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If you’ve been thinking about creating a new author website for a while, but 
aren’t sure where to start, what platform to use, what key decisions you’ll face, 

and how to get the best end result, this planning kit is for you. 

Let’s get started!… 

Section 1: Identifying the goal of your site. 

Section 2: Clarifying your author brand. 

Section 3: Choosing a platform. 

Section 4: Picking your domain name. 

Section 5: Figuring out what content you need. 

Section 6: Design guidance. 

Section 7: Integrating social media. 

Section 8: Establishing a mailing list. 

Section 9: Search engine optimization (SEO). 

Section 10: When to hire help.

Author Website Planning Kit 
THE GUIDE TO WHERE YOU WANT TO BE ONLINE



A U T H O R  W E B S I T E  P L A N N I N G  K I T  
Copyright © Kate Anchev, Outbox Online LLC. All Rights Reserved. / outboxonline.com / Page  of 2 38

Prequel: Using This Document 

This document is packed with advice and tips. It’s split into sections to allow you to better 
find the information you’re interested in, but it’s also set up so that you can read through 
it like a book with chapters if you prefer. I encourage you to take notes while you’re 
reading, because you’ll likely come up with ideas for your own project along the way. 

With the information provided, you are likely to want to take a break and come back to it, 
or to read the same section multiple times. This is a resource document, so it’s meant to 
be returned to whenever you need it. Use it in the way that works best for you. 

Section 1: Identifying the goal of your site. 

Congratulations! You’re embarking on the 
creation of a new website, which is a big deal. 
Perhaps you’ve had a website before and are 
creating a new (and better) one, or perhaps 
this is your first time needing a site. Either way, 
the most important thing to figure out before 
you get started is why you want to have a 
website. Saying you “want a great website” is 
like saying you “want a great life” — you have to unpack it a bit to understand what it 
means for you so you can figure out how to best go about it. Essentially, you need to set a 
goal for yourself. 

Goals should be “SMART” — this acronym stands for: 

1. Specific 
2. Measurable 
3. Achievable 
4. Relevant 
5. Time-Based 

You want to be realistic in setting your goals. If you aim too high, you might set yourself 
up for disappointment from the beginning and you’ll lose motivation to continue. 
Consider setting incremental goals that allow steady progress, rather than attempting to 
jump right to your highest aspiration. This doesn’t mean you shouldn’t be ambitious, 
because with steady effort and this guide by your side you’ll be well on your way to 
fulfilling your long-held dreams. 

Think of your goal as the target you’d like to reach where your website is the catalyst. Here 
are some example goals: 

Setting goals is 
the first step in 

turning the 
invisible into the visible.
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1. Sell [x] numbers of books or service offerings in the next [y] months. 

2. Grow my mailing list to [x] number of people by the end of the calendar year. 

3. Generate [x] number of leads through the contact form in the month following 
launch. 

4. Make it easy to share new content so [x] number of people like it on Facebook or 
Instagram. 

5. Increase brand awareness so that my fan base increases by [x]% in the next [y] 
months. 

Jot down the things that come to mind for you so you can refer to them throughout the 
process of creating your website. Remembering your goals will allow you to make better 
decisions along the way of what to include, or not. Consider how important one goal 
might be vs another on your list.  

As you consider this you might think, “But I have multiple goals! They’re all important! I 
want all of these things!” And here’s where it’s important to understand your audience, 
because marketing, after all, is just figuring out the best way to connect to people. 

WORKING WITH YOUR AUDIENCE 

The average internet user is busy, distracted, and impatient. 
You can’t expect them to do the mental work to understand 
what you want from them, even if they already have a good 
idea of your brand. And if your brand is new to them, it’s even 
more important to ease the burden. 

That means you need to make it really clear what you want 
people to do while visiting your website, and then make it 
really simple to do it. Ask site visitors for one thing at a time, 
and be sure to understand your goal hierarchy in prioritizing 
them. For example, your website’s overall goal might be to 
increase brand awareness, but the goal of the landing page in particular is to grow your 
mailing list by a measurable amount. That tells you the focus of your ask for the landing 
page should be your mailing list signup, presented in a way that promotes your brand. 

In combination with your hierarchy of goals, you need to think about what you will do for 
your site visitors, rather than what they will do for you. Your site visitors will be looking for 
one primary thing (and quickly) when visiting your website: “How will this benefit me?” So 
be sure you tell them what you will do for them, then tell them what they need to do to 
get the benefit. You might even tell them multiple times. The design of your site, the voice 
you use, the colors, images, and everything else about it backs up that benefit. We’ll talk 
more about this in the next section on author branding. 
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For example, if you write historical fiction, your readers might enjoy being transported to a 
time in the past where you can envelop them in a fascinating period, entertain them with 
dynamic characters, and illustrate how past lessons are still relevant today. If you write 
nonfiction about body image your readers might benefit from more self-acceptance, a 
better understanding of how society impacts them, and a vision of a new generation of 
kids who eschew diet culture. You provide these benefits to people who buy and read 
your book, follow you on social media, subscribe to your newsletter, and more… so be sure 
to frame things that way. 

LOOKING FOR INSPIRATION 

There are so many websites out there. SO MANY. I’m sure you’ve visited some and said to 
yourself, “I really love what they did here!” You may have visited others and said, “This is 
really awful, what were they thinking?” Seeking inspiration for what you might do on 
your own website (and what you might not do) is important, but it’s not the same as 
knowing the goals for your website. 

If you know of another author (and it doesn’t have to be an author, it could just be another 
professional) who has met, and/or surpassed your goals, you can take steps to 
discover how they did it. You can glean tremendous amounts of information by just 
looking at how these successful folks present themselves: 

• What kind of aesthetic do they use? 
What’s the overall tone & feeling? 

• What kind of content do they have, and 
how do they present their most 
important messages? Do they use an 
active or passive voice? First or third 
person? 

• Did they surprise you by leaving out 
anything that you consider critical? 

• Did they include something you hadn’t 
considered before? 

• How do they help you believe what they’re saying? 

• What are their headshots and other photos like? 

• How do they seem to spend their marketing time? What’s their social media 
engagement? Are they investing in their mailing list? 

• Do they offer services to leverage their expertise like webinars, a podcast, or 
consulting? 

… and the list goes on. But here’s the critical thing: it’s important to recognize that just 
because someone uses a specific color, font, language, or layout doesn’t mean that if you 
do the same thing you’ll get the same result. You can’t simply take a component from one 

Content precedes 
design. Design in 
the absence of 
content is not design,  
it’s decoration.
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successful person, add a couple of components from 
another, and even more from a third, mix them up, 
and expect to be successful. It just doesn’t work that 
way.  

You might see some great ideas out there, but if the 
reason they exist is to meet their goal and not yours, 
it’s just a pretty distraction. You want to notice things 
like, “oh, look, their mailing list signup is right at the 
top of the page and their content really makes me 
want to signup so I don’t miss out!” … rather than, 
“oh, look, they have a photo of themselves on the 
beach wearing red, so I need to do the same 
thing!” You can easily make your mailing list signup 
the most prominent thing on your landing page and do a little testing to find out what 
kind of messaging makes people want to subscribe, but maybe the image you use has 
nothing to do with wearing red on the beach because your audience would respond 
better to something else. The distinction can be tricky, but it’s very important. 

SUMMARY 

• Once you have the goal(s) of your website established, you have a solid foundation 
from which to make every decision about your website. You can measure every choice 
about what to include, and how, against whether it will help you meet your goal. 

• Be realistic about what you can achieve through a website, especially consider your 
available time and budget. 

• Your site visitors are the audience through which your goals will be reached. Make sure 
you understand who they are, what’s important to them, and be very clear about how 
you will benefit them. 

• Spend time looking for inspiration for your own website project. It will help you 
understand what site visitors have come to expect and how you might set yourself 
apart. Capitalize on this inspiration in a way that makes sense for your goals, rather 
than as a way to attempt to emulate someone else’s success. 

• Write your goal(s) down so that you can refer to them constantly as you make 
decisions along the way. Each decision needs to help you reach your goal. 

Section 2: Clarifying your author brand. 

Let’s start by defining what I mean by a brand: 
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Your brand communicates, on an emotional level, 
how you want to be perceived. A brand can 
usually be described using adjectives, like 
modern & edgy -or- romantic & poetic -or- 
trustworthy & traditional. 

Remember that people with great personal 
brands didn’t start out that way. They became 
household names not only because they are good 
at what they do, but because they consistently 
deliver what their audience wants. There’s a reason someone can say, “it’s a Steven King 
story,” and someone else understands what that means. 

All brands have visual elements that help communicate their message, often known as a 
visual identity. As an author, your visual identity will be made up of images such as your 
book cover(s), your headshot, the design of your social media posts, and your website 
design. A book cover design can certainly help support a brand, but ultimately an author’s 
brand has primary importance, not the other way around. 

Your brand will be determined by how you are perceived through your speaking and 
writing. It establishes the what and why of your work. If you want someone to care about 
what you’re doing, you need to clearly communicate the value you add to their life. 

