsible for recognizing the difference. 

Update to Guidelines

Guidelines are subject to change and amendment. We will use our best efforts to alert 
authors to changes. 
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