Are you going to entertain them, educate them, scare them silly, make them think, or 
something else? And how are you going to do it — are you light-hearted, full-on, earnest, 
witty, or something else? Essentially, how do you want to be perceived by your audience? 
Before you can convince someone else, you have to be super clear on it yourself. 

So, if you’re an author, especially if you’ve authored (or plan to author) books in different 
genres, how do you go about building a brand and what does it mean? Consider the 
following: 

1. How do you want to be perceived? This should be fairly precise; think like you’re 
creating a tagline, not prose. Another way to look at this is, “when people hear your 
name, what do you want them to think?” Maybe you write only medical thrillers so 
“writer of medical thrillers” captures you well. Another example if you need to be less 
specific is “writer of inspirational fiction.” Maybe you write non-fiction about 
meditation but in a light-hearted way, so “light-hearted writer on the benefits of 
meditation” would work well. An example if your book is just one part of your 
expertise, but you also teach, would be “human sexuality writer and educator.” 
 
As you are crafting your visual identity, make sure everything about it communicates 
how you want to be perceived. Decide what you stand for, in the most simple terms, 

Your brand is 
about building 
a relationship 

with potential readers 
and fans.
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then embrace that identity in colors, fonts, images, 
language, spacing, etc.. We’ll explore more about 
design in a future section. 

2. How do you make people feel? This is similar to how 
you want to be perceived, but a little different. If 
people think about you in a certain way how will they 
feel as a result of it? If you’ve decided that you want to 
be perceived as a “human sexuality writer and 
educator,” for example, then you might want to make 
people feel safe, enlightened, surprised, and curious. 
These feelings allow your audience to connect with 
and internalize your brand’s promise, which is what 
makes it memorable. 

3. What sets me apart? This is where you get into additional details beyond how you 
want to be perceived so that you build credibility. After all, there can be many other 
people doing what you do, so it’s important to stand out from the crowd. Think about 
the reasons someone might want to read your book. Essentially, answer the question, 
“Why me?”  
 
Maybe it’s the setting for your books — do you bring locations to life in a way that sets 
you apart? Maybe it’s the emotion in how you write about family relationships, or your 
imagination and vision of the future. This is especially important if you’re in the 
process of getting your book picked up by a publisher — if you can’t communicate 
what your brand is and what sets you apart, they might choose someone else who can. 
They expect you to be your brand ambassador. 

4. Who are your readers? Your success will be defined by how well you connect to those 
who will appreciate your work the most. You need to determine who your target 
audience is. It’s surprisingly often that writers tell me that it’s “everyone!” It’s a mistake 
not to narrow down the field to who your ideal readers are. They might be folks across 
age groups, gender, and race, but there must be something they have in common. For 
example, people looking for an escape, or people who struggle with self worth, or 
people who are interested in WWII history. 
 
It’s difficult to differentiate yourself if you don’t understand who your target audience 
is and what’s important to them. In an ideal world, an author and a fan are in a 
mutually beneficial ongoing relationship. If you don’t demonstrate that you 
understand and care about them, they won’t want to stick with you. 
 
You’re not just selling your writing, you’re selling yourself and your capacity to connect 
with people. Any brand aspires to reflect back the expectations of their target 
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audience. What have they come to expect from the type of books that you write? 
What other things do they have in common that they enjoy? 
 
Social media has made it much easier to connect with your potential audience to 
figure these things out. What your readership has come to expect from you needs to 
be taken into account, whether you’re in the middle of a series or making a departure 
from what you’ve done in the past. Understanding and managing their expectations is 
critical to your success. 

5. Who is your competition? Competition might not be the word that you would choose, 
but when it comes to shelf space (virtual or otherwise) your book(s) will be there along 
with the others in its niche or genre. You can stand out, not only with a cover design 
that is amazing and communicative, but also with a brand that establishes what you 
bring to the reader.  
 
If your brand communicates high quality and a consistent experience, you will create a 
lasting impression. If there are authors you admire, think about how they manage 
their brands. What makes them stand out for you? And you don’t have to just think 
about authors: what about film makers, or actors, or entertainers? 

COMPONENTS OF YOUR AUTHOR BRAND 

So, what are some elements you should consider when developing your author brand? 
Here’s a quick list: 

1. Your domain name 

2. Your social media handles 

3. Your headshots and other photos 

4. Your tagline 

5. Your website’s design 

6. Your book cover designs 

7. Your email address 

SUMMARY 

Your author brand is how your audience thinks 
about you and how you make them feel. It’s 
unique to you just like a fingerprint. Once you have your author brand established, it 
makes every choice you’ll make with regards to your marketing collateral easier. Knowing 
how you want to be perceived allows you to narrow down the limitless choices to what 
serves you best. Creating consistency across your collateral makes you instantly 
recognizable and lets your audience build trust in you. 
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Section 3: Choosing a platform. 

WordPress, Squarespace, Wix — there are great choices out there for what you might 
select as the platform to build your website. So, how do you choose? 

Each of these options has pros and cons, and the landscape of building 
websites changes constantly over time. It’s a critical decision to make,  
but please don’t lose sleep over it. If things change for you in the future  
you can always move if it will work better for you.  

The average lifespan of a website is only 2 years, 7 
months. While it’s reasonable to hope that your 
investment will last longer than that, at 5 years 
every website should look at an overhaul, because 
so much will have changed with expectations and 
technology in the meantime. This gives you a 
regular opportunity to make a different choice. 

Here are a few things to consider when looking at 
which platform to use: 

1. Marketshare. Wordpress has over 42% of the 
website market with 30+ million live websites using it as a platform. Nothing else even 
comes close. Next up is Wix with 10% and 7+ million live websites, and then 
SquareSpace with 4% and 2.7+ million live websites. Why is this important? Because 
the resources available for each platform are relative to their marketshare. These 
resources include helpful documentation in terms of web pages, blog posts, podcasts, 
and videos you might use to learn about them, but also folks you might hire to work on 
your site for you, from creation to maintenance. The larger the footprint of the 
platform, and the greater the longevity, the more resources there are for it. When a 
new platform is created, no matter how amazing, consider the availability of resources 
before putting all your eggs into that basket. 

2. Budget. Each platform has a cost (even those advertised as free), and you need to 
understand that cost to get a wholistic picture of your investment. You can look to 
calculate this on a monthly and annual basis, and you want to be sure to include not 
only the default cost, but anything you’ll need to add on to make it work best for you. 
We’ll dive into this in more detail in a bit. 

3. Ease of use. This one is tricky because it’s subjective. If you have no experience 
working on websites, and aren’t familiar with working online other than managing 
your email and the occasional Zoom meeting, what you consider “easy” will be 
different than someone who can code in HTML5. Make sure to watch videos of how to 
get started with the platforms you’re considering and think to yourself, “could I do 

Everything in 
life is easier  

when you don’t 
concern yourself 
with what other 

people are doing.



A U T H O R  W E B S I T E  P L A N N I N G  K I T  
Copyright © Kate Anchev, Outbox Online LLC. All Rights Reserved. / outboxonline.com / Page  of 10 38

that?” Remember that some folks making these videos have an investment in a 
particular platform, or sell tutorials in addition to creating free content, so they will 
make it look easy no matter what. It’s also important to keep in mind that there can be 
a tradeoff between ease and flexibility. Sometimes the more easy something is to use, 
the fewer features you have available to you. If they aren’t features you need, no need 
to worry. But if you do need them, it might influence you to explore something a bit 
outside your existing comfort zone and seek help. 
 
There’s also maintenance to consider. Both Squarespace and Wix are all-inclusive 
platforms — meaning they take care of all backend maintenance for you. If there’s 
something that needs to be upgraded to make sure your website continues to work in 
all browsers and is protected from online threats, it happens automatically behind the 
scenes and you never have to think about it. WordPress requires you to take care of 
updates using a simple update interface, and while there are easy ways to be alerted 
when updates are available, you still need to manage them. The updates might be to 
WordPress itself, your theme, your plugins or some combination. Increasingly, web 
hosts optionally automate some or all of these updates for you so you have one less 
thing to think about. Consider this feature of your web hosting platform if you choose 
to go with Wordpress. 
 
One last ease-of-use detail is how difficult it might be to move your site from one 
platform to another. More often than not you’ll be recreating the content and design of 
your site when you do that, but you want it to be easy to utilize your domain name 
(and any email addresses associated 
with it) so that you can continue to 
use it, as well as any mailing list 
members you’ve accumulated. 

Let’s dive into some details!  

One of the first things to understand is 
what you’re getting for your money. Any 
website is made up of the domain name 
used to access it, the files that make up the site (eg: images, code, databases, etc..), and 
the interface you’ll use to create and update the site. How you manage those things are 
the biggest differences in the platforms. Both Wix and Squarespace are full-service 
platforms. This means they allow you to choose a domain name, and they give you 
somewhere to create and update your website by logging in with an administrative 
account you create. WordPress is a little different. They offer a full-service option through 
wordpress.com with limited features, but most WordPress sites are self-hosted because 
they offer a fully-featured, free installable version. The free installable version gives you 
the full power of WordPress, but you need to have a website hosting plan on which to 
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install it. It’s easy enough to get one and we’ll talk more about what to look for in a 
minute. 

Both Squarespace and Wix limit the changes you can make to your website to give you 
simplicity. They strategically offer what most folks want in a website, and that’s the reason 
they’re so successful. But if you like to have more control over things you might be limited 
by their options. Of the two, Wix gives you more flexibility, but Squarespace is more 
elegant. WordPress is very flexible and you can change things at any level, and, because 
it’s open source, lots of people have built solutions that use it as a platform. But this 
flexibility comes at a cost of it being more complicated for some folks to use. 

There are also different themes available for each of the platforms that determine how 
your website looks, and some of its behaviors, but because of their respective 
marketshare, there are many more available for WordPress. We’ll talk more about themes 
in Section 6 of this document. 

There are also bits of additional technology available to add features and functionality to 
your site. WordPress calls them “plugins”, Wix calls them “apps”, and Squarespace calls 
them “extensions”. They do things like integrate shopping cart functionality, or add 
additional SEO options, or enable mailing list features. Most often they are built by third 

parties for a specific platform. And just like with 
themes, marketshare affects how many are 
available and for what platform. Some are free and 
some are paid (ie: premium), and often there is a 
both a free and premium version with certain 
features only available in the premium option.  

THE COST 

The costs for each platform follow two models. Both 
Wix and Squarespace require a monthly fee paid 
directly to them. Wix and Squarespace are currently 
$16/mo for their least expensive plans. You’ll pay the 
cost annually, and they come with a free domain 
name. You can pay more each month for additional 
features so you’ll want to compare plans for both 
cost and features. 

The installed WordPress model is a little different. I mentioned earlier that self-hosted 
Wordpress websites require a host and domain name, although the actual WordPress 
software itself is free. To get started with a host you’ll create an account with a hosting 
provider — I use and recommend siteground.com (note, this is an affiliate link). Their 
lowest monthly cost is $14.99/mo paid annually, and often there is a discount promotion 

https://www.siteground.com/go/k4t32vosku
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for the first year that brings the cost down significantly. The longer the period of time for 
which you purchase hosting, the cheaper the monthly cost is. 

But there are countless website hosting providers out there, and you can research if there 
is a better one for you based on cost, reliability, and features (specifically hosting 
WordPress well). You want your hosting plan to come with a free domain name and an 
SSL certificate. The SSL certificate is what will show your website as “secure” in the 
browser and is important for SEO, but some hosts charge extra for it. The hosting provider 
should also offer a one-step automatic installation of WordPress so you can easily get 
started. 

Note that if you plan to work with a web designer, I strongly recommend making sure the 
hosting account used for the ownership, creation, and maintenance of your website is 
yours. This means that if you ever want to change anything, you can do so without going 
through someone else, and you have control over what happens with your website and 
domain name at all times. Most hosts let you easily delegate access to a web designer to 
allow them to work on your behalf without handing over the keys entirely. Also, the 
platforms all have ways you can add additional admin users as well. 

If you already have a domain name, but no hosting plan, I recommend that you get a 
hosting plan through the same company (ie: registrar) that owns your domain name. This 
isn’t necessary, but in the long run it’ll make your life easier for renewals. If you own your 
domain name through a company that is difficult to work with (you’ll know this because 
you have trouble contacting them, and when you finally do it’s like talking to a pile of 
rocks), you can transfer it to another provider you’d prefer to work with for the hosting 
plan, or you can keep it where it is and just point it to your new hosting plan. Most service 
providers make this transition as easy as possible as they are interested in your business. 

The hosting provider you select will 
determine how secure your site is, how 
quickly it loads, and how easy it is for you 
to update and maintain, so invest wisely. 
Great customer service is a huge asset 
when it comes to things like this. 

SUMMARY 

There are website platform options 
beyond Wordpress, Wix and Squarespace, 
of course, but I cover these three 
specifically because they are most 
popular. Each has pros and cons, but overall you want to choose the platform that not 
only works for your budget, but resonates with you as easy-to-use.  
 



A U T H O R  W E B S I T E  P L A N N I N G  K I T  
Copyright © Kate Anchev, Outbox Online LLC. All Rights Reserved. / outboxonline.com / Page  of 13 38

If you like the example websites presented by a platform know that they are strategically 
presented as a best-case scenario, but they also help you figure out if the end result will 
likely meet your needs by showing you what’s possible. 

If you’ll be investing in a hosting provider, do some research to make sure their customers 
are generally happy with their service. 

Section 4: Picking your domain name. 

Your author domain is critical to your success as it does a few important things: 

1. It’s an address people can remember (and tell their friends about) to find you online. 

2. It’s highly searchable for the words that make it up. 

3. It’s part of your author branding. 

Let’s break those down…   

1. Memorability. For your domain name to be easy to remember and share, it needs to be 
relatively short. If your name or book title is long and complicated there’s little you can 
do about that, but you certainly don’t need to add additional words when choosing 
your domain name. Ideally, you’ve given some thought to marketing yourself as an 
author, and to your book(s), ahead of time. 
 
When choosing between whether your domain name should be your name or the 
book name (one of my most often asked questions), I recommend that authors think 
forward to their future plans and get their platform started off on the right foot. If 
you’re an author looking to write multiple books then it’s a good idea to make your 
domain name your author name. If your author name isn’t available as firstlast.com, 
then look for f irstlastauthor.com or authorf irstlast.com — that also gives you the 
added searchability for your name tied to the word “author.”  
 
If you’re only going to write a single book, or a single series, then 
think about using the name of the book or series. If the name  
isn’t available as yourbookname.com, then look for 
yourbooknamebook.com. Regardless, I always suggest, 
because domain names are relatively cheap these days, 
that my clients own not only their own name, but the name 
of their book(s)/series. You can permanently forward any 
domain name to any website, or even a particular page on a 
website, so this gives you lots of flexibility. If you’re not well 
known now — meaning not many people will be searching 
for your author name — you want to stack the deck in your 

Words have 
meaning. 

Names have 
power.
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favor for the future. You also want to make sure someone isn’t using your name or 
book title as a domain name for something malicious. 

2. Searchability. You want the content on your author website to be as searchable as 
possible, but you also want your domain name to be highly searchable too. My advice 
for this is always to be as direct as possible. There may be cute options for your domain 
name, but if those words aren’t tied to your author name, or the titles of your book(s), 
it’s going to be more difficult to find you. Sometimes self-published authors create a 
self-publishing press name so that it’s less obvious that their book(s) are self-
published, and they create their website using their publisher name. This would be a 
good idea if you wanted to market your publishing business, but what you really want 
to market is yourself and your book(s). Dot com domain names are always best 
(over .net or .org or .biz, etc..) unless your target audience is in a specific country 
(outside of the USA) in which case you can use the country-specific extension. Lastly, 
hyphens are difficult to remember and get forgotten more often than not, and they’re 
also often associated with spam sites. 

3. Author Branding. Your domain name will follow you 
all over the internet — and you want it to! It’s as much 
a part of your author branding as your headshot. So 
make sure it’s nothing you dislike intensely, or that 
people would have lots of trouble spelling, or that 
won’t have staying power for you. If you need to 
change your domain name down the road it’s 
certainly possible, but you’ll need to think about how 
to make sure existing links to your site won’t break 
and how anywhere it’s been printed will now be out-
of-date. Not to mention that you’ll need to update 
your URL on every platform where you have a profile. A professional web designer can 
help with these challenges, but you won’t have to worry about changes if you give this 
decision plenty of thought first. 
 
Here are some other things to consider when choosing your author domain name: 

• Ideally, you planned ahead and a domain name was one of the considerations when 
choosing the title of your book, or whether your author name includes your middle 
initial. If the title you were considering is a domain name for a popular site about 
something else, or you share a name with a popular sports star who already has a 
website, it might not be a good choice. Consider how you can subtly change things 
so that you face less competition not just for your website, but your social media 
profiles too. Don’t create an insurmountable search obstacle before you even get 
started — come up with something more unique to set yourself apart and give you a 
chance to shine on the first page of search results. 
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• If you’re writing a series, or multiple books on a particular topic, then consider a 
domain name that describes your focus or the series — for example, if your series 
features a private investigator protagonist named Bugs Looksie it might be 
“BugsLooksieSeries.com”. You should also purchase the domain names for your book 
titles in this case, but it’s a good idea to plan for the future when you’re getting 
started. 

WHAT IF MY DESIRED DOMAIN NAME ISN’T AVAILABLE? 

If you simply must have a certain domain name and it’s unavailable, you can try to 
purchase it from the current owner. Domain registrars often have a domain purchase 
negotiation service that allows you to set a price you’re willing to pay for a domain name, 
and they will approach the owner to negotiate a sale. It can be anywhere from a few 
hundred to thousands of dollars, and they’ll estimate the cost of a domain for you ahead 
of time. If it’s not too much money, having the perfect domain name is likely worth it. 

SUMMARY 

Make your domain name simple, sustainable for the long-haul, and consider it part of your 
author branding assets. Keep in mind that it’s something you want people to remember, 
tell friends about, and be able to type in correctly. Those considerations will help guide 
you towards making a choice that works best. 

Section 5: Figuring out what content you need. 

I was recently asked what I thought was the biggest 
mistake people make when planning their new website, 
and my answer was that they are focused on the wrong 
thing.  

Thinking about details such as what kinds of photos to use 
and what fonts and colors you like best, while important, 
should never come before creating a strategy. And a 
strategy doesn’t start with what it looks like, a strategy 
starts with why. A strategy answers the question of why 
you have a website at all. 

I imagine like dentists notice people’s teeth, and 
hairdressers notice people’s hair, as a website designer I 
notice people’s websites, especially author websites. And 
something that stands out to me is that people bury the 
lead all the time. 

86% of website  
visitors want to 
see product and 
service info right 
on the Home page. 
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What do I mean by this? I frequently visit websites and have no idea 
what the site owner does. They might be an individual or a business, 
but if it’s not obvious what they do, and therefore what their 
website is for, I’m not gonna stick around to try to find 
out, no matter how cool it might look. Like everyone, 
my to-do list is long and I don’t have time for that. 

This is the internet, and there are a million distractions 
at all times. It’s important to keep that in mind if you 
want to improve your chances of success. 

Your author website exists for a reason, and having 
thought about what your goals are (see Section 1) you 
can now start to consider what kind of content will help 
you meet those goals. The process of establishing and 
translating your goals into website content is a mixture 
of the following: 

1. Identifying and understanding your target audience. 

2. Knowing what you bring to the table for that audience, and what makes your solution 
unique and desirable. 

3. Figuring out the best way to help those people become your fans and/or customers. 

4. Knowing what not to include to keep the message focused. 

The problem is that as you start to think about this, you often come up with lots of ideas 
and lots of solutions — and if you implement all of them you’ll end up with a jumbled 
mess. So how do you narrow things down so that you have a strategic plan for your site? 

Here are some of the most important things to consider: 

1. Make your book image(s) look like a book. It’s very easy to take your book cover 
image and turn it into something that looks like a 3d book. You can Google “3d book 
mockup” to get a bunch of great tools. When you present your book so that it looks 
like a book your site visitors immediately know what you’re offering without having to 
think about it. Remember that a picture speaks a thousand words. 

2. Tell site visitors what you do. Your author website acts like your business card on the 
internet, and like a business card, should make it really obvious who you are and what 
you do. There are no bonus points for mystery. Remember that every interaction with a 
site visitor is a representation of your brand and an opportunity to make a connection 
with a lifelong fan. You can be creative about how you do that. Maybe you have a great 
blurb that says something like, “This person is an amazing mystery novelist…” or, 
“Nobody writes mystery books like this person!” — that introduces you just as well as a 
sentence that says, “I am a writer of mystery novels,” so put it right up front.  

Your website’s 
content should use 

the language your 
customers use. 
Never feel salad  

to a lion.
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I get push back on this regularly because authors want to use captivating descriptive 
language to get people’s attention, rather than being direct. Most site visitors start out 
by skimming a site, not reading it, so put important words like author, writer, novelist, 
etc.. right up front. Search engines use this text too, so it’s important for indexing your 
site properly. Don’t be afraid to be redundant 
throughout your website either. Site visitors aren’t 
going to throw their hands up in disgust if you 
mention you’re an author on every page. 

3. Make your book(s) the central feature. It’s 
important to market yourself using things like a 
blog, and/or a mailing list, and/or social media — 
these are the tools that will help you build and 
retain an audience. But don’t let them overshadow 
the reason your audience is there, and why you 
want them to return again and again, which is your 
work. I’m sure you’ve visited sites where an email 
signup pops up before you’ve even had a chance to know what you’re looking at, or 
where someone’s Twitter feed is the first thing you see and it’s full of responses to 
Tweets that you don’t understand. Help your site visitors out by guiding them in the 
right direction and think critically about their initial experience, especially if they’ve 
never heard of you before. 

Once you have your content foundation established so that it’s clear that you’re an 
author, and what kind, what other content might you include? 

1. A Featured Project: Whether you are a first time author or have many titles under 
your belt, there is often a book that was either recently published, or is about to be 
published when you’re building a new website. In the case that the book was recently 
published, promote it front-and-center on the Home page with a large cover image, an 
enticing blurb, and featured purchase options. You don’t need to include every detail 
about the book, the book’s landing page should do that. 

2. Other Titles: This is essentially your biblography. In an ideal world, each book has its 
own landing page on your site, and all details about each book can be found there. If 
you have more than two books create a Books landing page with the title and cover of 
each that links to the landing page for each book. The “Books” page a good to have 
when you need to send a link to someone that features all of your titles, and gives you 
a website model you can easily add to when additional books are published. 
 
If you’re about to release a new book, but you have a previously popular book, mention 
it on the new book page so that people know you’re the author of both. This can be as 
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easy as header text that reads, “From the author of ________”.  
 
Lastly, it’s common that authors of many books have different assets available for 
different books. Perhaps they were published by different imprints, or one had more 
attention than another. At a minimum, a book’s landing page should have the 3d 
bookshot, the title, a short description, purchase options, and featured blurbs. It’s okay 
if different landing pages have different additional items like an audio excerpt, a 
download, or photos for example. It’s also okay if a book is out of print, just include 
what information you have available. 

3. Your Author Bio: Did you know that your author bio is a critical part of your media 
engagement and your book marketing efforts, and is often the most visited page of 
your website other than your Home page? This is no time to be shy (even if you are, 
fake it till you make it). If you think about it, your readers spend a bunch of time with 
you indirectly — they might spend their last moments before falling asleep each day, 
or during their commute to and from work, or on a long road trip via audiobook. You, 
and the universe you create through your writing, are interwoven into the fabric of 
their daily lives, so how you present yourself through your author brand is an 
important part of that indirect relationship. There’s a reason there’s an author photo 
and a little bio about authors at the end of a book — it’s because readers want to know 
more about the person they’ve just spent a bunch of time with. 
 
So, where do you start? Sometimes you see authors tell you the basics — where they 
live and how many kids they have. I’d say that’s a missed opportunity. Your author bio 
gives you a chance to not only connect with your readers so that they want to read 
your future books and follow along on your career, but also to attract people to your 
other projects, such as speaking engagements, or your podcast, or video series, etc.. 

 
You might frame the content you write for this 
page around what lead you to writing, why you 
write the kinds of books that you do, and what 
you love about it. If you’re also promoting 
yourself for speaking engagements, or if your 
book is one aspect of your larger career, 
consider making your photo larger, putting it in 
a more prominent position on the page, or 
adding additional photos. 
 

This page is also a place where you want to be sure to include lots of links throughout 
the text. Wherever you include a book title, it should be linked to the book page. 
Wherever you talk about speaking, it should link to more information about that, etc.. 
Don’t make your website visitors hunt for more information about a topic when you 
can easily link to it within the text, especially in learning more about you. 

Be bold, push  
yourself, and  

get comfortable  
being uncomfortable. 

Fortune favors the bold.
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4. Latest News/Events: If you’re promoting your book, you’re likely going to have 
interviews, book readings, blog mentions, reviews and other media coverage you’ll 
want to share with your audience. I suggest that you include a title and short 
description for each item, in addition to a link or an embed.  
 
For events, you’ll obviously want a date, but you don’t necessarily need a date for news 
items unless they’re timely. If there are photos from events, those are a great addition 
too. If you’re looking to do more events of a certain type, include examples of those 
with photos. If there are things you want to do less of, don’t include those. 
 
If there are videos, be sure they’re available on YouTube not only so they can easily be 
embedded on your website, but also so that you can capitalize on the searchability of 
YouTube — after all, they’re owned by Google. 

5. A Way to Connect: Whether your preference is Twitter, TikTok, Facebook or Instagram 
you’ll want to at least have a link to your profile(s), but you can also embed your feed 
right there on the page. Section 7 of this document explains this in detail. 

6. Email Signup: You want to build an email marketing list to promote your current and 
future projects, and connect with our audience 
in a personal way. Section 8 of this document 
explains this in detail. 

7. Bonus Materials: This is where you (and/or your 
website designer) get to be even more creative. 
Depending on the kinds of books you write, 
you might include a slideshow of photographs, 
an audio file, a YouTube video, a quiz, a Q&A, a 
map, or a myriad of other things that tie into 
the content of your books. Some authors are 
experts in their field and their books are an 
extension of a larger career — in this case this is 
a great opportunity to include something 
interesting from the larger context of your career, such as a discount code for signing 
up for a related service. 

8. Contact Information: You want to make sure it’s easy to get in touch with you. After all, 
if someone comes to your site interested in booking you for an appearance or 
interview and they can’t find how to connect with you, that’s bad for business. You can 
share an email address, point site visitors to a page with a contact form on it, or 
encourage people to get in touch with you via Facebook Messenger — whatever works 
best for you, just make it easy. 



A U T H O R  W E B S I T E  P L A N N I N G  K I T  
Copyright © Kate Anchev, Outbox Online LLC. All Rights Reserved. / outboxonline.com / Page  of 20 38

DO I REALLY NEED ALL OF THAT 
CONTENT? 

I gave you a bunch of ideas just now, but 
maybe you only need something really 
simple. Before you jump to the conclusion 
that your website must have multiple 
pages and lots of content, including 
everything that I outlined above, think 
about whether or not that’s true. 

Many of the author websites I create are for 
authors who write as a second career. 
Sometimes it’s something completely 
different from how they earn a living and they love that it balances their day job — the 
financial advisor who writes historic fiction for example. Other times it’s a segue to 
retirement and something they’ve wanted to do for a long time. And for others it’s a part 
of their overall expertise — like the college professor who publishes nonfiction in their 
area of focus. 

These folks have one thing in common, which is that they don’t have lots of time to 
dedicate to their author website. They won’t be adding content to it all the time via a blog, 
they might not publish books that often so there won’t be teasers for their next book, 
maybe they don’t have the budget to pay someone else to help them, and they don’t have 
time for lots of upkeep or extensive marketing efforts. But they still need an author site to 
showcase their books, provide contact information, and tell people about themselves. 

Lots of advice you’ll read (including from me) encourages authors to take the job of book 
marketing seriously. After all, if you’re not going to do it and you’re not going to pay 
someone to do it, you’re not going to get very far in reaching a new audience. This often 
involves spending lots of time on social media, being in the business of useful content 
creation, growing your mailing list, and mining your data to find out which of your efforts 
are most successful to guide you in the future. But what if you’re okay with the audience 
you already have, or you want to get started simply now, with an eye towards investing 
more in the future? That’s okay! The nice thing about websites is that they can be one 
thing today, and another thing tomorrow — so don’t let it keep you from getting started. 

I tell my clients all the time: “The more complicated you make something, the more 
complicated it will be.” It’s more important to get clear with yourself about what you do 
and do not have time for, and to spend your valuable time creating something simple and 
sustainable, then it is to create something with lots of bells and whistles that you can’t 
maintain. 
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If you just want a place to put your book cover shot, some intro text, and purchase 
options, then don’t come up with other website pages just for the sake of it. Your site 
visitors will be most interested in the pages of your website that are there for a reason, 
and are thoughtfully considered. If you have other pages that people aren’t visiting, or 
they visit them but spend very little time on them, then you should consider whether it’s 
worth having them at all. 

SUMMARY 

You’ve probably heard the phrase, “Content is 
king,” or “Form follows function.” I firmly believe 
that before you think about design details, you 
need to think about your website’s content 
strategy. After all, you’re creating your website 
for a particular audience, so getting to know 
what they expect and what will make them 
want to forge a connection with you is 
important. 

Don’t mistake obfuscation for creativity. Make sure it’s obvious what kind of author you 
are and what you write about. Remember to include information that is relevant and 
compelling, and that you have time to update and maintain, but only if it serves you, not 
just because someone (including me) told you that you needed it. 

Section 6: Design guidance. 

We just covered all the content you might include on your author website, and now it’s 
finally time to think about some fun stuff, the design! I mentioned the phrase, “Form 
follows function” earlier, and it essentially means that once you understand your website’s 
strategy and critical content, you then begin to think about what form it will take. That 
form is your website’s design. The design is made up of the color choices, backgrounds, 
fonts, size and spacing that together, visually convey your author brand. 

As you begin to contemplate the design, there are a few things you should consider that 
will help narrow down your choices to what will work best for you: 

1. What color palette you like and how it will work best with your author brand. The 
choices you make here are a combination of what colors you love and/or hate, and 
what best represents your author brand. Obviously you want to love your website’s 
design, so choose colors that speak to you and avoid those you hate, but also ensure 
that the colors you want to use are in harmony with how you want people to feel about 
you and your books. 

Simplicity boils 
down to 2 steps: 
Identify the essential. 
Eliminate the rest.
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Every color conveys an emotion, and in combination, like a chord vs a single note, they 
help create the visual language of your website. Stronger colors carry more weight, 
darker colors more gravitas, pastels airiness, etc…  I encourage you to read about the 
psychology of colors here: https://www.color-meanings.com. 
 
Generally, you’re going to determine if you want dark text over a light background, or 
light text over a dark background, or some combination of the two. Unless there’s a 
good reason, I recommend dark text over a light background except in places that you 
want to call extra attention to, like your calls-to-action. For example, you might first 
introduce your most recent book at the top of the Home page with a great blurb, a 3d 
book image, and some purchase links, and follow that with your mailing list signup. In 

that case, the book information would be over a light 
background, and the email signup would be the inverse. 
Not only does that create a visual association for calls-to-
action on your website, but it also makes it easier for your 
site visitors to scan your site as they scroll through because 
you’re delineating content sections by color. It’s the same 
reason it’s easier to use a spreadsheet with alternating row 
background colors. 
 

Your color palette is made up of multiple colors, up to 5, with 3 being used most 
frequently. For example, you might select the darkest color that will be used for your 
body text (eg: black), your lightest color that will be used as the default background 
(eg: white), and a highlight color that will be used for calls-to-action (eg: buttons). But 
you might also want an alternate highlight color for things like mouseover effects, or 
titles, or backgrounds, and an alternate light background color (eg: light grey) to 
distinguish alternating sections of content on a page. 
 
In general, you want to make sure the colors you select work in harmony together, and 
you don’t want to introduce too many colors unless there’s a compelling reason. Since 
your website’s design will also showcase your book cover(s), which have their own 
fonts and color palette, as well as photography, you don’t want everything competing 
and creating a jumbled visual experience. If you choose a palette that is relatively 
neutral with a pop of color you are likely to have luck no matter what photo or book 
cover you include. 
 
Adjacent to the color palette decision is the decision about contrast. For legibility’s 
sake you want to ensure that there is good contrast when you have dark text over a 
light background, or light text over a dark background. Strategically, you might decide 
to soften up a particular section of content by using less contrast because it works well 
for your brand, but this should be used sparingly. 

Design is 
the silent 

ambassador 
of your brand.

https://www.color-meanings.com
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2. What kind of backgrounds will you use 
throughout. The most simple case, and what is 
most often the default (for good reason), is the good 
‘ole white background. It’s simple, it’s easy on the 
eyes, it has good contrast with dark text, and it goes 
with everything. But you can also use solid color 
backgrounds, textured backgrounds (eg: gradients 
or abstract images), photographic backgrounds, 
painted backgrounds, gradient backgrounds, etc…  
 
Background choices are a good place to help 
convey characteristics that communicate a brand as 
gritty, or ethereal, or historic, or thrilling. They can be textures that are digitally created 
or using an abstract photograph; they can be photos of a landscape, or something 
shown up close (ie: a macro); they can be a historical map, or a painting, or even a 
collage. I’ve used all of these and more for various website projects depending on the 
author brand and the feeling they want their brand to convey for a particular book. To 
keep things simple, and if you don’t have time to research what you might use 
successfully, solid color backgrounds are easiest, and they also have the advantage of 
loading really quickly in the browser. If you want to go a step further, simple gradients 
that fade from one color to another is also a nice choice. Even if you’re fading from one 
color to a slightly lighter version of that color, it’s a simple way to add some dynamic 
movement to the page. 
 
There are also lots of license-free, public domain images you can explore, and my 
favorite place to look is pexels.com. Just keep in mind that more often than not, you 
need an image that is horizontally oriented, and big enough (a minimum of 1600 pixels 
wide), so that it will stretch to cover the background area without looking distorted. 
When using images you also want to make sure you’re not utilizing an image that is 
too big (greater than 2500 pixels wide) because larger dimensions often correspond to 
larger file sizes, which will slow your site’s loading time. You can always scale down an 
image that is too large using a simple image editing program. 

3. The fonts for your body, title, and quote text. I love typography — it’s such a great 
way to convey a feeling using something you need to have anyway: text. Book cover 
design is a great example of a place where font choices shine as the title is the main 
focus of that design and conveys so much about the book. 
 
You can use a single font throughout your website for the body, title, and quote text, or 
you can mix it up. There is no right or wrong, just what you like the best and what 
works best for your brand. You can choose too many fonts, however, and then your 
design starts to feel a bit jumbled, so keep to a maximum of 3, and most often 2 is the 
best choice. 

https://www.pexels.com/
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For most projects I like to choose a font for the body (usually a friendly sans-serif), 
another for titles, and a variation for quotes. The titles might be sans-serif or serif, but 
they’re usually a bolder style than the body font. The most important thing when it 
comes to your font choice is legibility. Body (or paragraph) text is most often sans-serif 
because it is the most legible in digital settings, especially at smaller sizes. If someone 
can’t read your text because of the font then it’s not a good choice, so be sure to check 
it at various sizes. You might also choose to use a bolder version of the same body font 
for titles, and a lighter version for quotes without having to leave the same font family. 
 
My favorite place to look for fonts, and what works best with most platforms, is Google 
Fonts: fonts.google.com. There are also sites that aggregate beautiful combinations of 
fonts from Google Fonts that let you see them in action, which is really helpful, like this 
blog post: https://www.pagecloud.com/blog/best-google-fonts-pairings. Keep in mind 
that while there are thousands of fonts available for purchase online, you are 
sometimes limited to what is available via your website’s selected theme, so make sure 
you are choosing fonts that will work, or you have a solution to successfully utilize 
another font in a way that is compatible with your theme. Even advanced themes that 
leverage Google Fonts sometimes don’t make all of Google’s fonts available via your 
theme’s options. 
 
Fonts, like all visual website language, can be 
playful, modern, classic, whimsical, and/or 
sophisticated (and more). Interspersing a script font, 
sometimes called a handwriting font, can give your 
site a personal touch as if you are talking to the 
website visitor directly, so you can be strategic 
about where you might use that, including to 
emphasize a word in a sentence or in a pull quote. 
You can use text as an image too, which will give 
you exactly what you want without any limitations, 
just keep in mind that it isn’t searchable, like HTML 
text is. 

4. The amount of whitespace you include and how you use scale to convey emotion. I 
prefer designs that use plenty of whitespace. Whitespace is the amount of space 
around sections of content — you can think of it as margins and padding. Enough 
whitespace makes a design feel approachable and organized, and makes it easy to 
scan and zero in on what interests you. Essentially, it allows your website visitors to 
digest your content more easily, by limiting the amount they see in one glance. 
 
You can intentionally play around with how much space you use to make something 

https://fonts.google.com/
https://www.pagecloud.com/blog/best-google-fonts-pairings
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feel more special, like a pull quote, or to offset a photo from text so that they aren’t 
competing for attention, or even to divide sections of content without a visual divider.   
 
Spacing also applies to the lines between text, the space between titles/headings and 
body text, around images, and around your website’s navigation and logo. All of that is 
important because it increases legibility and usability. What’s also important is that 
the relationship between space and content is used consistently throughout your 
website. If you use a certain line spacing for quotes throughout your website, it will 
help people identify it as a quote before they’ve even read it. 
 

If you intentionally compress the amount of space around or between elements, it 
conveys a level of anxiety or a disjointed feeling, so you want to use that sparingly and 
only where you want to communicate that feeling. 
 
The scale of the fonts you use is also part of this equation. For 
your main body text you want to use the default font size of 1em 
(or 100%). Unlike specific pixel sizes, Ems do not have fixed sizes, 
so they work well in responsive designs (which is good for the 
mobile experience). You may already know that your web 
browser has a default font size set for paragraph text, and that 
the user can set how big that is by default and increase (or 
decrease) it according to their preference. This is important 
because not everyone has 20/20 vision. Because you always want to be designing with 
responsive design and usability in mind, it’s best to avoid trying to achieve specific line 
breaks or specifying the way text wraps around an image. 
 
And there’s certainly no benefit to reducing the size of a font so that you can fit more 
text in a smaller space — that will just make it nearly impossible to read on a mobile 
device or if you have older eyes. Likewise, there’s no benefit to making paragraphs 
really wide, because it’s much easier to read text online if you limit the line length. 
 
But there may be times you want to use an extra large title to grab someone’s 
attention, or to break up elements on a page. This can be a great way to make people 
notice something without using an image. 

Properly using white space between 
paragraphs has been proven to 
increase comprehension up to 20%. 
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Picking a Template/Theme 

As someone who has built websites 
professionally for many years now, there are a 
handful of things I look for in any template or 
theme I might use to create a website 
regardless of what kind of site it is: 

1. How long has it been around?  A template or 
theme that was just released doesn’t have the 
track record you want to see for either features 
or support. This isn’t to say that you should limit 
yourself to older themes, but instead be sure to 
look for either a theme created by a team/
person with an illustrious track record, or one 

that has been around for a while but is regularly updated with new features. 

2. How easy is it to update? If you, or someone else on your behalf, creates an exquisitely 
beautiful website, but you can’t update it because it’s too complicated, then it’s not 
sustainable for you or your business. Unless, of course, you have the budget to pay 
someone else to deal with that. 

3. How flexible is it? If you change your career path slightly next year, do you need to 
start your website all over again? Or, does your theme or template have the flexibility 
to let you add new features and/or change existing ones? A theme with flexibility will 
have a much longer shelf life for you. 

4. How fast is it? The speed with which your website loads affects not only the user 
experience, but also how Google ranks your site in search results. You should always 
aim for as speedy as possible (and your web hosting plan affects this the most) with 
the features that your site needs to succeed. Ideally, speed is one of the features listed 
in the description. 

5. How secure is it? WordPress themes, especially, can integrate with the WordPress 
backend pretty tightly which can leave your site more open to hacking if a new 
vulnerability surfaces. When evaluating a theme look for mentions of their efforts at 
keeping your site secure. 

With that basic criteria out of the way, it’s time to think about what you like the looks of by 
exploring websites built with a theme you’re evaluating. Often there will be example sites 
you can explore that show the scope of what’s possible with that theme. Keep in mind 
that even if you have an amazing WordPress or Squarespace theme, and even if it’s a 
theme designed specifically for author websites, you don’t need to use all the bells and 
whistles that come with it. But that also means you need to choose a theme that doesn’t 
force you to use something you don’t want or need. 

Good design is 
much harder to 

notice than poor 
design, in part because 

good design fits our needs 
so well that the design 

itself is invisible. 



A U T H O R  W E B S I T E  P L A N N I N G  K I T  
Copyright © Kate Anchev, Outbox Online LLC. All Rights Reserved. / outboxonline.com / Page  of 27 38

Keep in mind that the more complicated you make 
something, the more complicated it will be, both to 
create and maintain. 

Choosing a theme doesn’t mean that you can’t 
change your mind and go in a different direction 
later, but it isn’t always easy and often means you 
need to start all over again in the creation of your 
website’s pages. This is another argument for 
simplicity — start small with the basics and grow 
from there. Ideally, your selected theme will grow 
with you over time. 

SUMMARY 

Using the basic principles of good design for color choices, backgrounds, fonts, and 
spacing you can narrow down your choices based on what will work best to visually 
express your author brand. You might need to put some of your design choices into action 
to ensure that they work together the way you have planned. All good designs are put to 
the test before they go live. 

Your website’s theme or template choice should give you the functionality you need to 
easily build what you want, in a sustainable way for the time you have available, and to be 
able to change the scope of your website moving forward. Don’t let the fact that some 
themes are “premium” — meaning, you pay for them — keep you from considering them. 
It’s often well worth the investment. 

Overall, you want people to notice your work, not your website’s design. Good design is 
more difficult to notice than poor design, because it’s essentially invisible. Its purpose is to 
convey the feeling of your brand without making visitors think about it. 

Good designs are also focused and organized. Websites that try to call attention to too 
many things at the same time end up calling attention to nothing in particular. Don’t 
worry so much about what might be missed by trying to call attention to everything. 
Instead, think about what you’ll gain by focusing people on the highest priority. 

Section 7: Integrating social media. 

When I work with author website design clients who aren’t already spending time on 
social media, they often have a couple of questions about what it means to use it to help 
promote their book. First they want to know which platform they should use: Facebook, 
Instagram, or Twitter? What about LinkedIn? Should I make YouTube or TikTok videos? 
Then they want to know what they should post to that platform. 
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If you’re not already familiar with social media, 
and if your publisher requires it, or you’ve read 
enough advice telling you that it’s important to 
your success, your first step before jumping in is 
to understand that you’ll get out of it what you 
put into it. If you’re only going to show up 
sporadically, and if you really dislike doing it, it’s 
going to show.  

There are successful authors who don’t have a big 
social media presence, but that’s rare and often 
they are already a household name. You can 
certainly hire people who can handle your social 
media for you at various price points, but if you’d 

like to do it yourself, the important thing to know is that the point of all social media is 
relationships. By sharing resources, humor, and information you are participating in and 
building community. Just like how the visitors to your website are focused on what the 
benefit is to them, social media is the same. Folks participate because it makes them feel 
connected to others, especially those with similar interests.  

Even existing communities of book lovers aren’t poised and ready for new authors to 
show up to sell their book. Instead, they’re there to make recommendations to each other, 
to share stories about what they’re reading, and to invest in a like-minded community — 
they’re not there to be marketed to, no matter the platform they’re using. Using social 
media because you feel like you have to isn’t a good enough reason, especially when you 
don’t understand its purpose. 

I encourage my clients to think of it this way, imagine you were going to a party where 
you knew very few people. Not only would you not expect people to fall all over you just 
because you walked into the door, but you also wouldn’t walk right up to a bunch of 
strangers and ask them for money, or to do you a favor, or expect them to listen to you 
while you endlessly talk about yourself. Social media is the same as real life that way — 
you want to find and invest in a community of folks you find interesting by sharing 
resources and information with them, learning about and being curious about them, and 
showing up consistently to give at least as much as you get. 

There’s no right answer for what you might post, just as there’s no right answer for what 
kind of personality you should have. When it comes to the social media platform choice, 
the best one is a combination of what you’ll enjoy (or tolerate) using and where you’ll find 
your target audience. If you love to take photos, and can imagine being delighted by 
sharing photos and videos of the locations from your stories, or things that inspire you, or 
even the day-to-day of your life, then a platform like Instagram is going to be a good fit for 
you. If you’re a natural researcher, and are constantly coming across interesting links that 
you think your readers would enjoy, then Twitter or Facebook might be a good fit. 
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And if you can’t imagine a scenario in which 
you’ll be able to find any joy in using social 
media, consider doing something else 
instead. You can blog for yourself or others, 
be a guest on or create a podcast, create 
videos, teach courses, or write email 
newsletters. You can absolutely have success as 
an author without it if you’re willing to invest in 
other methods to get the word out about your 
work. 

Where this fits with your author website is 
primarily on two fronts: 

1. Sharing content from your website onto your 
platforms. Ideally, your author website is a hub for information about you, such as 
information about your books, your events/appearances, etc.. so you want to be 
sharing information from your website out onto your platforms. That means that when 
people come across it — especially folks who are new to you — they might click 
through and do things like buy your book, or join your mailing list, or even just better 
understand your brand to keep you in mind for their future reading. You also want to 
make it easy for your website’s visitors to share your content too. Consider using a 
plugin that lets you customize what people will see when your site is shared on a place 
like Facebook or LinkedIn. 

2. Embedding your social media content on your website. Of course it’s unlikely that 
someone would ever come to your website to see what you’re sharing via Instagram 
rather than just going to Instagram itself, but you do want people to know that you’re 
active on a platform, and to make it easy to follow you there if they don’t already. If 
someone comes to your website first, you want it to be really easy for them to follow 
you on your social platforms — don’t waste that opportunity. It’s also nice to embed a 
visual element, like images or videos, to break up the text throughout your website, 
and social media gives you a nice way to do that. 

SUMMARY: 

Unfortunately, there is no magic formula or marketing strategy that you can implement 
that will give you instant social media success as an author. But with diligence and some 
strategic thinking, the opportunities are huge to create an impact on your author 
platform if you’re dedicated to it. Choose a platform that you like to use, focus on 
connections and community building with authenticity, and be diligent. 

Consider creating a posting schedule for yourself if you’re likely to otherwise forget. 

Social media  
is about people. 

It’s not about 
your business. Provide 

for the people and  
the people will, in turn, 

provide for you.
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Section 8: Establishing a mailing list. 

Whether you’re working with a traditional publisher or not, establishing a mailing list on 
your author website is a must. Increasingly, your next book submission might not even be 
considered unless you can show a demonstrated audience via a social media following 
and/or mailing list. This is a rough truth if email marketing isn’t your strength (who thinks 
of this stuff when they decide to write a book?!) but it’s easy enough to get started both 
creating the signup, and building a list. And, happily, there are so many great platforms 
you might use to do it, free and paid alike. 

Let’s start with the basics of how email mailing lists work (if you’re already familiar with 
the basics you can skip to the next section): 

1. Essentially, you sign up for a service that gives you a method to gather email addresses 
that are collected into a list that you will communicate with via email. 

2. There are laws around how people end up on mailing lists, their ability to unsubscribe, 
and the collection of their data. You want to use a legitimate service that is designed to 
manage this for you appropriately so you don’t have to think about it. You’re never 
going to just compose an email to a bunch of folks whose addresses you’ve got in a list 
unless you want to either get in trouble, or make them really dislike you, or both. 

3. The service plan you sign up for might allow a certain number of subscribers for free, 
after which you need to pay a monthly fee, and/or they may allow a certain amount of 
communication with your list before you need to pay. 

4. It’s important that you own this service and your list. If your publisher owns your list, 
and your next book is published by elsewhere, it’s likely you won’t be able to take that 
list with you. 

5. To communicate with your list, you will access 
your mailing list service provider account and 
there you will be able to create an email that gets 
sent to all subscribers on your list. You can do this 
manually, or you can automate some (or all) of 
it. For example, if you have a blog you might 
automatically send future posts to your list. Or, 
you might create an automated drip campaign 
that sends a series of emails after someone initially signs up. 

When considering a service platform to manage your email mailing list(s), here’s what 
to consider: 

1. How easy is it to use? 
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• The first component is how easy is it to put the signup on your website, or in 
someone else’s email campaign (or elsewhere). You want to be able to easily 
generate signups with an elegant display without having to fiddle around with 
HTML and CSS. Often, there is a plugin you might use for a website platform like 
WordPress that will make things easier, and Squarespace comes with its display 
built-in. Also consider how you might direct people to sign up from a link used 
elsewhere — will you need a website page dedicated to this, or does the service 
provide a link you can use? You’ll also want to consider the format of the signup — 
do they allow an on-page embed or a pop-up? Which is most important to you? 

• The second component is how easy is it to send emails to your list. You want to be 
able to log in and create an email easily, knowing it will show up beautifully in your 
subscribers’ inbox. Does the service provide templates that you like? Do they offer 
suggestions for the best content to include and in what format? Frustratingly, 
emails are really limited in their display capabilities, so you want to make sure that 
what you create won’t end up looking like a bunch of broken code as that won’t 
reflect well on you. 

2. How much does it cost? If you have so 
many email subscribers that you are having 
to pay to communicate with them, it’s a 
great problem to have! But keep in mind 
that most service providers have a paywall 
at some point even if they start out as a 
free service. The free service might limit 
the number of subscribers you can have, or 
how often you can communicate with 
them, or even what features are 
available. So make sure that whatever 
service provider you choose has a plan that 
sits well with you. 

3. Does it integrate with your use cases? If 
you want to create a signup on your website, make sure it’s easy to do that and won’t 
require an advanced degree. Make sure to research the website platform you use in 
combination with the email mailing list service provider to find reviews from people 
who have done it. You can find solutions built specifically for a platform like MailPoet is 
for WordPress. You can find solutions that work on a variety of platforms and integrate 
with many other services, like MailChimp. And you can find solutions that are 
essentially stand-alone but allow you to monetize your content, like Substack. If you 
want people to have the option to be automatically added to your list when they use 
your website’s contact form, for example, make sure the service provider you select 

Folks don’t sign 
up for email,   

they sign up for 
your brand. Your mailing 
list allows you to create a 
personal touch, at scale. 
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makes that feature available. If you want to keep an archive of your newsletter content 
on your website, make sure that’s easy to do too. 

And, finally, here are some things to consider when integrating your list signup into 
your author website design: 

1. It’s a balancing act to make sure your website visitors encounter your signup but aren’t 
totally overwhelmed by it. You need to think about this use case not just for a desktop 
or laptop display, but also on a mobile device. If your email signup is immediate, 
prominent, and it’s unclear how to dismiss it, you’re more likely to lose a visitor rather 
than gain a subscriber. I recommend visiting other websites for examples of things you 
like and things you don’t, because everyone’s tolerance is different. Sadly there’s no 
one-size-fits-all here — it’s personal preference. You can have an on-page embedded 
signup as part of the page content that is more successful than a popup, or the other 
way around — the success is based on the design and execution. 

2. You need to give people a reason to sign up! If you want to collect people’s email 
addresses so that you can communicate with them later, you need to offer them 
something in exchange for that access now — this is known as a lead magnet. Unless 
you’re a household name (and even then), saying  “Signup Here” (or similar) isn’t 
enough. Also, consider what you’re planning to use your list for so you can let 
prospective signups know what they can expect from you. There are countless things 
for which you can use your list — you can send a regular missive (on whatever 
schedule works best for you), alert people of events and/or news, share interesting 
resources you come across, preview things coming in the future, share articles or posts 
you’ve created, share your advice and expertise, or any combination of those. 

3. Don’t just put your signup in one place and expect folks to find it and immediately 
give you their email address. If you only have your signup on your Home page, but 
nowhere else on your site, you’re missing possible signups from folks 
who don’t experience your site in the way you might assume. Often 
when I’m working with web design clients they are under the 
misapprehension that site visitors experience their website like  
reading a book — starting with the Home page and then 
moving through the other pages one at a time using the 
navigation menu. I’m here to tell you that almost no one 
experiences your site like that. Only the site owner 
experiences the site like that because they are invested in 
reviewing it thoroughly to ensure it is what they want it to 
be.  
 
Instead, your visitor might land on an internal page or blog 
post first, or click a link within the text on a page, or use a 
button before they reach the bottom of a page, or use any 

People want to  
do business with 
folks who treat 
emailing them  
as a privilege, 
not a transaction. 
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other navigation path you make available throughout your website.  This means you 
want to place your signup in multiple locations, if not on every page. You can use the 
same text and design everywhere, or you can change it up, depending on how much 
time you have available to maintain it in the future, should you want changes. 

SUMMARY 

For most authors, building a mailing list is a must-have marketing feature. You’ll want to 
think about what service provider will work best for your skills and budget, where and 
how to integrate the signup into your website, and which lead magnet will best attract 
your target audience. 

Section 9: SEO. 

SEO stands for Search Engine Optimization. It’s the method by which you are found on 
the internet. Unless someone types in your domain name directly, or happens upon you 
through a link on another website, the way you are found is through an internet search. 
Google is the king of search engines, so we focus on them as the gold standard. 

What’s the number one thing that impacts your website’s searchability? Your website’s 
content. It may be surprising to you that how your website looks, what its budget is, or 
what platform it uses have nothing to do with how searchable it is. Rather, the content 
you include and how it is included are most important. 

Search engines look at the words that make up your domain name, your headline text, 
your body text, your links, your image filenames, alt and title tags, and links within your 
website to help determine how to categorize it and the topic for which you have authority. 
And they are smart enough to figure out if the content you have included is likely to be 
important to your audience or not. The days of packing your content with keywords and 
phrases to influence search engines is over, but that doesn’t mean you shouldn’t think 
about them at all when it comes to the content of your site. 

If there’s a page you want to be discoverable through a search engine that page should 
have a topic focus (ie: keyword) that is referenced in a headline, a 
minimum of 300 words on it (and they don’t have to be consecutive), 
a URL that also includes the keyword, a link in the website 
navigation, and relevant links from elsewhere pointing to it 
(essentially, no page should be an island). You’ll notice that this 
criteria is what will also make your content helpful to website 
visitors. Google is smart, and getting smarter all the time, so my 
advice is not to try to game the system, but rather to focus on 
creating the best, most authentic content that you can. It should 
demonstrate that you are an authority on a subject to people and search engines alike. 
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Beyond that, search engines also look at links from outside your website to your website 
— and the more popular the site that links back to you, the better boost it will give you. All 
links back to you are good, but high-profile links help the most. For example, a blogger 
with a modest following reviewing your book online is great, but the New York Times 
reviewing your book online is even better (for a variety of reasons). 

Everywhere that you have a profile online there should be a link back to your website: 
your social media profiles, your Amazon author page, any article about you, any interview 
with you, etc… 

Remember that search engines don’t “see” anything on your website — they’re essentially 
robots behind the scenes that look at the code & text that makes up your site, how it fits 
into your overall web presence across the internet, and figure out where to rank you for 
words and phrases that they think are important to you based on how you use them. 

If a word or phrase is important to you, and you want people to find you for it, here are a 
few things you should do: 

1. Create a dedicated page of your site for that word/phrase. Make it the title of the page 
(including using it in an <h1> tag), and use it (and variations of it) in the body text on 
the page more than once (including the first paragraph). 

2. Make sure the images on the page reflect the word/phrase (in the image filenames, alt 
and title tags). 

3. Link to your dedicated page (see above) from elsewhere (internal and external to your 
site) using that word/phrase. 

4. If at all possible, try to use a word or phrase that isn’t too generic: trying to compete for 
the phrase, “romance novel” is much more difficult than trying to compete for the 
phrase, “historic new england romance novel”, for example. You’re looking for the 
magic combination of enough people searching for something that it’s a good option, 
but not so many people searching for it that you won’t be able to compete. 

Your most important word/phrase should be 
used consistently everywhere you appear 
online. So use it in your social media profiles, 
use it on Amazon, and add it to your 
GoodReads profile. To go back to our previous 
example, all your profiles might read: 
“Firstname Lastname, Author of Romance 
Novels Set in Historic New England”. 

Surprisingly, few authors are doing this specific kind of branding, so it’s not difficult to 
stand out this way. Also, for the journalists and bloggers putting together book lists for 
holidays (eg: Summer Reading Lists) you can call more attention to yourself as an author 
by capitalizing on phrases like, “a summer reading list must” or “the best cozy mystery for 

Your website’s 
content is what 

search engines use 
to fulfill user intent. 



A U T H O R  W E B S I T E  P L A N N I N G  K I T  
Copyright © Kate Anchev, Outbox Online LLC. All Rights Reserved. / outboxonline.com / Page  of 35 38

your holiday vacation”. When journalists and bloggers are searching for who to include in 
their book lists they often want to distinguish their list by narrowing the focus — if they 
don’t already know about you and you’re a good fit for their list, make it easy for them to 
find you. 

SUMMARY 

Identify the keywords, or phrases, that you think are going to help your target audience 
find you online, and figure out how to set up your website so that it reflects your authority 
on those keywords/phrases. Aim to be specific rather than broad, because it will be nearly 
impossible for your website to rank for a generic phrase like, “romance novel.” 

Make sure there are as many links back to your website across the internet as possible, 
including your keywords/phrases, and grow that list over time. 

Section 10: When to hire help. 

I’ve been an author website designer for many years, so I’ve worked with clients who have 
started their website projects at all stages related to the release of their book(s). I’ve 
created author websites with a 1+ year lead time, most commonly with a 3-6 month lead 
time, some at the last minute (if my schedule allows), and even some for authors who 
realize after their book’s release that their website isn’t working as-is and they need 
something new. 

As DIY website platforms (Wix, Squarespace, WordPress, etc..) become easier to use, more 
comprehensive, and approachable, I am increasingly approached by authors who say 
something like, “I built my current site myself but it isn’t what I was hoping for and I want 
something better for the future.” 

Working with these folks means that they’ve already identified pain points regarding their 
choice of hosting platform, website builder, theme, or even content creation, and they’re 
looking for someone to bring it all together and 
guide them towards a successful, 
comprehensive solution. Sometimes the first 
iteration of their site that they’ve built 
themselves has served them well for a while, 
but more often than not they find themselves 
disappointed before they’ve even launched. 
While the promises of website builders are 
amazing, using them still means you have to 
think critically about what to include, how it 
should look (and why), and how to bring it all together. You might have copied another 

SEO isn’t a task 
that you do, it’s  
the result of doing 
everything else right. 



A U T H O R  W E B S I T E  P L A N N I N G  K I T  
Copyright © Kate Anchev, Outbox Online LLC. All Rights Reserved. / outboxonline.com / Page  of 36 38

website that you like using the same website builder, but if their site works really well for 
their brand, but not yours, it’s not going to do the job you want it to. 

You might be thinking about doing the work yourself because the website building 
platforms have done a great job telling you how easy it will be, or because you simply 
don’t have the budget to hire help. It’s important to remember that people who build 
websites professionally are considering many things on your behalf based on years of 
experience, and can often do things much more quickly and with a better end result, so 
be sure to set your expectations of yourself appropriately to avoid disappointment. If you 
plan to build your website yourself, my advice is to keep it simple — keep the design 
simple, the content simple, and the maintenance simple — because you aren’t looking to 
become a web designer, you are looking to support your marketing efforts as an author, 
and being a successful author is much more important. 

When you do decide to hire an author website designer, you can find folks with the 
following skills: 

• Creative content strategy 

• Branding and graphic design 

• Coding and problem solving 

• Website design 

• SEO 

• Website maintenance 

Maybe you need all of those skills, but maybe you don’t. Think about 
what it is that you need, and look for someone with examples of that 
kind of work on the platform that you want to use. For example, you might 
want someone who will just take care of everything for you, or maybe you 
want someone you can work collaboratively with, or perhaps someone who 
can jump in and just make things more beautiful. Not every web designer does 
all kinds of work. Regardless, make sure the candidates you talk with not only offer the 
skills you need, using a process that makes sense, and on the platform that you want, but 
they are also someone you trust and can easily talk with. 

The best time to bring in help is the first moment you identify that you’re in over your 
head. Nothing is to be gained by waiting — in fact, waiting means that the pool of people 
available to work with you will be smaller because of a condensed timeline. Keep in mind 
that most folks who are really good often book out way in advance. So as soon as you get 
that gut feeling that it isn’t going to work out doing it yourself, start looking for folks who 
would be a good fit for what you need. 
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SUMMARY 

There are great tools out there that will let you do all of the work to build a website 
yourself, but there’s a reason that being a web designer is a professional career choice. Set 
your expectations of yourself appropriately, and if you don’t want to hire out the whole 
project but know you need help in some areas, look for strategic help so you aren’t in over 
your head trying to figure out web design when you need to be focusing on the release of 
your book. 

Final Thoughts 

We’ve covered a bunch of ground! More than anything, I want you to walk away feeling 
empowered to create your author website with this information. Covering these topics 
thoroughly not only gives you the information you need to move forward, but also 
removes any mystery you may have thought was involved. As an author website designer, 
it’s a distillation of what I think about for every project on which I work, and I share it 
because I also want my knowledge to set you up for success. Think of it like an author 
website creation pep talk. 

The biggest takeaway is to make a plan, keep it simple, and keep your goals in mind 
throughout the process. When and if your goals change, make sure your website 
continues to set you up for success. More than anything, don’t be shy. Writing a book is an 
amazing accomplishment, and one that shouldn’t be hidden away from the world. 
Instead, celebrate and share it. 

About the Author 

With more than 20 years of experience, author website 
designer, Kate Anchev, not only creates beautiful websites, 
she also helps her clients make expert, strategic decisions 
about their whole web presence, soup-to-nuts. From 
helping craft content for people & search engines, to 
designing for your target audience, to helping you 
determine the best way to drive sales, Kate has you covered. 

She specializes in custom author website designs built in 
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Want experienced advice, specific answers 
to your questions, and a nonjudgmental 

listening ear? 
Schedule a strategy session with me! This one-hour session lets 

you pick my brain and ask me anything about the content, 
structure, and/or design of your website. 

You can use the information I provide to build or improve 
your site yourself, or to hire someone to do it for you. 

We can even review your website together to look for 
opportunities to make it shine brighter. 

LEARN MORE HERE


